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BAFFIN REGION TOURISM STRATEGY

| NT RODUCT 10N

Background to the Study

The tourism industry of the Baffin Region is at a very early
stage of development relative to other regions of the Northwest
Territories and Canada. Although the Region’s tourism resource
base is of high quality with unique characteristics that have an
inherent potential to attract a diversity of markets, the tourism
industry at present suffers from a number of deficiencies that

weakens the Baffin Region’s ability to compete for those markets.

These deficiencies, including the limited number and poor quality
of eating and sleeping faci lities, the ad hoc development of few
attractions, the low participation rates of native northerners, an
insufficient awareness of the requirements and expectations of a
variety of tourists, the low level of the requisite management
and technical skills, limited financial resources and, inadequately
co-ordinated policies, incentive programs and support
mechanisms, create a complex planning and development problem
necessitating the implementation of a comprehensive, co-ordinated
tourism development strategy capable of guiding the future

actions of both the public and private sectors.

As an initial step in the development and implementation of a
tourism development strategy, the Government of the Northwest
Territories, through its Department of Economic Development and
Tourism, commissioned the Baffin Regional Tourism Planning
Project. The intent of the project is to provide a basic strategy
for resource development and marketing and serve as an
educational  tool to stimulate interest and gain the full

participation of native residents in the tourism industry.




1.2

Objectives of the Study

As outlined in the Terms of Reference and subsequently modified
and elaborated during discussions with officials from the
G. N .W. T. Department of Economic Development and Tourism,

basic purpose of this study is to:

"define a strategy, a course of action for the ’'80s that will
guide tourism development throughout the Baffin Region by
identifying investment opportunities for the private and
public sectors that will allow for maximum contribution to
the economic well -being of individual areas  with in

pre-determined social carrying capacities”.

Within the context of this basic purpose, the specific objectives

of the study are:

1. To develop a study/planning process that will permit and
encourage the involvement of community residents in data

gathering and analysis, in strategy formulation and in plan

preparation.

2. To increase the awareness of residents of the possible
benefits to be derived from tourism and the type of
demands that tourists may place upon the community
through discussions and presentations.

3. To identify and examine the tourism and recreational
resources of the Baffin Region in general, and each of its
communities in detail, and to describe the general and
specific opportunities and constraints to the development

and growth of the tourism industry in the Baffin Region.

4. To identify and describe the market potential of the

identified tourism and recreation resources.

the



10.

Within the context of market potentials, to isolate and
describe specific, realistic tourism development/investment
opportunities within each community and throughout the
Baffin Region.

To outline the general economic feasibility of various types

of development.

To develop/recommend specific policies, guidelines,
programs and public/private sector actions required to

realize the development/investment opportunities.

To prepare a five-year tourism development plan for each
community which organizes and priorizes the development/
investment opportunities and associated programs or public/

private sector activities.

To prepare a ten-year general tourism development strategy
for the Baffin Region which integrates and provides a

context for the implementation of the individual community

tourism development plans.

To provide a synthesis of supporting and background

information to support ongoing planning activities.




2.0

2.1

MARKETS AND MARKET ANALYSIS

Approach to Market Analysis

Because the Government of the Northwest Territories was

involved in a major market study for the entire Territories, it
was agreed that a large majority of the market analysis would
rely on review and analysis of previous work (secondary

sources ).

The agreed to methodology would be comprised of:

i) Review and analyze available background market reports,

see Section 2.2

i) Contact involved/interested government agencies to

determine availability of pertinent visitor data.

iii) Contact involved/interested private sector agencies to

determine availability of pertinent visitor data.

iv) Interview selected private sector tour operators/wholesalers
and special interest groups to review their interest in

visiting proposed tourism concepts in the Baffin Region.

V) Development of market projections for SpECifiC tourism

developments.

Closely associated with the market analysis was the economic and
financial analysis of selected developments (see Section 4.0). It
was agreed with the G. N. W. T. that the approach was to provide
“a market analysis”. “Marketing” for the recommended projects
i.e., how to interest and attract visitors, while important, was a

secondary component of this study.




2.2

Data Availability and Characteristics

General ly, studies pertaining to travel in the north provide a
disjointed picture because of the breadth of land ranging from

the Eastern Arctic/Baffin Island to the Western portion of the

Northwest Territories, the Yukon and Alaska. Most of the
background studies focus either on both the Yukon and the
Northwest Territories or at best, the Northwest Territories
alone. Very few deal with travel and tourism specifically in the
Eastern Arctic. Many of the reports caution against conclusive
statements because of weaknesses in the survey design, small
sample size, or collection of data. The background studies

examined included the following.

1. The Travel Industry in the Northwest Territories, 1975
Department of Economic Development, Division of Tourism,
G.N.W.T.

2. Tourism Development and Marketing Strategies for the
Northwest Territories, | ntrec Group Ltd. , Outcrop Ltd. ,

Qaivvik Ltd, May, 1980.

3. Northwest Territories Tourism Plan, K .W. Lawrence,

Department of Tourism, G. N .W. T.

4. Survey of Sport Fishing Lodges in the Northwest

Territories, Department of Fisheries and Oceans, Western
Region, 1981.

5. Pangnirtung  Tourism  Study 1981, Marshall ~ Macklin

Monaghan.

6. Northwest Territories Travel Surveys 1981-1982, Deloitte

Haskins & Sells Associates

7. Northwest Territories Economic Development and Tourism

- Five Year Marketing Strategy, January, 1982.




8. Yukon Tourism Industry Highlights, 1981, Yukon
Department of Tourism and Economic Development.

9. Yukon Coupon Conversion Study, 1981, B.C. Research.

10. Vacation Travel by Canadians, 1980-1981, Traveldata
International.

11. Travel, Tourism and Outdoor Recreation, Statistics Canada,
1978-1979.

Many of the studies appear to have conflicting data about origin
of visitors to the Territories, use of travel agents etc. In many
cases, distinctions have to be made in interpreting northern
tourism data to the Baffin Region circumstance. Its unique
topography, cultural and historic base as well as the use made
of accessibility (air) make applying overall northern tourism data

to Baffin unrealistic.

Summaries of the background data are presented in

Appendices | , | | and 1II.

Overal | Tourism Trends

Based on a careful assessment of the background data and
discussions with  tour wholesalers, the following are the
consu Itants conclusions about the potential tourism market for

Baffin Region within the context of data inadequacies.

People’s desire and possible need to take vacation holidays
seem to be recession proof. (Some 55% of Canadians took a
vacation holiday in 1981 ). What does happen is that the
holidays tend to be more national rather than international

when the economy is depressed.

The main reason for travel historically has been to visit
relatives and friends (48% of vacationers noted it as the

main reason for travel in 1981 ). Because of the sparse




population iN the Northwest Territories and Baffin Region in
particular, and the cultural differences between the
residents and the rest of North America and Europe, this

reason for visiting Baffin Region is largely irrelevant.

In the north of Canada, Northwest Territories and the
Yukon, the origin of visitors to a particular area can vary
signficantly even between northern locations that are
relatively close together. Of the estimated 7,000 - 7,700
visitors per year in 1981 to the Baffin Region (including
non -resident business travel lers- see Appendix | | for

background), itis estimated that their origin is:

Ontario 25%
Quebec 10%
Atlantic Canada Insignificant
Western Canada 10%
Northwest Territories 15%
Sub-total Canada 60%
U.S.A. 25%
Europe 10%
Other 5%
100%

It is felt from various sources that Canadian visitors, with
the exception of Quebec residents, are becoming more
interested in visiting other regions within Canada including

the Northwest Territories.

The time of year of visitation is largely skewed towards the
summer months. The estimated proportion of visitors in

each of the four quarters is such:

First Quarter 7.5%
Second Quarter 30. 0%
Third Quarter 45. 0%

Fourth Quarter 17 5%



While a profile for Baffin Region visitors could not be done,
the experience of the Pangnirtung Community Tourism
Study, the Northwest” Territories Travel Surveys and the
Yukon Tourism Industry Highlights, indicate that the Baffin
Region visitors, on average, have above average incomes,
are most [i kely to stay in a hotel, motel or lodge, although
camping is popular. Popular activities are photography,
sightseeing, shopping for handicrafts, backpacking/hi king,
visiting historic sites/museums and hunting/fishing, and are

most likely to be adults under the age of 40.

Future Market Prospects - Market Segments

Given the changing demographics (the proportion of those 20-39
years of age in Canada’'s population will decrease from 34.3% in
1982 to 33.4% by 1999, the absolute number of people in that age
range will increase by 7.6% to just over 9 mi | lion people in
1992), increased reliance in Canada on domestic tourism, it is
suggested that the market areas which promotional campaigns
should firstly be directed to are within Canada, specifically
Ontario, Alberta and British Columbia. Not only do these areas
represent significant popu lation bases, they have traditional ly
shown the greatest interest in visiting the Territories. In the
case of Alberta and British Columbia, most of this interest has
been directed towards the Western Arctic and the Yukon because
of easier accessibility. It is felt that with proper tourism
facilities some of this interest can be re-directed to the Baffin

Region.

The U.S. tourism market for Canada is decreasing in absolute
number and as a relative percentage of the total tourism market
in Canada. However, it still represents a significant market in
terms of affluence and numbers. It is felt that the areas to
concentrate promotional campaigns would be initially the mid
Atlantic States (New York, New Jersey and Pennsylvania) and
then the East North Central States (Wisconsin, Ohio, 11 linois,

Michigan and Indiana).




These two areas have traditionally represented over 50% (25%
each ) of the total U.S. travel trade to Canada. Deloitte Haskins
& Sells estimated that 1 1% of all visitors to the Northwest
Territories come from the Eastern U.S. Even more significant,
the East North Central States is the second largest U.S. market
segment visiting the Yukon after the Pacific Region. There is
no geographic reason why some of this interest cannot be

re-directed to the Baffin Region.

Overseas tourism to Canada has been increasing rather rapidly.
The four leading countries of origin are the United Kingdom,
Germany, Japan and France. Based on the Yukon’s experience,
the Northwest Territories Travel Survey report and the
Pangnirtung Study, before any widespread promotional campaign
is directed to the international market it should be directed to
one selected country (Germany or the United Kingdom would be

the first choice) to determine the effectiveness and response.

There are two other important factors to be considered about
overseas visitors to Canada. Toronto is the Inbound Canadian
City of 57% of al | overseas charter passengers. Also the
majority of overseas travel lers to Canada enter via the United

States - 53. 3% in 1979 with 35.4% coming by land.

The implications from these facts is that Toronto is an obvious
point of interest for overseas visitors. Arrangements/tours etc.
for overseas visitors should al low for the fact that Toronto is
the most popular point of entry. Because of the strong
relationship of overseas tourism to Canada with U.S. visitations,
innovative tours involving both U.S. tourism points and the

Northwest Territories would be worth exploring.

The segment of the visitors market most |li kely to be attracted to
the Baffin Region are the “off-the-beaten trail” type. This
market segment has been estimated to be 38% of the total
Canadian vacation market. This segment has a strong

preference for out of the way places, tends to avoid first class




accommodation, outdoor recreational activity is important and this
group is relatively loyal to Canada. Length of stay is likely to
average 2-3 weeks. Promotional campaigns should be directed
towards this market segment in the geographic areas selected.

As noted in the publication ‘Vacation Travel by Canadians,
there is strong interest by Canadians in visiting the Northwest
Territories and the Yukon. While cost consideration may be a
factor, it is felt that poor accessibility and inadequate facilities
are largely to blame for people’s reluctance to visit these areas.
Promotional campaigns and tourism developent must be directed

to overcoming these shortfalls.

The package tour market while not exhibiting much overall
growth, is a significant factor in trips to the Northwest
Territories and the Yukon. It is felt that this method of travel
wil | continue to grow in importance for these areas. Travel
agents are very much involved in promoting package tours (60%
of package tour users availed themselves of the services of a
travel agent). Obviously therefore, the travel agents must be
made aware of the facilities available and tour wholesalers need
to become involved early in the planning and promotion of
package tours. The vast majority of package tours (93%) do not
involve chi Idren. The primary market segment is the 20-40 year

old childless adult.

There are also markets for two specialized market segments, 1 )
the hunter/fisherman (over 40 years of age, middle to upper
income and solely interested in hunting/fishing) and 2) the
middle-age sightseer (upper income, over the age of 40who is
interested in viewing the Arctic but still expects a degree of
comfort). Both of these market segments are likely to average

between 5 to 7 days per visit.



Development Implications; Regional, Community

Based upon the background information collected and discussions
with wholesalers and tour operators, a number of conclusions can
be drawn from the market data that have direct implications for '
the development and operation of tourist attractions and

developments throughout the Baffin Region.
To illustrate their direct relationships with possible tourism
developments, the conclusions and implications are presented

below in terms of association with example developments.

Lake Harbour Interpretive Boat Tour

“Broad appeal in each of these areas

Geographic Markets . Ontario, Alberta, British Columbia.

Eastern United States primarily New
York, Pennsylvannia and New Jersey,
but also northeast central States like
Michigan and | llinois.

United Kingdom (because of English

language).
Specialty Markets Universities (both faculty tours and
(not necessarily student tours ).

geographically centred)
Nature groups, photography clubs,

etc.
Accommodation/ Cabin cruiser/long liner should be
Faci | ities comfortable but not | uxu rious.

Lake Harbour accommodation hotel
should be basic but clean and offer
a smal | selection (2 choices) of well -
cooked but simple meals.

Tent camps on the tour should be as
spacious as possible; food should
emphasize some local foods, char, etc.

Tour Activities Tour guide(s) must be able to speak
English and relate wel | to visitors.

. -Sense of participation in sightseeing,
the Inuit summer camps and char fish-
ing wil | need to be insti | led in the
visitors by the tour guide(s).



Marketina . Work with established tour wholesaler
and travel agent to package and sell
the tour.

May be advised to use this tour or
tour similar as a pilot project in estab--
lishing good working relationships with
travel industry, to test the reaction of
the market to the Baffin Region, and
to iron out any operational difficulties
in the administration of the tours.

Must be packaged as an all-inclusive
tour including air fare from a stated
destination (Toronto), tour activities,
accommodation, and meals.

Colourful, clear brochure with complete
information presented as simply as
possible.

Fish Camps

Broughton Island, Arctic Bay, Nottingham Island.

Geographic Specialty . Particular market segment of middle-
Markets upper income males in Ontario/Eastern
United States (New York, Pennsyi-
vania, New Jersey, Illinois, Michigan)

and possible Germany.

Accommodation/ Accommodation must match and compete
Faci | ities with other fish camps currently estab-
lished.

Plywood tents with central mess.

Food should emphasize catch of the day
and be simply prepared.

Standard fishing boat, outboard motor

wi | | be adequate.

Tour Activities Tour guides must be knowledgeable
about where the fish are as the catch
is al | -important.

While ability to speak English fluently
is not essential, tour guides must be
willing to be adaptable to fishermen’s
whims about when and where to fish.

Potential market to sell “special ized”
Arctic fishing equipment, lures, bait,
line, etc. to fishermen.




Marketing . Could be packaged through tour whole-
saler/travel agent (all-inclusive price
including airfare) or could be individ-
ual ly marketed through advertisements
in fishing magazines (Field and Stream)
or in major Ontario and Eastern U.S.
Dailies such as the Toronto Globe and
Mail, New York Times, Wall Street
Journal, Detroit Free Press, Chicago
Daily News, or at sporting shows.
(All-inclusive price for land portion,
individual arrangements for airfare).

Arranging for write-up in a weekend
magazine supplement would also be
advantageous.

Recommended that one camp be insti-
tuted first as a pilot project to deter-
mine market demand and to provide
operational guidelines for the other
camps. The camps, when they are all
established, could be market together.

Lake Harbour to Frobisher Bay Snowmobile Tour

Potential Markets/ While this tour could be marketed on

Marketing its own to a broad range of potential
tourists in Canada, the U.S. and over-
seas, its length etc. suggest that it
be marketed to tourists/business travel-
lers who are already planning to come
to the Baffin Region, e.g. , fish camp/
Frobisher Bay boat tour users.

Specialty markets would include photo-
graphy clubs, nature clubs, snowmobile
clubs .

Suggest that this tour not be imple-
mented initial ly until success of other
attractions is realized.

Accommodation/Tour . Frobisher Bay/Lake Harbour facilities
need to be simple but clean.

Food should be simply prepared.

Guides must be able to speak English
and be knowledgeable about the area
to properly conduct the tours.



Frobisher Bay | nuit Art

Trip

Geographic/Specialty
Market

Accommodation

Tour

Marketing

Because Canada Art including | nuit

Art has a limited market (really con-

fined to Canada and some U.S. col-

lectors) this market segment is rather
small but wel | defined.

Primary markets would be Ontario,
Alberta and British Columbia. Second-
ary market would be the Eastern U.S.

Rental accommodation in Frobisher Bay
must be clean. Food must offer a
range of menu for differing tastes.

Guides must be knowledgeable about
| nuit Art and be fluent in English.

Must be able to liaison with the Art
Co-operatives and speak about the
attributes of the various artists.

Tour could be marketed directly as an
al | -inclusive package through various
Art Galleries, Associations, etc. in the
various geographic markets.

Individual day trips from Frobisher
Bay could also be sold to visitors
(tourists/business travelers) already
in Frobisher Bay/ Baffin Region.

Because of the somewhat depressed
market for CO | lectibles and Art of al |
types due to the recession, the tim-
ing of major emphasis on this tour
might better be postponed, although
individual day trips from Frobisher Bay
cou Id be marketed.

Frobisher Bay Tooni k Tyme Tour

Geographic Markets

Accommodation

Ontario, Alberta and British Columbia

Eastern U .S. , Mid Atlantic and North-
east Central States.

United Kingdom/Germany.
Rental accommodation in Frobisher Bay
should be clean with varied food menu

‘for differing tastes.

| nuit and northern specialties could be
featured as part of the Festival.




The conclusions of the market analysis is that Ontario, Alberta
and British Columbia, in that order, are the prime Canada
markets with New York, “ New Jersey, Penny slvannia, Michigan
and | llinois as major U.S. markets. Germany and the United

Kingdom should receive initial attention of the overseas markets.

The potential exists of combining various of the tours described
above. It is suggested, however, that initial tourism
development involve the Lake Harbour Interpretive Boat Tour,
one of the Fish Camps ( Broughton Island, Arctic Bay or
Nottingham | stand) and the Frobisher Bay Toonik Type Tour.
In addition, establishment of day trips from FrobisherBay to

one of the Inuit Art cooperatives might also be established.




Tour . Guided tours not required by schedule
of events a necessity.

. ‘Information centre for the Festival
should be established.

Marketing . Fairly broad marketing campaign is
suggested.

Organized tours through travel agent/
tour wholesaler is suggested.

This may be one tour which has family
appeal so that families with children
may be attracted. Marketing campaign
should take this into account.

Other tours can be marketed in con-
junction with this tour.

Summary

Based on the above market analyses, the potential for increased
tourism to the Baffin Region exists. Concentration on certain
geographic regions is essential to increase awareness of Baffin as
a tourist centre. From the analyses, Frobisher Bay as a
destination centre and departure point for other tours will
increase the need for proper accommodation and eating faci lities
to be put in place and maintained in Frobisher Bay. A visitor
and tour centre, staffed by personnel knowledgeable about all

the various points of interest, needs to be established,

Working relationships between tour wholesalers, the airlines,
regional and local carriers, hotel operators and tour coordinators
will have to be improved. A tourist association involving
representatives from al | these sectors and the government is one
vehicle which could accomplish better co-ordination of tourism
development and marketing in Baffin Region. An example of a
useful product from such an association would be a Baffin Region
Travel Agents (Visitor) Manual which could be widely distributed
(similar in content to the Yukon Travel Agents Manual). Listed
in the manual would be maps of the region, avai lable package
tours, transportation information, climate, population data,

accommodation, etc.




3.0

3.1

3.2

REGIONAL TOURISM STRATEGY

Definition of a Regional Tourism Development Strategy

A regional tourism development strategy describes a course of .

action in terms of broad goals and objectives to direct growth
and development in the tourism industry over a ten year
horizon. It reflects the objectives of both government and
private sector; is sufficiently broad in scope and flexible in
approach to accommodate existing conditions; is responsive to a
wide variety of short and long term markets, trends and
resource development opportunities; and is generally cognizant of

local community aspirations and initiatives.

A regional tourism development strategy is broader in scope than
A community tourism development plan, yet it reflects the

development intent of the community plans.

From a government perspective, the regional tourism development
strategy will direct territorial and federal agency funding and
programs over the next ten years by providing long term
objectives for tourism. It willi define areas of public and private
sector co-ordination and assist the territorial government in
cleat-ly enunciating government policy respecting tourism

programs.

From a private sector perspective, the tourism strategy will
provide a framework to direct and stimulate investment from the
private sector. It will define areas or programs that have
potential for tourism development and that require specific
entrepreneurial skil Is, and, it wi || specifically outline promotional

and marketing targets.

Approach to the Development of a Regional Tourism Strategy

The major tasks completed during the entire planning project and
their relationships are depicted in Figure No. 1. This flowchart
provides a context for the actual process used to construct the

regional and community tourism development strategies.



The process used for the preparation of the Tourism Strategy
for the Baffin Region began with the identification of the
primary goals and objectives which were to be met through the
Baffin Region Tourism Development Strategy. It culminated with
a description of the alternative strategies each of which satisfied
the stated objectives. A detailed discussion of the process is

presented in the Planning Process Report. Basically, the five

steps of this planning process included:

1) Delineation of the specific goals and objectives to be addres-

sed by the BaffinRegion Tourism Development Strategy

The goals and objectives were derived from the Terms of
Reference guiding the preparation of this Tourism
Development Strategy, from the formal modifications made to
the Terms of Reference through subsequent
correspondence, from the conclusions reached during the
October Workshop/Seminar held in Pangnirtung, and from
discussions with senior government officials during the

course of the study.

2) Establishment of Planning Principles

The planning principles incorporated the information
obtained through the analysis of available literature;
through original research into existing programs, into adult
education and training services and facilities, and into
market-related subjects; through the public involvement
program; and through discussions with relevant government
officials, tourism operators and private individuals. The
planning principles refine the goals and objective statements
by defining more clearly the feasibility, appropriateness and

acceptability of possible courses of action.




3)

4)

Within the context of the planning principles, identification

of a process by which alternative ways of satisfying part or

al | of the goals and objectives outlined in Step 1) can be

explored.

In order to explore alternative means of satisfying part or
all of the goals and objectives established for the Strategy,
a series of questions which explored particular orientations
towards the development and management of tourism and
recreation resources were postulated. These questions were
then restated as development and management options and
expressed as important variables to form a framework for

structuring alternative strategies.

Formulation of concept alternatives and a description of their

salient characteristics and implications.

The process utilized in the formulation of alternative tourism
development strategies is a creative and iterative process.
It is based upon a sound knowledge of the management and
operating philosophies of the tourism industry in a national/
international context. This knowledge is, in turn, applied to
the specific circumstances in the Baffin Region and feasible

alternatives are generated based upon:
i) resources and competing opportunities;

i) markets and market trends;

iii) federal, and territorial goals and objectives for tourism
as evidenced in current documentation and internal

“anticipated” policy changes;
iv) future societal trends and influences; and
V) industry, community and special interest group concerns

and expectations.

The process of combining these elements within a single

strategy is a “best fit” approach which involves a number of




compromises and trade-offs. The “best fit” strategy is
measured against other feasible alternatives, trade-offs are

made and a strategy selected.

Three alternative regional strategies were formulated prior °

to the field program. Briefly described, they were:

ALTERNATIVE TOURISM DEVELOPMENT STRATEGY NO. |

Basic Intent

Alternative Strategy No. Tfocusses upon the creation of an
integrated, complementary system of small/simple to large/
complex destination areas centred on or near communities of
the Baffin Region. Complementarity is achieved through
the assignment of aparticularrole to each community and
the development, to the defined level, of appropriate
natural, historical or cultural attractions and associated
facilities, services and programs. Integration is achieved
through the sequential timing of major events and programs
within the context of the realities of travel throughout the
Baff in Region. Together they —create a system of
attractions, programs and events that can be enjoyed in

part or all by individuals or groups.

ALTERNATIVE TOURISM DEVELOPMENT STRATEGY NO.2

Basic Intent

The basic intent of Alternative Tourism Development
Strategy No. 2 is to select specific natural, historic and
cultural resources located throughout the Baffin Region and
to develop, package and promote them to specialty markets.
The focus wil I be on the creation and marketing of
well -organized high quality “one-of-a- kind” experiences of
an extended nature resulting in a trophy, product or

completed chat lenge. -




ALTERNATIVE TOURISM DEVELOPMENT STRATEGY NO.3

Basic Intent

The basic intent of Alternative Tourism Development
Strategy No. 3 is to stimulate each community to prepare its
own tourism development plan, and then in the context of
those plans, to develop financial, training, technical and
marketing support programs that would assist the community
in carrying out its plan. The primary characteristics of
the tourism industry throughout the Baffin Region would,
therefore, be determined by the complementary or

competitive decisions and actions of the communities.

Evaluation of the Alternative Tourism Development

Strategies and the selection of the preferred strategy.

The specific character sties and implications of each
strategy were presented at the January 1982 planning
workshop attended by both the consultants and officials of
the Department of Economic Development and Tourism,
Government of the Northwest Territories. The discussions
resulted in the selection and modification of the preferred
preliminary regional strategy which then formed the basis
for the development of community plans during the field
program. After completion of the community plans this
preliminary regional strategy was further refined during the
June planning workshop to support and reiterate the

community plans.

The final Regional Tourism Development Strategy is

presented below in Section 3.4.




3.3

3.3.1

3.3.2

Goals, Objectives and Principles

Goals and Objectives

The specific goals and objectives guiding the course of the
Baffin Region Tourism Planning Study have been outlined in
Section 1.2 of this report and need not be reiterated here.
Suffice it to say that the am of the Government of the
Northwest  Territories in their overall tourism development
strategy is:

" . overthe next five years to assist communities right
across the Northwest Territories in achieving their tourism
revenue and employment objectives. [Hence] this strategy
emphasizes the preparation of communities, their residents
and their businesses, so that they can be more active
participants in the tourism industry. From the viewpoint of
the tourist the object of the [N. W. T. ] strategy is to
provide better facilities and services but most of all to
provide more en | ighteni ng and satisfying tourism

experiences. (5-year N.W.T. Tourism Development

Strategy. p.8).

The Baffin Region Tourism Development Strategy has been

formulated within the context of the above aim.

Planning Principles

Planning principles refine the goals and objectives established
for the planning effort. Derived from resource inventories and
analyses, from the community involvement program and from
discussions  with special ists and government officials, they
provide definition and context which shape and guide plan
formulation. Planning principles both enlarge upon and restrict
the established goals and objectives by addressing and clarifying
issues and concerns not considered in the Terms of Reference,
and by restating the broad planning objectives in terms of the

potential and capabilities of resources specific to the study area.



The following set of planning principles were used to guide the

formulation of alternative -tourism strategies for the planning,

development and management of the tourism and recreation

resources of the Baffin Region.

1)

2)

3)

4)

5)

The priority that the Government of the Northwest
Territories places upon the development of the tourism
sector issue as compared to other resource developments is
not at issue, and will not restrict consideration of the
widest possible range of opportunities and developments for
stimulating the tourism industry within the limits of social

and environmental capacities.

Tourism is to be primarily a private sector industry. The
private sector will be encouraged to take the lead in
developing viable operations with the Government involved
in the provision of support services (roads, airports,
research, general information distribution, etc. ). In the
short term, the Government wi | | provide incentives to

encourage and facilitate tourism development.

The tourism industry is to operate under the free
enterprise system. I n the medium to longer term,
businesses are to become self-supporting and government
funds are not to be used to prop up failing tourist

businesses.

The long-term interests of the indigenous population is of
paramount importance and, where desired, planning,
development and management activities associated with
tourism-related developments must minimize destruction of

traditional lifestyles.

The regional tourism strategy and community development
plans must stress 1 nuit control over the rapidity, scale and
direction of tourism-related developments throughout the

Baffin Region.




6)

7)

8)

9)

10)

11)

All aspects of the regional tourism strategy and the
community tourism development plans must be geared, where
appropriate or desired, towards enhancing the capabilities
of the | nuit people to develop and manage tourism facilities,

services and programs.

Community-based tourism is considered to be the most
appropriate form of tourism for this northern environment.
Activities and developments that are centred in the region’s
communities ensure maximum economic and social benefits to

community residents.

Except where otherwise decreed by the residents of
respective communities, the strategy and plans should
emphasize the identification and development of
non -extractive, non -consumptive attractions or opportunities
so as to minimize competition with the harvesting activities

of the | NUit people.

Throughout the planning program, the residents of each
community are to be provided with sufficient information to
al low them to make informed and educated decisions as to

the type, level and priority of tourism-related developments

within or adjacent to the community. The regional tourism
development strategy is to be the policy and program
framework that will foster and guide the implementation of

the decisions made by each community.

Preservation of the wunique, fragile and other significant

natural, historic, or archaeological resources of the study
areas will be emphasized. Their development for tourism
and recreation wil | only be recommended insofar as this
development is compatible with the preservation

requirements.

Existing tourism and recreation developments are not
considered as immutable or permanent during this planning

process. Their retention, modification or removal will be



recommended if that action is deemed necessary to ensure
the achievement oOf optimum development and use levels of

the study area's tourism resources.

12) It is recognized that the development of the Region’'s
natural resources wil | continue under the direction of both
DIAND and the G. N .W. T. It is the premise here, that the
resources of the study area will be developed and managed
through an integrated resource management plan and
program of which the Baffin Region Tourism Development
Strategy and Community Tourism Development Plans will

form an important part.

13) In the preparation of concept alternatives, the level of
financial resources required to implement proposals and
programs will not be a major factor in the initial selection
and consideration of tourism development proposals. Once
the preferred concept/alternative has been identified, the
required financial resources and economic feasibility will be

determined.

14) The Government of the Northwest Territories will discourage
ad hoc tourism developments and wil | evaluate development
proposals on their congruency with the regional tourism
development strategy and the respective community

development plan.

15) The present training and skill levels of the [{nuit, as
associated with the planning, development and management
of tourism facilities and services, are to be taken into
account during the identification and recommendation of
tourism development opportunities. The intent is to develop
and recommend a phased development and implementation
program that reflects and is integrated with the growth of

Inuit capabilities.




16)

17)

18)

19)

20)

The orientation of the strategies and plans will be more
resource-oriented than market-oriented. The characteristics
of the natural, cultural and historic resources located
throughout the Region will dictate, to a large extent, the
market segments or specialty markets €to be attracted to the

Baffin Region.

The regional tourism development strategy will recognize the
tourism attractions, services and programs offered
throughout the adjacent regions, and will strive to integrate
its development and program proposals with those of other
regions. However, the consideration of possible options for
tourism development throughout the Baffin Region will not
be restricted by those existing in, or proposed for other

regions.

The tourism development strategy and community tourism
development plans will be based upon the premise that
associated marketing and promotion programs will strive to
inform/educate the prospective tourists about the real
characteristics of the region’s growing tourism industry and
its facilities and services, and wil | build a level of

expectation that is in conformity with reality.

The Regional Tourism Development Strategy must strive to
optimize the economic return of tourism to the | nuit of the
Baff in  Region yet will provide opportunities for  all
interested residents of the Region to participate in the

tourism industry.

The priority for the allocation of resources will be to those
communities which are interested in being involved in the
industry and which have a positive future potential for

growth.

The alternative tourism development strategies (briefly described

in Section 3.2 and detailed in the Planning Process Report), the




3.4

3.4.1

selection and modification of the preferred Regional Tourism
Development Strategy and the preparation of the Community
Development Plans occurred within the framework established by

the Planning Principles.

Regional Tourism Development Strategy

Introduction

Inthe past, the development of the tourism industry in the
Baffin Region has been somewhat limited. Although, as the
results of the tourism planning study have indicated, tourism
resource opportunities are plentiful, not much as been developed
throughout the region in terms of either attractions, events,
services or facilities. Growth in tourism has been hindered by
three basic factors: distance and travel costs from major
markets; lack of awareness of the Baffin Region as a travel
destination; and the inability of the tourism industry to meet the
needs and requirements of the markets. Tourism development
has taken place on an ad hoc basis. Co-ordination of tourism
developments and programs within and between the public and
private sectors has been difficult to maintain, resulting in a
fragmented product that is not responsive to market changes
anticipated in the 1980's and 1990's. As indicated by its
recently prepared 5-Year-N. W. T. Tourism Development Strategy,

the Government is acknowledging tourism as a viable industry
and is beginning to provide strong leadership in the planning,
program preparation and organized development of the industry.
The preparation of a Tourism Development Strategy and its
associated Community Tourism Development Plans is a key plank

in its support program for the tourism industry.

The Baffin Regional Tourism Strategy is very broad in scope,
recognizing the tourism industry’s evolutionary process, and the
fact that presently the region is underdeveloped as far as
tourism infrastructure is concerned. The strategy is flexible in

order to accommodate the existing concerns and developments,



3.4.2

and to respond to changes in community tourism development
plans. In this way it is a reiterative strategy, in that it
repeats the community tourism plans, yet accommodates the
necessary changes as they occur. It can be responsive to short
and long term market requirements and resource and
infrastructure development opportunities that wi Il evolve as the
tourism industry develops. The Baffin Regional Strategy
provides an overall direction for a 10-year planning horizon.
Specific direction is being expressed for the first one to five

years through the Community Tourism Plans.

The Baffin Regional Tourism Strategy, therefore, is a statement
of integrated goals that initially formed a framework for the
development of individual Community Tourism Plans. It was then
modified to reiterate the direction for tourism development that
was expressed in these individual plans. This strategy
represents a means through which tourism industry growth can
respond in an organized way to market requirements, changes in

the industry, and local community aspirations and initiatives.

A Tourism Development Strategy for the Baffin Region

The main emphasis of the Tourism Development Strategy for the
Baffin Region is:

To stimulate the development of predominant vy
non -consumptive, community -centred tourism i N an
integrated network of tourism destination areas and
destination communities that are linked together by air
transportation corridors or boat tours. Development of
tourism facilities, attractions and programs will take
place along specific themes that will attempt to reflect
the natural, cultural, and historic resources and
lifestyles of the region. These will aim to attract
specific specialty markets to provide structured,
programmed opportunities that can be packaged for
small group visitation. The bulk of the tourism
development will be initiated by the public sector and
managed and operated by the private sector. The
individual community’s decision regarding tourism
development will ultimately decide the type and extent
of tourism development that will take place in that
community.




More specifically, the primary characteristics of the proposed

Tourism Development Strategy for the Baffin Region include:

1

2)

3)

4)

Single/Multiple Destinations

The strategy is based upon the development of a hierarchy
of tourism destination areas, attractions and faci | ities. This
hierarchy defines the role that each community will play in
the Region and outlines the level, type and quality of
facilities, services and programs to be developed in or near
each community to serve the tourism industry. The role
envisioned for each community is described in the following

sections of the report.

Communitv/Land Focus

Emphasis is placed by the Strategy upon the development of
specific tourism attractions in or near the community but
the degree to which that aim is realized is dependent upon
the location and nature of the resources developed to create
the attraction. It is mandatory, however, that tourism
activities wi | | be co-ordinated out of the community even
though the primary focus may be on land or water-based
resources. The primary service facilities will therefore be
located IN the community IN  so far as that is possible

without affecting the viability of the tourism development.

Cultural /Naturally jstoric Resource-based Tourism

All resources Will be evaluated as to their potential for
creating specific, high quality tourist attractions. The
level and diversity of development potential will influence

the role assigned to that community.

Resource Preservation/Development

The natural, historical and cultural resources located in or
near the community wi | | be developed/used to the degree

necessary to create a high quality experience. Wherever




5)

6)

7)

8)

possible, development will be in the context of unigqueness,
fragility or the significance of the resources and will
incorporate measures for protecting the significant

characteristics or qualities.

Resource Consumption/Non -Consumption

Unless otherwise dictated by the community, the tourism
attractions, facilities, events and programs will stress
resource non-consumptive forms of tourist activities. The
tourist will “learn, observe, and experience” but will not be
able to participate i n resource consumptive (fishing,
hunting) activities that may compete with the subsistence
activities of the local population. The basic exception to
this general orientation towards non-consumptive tourism
wil | be community directed and controlled trophy sport

fishing and hunting excursions.

Authenticity /Simu lation

Authenticity of experience is the hallmark of this strategy
and the primary tourism activities wil | be centred around

existing cultural, natural or historical resources.

Incorporation of Existing Developments

Existing tourism attractions and developments will be
incorporated in the strategy and the community-based
developments to the degree appropriate. Incompatible
developments competing with the more appropriate attraction

will no Ionger receive support.

Structured/Unstructured Tourism

The strategy focusses on a substantial structuring of
primary tourism  activities with each element of the

experience co-ordinated and organized to ensure that the




9

10)

11)

12)

tourist receives a high quality experience or product. It is,
therefore, expected that the major attractions/events for
which the community becomes known will be highly
structured, but that associated peripheral tourism resources

can be enjoyed when one so wishes.

Market/Resource Orientation

The availability of the resources will dictate the character
of the tourist attraction. Level of development and linkages
between developments will be influenced by the

requirements of the specific specialty market to be

attracted.

Broad Range/Selected Markets

The strategy is aimed at the attraction of carefully selected

and promoted target market segments.

| ndividual/Group/Pac kage Travel

The tourism attractions/experiences envisioned by the
strategy are designed to accommodate small groups. The
entire experience from initiation to completion is “packaged”

to ensure high quality, desired resu lts,

Seasonal/Year-Round Tourism

The nature of the specific attraction will determine the
season during which it is carried out. Strong efforts will
be made to make tourism activity opportunities available
throughout the entire year. It is expected, however, that

most tourism will occur during the spring and summer

months.




13)

14)

15)

Short/Extended Stay

Because of the packaged nature of tourism attractions, it is
envisioned that ful | participation in the offered experience
wi | | require an extended stay by the tourist in the region

(week plus).

Price Sensitivity

All attempts will be made to keep the prices charged for

" n
any package" as low

as possible without sacrificing quality
of experience. It is expected that the marketing potential
of the proposed tourism attraction/experience package will
be determined more by the nature and quality of the

experience than by the costs incurred in enjoying that

experience. It is also assumed that marketing programs will
inform the prospective tourist of the realities of travel in
the Baffin Region so that an appropriate level of

expectation is augmented in the prospective tourist.

Recognition/ Non-recognition of Traditional Lifestyles

Although al I of thetourism-related developments and
programs will be carefully designed to recognize,
incorporate and minimize impact upon the traditional
lifestyles of the residents, the emphasis upon
communit y-centred tourism, the focus upon resource
non-consumptive activities and the requirements for local
management, operation and control wi | | most certainly have
an impact upon traditional lifestyles. Only where the
tourism activity is based upon a continuation of the
traditional lifestyles will the impact be minimal. Even the
latter’s success and feasibility will depend upon the
possibility of the harmonious blending of tradition with the

requirements of the tourism.



16) New/Traditional Skills

A mixture of traditional and new skills will be required to
develop/manage and operate the tourism industry of each ,
community. The particular mix of traditional and new skills
required will be dependent upon the type of tourism
facilities, programs and services developed in or near each

community.

17) Public/Private Management and Operation

It is envisioned that the major attraction s/events/programs
in each of the communities will be controlled by the
community council and either run by the council itself
through its “tourism subcommittee”, by the Co-op, orby
private entrepreneurs through concession arrangements.
Private entrepreneurs wil | be encouraged to establish and
operate specific tourist attractions within a context of
policies and guidelines established by the community council

and the government.

18) | reported/Local Management and Operation

I n the long-term, it is expected that al | tourism attractions,
faci lities, programs and services will be managed and
operated by the residents of the community either through
the community council or by the private sector. The
required capabilities and skil Is wi | | be transferred to the
residents through appropriate “hands-on” training programs
established by the G. N. W. T. Temporary managers/advisors
may have to be hired by the community during the initial
stages of the tourism development program to ensure that
the tourism industry is well managed until such time as the

residents are ready to take over complete control.




19) Public/Private Sector Funding

The characteristics ‘“of the individual attraction or
development will determine the level of public funding
support. It is the intent of this strategy to stimulate

private sector investments wherever possible with the public
sector providing technical and financial assistance for the
upgrading of community infrastructure, the development of
accommodation and eating facilities and their initial
operation, for the development and operation of training
facilities and program and for the provision of special

grants to stimulate the development of attractions.

The above characteristics describe the basic direction and intent
of the Tourism Development Strategy for the Baffin Region. The
developments proposed for each community represent the building
blocks through which the Strategy is realized. Together they
create policy and program implications for the G. N. W. T. that
must be addressed to fulfil | the potential for the growth and

development of the tourism industry of the Baffin Region.

3.4.3 Role of each Community within the
Hierarchy of Tourism Developments

The Baffin Region Tourism Development Strategy is essentially
community focussed. To ensure an optimum realization of the
tourism attraction potential of each community within a
co-ordinated integrated system, each community has been
assigned a particular role to play within the Strategy. This role
carries with it a prescribed level of tourism development and was
determined only after a careful analysis of its resources, its
location, its internal and external linkages, it immediate and
long-term potential and the aspirations of its residents. This

role is characterized by the fol lowing headings and definitions.




REGIONAL SERVICE CENTRE

1.

2.

a)

Definition

A community offering a full range of services to the
tourist, including a variety of the types and qualities of
accommodation faci lities, food , beverage, and night
entertainment facilities, grocery, and other retail facilities,
ai t-line  charter services, banking facilities, a regional

tourism information centre and other related facilities.

Communities Assigned this Role

Frobisher Bay

REGIONAL GATEWAY

Definition

A community where international or domestic visitors
commence their visit to the Baffin Region. Such a gateway
offers a ful | service airport with scheduled air access to
numerous communities within the Baff in Region.
Furthermore, it may offer a considerable range of tourism

services and accommodation.

Communities Assigned this Role

a) Frobisher Bay
b) Resolute Bay



2.

Communities Assigned this Role

a) Igloolik
b) Cape Dorset

STOPOVER COMMUNITY

1.

Definition

A community offering a range of day-use facilities and
services available on a structured, programmed basis.
These opportunities and attractions would be limited in
extent or diversity and would be complementary to the more
abundant opportunities and/or capabilities provided in a

neighboring community.

A stopover community would be integrated into part of a
tour package, as a short term stopover. Often these
communities rely on the fact that they are located on the

flight line to a Destination Area or Community.

Communities Assigned this Role

a) Hall Beach

OUTF | TTING CENTRE

1.

Definition

A place the primary purpose of which is to offer a
particular service to the tourist by providing equipment,
information, guides, transportation and other goods and
services that are required by the tourist before leaving the
settlement to go out on the land. An outfitting centre is a
jumping off point that is dependent upon the surrounding
area to provide structured, programmed opportunities for
the tourist. It has a basic level of services and is

accessible by a full service airport.




DESTI NATION AREA
1. Definition

A distinct community -centred geographic area containing one ,
or more attractions and tourism opportunities reflecting,
through developments or programs, one or more of the
area’s dominant historical or natural themes. Visitors could
spend a major part or all of their vacation trip in this
destination area. Major tourism opportunities are accessible
from the central community upon which they are dependent

for their services and facilities.

2. Communities Assigned this Role

a) Grise Fjord
b) Pond Inlet
c) Arctic Bay
d) Pang nirtung

e) Lake Harbaour
DESTINATION COMMUNITY
1. Definition

A destination community is a community containing one or
more  attractions and tourism opportunities ref lecting,
through developments or programs, one or more of the
commun ity's dominant themes. It differs from a destination
area in that its basis is community oriented tourism
opportunities rather than predominantly area dispersed
tourism opportunities. A destination community is attractive
enough to allow visitors to spend a major part or all of
their vacation trip in this community. A destination
community offers many services, facilities, attractions,

activities, and events to the tourist, but with a somewhat

limited variety.
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2. Communities Assigned this Role

a) Resolute Bay -
b) Clyde River
c) Broughton Island

d) Sanikiluaq

The classification and relations i p of the communities are
illustrated on Map No. 2. The developments proposed for each
community are summarized in Figure No. 2. Specifically these
charts identify each community’s role, highlight the basic theme
and development intent and describe the development and
program proposals. More detailed information regarding the
above is available in individual Community Tourism Development

Plans prepared for each community.

Role classifications ascribe distinct activities and characteristics
to groups of communities. To further reduce competition
between the various communities for similar market segments,
each community has also been assigned a development theme or
orientation that reflect and emphasize the potential of natural,
historical and/or cultural resources. Development proposals
detailed in the Community Tourism Development Plans embody
these themes resu Iting in a greater possibility for
inter-community association and co-operation in the form of land,
air or water tours. Complementarity of themes, therefore,
diversifies the tourism attractions available throughout the Baffin
Region and increases the industry’'s overall potential for growth

and development.

Figure No. 2 presents the basic theme/development orientation

ascribed to each community.
Internal and External Linkages

Figures Nos. 3 and 4 summarize the characteristics of tours
being offered throughout the Baffin Region by local outfitters
and commercial tour operators respectively. The latter are

depicted on Map No. 1. At present, these tours form the basic




SUMMARY OF _CO

FIGURLNO. 2

UN [T Y TOURTSM [N VI LOPMENT PLANS

COMMUNITY

ROL E [N REGIONAL
TOUR [SMCONTEXT

COWUNITY DEVELOPMENTINTEN]

COMMUNITY PROGRAM RECOMMENDATIONS

frobisher Bay

Regional Service Centre

Regional Gateway

Events, attra
developed to
extent their
night or sev
sufficiently
accommodatio

ctions and tour packages should be
create opportunities for tourists to
stay in Frobisher Bay to includegver-
eral day durations. Infrastructure is
developedas to provide a wide range of
n and food services.

Regional/Community Information Centre
- Displays

- Museum

- Theatre

- ArLs and Crafts

Boat Tour - Inuit Head

Boat Jour - Inner Islands

Walking Tours/Hikes

Toonik Type Tour

Community Host

Arts and Crafts Program

Cross-Country Ski Tour

Boat Tour to Lake Harbour - Cape Dorset
Community Improvement

Tourism Awareness Program

Old OEW Line attraction

Feasibility Study of Wharf/Dock

Resolute Bay

Regional Gateway/
Outfitting Centre for
boat tours, land tours
and fishing camps/
outposts

Resolute Bay should be developed as a major access

point from s
quality and
to enable

point for bo
of the attrac
community s

outhern population centres with high

diverse services and facilities necessary
the community to function as a jump-off
th packaged and unpackaged tours. Most

tions and proygrams developed in the
hould be aimed at the short stay visitor.

Tourism Awareness Program

Outpost Camp Tourism Development

Little Cornwallis Island Mine Excursions
Visitor Accommodation Services

Community Tourist Co-erdinator

Community Improvement Program

Pangnirtung

Destination Area
tourism destination
area with high quality
infrastructure and
providing very diverse
activity opportunities

The develop
structured
development
markets.

ment intent In Pangnirtung is to create
(packaged proyrams and services) tourism
opportunities torspecitic tour group

Duval River Interpretive Hike
Mt. Duval Scenic Hike

Kilik River Hike

Aulasiviktuk Overnight Camp
Kingardjuak Tourism Summer Camp
Usualluk Whaling Station Tour
Kekerten Whaling Station Tour
Cumberland Sound Seal Hunt
Char f ishing Activity

Overlord Oay Tour
Winter/Spring Snowmobile Tour
Arctic Cross-Country Tour
Kingnait F jord Hike

Arts & Crafts Program
Inclement Heather-Activities
Film library

Community Host Program

Industry Awareness/Marketing
Tour Group Outfitting
Community Improvement
Visitor Accommodation
Airport tacilities Upgrade
Docking/Wharf facilities
il ity Services

Charter Flight Program
lUpgrade lerritorial Park
Search and Rescue Program
Communt v Jouri<t B yped

Program

B



COMMUN 1 TY

ROLE IN RIG GIONAL
TOURISM CON TEXT

FIGURE NO. 2 (continued)

SUMMARY OF COMMUNITY TOURISM DEVELOPMENT PLANS

COMMUNETY DEVELOPMENT INTENT

COMMUNITY PROGrAM RECOMMENDATIONS

Lake Harbour

Destination Area

Interpretation of
natural, historical
resources

The development intent is to provide organized
opportunities to travelon the land or by boat

to locations around Lake Harbour. The community
would provide limited accommodation services,
outfitting, guiding and food services. Any tours
or promotional material should include the carvings
of Lake Harbour

Tourism Board
Lake Harbour Promotional Brochure
Boat Tours - short duration

- 1-Z day duration
Markham Bay Coastal Tour
Hikes and Walking Trails
Cross-Country Ski Trails
Snow Machine Trip to Frobisher Bay
Visitor Accommodation Services
Old R.C.M.P. Site development

Grise Fjord Destination Area The sugqgested approach for tourism development In “Christmas With the Inuft™ Tour Package
identification and Grisef jord is to emphasize the packaging and Transient Facility Upgrading
experience of natural programming of toeurism activities for both short Co-op Outfitting Services
and physical resources stop-off tours anddestinatl ion tours. Major Snowmobile/Boat Tours
and enjoyment of tourism development opportunities would be Hiking/Cross-Country Ski Trails
traditional lifestyles. accessible from the community at varying distances Expansion/Upgrading of the Community Hall
to accommodate both short and long-term excursions Community Information Program
Grise Fjord Lodge Upgrading/Expansion
Ski Touring Trails & Cabins )
Search & Rescue Program
Airport Terminal Services Upgrading
Handicraft Program
Qanaq, Greenland by Snowmobile/Dog Team
Pond Inlet Destination Area Greater emphasis onspring tourism activities Koiuctoo Bay Spring Program

Theme: Identification

(nierprelallon and
experience of natural
and physical resources.

tit-eater emphasis on activities out on the land
Jours, taditityimprovements and information
programs cateringtotourists with a variety of
interests.

Boat tours

Dock Development Program
Cross-Country Ski Tours

Canoe and Kayak Program

Walking Tour to the Mouth Of the
Salmon River

Tourist Information Display Area
Community Host Program

Self-guided Hiking Tour to Mr. Herodier
and Albert Harbour

Self-guided Hiking Tour to the Salmon
River Coal Seams

Museum of Native traditions

Coffee Shop Project

Pond Inlet Community Improvement
Program

Motel Development Project




FIGURE NO. 7 (continued)

SUMNARY OF COMMUNITY TOURISMDEVELOPMENT PIANS

COMMUNITY

ROLE IN REGIONAL
TOURI SM CONTEXT

COMMUNITY DEVELOPMENT INTENT

COMMUNITY PRoGcrAM RECOMMENDATIONS

Arctic Bay

Destination Area
Emphasis upon the
development and
interpretation of
historical,
archaeological and
cultural resources.

Develop a series of tourism opportunities which

advantage ot Arctic Bay's outstanding natural
historicaland cultural resources without creating
demands forhoteltacilities.

Lncourage spring and summer tourist activity.
Develop an extensive cultural experience program.
Emphasize connection with Nanisivik.

take Arctic Bay Tourism Sub-Committee

Community Awareness Program

Inumarit Cultural Experience Program
Short Tour Development Program

Long Tour Development Program
Self-Guided Tour Program

Bernier Bay Fishing and Naturalist Camp
Arctic Bay Promotion program

Hotel Development Program

Snowmobile Trip between Arctic Flay
Igloolik/Pond Inlet

Cape Dorset

Destination

Community
Emphasis upon Arts and

The development intent is to take advantage of the
great wealth of artistic and historic collections

Cape Dorset Art & History Centre
Accommodation Services Feasibility

Crafts held by various groupsin the community. These Study
attractions can be rounded out by short duration Short Boat Trips
trips to the area around Cape Dorset to view Full Oay Boat Trips
historical and naturalsites. Overnight Boat Trips
Walking Tours
Tourism Board
Nottingham Island Fishing Lodge
- Feasibility
Iglootik Destination Community The historical and natural resource opportunities Community Tourism Board
Variety of tourism found in and aroundlgloolik are felt to be Community Host Program
attractions based upon attractive enouygh to develop long-term tour Visitor Accommodation/Services
the areas natural, packages. These packages couldbe developed Inumarit Museum
historical resources. in conjunction with short-termstaysinother Outfitting Services
communities suchas HallBeach and long-term Community Improvement Program
stays in communitiessuch as Arctic Bay. Historical Boat Tours
Snowmoblite/Dog Team Trips/inter
Settlement Skidoo Trip
Three Wheeler Rentals and lIsland TYrails
Tourist Information Program
Hall Beach Stopover Community The major intent in Hail Beach is to develop Tourism Awareness Program

Day-use activities
few hours duration

of

alternative opportunities and attractions to the
existing fish campin order toextend the tourist
season and provide more economic benetitsdirvectly
to the community. In its capacityas a Stopover
Community, HaliBeach would beintegrated into

tour packaqestolgtoot ik as ashort-term stopover.

Community Tourism Board
Visitor Accommodation Services
Hall Lake Fish Camp
Communitly Improvement Program
Outfitting Services
Snowmobile/Dog leam Trips
Historical Boat lours
Community Nest Program

Arts and CraftsProgram
Tourist information Program
Airport Facilities Upgrading
“foxel” Tourist Destination




FJGURE NO. 2 ( continued)
SUMMARY OFf COMMUN | Ty 10(IR 1 SMDEVELI OPMINT Pi. ANS

COMMUNITY

ROLE IN REG TONAL
TOURISM CONTEXT

COMMUNITY OF VELOPMENT INTENT

COMMUNITY PROGRAM RECOMMENDAT IONS

Sanikiluag

Qutfitting Post
serving tours
throughout the
islands and
traditional 1ife-
styles.

The development intent is 10 provide trips on the
land to camping sitesand available Inuit summer
camps run by the residents of Sanikiluaq.

Emphasis should be placed on the use of Sanikiluaq
as a jumping off point for trips toviewand
experience the Arctic 1sland landscape under the
direction of an Unuit Guide. As suchSanikiluaq
would provide } imited hotel accommodation, out-
fitting and guide services, food and airport
facilities.

Community Awareness Program
Sanikiluaq Tourism Committee
Boat/Camping Trips

Summer Camp Visit

Walking Tours

Community Host Program

Broughton Istand

Outfitting Centre
Theme: Outfitting
Centre for short and
long boat tours as
well as hiking and
cross-country skiing
tours.

Provide a number of opportunities for travel out
on the land

In the short-term, provide basic accommodation
and services for short stays in the community.
In the long-term, provide high quality accommo-
dation for lenger stays in the community.
Promote both spring (frozen water) and summer
(open water) tourism.

Community Awareness Program

Upgrade Transient Centre

Cumberland Peninsula Boat Tour
Broughton Island Tourism Co-ordinator
Assorted One-day Tours

Cross-Country Ski Tour to Auyujttuq
National Park

Round the Island Hike

Promotional Brochure

Community Beautification Program
Padle Fjord Char Fishing Camp
Construction of New High Qualfty Hotel
Polar Bear Hunts

Clyde River

Outfitting Centre
for short and long
land-based tours
into the wilderness.

Conduct a thorough public awareness program.
Encourage a very limited and highly controlled
form of tourism over the next few yearsto
expuse residents to tourismandincrease their
understanding ot it.

Community Awareness Program
Tourism Co-ordination Program
Limited Tourism Marketing Program
Tour Development Program

Coffee Shop
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3.4.5

tourism linkages between communities throughout the Baffin
Region and external communities and market areas. The tours
proposed by the Regional Tourism Development Strategy augment

and redirect those existing tourism tin kages.

Figure No. 5 describes the proposed tours and illustrates their
integration with existing tours. Only those tours that are
dependent upon the facilities and attractions of two or more
communities are described here. Those that originate and end in
the same community are fully described in each of the Community

Tourism Development Plans.

The High Arctic Tours presently being promoted by | nterestours
cover most of the areas of concern to this study. Their
activities shou Id be supported, and integrated with the
developments proposed in or near Resolute Bay, Grise Fjord and

Lake Hazen.

The priorities for development and implementation of each tour

are described further or in this report.

Policy and Program Recommendations

The specific actions required to implement the regional tourism
development strategy and the associated community plans are
detailed in Section 5.0, Implementation Program. The intent
here is to describe the primary activities required to create the
context for the implementation of al | specific actions. The

descriptions are organized as fol lows:

Selling the Industry

Legislative and Policy Framework
Organization and Responsibilities
Research and Planning

Staff Development and Training

Marketing

N~ o o~ W N 2

Monitoring and Revision




FIGURE NO. 5 -

INTER COMMUNITY TOURS AND L INKAGES

Tour Theme/Descripiion

No. of Attractions Communities & Their Role Relationship to Existing Vours Markets Duration Approx. Cost Time Of ¥(

1. Interpretation/enjoyment Originating In Frobisher, the tour follows The proposed tour can Incorporate Primary focus of tour {n 2 Weeks: $3.200.00 to August
of the natural resources essentially acircular route connecting the Wilderness Expertence Tour terms Of O arkets willbe: ! at frobisher $3,600.00
of the Cumbertand Peninsula Pangnirtung and Broughton island. promoted by Gellger’s Tours an general public,with an I nt Pangnir- from
by air, land ¢ nd sea.The Pangnirtuny s the host community provid- unescorted O-day tour of Auyufltuq Interest in e northern tuny Montreal
tour would accessscenic ing high quality services andfacilities National Park can be separate, experience from wllder- 5 nts Park
wonders and outstanding with Broughton Island serving as a major oriented towards different market ness, scenery and natural intBroughton
concentrations of northern outfittingand supply centre. The tour segments.  Can also Le complementary ruosources hasis. 4 nls Water
Fauna e nd Flora {s composed of an escorted hikethrough tof.0.N. tour of region around (10people maximum) 1 nt Pangnir-

Pangnirtung Pass and .« boat trfp from Broughton Island for naturalists. (4 tours maximum) tung
Broughtonlsland around the head of the 1 nt Frobisher
Peninsula back to Pangnirtung (or vice

versa),

2. Wilderness Travel @ nd Trip from Broughton to Pangnirtungvia No regularly scheduled tour for Market Segments: 1_Week: $1.600. 00 Mid April
Camping during the frozen NorthPangnirtung fijord ¢ nd Panganirtung southern market segments cover Younger, adventurouscross- I nt Frobisher from to the end
SPring period In Auyuittuq Pass by cross-country skito enjoy the this route. country skiers. 5 days in Park Montreal of May
National Park. outstanding scenery ofAuyulttuq National (10 people maximum) 1 nt Pangnir-

Park Reserve. sSkiers arrivafrom (5 tours maximum) tung
Frobisher, ski to Pangnirtungand fly
back to Frobisher (or vice versa).
3. Interpretation/enjoyment The tour ¥s composed of two e atn parts: No regularly scheduled tour ¥s Market Segments: Duration:
o f t.r:c natural/historic/ Frobisher to Lake Harbour, Lake Harbour presently in place. The tour cen Nature enthuslasts, individ- L_lﬁa_léfﬁm ::'28888 to f"?hOfe;Lal
cultural resources of the to Cape Dorset with alr connections to tiein with F.O.N. tours to Cape uals Interested ¥n diverse J Weeks fro.m ’ [; Ae t
Neta Incognita Peninsula and from fFrobisher. Passengers can Dorset and the Lindblad tour cultures and historfes, 2 nts Frobisher Montrea) of Augus
and Cape Dorset.The tour therefore board at frobisher, ® nJoy the throughout the N.W.Atlantic, but general public Interested 6 nts Water
beet will stop at main entire cruise; disembarkor board at these would havenomajor influence tnanorthern experience 2 nts Lake Har-
historic/scenic attractions Laka Harbour If that istheir desire. 011 schedule or length or number of without ‘roughing” it. bour
throughout the entire tour Frobisher would serve as the main serv- passengers if conflicts arise. (20 people ®m anlmua) 6 nts Water
withspecial events and ice centre, while Lake Harbourand (2 tours maximum) 2nts Cape
activities scheduled at Cape Dorset would serve as multiple Dorset
Lake Harbour, Cape Dorset attraction communities as well as Frobisher
and Frobisher. replenishing centres. The trip orig-
{nates alternatively from Frobisher
and Cape Dorset.

4. Lake Harbour-Frobisher The objectiveof this tour would be to This trip has been run as a race Harket Segments: Duration: $500.00 to Spring:
Bay Cross Country trip take advantage of the established over- during past Frobisher Bay Tounik All market segments travel- Fyl| Trip $600.00 from April/Hay
taking advantage of the land route between Lake Harbour and Tymes, and in the past by various ling to frobisher Bay 5 days Frobisher
natural and historical Frobisher Bay to create a unique arctic outfitters when the need arose. (16 trips maximum) 1 nt Frobisher
features. travel experience by snowmobile. Tour Tour can therefore formalize this (no. of people per trip at Int en route

could be one way wfth either Frobisher route and tie in with springtime outfitters discretion). 1 nt Lake

Bay or Lake Harbour as a destination celebrations. Harbour

point with a return flight or two way by 1 nt en route
snow machine. I nt fFrobisher

5. Overland trip between The tour is e 3-part circular tour which The communities are presently Market Segments: Duration: $3,500.00 1 Spring
Igloolik, Arctic Bay and canbe taken ¥n parts or alltogether. Vinked Lugether by alrvia the Naturallsts, Wilderness 1)boy Sled; $4,000.00 for
Pond Inlet and return for a  The tour can also be in both directions [asternArctice Adventure or Fastern orient.a,l travel lens. 2 weeks entire trip
complete Arctic experience and can tle In with alrfllghts between ArcLic Sampler tours run by Gollyer's. Although fullyescorted ?) Snowmobile; from
® nJoying many traditional all communities. Example:dog sled from Nu overland tours exist. Any 1% 1 of and serviced,these trips 5 days Montreal
ways of life, Igloo making, Igloollk to Arctic Bay, snowmobile from t h e overltand tours can potentially may requiresome screening

dug-sledding, snowmobiling
and the cultural attractions
of the communittes.

Arctic Bay to Pond Inlet and afr flight
back to Igloolik. Thepurpose would be
to enjoy the patural/cultural attractions
and opportunities in each community Lied
to atour experience through the frozen
Arctic by either dogsled or suownobile.

fit In with the Goliger'stourexcept
that scheduling may be a problem.The
tour can also be an extensionof tile

F.0.N.naturetour to Pond Inlet and

Bylot lIsland.

and/or pre-conditioning for
the peoplewishing take the
trip.

(Maximum 4-5 trips per leg
fur dogsVed - 6 people/trip
1 0 tripsfor snowmubile

10 people/trip).



FIGURE NO. 5 - INTER COMMUNITY TOURS AND LINKAGES (Page No. 2)
Tour Theme/Description

No. 0 Mtractlgns Communities & Their ROle Relationship 1O Existing Tours Markets Duration Approx, CoSt Time of Year

6. Inuit Herftage and Culture The communities connected by this The Eastern Arctfc Sampler Tour Market Segments: :__ue_e!g )

Tour. The intent of this tour tour would Include Frobisher Bay as presently run byGoliger's could Generalpublic with an ) n"tsr'"gg"es’ler :3-300-00 t o Spring and
is to display and interpret to a service centre, Cape Dorset, arts be modified to reflect this more interest in different cult pnm,s 3-600-;0"\" summer touris
the tourist the diversity of and crafts, Jgloolik for history and defined theme, dropping only Pond ures enJoyed in a controlled 1"“9]_0, db?h( rom season
heritage and culture existing pre-history, Arctic Bay for the Inlet and Pangnirtung and adding environment. Number of nt Arctic BaVOntreal
throughout the Eastern Arctic. Innumaft Cultural Experience Program Arctic BayandGriseF jord. people controlled by size 1 "t(F;""SS

and Grisefjord as the most northern of charter, number of trips | nt Re‘s)tr:lute

Inuit settlement. Resolute Bay controlled by demand. Flight by

could also serve asa servicecentre. Charter

Santkilugcould eventually be added

to this tour.

7. Eastern Arctic Tour with Eastern Arctic Tour orfiginates in Extended version of Gotiger's Market Segment: 14-20 days $3,500.00 to Spring and
special ® ctivttles/events Frobisher Bay and then travels to Eastern Arctic Adventure, with a General public with an ! ht Frobisher $6,(;OO..OO summer touris
arranged in each community Pangnirtung, Broughton Island, Clyde greater emphasisuponproviding Interest In visiting 1 to 2 nights depending upon season
visited, ranging from short River, Pond Inlet, Nantsivik, Arctic memorable activities at each stop. different places in an fn each of the cost of
boat tours, to visits to arts Bay, tgloolfk, Cape Dorset, Lake escorted controlled manner.  communities arranged
and crafts activities, to Harbour end Frobisher Bay. At each Number of people controlled depending upon activities
festivals, community the tourist would experi- by size of charter, number .oy From Montreal

ence a different activity,specific~ of trips controlled by '
ally arranged for them. (Possible demand.
activities: Pangnirtung - visitt o

the Park; Broughton Island boat

trip; Clyde River "visit to Igloo

Bay; Pond River - fishing camp,

barbeque; Nanisivik mine visit;

Arctic Bay - Inumarit Culture Centre;

Igloolik - three-wheel tour; Cape

Dorset - arts and crafts activities;

Lake Harbour visit to soapstone

quarry, etc.)

8. HighArctic Tour: @ demanding Originating in Resolute Bay, the Although no tour e xtsts at the Market Segment:

Arctic wilderness experience by adventures will travel by dogsled present time, the High Arctic Teur Experienced wilderness ;rsot:glished. ;;$75,(?UOOOU?)O to Spring and
dogsled end ski from Resolute and ski to Grise Fjord, to Lake can be interyrated with those run travelers. 40+ days? ! : sunmer

Bay to Qanaq, Greenland.

Hazen and then to Qanaq, Greenland.
This trip can be enjoyed as part or
all with supply services at each
community and where required, at
intermediate stayges. The trip is
designed for once-in-n-ltfetime
experience for wilderness enthusiasts.

by Interestours, notably: Discover
the Worlds of the Arctic, or Its
Polar Ice Cap Tour.




1. Selling the Industry

The tourism industry of the Northwest Territories suffers from
an ambivalence of attitude towards its present and potential
contribution to the general economy of the Territories and the
desired style and standard of | iving of its residents. This
attitude is a product of many factors: The recent emergency of
the industry as a recognizable contribution to the economy, its
rather haphazard, unguided growth and development, the lack of
basic information about its real performance and economic
contribution and the uncertainty of its potential. The
ambivalence is present throughout the government, the

community and the private sector.

The government needs to be sold on the idea that substantial

investment into the tourism industry wil | result in short- and
long-term economic and social returns that will make that
investment desirable. It needs to be persuaded that the

requirements of the tourism industry are reasonably compatible
with the requirements of other private and public sector
resource demands. The tourism industry must demonstrate that
the government wil | not be trapped into a long-term commitment
that will be a heavy drain on its human and financial resources
and be a political as wel | as an economic mi | | stone detrimental to

the realization of other goals.

To persuade the government that the tourism industry can make
a substantial contribution to the economic and societal wel | -being

of the territories, the following are recommended:

a) The preparation of a distinctive, factual information package
for distribution throughout the senior levels of government

that details in a succinct format.

the present characteristics and contributions of the
tourism industry;-




b)

the activities undertaken to reduce defined data
deficiencies, program deficiencies and other problems
or obstacles to ‘-the growth and development of the

tourism industry;

the short and long-range actions or programs still

required to realize the potential of the industry;

the compatibility of the tourism industry as envisioned
with the aspirations of residents or with other

resource development requirements;

etc.

The intent of the information package is to anticipate all
guestions related to investment/support of the tourism
industry by the government and to provide answers that in
total will establish the desirability of substantial government
support. Much of the information required to produce the
package is already available but it is the contention here
that requires modification and integration to serve the

objectives described above.

The preparation, review, final ization and legislative
adoption/ endorsement of a N. W. T. Tourism Development
Strategy based upon the requirements detailed in the
information package and its supporting documents. The

N.W.T. Tourism Development Strategy needs to contain:

a long term and short term goals and objectives

statement;

a broad policy framework to guide research planning,

development and marketing activities;

technical and -financial support parameters and

priorities;




broad financial parameters for program development;

and

public and private sector responsibilities.

The intent and purpose of the N .W. T. Tourism Strategy is
not to identify specific development opportunities and
actions but to set the basic legislative program and financial
policy framework within which more specific regional
strategies and community development programs can be
prepared. Again much of the information, goals and
policies have already been put in place or are being
considered. What is required is the integration of all
material and thoughts into a specific policy framework that
spells out the program wishes and the priorities of the

government.

The residents of the N .W. T. in general and the Baffin
Region in specific have a more basic problem. Most of them
do not have a clear understanding of what a tourist is,
does and seeks, and they have not yet grasped the concept
that a stranger represents an exploitable developable
industry. Questions associated with why these strangers
wou |Id choose to come to visit their area or community have
their origin more in a general lack of understanding of
“traveling for pleasure” than in a believe that their
resources are/must be less of an attraction for tourists from

those located in other areas.

To sell the tourism industry to the residents and the
communities, therefore, is more of an educational program

and requires:

i) The preparation of a Community Awareness Program

that should contain the following elements:




a) Definition of a Tourist: Who they are, where

they come from, what they would like to see and

do, why the-y act like they do, etc.

b) Characteristics of a Tourism Industry: What

makes up the industry, what kinds of facilities,
services and programs are required, how it
should be run, what the operators shou Id know

and do, etc.

c) Community | evolvement and Control: How the

community can benefit from these visitors, what
the community can and should control; how

problems can be reduced, etc.

d) Government Help: The kinds of assistance

programs the government has to help the

communities in obtaining their goals.

The program should be presented in stages; each
stage being followed by community discussions
guided/assisted by the Area Economic Development
Off icer. Questions raised at each stage can then be
satisfactory | y discussed and answered before the next
stage is ‘introduced. Presentation and discussion of
the next component of the Community Awareness
Program should occur  when the Area Economic
Development Officer is satisfied that there is a
reasonable understanding and acceptance of the

previously presented information.

The program should employ media that are compatible
with the li kings and levels of comprehension of the
audience. {t should be built around portable audio/
visual systems and informal community discussions.
The proposed Community Development Plan that has

been prepared for each community can be used as an



example, as an il lustration of what is meant by the
various statements of suggestions found in the

Communtiy Awareness Program.

i) As a corollary to i ) the effectiveness of a Community
Awareness Program is highly dependent upon the firm
adherence by the Territorial Government to a
particular orientation and policy framework for the
development of the tourism industry throughout the
Baffin Region; the development and consistent
application of the conditions and requirements of its
technical and financial assistance programs; and, the
removal of program ideosyncracies and anomalies that
have no applicability under the particular conditions
under which the tourism industry of the Baffin Region
must survive. Consistence in broad policy and
flexibility in detail must be the hallmark of government

actions.

It is believed that the non-tourism oriented component of
the private sector of the Northwest Territories can be sold

on the benefits of the tourism industry if:

i) the requirements and benefits of the tourism industry
are detailed in information packages that are easily

available to the private sector.

i) there is a consistent legislative and policy framework
in place that firmly reviews the requirements of all
resource use sectors and does not unnecessaryly
restrict the activity of certain resource users for the

benefit of other resource users.

iii) There is an integrated resource development and
management strategy in place that clearly outlines the
goals and objectives of the government, the plans and
procedures that are to be fol lowed to satisfy those
goals and objectives, and the consistent yet flexible

application of ru les, regu lations and requirements.




I n short the major opposition to the growth and development
of the tourism industry by the private sector can be
reduced to acceptable ‘-levels by the provision of long-range
information and the development of government programs

that allow the private sector to prepare long-range plans.

2. Legislative and Policy Framework

The tourism industry must operate within a policy and guideline
context that clearly defines the opportunities and constraints
that are placed upon the tourism industry in general and on the
operators/entrepreneurs in specific. The government of the
N .W. T. therefore needs to put a tourism related legislative and

policy framework in place that creates that context.

Ideal Iy, the following elements should be considered on the

Territorial level.

a) The preparation of an integrated Resources Planning and
Management Strategy and its formal adoption by the
Legislature. This strategy would provide the context for
the finalization of a Territorial Tourism Development

Strategy.

b) The finalization of a Northwest Territories  Tourism
Development Strategy and its adoption by the Legislature.
The strategy would embody broad policy statements that
would give direction to al | aspects of regional strategies and

community plans.

c) The preparation of specific policy guidelines and procedural
documents that would assist those to be prepared for each

region.

The following documents and statements should be prepared for
the implementation of the Baffin Regional Tourism Development

Strategy.




a)

b)

A concise summarization of the primary characteristics and

programs of the Baffin Regional Tourism Development

Strategy; its present-ation to and formal adoption by the

Legislature.

The preparation of policies and guideline statements in such

areas as:

i) Ownership and Investment Policies and Guidelines

i) Facility = and Attraction Planning and Development
Policies and Guidelines

iii) Accommodation Type and Quality Policies and
Guidelines

iv) Quality Control Policies and Procedures

V) Outfitting Policies

vi) Resource Consumptive Tourism Policies and Guidelines
(Hunting and Fishing)

vii ) Artifact/Historic Resource Protection and Development
Policies and Guidelines

viii ) Education/Training Policies, Guidelines and Procedures

ix) Technical Assistance Policies, Programs and
Procedures

X) Financial Assistance Policies and Programs and
Guidelines

Xi) General Research and Planning Policies and Guidelines

xii ) Boating, Water  Touring Policies, Guidelines and
Procedures

xiii ) Search and Rescue Policies and Procedures.

xiv) Live-in Agreements, Policies and Procedures.

Xxv) Others as required related to community control,

protection of traditional lifestyles, control of

advertising, restricted access areas, etc.




All of these policies and guidelines may exhibit some
overlap. It is essential, however, that each stands on its
own and addresses all of the important aspects related to
that area of concern being:

i) intent and specific objectives of policy document

i) area of coverage or applicability

iii) specific policies

iv) criteria for applicability

V) exemptions

vi) application procedures, contracts, forms

vii ) organization responsible for implementing policies

viii ) penalties for non-compliance

ix) other related policies and guidelines

tmay be necessary to address the same policy statements
to different audiences requiring different format, style of
writing, illustrative material, translations and so on, but
the ultimate application of the policies will still have to be
consistent to promote the development of a cohesive,

integrated industry.

3. Organization and Responsibility

Tourism planning and development crosses all  levels of
jurisdiction and requires the involvement of a wide number of
federal, territorial, municipal and private organizations.
Effective, efficient implementation of programs and policies
required to stimulate and guide the growth of the tourism
industry is dependent upon full co-operation of all relevant
parties having specific jurisdiction and responsibilities. If
vagueness and uncertainties exist with respect to areas and
degree of jurisdiction and associated responsibilities then these

should be clarified as soon ‘as possible.



The ultimate aim of the Baffin Region Tourism Development
Strategy is to optimize the economic and social benefits derived

from Community -Centred Tourism where the quality and quantity

of basic returns to the residents of the various communities are
collectively controlled by the residents of those communities. °
This aim provides direction as to the level and type of

responsibilities that each relevant party should assume.

FEDERAL : The basic relevant responsibilities of the federal
government is to provide a realistic yet
supporting policy and program context within
which the tourism industry of the N .W. T. can

flourish; including

i) the fostering of an integrated resource
development and management planning
program for the Northwest Territories and

the Yukon Territory;

i) the ensuring of fair recognition and
consideration of the tourism resources and

industry during that planning process;

ii) the development of broad national tourism
policies (embodied in a strategy) that sets
the context for the growth and development
of the tourism industry of the Northwest

Territories;

iv) the stimulation of inter-territorial -provincial

co-operation;

V) the development of specific technical and
financial assistance programs or agreements
that wil | assist the Northwest Territories to

fulfill its tourism potential;




vi) the provision of on-going technical expertise
and advise in al | areas of relevance to the

tourism industry.

TERRITORIAL : The responsibilities/j urisdiction of the Territorial

Government in general will be similar to those of
the Federal Government except that they deal

specifical | y with the Territories and include:

i) the development of an integrated resource
development and management plan for the

Northwest Territories;

i) the allocation of sufficient human and
financial resources to permit the
implementation of the Strategy and its
regional derivatives in an orderly and

phased manner;

iii) the stimulation of inter-territorial -provincial
co-operation; the stimulation of inter-

regional integration and co-operation;

iv) the development of  territorial resource
planning, development and management

policies, programs and procedures.

The Department of Economic Development and Tourism would be
assigned the specific responsibilities for implementing, guiding
and monitoring the specific elements of the Territorial Strategy.

The central office would, on a Territorial basis:

a) Stimulate the preparation of regional strategies.

b) Monitor the work and activities of organ izations and

associations.

c) Prepare the overall capital and O & M budgets and

forecasts.




d) Provide/prepare specific policy documents as outlined in

Section 2 above.

e) Provide technical advise and assistance to the Region.

The regional office would carry out the same responsibilities at

the regional level and would ( Baffin Region )

a) Implement the regional tourism development strategy and its

specific programs.

b) Ensure that all territorial policies, plans, programs and
procedures recognize and incorporate the specific

requirements and conditions of the region.

c) Co-ordinate activities with other Regional departments and

the Baffin Regional Council.

d) Process applications for technical, financial and other forms
of assistance from community councils, co-operatives and

private entrepreneurs.
e) Prepare regional capital and O & M budgets.

f) Conduct monitoring, quality control and other

administrative functions.

ag) Carry out particular studies for assessing the potential and

economic viability of tourism developments.
h) Carry out/direct specific research and planning studies.

i) Provide direction, information and liaison services to

community counci Is and co-operatives.

i) Other activities of similar nature and scope as required to
stimulate and direct the development of the tourism industry

of the Baffin Region.



BAFFIN REGION COUNCIL: The Baffin Regional Council serves
to focus the requirements and concerns of the Community
Councils throughout the Baffin Region and can assist the
Department of Economic Development and Tourism to sell
and implement the Baffin Region Tourism Development

Strategy by

i) reviewing the Strategy, and recommending its

implementation to its members;

i) reviewing the specific regional policies produced under
the Strategy to ensure that they are compatible with
the aspirations of the Council and are applicable to

community situations;

iili) assisting the Department in establishing short and

long term priorities for tourism development;

iv) ensuring that other resource development and use
activities recognize the requirements and contributions

of the tourism industry.

COMMUNITY COUNCILS: Within the context of Community
Centred Tourism, the community councils have jurisdiction

over:

i) the scale and type of tourism development permitted in
the community and the rapidity by which the industry

is allowed to grow;

i) the conditions under which tourism developments are

allowed to develop and their ownership pattern;

iii) operation and management policies and procedures

within the context of safety and health requirements.



4, Research and Planning

As previously stated, the tourism industry of the Baffin Region
is of rather recent origin and has not yet had the time nor the
resources to establish as comprehensive a data base as available
for the southern region of Canada. There are a variety of areas
which require specific investigations to reduce these data
deficiencies and provide sufficient information for identifying
real istic investment opportunities. Areas requiring investigation
include:

a) Natural, Physical, Biological Resources

Only particular portions of the Baffin Region have been
investigated in detai 1, and where the resultant data base is
sufficiently comprehensive to identify the location, quality,
significance and attraction of a diversity of tourism
opportunities. Efforts should be made to co-ordinate the
bio-physical resource investigation activities of D. I . A. N. D. ,
D.O.E., Parks Canada, D. O. T. and Territorial Departments
and other agencies and to modify these investigations to
insert the CO | lection of data in a form and to a depth of
relevance to the tourism industry. To initiate this
co-ordination, the Department should prepare descriptions
of the type and level of information required and the format
in which it would be most useful, and to distribute these
descriptions to all organizations conducting various types of
field investigation programs. Presentation of these data
requirements and the benefits derived from “piggy back”
operations to the Territorial Senior Land Use Committee, the
Federal Interdepartmental Co-ordinating Committee and I|i ke
organizations, may create a receptivity of benefits to the

entire tourism industry.




b)

Historical and Archaeological Resources

The knowledge about” the extent, location, fragility and

significance of the Regionts historical and archaeological

resources is far from complete. Again relevant Federal and

Territorial agencies should be asked to co-ordinate their
research activities to develop a much more comprehensive
data base. Without this information it is extremely likely
that highly significant resources of great value to both the
region and the tourism industry will be unwittingly
destroyed through large-scale resource exploration and

development activities.

Tourism Facilities and Services

Within this category there are a number of areas into which

further research is required.

i) market investigations to obtain a much greater
understanding of the specific origin, size, profile
requirements and expectations of relevant market

segments.

i) design investigations to obtain information on efficient
effective design/construction of a wide range of
tourism facilities ranging from cruise boats through

interpretation facilities to high quality hotels.

i) feasibility investigations to develop a data bank on
exactly how much it costs to plan, construct, operate
and promote various types of facilities, attractions and

services.

iv) operation and maintenance stud ies to develop
techniques, procedures and other elements required to
administer and physically maintain tourism
developments within the context of isolation and limited

ski | Is.




5. Staff Development and Training

Much effort has to be directed towards the development of
innovative ways and means by which the skills required to
phase, develop, operate and administer tourism-related facilities,
services and programs. The basic skill-level is extremely low,
although there is reason to believe that the aptitude is quite
high.

The results of the special study into the training requirements
for the tourism industry and the related delivery systems
avai lab le throughout the Baffin Region and the Northwest

Territories can be found in the report: BaffinRegion Tourism

Planning Study: Analysis of Relevant Adult Training Programs.

The basic recommendations of the study are:

i) Future adult training efforts MUST be regionally based if
they are to succeed at the level needed to provide a
sufficiently skit led work force to successfully support local

economic developments.

i) An “ | nuit Employment Training Centre" should be developed
in Frobisher Bay. Its mandate would be to serve the
Baffin Region by training adults for identifiable regional
employment opportunities. The thrust of the Centre would
be to train the Inuit adult in such a way that wupon
graduation, employment within the Region would be a
probability; employment in work environments that would be
shaped to the bilingual /bicultural real ity of the Baffin

Region.

iii) Inthe absence of the "lInuit Employment Training Centre",
an Employer Host Training Program be established which is
based upon the use of existing people and facilities to
provide on-the-job training to meet the needs of a growing
tourism industry. What is proposed is a system that
provides short-term ‘hands-on’ training programs for adults

in which basic s kil Is and knowledae are stressed.




iv)

V)

Vi)

vii )

vii i)

ix)

A "Baffin Region Program Planning Committee” should be
struck under the guidance of the Regional Supervisor of
Adult Education. Members should include: program
development specialists, an individual knowledgeable about
| nuit Cu lture and language, professional teachers,
representatives from the business community and an Adult
Educator. Their role would be to provide/develop

employment oriented adult training programs.

The Regional Supervisor of Adult Education, with the
assistance of the Northwest Territories Department of
Economic Development and Tourism, should acquire adult
training program manuals/course outlines and related

resource materials from across Canada.

A manual should be developed under the guidance of the
Regional Supervisor of Adult Education to assist
instructors/ teachers from southern Canada to teach

effective y in the Baffin Region.

The Regional Supervisor of Adult Education should initiate
action aimed at establishing a ‘I Regional Training Resource
Centre" to be located in Frobisher Bay. This Centre would
be model led after “Teachers Resource Centres" in southern
Canada and be modified to the degree necessary to meet the

chal lenges of Adult Educators in the Baffin Region.

Larger operating budgets should be given for Continuing
Education programs in the communities to encompass the

requirements of tourism training.

Action should be initiated to arrive at a mutual ly
satisfactory agreement on the role A. V. T. C. programs and
personnel will/can play in the Baffin Region related to

Adult Training in general and Tourism Training in specific.



Xx) The Tourism Industry businessmen in the Baffin Region
should be organized into an association that helps sel | the
Eastern Arctic to tourists; provide a forum for addressing
mutual concerns; undertake to identify existing skil | needs
in the industry; function as a Tourism Trade Advisory
Group to help shape relevant adult training programs; and

other related activities.

xi) A multi-media education campaign should be undertaken by

business and government for the purpose of educating

Baffin residents about the Tourism Industry and Tourists.

xii ) A campaign should be organized to educate the Tourist as

to the realities of the Eastern Arctic.

xiii ) Government incentives should be developed to stimulate
more hiring of local people in the existing Tourism

Industry.

The Regional Tourism Strategy endorses these recommendations

with the following elaborations.

1. rnuit Training Centre is a desirable long-range goal and
should be seriously considered. The responsibility for
establishing such a centre fal Is outside the jurisdiction of
the Department of Economic Development and Tourism and
must be co-ordinated by the relevant departments of the

G. N. W. T. responsible for education programs and facilities.

2. The characteristics of the proposed employee host training
program as outlined in the report Analysis of Relevant

Adult Training Program should be endorsed-in-principle by

the Department of Economic Development and Tourism and
be used to develop a model tourism skills training program
in a selected community. The model tourism skills training
program actually blends the characteristics of Action

Plans 2 and 3 as described in The Adult Training Report.



This blending is recommended because there are few
facilities presently available to accommodate an employee
host training progra-m, and because the development
proposals for Pangnirtung lend themselves to the initiation

of model employee host training programs.

The Community of Pangnirtung, because of its status of
tourism planning, its understanding and acceptance of the
requirements of the tourism industry and its attractions
should be selected as the model community in which the

employee host training programs are initiated.

The new facilities and attractions to be built in
Pangnirtung, as outlined in the report Pangnirtung

Community Tourism Study, should be designed/modified to

allow the employee host tourism training program to be

included.

The general guidelines presented in Figures 30 and 31 in

the report Analysis of Relevant Adult Training Program be

implemented/used to structure the employee host training

program.

The specific recommendations and suggestions outlined in
Action Plan #2, Employee Host Training Program, and
Action Plan #3, Tourism/Hospital ity Business Models be
given serious consideration and be modified to reflect the
development, scale and timing of tourism facilities,
attractions and services detailed in the Pangnirtung

Community Tourism Study.

A very specific package describing intent, actions, and
programs should be produced, be translated into | nu Kktitut
and be discussed with the Community of Pangnirtung, other
community councils, Baffin Regional Council, government
departments and tourism operators to foster acceptance, use

and support.




6. Marketing

Many of the initiatives and ‘-programs identified in the June 1982

Tourism Development and Marketing Strategy for the N .W. T. are

new and have not yet been tested in implementation.

The focus of the Marketing Strategy is on the following
programs:

A. Information Dissemination Program.
Explorers Guide & Map (existing
Special Interest Pamphlets (expanded)

The Successful Explorer (new)

Awareness of Tourism (new)

1

2

3

4. Cultural Presentations (new)

5

6 Community and Highway Information Services (existing)
7

I nformation/Reservation System (being developed)

B. Consumer Promotion
1. Tour publications (to be expanded)
2. Direct Mail Marketing (to be expanded)
3. Promotion/Presentation Items (to be expanded)
4, Attendance at Sport and Travel Shows (to be

expanded )

5. Development of Travel Exhibits (new)
6. Explore the Arctic (new)
7. Trevel Promotion Film (new)
C. Market Research and Planning
1. Market Research Program (existing)

2. Annual Marketing Plans (new)




D. Assistance for Industry Promotion

Marketing Skills for Tourist Operators (new)
Package Tour Promotions Support (new)

Zone and Co-op Promotions (new)

Holiday at Home (new)

1
2

3

4. New Markets, New Promotions (new)

5

6 "You can Mix Business with Pleasure” promotion (new)
7

“Lots to Do" promotion (new)

E. Trade Promotions
1. Travel industry Supplement to the Explorer's Guide
(existing)
2. Attendance at Travel Agent Gatherings (existing)
3. Rendezvous Canada (existing)
4. Canada West (existing)
5. Meetings and Conventions Program (new)

Many of these marketing efforts address in a more or less
general way, the specific requirements of the Baffin Region.
Each, nevertheless, should be careful ly scrutinized for direct
appl icabi | ity to the Region and be tai lored, where necessary, for
the maximum benefit of the tourism industry of the Eastern and
High Arctic. | n addition to the activities required to "Sel | the
Industry” as described above in Section 3.4.5.1, the fol lowing
marketing activities are crucial to the successful development of

the Tourism Industry.

1. Define Target Market Segments very carefully.

2. Market existing developments and attractions - not
potential.

3. Focus on Uniqueness, Adventure, Once-in-a-lifetime

experience.

4. Prepare realistic promotional material and keep the material

updated.

5. Focus on Tour Operators and Travel Agents.



promote complete, well-organized thematic tour packages.
Piggy-back promotions where possible but do not lose sight
of specificBaffin Region requirements.

Get all interested/affected parties involved in promotion.

9. Monitor effectiveness of promotional efforts very carefully.

10. Co-ordinate all marketing efforts through a central office in
Regional Headquarters.
11. Priorize promotional efforts and areas to reduce direct

competition and increase complementarily.

7 Monitoring and Revision

The tourism industry of the Baffin Region is in its fledgling
stage and if present planning efforts are successful, wil | enter
into a developmental phase that is characterized by change and
apparent chaos. It wil | be absolutely necessary to introduce as
part of major planning, development, management and promotion
activities, a feedback system to flag problem areas as they arise.
Monitoring and related revisions to programs and activities will

be required in such areas and activities as:

1. Market Trends and their specific application to the Baffin

Region.
2. Visitor Profiles and Expectations
3. Community Aspirations and Reaction to tourism
4. Applicability and Effectiveness of Training Programs and

delivery systems

5. Applicability and Effectiveness of Policy Statements and
implementation Procedures

6. Inherent and latent discrimination

7. Applicability and Effectiveness of Technical and Financial

Support Programs

8. Effectiveness of the internal organization of the tourism
industry

9. Capabilities of Staff Resources

10. Effectiveness of Promotional Efforts

11. Actual and specific economic spin-offs and leakages.



4.0

4.1

4.2

ECONOMIC AND FINANCIAL ANALYSIS OF
SELECTED DEVELOPMENT

Approach

In order to test the financial and economic viability of the
recommended tourism strategy, 10 year pro-forma cash flow
analyses and income impacts were developed for several selected
projects. From these selected developments, a projected
economic impact of the entire recommended tourism strategy is
developed at both Community and Regional levels. General
conclusions are drawn about the financial viability of certain

categories of tourism projects.

I n terms of the definitions used in the analysis, financial liability
refers to the net income (deficit) before taxes and debt service.
Economic viability is the overall benefit to the community and
includes both operating and construction jobs and revenues and
the spin-off effect (economic multiplier). The economic multiplier
results because the infusion of tourism expenditures are used by
the tourism industry to purchase goods and services in the local
economy generating greater economic activity than is represented

by the actual direct tourism revenue.

Selection of Developments

In order to test the financial viability and economic impact of the
recommended tourism strategy three (3) projects were selected
which are considered representative of the types of projects

recommended. These three projects are:

1) Frobisher Bay - Lake Harbour - Cape Dorset Boat Tour
2) Inuit Heritage and Culture Tour

3) Fish Camp




4.3

43.1

InN addition, the Consultants did a detailed analysis of the
community tourism projects recommended for Cape Dorset and
had the experience of the Pangnirtung Community Tourism Study
which includes anal yses of a major commercial accommodation

project and the small tour boat operation.

The three analyses studied in detail assume full occupancy from
the initial year of operation. While this may be likely because of
the small number of guests, some caution in interpreting the
results is advised as there may be organizational, marketing and
promotional difficulties in the beginning which could lead to less

than 100% occupancy during the first year of operation.

Financial and Economic Analysis

Frobisher Bay - Lake Harbour - Cape Dorset Boat Tour

Based on the assumptions listed below, the operation of a boat
tour from Frobisher Bay to Lake Harbour to Cape Dorset is
financially viable if the capital costs for an appropriate vessel
(ranging from 500 000 to $2.0 million) is totally forgivable (see
Table 6). The net income before debt service of $45 600 to
$80 500 is only sufficient to carry a loan of approximately
$300 000, well below even the lowest estimate of the capital cost.
The rationale for such a write down include the creation of 8
direct part-time positions, the expenditure of $192 000 annually
(1983 dollars) by tourists, and additional support to the existing
hotel operation in Frobisher Bay and Cape Dorset. Indirect
impacts of such expenditures through income and employment
multipliers are expected to be relatively high for direct wages
because leakage of such income to other areas would be difficult.
For other direct expenditures, items | i ke fuel, the leakage is
likely to be high. It is estimated that the overall income and
employment multipliers would be in the order of 2.0. This would
place the total expenditures (direct and non-direct) at $384 000
(1982 dollars) and would provide a total of 16 part-time seasonal

positions.



“ROBISHER BAY -

FIGURE NO. 6

LAKE HARBOUR - CAPE DORSET BOAT TOUR

FEASIBILITY ANALYSIS ($000's)

1983 1984 1985 1986 1987 1988 1989 1990 1991 1992
avenue 192.0 211.2 232.3 255.6 281.1 309.2 340.1 374.2 411.6 452.7
perating Expenses
Uses 21 o 2z.1 25.4 28.0 30.7 33.8 37 2 40.9 45.0 49.5
Food Crew &
Passengers 36.4 40 0 44 0 48.4 53.3 58.7 64.5 70.9 78.0 85.8
Insurance 25.0 27.5 30.3 33.3 36.6 40.3 44 .3 48.7 53.6 58.9
Disbursements
in Frobisher
Bay/Cape
Dorset 15.6 17.2 18.9 20.8 22.8 25 4 27.6 30.4 2z.4 26 8
Slue 23.4 26.9 30.9 25.6 40.9 47.1 54.1 62.2 71.6 82.3
otal Operating
xpenses 121.4 134.7 149.5 166.1 184.3 205.0 227.7 253.1 281.6 313.3
eserve For
aintenance/Repair
otal Operating
xpenses 25 o 27.5 30.3 33 = 36 6 4o 3 44 .3 48.7 52 6 58.9
et Income Before
ebt Service and Taxes 45.6 49.0 52.5 56 2 6o 2 63.9 68 1 72.4 76.4 80.5



There are two other sources of benefits which are possible from
the operation of this tour. While no new major construction is
considered to accommodate this tour itself, the tour combined
with other sea related developments in the region may provide
the need for new wharf facilities particularly in Frobisher Bay. °
This would provide many construction jobs. Further the
possibility of joint use of the vessel for cargo either during the
summer season or in the off-season would create the need for at
least extending the seasonal employment base of the crew of the
boat. An alternate way of testing the market is to lease a
vessel capable of adequately accommodating the tour for a
period. While this may be marginally more expensive in the long
run it should provide a better opportunity to judge the
acceptance of the market to such a tour. It would also allow an
assessment of the capability of staff to organize and run such a
tour. Part of the cost of leasing the vessel could be contributed

from the revenue associated with the maintenance/repair reserve.

Assumptions

0 Three 2-week one way tour from Frobisher Bay - Lake

Harbour - Cape Dorset 650 mile trip or return.

0 Escorted Tour includes on-board accommodation for 12
nights and 1 night accommodation in Frobisher Bay and
Cape Dorset each. No on-land accommodation assumed at

Lake Harbour.

0 Food except for nights spent at Frobisher Bay and Cape

Dorset will be purchased as part of the tour.

0 Accommodation and food at Frobisher Bay/Cape Dorset

treated as a disbursement.

0 Air Fare to Frobisher Bay/Cape Dorset not included in the

tour cost.




0 When first tour ends at Cape Dorset return passage to
Frobisher Bay will be with second tour.

Market Projection

0 Three 20-person tours should be easily sold to the Ontario/

Eastern USA market.

Revenues

0 Inclusive boat tour (excluding air fare) marketed for $3 200

Canadian per person double occupancy.

0 Revenue increased by 10% per annum.

Operating Expense

Uses Total Crew of 8
Captain @ $3 000 per month - 2 months
5 Crew Members including Cook and Maintenance Staff
5@ $1 200 per month - 2 months
Tour Guide/Operator @ $1 500 per month - 2 months

Food Expenses

36 days with passenger @ 40 days of crew meals, food cost

estimated at $40 per person per day at $35 per day per
person

Insurance/lLicensing
Assuming $7 500 per month for the 2 months when operating
and a vessel replacement value of $1.0 million, the

insurance costs would be $25 000

Fuel

Although it depends on the type and size of boat, the
number and condition of engines, a figure of $12/mile is a

reasonable figure




Disbursements
Based on the 1 night and food per passenger in each of
Frobisher Bay and Cape Dorset @ $260 per person

Revenue For Maintenance/Repair
The yearly difference between revenue and operating
expense. The actual amount will depend on the boat

purchased.

Marketing/O rganizational Expense

0 No direct marketing or organizational expense is shown
against the tour as it would be marketed as part of the
overall Baffin Region Marketing program. If marketed
separately, brochures distributed to tour wholesalers/agents
at an annual cost (1982) of $3 000%f should be included in
the cost estimates. Organizational expenses of $7 000
(part-time per‘son) should also be be included. | n the initial
years this could come from the reserve for maintenance and

repair.

Capital Expense

0 The price for the proper boat will vary greatly depending
on sea worthiness, whether its new or used, whether the
tour boat will also act as a cargo carrier during the
off - season, etc. The cost ranges from $500 000 used

1)

passenger only to $2.0 million new double hul led steel

construction, twin engine (single-screw) 80 foot boat.

1)

Canada Shipyard, Collingwood, Ontario




4.3.2 Inuit Heritage and Culture Tour

Baased on the assumptions listed below, the operation of the
| nuit Heritage and Culture tour is marginally viable in a financial
sense (see Table 7). The revenues cover all of the operating
expenses including the airplane rental. However, the net income
before taxes is rather marginal and anything less than full
occupancy on any of the tours could place the tour in financial
jeopardy. The possibility of running larger tours was also
analyzed but the inability of some locations to handle larger
aircraft and the proportionally larger airplane rental cost offsets

the potentially larger revenues.

The tourism expenditures of $145 800 (1982 dollars) creates 3
direct part-time jobs. With the spin-off effects, the total
economic impact is estimated at $291 600 (1 982 dollars) and the
impact is expected to create a total of some 10-15 job

opportunities (most of which if not al | would be seasonal).

Assumptions

0 consists of 7 nights, one night each in Frobisher Bay,
Igloolik, Arctic Bay, Grise Fiord and Resolute Bay and two

nights in Cape Dorset.

0 Escorted Tour includes all air fare from Frobisher Bay and

accommodation and meals for 7 days and nights.
0 Tour transportation will be via a chartered Twin Otter
holding 18 tour passengers, 1 tour guide and 2 crew

members.

Market Projection

0 Tour can run for up to 10 weeks per summer. Initial 1'y

assume 3 tours each fully booked, 18 persons per tour.
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1)

Revenues

0 Inclusive tour cost from Frobisher Bay and return at $2 700

Canadian per person.

1)

Operating Expenses

Airplane Rental
The cost of rental for a 19 passenger Twin Otter is $3 150
per day (1982 dollars). Allowing for 10% inflation the cost
of a plane for 3 weeks (21 days) in 1983 is estimated at
$79 700 including fuel and crew. Not included are crew
disbursements and meals estimated at $130 per person
(2-man crew). According to Bradley Air Services, the
daily service charter rate alone would be in effect as the
plane would be used exclusively for the tour. The use of a
larger plane eg. 44 passenger Hawker Siddiey 748 is
precluded as Grise Fiord cannot accommodate a plane of this

size.

Hotel/Food Disbursements
Hotel and food disbursements of $130 per day per person

for the 18 tour passengers and one tour guide has been

allowed.

Tour Guide Salaries

A salary of $500 per week for the three weeks of the tour

and one week for training.

Tour Expenses
Miscellaneous expenses on the tour including honorarium
etc. , for some of the leaders at the communities visited has

been calculated on the basis of $75 per person on the tour.

1)

Al | revenues and expenses increased by 10% per annum.




4.3.3 Fish Camp

Based on assumptions noted below, a fish camp such as the one

proposed at Hall Beach is a financially attractive venture which

produces a significant cash flow after allowing for debt service '

($33 200 in 1983). See Table 8.

Besides the direct employment of 5 seasonal and direct
expenditures of $108 000 (1983 dol lars) the economic impact of
the project is estimated to have an economicCc impact of $215 000

and be responsible for a total of 8-12 seasonal jobs.

Assumptions

0 18-man fish camp (100% occupancy) for 5 weeks during the
summer. The fish camp is composed of canvas tents on
wooden floors, 6 men per tent. There are a total of 5
tents; 3 for guests, dining tent and 1 staff /supplies tent.
Tour includes air transportation via charter Twin Otter and

6 days fishing with 1 guide per 6 fishermen.

Revenue

0 Inclusive tour cost from Frobisher Bay is $1 400.

Expenses

Staff Costs
3 Guides at $300 per week for 6 weeks including start up
1 Cook at $350 per week for 6 weeks

1 Manager/Owner at $400 per week for 8 weeks

Food Costs
Based on $20 per day per person for 35 days including
staff




5.

Overnight Boat Tours

a) Revenues
10 passengers per week (3
days) for 10 weeks @ $300.00

per person
b) costs
i) Oil and gas 480
ii) Food @ $25 per person 7 500
iii ) Insurance and Licence 1000
iv) Promotion 1500
v)  Repairs/Maintenance 1000

vi) Assistants Salary (2)
$5.00 per hr 30 hours
per week for 10 weeks 3000
vii) Allowance for capital
payment and Operator’s
salary 15 520
Total Costs $30 000

c) Employment

i) Operation staff: 2 seasonal

d) Economic Impact

- Estimated to be 2x revenue $60 000

$ 30000




6. Walking Tours

a) Revenues None

b) costs
i) Salary of 2 guides/
maintenance staff 10

weeks, 40 hours per

week $5.00 per hour 4 000
i) Maintenance (minimal)
c) Employment
i) Operation staff: 1 seasonal

d) Economic Impact
- Estimated to be 2x salaries $8 000

7. Tourism Board

a) Revenues None

b) costs
i) Honorarium 6 000
ii) Staff 1 @ $7.50 per
hour, 40 hours per

week 10 weeks 3000

c) Employment

i) Operation staff: 1 seasonal

d) Economic Impact

- Estimated to be 2x salaries $18 000

The above process and assumptions were used to establish the
operation and maintenance costs of various types of
developments, an estimate of probable revenues and employment
and the expected economic spin-off created throughout each

community.



4.4

Economic and Financial Analysis Summary

The detailed analysis of selective tourism related projects and

the projection of economic benefits by communities leads to the

following conclusions and recommendations, see Figure No.

1)

2)

Most small tour operations can be profitable given the

market created by the larger scale projects in the various

regions. The revenues created are generally sufficient to
cover al | operating expenses and allow for amortization of
the tour operator’'s capital investment (boat, etc. ). The

employment created is seasonal and the opportunity exists
for tour operators to supplement their income by using
their equipment for non-tourism related projects. It is
recommended that the smal | private sector interests be
encouraged to operate these small tours and that the GNWT
provide marketing and business management assistance to

such operators.

Most large scale tour operations and commercial
accommodation projects can cover al their operating
expenses and provide some amount of cash flow to cover a
portion of the debt associated with the capital investment.
Because of the heavy capital investment and lack of the
necessary cash flow to fully amortize the capital, itis
recommended that the GNWT consider building the
recommended larger scale tour operations and commercial
accommodation and concession them to private sector
interests to run. The concession arrangements should be
structured so that the GNWT can approve the operational
character sties of the project. The concession fee should
be established separately for individual projects and should
be a relatively nominal percentage of gross revenue in early
years to allow the operators to become established. The
concession agreement should be reviewed periodically (every
3-5 years) to update the arrangements and reflect the

cu rrnet economic conditions.



3)

The GNWT should consider providing marketing assistance
to these concession operations and should encourage
package tours involving several of the projects. These
major tour operations and commercial accommodation facilities
will provide the largest number of full time jobs created by
the recommended tourism projects. These projects are also
the single most important element in attracting the market
to the region. All other tourism projects in the community
depend on these projects being in place and operating

effective vy.

The infrastructure, cultural and information related tourism
projects generate little or no revenue and therefore are not
able to cover their potential expenses. As a result, from a
financial perspective there is little likelihood of attracting
private sector investment and management interest in these
projects. These projects are considered necessary in
enlarging the experience of visiting the various communities
and provide an important | in k to the smal | tour operators.
The GNWT really has little alternative but to build and
operate such faci lities themselves. The timing of these
projects should coincide as much as possible with the major
tour operations and commercial accommodation projects to

maximize the impact of the capital investment.

The analysis on Figure No. 9 indicates that the capital
investment by the GNWT (excluding capital associated with
smal | tour operations) for al | the suggested tourism projects
is some 14.5 mi | lion. The direct and indirect jobs created
as a result are some 264-347 construction jobs (equivalent
to 131 man-years of employment). The number of full time
jobs created to operate and manage the projects is estimated
at 28 and there are an estimated 162-202 part-time jobs

created.




When the spin-off effects, (multiplier impacts) are taken
into account, there is an estimated $5.2 million generated

by the capital construction program and an annual amount

of $5.5 mil lion (1982 dollars) generated as a result of the
operational component. When the 10 year present value of
the annual operational component is added to the
construction component, as estimated $49.7 mil | ion in income

is infused into the Baffin Region from the capital investment

of $14.5 mil lion.
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IMPLEMENTATION PROGRAM

Approach to the Establishment of Priorities

The establishment of priorities for a myriadof research,
planning, and development and management activities is
dependent upon the subjective integration of a number of wide
ranging considerations derived from all aspects of the study.

Such considerations include:

1. The location/qua lity/uniqueness and attraction potential of

the natural, historical or cultural resource.

2. Market potential of those resources and the desirability of

those market segments.
3. The level of capital investment required.

4, The capability of the government to provide the necessary

financial, technical and support staff.

5. The aspirations of the community and the level of interest

in the development of the tourism industry.

6. The capability of the community to manage/control tourism
related developments and the type/number of activities that
have to be undertaken to develop that capability in the

community.

7. The degree to which that study, plans, policy, programs or
development is necessary to permit/stimulate other

dependent actions.

8. The complexity of the project and the number of

jurisdictions involved.



An ‘'overlay" process was used to establish community and

regional development priorities and involved the following steps:

1. Determine the priority of the community or unique
development based on the existing developed and
undeveloped resources (natural, cultural, physical ). The
criteria included the suitability and abundance of tourism

resources, level of existing infrastructure development, and

the role of the community in the regional tourism hierarchy

which reflects tourism resource potential.

2. Determine the priority of the community or unique

development reflecting the market potential of the relevant

development programs. The market potential was based on

the market summary as presented in the preceding chapter.

3. Document the initial community response encountered during

the winter community visits.

4. Document the planner’'s assessment_of the communitys'

receptivity for tourism and the planner's perception of the

communitys' eventual decision regarding tourism.

5. Assess the communitys' present capability for satisfying the

needs of desi red tourism market segments.

6. Determine the degree to which the present and future
tourism attractions recommended for each community can

complement those of other communities.

7. Assess the degree to which complementary developments can

be integrated into tourism packages.

8. Assign an overal | priority ranking for each community based
on the assessments carried out during Steps 1 to 7. (See

Figure No. 10)




FIGURE 10

ASSESSMENT OF PRIORITIES FOR TOURISM DEVELOPMENT

BAFFIN REGION TOURISM DEVELOPMENT STRATEGY

Priority Consultant’s
Reflecting Initial Perception of Overall
Priority Based Market Community of Eventual Present Oegree of Linkage Priority Area

Community on Resources Potential Response Response Capability Complementarity Potential (Community) Priority
Frobisher Bay medium high positive positive medium-high high high 1 11
Resolute Bay medium medium lack of interest neutral low-medium medium-high medium-high 111 lv
Pangnirtung high high positive positive medium high high
Lake Harbour low medium positive positive low high high Il 11
Grise Fiord high high positive positive low medium medium 11 lv
Pond Inlet medium medium neutral neutral-positive low-medium medium medium 111 111
Arctic Bay low-medium medium positive positive low medium medium 111 I
Cape Dorset high high positive positive low-medium high high 11 I
1gloolik medium medium neutral-positive neutral-positive low medium medium 111 |
Hall Beach low low positive positive low low medium v 111
Sanikiluag low low neutral-negative neutral low medium-high low \Y \
Broughton Island medium low neutral positive low high high 111 |
Clyde River low low neutral-negative neutral low-medium low-medium medium v v




5.2

5.2.1

9. Considering all aspects, assign long-term Area Development

Priorities encompassing groups of communities.

After the above long-term development priorities  were
established, an assessment was made of the need for specific

policies, guidelines and support programs and their preparation

was assigned a relative priority.

Regional Policy and Program Priorities,
Phasing and Responsibilities

Area Development Priorities
The Area Development Priorities, established according to the
process outlined in Section 5.1 are outlined on Drawing No. 2.

The reasons for their relative ran king are summarized below.

Priority | Area Pangnirtung - Broughton Island

Reasons: 1. Basic recognition by the residents of Pangnirtung

of the benefits that can be derived from tourism.

2. Fair experience with the requirements and

activities of groups of tourists.

3. Capability of existing natural, historic, and

cultural resources throughout the area.

4. Complementarity of communities in roles and
attractions and the variety of | in kages possible.
5. Fair nucleus of tourism infrastructure and

attractions and relatively high flow of tourism

around which expansion can occur.

6. Availability of a tourism development plan for the
community of Pangnirtung and its acceptance by

the residents.



Priority

7. Expression of interest by the government to

support the construction of tourism facilities and
services proposed by the Plan.

8. Excellent opportunity for integrating the facility

and program requirements of the employer host
training program into the new tourism facilities

and attractions.

9. Potential for the development of a variety of
viable tourism experiences that can be packaged

and promoted to specific market segments.

10. Relatively easy access from the Regional Service

Centre and from Nuuk, Greenland.
11, Once basic services and facilities are in place,
excellent potential for attracting tourists from

Greenland.

| Area Frobisher Bay - Cape Dorset - Lake Harbour

Reasons:

This area has similar levels and ranges of tourism
development potential as the Priority | Area and most
of the positive aspects of the Priority | Area apply.
Nevertheless, it has been lowered in Priority for the

following reasons:

1. Each community plays a substan ial role in
stimulating development of the tourism industry
throughout the southern part of Baffin Region.
Particular facilities, services and programs have
to be put in place to fulfill those roles. Much
work wi 11 have to be done before those facilities,

services and programs can become real ity.




2. Lead time is required for the discussion of
tourism benefits and requirements with  the
residents of each community, especially Cape
Dorset and Lake Harbour, and the elaboration/
endorsement of the respective community plans
and tours.

3. Lead time is also required to co-ordinate the
research, planning, development and management
of the tourism attractions, services, programs and
tours proposed for the area to ensure that all
communities wi | | benefit fairly from, and can
absorb the impact of, tourists attracted to the

area.

4. Because of the diversities of facilities, programs
and tours proposed, the government will require
greater lead time to prepare interim research,
planning, management and support policy
statements and provide a favorable context for
the initiation of the actual developments of tourist

faci lities.

Basically, the Frobisher Bay - Cape Dorset - Lake Harbour
has been allocated Priority I I  because of its greater
comp lexity, its lesser state of readiness to accommodate
tourists, and the greater lead time required to take
advantage of the existing tourism potential. | n actual fact,
the priorities for the two areas are very close and

comp lementary.



Priority

Area Pond Inlet - Arctic Bay - igloolik - Hall

Reasons:

1.

Beach

The residents of all communities are generally in
favour but essentially neutral on the subject
tourism development. A fairly comprehensive
community awareness program wi |l | have to be
conducted before positive, active interests can be

expected.

Few residents have specific experience or
understanding of the requirements and activities

of groups of tourists.

Except for certain exceptions such as Bylot
Island, the scenic attractions of Arctic Bay and
the thule sites near Hall Beach, the area's
natural, historical and cultural resources are
neither outstand i ng nor unigue  within the
Regional context and wil | require more elaborate
development and packaging to real ize their

tourism potential.

The communities are complementary in nature and

can be | in ked for a variety of experiences.

Existing tourism infrastructure is minimal and will
require diversification and upgrading before the
tourism potential of the resources in or near the

communities can be realized.

Substantial lead time  will be required for
discussion of the nature and character of the
tourism industry, the role of the communities as
envisioned in the Regional strategy, and the
responsibilities of the residents before the
communities wi | | be in a position to evaluate the
proposed community development plan and actual

capital developments can be undertaken.

of




7. All communities are relatively easily accessed from
the Regional Service Centre and the Regional
Gateways, permitting the development of tour
packages that link all communities yet can be

initiated at any one of the communities.

In summary, the Pond Inlet - Arctic Bay - lgloolik - Hall Beach
Area has fewer existing and potential tourist attractions than the
higher priority areas, is not as familiar with the basic
requirements and characteristics of a tourism industry, is not
yet ready to adopt tourism as a "major" industry, requires
greater new investment of monies to develop adequate
infrastructure and requires a substantial |y greater lead time to
finalize the policy, development and management of tourism

opportunities.

Priority | V Area Resolute Bay - Grise Fiord

Reasons: The area depicted on Drawing 1 as Priority | V Area is

basically an anomaly created by its diverse

characteristics:

1. High resource capabi | ity and attraction yet

difficult to access and develop.

2. Direct air linkages with Yel low knife yet travel
between the communities and/or attractions is

limited by cost, distance and frequency.

3. Positive interest in the development of variable
tourism activities in one community, not in the

other.

4. Relatively adequate tourism infrastructure in one

community not in the other.




5. The requirement to stimulate community-centered
tourism countered by proposals and activities to

develop for distant tourist attractions.

6. The complements of potential tourism attractions
with high linkage potential, reduced by the
difficulty of developing and marketing
economical |y viable tour packages within the

extremely short season.

7. The potential of resource exploration and
development by other economic sectors, and the
uncertainty as to how those activities are going to
help .or hinder the development of the tourism

industry.

The long-term priority for the area is, therefore, more a
product of uncertainty as to the degree of future impacts of
present resource exploration, extraction and development
proposals (including natural parks) and a need "to go slow" to
ensure flexibility in reaction than of the specific tourism
potential of the area's resources, attractions or cultural

character sties.

Priorty V _Area Clyde River - Sanikjluag

Reasons: Both areas have been givien a Priority V rating for all

or some of the fol lowing reasons.

1. Relatively low resource attraction and diversity.

2. Lack of understanding by the residents of the
characteristics and requirements of the tourism
industry.

3. Neutral to negative reaction of the residents to

the development of a community -centred tourism
industry.




5.2.2

4. Absence of a tourism infrastructure.

5. Low ‘-to medium capability to complement the
attractions and developments of nearby
communities, hence a lower capability to form a

major component of a tour package.

Both communities have particular characteristics that can support
the tourism industry of the Baffin Region. This potential cannot
be tapped until the community seeks the development of their
tourism resources. Both communities in the short-term will
benefit from a wel | -prepared, wel | -presented community
awareness program to stimulate discussions as to the desirability

of tourism and its impacts upon the community.

Area Program Priorities and Phasing

The programs to be established for the implementation of the
Regional Development Strategy as described previously
throughout the report are summarized, phased and costed on

Figure No. 11.

The specific activies to be undertaken are proposed under the

categories of:

1. Strategies, Policies and Programs: This figure lists and

priorizes the activities that have to be undertaken to
develop a directing and control | ing context for tourism

development.

2. Education /Training: The activities listed in this figure

outlines the Departments responsibilities for ensuring that

adequate training facilities and programs are available.

3. Research and Planning: Outlines the programs to be

undertaken to provide the information necessary to
implement the strategy, finalize the tourism development
proposals and update the strategies, programs, policies and

developments to match future requirements.




FIGURE NO.11 - BAFFINREGION TOURISM DEVELOPMENT STRATEGY

PROGRAM COSTS & PRIORITIES:

STRATEGIES & POLICIES, PROGRAMS, ETC.

‘ATE SEPTEMBER 1982

SHEET 1 OF 4
xxxxxx Preparation/Plannfw/Fe.3sfbfl ity Studies =////1/ Liaison/Co-ordination/Membership
« ***+* Review and Modification 000000 ImPlementat40n/Construction
++++++ Approval (by Legislature if necessary) 0 - Monitoring and Revision
PROJECT YEAR 0 I 2 3 4 5 6 7 8
FINANCIAL YEAR P| 1982183 1983184 1984185 1985/86 1986/87 1987/88 1988/89 1989/90
DEPARTMENTAL CONTRIBUTION P 1500 338.0 566.0 556.0 583,0 524.0 514 24 o
0
no | PROJECT S w S w S w S w S w S w S w S f w
| | |
1. {Jourism Information Package 5.01 2.0 ]
| for Legislature xxxxxfoooo 00 | :
S | )
z. [Tourism Information Package 501 20 |
| for Industry Ixxxxxb0000qo0 |
3. [Besource Management& L ! 4 ]
| Development gStrategy IR TIIIRIm, J
_ |
4. |Tourism Development Strategy 5.0 01 10[1.01 \ )
L for N_W.-T. XXX XXX F**** N @  ++++1+000d00000 :
5. [Baffin Region Tourism 0.0 o.0l 5011.01
| Development Strategy XXXXXXXX XX +++++ 0000400000t - === locman -
i ! ! |
5. | Lommunity Awareness 2201 100501 501501] 5015.0
| _ Program (Tourism) Lo ixoopoannnahonnnaonon0faoana0000a0 |
7. Eolicies & Guidelines
[2) Ownership/Investment 1501 1,010 20
_ XXXX XX E*EERE 4440000 | ““““““““
[B) Facility/Attraction 501 1.012.0
| Planning & Development xxxxxP****4p0000f -----[----- |“
- |
[c) Accommodations 5.0 . .0
_ XXXXXJ**** 4000008 -~ "7 —--- | -
|
[3) Quality Control 5.0 0]
= KX X XXX 00000~ """~ emcee"""""
I | i
[e) outfitting Services 5.0 01
L OOOOOL* D0000 ----- oo TTToC I |
[f) Resource Consumptive Tourism 5.0/1.012 0l ] !
. XXXXA° 00000 -~ - el ettt | i
L | | | |
_g) Artifact/Historic Resource 5.0} . 0 | |
[ Protection (XXXXi*****booooa----- Yoooot-
|— | | |
[ h) Technical Assistance 501 | !
N 0O ® T b0000 ----- ----J----- | |
_ | ]
[ 1) Research/Planning 50 ol 20Ul
- xxxx1® ****hoogod -----|----------
[7) Financial Assistance 50!l 10l20] 10f201 20
- XXX, ke dy y XX XF++++4 0000000000 rmc et o e =
[X) Boating/Water Tourism 50 120
- T 2k maaaal —-—--  -----]-----
[T) Search & Rescue | 5. 3 U
| KXxxx{*****}5000G " """ -~ - - |
— ! ]
[ m) Live-in Agreements 5.0 0 !
- XX XX ****4h0000¢-----|------ - ]
- 1 |
_ﬂ) Others 150 D1 I ]
— i xxxxxke 000007 ----47-"- | | :
L
e
- I N R R 1 1 1 1
= 1 |
_ T T T T T T 1 T T T 7 T 0 T T 1
|— | | ] | | | | | | | |
— | | | | | . . . ]
SUB-TOTAL [ 85.0 71.0 71.0 29.0
CAPITAL cosTs
(5.000.00) gg:glmxvz 0 85.0 71.0 71.0 29.0




I IJOUUKREL NU.11 -

DAFriN RLLDIVRIVUUKL oF UCVELUFMENNIS! RAy

L3

PATE " SEPTEMBER 1982
PROGRAM COSTS 6 PRIORITIES: EDUCATION/TRAINING
SHEET 2 OF 3
xxxxxx Preparation/Planning/Feasibi Ifty Studies /11111 1-faisOn/CO-Ordination/Membership
wkkd®® Review and Modification 000000 Implementation/Construction
+4+++++ Approval (By Legislature 1f necessary) 00 —————o Monitoring and Revision
PROJECT YEAR > | 2 3 4 5 6 7 8
FINANCIAL YEAR p|1982/83 | 1983/84 |1984/85 |1985/86 1986/87 [1987/88 1988189 | 1989190
4
»
no |PROJECT slwls{w]s]lw|s|w]s]w]|]s|w]|]s|[wl]s]|w
1 1YY | \ ! ! ]
1. [Ketion Plan for On-The-Job | 10,01 3.0] 1.0 2,07 umm 1
|__ Training 1 xxxxg*esvriererdnonnann-eefooozs - ]
»  [Touri ; 150 50501 65015050 [50/50 (50150 1750]50]50 50
- f"x:,‘vizé’r‘;‘g;;?(}”’ XXXy J /R I T i R LY ALY R i)
3. [Tourism Industry Program 15,0/ 50]5,0; 5015050450150 1350!50 15050150 3.0
| _ Development Commi ttee o)y [/ RN LY I AL L ALY L iy
‘ '
t. [Training Policies & Curriculum 150,0]50.0 [50.C 3.0125.0] |
. Development | oo xoooodoxoxxx FEvere 334+400000b0---[----- I
| | |
5. Zourse& Teaching Manuals 25 0 ps.n {25.015.0 100 T
L XXXXXKXXXXAXXXXXTH**TI00000F -~~~ -~~~ ~ | i ‘
5. (Design Briefs for Model 25.C|2= ~ |
| _Tourism Facilities AXXXRXXXX
[ ! 1 ] | J
7. |Construction of Model T0.0 [ 50.0[300. [40C, PO 1100. 1700. 1100.7100.
| Facilities XXX KOlBR000P0Q00 0006___ooodoogoodoogs
- ! )
3. (Begional Teaching Resource 11001100 /100010.0 4 |
i Centre (Tourism Contribution 1 XXX X X’M"U' 3 E ‘
- 1 H 1 1 ! i
3. |Community Awareness D0 501 50 501 501 5.0 150 ] ! !
[ Program (Training) ] xxxxx$00000p0000400000p0000d00000booood [ | |
L |
10. Einancial Support | 15.01 501 101 301 1.013.0 | | ] T
| Programs (Preparation) xxxxx;xxxxx%"--tlk(xxxxéowurmnnm% ! ! }
] | | | l ! L ] 1 ! I
[} I 1 ! 1 ! 1 1 ! ! 1
] | '
! | | | | | J I | ] ; ! !
i 1
I 1 i 1 i x TR
| j ] | | ] | | ] ] |
| |
| ] ! ! |
! | i 1 . [
! |
- 1 I L I 1 I I ]
] ] i
| | 1 ! | i 1 ] | j | | | : |
I ] |
\ \ | \ \ \ ! \ |
I \ \ 1 | \ \ 1 \ ] ] ] \ | | ]
— \ —
| \ \ | 1 1 1 ] ] ]
| l
1 | 1 l 1 1 1 | . 1 ] |
; 1
F : L i ] 1 i 1 | I ! 1 1
) | { | | | |
<+ |sus-ToTAL [ 10.0 119.0 187.0 232.0 289.0 230.0 220.0 20.0
CAPITAL COSTS CUMULATIVE
($>000.00) TOTAL ’ 95.0 194.0 258.0 261.0 289.0 230.0 220.0 20.0

T78 KVbr)




FIGURE NO.11- BAFFINREGION TOURISM DEVELOPMENT STRATEGY

PROGRAM COSTS & PRIORITIES: RESEARCH AND PLANNING
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FIGURE NU.11
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PROGRAM COSTS & PRIORITIES:
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5.3

4. Marketing and Promotion: Describes the activies to be

undertaken to maximize the effectiveness of promotion

efforts.

The chart outlines for each phase of each activity/project
capital costs incurred by the Department of Economic
Development and Tourism in carrying out that particular project.
Operations and staffing costs are not included. The total is
identified at the top of the first page under Departmental

Contribution.

The phasing is based more upon the urgency for putting the
required product in place and its degree of dependency upon the
actions than available monies. The latter may be variable year
by year and the phasing program can be shortened or
lengthened accordingly. I n addition, many of the activities
presently carried out by the Department can be modified to
include the activities required to implement the Regional
Strategy. The costs identified cannot, therefore, be considered

as being in addition to the present budgets.

Community Development Priorities and Phasing

Community priorities are identified on Figure No. 10. The
priorities and costs associated with the development proposals
described in community tourism plans for Priority | a | | Areas
are outlined in Figure No. 12. These priorities have been

established on the basis of:

1. The priority of the Area.

2. The priority of the Community within the Area.

3. The priority of the developments proposed in the Community

Tourism Plan.




4. The characteristics and desirability of package tours to lin k
the various communities.

5. Importance of the development for implementing the Regional
Tourism Strategy.

The phasing is based upon the assumption that no more than
$200 000 *20% will be available to the Department in any
particular year for capital construction projects. This level is
established for smal | -scale projects. Large-scale infrastructure
developments will have to be funded through contributions from

the senior level of government.

The non-construction projects have not been inserted into the
implementation  phasing. These should be undertaken when
appropriate and in keeping with the phasing of the programs

being implemented under the Regional Tourism Strategy.

Again the total Departmental Contribution towards the total
yearly capital costs are identified at the top of Page 1 of Figure
No. 12. Departmental Contributions are derived from the
cumulative totals less the cost of projects identified by an
asterisk. These projects are considered large-scale
infrastructure projects financed through grants and agreements

with the senior level of government.




FIGURE NO. 12 - BAFFIN REGION TOURISM DEVELOPMENT STRATEGY
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"IGURE NO. 12 - BAFFINREGION TOURISM DEVELOPMENT STRATEGY
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(1981)




APPENDIX |
CALCULATION OF NUMBER OF TOURISTS - BAFFIN REG1ON - 1981

Deloitte Haskins and Sells Associates (see Appendix Il, Page 11-25) report
estimated the number of visitors to the Eastern Artic at 9 000 persons and

2 000 for the High Artic. The number of Nordair passengers in 1980 to
various points in the Baffin Region were supplied by Nordair as:

Hall Frobisher
Beach  Nanisivik Resolute Bay Total
First Quarter 50 159 277 1 307 1 793
Second Quarter 180 224 658 2 166 3 228
Third Quarter 229 350 979 2 514 4 072
Fourth Quarter 93 143 423 2 084 2 743
552 876 2 337 8 071 11 836

In talking further to Nordair Officials Mr. Hanz Grosser (Sales
Representative Northern Region Nordair) it was estimated that 25% - 30% of
this air traffic was tourists. From this discussion and based on related

studies (Panignirtung community Tourism Study and Yukon Tourism
Highlights).

Another 25% of the air traffic is accounted for by business visitors. The
remaining 45-50% of the air traffic is the result of residents traveling

including government and bus ness personnel located in the region.

There are two other flights into the Baffin Region (Eastern Artic and High
Artic). These are the Pac fic Western Airlines flight from Yellowknife
1 450 passengers inward in 1981 and the Austin Air flights to Sanikiluag
and Cape Dorset. The CapeDorsetflighthas been estimated to have 360 (30
per month) passengers per year; the Sanikiluaq flight is estimated to have
2 400 passengers per year (200 per month.) However, the Sanikiluaq flight
also goes to Quebec destination and it is estimated that only 360
passengers per year depart (visit) Santkiluaq itself.




The total number of air passengers to the Baffin Region is estimated to be
14 006 say 14 000. Applying the same percentage of tourists to the
Resolute, Sanikiluaq and Cape Dorset -flights as assumed for the Nordair

flight (25-30%), there were an estimated 3 500-4 200 tourists to Baffin

Region in 1981. In addition, there were an estimated additional 3 500

business visitors to the region. The total of 7 000-7 700 is significantly
below Deloitte Haskins & Sells estimate of 11 000.



APPENDIX 11
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APPENDIX I
ANALYSIS OF SELECTED BACKGROUND STUDIES AND REPORTS

This appendix contains a synopsis of relevant background studies on tourism

in general and in the north in particular.

Study #l: Vacation Travel By Canadians for the Canadian Government Office
of Tourism, Travel Data International

This report commissioned annually for Canadian Government Office of Tourism
draws some interesting conclusions which have particular relevance to
tourism in the Eastern Artic.

Extent of Vacation Travel by Canadians

IN both 1980 and 1981 with Canada in a depressed economic climate
(particularly in 1981), vacation travel by Canadians continued to remain

strong. Vacation travel in 1980 increased 7% over 1979 to reach
8.9 million vacation trips. The number of vacation trips increased
marginally in 1981 to 9.0 million vacation trips. Some 55% of Canadian

adults took a major vacation trip away from home in 1981. This corresponds
to 54% of Canadian adults who took a vacation trip in 1971 indicating that

the demand for vacation holidays is relativelyinsensitive to economic
conditions.

While the number of vacation trips has remained steady during the economic
downturn, there are some changes in where Canadians vacation which appear
to reflect cost consciousness. For example, travel to offshore sun
destinations fell sharply while <close mainland alternatives i.e.,
Florida/California registered a gain of Canadian visitors. Foreign travel

fell maginaH_y and domestic travel registered a small gain. See Table A.



TABLE A

VACATION TRAVEL BY CANADIANS

Areas Visited

Percentage of Actual Trips M

1966 1979 1980 1981

Newfoundland/Maritimes 7 @ 8 8 7
Quebec 18 14 14 14
Ontario 32 22 24 22
Prairies 17 (2) 7 15 16
British Columbia 14 15 14 15
Yukon/N.W.T. * 1 1 2
Canada at all N/A 66 67 68
Canada only 69 62 62 64
Non Resident Canadian Province N/A 33 32 30
Own Province N/A 39 40 40
U.S. Mainland 25 26 26 25
Offshore U.S. Including N/A 16 16 14
Alaska and Hawaii

Europe N/A 5 5 6
Caribbean N/A 3 3 2
Other N/A 3 3 3

(1) Do not add because of multiple areas visited
(2) Estimated




Seasonality of Vacations by Canadians

Spring and fall travel in both Canada and the U.S. increased in 1980 over
1981, after showing the decrease from 1979 to 1980. See Table B.

TABLE B
SEASONALITY OF TRIPS BY CANADIANS

1966 1979 1980 1981
Winter 16 19 20 17
Spring 17 20 18 21
Summer 52 41 46 42
Fall 15 20 17 20

While some 21% of Canadians took vacation trips in the spring of 1981,
about half (45%) indicated that they would likely take a spring vacation
within the next 2 years, and 29% said they were either very likely or
extremely likely to take this trip. These estimates of likely spring
holiday intent are up significantly from previous year.

Fall vacations were taken by 20% of the Canadian population in 1981. Some
39% of the population indicated that they were likely to take a fall
vacation and 25% indicated that they were either very likely or extremely
likely to take such a holiday.

Potential Travel Market Comparison of Actual
Vacation Patterns to Expressed Potential

In absolute terms, the U.S. had the greatest amount of actual visitors and
was second to British Columbia in terms of attraction to potential
visitors. See Table C.

If one compares the rate of those who are “interested’in visiting a region
to those who indicated that they were “very likely” to visit the region, it
demonstrates the extent to which the intent to visit a particular
destination may be fulfilled.
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While the percentage of Canadian vacationers who have visited the Yukon/NWT
is relatively small (1% in the period 1980/81, the same as Newfoundland),
some 21% of Canadian vacationers expressed a very strong interest in
visiting either the Yukon or the NérHNNest Territories.  The ratio of
potential visitors to actual visitors (21) was the highest of any province
or area. Newfoundland also had a ratio of 21. See Table C.

Reflecting earlier findings there is something holding the prospective
visitor back from actually visiting the Yukon and all territories even
though there is strong interest (the ratio of very likely to very
interested is the highest, 42%, of any destination). In the case of the
territories, it might be cost but proper information and adequate
facilities might just as easily be the explanation.

Geographic Differences in Vacation Travel

Within Canada, residents of British Columbia are traditionally more Tlikely
to travel than are residents of other provinces. In 1981, 70% of British
Columbia residents took a vacation trip, 55% of the residents of Ontario
took a vacation holiday. The latter reflects the national average. See
Tables D1, D2 and D3.

TABLE D1
INCIDENCE OF VACATION TRAVEL BY CANADIANS
()
1971 1979 1980 1981

Total Adults in Canada 54 55 56 55
(Ave. %)

British Columbia 63 64 68 70
Prairies 55 61 61 62
Ontario 57 58 62 55
Quebec 49 47 45 50

Atlantic Province 49 46 44 43




Of the travel by residents of the different regions, the Prairie Province
and Atlantic Canada residents tend to visit other provinces much more so
than residents of any other region. Ontario and B.C. in 1981 have the
greatest percentage of vacation trips-to the Yukon/Northwest Territories -
3% each of total trips by residents of those provinces.

The Canadian Travel Survey confirmed other studies which indicated that
Ontario generates the largest number of trips (both vacation and business)
both within and outside of its own provincial boundary.

TABLE D3
DESTINATION OF RESIDENTS

In Other
Province of Total Person Trips Within Own Parts of
Origin (Vacation & Business) Province Canada
(000’s) (000’s) (000’s)
Total 114 004 95 538 13 290
Newfoundland 2 023 1 809 122
Prince Edward Island 335 164 157
Nova Scotia 4 580 3 798 595
New Brunswick 2 865 2 105 713
Quebec 27 013 23 353 2 418
Ontario 40 523 31 750 3 502
Manitoba 4 970 4 756 1 163
Saskatchewan 6 843 5 466 1 134
Alberta 14 085 10 973 2 413
British Columbia 9 704 8 364 1 073

While Quebec does produce a large number of person trips, a larger
percentage of these are within Quebec, so that Alberta produces an almost
identical number of out of province trip as does Quebec even though the
total number of person trips is only about half that of Quebec’s.
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Modes of Vacation Travel

The wuse of the car for vacation trips has continued to show an overall
decline while plane travel has incrnchaased despite recent large airline
ticket price increases. In 1981 31X of vacation trips by Canadians used
airplane travel. Table E.

TABLE E
MAIN MODE OF VACATION TRANSPORTATION BY CANADIANS

1966 1973 1979 1980 1981
Car 73 64 54 59 55
Plane 10 24 32 30 31
Train 8 3 4 3 4
Bus 7 6 8 6 7
Other 2 3 2 2 3

Package Tour Market

Of the non car (public carrier) vacation trips, 21% (860 000) of these
vacation trips included a packaged tour, down slightly from previous years.
This represented 9.6% of all vacation trips including, those involving the

car as the main mode of transport. Table F.

TABLE F
PROPORTION OF PUBLIC CARRIER TRIPS TAKEN ON PACKAGE TOURS

1973 1977 1978 1979 1980 1981

Package Tour
Trips 340 000 814 000 895 000 870 000 879 000 860 000

% of Total
Public Carrier

Trips . 16 25 24 22 24 21




Of the package tours spending one or more nights in Canada, there has been
a dramatic increase in level of activity within the Yukon and Northwest

Territories. Although caution 1is advised due to the relatively small
sample sizes, it is estimated that 19% of package tours within Canada
visited the Yukon and the Territories: up significantly from 4% in
1979/80.

TABLE G

PACKAGE TOUR TRIPS IN CANADA

Areas Visited 1979/80 1981
Atlantic Canada 11 9
Quebec 19 29
Ontario 29 38
Prairies 36 15
British Columbia 25 10
Yukon/Northwest Territories 4 19
U.S. Mainland 29 12
Offshore 8 3

It is also interesting to note that just 12 percent of tours visited both
the U.S. and Canada compared to 29 percent in previous years. The
relative weaknesses of the Canadian dollar partially explains this fall off

in U.S. package tour business from Canada.

A package tour involves on average 10 nights away from home (down from
previous years) with 29% of the package tours occurring in the April - June
period and 41% in the July and August summer season. Some 60% of package
tours used the services of a travel agent. More than half (53%) of the
package tours involved a party size of one or two individuals while at the

other extreme 30% of the tours involved a party of 6 or more individuals.
See Table H.




TABLE |
PERCENT AMONG VACATION TRIPS USING TRAVEL AGENTS

Areas Visited 1978 1979 1980 1981
Canada 31 33 36 38
U.S. Ma'inland 34 40 34 35
Off shore 46 37 42 32

Reasons for Travel by Canadians

The mailn reason for travel remains visiting friends or relatives; 48% 1 n
1981. Spending timein a vacation spot has shown dramatic increase as the
main reason for travel since 1967 but has not increased significantly over
the last 3 years, 29% noted it as the main reason for travel in 1981.
Other reasons cited as the main reason for taking vacation holiday included

city sightseeing (19% in 1981), rural sightseeing (15%) and fishing,
boating and outdoor activities (15%). See Table J.

TABLE J
REASONS FOR TRAVEL

Main Reason For Travel 1978 1979 1980 1981
% % % %
Visit Friends or Relatives 45 48 46 48
Spend Time at Vacation Spot 19 31 29 29
City Sightseeing 11 19 17 19
Rural Sightseeing 9 16 13 15
Fishing, Boating & Other
Outdoor Water-Related Activities 12 14 11 15

Camping and Tenting
Shopping 10
To Stay at Owned Vacation Property
Attend Festivals, Sports etc.
Combined Business & Pleasure

Other
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Canadians have not increased the average length of their trips
significantly from 1979. In 1981 it averaged 1 160 miles with 28% of the
trips beyond 1 500 miles, although only 16% of domestic travel by Canadians
involved a trip of 1 500 milesor “more in 1981, down marginally from
1979/80 (18%).

Accommodation Used During Travel Vacations

Canadians traveling within Canada continue to use private homes (52%) as
the main mode of accommodation while on a vacation trip commercial
accommodation accounts for about 45% while campsites account TfTor 18%.
See Table K.

TABLE K
MODE OF ACCOMMODATION

Type of Accommodation 1979 1980 1981
Private Homes/Friends 18 17 16
Relatives 37 36 36
Commercial Motel 21 17 20
Hotel 14 14 15
Resort/Lodge 4 3 4

Camping/Trailering

Government Sites 10 10 10
Commercial 7 8 8
Cottages 12 12 14
Other 6 6 6

Socio-Economic Analysis of Vacation Travelers

Historically those with a university education, those between the ages of
30-50, urban residents and white collar workers are the most likely types

of individuals to take a holiday. Many of these factors are also related
to income trends. See Table L.




TABLE L

PERCENT OF CANADIAN ADULTS TAKING A VACATION TRIP

1966 1971 1976 1981
% % % %

Place of Residence
Urban 52 58 59 58
Rural 34 43 43 46
Age
18-29 44 57 55 55
30-39 49 56 60 62
40-49 46 57 57 58
50+ 40 49 53 51
Education
Public School 39 41 38
High School 56 57 56
Technical 65 63 62
University 70 74 68
Occupation (Head)
White Collar 66 68 67
Skilled Labour 56 58 56
Farmer 35 36 53
Retired 42 46 46
Other 45 48 46
Sex
Male 52 55 52
Female 57 57 59

Vacation Traveller Market Segments

The Travel Industry Association of Canada recently completed a study

whereby the Canadian traveller was broken down into 4 main market segments:

0 Sun Lover
0 Security Conscious
0 Action Seeker

0 Off the Beaten Track




The major descriptions of each of these 4 market segments and their
relative size are described below:

Sun Lover (20% of the Vacation Travelers)

0 Warm weather holidays particularly seaside destinations.

0 Chooses vacation location based on attributes of the spot rather than
considering whether it is in Canada or not.

Security Conscious (18% of the Market)

0 This group prefers a familiar destination, one visited before

especially where there are friends or relatives.

0 Strong preference for peace and quiet; usually holidays are taken in
Canada and plan their lholidays well in advance.

Action Seeker (30% of the Market)

0 Preference for big cities or major resorts rather than out of the way
or smaller resorts.

0 Least likely to be interested in a vacation that involves outdoor

recreation.

Off the Beaten Track TYPe (38% of the Market)

0 Strong preference for out of way places and more than others they tend
to avoid first class accommodation.

0 Outdoor recreational activity is a significant interest and this group

is relatively loyal to Canada.




TABLE M
MARKET SEGMENTS - VACATION TRAVELLERS

Sun Security Action Off the

Lover Conscious Seeker Beaten Track
% % % %

Vacationed in 1980

Yes 64 53 47 62
Where 100% 100% 100% 100%
Canada 64 80 65 77
Us. 46 25 47 31
Elsewhere 16 9 17 16
Trip Purpose

VFR 33 67 43 46
Vacation Spot 43 15 29 27
Urban Sightseeing 18 11 23 18
Outdoor Activity 12 6 6 16
Camping 7 5 6 9
Other 24 25 27 25

PERCENT OF ABULTS

Sun Security Action Off the
Lover Conscious Seeker Beaten Track
% % % %
Age
12 AR T T
0 T BT B
2.0 }% 17 égg a7 ;8 37 iﬁg 28
Sex
Male 55 48 48 50

Female 45 52 52 50




PERCENT OF ADULTS
(Continued)

Sun Security Action Off the
Lover Conscious Seeker Beaten Track

% % % %
Occupation
White Collar 41 22 30 37
Skilled Labour 30 28 25 30
Unskilled Labour 12 11 9 7
Farmer 4 5 6 7
Retired 6 18 13 9
Other 8 16 16 10
Education
Public School 10 35 21 12
High School 49 45 49 50
Technical 17 9 14 17
University 23 10 14 21
Family Income
Under $10 000 11 24 22 13
$10 000-$14 999 12 18 15 14
$15 000-$19 999 17 21 16 19
$20 000-$24 999 15 12 12 15
$25 000-$29 999 11 7 13 13
$30 000 + 32 16 21 25




Two general types of vacation characteristics “vacation with outdoor
activity” and “new unfamiliar destinations” which can be said to apply to a
NWT holiday are of varying interest to'different socio-economic categories.
See Table N.

TABLE N

PERCENT ADULTS WHO FEEL STRONGLY TOWARD

Vacation with New Unfamiliar
Outdoor Activity Destinations
% %

Age 18-24 55 30
25-29 50 29
30-39 49 26
40-49 43 21
50-59 31 18
60 + 19 12

Family Income

Less than $10 000 23 18

$10 000 to $14 999 41 27

$15 000 to $19 999 44 21

$20 000 to $24 999 47 27

$25 000 to $29 999 45 21

$30 000 + 50 23

From the above summary, a trip to NWT is more likely to be of interest to
younger individuals than the older individuals and to more affluent
individuals than to those where income is less.




Study #2: Travel Tourism and Outdoor Recreation 1978 and 1979
Statistics Canada

United States Tourism in Canada

The 1970's witnessed changing trends in travel between Canada and the
United States. Up to 1973, there was a steady increase in the number of
visitors from both sides of the border. At that time, Canada enjoyed a
visitor surplus in 1973. The number of United States visitors to Canada
was 6.4 million greater than the number of Canadian visitors to the United
States. However, a gasoline shortage situationin the United states I n
1974 resulted in a drop iIn the number of automobile travelers in both
directions across the border. Subsequently traffic between Canada and the
United States was characterized by two contrasting trends, a growth in the
number of Canadian visitors to the United States and a rapid decline in the
number of United States visitors to Canada. As a result of these trends,
Canada’s visitor surplus declined, and since 1976, the year of the United
States Bicentennial, there have been fewer United States visitors to Canada
than Canadian visitors to the United States. In 1977, the number of
Canadian visitors to the United States exceeded the number of United States
visitors to Canada by 6.1 million.

However, 1978 seems to have been a turning point in travel between Canada
and the United States. The number of Canadian visitors returning from the
United States declined from 37.9 million in 1977 to 37.3 million in 1978
and 34.4 million in 1979 - the smallest number recorded since 1975 and a
drop of 3.5 million or 9.3% in two years. At the same time, the number of
United States visitors to Canada continued to decrease, but at a slower
rate. Between 1977 and 1979, the number of United States visitors to
Canada declined by 582 000 or 1.8% as compared with a drop of 2 808 000
(8. 1%) between 1975 and 1977. These new trends considerably reduced
Canada’'s visitor deficit in 1979 to 3.2 million, compared with 5.7 miltlion
in 1978 and 6.1 million in 1977.

The trends observed in 1978 and 1979 were probably the result of several
factors tending to make Canada a relatively more attractive destination

than the United States for both Canadian and United States residents.




Among the main factors was the lower value of the Canadian dollar, which
was priced at about 85 cents American, whereas it was valued close to or
above the American dollar between 1975 and 1977; increased gasoline prices
throughout North America, especially in the United States in 1979; the fuel
supply problems experienced 1in certain areas of the United States; and the

introduction of discount fares and charter flights for air travel within
Canada.

Thedecline in visitors in both directions across the border in 1978 and
1979 was manifested largely by less use of the automobile, still by far the
most favoured mode of transportation in North America, even for long
distance travel. Increased gasoline costs, coupled with travelers’
apprehensions of difficulties in obtaining fuel far from home, inevitably
dissuaded a certain number of Canadians and Americans from taking long
automobile trips. There is some indication that some travelers, who in

earlier years used automobiles, decided to travel by air in 1978 and 1979.

U.S. visitors coming to Canada have decreased from 13.5 million in 1973 to
10.9 million in 1979. Airplane travel has been an increasing mode of
transportation but still trails automobile travel by a margin of almost
5.1. Just over 25% of the visitors come to Canada April - June quarter and
50% come during the July - September quarter. Ontario continues to receive
almost 50% of the U.S. visitors; British Columbia has increased its share
of the U.S. visitor market 12.1% in 1973 to 15.2% in 1979. The Yukon/NWT
have also shown a dramatic rse in percentage of visitation 0.4% in 1973 to
1.1% in 1979.

Half of the tourists visiting Canada from the U.S. come from the heavily
populated_ Mid Atlantic (New York, New Jersey and Pennyslvania) and East
North Central (Wisconsin, Michigan, Ohio, Indiana and I1l1linois); New
England, the Pacific coast states and the West North Central states
(Minnesota, North and South Dakota, Nebraska, lowa, Kansas and Missouri)
also are well represented by tourists in Canada. See Table O.




Overseas Visitors

In 1978 and 1979, the number of overseas visitors 10 Canada increased
dramatically. In 1979, for the first time, their number exceeded two
million, representing an increase of 17.5% over 1978 and 41.4% since 1977.
The 1979 increase was the largest recorded in the 70’'s, surpassing even
that of 1976 (18.8%) when the city of Montreal hosted the Olympic Games.
The increases in the number of overseas visitors to Canada in 1978 and 1979
could be “argely attributed to the decline in the price of the Canadian
dollar in terms of many foreign currencies and lower levels of price
increases in Canada. This helped to make this country one of the least
expensive and hence more attractive international destinations for
residents of countries such as the Federal Republic of Germany, Japan and
Switzerland.

The four leading countries of origin of overseas visitors to Canada were
unchanged between 1973 and 1979: the United Kingdom, the Federal Republic
of Germany, Japan and France. Almost all overseas countries sent an
increased number of visitors to Canada in 1979. Between 1973 and 1979, the
largest increases were recorded by Israel (283%), India (164%), Sweden
(127%), Japan (116%) and Australia (116%). Relative to their total
populations, the overseas countries which provide the largest proportions
of visitors to Canada were Israel (13.3 per 1 000 population), Jamaica
(12. 0), the United Kingdom (9. 2), Switzerland (7. 9) and Netherlands (7. 3).
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TABLE P
(Continued)

VISITORS FROM OVERSEAS COUNTRIES, 1973-1979

'UP“'“UIV!I
1977

1975 1976 1977 19/8 1979

1974

isitors

v
1973

Country of Residence
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In proportion to the total number of overseas visitors that they received,
Saskatchewan and Manitoba in 1979 received the largest number of visitors

from the United Kingdom (45% and 39%, respectively). British Columbia and
Alberta recorded the largest proportion of visitors from France (19%) and
Alberta had the highest proportion from the Federal Republic of Germany ,
(15%). See Table Q.

The time of travel by overseas visitors closely parallels that of U.S.
visitors. Approximately half of the overseas visitors come to Canada in
the third quarter July - September while one quarter of the visitors come
to Canada during the second quarter April - June. This trend has increased
only marginally since 1973.

Toronto is the most popular inbound Canadian City, at least as far as
charter flights are concerned. Some 57% of overseas charter passengers

come into Canada via Toronto; Vancouver registered 18% and Montreal 10%.

Air is virtually the only mode of transportation available to Canadians
traveling overseas, 98.5% went by air in 1979. However, many overseas
visitors enter Canada via the United States. The proportion of overseas
visitors entering Canada by land via the United States has been increasing
(35. 4% of al 1 overseas visitors to Canada in 1979 up from 34.1% in 1978 and
30.7% in 1977). OFf all categories of overseas visitors to Canada, the one
showing the most significant increase was that of entering and leaving the
same day by land via the United States, which rose 68.0% between 1977 and
1979 to 304 000. About one overseas visitor in seven fell into this
category in 1979. See Table R.
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TABLE @

(Continued)

AREA OF RESIDENCE

Germany
United (Federal Other Total ]
Province of visit and year Kingdom Republic) France Europe Europe Asia Ot
Visits

Ontario
1979 1 043 100 29 11 4 21 66 15 1
1978 887 100 30 11 4 22 67 14 1
1977 819 100 31 11 4 22 68 14 bt
1976 565 100 33 10 3 21 67 13 2
1975 563 100 35 9 2 22 68 1 2
1974 519 100 37 8 2 23 70 11 1
1973 462 100 41 9 2 21 73 8 1
Manitoba
1979 67 1 39 13 3 19 74 10 1
1978 43 1 30 21 2 18 71 11 1
1977 38 } 27 19 4 22 72 10 1
1976 19 48 7 5 21 81 9 1
1975 27 1 44 12 2 23 81 6 1
1974 19 1 4 13 3 18 75 5 2
1973 13 1 37 11 3 22 73 13 1
Saskatchewan
1979 31 100 45 8 4 21 78 9 L
1978 20 100 34 13 2 17 66 15 1!
1977 22 100 29 18 2 20 69 15 1
1976 10 100 45 8 3 19 75 1 2
1975 10 100 47 5 5 21 78 10 :
1974 9 100 49 11 2 23 85 4 L
1973 7 100 46 11 2 22 81 8 L
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For all of the territories, the estimated distribution of visitor
expenditures by business/pleasure and summer/winter is quite significant.
Almost three quarters of the pleasure visitorsvisit the territories in the
summer period, while the business travelers do most of their visiting on
the non-summer months. Overall about 2/3 of the visitors are in the
territories during the summer period.

The results of the origin of visitors to the territories appears to suggest
that the Western Arctic was oversampled. Some 65% of all visitors were
from Canada (45% from Western Canada), 27% from the U.S. and 8% overseas
(5% from Germany).

Origin of Visitors

%

Alberta 27

Other Western Canada 18

Ontario 14

Quebec 3

Other Eastern Canada _2 65% Canada
U.S. West Coast 6

Other Western U.S. 8

Eastern U.S. 11

Southern U.S. _2 27% U.S.
Germany 5

Other International 3 8%

TOTAL 100% International

The activities that visitors participated in while in the NWT was varied
although over half of the visitors participated in each of; shopping for
crafts, camping, and fishing.




Activity %

Business 25
Visit Friends/Relatives 27
Shopping for Crafts 53
Festivals, Local Events 8
Museum, HistoricSites 41
Nature Study 34
Hiking, Backpacking 20
Camping 51
Fishing 51
Hunting 2
Swimming 17
Canoeing 10
Power Boating 7
Other 12
Note: INn this question, multiple responses Were possible. Percentages

indicate the level of participation in a particular activity.

The average number of nights spent in the NWT was 12.8.

Somewhat surprisingly, business or personal interest prompted most people to
visit the territories. The influence of friends or residents of NWT was
relatively minor.



Promoted By %

NWT Resident 12
Friend Visited

Travel Agent *
Article, Advertisement 9
Business 23
Personal Interest 28
Travel Brochures 5
Previous Visit 8
Other )
TOTAL 100%

The household incomes of the visitors averaged $31 000, suggested that

visitors to the territories were relatively affluent.

Household Annual Income

income _x
Under $10 000 8
$10 000-$19 000 19
$20 000-$29 000 27
$30 000-$39 000 18
$40 000-$49 000 10
$50 000 o+ more 18
TOTAL 100%
Average $31 000

While other NWT visitor profile data was collected the information is
sketching about visitors to the Eastern Arctic. '




Study #4: Yukon Tourism Industry Highlights 1981

Tourism Planning and Development Branch April/1982

The year 1981 was an excellent year for the Yukon tourism industry. An all
time high number of tourists (387 000) visited the Yukon in 1981. This

represented a 14% increase over 1980 and represented a reversal of the
decline recorded in 1980.

NUMBER OF VISITORS TO THE YUKON

1975 1976 1977 1978 1979 1980 1981

318 000 307 000 300 000 363 000 362 000 340 000 387 000

Mode of Travel

1975 1976 1977 1978 1979 1980 1981
Highway 69% 65% 61% 67% 69% 68% 71%
Air 19% 21% 23% 22% 22% 27% 24%
Other 12% 14% 16% 11% 9% 5% 5%

While the proportion of air travelers to the Yukon decreased in 1981 over

1980, very little change occurred in overall volume.

Some 59%-0f all travelers visit the Yukon in the July - September quarter
with the second quarter (April - January) providing 26% of the total number
of tourists. The January - March quarter and October - December quarter
provide 7% and 8% respectively. One startling result was that this
seasonal distribution was found to be true for all modes of travel except

for tourists arriving by air where the visitors were much more evenly
distributed throughout the four quarters:




Seasonality of AirVisitors to Yukon

First Quarter 21.%
Second Quarter 26%
Third Quarter 36%
Fourth Quarter 18%

The Visitor Information Centre Surveys found that Canadian visitors to the
Yukon havesteadily been increasing their share of total visitor traffic to
the Yukon rising from 20% of total visitors in 1975 to 28% in 1981. In
contrast, U.S. originating visitor traffic have been dropping in their
share of total traffic, 77% in 1975 to 63% in 1981. The most remarkable
gains have been in traffic from overseas which has tripled its share of
total visitor traffic from 3% in 1975 to 9% in 1981.

Origin of Visitors

Percentage share from Yukon Visitor Information Centres Survey

1975 1981
Canada 20% 28%
Us. 7% 63%
Other 3% 9%

This pattern varies significantly depending on the Visitor Centre. For
example Haines Junction and Beaver Creek are dominated by U.S. visitors
82+% and Canadian tourists accounting foronly 12-13%. In contrast to this.
at Dawson City and Whitehorse the traffic is much more balanced with the
overseas ‘traffic accounting for 12-13% of the total number of visitors and

the remaining 88% or so split fairly evenly between Canadian and U.S.
visitors.

Of the Canadian visitors to the Yukon, some 75% come from west of the
Ontario/Manitoba border.




% SHARE OF CANADIAN VISITORS 1981

(Yukon Visitor Information Centre)

_x
British Columbia 28
Alberta 27
Saskatchewan/Manitoba 14
Ontario 20
Quebec 3
Atlantic Canada 2
NWT 2
Yukon 5

100%

The share of total visitation by Canadians from Ontario to the Yukon now
stands at 20%, down from 23% share of 1978. Visitation from east of

Ontario has remained steady over the past four years, accounting for about
5% of all visitation by Canadians in each year.

Of the U.S. visitors, the Pacific States provide 26% of Yukon visitation
from the U.S.

% Share of U.S. Visitors

Pacific 26%
East North Central 15%
West North Central 10%
South Atlantic 10%
Mountain Region 9%
West South Central 9%
Alaska 8%
Mid Atlantic 7%
East South Central 3%
New England _ 3%

100%




Of the overseas visitors, Germany followed by Switzerland and Australia

account for the majority of visitors.

% Share of Visitors From Overseas

Germany 43%
Switzerland 13%
Australia 12%
United Kingdom 7%
Netherlands 4%
France 3%
New Zealand 3%
Sweden 2%
Austria 2%
Japan 1%
Other 10%

These proportionshave been relatively constant over the period 1978-1981.




Study #5: The Travel Industry in the Northwest Territories 1975

Department of Economic Development, Division of Tourism, G.N.W.T.

This report, which was the eighth of itskind, makes an attempt to quantify

the demand, supply and impact resulting from travel trade (aggregate demand

from residents and non-residents, persons traveling on business and
pleasure) in all of the Northwest Territories. Caution is advised iR the
use of the study because of possible inadequacies in respect to coverage
and accuracy of the data. The study identifies the District of Mackenzie

as the principal travel/tourist region. The highlights of the report
include the following:

0 The number of non-resident leisure travelers entering the Territories
in 1975 by highway was 11 900, some 3.9% fewer than in 1974 (Mackenzie
Highway).

0 74 500 air travelers entered the Territories in 1975, of which 9 200
(12.4%) were tourists. The total number of air travelers was
estimated to be 3% fewer than in 1974. Edmonton, Winnipeg, and
Montreal were the principal air gateways; Edmonton was the single most
important, dispatching nearly 80% of the total. The decline in air
traffic to the NWT in 1975 was attributed to the low levels of oiland
gas exploration and development in the Mackenzie Delta/High Artic
Islands in 1975.

Nordair, which serves the eastern Arctic through Montreal, reported
increased air travelers in 1975, 8 300 or 11.2% of the total 74 500
NWT air travelers, up significantly from 1974 and 1973.

Nordair initiated direct jet service to Hall Beach and Strathcona
Sound in 1975. This new service contributed to traffic increases in
the Eastern Arctic.

0 Accommodation surveys were conducted for lodges, hotels and motels,
outfitters, and park and campground areas but were not segregated by
geographical area so that visitor data could be somewhat misleading if
applied to the Baffin Region.

~



The lodge survey, with 25 respondents, indicated that of the
nearly 3 500 guests 79.2% were from the United States, 3.9% NWT
residents, 16.4% from the rest of Canada and 0.5% from Overseas
(Europe). Brochures, magazines, sports shows and newspapers in
descending order were the most popular methods of promotion. The
number of registered guests was estimated to have decreased
almost 19% from 1974 (based on a comparison of the lodges
reporting in both years).

The hotel and motel survey, with 26 respondents, contrasted
sharply with the lodge survey in several areas. Firstly, the
distribution of the 160 000 guests was predominately Canadian -
30% NWT residents, 60% residents of other parts of Canada; 7.5%
were from the USA and 2.5% from overseas. Secondly, the number
of guests in 1975 was estimated to have increased by over 30%
from 1974. Most of the guests (83.2%) were traveling for
business reasons.

The outfitters survey, with 10 respondents and a small guest
sample of 230, indicated that 43.0% were from the USA, 33.5% from
NWT, 22_.% from the rest of Canada and 1.3% from overseas.

The park and campground survey only included data for public
campgrounds 1in the Yellowknife area and is therefore of little
benefit to this study.

Inclusive tour operators were also surveyed. Oof the 13
respondentan 1975, they noted that they had 1 512 guests on
106 tours. Only 15 tours (110 people) were in the Eastern
Arctic.  The total number of tour guests has fluctuated around
the 1 500 person mark since 1972.

The study concludes that better information and promotion of the

Territories 1s necessary before increased tourism can be expected.




Study #6: Tourism Development and Marketing Strategies
for the Northwest Territories

Intrec Group Ltd., Outcrop Ltd., Qaivvik Ltd., May, 1980.

This report notes that current tourist appeal of the NWT is very limited
with business travelers representing 80% of the market. The pleasure
market is restricted primarily tovisiting friends and relatives,
festivals, and package tour visitors. Only a very small percentage of
visitors participate in outdoor activities such as hunting, canoeing, or
climbing. This report also states that the western area of the Territories
receives the largest number of visitors with the Baffin Area accounting for
only 10% of the visitors. The western Arctic is, however, the area to
experience the greatest growth in tourism.

The “rifle approach” to marketing is suggested and marketing efforts should
be directed to those activities/experiences unique to the NWT. Promotion
should be addressed to special interest groups, clubs, and agencies.
Packaging should be the major marketing approach and all marketing activity
should incorporate the Six Arctics. In the short term, the report states

that priority should be given to experiences which can be offered in the
non-summer months.

The types of specialized markets to which the NWT should have appeal
include rock hounds, mountain climbers, photographybuffs,bird watchers,

biology clubs, arts and crafts guilds, canoeists, cultural groups.

The report notes that Pangnirtung is the largest tourism centre in the
Baffin Area because of its proximity to Auyuittug National Park. Other
communities, such as Pond Inlet and Arctic Bay, could develop as activity
nodes similar to Pangnirtung. A large percentage of visitors go to
Fret isher Bay on midnight tours while other major market groups are hikers
and climbers to the National Park. The greatest number of non-resident
vis' tors are traveling in the zone on business.

The report notes that the total number of visitorstothe NWT increased by
only 5% over the 1970 figure (although expenditures increased by 100%). In
1975, the 21 000 tourists spent $10.8 million. No complete statistics

exist for the years following 1975 but indications are that a 10% increase



Study #7: Northwest Territories Tourism Plan

K.W. Lawrence, Department of Economic Development and Tourism GNWT,
March, 1978.

This report is a strategy paper to promote tourism in the NWTin the short
term and to devise a longer term rational plan for development of tourism *
in the area as a full-fledged industry.

The report. recommends that, based on existing statistics, initial

consideration should be given to the following markets in descending order

of priority:

0 Alberta, British Columbia and Yukon
0 Saskatchewan and Manitoba

0 Ontario

0 USA and Great Lakes States

The report notes the following difficulties or opportunities for tourism in
the NWT.

0 high construction and operating costs;

o] static markets for hunting and fishing lodges due to changes in market
preferences and the Ilimited nature of trophy resources;

0 increased demand for wilderness travel; and

0 low growth or static markets for business travel and an increased
demand for leisure travel.




(actually 5%, see following table) in pleasure travelers was realized

between 1975 and 1978 and that air travel continued to increase as did the

number of Canadian travelers as a -percentage of total tourists - see
following table:
TRENDS IN PLEASURE TRAVELLER VISITATION TO THE NWT
1969 1970 1975 1978
MODES OF TRAVEL
Road 6 300 (52%) 12 000 (60%) 11 900 (56%) 8700 (40%)
Air 5 800 (48%) 8000 (40%) 9 300 (44%) 13 300 (60%)
TOTAL 12 100 20 000 21 100 22 100
ORIGIN
Canada 5 600 (46.3%) 12 200 (6X%) 13 000 (62%) 14 000 (64%)
USA 6 400 (53.2%) 7 600 (38%) 7 450 (35%) 7 400 (33%)
Other - -5%) 200 (19%) 650 ( 3%) 700 ( 3%)
REASON FOR_VISIT
Fishing Lodge 4000 4 000 4 800 5 500
Package Tour n/a n/a 1 500 3 500

NOTE: These figures exclude business travelers.

In 1978, it is estimated that 80 000 people travel led to and within the NWT
for business and that this market group grew steadily from 1975, except for

1976.

the
accommodation used, purpose of the trip, etc.
information

Visitor characteristics of tourists to the NWT are presented In report

including origin, However,
is aggregated for all of the NWT,itis of

limited benefit for the Baffin Area study since the majority of travelers

as much of the

visited the western portion of the Territory. (We are given to understand

from tour wholesalers that thisis the result of travel cost to the eastern
portion of the Territories. )




Study #8: Survey of Sport Fishing Lodges inthe NWT

Department of Fisheries and Oceans, WesternRegion,1981.

No fishing lodges in the Baffin Region were surveyed in the report which
provides visitor profiles and financial and operating data on the lodges .

and fishing resource data.

INn addition, employment and other economic impacts resulting from the
fishing lodge industry are described. The report is useful in a general
way Ffor estimating the cost/benefit of tourism in the Territories; aspects

of it could be applied to future tourism projects in the Baffin Area.




Study #9  Pangnirtung Visitor Survey
Pangnirtung Tourism Study, 1981, Marshall Mackl i’ Monaghan Limited.

The Pangnirtung Visitor Survey was designed to define perceived issues and
concerns of existing travelers to Pangnirtung and the surrounding areas. ,
The questionnaire was randomly administered to travelers leaving
Pangnirtung from May - October 1981 by flight attendants of Bradley-First

Air during the flight from Pangnirtung to Frobisher Bay. Specifically, the

questions were designed to provide information on:

0 trip characteristics

0 source and adequacy of pre-trip information
0 accommodation preferences

0 activity preferences

0 visitor expectations and reactions

A total of 205responses were received and tabulated. The detailed results

are presented in the report. Key findings are summarized below:

0 The largest percentage of visitors were from Ontario (25.8%) followed
closely by NWT (21.9%) and USA (19.5%). The European market
represents 11.7% of visitations, 9.2% from Western Canada and no
visitors from Atlantic Canada.

0 The great majority of visitors travelled with friends (27.0%),
followed closely by those who travel led as a special interest group or
club (24.0%). Only 6.1% of visitors travel led as part of a commercial
tour and most of these were Europeans.

0 Over 29% of visitors travel led to Pangnirtung for purposes other than
vacation - 22% for business and 7.4% to visit relatives/friends.
0 Pre-trip information was obtained from a variety of sources. No one
source was dominant, - 22.2% obtained information from friends and

relatives, 17.4% from travel agents/tour groups and 13.5% from Parks
Canada.



0 Of the activities participated in, photography (71.3%), sightseeing
(64.9%), and hiking (61.2%) were dominant activities.

0 Future activity preferences were also surveyed and fishing (27.5%),
hiking and trip to the Park (19.4% each) and boat tour of the Sound
(18.4%) were the most commonly mentioned activities.

0 General satisfaction with the trip was noted in all categories
including accommodation, food, transportation, etc.

0 Of the aspects of the trip most disliked, bad weather (86.9%) and
litter/honey bags (85.9%) were by far the most common.

As part of the Marshall Macklin Monaghan study, interviews/questionnaires
Oof tour operators and special interest groups were undertaken and
historical visitor data from Auyuittuq National Park and data from First
Air for 1980/81 March were reviewed. The data indicated that most of the
visitors to the park come from Canada (50-70%), with USA visitors second
(15-30%) . Visitation to the Park has decreased from 511 in 1978 to 327

people in 1980 and the average length of stay has decreased from over 17
days to just over 10 days.

Tour wholesalers indicated that generally there are two types of visitors
i n Pangnirtung, those who come on an eastern Arctic trip of which
Pangnirtung is one stop and those who come primarily to visit Auyuittiq
National Park. A thirdgroup which travels to the eastern Arctic are the
char fishermen, predominantly Americans from the eastern USA.




Study #10: Northwest Territories Economic Development
and Tourism ~ Five Year Marketing Strategy

Five Year Marketing Strategy for Government Programs, January 1982.

This

report contains a significant compendium of information on marketing

programs, costs and strategies.

Although the data refers to the Northwest Territories as a whole; the d_a“a

pertaining specifically tothe Baffin Region reflect the Tfollowing)’

20% of the total traffic comes from Ontario (mainly large urban
centres). This traffic is interested in the following:

outdoor recreation
outdoor experience

Although Ontario traffic disperses throughout the Territories, it
concentrates on the Baffin and Keewatin zones. There seems to be some
growth potential in this market segment because it experiences good
support from operators and the media. Because of the distances

involved, this market is particularly good for packaged tours.

5% of the traffic to the Territories comes from West Germany,
primarily for the following:

cultural encounters

outdoor recreation

outdoor experience

This is perceived to be a high income market but has high associated

0
cultural package
0
cost for promotion.
1)

Tables detailing the information have been presented previously in
this Appendix.



In general, therefore,

the perceived market for the Baffin Region is

limited and restricted to the following:

0 Ontario
0 Quebec and
Special Interests -

0 West Germany

It appears to be that the Non-Ontario Canadian

package tours
fishing package
outfitter trips

climbing
hiking
package tours
fishing camps

package tours
hunting
fishing
lodges
outfitters

influenced by the National Park in the Baffin Region.

Notwithstanding the above,

very

resident market ishighly

it should be recognized that the appeal of the

Baffin Region is still significantly less broad than that for the other

regions of the Northwest Territories.

available facilities,
are very high.

Although this could be the result of
it is noted that transportation costs for the area




APPENDIX Il1

TOURISM INDUSTRY'’S ATTITUDES AND REACTIONS
TO
PROPOSED TOURISM PROJECTS IN THEBAFFIN REGION



GENERAL ATTITUDES TO TRAVEL ON BAFFIN ISLAND

Proposed tours and tourist activities will, of necessity, need to be
organized through tour wholesalers or special interest groups. In order to
provide a framework for the development of scenarios and to develop a
comprehensive background on tourists’ perceptions of travel/tourism in the
eastern Arctic, a number of the major tour wholesalers currently operating
in the area were contacted.

The following airlines, tour operators and government agencies have been
contacted:

1. Canada North Outfitting Inc.

2. Canadian Nature Tours

3. Goliger's Tours

4. Viking Tours

5. Special Interestours

6. Great Canadian Travel Co. Ltd.
1. Society Expeditions

8. Horizon Tours

9. Majestic Tours

10. Lindblad Tours

11. Outward Bound

12. Canadian Arctic Co-operatives Limited
13. Parks Canada

14, Paul Toilet (Horizon affiliate)
15. ZB & Associates Travel Co. Ltd.
16. Canadian Government Office of Tourism
17. Quaivvik

18. Pacific Western Airlines Ltd.
19. Austin Airways

20. Peyton's Lodge, Pangnirtung

21. Nordair Ltd.

Details on the discussions are provided further in this Appendix, but in

general the following could be concluded:




iii)

Opportunity for Tourism

All of the groups currently operating tours (and those not currently
active) into the Baffin Region feel that there is a large potential
for the development of tourism opportunities in the area. Because of
the special nature of the area and the specialized groups that
normally tour there, it was found that most operators were
knowledgeable of Inuit culture. They appearedto be well aware of the
opportunities and constraints this culture places on organized and
scheduled tours.

cost

Costs of travel to the eastern Arctic are often stated as very high
and, in some cases, prohibitive. Groups Teel that with limited
scheduled carriers into the area it 1is difficult to negotiate
affordable charter or group rates. 1)

Costs of hotels and related services are often outlined as a major
drawback. (Costs in Frobisher Bay are estimated at $150 per day TFfor
food and accommodation. )

Quality of accommodation and level of service are also often indicated
as being drawbacks to the development of tourism in the area.

Local Attitudes

It is generally acknowledged that a key factor towards the viability
of tourismis education of local residents regarding the overall
effects of tourism on the community. The idea that a dollar spent at
a tourist facility is a benefit to the community as a whole, is

totally abstract to most people. Inherent suspicion to southerners is
also a major drawback.

1)

Discussions with Nordair account executives indicate that their
airline would be willing to negotiate with reputable operators. The
comments related to travel costs should, therefore, be put in
perspective as we feel that affordable rates could be negotiated if

the minimum group size is 6-8 or more and if reasonable annual use can
be guaranteed.




iv) Current Tour Purchasers

The origin of tourists varies with the location of the operator and
his penetration area. However, for tours or excursions of a more
specialized nature (hunting, fishing), the origins of

participants appears to be the U.S._A., Europe and other overseas

areas, with a small proportion coming from Canada.

Visitor profiles vary according to the type of tour. As expected,
most visitors are well-educated, Tairly affluent and are over 20 or
25 years of age. Short-term guided tours attract an older market

while open, longer-term tours attract a younger, more adventurous

group.

V) Methods of Promotion and Advertising
Most operators rely on two methods of advertising: brochures and
word-of-mouth. Both methods are claimed to be equally effective and a

few have commented that other kinds of advertising are not successful.

Our impression is that because of the very specialized nature of tourism in
the north, the target groups can be readily identified. Successful
promotions have been carried out utilizing the various naturalist/special
interest groups or, for fishing/hunting/special interest groups or, for
fishing/hunting by attendance at specific outdoor shows (Sportsman Show).
Brochures outlining various northern “packages” have also been utilized
with a high success rate. IN all cases, however, both from a cost and
viability point of view, it was stressed that the description of the
“package” should not set expectation levels above what will be provided.
This relates specifically to the following:

degree of organization of the land based component
quality of fishing/hunting for a tour-oriented on these activities
clothing/equipment provided

flight schedules

most




