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BAFFIN REGION TOURISM STRATEGY

1.0

1.1

I NT RODUCT 10N

Background to the Study

T h e  t o u r i s m  i n d u s t r y  o f  t h e  Baffin Region is  a t  a  very  ear ly

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  a t  present  suf fers  f rom a  number  of  def ic ienc ies  that

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

These deficiencies, including the limited

of eating and sleeping faci Iities, the ad

number and poor

hoc development

qual i ty

of few

attractions, the low participation rates of native northerners, an

insufficient awareness of the requirements and expectations of a

var ie ty  o f  tour is ts , 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

tour ism development  s t ra tegy c a p a b l e  o f  g u i d i n g  t h e  f u t u r e

actions of both the public and private sectors.

As an in i t ia l  s tep in  the  development  and implementat ion of  a

tourism development strategy, the Government of the Northwest

Territories, through its Department of Economic Development and

Tourism, c o m m i s s i o n e d  t h e  Baffin Regional  Tour ism Planning

Project. The intent of the project is to provide a basic strategy

fo r  r esou rce  deve lopmen t  and  marke t i ng  and  se rve  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

and elaborated dur ing

G. N .W. T. Department of

of Reference and subsequently modified

discussions w i t h  o f f i c i a l s  f r o m  t h e

Economic Development and Tourism, the ‘

b a s i c  p u r p o s e  o f  t h i s  s t u d y  i s  t o :

“define a s t ra tegy,  a course  of  act ion  for  the  ’80s  that  wi l l

guide tourism development throughout the Baffin Region by

i d e n t i f y i n g  i n v e s t m e n t  o p p o r t u n i t i e s  f o r  t h e  p r i v a t e  a n d

public sectors

the economic

pre-determined

that will al low for maximum contr ibution to

well - b e i n g  o f individual areas with in

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 wil l  permit and

encourage the involvement of community residents

gathering and analysis, in strategy formulation and

preparation.

2. T o  i n c r e a s e  t h e  a w a r e n e s s  o f  r e s i d e n t s  o f  t h e

in data

in plan

p o s s i b l e

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 , a n d  t o  d e s c r i b e  t h e  g e n e r a l  a n d

speci f ic  opportuni t ies  and constra ints  to  the  development

and growth of  the  tour ism industry  in  the  Baffin R e g i o n .

4. T o  i d e n t i f y a n d  d e s c r i b e  t h e  m a r k e t  p o t e n t i a l o f  t h e

identified tourism and recreation resources.

-
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5. With in  the context  o f  market  potent ia ls ,  to  iso la te  and

describe specif ic, real ist ic tourism development/ investment..-
opportunit ies wi th in  each communi ty  and throughout  the

13affin  Region.

6. To  out l ine  the genera l  e c o n o m i c  f e a s i b i l i t y  o f  v a r i o u s  t y p e s

of development.

7. To develop/recommend specific policies, guidelines,

programs and  pub l i c / p r i va te sector act ions requi red t o

realize the development/investment opportunities.

8. To prepare a f ive-year tourism development plan for each

commun i t y  which organizes and priorizes the development/

investment opportunities and associated programs or public/

private sector activit ies.

9. To prepare a ten-year general tourism development strategy

f o r  t h e  B a f f i n  R e g i o n  w h i c h  i n t e g r a t e s  a n d  p r o v i d e s  a

context for the implementation of the individual community

tourism development plans.

10. T o  p r o v i d e  a s y n t h e s i s  o f  s u p p o r t i n g  a n d  b a c k g r o u n d

information to support ongoing planning activities.

-–



2.0

2.1

MARKETS AND MARKET ANALYSIS

Approach to Market Analysis

Because the Government o f  t h e  N o r t h w e s t  T e r r i t o r i e s  w a s  ‘

involved in  a  major  market  s tudy for  the  ent i re  Terr i tor ies ,  i t

was agreed that a large majority of the market analysis would

r e l y  o n review a n d  a n a l y s i s  o f  p r e v i o u s w o r k  ( s e c o n d a r y

sources ).

T h e

i )

i i )

i i i )

i v )

v )

agreed to methodology would be comprised of:

Review and analyze  ava i lab le  background market  repor ts ,

see Section 2.2

Contact involved/interested government a g e n c i e s  t o

determine availability of pertinent visitor data.

Contact involved/interested p r i v a t e  s e c t o r  a g e n c i e s  t o

determine availability of pertinent visitor data.

Interview selected private sector tour operators/wholesalers

and special in terest  groups t o  r e v i e w  t h e i r  i n t e r e s t  in

v is i t ing  proposed tour ism concepts  in  the  Baf f in  Region.

D e v e l o p m e n t  o f  m a r k e t  p r o j e c t i o n s

developments.

Closely associated with the market analysis

financial analysis of selected developments

for

was

(see

specific tourism

the economic and

S e c t i o n  4 . 0 ) .  I t

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

Genera l  Iy, studies pertaining to travel in the north provide a

disjointed picture because of the breadth of land ranging from

t h e  E a s t e r n  Arctic/Baffin  Is land to  the Western por t ion o f  the ‘

Nor thwest  Terr i tor ies , t he  Yukon  and  A laska . Most  o f  the

b a c k g r o u n d  s t u d i e s  focus e i ther  on both  the  Yukon and the

Northwest  Terr i tor ies

alone. Very few deal

Eastern Arctic. Many

statements because of

or  a t  bes t , t h e  N o r t h w e s t  T e r r i t o r i e s

with travel and tourism specifical Iy in the

of the reports caution against c o n c l u s i v e

weaknesses in  the  survey design,  smal l

sample size, o r  COI Iection o f  d a t a . The background studies

examined included the following.

1.

2.

3.

4.

5.

6.

7.

T h e  T r a v e l  I n d u s t r y i n  t h e  N o r t h w e s t  T e r r i t o r i e s , 1975——

Department of Economic Development, Division of Tourism,

G. N .W. T.

T o u r i s m  D e v e l o p m e n t  a n d  Marketinq S t r a t e g i e s  f o r  t h e.—

Northwest  Terr i tor ies ,  I  ntrec Group Ltd. ,  Outcrop Ltd. ,

Qaivvik Ltd, May, 1980.

Northwest Terr i tor ies Tourism P l a n ,  K  .W. Lawrence,

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

Survey of w Fishing Lodges in the Northwest— ——

Terr i tor ies , Department of Fisheries and Oceans, Western

Region, 1981.

PangnirtunQ Tourism

Monaghan.

Nor thwest  Terr i tor ies

S t u d y 1981, Marshal l Macklin

T r a v e l  S u r v e y s  1 9 8 1 - 1 9 8 2 ,  Deloitte

Haskins & Sells Associates

Northwest Territories_ Economic

- Five Year Marketinq Strateqy,——

Development and Tourism

January, 1982.
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2 . 3

8.

9.

10.

11.

Yukon Tourism Industry Highlights, 1981, Y u k o n

Department of Tourism and Economic Development.

Yukon Coupon Convers ion Study,  1981,  B.C.  Research.

Vacation T rave l  ~ C a n a d i a n s ,  1 9 8 0 - 1 9 8 1 ,  T r a v e l d a t a

International.

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, d is t inct ions have to  be  made in  in terpret ing nor thern

tour ism data  to  the  Baffin R e g i o n  c i r c u m s t a n c e . I ts  unique

topography,  cu l tura l  and

of accessibil ity (air) make

to Baffin unrealistic.

S u m m a r i e s  o f the

Appendices I , I I and

Overal I Tourism Tren{

B a s e d  o n  a  c a r e f u l

historic base as

applying overall

background data

I l .

s

a s s e s s m e n t  o f  t h e

well as the use made

northern tourism data

are presented in

background data  and

discussions with tour wholesalers, t h e  f o l l o w i n g 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  t rave l  h is tor ica l ly  has  been to  v is i t

r e l a t i v e s  a n d  f r i e n d s  (48% of  vacat ioners  noted i t  as  the

main  reason for  t rave l  in  1981  ) . Because of the sparse



p o p u l a t i o n  in t h e  N o r t h w e s t  T e r r i t o r i e s  a n d  f3affin R e g i o n  i n

particular, and t h e  c u l t u r a l d i f f e r e n c e s  b e t w e e n  t h e

res idents  and the  rest  o f  Nor th  Amer ica  and Europe,  th is

r e a s o n  f o r  v i s i t i n g  Baffin R e g i o n  i s  l a r g e l y  i r r e l e v a n t .

. I n  t h e  n o r t h  o f  C a n a d a , Nor thwest  Terr i tor ies  and the

Yukon, the origin of visitors to a particular area can vary

signficantl y e v e n  b e t w e e n  n o r t h e r n  l o c a t i o n s  t h a t  a r e

relatively close together. Of  the  est imated 7 ,000  -  7 ,700

v is i tors  per  year  in  1981  to the Baffin  R e g i o n  ( i n c l u d i n g

non - res ident  business t rave l  lers - see  Appendix  I  I  for

b a c k g r o u n d ) ,  it is

O n t a r i o

Q u e b e c

estimated that their origin is:

25s

10%

Atlantic Canada Insignificant

Western Canada 10%

Northwest Territories 15%

Sub-total Canada 60%

U . S . A . 25%

Europe 10%

Other 5%

100%

. I t  is felt  from various sources that Canadian visitors , with

t h e  e x c e p t i o n  o f  Q u e b e c

interested in visiting other

the Northwest Territories.

r e s i d e n t s , a r e  b e c o m i n g  m o r e

r e g i o n s  w i t h i n  C a n a d a  i n c l u d i n g

The time of year of visitation is largely skewed towards the

summer months. The est imated proport ion of  v is i tors  in

each of the four quarters is such:

First Quarter 7.5%

Second Quarter 30. 0%

Third  Quar ter 45. 0%

Fourth Quarter 17 .5%
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. While a profile for Baffin Region visitors could not be done,

t h e  e x p e r i e n c e o f  t h e  P a n g n i r t u n g  C o m m u n i t y  T o u r i s m

S t u d y ,  t h e  N o r t h w e s t ”- Terr i tor ies  Trave l  Surveys and the

Yukon Tourism Industry Highlights, indicate that the Baffin

R e g i o n  v i s i t o r s ,  o n  a v e r a g e ,  h a v e  a b o v e  a v e r a g e  i n c o m e s ,  I

are most [i kely to stay in a hotel, motel or lodge, although

camping i s  p o p u l a r . Popular  act iv i t ies  are  photography,

sightseeing, shopping for handicrafts,  backpacking/hi king,

visit ing historic sites/museums and hunting/fishing, and are

most likely to be adults under the age of 40.

Futu re  Marke t  P rospec ts  -  Marke t  .$ieqments

Given the changing demographics (the proportion of those 20-39

years of age in Canada’s population wil l  decrease from 34.3% in

1982 to 33.4% by 1999, the absolute number of people in that age

range wi l l  increase by 7 .6% to  just  over  9  mi  I  l ion people  in

1992) ,  increased re l iance in  Canada on domest ic  tour ism,  i t  is

suggested that  the  market  areas  which promot ional  campaigns

s h o u l d  f i r s t l y  b e  d i r e c t e d  t o  a r e  w i t h i n  C a n a d a , specifical  I y

Ontario, Alberta and Brit ish Columbia. Not only do these areas

represent  s igni f icant  popu Iation bases, they have tradit ional Iy

shown the  greatest  in terest  in  v is i t ing  the  Terr i tor ies . In the

case of Alberta and Brit ish Columbia, most of this interest has

been directed towards the Western Arctic and the Yukon because

of  eas ier  accessib i l i ty . I t  i s  f e l t  t h a t  w i t h  p r o p e r  t o u r i s m

facil i t ies some of this interest can be re-directed to the Baffin

Region.

The U.S.  tour ism market  for  Canada is  decreasing in  absolute

number and as a relative percentage of the total tourism market

in Canada. However, it  sti l l  represents a signif icant market in

terms of  a f f luence and numbers . I t  is  fe l t  that  the  areas  to

concentrate promotional campaigns w o u l d  b e  i n i t i a l l y  t h e  m i d

At lant ic  Sta tes  (New York , New Jersey  and Pennsylvania )  and

then the East North Central  States (Wisconsin, Ohio, 11 Iinois,

Michigan and Indiana).

————



.

T h e s e  t w o  a r e a s  h a v e  t r a d i t i o n a l l y  r e p r e s e n t e d  o v e r  50% (25%

each ) of the total U.S. travel trade to Canada. Deioitte Haskins

&  S e l l s  e s t i m a t e d  t h a t  1  Is o f  a l l  v i s i t o r s  t o  t h e  N o r t h w e s t

Terr i tor ies  come f rom the  Eastern  U.S. Even more significant,

t h e  E a s t  N o r t h  C e n t r a l  S t a t e s  is t h e  s e c o n d  l a r g e s t  U . S .  m a r k e t  ‘

segment visit ing the Yukon after the Pacif ic Region. There is

n o  g e o g r a p h i c  r e a s o n  w h y s o m e  o f  t h i s  i n t e r e s t  c a n n o t  b e

re-directed to the Baffin Region.

Overseas tourism to Canada has been increasing rather rapidly.

The four  leading countr ies  of  or ig in  are  the  Uni ted Kingdom,

Germany, Japan and France. Based on the Yukon’s experience,

the Northwest Terr i tor ies Travel Survey report and the

Pangnirtung Study, before any widespread promotional campaign

is directed to the international market i t  should be directed to

one selected country (Germany or the United Kingdom would be

the  f i rs t  choice)  to  determine  the  e f fect iveness 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 I  overseas char ter  passengers . Also the

major i ty  o f  overseas t rave l  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

t h e  m o s t  p o p u l a r  p o i n t  o f  e n t r y . Because o f  t h e  s t r o n g

relationship of overseas tourism to Canada with U.S. visitations,

innovat ive  tours involving b o t h  U . S . tour ism points  and the

Northwest Territories would be worth exploring.

The segment of the visitors market most Ii kely to be attracted to

t h e  Baffin R e g i o n  a r e  t h e  “ o f f - t h e - b e a t e n  t r a i l ”  t y p e .  T h i s

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 f irst class
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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 publ ica t ion ‘Vacation Travel by Canadianst,

there is strong interest by Canadians in visi t ing the Northwest

Territories and the Yukon. While cost consideration may be a

factor, it is felt that poor accessibi Iity and inadequate faci l i t ies

are largely to blame for people’s reluctance to visit these areas.

Promot iona l  campa igns  and  tour i sm deve loper

to  overcoming  these  shor t fa l l s .

T h e  p a c k a g e t o u r  m a r k e t  w h i l e  n o t  exhib

g r o w t h ,  i s a  s ign i f icant f a c t o r  i n  t r i p s

t must be directed

t ing much overa l l

t o  t h e  N o r t h w e s t

Terr i tor ies  and the  Yukon. It is felt that this method of  t rave l

wil I  continue to grow in  importance for  these  areas . Trave l

agents are very much involved in promoting package tours (60%

o f  p a c k a g e  t o u r  u s e r s  a v a i l e d  t h e m s e l v e s  o f  t h e  s e r v i c e s  o f  a

t r a v e l  a g e n t ) . Obviously  therefore , the travel agents must be

made aware of the facil i t ies available and tour wholesalers need

t o  b e c o m e  i n v o l v e d  e a r l y  i n t h e  p l a n n i n g  a n d  p r o m o t i o n  o f

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 )

t h e  h u n t e r / f i s h e r m a n  ( o v e r  4 0  y e a r s  o f  a g e ,  m i d d l e  t o  u p p e r

income and sole ly  in terested i n  h u n t i n g / f i s h i n g )  a n d  2 )  t h e

middle-age s ightseer  (upper  income,  over  the  age of  40 who is

i n t e r e s t e d  in v i e w i n g  t h e  Arctic but stil l e x p e c t s  a  d e g r e e  o f

comfort) . Both of these market segments are l ikely to average

between 5 to 7 days per visit.
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Development Implications; Reqional, Community

Based upon the background information collected and discussions

with wholesalers and tour operators, a number of conclusions can

be drawn f rom the market  data  that  have d i rec t  impl icat ions for ‘

the development  and o p e r a t i o n  o f tourist attractions and

developments throughout the Baffin Region.

T o  i l l u s t r a t e  t h e i r  d i r e c t  r e l a t i o n s h i p s  w i t h  p o s s i b l e  t o u r i s m

developments, the  conclus ions and impl icat ions are  presented

below in terms of association with example developments.

Lake  Harbour Interpretive Boat Tour

“Broad appeal in each of these areas

G e o g r a p h i c  M a r k e t s  .  O n t a r i o , A lber ta , Br i t ish  Columbia .

E a s t e r n  U n i t e d  S t a t e s  p r i m a r i l y  N e w
York ,  Pennsylvannia  and New Jersey,
but  a lso  nor theast  centra l  Sta tes  l ike
Michigan and I Ilinois.

. Uni ted Kingdom (because of  Engl ish
language).

Spec ia l t y  Marke ts Universities  ( b o t h  f a c u l t y  t o u r s  a n d
(no t  necessar i l y student tours ) .
geograph ica l l y  cen t red )

Natu re g r o u p s , p h o t o g r a p h y  c l u b s ,
etc.

Accommodation/ Cabin cruiser / long liner s h o u l d  b e
Faci I ities comfortable but not I uxu rious.

. Lake Harbour accommodation hotel
s h o u l d  b e  b a s i c  b u t  c l e a n  a n d  o f f e r
a smal I selection (2 choices) of wel I -
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
Engl ish and r e l a t e  wel I  to visitors.

. -Sense of par t ic ipat ion in  s ightseeing,
the Inuit summer camps and char fish-
ing wil I need to be insti I led in the
visitors by the tour guide(s).



Marketina . Work with established tour wholesaler
and t rave l  agent  to  package and se l l
the tour .

. M a y  b e  a d v i s e d  t o  u s e  t h i s  t o u r  o r
tour  s imi lar  as  a  p i lo t  pro ject  in  estab- I
Iishing good working relationships with
travel industry, to test the reaction of
the  market  to  the  Baffin R e g i o n ,  a n d
to iron out any operational diff iculties
i n  t h e  a d m i n i s t r a t i o n  o f  t h e  t o u r s .

Must  be  packaged as  an a l l - inc lus ive
tour  inc luding a i r  fare  f rom a  s ta ted
dest inat ion (Toronto) ,  tour  act iv i t ies ,
accommodation, and meals.

Colourful, clear brochure with complete
information p r e s e n t e d  a s  s i m p l y  a s
possible.

Fish Camps

Broughton Island, Arctic Bay, Nottingham Island.

G e o g r a p h i c  S p e c i a l t y  .
Markets

Accommodation/
Faci I ities

Tour Activities

P a r t i c u l a r  m a r k e t  s e g m e n t  o f  middle-
upper income males in Ontario/Eastern
U n i t e d  S t a t e s  ( N e w  Y o r k ,  Pennsyl-
v a n i a , New Jersey, I Ilinois, Michigan)
and possible Germany.

Accommodation must match and compete
with other f ish 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 I I be adequate.

T o u r  g u i d e s must  be  knowledgeable
about where the f ish are as the catch
is al I -important.

While abil ity to speak English fluently
is not essential , tour  guides must  be
wil Iing to  be  adaptable  to  f ishermen’s
whims about when and where to f ish.

Potent ia l  market  to  se l l “special ized ”
Arct ic  f ish ing equipment ,  lures ,  ba i t ,
line, etc. to  f ishermen.



Marketinq . Could be packaged through tour whole-
saler/travel  a g e n t  ( a l l - i n c l u s i v e  p r i c e
including airfare) or could be individ-
ual Iy marketed through advertisements
in fishing magazines (Field and Stream)
o r  i n  m a j o r  O n t a r i o  a n d  E a s t e r n  U . S .  ‘
Dail ies such as the Toronto Globe and
Mail, N e w  Y o r k  T i m e s ,  W a l l  S t r e e t
Journal, Detro i t  Free  Press ,  Chicago
D a i l y  N e w s ,  o r  a t  s p o r t i n g  s h o w s .
(Al l - inc lus ive  pr ice  for  land por t ion,
i n d i v i d u a l  a r r a n g e m e n t s  f o r  a i r f a r e ) .

A r r a n g i n g  f o r  w r i t e - u p  i n  a  w e e k e n d
magazine supplement would also b e
advantageous.

. Recommended that one camp be insti-
tuted first as a pilot project to deter-
m i n e  m a r k e t  d e m a n d  a n d  t o  p r o v i d e
operational guidelines f o r  t h e  o t h e r
camps. The camps, when they are al l
established, could be market together.

Lake Harbour to Frobisher Bay Snowmobile Tour

Potential Markets/ Whi le  th is  tour  could  be  marketed on
Marketing its own to a broad range of potential

tourists in Canada, the U.S. and over-
seas, i ts  length  e tc . suggest  that  i t
be marketed to tourists/business travel-
ers who are already planning to come
to the Baffin Region, e.g. ,  f ish camp/
Frobisher Bay boat tour users.

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

S u g g e s t  that  th is  tour  not  be  imple-
mented init ial  Iy until success of other
attractions is realized.

A c c o m m o d a t i o n / T o u r  . Frobisher B a y / L a k e  Harbour f a c i l i t i e s
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 I nuit Art Trip

.
.

G e o g r a p h i c / S p e c i a l t y  .
Market

Accommodation

T o u r

Marketing

.

.

B e c a u s e  Canada Art including I nuit
A r t  h a s  a  l i m i t e d  m a r k e t  ( r e a l l y  c o n -
f i n e d  t o  C a n a d a  a n d  s o m e  U . S .  c o l -
l e c t o r s )  t h i s  m a r k e t  s e g m e n t  is r a t h e r  ,
smal l  but  wel  I  def ined.

P r i m a r y  m a r k e t s  w o u l d  b e  O n t a r i o ,
Alberta and British Columbia. Second-
ary market would be the Eastern U.S.

Rental accommodation in Frobisher Bay
m u s t  b e  c l e a n . F o o d  m u s t  o f f e r  a
r a n g e  o f  m e n u  f o r  d i f f e r i n g  t a s t e s .

Guides must  be  knowledgeable  about
I nuit A r t  a n d  b e  f l u e n t  i n  E n g l i s h .

Must  be  able  to  l ia ison wi th  the  Ar t
C o - o p e r a t i v e s  a n d  s p e a k  a b o u t  t h e
attr ibutes of the various art ists.

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

I n d i v i d u a l  d a y  t r i p s  f r o m  Frobisher
B a y  c o u l d also b e  s o l d  t o  v i s i t o r s
(tourists/business t r a v e l e r s )  a l r e a d y
in Frobisher Bay/ Baffin Region.

Because o f  t h e  s o m e w h a t  d e p r e s s e d
market for CO I Iectibles and Art of al I
types due to  the  recession,  the  t im-
ing of  major  emphasis  on t h i s  t o u r
m i g h t  b e t t e r be postponed,  a l though
individual day trips from Frobisher Bay
cou Id be marketed.

Frobisher Bay Tooni k Tyme Tour

G e o g r a p h i c  M a r k e t s  .  O n t a r i o , Alberta and British Columbia

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

. United Kingdom/Germany.

Accommodation Rental accommodation in Frobisher Bay
should be clean with varied food menu

‘for differing tastes.

. I nuit and northern specialties could be
featured as part of the Festival.
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The conclusions of the market analysis is that Ontario, Alberta

and Br i t ish  Columbia , i n  t h a t  o r d e r , a r e  t h e  p r i m e  C a n a d a

m a r k e t s  w i t h  N e w  Y o r k , “ New Jersey, Penny sivannia, Michigan

and I  Ilinois as  major  U . S .  m a r k e t s . Germany and the  Uni ted

Kingdom should receive initial attention of the overseas markets.

The potential  exists of combining various of the tours described

above. I t is suggested, however, t h a t initial tourism

development  involve  the  Lake Harbour In terpret ive  Boat  Tour ,

o n e  o f  t h e  F i s h  C a m p s  (  B r o u g h t o n Island, A r c t i c  B a y  o r

N o t t i n g h a m  I  s t a n d )  a n d  t h e  Frobisher Bay Toonik T y p e  T o u r .

In  addi t ion, e s t a b l i s h m e n t  o f  d a y  t r i p s  f r o m  Frobisher Bay to

one of the Inuit A r t  c o o p e r a t i v e s  m i g h t  a l s o  b e  e s t a b l i s h e d .



T o u r
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Marketin~

. Gu ided  tou rs  no t  requ i red  by  schedu le
of  events a necessi ty.

. ‘1 nformation centre f o r  t h e  F e s t i v a l
should be established.

. F a i r l y  b r o a d  m a r k e t i n g  c a m p a i g n  i s  ‘
suggested.

. Organized tours  through t rave l  agent /
tour wholesaler is suggested.

This may be one tour which has family
appeal so that  fami l ies  wi th  chi ldren
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

tour ism to  the  Baffin R e g i o n  e x i s t s . Concentration on certain

geographic regions is essential to increase awareness of Baffin as

a  t o u r i s t  centre. F r o m  t h e  a n a l y s e s ,  Frobisher B a y  a s  a

destination centre a n d  d e p a r t u r e  p o i n t  f o r  o t h e r  t o u r s  w i l l

increase the need for proper accommodation and eating faci Iities

to be put in place and maintained in Frobisher B a y . A visitor

and tour centre, s ta f fed  by  personnel  knowledgeable  about  a l l

the various points of interest, needs to be established,

Working relationships between tour  wholesalers ,  the  a i r l ines ,

regional and local carriers, hotel operators and tour coordinators

w i l l  h a v e  t o  b e  i m p r o v e d . A tour is t  associa t ion invoivi ng

representatives from al I these sectors and the government is one

vehicle which could accomplish better co-ordination of tourism

d e v e l o p m e n t  a n d  m a r k e t i n g  i n  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 Iable p a c k a g e

tours, transportation information, climate, populat ion data ,

accommodation, etc.
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3.0

3.1

REGIONAL TOURISM STRATEGY

Definition of a Regional Tourism Development Strateqy

A  r e g i o n a l  t o u r i s m  d e v e l o p m e n t  s t r a t e g y  d e s c r i b e s  a  c o u r s e  o f  o

action in terms of broad goals and objectives to direct growth

a n d  d e v e l o p m e n t  i n t h e  t o u r i s m i n d u s t r y  o v e r  a  t e n  y e a r

horizon. I t  r e f l e c t s  t h e  o b j e c t i v e s  o f  b o t h  g o v e r n m e n t  a n d

pr ivate  sector ; is  suf f ic ient ly  broad in  scope and f lex ib le  in

approach to accommodate existing conditions; is responsive to a

w i d e  v a r i e t y o f  s h o r t  a n d  l o n g  t e r m  m a r k e t s ,  t r e n d s  a n d

resource development opportunities; and is generally cognizant of

local community aspirations and initiatives.

A regional tourism development strategy is broader in scope than

a  c o m m u n i t y  t o u r i s m  d e v e l o p m e n t

d e v e l o p m e n t  i n t e n t  o f  t h e  c o m m u n i t y

F r o m  a  g o v e r n m e n t  p e r s p e c t i v e ,  t h e

s t r a t e g y  w i l l  d i r e c t  t e r r i t o r i a l  a n d

p l a n ,  y e t  it r e f l e c t s  t h e

p l a n s .

r e g i o n a l  t o u r i s m  d e v e l o p m e n t

f e d e r a l  a g e n c y  f u n d i n g  a n d

p r o g r a m s  o v e r  t h e  n e x t  t e n  y e a r s  b y  p r o v i d i n g  l o n g  t e r m

objectives for tourism. It wili define areas of public and private

s e c t o r  c o - o r d i n a t i o n  a n d  assist t h e  t e r r i t o r i a l  g o v e r n m e n t  i n

cleat-l y enunciating government policy respecting tourism

programs.

F r o m  a  p r i v a t e sector perspective, the  tour ism st ra tegy wi l l

provide a framework to direct and stimulate investment from the

pr ivate  sector . I t  w i l l  d e f i n e  a r e a s  o r  p r o g r a m s  t h a t  h a v e

p o t e n t i a l  f o r  t o u r i s m  d e v e l o p m e n t  a n d  t h a t  r e q u i r e  s p e c i f i c

entrepreneurial skil  Is,  and, it wi I I specifical Iy outline promotional

and marketing targets.

3 . 2 Approach to the Development of a Regional Tourism Strategy

The major tasks completed during the entire planning project and

thei r  re la t ionships  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.

.=
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The process used for  the  preparat ion  of t h e  T o u r i s m  S t r a t e g y

f o r  t h e  Baffin R e g i o n  b e g a n w i t h  t h e  i d e n t i f i c a t i o n  o f  t h e

primary goals and objectives which were to be met through the

Baffin Region Tourism Development Strategy. I t  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. Basica l ly ,  the  f ive

steps of this planning process included:

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

sed by the Baffin Reqion  Tour ism Development  St ra tegy

The goals  and object ives  were  der ived f rom the  Terms of

Reference guiding the p r e p a r a t i o n  o f  t h i s Tourism

Development Strategy, from the formal modifications made to

the Terms of Reference through subsequent

correspondence, f rom the  conclus ions reached dur ing the

October  Workshop/Seminar  he ld  in  Pangnirtung, and f rom

discussions w i t h  s e n i o r  g o v e r n m e n t  o f f i c i a l s  d u r i n g  t h e

course of the study.

2) E s t a b l i s h m e n t  o f  P l a n n i n g  P r i n c i p l e s

T h e planning principles incorporated the information

obtained through the analysis o f  a v a i l a b l e  l i t e r a t u r e ;

through original research into existing programs, into adult

education a n d  t r a i n i n g serv ices  and fac i l i t ies , a n d  i n t o

market - re la ted  subjects ; t h r o u g h  t h e  p u b l i c  i n v o l v e m e n t

program; and through discussions with relevant government

officials, tour ism operators  and pr ivate  indiv iduals . T h e

planning principles refine the goals and objective statements

by defining more clearly the feasibility, appropriateness and

acceptability of possible courses of action.

& ,,. . ... .,
.-
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3) Within the context of the planning principles, identification

of a process by which alternative ways of satisfying part or

al I of the qoals  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  tour ism and

recreation resources were postulated. These questions were

then restated as development and management options and

expressed as  important  var iab les  to  form a  f ramework  for

structuring alternative strategies.

4) 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 )

i i )

iii )

i v )

v )

T h e

resources and competing opportunities;

markets and market trends;

federal, and territorial goals  and objectives for tourism

as ev idenced in  current  documentat ion and in terna l

“anticipated” policy changes;

future societal trends and influences; and

industry, community and special interest group concerns

and expectations.

process of  combining these e lements  wi th in  a  s ingle

strategy is a “best fit” approach which involves a number of
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c o m p r o m i s e s  a n d  t r a d e - o f f s . T h e “best  f i t ”  s t ra tegy  is

measured against other feasible alternatives, trade-offs are

made and a strategy s~lected.

Three

to the

a l t e r n a t i v e  r e g i o n a l  s t r a t e g i e s  w e r e  f o r m u l a t e d  p r i o r  ‘

field program. Briefly described, they were:

A L T E R N A T I V E  T O U R I S M  D E V E L O P M E N T  S T R A T E G Y  N O .  I

Basic In tent

Al ternat ive  St ra tegy No.  1 focusses upon the creation of an

integrated, complementary system of small /simple to large/

complex destination areas centred on or near communities of

t h e  Baffin R e g i o n . Complementarity is achieved through

the assignment of

the  development ,

natural, historical

facil it ies, services

a particular ro[e  to  each communi ty  and

t o  t h e  d e f i n e d  l e v e l ,  o f  a p p r o p r i a t e

or  cu l tura l  a t t ract ions and associa ted

and programs. Integration is achieved

through the sequential timing of major events and programs

within the context of the realit ies of travel throughout the

Baff in Region. Together they c r e a t e  a s y s t e m  o f

attractions, programs and events  that  can be  enjoyed in

part or al l  by individuals or groups.

ALTERNATIVE TOURISM DEVELOPMENT STRATEGY NO.2

Basic Intent

T h e  b a s i c i n t e n t  o f Al ternat ive Tour ism Development

Strategy No. 2 is to  se lect  speci f ic  natura l ,  h is tor ic  and

cultural resources located throughout the Baffin Region and

to develop, package and promote them to specialty markets.

T h e  f o c u s wil I be on the creation and marketing of

well  -organized high quality “one-of-a- kind” experiences of

an e x t e n d e d  n a t u r e  r e s u l t i n g  i n  a  t r o p h y ,  p r o d u c t  o r

completed chat Ienge. -



ALTERNATIVE TOURISM DEVELOPMENT STRATEGY NO.3
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Basic Intent

T h e  b a s i c  i n t e n t  o f  A l t e r n a t i v e  T o u r i s m D e v e l o p m e n t  ‘

Strategy No. 3 is to stimulate each community to prepare its

own tourism development plan, and then in the context of

those p lans, to  develop f inancia l ,  t ra in ing,  technica l  and

marketing support programs that would assist the community

i n  c a r r y i n g  o u t  i t s  p l a n . The primary characterist ics of

the tour ism indust ry  throughout  the Baffin Region would ,

t h e r e f o r e ,  b e determined b y the complementary  or

competitive decisions and actions of the communities.

5) Evaluation of the Alternative Tourism Development

Strategies and the selection of the preferred strategy.

T h e  s p e c i f i c character sties and impl icat ions of each

s t r a t e g y  w e r e  p r e s e n t e d  a t  t h e  J a n u a r y  1 9 8 2  p l a n n i n g

workshop attended by both the consultants and officials of

t h e  D e p a r t m e n t  o f  E c o n o m i c  D e v e l o p m e n t  a n d  T o u r i s m ,

Government of the Northwest Territories. The discussions

resul ted  in the selection and modification of the preferred

pre l iminary  regional  s t ra tegy which then formed the  basis

for  the  development  of  communi ty  p lans dur ing the  f ie ld

program. After completion of  the  communi ty  p lans th is

preliminary regional strategy was further refined during the

J u n e  p l a n n i n g w o r k s h o p  t o  s u p p o r t  a n d  r e i t e r a t e  t h e

community plans.

T h e  f i n a l Regional Tourism Development  St ra tegy is

presented below in Section 3.4.

. ...



3.3 Goals, Objectives and Principles

..-
. 3.3.1 Goals and Objectives -

The speci f ic  goals a n d  o b j e c t i v e s  g u i d i n g  t h e  c o u r s e  o f  t h e

Baffin R e g i o n Tour ism Planning Study have been out l ined in

S e c t i o n  1 . 2  o f  t h i s  r e p o r t  a n d  n e e d  n o t  b e  r e i t e r a t e d  h e r e .

Suffice it to say that the aim of the Government of the

Northwest Terr i tor ies in t h e i r  o v e r a l l tour ism development

strategy is:

II
. . . o v e r  t h e  n e x t  f i v e  y e a r s  t o  a s s i s t  c o m m u n i t i e s  r i g h t

across the Northwest Territories in achieving their tourism

revenue and employment objectives. [Hence] this strategy

emphasizes the preparation of communities, their residents

and the i r  businesses, s o  t h a t  t h e y  c a n  b e  m o r e  a c t i v e

participants in the tourism industry. From the viewpoint of

t h e  t o u r i s t  t h e  o b j e c t  o f  t h e  [ N .  W .  T .  ]  s t r a t e g y  i s  t o

provide bet ter  fac i l i t ies  and serv ices  but  most  of  a l l  to

provide more en I ighteni ng and satisfying tourism

experiences. ” ( 5 - y e a r N .W. T. Tourism Development

S t r a t e g y .  p . 8 ) .

T h e  Baffin Region T o u r i s m  D e v e l o p m e n t  S t r a t e g y  h a s  b e e n

formulated within the context of the above aim.

3 . 3 . 2 Planning Principles

Planning principles refine the goals and objectives established

for  the  p lanning e f for t . Derived from resource inventories and

analyses,  f rom the  communi ty  involvement  program and f rom

discussions with special ists a n d  g o v e r n m e n t  o f f i c i a l s , they

provide definition a n d  c o n t e x t  w h i c h  s h a p e  a n d  g u i d e  p l a n

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.
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The fol lowing set of planning principles were used to guide the

formulat ion of  a l ternat ive  - tour ism st ra tegies  for  the  p lanning,

d e v e l o p m e n t  a n d  m a n a g e m e n t  o f  t h e  tourism and recreation
resources of the Baffin Region.

1)

2)

3)

4)

5)

T h e  p r i o r i t y t h a t  t h e G o v e r n m e n t  o f  t h e  N o r t h w e s t

Terr i tor ies  p laces u p o n  t h e  d e v e l o p m e n t  o f  t h e  t o u r i s m

sector issue as compared to other resource developments is

n o t  a t  i s s u e ,  a n d  w i l l  n o t  r e s t r i c t  c o n s i d e r a t i o n  o f  t h e

widest possible range of opportunities and developments for

stimulating the tourism industry within the l imits of social

and environmental capacities.

Tourism is to be primarily a private sector industry. T h e

private s e c t o r  w i l l  b e  e n c o u r a g e d  t o  t a k e  t h e  l e a d  in

developing viable operations with the Government involved

i n  t h e  p r o v i s i o n  o f  s u p p o r t  s e r v i c e s  ( r o a d s ,  a i r p o r t s ,

research, general information distribution, etc. ). In the

short term, the Government wi I I provide incentives to

encourage and faci I itate  tourism development.

T h e  t o u r i s m industry is t o  o p e r a t e u n d e r  t h e  f r e e

enterprise system. I n the m e d i u m  t o l o n g e r  t e r m ,

businesses are to become self-supporting and government

funds are not to b e  u s e d  t o  p r o p  u p  f a i l i n g  t o u r i s t

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

tradit ional l i festyles.

The regional tourism strategy and community development

plans must stress 1 nuit control over the rapidity, scale and

direct ion of  tour ism-re la ted developments  throughout  the

Baffin Region.



6) All a s p e c t s o f  t he  reg iona l t ou r i sm  s t ra tegy  and  t he

community tourism development plans must be geared, where

appropriate or desired, towards enhancing the capabil i t ies

of the I nuit people to develop and manage tourism facilities,

services and programs.

7 ) C o m m u n i t y - b a s e d  t o u r i s m  i s  c o n s i d e r e d  t o  b e  t h e  m o s t

a p p r o p r i a t e  f o r m  o f  t o u r i s m

A c t i v i t i e s  a n d  d e v e l o p m e n t s

c o m m u n i t i e s  e n s u r e  m a x i m u m

c o m m u n i t y  r e s i d e n t s .

for this northern environment.

that are centred in the region’s

economic and social benefits to

8) Except w h e r e o t h e r w i s e  d e c r e e d  b y  t h e  r e s i d e n t s  o f

r e s p e c t i v e c o m m u n i t i e s , t h e  s t r a t e g y  a n d  p l a n s  s h o u l d

e m p h a s i z e t h e i d e n t i f i c a t i o n a n d d e v e l o p m e n t  o f

n o n  - e x t r a c t i v e , n o n  - c o n s u m p t i v e  a t t r a c t i o n s  o r  o p p o r t u n i t i e s

s o  a s  t o  m i n i m i z e  c o m p e t i t i o n  w i t h  t h e  h a r v e s t i n g  a c t i v i t i e s

of  the I  nuit p e o p l e .

9 ) T h r o u g h o u t  t h e  p l a n n i n g  p r o g r a m ,  t h e  r e s i d e n t s  o f  e a c h

c o m m u n i t y  a r e  t o  b e  p r o v i d e d  w i t h  s u f f i c i e n t  i n f o r m a t i o n  t o

a l  l o w  t h e m  t o  m a k e  i n f o r m e d  a n d  e d u c a t e d  d e c i s i o n s  a s  t o

t h e  t y p e ,  l e v e l  a n d  p r i o r i t y  o f  t o u r i s m - r e l a t e d  d e v e l o p m e n t s

w i t h i n  o r  a d j a c e n t  t o  t h e  c o m m u n i t y . T h e  r e g i o n a l  t o u r i s m

d e v e l o p m e n t  s t r a t e g y is to be the policy and program

f r a m e w o r k  t h a t  w i l l  f o s t e r  a n d  g u i d e  t h e  i m p l e m e n t a t i o n  o f

t h e  d e c i s i o n s  m a d e  b y  e a c h  c o m m u n i t y .

1 0 ) P r e s e r v a t i o n  o f  t h e  u n i q u e , f r a g i l e  a n d  o t h e r  s i g n i f i c a n t

n a t u r a l ,  h i s t o r i c , o r  a r c h a e o l o g i c a l  r e s o u r c e s  o f  t h e  s t u d y

a r e a s  w i l l  b e  e m p h a s i z e d . T h e i r  d e v e l o p m e n t  f o r  t o u r i s m

and recreat ion wi l  I  on ly  be  recommended insofar  as  th is

development is compatible with the preservation

requirements.

11) E x i s t i n g  t o u r i s m  a n d  r e c r e a t i o n  d e v e l o p m e n t s  a r e  n o t

considered as immutable or permanent during this planning

process. Thei r  re tent ion, modification or removal will  be
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12)

13)

14)

15)

recommended if

the achievement

the study area’s

t h a t  a c t i o n  i s  d e e m e d  n e c e s s a r y  t o  e n s u r e

o f  o p t i m u m  d e v e l o p m e n t  a n d  u s e  l e v e l s  o f

t o u r i s m  r e s o u r c e s .

I t  i s  r e c o g n i z e d  t h a t  t h e  d e v e l o p m e n t  o f  t h e  R e g i o n ’ s  ‘

natura l  resources  wil I 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

t h r o u g h  a n integrated resource management plan and

program of which the Baffin R e g i o n  T o u r i s m  D e v e l o p m e n t

Strategy and Communi ty  Tour ism Development  P lans wi l l

form an important part.

I n  t h e  p r e p a r a t i o n o f  c o n c e p t  a l t e r n a t i v e s ,  t h e  l e v e l  o f

financial resources required to  implement  proposals  and

programs wil l  not be a major factor in the init ial  selection

and consideration of tourism development proposals. Once

the  preferred concept /a l ternat ive  has  been ident i f ied ,  the

required financial resources and economic feasibility will be

determined.

The Government of the Northwest Territories will discourage

ad hoc tourism developments and wil I evaluate development

proposals on thei r  congruency wi th  the  regional  tour ism

development strategy and the respective community

development plan.

T h e  p r e s e n t  t r a i n i n g and skill levels of the I nuit, as

associated with the planning, development and management

of  tour ism fac i l i t ies  and serv ices , a r e  t o  b e  t a k e n  i n t o

account  dur ing the ident i f icat ion and recommendat ion 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)

T h e  o r i e n t a t i o n  of the  s t ra teg ies  and p lans will be m o r e

resource-oriented than market-oriented. The characteristics

o f  t h e  n a t u r a l , cu l tura l  and h is tor ic  resources located

throughout  the  Region wi l l  d ic ta te ,  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 wil l  strive to integrate

its development and program proposals with those of other

regions. However, the consideration of possible options for

tour ism development  throughout  the  Baffin Region will not

be  rest r ic ted  by  those ex is t ing in ,  or  proposed for  o ther

r e g i o n s .

T h e  t o u r i s m  d e v e l o p m e n t  s t r a t e g y

d e v e l o p m e n t  p l a n s  w i l l  b e  b a s e d

a s s o c i a t e d  m a r k e t i n g  a n d  p r o m o t i o n

and community tourism

upon the  premise  that

programs wil l  strive to

inform/educate the prospective tourists about the real

characteristics of the region’s growing tourism industry and

i t s  f a c i l i t i e s  a n d  s e r v i c e s , and wil I 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 I nuit of the

Baff in R e g i o n  y e t  w i l l provide opportunities

i n t e r e s t e d  r e s i d e n t s  o f  t h e  R e g i o n  t o  p a r t i c i p a t e

tourism industry.

for all

i n  t h e

The priority for the allocation of resources wil l  be to those

c o m m u n i t i e s  which are  in terested in  be ing involved in  the

i n d u s t r y  a n d  w h i c h  h a v e  a  p o s i t i v e  f u t u r e  p o t e n t i a l  f o r

growth.

The alternative tourism development strategies (briefly described

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

. = .



select ion and mod i f i ca t ion

D e v e l o p m e n t  S t r a t e g y  a n d

Development Plans occurred

of t h e  p r e f e r r e d  R e g i o n a l  T o u r i s m

the preparat ion of  the  Communi ty

within the framework established by

the Planninq Pr incip les .

3 . 4 Regional Tourism Development Strategy

3.4.1 Introduction

I n  t h e  p a s t ,

Baffin R e g i o n

t h e  d e v e l o p m e n t  o f  t h e  t o u r i s m  i n d u s t r y  i n  t h e

has  b e e n  s o m e w h a t  l i m i t e d . A l t h o u g h ,  a s  t h e

resul ts  of  the  tour ism planning study have indicated,  tour ism

resource opportunit ies are plentiful, not much as been developed

throughout  the  region in  terms of  e i ther  a t t ract ions,  events ,

services or facil i t ies. Growth in  tour ism has been h indered by

t h r e e  b a s i c  f a c t o r s :  d i s t a n c e a n d  t r a v e l  c o s t s  f r o m  m a j o r

markets; l a c k  o f  a w a r e n e s s  o f  t h e  Baffin R e g i o n  a s  a  t r a v e l

destination; and the inabi Iity of the tourism industry to meet the

needs and requi rements  of  the  markets . Tourism development

has taken p lace  on an ad hoc bas is . Co-ordination of tourism

developments and programs within and between the public and

pr ivate  sectors  has been d i f f icu l t  to  mainta in ,  resul t ing in  a

f ragmented product  that  is  not  responsive  to  market  changes

anticipated i n  t h e  1 9 8 0 ’ s  a n d  1 9 9 0 ’ s . A s  i n d i c a t e d  b y  i t s

recently prepared 5-Year-N. W. T. Tourism Development Strateqy,

the  Government  is  acknowledging tour ism as  a  v iable  industry

and is beginning to provide strong leadership in the planning,

program preparation and organized development of the industry.

The preparat ion o f  a  T o u r i s m  D e v e l o p m e n t  S t r a t e g y  a n d  i t s

associated Community Tourism Development Plans is a key plank

in its support program for the tourism industry.

T h e  Baffin Regional  Tour ism Strategy is  very  broad in  scope,

recognizing the tourism industry’s evolutionary process, and the

f a c t  t h a t  p r e s e n t l y  t h e  r e g i o n  i s  u n d e r d e v e l o p e d  a s  f a r  a s

tourism infrastructure is concerned. The strategy is f lexible in

order to accommodate the existing concerns and developments,

. ...t



and to respond to changes in c o m m u n i t y  t o u r i s m  d e v e l o p m e n t

plans. In this way it is a  r e i t e r a t i v e  s t r a t e g y ,  in that  it

r e p e a t s  t h e  c o m m u n i t y  t o u r i s m  p l a n s ,  y e t  a c c o m m o d a t e s  t h e

necessary changes as they occur. It can be responsive to short

and long term market requirements and resource and

infrastructure development opportunities that wi I I  evolve as the

tourism industry  d e v e l o p s . T h e  Baffin R e g i o n a l  S t r a t e g y

provides an overa l l  d i rect ion for  a  10-year  p lanning hor izon.

Speci f ic  d i rect ion is  be ing expressed for  the  f i rs t  one to  f ive

years through the Community Tourism Plans.

The Baffin Regional Tourism Strategy, therefore, is a statement

of  in tegrated goals  that  in i t ia l ly  formed a f ramework f o r  t h e

development of individual Community Tourism Plans. It  was then

modified to reiterate the direction for tourism development that

was expressed in these individual plans. T h i s  s t r a t e g y

represents a means through which tourism industry growth can

respond in an organized way to market requirements, changes in

t h e  i n d u s t r y , and local  communi ty  aspi rat ions and in i t ia t ives .

3.4.2 A Tour ism Deve lopment  S t ra tegy  for the Baffin R e g i o n

The main emphasis of the Tourism Development Strategy for the

Baffin Region is:

To stimulate the d e v e l o p m e n t  o f predominant y
n o n  - c o n s u m p t i v e , c o m m u n i t y  -centred t o u r i s m  i n  a n
integrated network  of  tour ism dest inat ion areas  and
destination communities that are l inked together by air
transportation corridors or boat tours. Development of
tourism facil i t ies, a t t ract ions and programs wi l l  take
place along specific themes that wil l  attempt to reflect
t h e  n a t u r a l , cu l tura l , a n d  h i s t o r i c resources and
l i f e s t y l e s  o f  t h e  r e g i o n . T h e s e  w i l l  a i m  t o  a t t r a c t
specific specialty m a r k e t s  t o provide st ructured,
programmed opportunities t h a t  c a n  b e  p a c k a g e d  f o r
s m a l l  g r o u p  v i s i t a t i o n . T h e  bulk o f  t h e  t o u r i s m
development wil l  be init iated by the public sector and
m a n a g e d  a n d  o p e r a t e d  b y  t h e  p r i v a t e  s e c t o r .  T h e
individual community’s decision regarding tourism
development wil l  ult imately decide the type and extent
o f  t o u r i s m  d e v e l o p m e n t  t h a t  w i l l  t a k e  p l a c e  i n  t h a t
community.
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More specifically, the  pr imary  character is t ics  of  the  proposed

T o u r i s m  D e v e l o p m e n t  St ra tegy  for the Baffin R e g i o n  i n c l u d e :

1)

2)

3 )

4 )

Single/Multiple Destinations

The strategy is based upon the development of a hierarchy

of tourism destination areas, attractions and faci i ities. This

hierarchy defines the role that each community wil l  play in

the  Region a n d  o u t l i n e s  t h e  l e v e l ,  t y p e  a n d  q u a l i t y  o f

facilities, services and programs to be developed in or near

each communi ty  to  serve  the  tour ism industry . The ro le

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

speci f ic  tour ism at t ract ions in  or  near  the  communi ty  but

the degree to which that aim is realized is dependent upon

the location and nature of the resources developed to create

the  a t t ract ion . I t  i s  m a n d a t o r y ,  h o w e v e r ,  t h a t  t o u r i s m

activit ies wi I  I  be co-ordinated out of the community even

though the  pr imary  focus may be  on land or  water -based

r e s o u r c e s . T h e  p r i m a r y  s e r v i c e  f a c i l i t i e s  w i l l  t h e r e f o r e  b e

l o c a t e d  in t h e  c o m m u n i t y in so far as that is possible

w i t h o u t  a f f e c t i n g  t h e  viabi Iity o f  t h e  t o u r i s m  d e v e l o p m e n t .

C u l t u r a l  / N a t u r a l l y  istoric R e s o u r c e - b a s e d  T o u r i s m

A l l  r e s o u r c e s  will b e  e v a l u a t e d  a s  t o  t h e i r  p o t e n t i a l  f o r

c r e a t i n g s p e c i f i c ,  h i g h  q u a l i t y  t o u r i s t  a t t r a c t i o n s . T h e

level and diversity of development potential wil l  influence

the role assigned to that community.

Resource Preservation/Development

The natural,  historical and cultural resources located in or

near the community wi I  I  be developed/used to the degree

necessary  to  create  a  h igh qual i ty  exper ience. Wherever



possible, development wil l  be in the context of uniqueness,

f r a g i l i t y  o r the  s igni f icance o f  t h e  r e s o u r c e s  a n d  w i l l

incorporate measures for protecting the significant

characteristics or qualities.

5 ) Resource Consumption/Non -Consumption

Unless otherwise  d ic ta ted by  the  communi ty ,  the  tour ism

attractions, facil i t ies, e v e n t s  a n d  p r o g r a m s  w i l l  s t r e s s

resource non-consumptive forms of tourist activit ies. T h e

t o u r i s t  will “ l e a r n ,  o b s e r v e ,  a n d  e x p e r i e n c e ”  b u t  w i l l  n o t  b e

a b l e  t o p a r t i c i p a t e  i n resource consumpt ive  ( f ish ing,

hunt ing)  act iv i t ies  that  may compete  wi th  the  subsis tence

activit ies of the local population. The basic exception to

th is  genera l  or ientat ion towards non-consumptive tourism

wil I  b e  c o m m u n i t y  d i r e c t e d  a n d  c o n t r o l l e d  t r o p h y  s p o r t

f ishing and hunting excursions.

6) Authenticity /Simu Iation

Authenticity of experience is the hallmark

and the  pr imary  tour ism act iv i t ies  wil I be

of this strategy

centred around

e x i s t i n g  c u l t u r a l , n a t u r a l  o r  h i s t o r i c a l  r e s o u r c e s .

7 ) I n c o r p o r a t i o n  o f  Existinq D e v e l o p m e n t s

E x i s t i n g t o u r i s m a t t r a c t i o n s a n d  d e v e l o p m e n t s  w i l l  b e

i n c o r p o r a t e d in t h e  s t r a t e g y and the  communi ty -based

d e v e l o p m e n t s  t o  t h e  d e g r e e  a p p r o p r i a t e . Incompatible

developments competing with the more appropriate attraction

w i l l  n o  l o n g e r  r e c e i v e  s u p p o r t .

8 ) S t r u c t u r e d / U n s t r u c t u r e d  T o u r i s m

T h e  s t r a t e g y  focusses  o n

primary tourism activities

experience co-ordinated and

a s u b s t a n t i a l  s t r u c t u r i n g  o f

w i t h each e l e m e n t  o f t h e

o r g a n i z e d  t o  e n s u r e  t h a t  t h e
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9)

10)

11)

12)

tourist receives a high quality experience or product.  I t  is,

therefore , expected that  the  major  a t t ract ions /events  for

which t h e  c o m m u n i t y becomes k n o w n  w i l l be h i g h l y

structured, but that associated peripheral tourism resources

can be enjoyed when one so

Market/Resource Orientation

wishes.

The availabil i ty of the resources wil l  dictate the character

of the tourist attraction. Level of development and linkages

between developments will be influenced b y the

r e q u i r e m e n t s  o f t h e  s p e c i f i c specialty market to be

attracted.

Broad Range/Selected Markets

The strategy is aimed at the attraction of carefully selected

and promoted target market segments.

I ndividual/Group/Pac kaqe  Travel

T h e  t o u r i s m attractions/experiences e n v i s i o n e d  b y  t h e

strategy are designed to accommodate small  groups. T h e

entire experience from initiation to completion is “packaged”

to ensure high quality,  desired

Seasonal/Year-Round Tourism

resu Its,

T h e  n a t u r e  o f  t h e  s p e c i f i c  a t t r a c t i o n  w i l l  d e t e r m i n e  t h e

season during which it  is carried out. Strong efforts wil l

be  made to  make tour ism act iv i ty  opportuni t ies  ava i lab le

throughout  the  ent i re  year . I t  is  expected,  however ,  that

m o s t  t o u r i s m  w i l l  o c c u r  d u r i n g  t h e  s p r i n g  a n d  s u m m e r

months.

(
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13) Short/Extended Stay

Because of the packaged nature of tourism attractions, it is

envisioned that ful I participation in the offered

wi I I require an extended stay by the tourist in

(week plus).

14) Price Sensitivity

experience

the region

Al l  a t tempts  wi l l  be  made to  keep the  pr ices  charged for

any Ilpackage’!  a s  low

of experience. It is

of  the  proposed tour

b e  d e t e r m i n e d  m o r e

as possible without sacrificing quality

expected that the marketing potential

sm attraction/experience package wil l

b y  t h e  n a t u r e a n d  q u a l i t y  o f  t h e

e x p e r i e n c e  t h a n  b y  t h e  c o s t s  i n c u r r e d  i n  e n j o y i n g  t h a t

e x p e r i e n c e . I t  i s  a l s o  a s s u m e d  t h a t  m a r k e t i n g  p r o g r a m s  w i l l

i n f o r m  t h e  p r o s p e c t i v e  t o u r i s t  o f  t h e  r e a l i t i e s  o f  t r a v e l  i n

t h e Oaff in Region so that an appropriate l e v e l  o f

expectation is augmented in the prospective tourist.

15) Recognition/ Non-recognition of Traditional Lifestyles

Although al I of the t o u r i s m - r e l a t e d  d e v e l o p m e n t s  a n d

programs will be carefu II y d e s i g n e d  t o recognize,

i n c o r p o r a t e a n d m i n i m i z e i m p a c t

l i f e s t y l e s  o f t h e r e s i d e n t s ,

c o m m u n i t  y - c e n t r e d t o u r i s m , t h e

n o n - c o n s u m p t i v e  a c t i v i t i e s  a n d  t h e

upon the tradit ional

the emphasis upon

focus upon resource

r e q u i r e m e n t s  f o r  l o c a l

management, operation and control wi I I most certainly have

an impact upon traditional lifestyles. O n l y  w h e r e  t h e

tourism activity i s  b a s e d  u p o n  a  c o n t i n u a t i o n  o f  t h e

tradi t ional  I ifestyles will  the impact be minimal. Even the

latter’s success a n d  f e a s i b i l i t y  w i l l  d e p e n d  u p o n  t h e

possibil ity of the harmonious blending of tradition with the

requirements of the tourism.

. ...
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16) New/Traditional Skills

A mixture of tradit ional and new skil ls wil l  be required to

d e v e l o p / m a n a g e  a n d  o p e r a t e  t h e  t o u r i s m  i n d u s t r y  o f  e a c h  ,

community. The particular mix of traditional and new skills

required w i l l  b e  d e p e n d e n t u p o n  t h e  t y p e  o f  t o u r i s m

facil i t ies, 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  communi t ies w i l l  b e  c o n t r o l l e d  b y  t h e

community c o u n c i l  a n d  e i t h e r  r u n  b y  t h e  c o u n c i l  i t s e l f

through

private

Private

operate

policies

and the

its “ tour ism subcommit tee” ,  by  the  Co-op,  or b y

entrepreneurs  through concession arrangements .

e n t r e p r e n e u r s  wii I  be encouraged to establish and

specific t o u r i s t  a t t r a c t i o n s  w i t h i n  a  c o n t e x t  o f

and guidelines established by the community council

government.

18) I reported/Local Management and Operation

I n the long-term, it is expected that al I tourism attractions,

faci Iities, p r o g r a m s  a n d  s e r v i c e s  w i l l  b e  m a n a g e d  and

operated by the residents of the community either through

the communi ty  counci l o r  b y  t h e  p r i v a t e  s e c t o r . T h e

required capabilit ies a n d  skil Is wi I I 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 init ial

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 Fundinq

T h e characteristics ‘- o f the individual a t t r a c t i o n  or

development w i l l  d e t e r m i n e  t h e  l e v e l  o f  p u b l i c  f u n d i n g

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 thei r initial

operat ion,  for  the  development  and operat ion of  t ra in ing

fac i l i t ies  and program a n d  f o r  t h e  p r o v i s i o n  o f  s p e c i a l

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. T h e

developments proposed for each community represent the building

blocks through which the  Stra tegy is  rea l ized. Together they

create policy and program implications for the G. N. W. T. that

m u s t  b e  a d d r e s s e d  t o  fulfil I  the  potent ia l  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 Tour ism Development  Stra tegy is  essent ia l ly

community focussed. To ensure  an opt imum rea l izat ion of  the

tourism attraction p o t e n t i a l  o f each community w i t h i n  a

co-ordinated integrated system, each community h a s  b e e n

assigned a particular role to play within the Strategy. This role

carries with it a prescribed level of tourism development and was

determined only  a f ter  a  carefu l  ana lys is  of  i ts  resources,  i ts

location, i ts  in ternal  and external  l inkages,  i t  immediate  and

long- term potent ia l  and the  aspi ra t ions of i ts  res idents . This

role is characterized by the fol lowing headings and definit ions.
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REGIONAL SERVICE CENTRE

1. Definition

A c o m m u n i t y  o f f e r i n g a full range of services to the

tour is t , inc luding a  var ie ty  of  the  types and qual i t ies  of

accommodation faci Iities, food , beverage, and night

entertainment facil i t ies, grocery, and other retail  facil i t ies,

ai t-line char ter services, banking f a c i l i t i e s ,  a  r e g i o n a l

tourism information centre and other related facilities.

2 . Communities Assigned this Role

a ) Frobisher Bay

REGIONAL GATEWAY

1. Definition

A c o m m u n i t y where international o r  d o m e s t i c  v i s i t o r s

commence their visit  to the Baffin Region. Such a gateway

offers a ful I  serv ice  a i rpor t  wi th  scheduled a i r  access to

numerous communities within the Baff in Region.

Furthermore, it  may offer a considerable range of tourism

services and accommodation.

2. Communities Assiqned this Role

a ) Frobisher Bay

b ) Resolute Bay



2. Communities Assiqned this Role

a ) Igloolik

b ) Cape Dorset

STOPOVER COMMUNITY

1. Definition

A communi ty  o f fer ing a  range of  day-use fac i l i t ies  and

services ava i l ab le  on  a  s t r uc tu red , programmed basis.

These opportuni t ies a n d  a t t r a c t i o n s  w o u l d  b e  l i m i t e d  i n

extent or diversity and would be complementary to the more

abundant opportunities a n d / o r  c a p a b i l i t i e s  p r o v i d e d  i n  a

neighbor ing community .

A s topover  communi ty  would  be  in tegrated in to  par t  o f  a

t o u r  p a c k a g e , a s  a  s h o r t  t e r m  s t o p o v e r . Of ten  these

communities rely on the fact that they are located on the

flight line to a Destination Area or Community.

2. Communities Assiqned this Role

a)

OUTF I TT

Hal

NG

1. Definition

Beach

CENTRE

A place the primary purpose of which is to offer a

par t icu lar  serv ice  to  the  tour is t  by  provid ing equipment ,

information, g u i d e s ,  t r a n s p o r t a t i o n  a n d  o t h e r  g o o d s  a n d

services that are required by the tourist before leaving the

settlement to go out on the land. An outfitt ing centre is a

jumping of f  point  that  is  dependent  upon the  surrounding

a r e a  t o  p r o v i d e  s t r u c t u r e d , programmed opportunities for

t h e  t o u r i s t . It has a basic level of services and is

accessible by a full service airport.



.

DESTI NATION

1. Definition

AREA

..-

A distinct community -centred geographic area containing one ,

or  more  a t t ract ions and tour ism opportuni t ies  re f lect ing,

t h r o u g h  d e v e l o p m e n t s  o r  p r o g r a m s ,  one or tnore o f  the

area’s dominant historical or natural themes. Visitors could

s p e n d  a  m a j o r  p a r t  o r  a l l  o f  t h e i r  v a c a t i o n  t r i p  i n  t h i s

destination area. Major tourism opportunities are accessible

from the central community upon which they are dependent

for their services and facilities.

2. Communities Assiqned this Role

a) Grise Fjord

b ) Pond Inlet

c ) Arctic Bay

d ) Pang nirtung

e ) Lake Harbour

DESTINATION COMMUNITY

1. Definition

A destination community is a community containing one or

more attractions and tourism opportunities ref Iecting,

t h r o u g h  d e v e l o p m e n t s  o r  p r o g r a m s ,  o n e  o r  m o r e  o f  t h e

commun ity’s dominant themes. It  differs from a destination

area in that its basis is community or iented tour ism

opportunities r a t h e r  t h a n  p r e d o m i n a n t l y  a r e a  d i s p e r s e d

tour ism opportuni t ies .  A
enough to  a l low v is i tors

the i r vacation t r i p in

community offers many

activit ies, and events  to

limited variety. .

destination community is attractive

to  spend a  major  par t  or  a l l  o f

th is  communi ty . A d e s t i n a t i o n

services, facilities, attractions,

the tourist,  but with a somewhat

-



2 . Communities Assiqned this Role

. a) Resolute Bay ‘-

b ) Clyde River

c ) Broughton Island

d ) Sani ki Iuaq

T h e  c l a s s i f i c a t i o n  a n d relations i p o f  t h e  c o m m u n i t i e s are

il lustrated on Map No. 2. The developments proposed for each

communi ty  are  summarized in  Figure No. 2. Specifically these

charts identify each community’s role, highlight the basic theme

a n d  d e v e l o p m e n t  i n t e n t  a n d  d e s c r i b e  t h e  d e v e l o p m e n t  a n d

program proposals . M o r e  d e t a i l e d  i n f o r m a t i o n  r e g a r d i n g  t h e

above is available in individual Community Tourism Development

Plans prepared for each community.

Role classif ications ascribe distinct activit ies and characteristics

t o  g r o u p s  o f  c o m m u n i t i e s . To f u r t h e r  r e d u c e  c o m p e t i t i o n

between the  var ious communi t ies  for  s imi lar  market  segments ,

each community has also been assigned a development theme or

orientation that reflect and emphasize the potential  of natural,

historical and/or cu Itu ral resources. Development proposals

deta i led  in  the  Communi ty  Tour ism Development  Plans  e m b o d y

these themes resu Iting in a greater possibi  I ity f o r

inter-community association and co-operation in the form of land,

a i r  o r w a t e r  t o u r s . Complementar i ty  o f  themes,  therefore ,

diversifies the tourism attractions available throughout the Baffin

Region and increases the industry’s overall  potential

and development.

F igure  No.  2  presents  the  basic  theme/development

for growth

orientation

ascribed

3 . 4 . 4 Internal

Figures

to each community.

and External Linkages

Nos.  3  and 4  summar ize  the  character is t ics  of  tours

being of fered throughout  the  Baffin Region by  loca l  out f i t ters

and commercia l  tour operators  respect ive ly . T h e  l a t t e r  a r e

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

—— . = 
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ROt E IN  REGIONAL
COFWtfNITY TOUR ISf4  CONTEM  r COWUNITY OIVf  LOf+fENI INrENr COt’#4tfNITY  PROI;RAH RfCOf@fENOATIONS

Frobis.her  Bay Regional  Serv ice  Centre Events ,  a t t ract ions and tour  packages should be
di.veloped  t o  c r e a t e  o p p o r t u n i t i e s  f o r  t o u r i s t s  t o

Regional Gateway extent t h e i r  s t a y  i n  Frobisher  Bay to i,>cl”dp  CIVF.r-

night  or  severa l  day  duratio”s. I n f r a s t r u c t u r e  i s
s u f f i c i e n t l y  dr.vel”ped  ,ss to p r o v i d e  a w i d e  ra”ge  of
accommodation and food services.

.

Regional/Comsunity  In format ion  Centre
-  D i s p l a y s
-  Museum
-  Theatre
-  ArLs and Crafts
B o a t  T o u r  -  Inuit  Fiead
B o a t  rour  - Inner  Is lands
Ualkinq  Iours/tfikes
Toonik Type Tour
Community Host
Arts and Crafts  Program
Cross-Country  Ski  Tour
Boat  Tour  to  Lake  Harbour - Cape Oorset
Community Improvement
Tourism Awareness Program
Old OEW Line attraction
Feasib i l i ty  Study of  Wharf /Dock

Resolute Bay Regional  Gateway/ Resolute  Bay should  be dnw.loped  as a major access Tourism Awareness Program
O u t f i t t i n g  Centre f o r p o i n t  f r o m  southern  p o p u l a t i o n  centres  with high Outpost Camp Tourism Development
boat  tours ,  land tours q u a l i t y  a n d  d i v e r s e  s e r v i c e s  a n d  f a c i l i t i e s  n e c e s s a r y

1
L i t t l e  Cornw.sllis  I s l a n d  Mine  E x c u r s i o n s  ~

and f ishing camps/ t o  e n a b l e  t h e  c o m m u n i t y  t o  f u n c t i o n  a s  a  j u m p - o f f V i s i t o r  Acco~odatlon  S e r v i c e s
outposts po in t  fo r  bo th  p,s(:kaqed  and unpackayed  t o u r s . Most Community Tourist Co-ordinator

of  the  a t t ract ions  and proqrdms  developed in  the Community Improvement Program
communi ty  should  be  a imed dt the short stay visitor.

Pangnirtung Oest{nation  Area The d e v e l o p m e n t  intent  In Panqnirtunq  is to create Ouval  R i v e r  I n t e r p r e t i v e  H i k e
tour ism dest inat ion s t r u c t u r e d  (pdckaqeii  pruqr.+ms  ,imi  sprvices)  t o u r i s m Mt .  Ouval  Scenic Hike
area  wi th  h igh qual i ty d e v e l o p m e n t  o p p o r t u n i t i e s  tor specific  tour vroup Kilik River Hike
infrastructure and markets. Aulas.lvlktuk  Overnight Camp
providing very diverse Kingardjuak  Tourism Swer Ca~
activity opportunities Usualluk  klhaling Station Tour

Keks.rten Uhaling  Station Tour
Cumberland  Sound  Seal Hunt
Char f ishing Activity
Overlord Oay Iour
Winter/Spring Snmmobile  Tour
Arctic CrOss-Ccmntry  Tour
Kingnait  Fjord  Hike
Arts & Crafts Proqrarn
I n c l e m e n t  H e a t h e r - A c t i v i t i e s
F i l m  l i b r a r y
Community Host Proqram
Indust ry  Awareness/Ptarketing
lour Group Out f i t t ing
Community Improvement Program
V i s i t o r  Accomsnod.ltion
Airport  Iacilitir.s  Ilpqrade
ilockinq/!dh.+rf  f a c i l i t i e s
Iltil  i ty Services
Chdrter  FI  iqht  Proqram
ll18(IIad+!  lerriturial  P a r k
\e.srch  and Rescue  Proqram
C,,nnw,n)l.  v  Ioklri..l  HmIt  Il

1
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COIWJN 1 TY TOURISM CON IEX1 COMMIINITY  OIVtLOfWNl  INlfNT CONNUNITY PROG R A M  RECOhWENOATIONS

Lake Harbour Dest inat ion Area The  d e v e l o p m e n t  intent  is to p r o v i d e  o r g a n i z e d Tourism Board
I n t e r p r e t a t i o n  o f 0PfJ0rkUnlt1e5  tO travel on t h e  l a n d  or by boat Lake Harbour Promotional Brochure
n a t u r a l ,  h i s t o r i c a l to Iocatlons  around Lake  Narbour. The community Boat Tours - short  durat ion
resources would provide I imited accommodat ion services, -  1 -Z  day durat ion

o u t f i t t i n g ,  guid)nq  a n d  f o o d  s e r v i c e s . Any tours Markham Bay Coastal Tour
or  promot iona l  mater ia l  shuuld include the carv ings Nikes and Walking Irails
of  Lake Harbour Cross-Country  Ski  Tra i ls

Snow Machine Trip to Frobfsher  Bay
Visitor Accommodation Services
Old  R.C.M.P.  Si te  development

Grise  F j o r d Dest inat ion Area The  smyp=sted  apl,roach for  tour ism development  In
i d e n t i f i c a t i o n  a n d Grise  fjord  is to emphasize  the packaging and
exper ience of  natural p r o g r a m m i n g  o f  Lourism  act iv i t ies  for  both short
and physical  resources s t o p - o f f  t o u r s  altd dl,5t  inat  ion tours. Major
and enjoyment of tour ism developmvo)l  tqtiportunitips  would be
t r a d i t i o n a l  l i f e s t y l e s . accessib le  f rom the communi ty  at varying distances

to  accommodate  both  shor t  and long- term excurs ions

Pond In let Dest inat ion Area G r e a t e r  e m p h a s i s  on sprinq tour ism act iv i t ies
~h~rng:  I d e n t i f i c a t i o n , t i t - e a t e r  s.mpha.,is  on a,tivitiv<  out on the l a n d
inte.rprelatlon  and lours, fat ility  impru.wnv18t5  dIId i n f o r m a t i o n
exper ience of  natural p r o g r a m s  caterinq  to tow’ists  with a  var iety  of
and physical  resources. i n t e r e s t s .

“Christmas With the Inutt”  Tour Package
Transient  Faci l i ty  Upgrading
Co-op  O u t f i t t i n g  S e r v i c e s
Snowmobile/Boat Tours
Hik ing/Cross-Country  Sk i  Trails
Expans ion /Upgrad ing  o f  the  Co-unity  Hall
Community Information Program
Grise  Fjord Lodge Upgrading/Expansion
Ski  Tour ing Tra i ls  & Cabins
Search .3 Rescue Program
Airport  Terminal  Serv ices Upgrading
Handicraf t  Program
Qanaq,  Greenland by Sno-obile/Efog  Team

Koluctoo  Bay Spr ing Program
ktoat  Iours
Dock Development Program
Cross-Country Ski Tours
Canoe and Kayak Program
Walking Tour to the Mouth Of the

Salmon River
Tour is t  In format ion Display  Area
Community Host Program
Sel f -gu ided  H ik ing  Tour  to  Mr .  Herodier

and Alber t  Harbour
Self-guided Hiking Tour to the Salmon

River Coal Seams
Museum  o f  N a t i v e  t r a d i t i o n s
Coffee Shop Project
Pond Inlet Cwnmunity  Improvement

Proqram
Ilotel  Development Projpct
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Arct{c Bay Dest inat ion Area Oevelop a serir.s  o f  t o u r i s m  o p p o r t u n i t i e s  w h i c h  t a k e Arct ic  Bay Tour ism Sub-Co!mittee
Emphasis upon the advanlacie ot Arctic  Bay’s  out’,tdodinq  n a t u r a l  , Community Awareness Program
development and iIi5torical  and c u l t u r a l  r e s o u r c e s  w i t h o u t  c r e a t i n g Intimarit  Cul tura l  Exper ience Program
i n t e r p r e t a t i o n  o f d e m a n d s  for hotel  Iacil ities. Short Tour Development Program
h i s t o r i c a l , Lncourage  spr-i,lq  a n d  summer t o u r i s t  a c t i v i t y . Long Tour Development Program
a r c h a e o l o g i c a l  and Of-velop  an extensive cul tura l  exper ience program. Se l f -Guided  Tour  Program
c u l t u r a l  r e s o u r c e s . Emphasize connection with Nanisivik. Bernier  Bay Fishing and Naturalist Camp

Arctic Bay Promotion program
Hotei Development Program
Snowmobile Trip between Arctic Flay

1gloolik/Pond  I n l e t

Cape Ekorset D e s t i n a t i o n  Cossnunity T h e  d e v e l o p m e n t  i n t e n t  is to take advantaqe  of the
Emphasis upon Arts aod g r e a t  weaith  o f  a r t i s t i c  and  h i s t o r i c  coliertions
C r a f t s he ld  by  var ious  groups  in the community . llwse

at t ract ions can be  rounded  out  by  short  durat ion
t r i p s  t o  t h e  a r e a  arowd C a p e  Oorset  to view
h i s t o r i c a l  a n d  naturai  sites.

C a p e  Oorset  Art h History  Centre
Accommodat ion Serv ices Feasib i l i ty

Study
S h o r t  Etoat Trips
Fuil  Oay Boat Trips
O v e r n i g h t  Etoat Trips
Nalking  Tours
Tourism Board
Nottingham Island Fishing Lodge ,,

-  F e a s i b i l i t y

Igloolik Etestlnation  Comunity The h is tor ica l  and natura l  resource  opportuni t ies Conmmity  Tourism Board
Var iety  of  tour ism f o u n d  i n  a n d  around  lgloolik  are fe l t  to be Comunity  NOst  Program
attract ions based upon a t t r a c t i v e  enough  t o  d e v e l o p  ionq-term t o u r
the areas natural ,

V is i tor  Accommodat ion/Serv ices
packages. These  packaqes  couid  be d e v e l o p e d

h i s t o r i c a l  r e s o u r c e s .
Inumarit  Museum

ill c o n j u n c t i o n  w i t h  shorl-tevm  stays in  uthvr O u t f i t t i n g  Serwices
c o m m u n i t i e s  s,mh as. N.+11  Rea(.h  and ionq-term Community Improvement Program
stays in  commuclities  such  a s  A r c t i c  B a y . H i s t o r i c a l  B o a t  Iours

Snohnobile/Eiog  Team Tr ips/ Inter
S e t t l e m e n t  Skidoo  Trip

Three Wheeler Rentals and Island Trails
Tour is t  In format ion Program

Hall  Beach Stopover Community
D a y - u s e  a c t i v i t i e s  o f
few hours duration

T h e  major  intent i n  H a i l  B e a c h  is t o  d e v e l o p
a l t e r n a t i v e  op[,ortunities  a n d  a t t r a c t i o n s  to t h e
e x i s t i n g  f i s h  t ,Imp it,  o r d e r  to extend  t h e  tuurist
se,lson  and providt.  more e c o n o m i c  b~nefits  dlrvctly
to t h e  comnunity. I n  it? cdpdcity  a5 a  S t o p o v e r
C o m m u n i t y ,  Ilall  Beach  wou ld  bv intvqrated  into
t o u r  packdqvs  lo iqtoul  ik as a sburt-term  s t o p o v e r .

——...——. ————————

Tourism Awareness Program
Community Tourism Board
Visitor Accommodation Services
Hall Lake Fish Camp
Connnunity  Improvement Program
O u t f i t t i n g  S e r v i c e s
Snomnobile/Ooq  learn T r i p s
til$lorical  B o a t  10UI’S
Community Nest Pvugram
Arl\  a n d  Crall~  Proqram
10ti8rist  in format ion  Proqram
A i r p o r t  Facii\ties  Upqra[iing
“Il)xei” Iourist  Oestilmtion
——. — .
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Sanikiluaq O u t f i t t i n g  P o s t T h e  d e v e l o p m e n t  intent  is 10 provide trips o“ the
serving tours land  to  camping  sites and available lnuit  s u m m e r
throughout  the c a m p s  run  by the residenls of Sanikiluaq,
is lands and Emphasis should be placed on the use of Sanikiluaq
t r a d i t i o n a l  life- a s  a  jumpinq  o f f  p o i n t  f o r  t r i p s  to view a“d
s ty les . e x p e r i e n c e  the Arctic Island  landscape under  the

d i rec t ion  o f  an  Unuit G u i d e . A s  such  Sanikiluaq
would  provide ) imited hotel  accommodat ion ,  ~“t.
f i t t ing  and guide  serv ices ,  food and a i rpor t
f a c i l i t i e s .

Community Awareness Program
Sanikiluaq  Iourism  Contsittee
Boat/Camping Trips
Summer  Camp Visi t
Walking Tours
Community Host Program

Broughton  Esland O u t f i t t i n g  Centre
Theme:  Out f i t t ing—.—
Centre for  short  and
long boat tours as
wel l  as  h ik ing and
cross-country  ski ing
tours.

Provide  a  number  of  opportuni t ies  for  t rave l  out
on the land
In the short-tevm,  provide basic  accommodat ion
a n d  s.ervlces  for  shor t  s tays  in  the  consnunity.
In the  long- term,  prov ide  h igh qual i ty  accommo-
dat ion  for  lonqer  stays in thr  c o m m u n i t y .
P r o m o t e  b o t h  sl)ring (frozen water) and sumsner
(open water )  tour ism.

Community Awareness Program
Upqrade  Trans{ent  Centre
Cumherland  Peninsula Boat Tour
Brouqhton  Is land  Tour ism Co-ordinator
Assorted One-day Tours
Cross-Country  Sk i  Tour  to  Auyuittuq

National  Park
Round the Island  Hike
Promotional Brochure
Community Beautification Program
Padle  F jord  Char  Fish{ng Camp
Construction of New High Qualtty  Hotel
Polar  Bear  kkunts

Clyde River O u t f i t t i n g  Centre Conduct a thorough public awareness program.
/

Coenunity  Awareness Program
for  short  and long Encourage a  very  l imi ted  and highly  c o n t r o l l e d Tourism Co-ordination Program
land-based tours form of  tour ism over  the  next  few years to timited  Tourism Marketing Program
into  the  wi lderness. expuse  residenl~  t o  touri5m  aod increa$e t h e i r Tour Oevelopaent  Program

utmferstanding  ot  i t . Coffee Shop
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tour ism l inkages b e t w e e n  c o m m u n i t i e s  t h r o u g h o u t  t h e  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 i l lustrates their

integration w i t h  e x i s t i n g  t o u r s . O n l y  t h o s e  t o u r s  t h a t  a r e

dependent  upon the  fac i l i t ies  and at t ract ions 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 I nterestours

cover m o s t  o f  t h e  a r e a s  o f  c o n c e r n t o  t h i s  s t u d y . T h e i r

activities shou Id b e  s u p p o r t e d , and integrated with the

developments proposed in or near Resolute Bay, Grise Fjord and

Lake Hazen.

The priorit ies for development and implementation of each tour

are described further or in this report.

3 . 4 . 5 Policy and Program Recommendations

The specific actions required to implement the regional tourism

development st ra tegy and the  associa ted communi ty  p lans are

detailed in  Sect ion 5 .0 , Implementation Program. T h e  i n t e n t

here is to describe the primary activit ies required to create the

c o n t e x t  f o r  t h e implementation of al  I  specific actions. T h e

descriptions are organized as fol lows:

1. Selling the Industry

2. Legislative and Policy Framework

3. Organization and Responsibilities

4. Research and Planning

5 . Staff Development and Training

6. Marketing

7. Monitoring and Revision

.



FIGURE NO. 5 - INTER COMMJNITY TOURS AND LINKAGES

Tour Theee/Descr4ptlQn
No. of Attractions Communlttes  6 Ihelr Role Relatlonshlp  to Exlstfng  Tours Markets Durat ion Approx. Cost llnke of VI

1. lnterpratatfOn/enJOYment Orlginatlng I n  Frobisher,  t h e  t o u r  f o l l o w s T h e  p r o p o s e d  t o u r  c a n  I n c o r p o r a t e P r i m a r y  focus o f  t o u r  { n 2. Meek>: $3.200.00 to August
01 the n~lural resources essent ial ly ~ clrcul~r route Connectlw t h e  kill~~rne56  Em~er~enCe Iuur te~ms Of ❑ .srk~ts  will be: I nt  rrotslslser \3,600.oc3-. . .
o f  thb Cumbttrlanst  P e n i n s u l a Pangnirtung and Broughton i s l a n d .

by atr, l a n d  ●  n d  saa. TiIo

p r o m o t e d  b y  GoliUer’s T o u r s  -  a n

PanUnlrtuoU It the host  cwsununlty  provld- ut!escurlod O - d a y  tour  o f  Auyulltuq

t o u r  w o u l d  acces6 scenic ing h i g h  quallty s e r v i c e s  amf  factlltles N a t i o n a l  P a r k  c a n  b e  ceparate,

wondcra  a n d  out$temdtng w i t h  Brou@lton I s l a n d  sarvlng a s  a  maJor o r i e n t e d  t o w a r d s  dfffarent  niarket

c o n c e n t r a t i o n s  o f  n o r t h e r n uutflltinu  and s u p p l y  Cunlru. lhe t o u r Suuluellts. Can  also h ccmnpliwenlary

fauna ● nd Flora { s  c o m p o s e d  o f  an e s c o r t e d  hike throuLkh to t.C).N. t o u r  o f  regton  around
Pangnirtung  P a s s  a n d  ●  b o a t  t r f p  frum Broughton Island f o r  naLuralistb.

Broughton Island a r o u n d  t h e  head  o f  t h e
P e n i n s u l a  b a c k  t o  Pangnfrtung ( o r  v i c e
varsa).

g e n e r a l  publlc, with a n I  n t  Pangnlr- f r o m
Itltorest Im  e  norlhurn tung Hun(real
e x p e r i e n c e  f r o m  w l l d e r - 5  ntS Pdrk
nets, tcanary a n d  n a t u r a l  } nt Iirouqhton
rusuurces hn>ls. 4  nls Uattir
(10 people m a x i m u m ) i n t  P a n g n l r -
( 4  t o u r s  m a x i m u m ) t u n g

1  n t  Frobisher

2. Wlldernsiss Travel ●  n d T r i p  f r o m  Broughton  t o  Pangnlrtung  vte N o  r e g u l a r l y  s c h e d u l e d  t o u r  f o r &rket Segments: J.Ueek:

CamPlng  durfng t h e  f r o z e n
$1.600.00

Nssrth  Pangnirtung  f j o r d  ●  n d  Pangnirtung
Mid A p r i l

s o u t h e r n  m a r k e t  s e g m e n t s  c o v e r Y o u n g e r ,  ai.tvuntur0u5 crOss- I  nl”-~robfsher f r o m

s p r i n g  period In Auyulttuq P a s s  b y  c r o s s - c o u n t r y  skl t o  enjoy t h e this r o u t e .
t o  t h e  end

c o u n t r y  s k i e r s . 5 d a y s  i n  P a r k 140ntrt2al

Nat{onal  P a r k . o u t s t a n d i n g  s c e n e r y  of Auyulttuq N a t i o n a l (10 p e o p l e  m a x i m u m ) I nt Panynlr-
O f  Nay

P a r k  Reserva. S k i e r s  arriva  from (  5  t o u r s  maxim-) tullg

Frob!sher,  s k i  t o  Pangnfrtung and f l y
b a c k  t o  Froblshar ( o r  v i c e  v e r s a ) .

3 . Interpretattonlenjoymant T h e  t o u r  !s ccmposad  of t w o  ●  a t n  p a r t s : No reguIarly  s c h e d u l e d  t o u r  is M a r k e t  Segents:

o f  tha natural/hi$toric/ Frobisher t o  L a k e  ktarbour,  L a k e  Harbour
D u r a t i o n :

p r e s e n t l y  i n  p l a c e . The  t o u r  c e n Nat”re  ent~~sts, fndfvid- l@jli”T~Ip $4,0f30.oo t o fnd o f  J u l

c u l t u r a l  r e s o u r c e s  o f  t h e t o  C a p e  Oorset w i t h  efr  c o n n e c t i o n s  t o tle III w i t h  F.O.N. t o u r s  t o  C a p e uals I n t e r e s t e d  tn d i v e r s e
S4,500.00 to the e n d

Neta Incognita Peninsula
~.ii~cj~

and from Froblsher. Passengers can Oorset and the Lindblad  t o u r cultures and hlstortas,
f r o m o f  A u g u s t

a n d  C a p e  Oorset.  Jhe t o u r
2  n t s  Frobisher tiontrea~

t h e r e f o r e  b o a r d  a t  Froblsher,  ● n J o y  t h e throughuul  t h e  N.W. Atlentlc, b u t
b e e t  w i l l  s t o p  a t  m a i n

g e n e r a l  publlc I n t e r e s t e d
e n t i r e  c r u i s e ;  dlsenbark or b o a r d  a t

6  n t s  kkater
these would h~ve  no major i n f l u e n c e III a norlht!rn  e x p e r i e n c e

hlstorlclscenic  a t t r a c t i o n s L a k a  Harbour  I f  t h a t  ic their  d e s i r e .
2  n t s  L a k e  tkar-

0 1 1  s c h e d u l e  o r  l e n g t h  o r  n u m b e r  o f Wfthout ‘ r o u g h i n g ”  i t .

t h r o u g h o u t  t h e  e n t i r e  t o u r Froblsher w o u l d  s e r v e  a s  t h e  m a i n  serv-
b o u r

passelluers i f  c o n f l i c t s  a r i s e . ( 2 0  p e o p l e  ■  a n l m u a )
Wltfl  spcclal e v e n t s  and fce centre,

6  n t s  kfater
w h i l e  L a k e  Iiarbuur  and ( 2  tours m.xlmunl)

a c t i v i t i e s  s c h e d u l e d  a t C a p e  Oorset w o u l d  s e r v e  a s  m u l t i p l e
2 n t s  Cape

L a k e  Harbour, C a p e  Oorset a t t r a c t i o n  coemmsnlties  a s  w e l l  a s
Oorset

a n d  Froblsher. r e p l e n i s h i n g  centres. The t r i p  orig-
Frobisher

\nates a l t e r n a t i v e l y  f r o m  Frobfsher
a n d  C a p e  Oorset.

4. L a k e  kkarbour-Frobtsher T h e  objecttve at t h i s  t o u r  would b e  t o T h i s  t r i p  h a s  b e e n  r u n  a s  a  r a c e Market  S e g m e n t s :
B a y  C r o s s  C o u n t r y  t r i p

Ouratton:
t a k e  a d v a n t a g e  o f  t h e  e s t a b l i s h e d  over-

$50f3.of3  to S p r i n g :
d u r i n g  p a s t  Frobisher fkay  Toonik A l l  m a r k e t  s e g m e n t s  travel-

—.——
Full  Trip

t a k i n g  a d v a n t a g e  o f  t h e l a n d  r o u t e  b e t w e e n  L a k e  Harbour a n d
$600.00 from A p r i l / H a y

Tymes,  a n d  i n  t h e  p a s t  b y  v a r i o u s Iing t o  frobisher B a y 5 days Frotsisher
n a t u r a l  a n d  hlstorfcal Frobfsher  B a y  t o  c r e a t e  a  u n i q u e  arctfc
f e a t u r e s .

o u t f i t t e r s  w h e n  t h e  n e e d  arosa. ( 1 6  trips m a x i m u m ) 1  n t  Frobisher
t r a v e l  e x p e r i e n c e  b y  s n o w m o b i l e . T o u r T o u r  c a n  t h e r e f o r e  f o r m a l i z e  t h i s ( n o .  o f  p e o p l e  per t r i p  a t 1 nt e n  r o u t e
c o u l d  b e  o n e  w a y  w f t h  e i t h e r  Frobisher r o u t e  a n d  t i e  i n  w i t h  s p r i n g t i m e o u t f i t t e r s  d i s c r e t i o n ) . 1  n t  L a k e
Bay o r  L a k e  Harbour a s  a  d e s t i n a t i o n c e l e b r a t i o n s . Harbour
p o i n t  w i t h  a  r e t u r n  f l i g h t  or t w o  w a y  b y
s n o w  m a c h i n e .

1  nt e n  r o u t e
I  n t  frobisher

5 . O v e r l a n d  t r i p  b e t w e e n
Igloolik, A r c t i c  bay  a n d
P o n d  I n l e t  a n d  r e t u r n  f o r  a
c o m p l e t e  Arcllc e x p e r i e n c e
●  n J o y i n g  m a n y  t r a d i t i o n a l
w a y s  o f  l i f e ,  I g l o o  m a k i n g ,
d u g - s l e d d i n g ,  smonmobillng
a n d  t h e  c u l t u r a l  a t t r a c t i o n s
o f  t h e  commun{tles.

T h e  t o u r  i s  e  3 - p a r t  c i r c u l a r  t o u r  w h i c h
can be t a k e n  iII p a r t s  o r  ali touethtir.
T h e  t o u r  c a n  a l s o  b e  i n  b o t h  dlrectluns
a n d  c a n  t l e  I n  w i t h  alr fligl,ts b e t w e e n
a l l  c o m m u n i t i e s . [xampie: dofl s l e d  f r o m
I g l o o I l k  t o  Arct{c  B a y ,  s n o w m o b i l e  f r o m
A r c t i c  B a y  t o  pond  I n l e t  a n d  air f l i g h t
b a c k  t o  Igloollk. lhe purpose w o u l d  b e
t o  e n j o y  t h e  not”ral/cultur.sl a t t r a c t i o n s
a n d  o p p o r t u n i t i e s  i n  e a c h  c o m m u n i t y  L i e d
to a  tour e x p e r i e n c e  througi)  t h e  f r o z e n
Avcllc by either doysled o r  sowwmubile.

T h e  cmm+nunlties  a r e  p r e s e n t l y
linked Luuether b y  alr vla t h e
[astern Avctlce A d v e n t u r e  o r  Eastern
AIcLlc Sampler tours r u n  b y  GullL!er’s.
Nu  csverlal!d tuurs e x i s t .  AIIY 1 % 1  o f
t h e  overland tours CaII potetltially
f~l I n  w i t h  t h e  Goliger’s tour except
t h a t  sciIe&sliny m a y  be a  prublem. The
tour  cdl)  d)SO  be all  extenslun of t i l e
F.O.N. #,ature  tour  t o  Pu#)d  I n l e t  a n d
ilylot 151alld.

~arket Seq!nent2: D u r a t i o n : $3,500.00 to
NnLurall$Li, Wllderne$s 1) Oog  Sled; \4,000.W3  for
o r i e n t . a , l  t r a v e l  l e n s . 2  tw,uks
A l t h o u g h  futty  escorted

entlrm t r i p
? )  Snuwwoblle; frow

a n d  serviceti,  thrse t r i p s 5  lidyS M o n t r e a l
m a y  rcqulre  50me s c r e e n i n g
alldlor pre-conditioning for
llIe people wist!ing  t a k e  t h e
t r i p .
( M a x i m u m  4 - 5  t r i p s  p e r  l e g
f u r  dogsled -  6  l,euple/trip
1 0  Lrlps  fur snowmullilv -

10  pv8,1,1e/l r i p ) .

S p r i n g



FIGURE NO. 5 - INTER COMMUNITY TOURS AND LINKAGES (Page No. 2)

lour Theme/flescr{pttoft
No. of Attr~ctfons Convsunltlrs  & Their Role R@l~tlonSh\p  to E~{St{n9 Tours F4arketS Duratfon Wwox.  Cost Tltfke of  Year

6 . Inuit tkerftage a n d  C u l t u r e T h e  communttles  c o n n e c t e d  b y  t h i s T h e  E a s t e r n  Arctfc  S a m p l e r  T o u r M a r k e t  Se~ments:
I U e e k

T o u r .  The  i n t e n t  o f  t h i s  t o u r

— - .  — . .

t o u r  w o u l d  I n c l u d e  Frobtsher  B a y  a s
— — —  .—..

p r e s e n t l y  r u n  by Gollger’s c o u l d Ge!wral  publlc w i t h  a n I ‘t  Froblsher ~;,~~:~ t o S p r i n g  and

i s  t o  d i s p l a y  and i n t e r p r e t  t o a s e r v i c e  centre, C a p e  Dorset, a r t s be m o d i f i e d  t o  r e f l e c t  this m o r e i n t e r e s t  i n  d i f f e r e n t  c u l t - 2  n t s  C a p e

t h e  tourfst  t h e  d i v e r s i t y  o f * nt A::::lBay ‘r~

stamter  touris

a n d  c r a f t s ,  Igloolik f o r  h i s t o r y  a n d d e f i n e d  t h e m e ,  d r o p p i n g  o n l y  P o n d ures  e n J o y e d  i n  a  c o n t r o l l e d  1  nt Igloo k

h e r i t a g e  and c u l t u r e  extstlng

s e a s o n

p r e - h i s t o r y ,  A r c t i c  B a y  f o r  t h e I n l e t  a n d  Pangnirlung  a n d  addlttg e n v i r o n m e n t . N u m b e r  o f M o n t r e a l

t h r o u g h o u t  t h e  E a s t e r n  Arctfc. Innumaft C u l t u r a l  E x p e r i e n c e  Progrem A r c t i c  Uay ahd Grlse FJord. p e o p l e  c o n t r o l l e d  b y  s{ze 1  nt Grise

a n d  Grise FJord a s  t h e  most  n o r t h e r n o f  c h a r t e r ,  n u m b e r  o f  t r i p s

lnult S e t t l e m e n t .  Rsssoiute  lkay
I  nt IJ%’ute

c o n t r o l l e d  b y  d e m a n d . Fllght by
could also serve M a service centre. Charter
$antktluq  could ewe~tually be added
to ttsts tour.

1. Eastern Arcttc  Tour with Eestern  Arctic Tour  orlglnateg In Extended version af Goltger’s M a r k e t  Se=: 1 4 - 2 0  d a y s
s p e c i a l  ●  c t i v t t l e s / e v e n t s Froblsher B a y  a n d  t h e n  t r a v e l s  t o E a s t e r n  A r c t i c  A d v e n t u r e ,  w i t h  a G e n e r a l  public w i t h  a n

$3,500.00 to Sprfng a n d

a r r a n g e d  i n  e a c h  c o m m u n i t y Pangnlrtung, k)roughton I s l a n d ,  C l y d e g r e a t e r  emphasis  upon provldlng Interest In wlstting I nt Frobisher $ 6 , 0 0 0 . 0 0 stmsner  touris(
I t o  2  nights

v i s i t e d ,  rangfng f r o m  s h o r t R i v e r ,  P o n d  I n l e t ,  Nanislvik, A r c t i c m e m o r a b l e  .+ctlvltles a t  e a c h  s t o p . d i f f e r e n t  p l a c e s  {n a n d e p e n d i n g  u p o n  s e a s o n
fn e a c h  o f  t h e

b o a t  t o u r s ,  t o  v i s i t s  t o  a r t s B a y ,  Igloolik, C a p e  Dorset, L a k e
c o s t  o f

and creft$  a c t i v i t i e s ,  t o

e s c o r t e d  c o n t r o l l e d  m a n n e r . cormnunlties
ILsrbour e n d  Froblsher B a y . A t  e a c h

a r r a n g e d
Number  o f  p e o p l e  c o n t r o l l e d  d e p e n d i n g  u p o n

festlvels. conenunity t h e  t o u r i s t  w o u l d  experl- b y  s i z e  of c h a r t e r ,  n u m b e r
a c t i v i t i e s .

a c t i v i t y
e n c e  a  d i f f e r e n t  acttvtty, speciflc-

Frcm Hontreal.
o f  t r i p s  c o n t r o l l e d  b y

a l l y  a r r a n g e d  f o r  t h e m . (Posslbte d e m a n d .

activftias: Pangnirtung  -  v i s i t  t o
t h e  P a r k ;  Eiroughton I s l a n d  -  b o a t
t r i p ;  C l y d e  R i v e r  -  v i s i t  t o  I g l o o
B a y ;  P o n d  River -  f i s h i n g  c a m p ,
barbeque; Nanisivik  -  mfne  v i s i t ;
A r c t i c  Itay -  Inumarit C u l t u r e  Centre;
Igloollk - t h r e e - w h e e l  t o u r ;  C a p e
Dorset  -  a r t s  a n d  c r a f t s  ectivittes;
L a k e  Harbour - v i s i t  t o  s o a p s t o n e
q u a r r y ,  e t c . )

8 . High Arct!c  T o u r :  a d e m a n d i n g O r i g i n a t i n g  i n  R e s o l u t e  B a y ,  t h e A l t h o u g h  n o  t o u r  ●  x t s t s  a t  t h e M a r k e t  Se~t:

A r c t i c  w i l d e r n e s s  e x p e r i e n c e  b y a d v e n t u r e s  w i l l  t r a v e l  b y  dogsled present time, the High Arctic Tour Emperlenced  wilderness
To be $5,000.00 to Spring a n d

dOgsled e n d  s k i  f r o m  R e s o l u t e a n d  s k i  t o  Grise F j o r d ,  t o  L a k e
e s t a b l i s h e d .

c a n  b e  tnteryr.sted  w i t h  those  r u n t r a v e l e r s .
$ 7 , 0 0 0 . 0 0 sunner

B a y  t o  Qanaq, G r e e n l a n d . Hazen  a n d  t h e n  t o  Qanaq, G r e e n l a n d .
4 0 +  days?

b y  Intereslours, nolab~:  Otscover
This  t r ip  can be enjoyed as  par t  or

-—-
t h e  Worlds o f  the  A r c t i c ,  o r  I t s

all wi th  supply  services at  each Polar  Ice  Cap Iour.
communi ty  and where  required,  a t
i n t e r m e d i a t e  steges.  T h e  t r i p  i s
d e s i g n e d  f o r  o n c e - i n - n - l t f e t l m e
exper ience for  wi lderness enthusiasts .

,
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1. Selling the Industry

The tour ism industry  of the Nor thwest  Terr i tor ies  suf fers  f rom

an ambiva lence of  a t t i tude towards i ts  present  and potent ia l

contr ibut ion to  the  genera l  economy of  the  Terr i tor ies  and the

d e s i r e d  s t y l e  a n d standard  of  I  iving of  i ts  res idents . This

attitude is a product of many factors: The recent emergency of

the  i n d u s t r y  a s  a

rather haphazard,

basic information

contribution and

recognizable contribution to the economy, its

unguided growth and development, the lack of

about its real performance and economic

the u n c e r t a i n t y  o f its potential. T h e

ambivalence is present throughout the government, the

community and the private sector.

The government  needs to  be  so ld  on the  idea  that  substant ia l

investment  in to  the  tour ism industry  wil I  result  in short-  and

l o n g - t e r m  e c o n o m i c  a n d  s o c i a l  r e t u r n s  t h a t  w i l l  m a k e  t h a t

investment  desi rable . It needs to be persuaded that the

requirements of the tourism industry are reasonably compatible

with the  requi rements o f  o t h e r  p r i v a t e  a n d  p u b l i c  s e c t o r

resource demands. The tourism industry must demonstrate that

the government wil I not be trapped into a long-term commitment

that wil l  be a heavy drain on its human and financial resources

and be a political as wel I as an economic mi I I 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 I -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  character is t ics  and contr ibut ions of  the

tout-ism  industry ; -

-— —  .4
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. the activities undertaken t o  r e d u c e  d e f i n e d  d a t a

deficiencies, program deficiencies and other problems

or  obstac les  to  ‘ - the  growth and development  of  the

tourism industry;

. t h e  s h o r t  a n d  l o n g - r a n g e  a c t i o n s  o r  p r o g r a m s  s t i l l

required to realize the potential of the industry;

the compatibil i ty of the tourism industry as envisioned

with the a s p i r a t i o n s  o f r e s i d e n t s  o r with other

resource development requirements;

. etc.

The in tent  o f  the  in format ion package is  to  ant ic ipate  a l l

questions r e l a t e d  t o i n v e s t m e n t / s u p p o r t  o f  t h e  t o u r i s m

industry by the government and to provide answers that in

total will  establish the desirabil ity of substantial government

support. Much of the information required to produce the

package is  a l ready ava i lab le  but  i t  is  the  content ion here

that  requi res  modi f icat ion and integration t o  s e r v e  t h e

objectives described above.

b ) T h e preparation, review, final ization and legislative

adoption/ endorsement of a N. W. T. Tourism Development

S t r a t e g y  b a s e d  u p o n  t h e  r e q u i r e m e n t s  d e t a i l e d  i n  t h e

information package and i ts  support ing documents . The

N .W. T. Tourism Development Stra tegy needs to  conta in:

a  l o n g  t e r m  a n d  s h o r t  t e r m  g o a l s  a n d  o b j e c t i v e s

statement;

. a broad policy framework to guide research planning,

development and marketing activities;

technical and -f i nancia I support parameters and

priorities;



. broad f inancial parameters for  program development ;

. “

and

. public and private sector responsibilities.

The intent and purpose of the N .W. T. Tourism Strategy is

n o t  t o  i d e n t i f y speci f ic  development  opportuni t ies  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 o f  t he  i n fo rma t i on , goals and

p o l i c i e s  h a v e  a l r e a d y  b e e n  p u t  i n  p l a c e  o r  a r e  b e i n g

considered. W h a t  i s  r e q u i r e d i s  t h e  i n t e g r a t i o n  of a l l

material and thoughts into a specific policy framework that

s p e l l s  o u t  t h e  p r o g r a m  w i s h e s  a n d  t h e  p r i o r i t i e s  o f  t h e

government.

The res idents  of  the  N .W.  T. i n  g e n e r a l  a n d  t h e  Baffin

Region in specific have a more basic problem. Most of them

do not  have a  c lear  understanding of  what  a  tour is t  is ,

does and seeks, and they have not yet grasped the concept

that a st ranger r e p r e s e n t s  a n exploitable developable

industry .  Quest ions associa ted  wi th  why these s t rangers

wou Id choose to come to visit their area or community have

t h e i r  o r i g i n  m o r e  i n  a  g e n e r a l  l a c k  o f  u n d e r s t a n d i n g  o f

“ t r a v e l i n g  f o r  p l e a s u r e ” than in a believe that their

resources are/must be less of an attraction for tourists from

those located in other areas.

T o  s e l l  t h e  t o u r i s m  i n d u s t r y  t o  t h e  r e s i d e n t s  a n d  t h e

communities, therefore, is more of an educational program

and requires:

i ) The preparat ion of  a  Communi ty  Awareness Program

that should contain the following elements:



.

a )

b )

c )

d )

Definition of a Tourist: W h o  t h e y  a r e ,  w h e r e

they come from, what they would l ike to see and

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

Characteristics of a Tourism Industry: What ‘

makes up the  industry ,  what  k inds of  fac i l i t ies ,

services a n d  p r o g r a m s  a r e  r e q u i r e d ,  h o w  i t

should  be  run, what the operators shou Id know

and do, etc.

Community I evolvement and Control: How the

communi ty  can benef i t  f rom these v is i tors ,  what

t h e  c o m m u n i t y  c a n and should control; how

problems can be reduced, etc.

Government Help: T h e k i n d s  o f assistance

. .

p r o g r a m s t h e g o v e r n m e n t h a s to help the

c o m m u n i t i e s  in obtaining their goals.

T h e  p r o g r a m s h o u l d  b e  p r e s e n t e d  i n  s t a g e s ; each

stage being followed b y community discussions

g u i d e d / a s s i s t e d  b y  t h e  A r e a  E c o n o m i c  D e v e l o p m e n t

Off icer. Questions raised at each stage can then be

satisfactory I y discussed and answered before the next

stage is ‘ introduced. Presentation and discussion of

t h e  n e x t component o f  t h e  C o m m u n i t y  A w a r e n e s s

Program should occur when t h e  A r e a Economic

D e v e l o p m e n t  O f f i c e r  is s a t i s f i e d  t h a t  t h e r e  is a

reasonable understanding and a c c e p t a n c e  o f the

previously presented information.

The program should employ media that are compatible

wi th  the  I i  k ings and leve ls  of  comprehension of  the

audience. it should  be  bui l t  around portable  audio /

visual systems and informal community discussions.

The proposed Communi ty  Development  P lan that  has

been prepared for each community can be used as an

. =
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e x a m p l e ,  a s  a n  ii lust ra t ion  of  what  is  meant  by  the

various s t a t e m e n t s  o f suggestions found in the

Communtiy Awareness Program.

i i ) As  a  coro l lary  to  i  )  the  e f fect iveness of  a  Communi ty  ‘

Awareness Program is highly dependent upon the f irm

adherence b y the Terr i tor ia l G o v e r n m e n t  t o  a

par t icu lar  or ientat ion a n d  p o l i c y  f r a m e w o r k  f o r  t h e

development  of  the  tour ism industry  throughout  the

Baffin Region; the development and consistent

appl icat ion of  the  condi t ions and requirements  of  i ts

technical and financial assistance programs; and, the

removal of program ideosyncracies and anomalies that

have no appl icabi l i ty  under  the  par t icu lar  condi t ions

under which the tourism industry of the Baffin Region

must surv ive . Consistence in b r o a d  p o l i c y  a n d

flexibility in detail must be the hallmark of government

actions.

I t  is  be l ieved that  the  non- tour ism or iented 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  deta i led  in  in format ion packages that  are  eas i ly

available to the private sector.

i i ) there is a consistent legislative and policy framework

in  p lace  that  f i rmly  rev iews the  requi rements  of  a l l

resource use sectors a n d  d o e s  n o t unnecessary I y

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 outl ines the

goals and objectives of the government,  the plans and

procedures  that  are  to  be  fol lowed to  sat is fy  those

goals and objectives, and the  consis tent  yet  f lex ib le

appl icat ion of ru Ies, regu Iations and requirements.



I n short the major opposition to the growth and development

o f  t h e  t o u r i s m  i n d u s t r y  b y  t h e  p r i v a t e  s e c t o r  c a n  b e

reduced to acceptable ‘-levels by the provision of long-range

informat ion and the  development  of  government  programs

that  a l low the  pr ivate  sector  to

2. Legislative and Policy Framework

p r e p a r e  l o n g - r a n g e  p l a n s .  ‘

The tourism industry

context  that  c lear ly

that are placed upon

must operate within a policy and guideline

defines the opportunities and constraints

the tourism industry in general and on the

operators/entrepreneurs in specific. T h e  g o v e r n m e n t  o f  t h e

N .W.  T. therefore needs to put a tourism related legislative and

policy framework in place that creates that context.

Ideal Iy, the  fo l lowing

Terr i tor ia l  Iev.el.

a ) The preparat ion

elements should

of  an  in tegrated

be c o n s i d e r e d  o n  t h e

Resources Planning and

Management S t r a t e g y  a n d i t s  f o r m a l a d o p t i o n  b y  t h e

Legislature. This  s t ra tegy would  prov ide  the  context  f o r

t h e  f i n a l i z a t i o n  o f  a Terr i tor ia l Tourism Development

Stra tegy .

b ) T h e f i n a l i z a t i o n  o f  a Northwest Terr i tor ies Tourism

Development Strategy and its adoption by the Legislature.

The s t ra tegy would  embody broad

would give direction to al I aspects of

community plans.

policy statements that

regional strategies and

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  Tour ism Development

Stra tegy .
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a) A concise summarization of

programs o f  t h e  Baffin

Strategy; i ts present-ation

Legislature.

b ) The preparation

areas as:

i )

i i )

iii )

i v )

v )

v i )

vii )

viii )

i x )

x )

x i )

xii )

xiii )

x i v )

x v )

Ownership

the primary characteristics and

Regional Tourism Development

to and formal adoption by the

of policies and guideline statements in such

a n d I n v e s t m e n t  P o l i c i e s  a n d  G u i d e l i n e s

Facility and Attraction Planning and Development

Policies and Guidelines

Accommodation

Guidelines

Quality Control

T y p e and Q u a l i t y  P o l i c i e s  a n d

Policies and Procedures

Outfitting Policies

Resource Consumptive Tourism Policies and Guidelines

(Hunting and Fishing)

Artifact/Historic Resource Protection and Development

Policies and Guidelines

Education/Training Policies, Guidelines and Procedures

Technical Assistance Policies, Programs and

Procedures

Financial Assistance Policies and Programs and

Guidelines

General Research and Planning Policies and Guidelines

Boating, Water Tour ing Policies, Guidel ines and

Procedures

Search and Rescue Policies and Procedures.

Live-in Agreements, Policies and Procedures.

O t h e r s  a s required r e l a t e d  t o  c o m m u n i t y  c o n t r o l ,

p r o t e c t i o n  o f t r a d i t i o n a l l i f e s t y l e s , c o n t r o l  o f

a d v e r t i s i n g ,  r e s t r i c t e d  a c c e s s  a r e a s ,  e t c .



All of  these pol ic ies and guidel ines may exhibit s o m e

overlap. It is essential, however, that each stands on its

own and addresses al l  of the important aspects related to

that area of concern being:

i ) intent and specific objectives of policy document

i i ) area of coverage or applicability

iii ) specific policies

i v ) criteria for applicability

v ) exemptions

v i ) application procedures, contracts, forms

vii ) organization responsible for implementing policies

viii ) penalties for non-compliance

i x ) other related policies and guidelines

I t  m a y  b e  n e c e s s a r y  t o  a d d r e s s  t h e  s a m e  p o l i c y  s t a t e m e n t s

t o  d i f f e r e n t  a u d i e n c e s  r e q u i r i n g  d i f f e r e n t  f o r m a t ,  s t y l e  o f

w r i t i n g , i I Iustrative m a t e r i a l , t r a n s l a t i o n s  a n d  s o  o n ,  b u t

t h e  u l t i m a t e  a p p l i c a t i o n  o f  t h e  p o l i c i e s  w i l l  s t i l l  h a v e  t o  b e

c o n s i s t e n t  t o  p r o m o t e  t h e  d e v e l o p m e n t  o f  a  c o h e s i v e ,

i n t e g r a t e d  i n d u s t r y .

3. Organization and Responsibility

Tourism planning and development crosses al I l e v e l s  o f

jur isd ict ion and requires  the  involvement  of  a  wide number  of

federal, ter r i tor ia l , municipal and pr ivate organizations.

Effective, efficient implementation o f  p r o g r a m s and policies

r e q u i r e d  t o  s t i m u l a t e  a n d  g u i d e t h e  g r o w t h  o f  t h e  t o u r i s m

i n d u s t r y  i s  d e p e n d e n t  u p o n  f u l l  c o - o p e r a t i o n  o f  al I r e l e v a n t

p a r t i e s  h a v i n g specific jurisdiction and r e s p o n s i b i l i t i e s .  I f

vagueness and uncer ta in t ies  ex is t  wi th  respect  to  areas  and

degree of jurisdiction and associated responsibil i t ies then these

should be clarified as soon ‘as possible.
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The u l t imate  a im of  the  Baffin R e g i o n  T o u r i s m  D e v e l o p m e n t

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

COI Iectively c o n t r o l l e d  b y  t h e  r e s i d e n t s  o f  t h o s e  c o m m u n i t i e s .  ‘

T h i s  a i m  p r o v i d e s direction as to the level and type of

responsibilities that each relevant party should assume.

FEDERAL : The basic relevant responsibil i t ies of the federal

government is to p r o v i d e  a real istic yet

s u p p o r t i n g  p o l i c y  a n d  p r o g r a m  c o n t e x t  w i t h i n

w h i c h  t h e  t o u r i s m  i n d u s t r y  o f  t h e  N .W. T. can

flourish; including

i )

i i )

iii )

i v )

v )

the fostering of an integrated resource

development and management planning

p r o g r a m  f o r  t h e  N o r t h w e s t  T e r r i t o r i e s  a n d

the Yukon Terr i tory;

the e n s u r i n g  o f f a i r recognition and

considerat ion of  the  tour ism resources and

industry during that planning process;

the  development  of  broad nat ional  tour ism

pol ic ies  (embodied in  a  s t ra tegy)  that  sets

the context for the growth and development

o f  t h e  t o u r i s m  i n d u s t r y  o f  t h e  N o r t h w e s t

Terr i tor ies;

the stimulation of inter-territorial  -provincial

co-operation;

t h e  d e v e l o p m e n t  o f  s p e c i f i c  t e c h n i c a l  a n d

financial assistance programs or agreements

that wii I  assist the Northwest Territories to

fulfill its tourism potential;

— - . ... ,.
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TERRITORIAL :

v i ) the provision of on-going technical expertise

and advise in al I  areas of relevance to the

tourism industry.

The responsib i l i t ies / j  ur isdict ion of  the  Terr i tor ia l  ‘

Government in general wil l  be similar to those of

t h e  F e d e r a l  G o v e r n m e n t  e x c e p t  t h a t  t h e y  d e a l

specifical I y with t h e  T e r r i t o r i e s and include:

i ) the  development  of  an  in tegrated resource

development  and management  p lan for  the

Northwest Territories;

i i ) the a l l o c a t i o n  o f sufficient human and

financial resources to permit the

implementat ion of the Strategy and its

regional derivatives in an order ly and

phased manner;

iii) the  s t imulat ion of

co-operation; the

regional integration

i v ) the development

planning, development and management

policies, programs and procedures.

inter-territorial -provincial

s t i m u l a t i o n  o f in ter -

and co-operation;

of territorial resource

The Department of Economic Development and Tourism would be

assigned the  speci f ic  responsibi Iities for  implement ing,  guid ing

and monitoring the specif ic elements of the Territorial  Strategy.

The central office would, on a Territorial basis:

a ) Stimulate the preparation of regional strategies.

b ) Monitor t h e  w o r k and a c t i v i t i e s  o f organ izations and

associations.

c ) Prepare t h e  o v e r a l l capital and O & M budgets and

forecasts.



d ) Provide/prepare

Section 2 above.

e ) Provide technical

speci f ic  pol icy  documents  as  out l ined in

..-

a d v i s e  a n d  a s s i s t a n c e  t o  t h e  R e g i o n .

The regional office would carry out the same responsibil i t ies at

the

a )

b )

c )

d )

e )

f )

9)

h )

i )

j)

regional level and would ( 6affin Region )

Implement the regiona

specific programs.

E n s u r e  t h a t  a l l  t e r r

tourism development

toriai p o l i c i e s ,  p l a n s

strategy and its

,  programs and

procedures recognize and incorporate the specific

requirements and conditions of the region.

Co-ordinate activit ies with other Regional departments and

the Baffin Regional Council .

Process applications for technical, financial and other forms

of assistance from community councils, co-operatives and

private entrepreneurs.

Prepare regional capital and O & M budgets.

Conduct monitoring, qual i ty control and other

administrative functions.

Carry out particular studies for assessing the potential  and

economic viability

C a r r y  o u t / d i r e c t

of tourism developments.

speci f ic  research and p lanning studies .

Provide direction, information and liaison s e r v i c e s  t o

community counci  Is and co-operatives.

Other activit ies 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

Counci ls  throughout  the  Baffin Region and can assist the

Department of Economic Development  and Tour ism to  se l l

and implement t h e  Baffin Region T o u r i s m  D e v e l o p m e n t  .

St ra tegy  by

i ) reviewing the Stra tegy , and recommending its

implementation to its members;

i i ) reviewing the specific regional policies produced under

t h e  S t r a t e g y  t o  e n s u r e  t h a t  t h e y  a r e  c o m p a t i b l e  w i t h

t h e  a s p i r a t i o n s  o f  t h e  C o u n c i l  a n d  a r e  a p p l i c a b l e  t o

community situations;

iii) a s s i s t i n g  t h e  D e p a r t m e n t  i n  e s t a b l i s h i n g  s h o r t  a n d

long term priorities for tourism development;

i v ) e n s u r i n g  t h a t  o t h e r  r e s o u r c e  d e v e l o p m e n t  a n d  u s e

activit ies recognize the requirements and contributions

of the tourism industry.

COMMUNITY COUNCILS: Within the c o n t e x t  o f Community

Centred Tour ism, 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 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  s ta ted , 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 t o  r e d u c e  t h e s e  d a t a

deficiencies a n d  p r o v i d e suf f ic ient  in format ion for  ident i fy ing

real istic investment opportunities. Areas requiring investigation

include:

a ) Natural, Physical, Biological Resources

O n l y  p a r t i c u l a r  p o r t i o n s  o f  t h e  Baffin R e g i o n  h a v e  b e e n

investigated in detai 1, and where the resultant data base is

sufficiently comprehensive to identify the location, quality,

significance and a t t r a c t i o n  o f  a d i v e r s i t y  o f  t o u r i s m

opportunities. Ef for ts  should  be  made to  co-ord inate  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 I  Iection of data in a form and to a depth of

r e l e v a n c e  t o the tourism industry . T o  i n i t i a t e  t h i s

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

f ie ld  invest igat ion programs. Presentat ion  of  these  data

requi rements  and the  benef i ts  der ived f rom “piggy back”

operations to the Territorial Senior Land Use Committee, the

Federal Interdepartmental Co-ordinating Committee and Ii ke

organizat ions,  may create  a  recept iv i ty  o f  benef i ts  to  the

entire tourism industry.



. “

b ) Historical and Archaeological Resources

T h e  k n o w l e d g e  about””  t h e  e x t e n t ,  l o c a t i o n ,  f r a g i l i t y  a n d

significance o f  t h e  R e g i o n t s historical and archaeological

resources is far from complete. A g a i n  r e l e v a n t  F e d e r a l  a n d  ‘

Territorial agencies should  be  asked to  co-ord inate  the i r

research activit ies to develop a much more comprehensive

data base. Wi thout  th is  in format ion i t  is  ext remely  l ike ly

that highly significant resources of great value to both the

region and the tourism industry w i l l  b e  u n w i t t i n g l y

d e s t r o y e d  t h r o u g h large-sca le  resource  explorat ion and

development activities.

c) Tourism Facilities and Services

Within this category there are a number of areas into which

further research is required.

i )

i i )

i i i )

i v )

market i n v e s t i g a t i o n s  t o o b t a i n  a much greater

understanding o f  t h e  s p e c i f i c or ig in , size, profile

requirements and expectat ions  of relevant market

segments.

design investigations to obtain information on efficient

effective d e s i g n / c o n s t r u c t i o n  o f  a  w i d e  r a n g e  o f

tour ism fac i l i t ies  ranging f rom cru ise  boats  through

interpretation facilities to high quality hotels.

feas ib i l i ty  invest igat ions to  develop a  data  bank on

exactly how much it  costs to plan, construct,  operate

and promote various types of facilities, attractions and

services.

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 I Is.

——



5. Staff Development and Traininq

Much ef for t  has to  be d i rec ted towards the deve lopment  o f

innovat ive ways and means by which the sk i l l s  requ i red to

phase, develop, operate and administer tourism-related faci l i t ies, .

services and programs. The basic skil l - level is extremely low,

a l though there  is reason to  be l ieve  that  the  apt i tude is  qui te

high.

The resul ts  of  the  specia l  s tudy in to

f o r  t h e  t o u r i s m industry a n d  t h e

the training requirements

re la ted  de l ivery  systems

avai lab Ie throughout t h e  Baffin Region a n d  t h e  N o r t h w e s t

Terr i tor ies  can be  found in  the  repor t : Baffin Reqion  T o u r i s m

planning WQY: Analysis of Relevant Adult Training Programs.—
The basic recommendations of the study are:

i )

i i )

iii )

Future  adul t  t ra in ing ef for ts  MUST be regional ly  based i f

t h e y  a r e  t o  s u c c e e d  a t  t h e  l e v e l  n e e d e d  t o  p r o v i d e  a

sufficiently skit led work force to successfu Ily support local

economic developments.

An “ I nuit Employment Training Centre” should be developed

i n  Frobisher B a y . I t s  m a n d a t e  w o u l d  b e  t o  s e r v e  t h e

Baffin R e g i o n by t ra in ing adul ts  for  ident i f iab le  regional

employment opportunities. The thrust of the Centre would

be to train the I nuit adult in such a way that upon

graduation,

probability;

s h a p e d  t o

Region.

employment within the Region would be a

employment in work environments that would be

the bil ingual /bicultural real ity o f  t h e  Baffin

I n the absence of the ‘[l nuit Employment  Tra in ing Centre’i,

an Employer Host Training Program be established which is

based upon t h e  u s e  o f  e x i s t i n g  p e o p l e  a n d  f a c i l i t i e s  t o

provide on-the-job training to meet the needs of a growing

tourism industry . W h a t  i s  p r o p o s e d  i s  a  s y s t e m  t h a t

provides short-term ‘hands-on’ training programs for adults

in which basic s kil Is and knowledae are stressed.
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i v )

v )

v i )

v i i  )

vii i )

i x )

A llBaffin R e g i o n Program Planning Committee i’ should be

struck under the guidance of the Regional Supervisor of

Adu l t Education. Members should include: program

development specialists, an individual knowledgeable about

I nuit cu Iture and language, professional teachers, ‘

representatives from the business community and an Adult

Educator. The i r role would be to provide/develop

employment oriented adult training programs.

T h e  R e g i o n a l  S u p e r v i s o r  o f  A d u l t  E d u c a t i o n ,  w i t h  t h e

assistance o f  t h e  N o r t h w e s t  T e r r i t o r i e s  D e p a r t m e n t  o f

Economic Development  and Tour ism,  should  acquire  adul t

training program manuals/course outlines and related

resource materials from across Canada.

A manual  should  be  developed under  the  guidance of  the

Regional S u p e r v i s o r  o f Adul t E d u c a t i o n  t o assist

inst ructors / t e a c h e r s  f r o m  s o u t h e r n Canada t o  t e a c h

effective y in the Baffin Region.

The Regional Supervisor of Adult Education should init iate

action aimed at establishing a ‘l Regional Training Resource

Centrell to be located in Frobisher Bay.  This  Centre w o u l d

be model led after ‘ ] Teachers Resource Centresll in southern

Canada and be modified to the degree necessary to meet the

chal Ienges of Adult Educators in the Baffin Region.

Larger  operat ing budgets  should  be  g iven for  Cont inuing

Education programs in the communities to encompass the

requirements of tourism training.

Action should be initiated to arrive at a mutual I y

satisfactory agreement on the role A. V. T. C. programs and

p e r s o n n e l  w i l l / c a n  p l a y  i n  t h e  Baffin R e g i o n  r e l a t e d  t o

Adult Training in general and Tourism Training in specific.
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x ) T h e  T o u r i s m  I n d u s t r y  b u s i n e s s m e n  i n  t h e  Baffin R e g i o n

should be organized into an association that helps sel I the

Eastern Arctic to tourists; provide a forum for addressing

mutual concerns; undertake to identify existing skil I needs

i n  t h e  i n d u s t r y ; f u n c t i o n  a s  a  T o u r i s m  T r a d e  A d v i s o r y  ‘

Group to help shape relevant adult training programs; and

other related activit ies.

x i ) A multi-media education campaign should be undertaken by

business and ‘ government f o r  t h e  p u r p o s e  o f  e d u c a t i n g

Baffin res idents  about  the  Tour ism Industry  and Tour is ts .

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  s t imulate

more hiring o f  l o c a l p e o p l e  i n t h e  e x i s t i n g Tourism

Industry .

The Regional Tourism Strategy endorses these recommendations

with the following elaborations.

1. I n u i t  T r a i n i n g  Centre is  a  desi rable  long-range goal  and

s h o u l d  b e  s e r i o u s l y  c o n s i d e r e d . T h e  r e s p o n s i b i l i t y  f o r

establ ish ing such a  centre fal Is outside the jurisdiction of

the Department of Economic Development and Tourism and

must  be  co-ord inated by  the  re levant  depar tments  of  the

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

2. The characteristics of the proposed employee host training

p r o g r a m  a s  o u t l i n e d  i n  t h e  r e p o r t  A n a l y s i s  Q R e l e v a n t

Adul t  Tra in ing Proqram should be endorsed-in-principle by

the Department of Economic Development and Tourism and

be used to develop a model tourism skil ls training program

in a selected community. The model tourism skills training

program actual I y blends the characteristics of A c t i o n

Plans 2  and 3  as  descr ibed in  The Adul t  Tra in ing Report .

.=



Th is  b lend ing is r e c o m m e n d e d  b e c a u s e  there are few

3.

4.

5.

6.

7.

f a c i l i t i e s  p r e s e n t l y  a v a i l a b l e  t o a c c o m m o d a t e  a n  e m p l o y e e

h o s t t r a i n i n g prog ra-m, and because the development

p roposa l s  for Pangnirtung lend themselves to the init iation

of model employee host training programs.

T h e  C o m m u n i t y  o f  Pangnirtung, because of  i ts  s ta tus  of

tourism planning, its understanding and acceptance of the

requi rements  of  the  tour ism industry  and i ts  a t t ract ions

should  be  se lected as  the  model  communi ty  in  which the

employee host training programs are initiated.

T h e new facilities and

Pangni rtung, ,as outlined

Community Tour ism Study,

a t t r a c t i o n s  t o  b e bui l t in

in the report Pang nirtung

shou Id

a l low the  employee host  tour ism

included.

The general guidelines presented

be designed/modified to

t r a i n i n g  p r o g r a m  t o  b e

in Figures 30 and 31 i n

the repor t  Analys is  o f  Re levant  Adul t  Traininq Program be—

implemented/used to  s t ructure the  employee host  t ra in ing

program.

The s p e c i f i c recommendations and suggestions outl ined in

A c t i o n  P l a n  # 2 , Employee Host  Tra in ing Program,  and

Action Plan #3, Tourism/Hospital ity Business Models  be

given serious consideration and be modified to reflect the

development, scale and t i m i n g  o f tourism facilities,

attractions and services detailed in the

Community Tourism Study.

A  v e r y  s p e c i f i c  p a c k a g e  d e s c r i b i n g  i n t e n t ,

programs should be produced, be translated

Pangni rtunq

actions, and

into I nu ktitut

and be discussed with the Community of Pangni rtung, other

community councils, Baffin R e g i o n a l  C o u n c i l ,  g o v e r n m e n t

departments and tourism operators to foster accePtance~  use

and support.

- . ... .,



6. Marketinq

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

Tourism Development and Marketing Strateqy for the N .W. T. are——

new and have not yet been tested in implementation.

T h e  f o c u s o f  t h e  M a r k e t i n g  S t r a t e g y  i s  o n  t h e  f o l l o w i n g

programs:

A . Information Dissemination Program.

1. Explorers Guide & Map (existing

2 . Special Interest Pamphlets (expanded)

3. The Successful Explorer (new)

4. Cultural Presentations (new)

5. Awareness of Tourism (new)

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. A t t e n d a n c e  a t Sport and Trave l 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

. .

1. Marketing Skil ls for Tourist Operators (new)

2 . Package Tour Promotions Support (new)

3 . Zone and Co-op Promotions (new)

4 . New Markets, New Promotions (new)

5. Holiday at Home (new)

6. “YOU can Mix Business with Pleasure” promotion (new)

7 . “Lots to Do[l promotion (new)

E. Trade Promotions

1. T r a v e l  i n d u s t r y  S u p p l e m e n t  t o  t h e  E x p l o r e r ’ s  G u i d e
(ex is t ing)

2. A t t e n d a n c e  a t  T r a v e l A g e n t  G a t h e r i n g s  ( e x i s t i n g )

3. Rendezvous Canada (existing)

4 . Canada West (existing)

5. Meetings and Conventions Program (new)

M a n y  o f  t h e s e  m a r k e t i n g  e f f o r t s  a d d r e s s  i n  a  m o r e  o r  l e s s

genera l  way,  the  speci f ic r e q u i r e m e n t s  o f  t h e  Baffin R e g i o n .

Each, nevertheless, should  be  carefu l  Iy scrut in ized for  d i rect

appl icabi  I ity to the Region and be tai Iored, where necessary, for

the maximum benefit  of the tourism industry of the Eastern and

High Arct ic . I  n addition to the activit ies required to l%el I the

Industry” as described above in Section 3.4.5.1,  the fol l o w i n g

marketing activit ies are crucial to the successful development of

the Tourism Industry.

1. Define Target Market Segments very carefully.

2. Market existing developments and a t t r a c t i o n s  - not

potential.

3. F o c u s  o n 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.
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6.

7.

8.

9.

10.

11.

7-

p r o m o t e  c o m p l e t e ,  w e l l - o r g a n i z e d  thematic tour p a c k a g e s .

Piggy-back promotions where possible but do not lose sight

of ,specific Baffin Region requirements.

Get  a l l  in terested/a f fected par t ies  involved in  promot ion.

M o n i t o r  e f f e c t i v e n e s s  o f  p r o m o t i o n a l  e f f o r t s  v e r y  c a r e f u l l y .  ‘

Co-ordinate al l  marketing efforts through a central off ice in

Regional Headquarters.

Pr ior ize  promot ional  e f for ts a n d  a r e a s  t o  r e d u c e  d i r e c t

competition and increase complementarily.

Monitoring and Revision

T h e  t o u r i s m  i n d u s t r y  o f  t h e  Baffin Region is  in  i ts  f ledgl ing

stage and if  present planning efforts are successful,  wil I enter

into a developmental phase that is characterized by change and

apparent chaos. It wil I be absolutely necessary to introduce as

part of major planning, development, management and promot ion

activit ies, a feedback system to flag problem areas as they arise.

Monitoring and related revisions to programs and activit ies wil l

be

1.

2.

3.

4.

5 .

6.

7.

8.

9.

10.
11.

required in such areas and activities as:

Market  Trends and the i r  speci f ic  appl icat ion to  the  Baffin

Region.

Visitor Profiles and Expectations

Community Aspirations and Reaction to tourism

Appl icabi l i ty  and Ef fect iveness of  Tra in ing Programs and

delivery systems

Appl icabi l i ty  and Ef fect iveness of  Pol icy  Statements  and

Implementation Procedures

Inherent and latent discrimination

Appl icabi l i ty  and Ef fect iveness of  Technica l  and F inancia l

Support Programs

Ef fect iveness of  the  in terna l  organizat ion  of  the  tour ism

industry

Capabilities of Staff Resources

Effectiveness of Promotional Efforts

Actual and specific economic spin-offs and leakages.
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4.0

4.1

4.2

ECONOMIC AND FINANCIAL ANALYSIS OF
SELECTED DEVELOPMENT

Approach

I n  o r d e r  t o  t e s t  t h e  f i n a n c i a l  a n d  e c o n o m i c  v i a b i l i t y  o f  t h e

recommended tourism s t r a t e g y ,  1 0  y e a r  p r o - f o r m a  c a s h  f l o w

analyses and income impacts were developed for several selected

projects. From these selected d e v e l o p m e n t s ,  a projected

economic impact of the entire recommended tourism strategy is

developed a t  b o t h  C o m m u n i t y and Regional  leve ls . General

c o n c l u s i o n s  a r e  d r a w n  a b o u t  t h e  f i n a n c i a l  viabi Iity of  cer ta in

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 s e r v i c e .

Economic viabil i ty 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 representat ive  of  the  types of  pro jects

recommended. These three projects are:

1) Frobisher B a y  -  L a k e  H a r b o u r  -  C a p e  D o r s e t  B o a t  T o u r

2) Inuit Heritage and Culture Tour

3 ) Fish Camp

. -.
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I n  a d d i t i o n , t h e  C o n s u l t a n t s  d i d  a  d e t a i l e d  a n a l y s i s  o f  t h e

c o m m u n i t y  t o u r i s m  p r o j e c t s r e c o m m e n d e d  f o r  C a p e  Dorset a n d

h a d  t h e  e x p e r i e n c e  o f  t h e  P a n g n i r t u n g  C o m m u n i t y  T o u r i s m  S t u d y

w h i c h  i n c l u d e s  a n a l  y s e s  o f  a  m a j o r  c o m m e r c i a l  a c c o m m o d a t i o n

p r o j e c t  a n d  t h e  s m a l l  t o u r  b o a t  o p e r a t i o n .

The three analyses studied in detail  assume full  occupancy from

the init ial  year of operation. While this may be likely because of

the  smal l  number  of  guests , some caut ion in  in terpret ing 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 f irst year of operation.

4 . 3 Financial and Economic Analysis

4.3.1 Frobisher Bay -  Lake Harbour - Cape Dorset B o a t  T o u r

Based on the assumptions l isted below, the operation of a boat

t o u r  f r o m  Frobisher B a y  t o L a k e  Harbour t o  C a p e  Dorset i s

financially viable if  the capital  costs for an appropriate vessel

(ranging from 500 000 to $2.0 mill ion) is totally forgivable (see

Table 6). The  net  income before  debt  serv ice  of  $45  600  to

$ 8 0  5 0 0  i s  o n l y  s u f f i c i e n t  t o  c a r r y  a  l o a n  o f  a p p r o x i m a t e l y

$300 000, well below even the lowest estimate of the capital cost.

The ra t ionale  for  such a  wr i te  down inc lude the  creat ion of  8

direct part-t ime posit ions, the expenditure of $192 000 annually

(1983 dollars) by tourists,  and additional support to the existing

hotel operation i n  Frobisher B a y  a n d  C a p e  Dorset. Indi rect

impacts  of  such expendi tures  through income and employment

mul t ip l iers  are  expected to  be  re la t ive ly  h igh for  d i rect  wages

because leakage of such income to other areas would be difficult.

For other direct expenditures, i tems I  i  ke fuel,  the leakage is

l ike ly  to  be  h igh. 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.
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There are two other sources of benefits which are possible from

the operat ion of  th is  tour . While no new major construction is

considered to  accommodate  th is  tour  i tse l f ,  the  tour  combined

with other sea related developments in the region may provide

t h e  n e e d  f o r  n e w  w h a r f  f a c i l i t i e s  p a r t i c u l a r l y  i n  Frobisher Bay.  ‘

This w o u l d  p r o v i d e  m a n y  c o n s t r u c t i o n  j o b s . F u r t h e r  t h e

possibil i ty 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. A n  a l t e r n a t e  w a y  o f  t e s t i n g  t h e  m a r k e t  i s  t o  l e a s e  a

vessel capable  of  adequate ly  accommodat ing the tour for a

period. While this may be marginally more expensive in the long

run i t s h o u l d  p r o v i d e a  b e t t e r  o p p o r t u n i t y  t o  j u d g e  t h e

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

o

0

0

0

0

T h r e e  2 - w e e k  o n e  w a y t o u r  f r o m  Frobisher B a y  -  L a k e

Harbour - C a p e  Dorset 650 mile trip or return.

E s c o r t e d  T o u r includes on-board accommodation f o r  1 2

nights a n d  1  n i g h t  a c c o m m o d a t i o n  i n  Frobisher B a y  a n d

C a p e  Dorset e a c h . No on-land accommodation assumed at

Lake Harbour.

Food except  for  n ights  spent  a t  Frobisher B a y  a n d  C a p e

Dorset will be purchased as part of the tour.

Accommodation a n d  f o o d  a t  Frobisher B a y / C a p e  Dorset

treated as a disbursement.

Air Fare to Frobisher B a y / C a p e  Dorset not  inc luded in  the

tour cost.
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0 W h e n  f i r s t  t o u r  e n d s  a t  C a p e  Dorset r e tu rn  passage  t o

Frobisher Bay will be with second tour .
..-

Market Projection

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

Eastern USA market.

Revenues

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

Canadian per person double occupancy.

o 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

est imated a t  $40  per  person per  day  a t  $35  per  day  per

person

Insurance/Licensing

Assuming $7 500 per month for the 2 months when operating

and a vessel replacement value o f  $ 1 . 0  m i l l i o n ,  t h e

insurance costs would be $25 000

Fuel

A l t h o u g h  i t  d e p e n d s  o n  t h e  t y p e  a n d  s i z e  o f  b o a t ,  t h e

number and condition of engines, a f igure of $12/mile is a

reasonable figure

—
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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

T h e  y e a r l y  d i f f e r e n c e  b e t w e e n revenue and operating

expense. T h e  a c t u a l  a m o u n t  w i l l  d e p e n d  o n  t h e  b o a t

purchased.

Marketing/O rqanizational Expense

o No d i rect  market ing or  organizat ional  expense is  shown

against the tour as it would be marketed as part of the

overa l l  Baffin R e g i o n  M a r k e t i n g  p r o g r a m . I f  marketed

separately, brochures distributed to tour wholesalers/agents

at an annual cost (1982) of $3 OOOf should  be inc luded in

t h e  c o s t

(par t - t ime

years this

repai r .

Capital Expense

o The p r i c e

estimates. Organizational expenses of $7 000

perso~ should also be be included. I n the initial

could come from the reserve for maintenance and

for the proper boat wi l l  vary  great ly  depending

on sea worth iness, whether  i ts  new or  used,  whether  the

tour boat will also act as a c a r g o  c a r r i e r  d u r i n g  t h e

off - season, etc. T h e  c o s t  r a n g e s  f r o m  $ 5 0 0  0 0 0  u s e d
1)

passenger  only  to  $2 .0  mi l l ion new double  hul led steel

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

1) Canada Shipyard,  Collingwood, -Ontario
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4 . 3 . 2 Inuit  Heritage and Culture Tour

Baased on the assumptions l isted below, the operation of the

I nuit Heritage and Culture tour is marginally viable in a financial

sense (see Table 7). T h e  r e v e n u e s  c o v e r  a l l  o f  t h e  o p e r a t i n g  ‘

expenses including the airplane rental. However, the net i n c o m e

b e f o r e  t a x e s  i s  r a t h e r  m a r g i n a l a n d  a n y t h i n g  l e s s  t h a n  f u l l

occupancy on any of the tours

jeopardy. T h e  p o s s i b i l i t y  o f

a n a l y z e d  b u t  t h e  i n a b i l i t y  o f

aircraft and the proportionally

the potential ly larger revenues.

could place the tour in f inancial

r u n n i n g  l a r g e r tours  was a lso

some locat ions to  handle  larger

larger airplane rental cost offsets

The tour ism expendi tures  of  $145  800  (1982  dol lars )  creates  3

d i r e c t  p a r t - t i m e  j o b s . W i t h  t h e  s p i n - o f f  e f f e c t s ,  t h e  t o t a l

economic impact is estimated at $291 600 (1 982 dollars) and the

impact is expected to create a total of some 1 0 - 1 5  j o b

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

A s s u m p t i o n s

o c o n s i s t s  o f  7  n i g h t s ,  o n e  n i g h t  e a c h  i n  Frobisher B a y ,

Igloolik, Arctic Bay, Grise F iord  and Resolute  Bay and two

nights in Cape Dorset.

o Escorted Tour

accommodation

includes all  air fare from Frobisher Bay  and

and meals for 7 days and nights.

o Tour  t ransporta t ion wil I b e  v i a  a  c h a r t e r e d  T w i n  O t t e r

h o l d i n g  1 8  t o u r  p a s s e n g e r s ,  1  t o u r  g u i d e  a n d  2  c r e w

members.

Market Projection

o Tour  can run for up  to  10  weeks p e r  s u m m e r . Initial I y

a s s u m e  3 t o u r s  e a c h  ful Iy b o o k e d ,  1 8  p e r s o n s  p e r  t o u r .

-
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Revenuesl)

.
0 Inclusive

Canadian

tour cost from Frobisher  Bay and return at $2 700

per person.

Operating Expensesl)

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 - m a n  c r e w ) .  A c c o r d i n g  t o  B r a d l e y  A i r  S e r v i c e s ,  t h e

daily service charter rate alone would be in effect as the

plane would be used exclusively for the tour. The use of a

l a r g e r  p l a n e  e g . 4 4  p a s s e n g e r H a w k e r  Siddley 748 i s

precluded as Grise Fiord cannot accommodate a plane of this

size.

Hotel/Food

Hotel

Disbursements

and food disbursements of $130 per day per person
-.

f o r  t h e  1 8  t o u r

allowed.

Tour Guide Salaries

A salary of $500

and one week for

Tour Expenses

passengers and one tour guide has been

per week for the three weeks

tra in ing.

Miscel  Ianeous  e x p e n s e s  o n  t h e  t o u r  i n c l u d i n g

etc. , for some of the leaders at the communities

of the t o u r

honora r ium

v is i ted  has

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

1) Al I 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 f inancial ly attractive venture which

produces a  s igni f icant  cash f low af ter  a l lowing for  debt  serv ice  ‘

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

Besides t h e  d i r e c t employment of 5 seasonal and direct

expenditures of $108 000 (1983 dol Iars) the economic impact of

the project is estimated to have an economic impact  of  $215 000

a n d  b e  r e s p o n s i b l e  f o r  a  t o t a l  o f  8 - 1 2  s e a s o n a l  j o b s .

Assumptions

o 18-man fish camp (100% occupancy) for 5 weeks during the

summer. The f ish  camp is  composed of  canvas tents  on

wooden floors, 6  men per  tent . There  are  a  to ta l  o f  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

o 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 inc luding

staff



5. Overnight Boat Tours

a) Revenues

10 passengers per week ( 3

days)  for 10 weeks @ $ 3 0 0 . 0 0

per person

b ) costs

i )

i i )

iii )

i v )

v )

v i )

vii )

Oil and gas 480

Food @ $25 per person 7 500

Insurance and L icence 1 000
Promotion 1 500

Repairs/Maintenance 1 000
Assistants Salary (2)

$5.00 per hr 30 hours

per week for 10 weeks 3 000
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
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6. Walking Tours

a ) Revenues

b ) costs

i ) Salary of 2 g u i d e s /

maintenance staff 10

weeks, 40 hours per

w e e k  $ 5 . 0 0  p e r  h o u r 4  0 0 0

i i ) M a i n t e n a n c e  ( m i n i m a l )

c ) E m p l o y m e n t

i ) O p e r a t i o n  s t a f f :  1  s e a s o n a l

d ) Economic Impact

- Estimated

7. Tourism Board

a ) Revenues

b ) c o s t s

to be 2x salaries $8 000

None

None

i ) Honorarium 6 000

i i ) Staff 1 @ $7.50 per

hour ,  40  hours  p e r

w e e k  1 0  w e e k s 3 0 0 0

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

o p e r a t i o n a n d m a i n t e n a n c e

d e v e l o p m e n t s , a n  e s t i m a t e  o f

a n d  t h e  e x p e c t e d  e c o n o m i c

c o m m u n i t y .

costs of various t y p e s  o f

probable revenues and employment

spin-of f  created  throughout  each

. . ..



4.4 Economic and Financial Analysis Summary

The deta i led  analys is  of  se lect ive  tour ism re la ted pro jects  and

the projection of economic benefits by communities leads to the

following conclusions and recommendations, see Figure No. 9: ‘

1) M o s t  s m a l l  t o u r  o p e r a t i o n s  c a n  b e  p r o f i t a b l e  g i v e n  t h e

market created by the larger scale projects in the various

regions. The revenues created are generally suff icient to

cover al I  operating expenses and allow for amortization of

the  tour  operator ’s  capi ta l  investment  (boat ,  e tc .  ) . T h e

employment created is seasonal and the opportunity exists

f o r  t o u r  o p e r a t o r s to  supplement  the i r  income by using

t h e i r  e q u i p m e n t  f o r non- tour ism re la ted pro jects . It is

recommended that  the  smal  I  pr ivate  sector  in terests  be

encouraged to operate these small tours and that the GNWT

provide marketing and business management assistance to

such operators.

2) Most large

accommodation

e x p e n s e s  a n d

scale tour operations and commercial

projects can cover al I the i r operating

provide some amount of cash flow to cover a

portion of the debt associated with the capital  investment.

B e c a u s e  o f  t h e  h e a v y  c a p i t a l  i n v e s t m e n t  a n d  l a c k  o f  t h e

n e c e s s a r y  c a s h  f l o w  t o  f u l l y  a m o r t i z e  t h e  c a p i t a l ,  it is

recommended t h a t t h e GNWT consider building the

recommended larger scale tour operations and commercial

accommodation and concession t h e m  t o p r i v a t e  s e c t o r

in terests  to  run. The concession arrangements should be

structured so

character sties

be established

be a relatively

that the GNWT  can approve the  operat ional

of  the  pro ject . The concession fee should

separately for individual projects and should

nominal percentage of gross revenue in early

y e a r s  to  a l low the  operators  to  become establ ished. T h e

concession agreement should be reviewed periodically (every

3 - 5  y e a r s )  t o  u p d a t e  t h e  a r r a n g e m e n t s  a n d  r e f l e c t  t h e

cu rrnet economic conditions.



.

The GNWT  should  consider  provid ing market ing assistance

to these concession operations and shou Id encourage

package tours invo lv ing severa l  o f  the pro jec ts . These

major tour operations and commercial accommodation facilities

will  provide the largest number of full  t ime 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

d e p e n d  o n  t h e s e  p r o j e c t s  b e i n g  i n  p l a c e  a n d  operating

effective y.

3 ) The in f rast ructure , cultural and information related tourism

projects generate l i tt le or no revenue and therefore are not

able to cover their potential  expenses. As a result, from a

financial perspective there is l i t t le l ikelihood of attracting

private sector investment and management interest in these

projects. T h e s e  p r o j e c t s  a r e  c o n s i d e r e d  n e c e s s a r y  i n

enlarging the experience of visiting the various communities

and provide an important I in k to the smal I  tour operators.

T h e  GNWT  r e a l l y  h a s  l i t t l e  a l t e r n a t i v e  b u t  t o  b u i l d  a n d

operate such faci Iities themselves . T h e  t i m i n g  o f  t h e s e

projects should coincide as much as possible with the major

tour operations and commercial accommodation projects to

m a x i m i z e  t h e  i m p a c t  o f  t h e

T h e  a n a l y s i s  o n  F i g u r e

investment  by  the  GNWT

smal I tour operations) for

capital investment.

No.  9  ind icates  that  the  capi ta l

(excluding capital associated with

al I the suggested tourism projects

i s  s o m e  1 4 . 5  mi  I  l i on . 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  t ime

jobs created to operate and manage the projects is estimated

at  28  and there  are  an  est imated 162-202  par t - t ime jobs

created.



.-
.

When the  sp in-of f  e f fects , (mul t ip l ier  impacts)  are  taken

into account, there is an estimated $5.2 mil l ion generated

by the capital  constru-ction program and an annual  amount

of $5.5 mil l ion (1982 dollars) generated as a result of the

operational component. W h e n  t h e  1 0  y e a r  p r e s e n t  v a l u e  o f  ‘

the annual operational component is a d d e d  t o the

construction component, as estimated $49.7 mil I ion in income

is infused into the Baffin Region from the capital investment

of $14.5 mil lion.
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5.0

5.1

IMPLEMENTATION PROGRAM

Approach to the Establishment of Priorities

T h e  e s t a b l i s h m e n t  o f  p r i o r i t i e s  f o r  a  myriad of r e s e a r c h ,

planning, and development and management activities is

dependent upon the subject ive integration of a number of wide

ranging considerations derived from al l  aspects of the study.

Such considerations include:

1.

2.

3.

4.

5.

6.

7.

8.

The location/qua l ity/uniqueness and attraction potential of

the natural,  historical or cultural resource.

Market potential  of those resources and the desirabil i ty of

those market segments.

The level of capital investment required.

The capabil ity of the government to provide the necessary

financial,  technical and support staff .

The aspirations of the community and the level of interest

in the development of the tourism industry.

The capabil i ty of the community to manage/control tourism

related developments and the type/number of activit ies that

h a v e  t o  b e  u n d e r t a k e n  t o  d e v e l o p  t h a t  c a p a b i l i t y  i n  t h e

community.

The degree to which that study, plans, policy, programs or

development is n e c e s s a r y  t o permit/stimulate other

dependent actions.

T h e c o m p l e x i t y  o f the p r o j e c t  a n d the n u m b e r  o f

jurisdictions involved.



.

1.

2.

3.

4.

5.

6.

7.

8.

An “overlay” process was used to  estab l ish  communi ty  and

regional development priorities and involved the following steps:

Determine the p r i o r i t y  o f  t h e  c o m m u n i t y  o r unique

development b a s e d  o n the existing developed and ‘

undeveloped resources (natura l ,  cu l tura l ,  physica l  ) . T h e

cr i ter ia  inc luded the  sui tab i l i ty  and abundance of  tour ism

resources, level of existing infrastructure development,  and

the role of the community in the regional tourism hierarchy

which reflects tourism resource potential.

Determine the p r i o r i t y  o f  t h e  c o m m u n i t y  o r 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.

Document the initial community response encountered during

the winter community visits.

Document  the planner’s a s s e s s m e n t  o f  t h e  communitysl——

receptivity for tourism and the planner[s perception of the——

communityst  eventual decision regardinq tourism.

Assess the communitysl present capabil ity for satisfying the

needs of desi red tourism market segments.

Determine the  degree to  w h i c h  t h e  p r e s e n t  a n d  f u t u r e

tourism attractions recommended for each community can

complement those of other communities.

Assess the degree to which complementary developments can

be integrated into tourism packages.

Assign an overal I priority ranking for each community based

on the assessments carried out during Steps 1 to 7. (See

Figure No. 10)
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FIGURE 1 0

ASSESSMENT OF PRIORITIES FOR TOURISM DEVELOPMENT

BAFFIN  REGION TOURISM DEVELOPMENT STRATEGY

P r i o r i t y C o n s u l t a n t ’ s
R e f l e c t i n g I n i t i a l Percept ion  o f

Pr ior i ty  Based Market Community
Overa l l

of Eventual Present
Community

Oegree of Linkage P r i o r i t y Area
on Resources P o t e n t i a l Response Response C a p a b i l i t y C o m p l e m e n t a r i t y  P o t e n t i a l (Community) P r i o r i t y

Frobisher  Bay medium h i g h p o s i t i v e p o s i t i v e medium-high h i g h h i g h 1 11

Resolute Bay medium medium l a c k  o f  i n t e r e s t n e u t r a l low-medium medium-high medium-high 111 Iv

Pangnirtung h i g h h i g h p o s i t i v e p o s i t i v e medium h i g h h i g h I I

Lake Harbour low medium p o s i t i v e p o s i t i v e low h i g h h i g h I I 11

Grise F i o r d h i g h h i g h p o s i t i v e p o s i t i v e low medium medium 11 Iv

P o n d  I n l e t medium medium n e u t r a l n e u t r a l - p o s i t i v e low-medium medium medium 111 111

A r c t i c  B a y low-medium medium p o s i t i v e p o s i t i v e low medium medium 111 III

Cape Oorset h i g h h i g h p o s i t i v e p o s i t i v e low-medium h i g h h i g h 11 II

Igloolik medium medium n e u t r a l - p o s i t i v e n e u t r a l - p o s i t i v e low medium medium 111 III

H a l l  B e a c h low low p o s i t i v e p o s i t i v e low low medium IV III

Sanikiluag low l o w n e u t r a l - n e g a t i v e n e u t r a l low medium-high low v v

B r o u g h t o n  I s l a n d  m e d i u m low n e u t r a l p o s i t i v e low h i g h h i g h 111 I

C l y d e  R i v e r low l o w n e u t r a l - n e g a t i v e n e u t r a l low-medium low-medium medium v v

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

Priorities encompassing groups of communities.

A f t e r the above long-term development priori t ies were

established, a n  a s s e s s m e n t  w a s  m a d e  o f  t h e  n e e d  f o r  s p e c i f i c  ‘

policies, guidelines and support programs and their preparation

was assigned a relative priority.

5 . 2 Regional Policy and Program Priorities,
Phasing and Responsibi Iities

5.2 .1 Area Development Priorities

The Area  Development  Pr ior i t ies ,  establ ished according

process outl ined in Section 5.1 are outl ined on Drawing

The reasons for  the i r  re la t ive  ran  k ing are  summar ized

to  the

No. 2.
below.

Prior i ty I  Area Pangnirtung - Broughton Island

Reasons: 1.

2.

3.

4.

5.

6.

Basic recognition by the

of the benefits that can

Fair experience with

residents of Pangni rtung

be derived from tourism.

the requirements and

a c t i v i t i e s  o f  g r o u p s  o f  t o u r i s t s .

C a p a b i l i t y  o f e x i s t i n g n a t u r a l , h i s t o r i c , a n d

cu Itural resources throughout the area.

Complementar i ty  of communities in roles and

attractions and the variety of I in kages possible.

Fair n u c l e u s  o f tourism infrastructure and

at t ract ions and re la t ive ly  h igh f low of  t o u r i s m

around which expansion can occur.

Availabil ity of a tourism development plan for the

communi ty  of  Pangni rtung and its acceptance by

the residents.



7.

8.

9.

10.

11,

Expression o f  i n t e res t

support the construct ion

services proposed by the

b y  t h e  g o v e r n m e n t  t o

of tourism facilities and

Plan.

Excel lent  opportuni ty  for integrating the facil ity

and program requirements  of  the  employer  host

t ra in ing program into  the  new tour ism fac i l i t ies

and attractions.

P o t e n t i a l  f o r  t h e  d e v e l o p m e n t  o f  a  v a r i e t y  o f

viable tourism experiences that can be packaged

and promoted to specific market segments.

Relatively easy access from the Regional Service

Centre and from Nuuk, Greenland.

Once basic  serv ices  and fac i l i t ies  are  in  p lace ,

excellent potential f o r  a t t r a c t i n g  t o u r i s t s  f r o m

Greenland.

Pr ior i ty I  I  Area  Frobisher B a y  -  C a p e  D o r s e t  -  L a k e  Harbour

Reasons: T h i s  a r e a  h a s  s i m i l a r  l e v e l s  a n d  r a n g e s  o f  t o u r i s m

development potential as the Priority I  Area and most

of  the  posi t ive  aspects  of  the  Pr ior i ty  I  Area  apply .

Nevertheless, i t  has been lowered in  Pr ior

following reasons:

1. Each community p l a y s  a substan ia

ty for  the

role in

s t i m u l a t i n g  d e v e l o p m e n t  o f  t h e  t o u r i s m  i n d u s t r y

t h r o u g h o u t  t h e  s o u t h e r n  p a r t  o f  Baffin R e g i o n .

Particular facil i t ies, services and programs have

to  be  put  in  p lace  to  fu l f i l l  those ro les . Much

work wi 11 have to be done before

services and programs can become

those facilities,

real ity.

..



2. Lead time is required f o r  t h e  d i s c u s s i o n  o f

tourism benefits and requirements with the

r e s i d e n t s  o f each community, especially Cape

Dorset and Lake Harbour,  and  the  e labo ra t i on /

endo rsemen t  o f  t he  respec t i ve  commun i t y  p l ans  ‘

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

c o m m u n i t i e s w i  I  I  b e n e f i t  f a i r l y  f r o m , a n d  c a n

a b s o r b  t h e  i m p a c t  o f , t o u r i s t s  a t t r a c t e d  t o  t h e

a r e a .

4. Because of the diversit ies of facil i t ies, programs

and tours  proposed, the government will  require

g r e a t e r  l e a d  t i m e  t o  p r e p a r e  i n t e r i m  r e s e a r c h ,

planning, management and support policy

sta tements  and prov ide  a  favorable  context  for

the initiation of the actual developments of tourist

faci Iities.

B a s i c a l l y ,  t h e  Frobisher Bay -  Cape Dorset - Lake Harbour

has been allocated Priority I I b e c a u s e  o f  i t s greater

comp Iexity, i ts  lesser  s ta te  of  readiness to  accommodate

tourists, and t h e  g r e a t e r  l e a d  t i m e requ i red t o  t a k e

advantage of the existing tourism potential . I n actual fact,

t h e  p r i o r i t i e s for the two areas are very close and

comp Iementary.



Prior i ty I I I Area Pond Inlet - Arc t ic  Bay  -  Igloolik - Hall
Beach

Reasons: 1. The residents of al l  communities are generally in

favour b u t  e s s e n t i a l l y  n e u t r a l  o n  t h e  s u b j e c t  o f  .

tourism development. A  f a i r l y comprehensive

community a w a r e n e s s  p r o g r a m  wi I I have to be

conducted before positive, active interests can be

expected.

2. Few residents have specific e x p e r i e n c e  o r

understanding of the requirements and activit ies

of groups of tourists.

3. Except f o r  c e r t a i n  e x c e p t i o n s  s u c h  a s  Bylot

I s l a n d , the scenic attractions of Arctic Bay and

t h e  thule sites near H a l l  B e a c h ,  t h e  area’s

natura l , historical a n d  c u l t u r a l resources are

neither outstand i ng nor unique within the

Regional context and wil I require m o r e  e l a b o r a t e

development and p a c k a g i n g  t o real ize the i r

tourism potential.

4. The communities are complementary in nature and

can be I in ked for a variety of experiences.

5. Existing tourism infrastructure is minimal and will

requi re  d ivers i f icat ion and upgrading before  the

tourism potential of the resources in or near the

communities can be realized.

6. Substantial lead time will be requ i red f o r

d i s c u s s i o n  o f  t h e  n a t u r e  a n d  c h a r a c t e r  o f  t h e

tour ism industry , the role of the communities as

envisioned i n  t h e  R e g i o n a l strategy, a n d  t h e

responsib i l i t ies  of the residents before the

c o m m u n i t i e s  wi I I be in a position to evaluate the

proposed community development plan and actual

capital developments can be undertaken.

-—–— -—
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7. All communities are relatively easily accessed from

the Regional Serv ice Centre  and the Regional

Ga teways ,  pe rm i t t i ng  t he  deve lopmen t  o f  t ou r

packages  t ha t  l ink  a l l  communi t ies  yet  can be

initiated at any one of the communities.

In summary, the Pond Inlet -  Arctic Bay -  Igloolik - H a l l  B e a c h

Area has fewer existing and potential tourist attractions than the

higher p r i o r i t y  a r e a s , is n o t  a s f a m i l i a r  w i t h  t h e  b a s i c

requirements  and character is t ics  of  a  tour ism industry ,  is  not

y e t  r e a d y  t o  a d o p t  t o u r i s m  a s  a  “major”  i n d u s t r y ,  r e q u i r e s

greater new i n v e s t m e n t  o f m o n i e s  t o develop adequate

infrastructure and requires a substantial  Iy greater lead t ime to

f i n a l i z e  t h e  p o l i c y , development and management  of  tour ism

opportunities.

Pr ior i ty I V Area Resolute Bay - Grise Fiord

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

b a s i c a l l y  a n anomaly created b y its diverse

characteristics:

1.

2.

3.

4.

. ’ \

High resource capabi I ity and attraction yet

difficult to access and develop.

D i r e c t  a i r  l i n k a g e s with Yel low knife yet travel

between the  communi t ies a n d / o r attractions is

limited by cost, distance and frequency.

Posi t ive  in terest  in  the  development  of  var iab le

tour ism act iv i t ies  in  one communi ty ,  not  in  the

other .

Relatively adequate tourism infrastructure in one

community not in the other.



5.

6.

7.

The requirement to stimulate community-centered

tourism countered by proposals and activit ies to

develop for distant tourist attractions.

T h e  c o m p l e m e n t s  o f  p o t e n t i a l  t o u r i s m  a t t r a c t i o n s  ‘

w i t h  h i g h l inkage potent ia l , r e d u c e d  b y  t h e

d i f f i c u l t y  o f developing and marketing

economical I y viable t o u r  p a c k a g e s  w i t h i n  t h e

extremely short season.

T h e p o t e n t i a l  o f resource exploration and

development by other economic sectors, and the

uncertainty as to how those activities are going to

h e l p  .or h inder  the  development  of  the  tour ism

industry .

T h e  l o n g - t e r m  p r i o r i t y  f o r  t h e  a r e a  i s ,  t h e r e f o r e ,  m o r e  a

product  o f  uncer ta in ty  as  to  the  degree  of  fu ture  impacts  of

present resource exploration, extraction and development

proposals  ( inc luding natura l  parks)  and a  n e e d  “to go slow” to

e n s u r e  f l e x i b i l i t y  i n reaction t h a n  o f  t h e  s p e c i f i c  t o u r i s m

p o t e n t i a l  o f the area’s resources, a t t r a c t i o n s  o r cultural

character sties.

Priorty V Area

Reasons: Both

Clyde River - Sanik

areas have been gi~

Iuaq

en a Priority V rating for all

or some of the fol lowing reasons.
.

1. Relat ive ly  low resource  a t t ract ion and d ivers i ty .

2 . Lack of  understanding b y  t h e  r e s i d e n t s  o f  t h e

character is t ics  and requi rements  of  the  tour ism

industry .

3. Neutral to negative reaction of the residents to
the development of a community -centred tourism
industry.



4. Absence of a tourism infrastructure.

.--l

1
.

. .

5. L o w  ‘ - t o  m e d i u m c a p a b i l i t y  t o  c o m p l e m e n t  t h e

a t t r a c t i o n s a n d d e v e l o p m e n t s  o f n e a r b y

c o m m u n i t i e s ,  h e n c e  a  l o w e r  c a p a b i l i t y  t o  fornt  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 unt i l  the  communi ty  seeks the  development  of  the i r

tourism resources. B o t h  c o m m u n i t i e s  i n  t h e  s h o r t - t e r m  w i l l

benefit from a wel I -prepared, wel I -presented community

awareness program to stimulate discussions as to the desirability

of tourism and its impacts upon the community.

5 . 2 . 2 Area Program Priorities and Phasing

The programs to  be  establ ished for  the  implementat ion of  the

Regional Development S t r a t e g y  a s described previously

throughout  the  repor t  are  summar ized,  phased and costed on

Figure No. 11.

The speci f ic  act iv ies  to  be  under taken are  proposed under  the

categories of:

1. Strategies ,  Pol ic ies  and Proqrams: This  f igure  l is ts  and

priorizes t h e  a c t i v i t i e s t h a t  h a v e  t o  b e  u n d e r t a k e n  t o

develop a d i rect ing and control I ing context  for  tour ism

development.

2. Education /Training: T h e  a c t i v i t i e s  l i s t e d  i n  t h i s  f i g u r e

out l ines  the  Depar tments  responsibi Iities for ensuring that

a d e q u a t e  t r a i n i n g  f a c i l i t i e s  a n d  p r o g r a m s  a r e  a v a i l a b l e .

3. Research a n d  Plannin~: O u t l i n e s  t h e  p r o g r a m s  t o  b e

u n d e r t a k e n  t o provide the information n e c e s s a r y  t o

implement  the  s t ra tegy, f ina l ize  the  tour ism development

proposals and update the strategies, programs, policies and

developments to match future requirements.
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U8-TOTAL ➤ 1 15.0 59.0 128.0 94.0 94.0 94.0 94.0 94.0 I
CAPITAL COSTS r 1 , ,

➤ 150.0 338.0
I

566.0 I 556.0
I

583.0
I

524.0

I

514.0

I

314.0
( s , 0 0 0 . 0 0 )
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5.3

4. Marketing and Promotion: Describes the activies to be
undertaken t o  m a x i m i z e  t h e  e f f e c t i v e n e s s  o f  p r o m o t i o n

efforts.

T h e  c h a r t  o u t l i n e s  f o r  e a c h  p h a s e  o f  e a c h  a c t i v i t y / p r o j e c t  t h e  ‘

capital costs incurred b y the D e p a r t m e n t  o f Economic

Development and Tourism in carrying out that particular project.

Operat ions and sta f f ing  costs  are  not  inc luded. The tota l  is

i d e n t i f i e d  a t  t h e  t o p  o f  t h e  f i r s t  p a g e  u n d e r  D e p a r t m e n t a l

Contribution.

The phasing is  based more  upon the  urgency for  put t ing 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 c a n  b e  s h o r t e n e d  o r

lengthened accordingly . I  n  addi t ion,  many of  the  act iv i t ies

present ly  carr ied o u t  b y  t h e  D e p a r t m e n t  c a n  b e  m o d i f i e d  t o

include the activities r e q u i r e d  t o implement the  Regional

St ra tegy . The costs identif ied cannot,  therefore, be considered

as being in addition to the present budgets.

Community Development Priorities and Phasinq
-.

C o m m u n i t y  p r i o r i t i e s  a r e  i d e n t i f i e d  o n  F i g u r e  N o .  1 0 . T h e

priorit ies and costs associated with the development proposals

descr ibed in  communi ty  tour ism plans for Priority I a I I Areas

are outlined i n  F i g u r e  N o .  1 2 . T h e s e  p r i o r i t i e s  h a v e  b e e n

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.

— —
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4.

5.

T h e

$200

The characteristics and desirability of package tours to Iin k

the various communities.

Importance of the development for implementing the Regional

Tourism Strategy.

phasing is based upon the assumption that no m o r e  t h a n

0 0 0  t20% w i l l  b e  a v a i l a b l e  t o  t h e  D e p a r t m e n t  i n  a n y

par t icu lar  year  for  capi ta l  construct ion pro jects . This level is

established for smal I -scale projects. Large-scale infrastructure

developments wil l  have to be funded through contributions from

the senior level of government.

The non-construct ion pro jects  have not  been inser ted  in to  the

implementation phasing. T h e s e  s h o u l d  b e  u n d e r t a k e n  w h e n

appropr ia te  and in  keeping wi th  the  phasing of  the  programs

being implemented under the Regional Tourism Strategy.

Again the  to ta l  Depar tmenta l Contr ibut ion  towards the  to ta l

yearly capital costs are identified at the top of Page 1 of Figure

No. 12. Departmental Contributions a r e  d e r i v e d  f r o m  t h e

c u m u l a t i v e  t o t a l s  l e s s  t h e  c o s t  o f  p r o j e c t s  i d e n t i f i e d  b y  a n

asterisk. These projects are considered large-scale

infrastructure projects f inanced through grants and agreements

with the senior level of government.



FIGURE NO. 12 - BAFFIN  REGION TOURISM DEVELOPMENT STRATEGY

‘ATE SEPTEMBER 1982
TOURISM OEVELOPHENT  PROPOSALS: PRIORITY AREA I, COST 6 PRIORITIES SI+EET 1 O F 3
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‘IGURE NO. 12 - BAFFIN REGION TOURISM DEVELOPMENT ST=

‘OURISM DEVELOPMENT PROPOSALS: PRIORITY AREA I, COST A PRIORITIES SHEET 2 of 3
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FIGURE NO. 12 - BAFFIN  REGION TOURISM DEVELOPMENT STRATEGY
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SHEET 3 OF 3

KXXXXX Feasibility Studies/Engineering Studies 000000 Construction/IrnP~emantatiOn

●  * * * *  Planning/Iksign HIIII Liaison

I
PROJECT YEAR ➤ 3 4 5 6 7 8 9 10 , ,

FINANCIAL YEAR ➤

OEPARTMENTMENTAL CONTRIBUTION ➤ ? ?

OTHERS ➤ 760.0 900.0
A

uo PROJECT s w s w s w s w s w s w s w s w
, I , I 1 I I

A

[

FROL?ISHER BAY (Continued)

11. Boat Tour - Frobisher
Bay-Cape Oorset  ●

) CAPE DORSET

1
1.

2.

3.

4.

5.

6.

7.

Art & History Centre ●

Acccmnodation  Services ●

Short Boat Trips

Full Oay Boat Trips

Overnight Boat Trips

Ualking Tours

Nottingham Island

B ) LAKE HARBOUR

I .

2.

3.

4.

5.

6.

Boat Tours (Oay)

Boat Tours (Overnight)

Boat Tour (Meek)

Hiking Trails

Visitor Acccmsnodation  ●

R.C.M.P. Oay-Use Area

.-

1 1 1 1 I 1 , 1 1 ,

1 I I I I I
I I I I I I !

[ 1
I [ I I

*
I I I 1 1 I 1 I )

I I
I I I I 1 I

1 1 r , J ! ,

I 1 I

I I I 1 1 I, ! 1
I 1 I I 1 i 1 I 1 I

2.0 I
:***** I I 1 I I
I I
[ 7 n 15.I-I 1 i I I
:***** ● **** nnonll I I
I ) I 1 1

I 2 011501. . I I I 1
I I ,***** nnnnd I i
I I I I ( I I I )

15.01
R99QQ~ I I I I I I

,

I I I I ho.
I

1
I 1 I I

I I I I I I I I I I I 1 i I I
h i

I I I I I I I I I I [ I I I
I

I
2.01 9.01 1r l*****hmmd I I I I I I I i I

!
7D roI I I 1 Ilo o 110 0. . . . . . . .!J.

IXxxxx XXXXX*****  *****oooood9000000000
I I I I

7 n 15 n In o I I I
●  * * * * QOQ.Q900QOOl  I i ] I \ \ !

I -1 I ! 1 I I I I I I I 1 I I I I
I I I I i 1

I
I I I

I I
If 1 I [ I [ 1

I 1 1 I I I 1 J I I i I I I 1 I
{ J

t
1 I I I I 1 I I 1 I [ I 1 I I

I i

J I I I I i I I I I 1 1

I
I I I I 1 I I

1 I I
I I

I
I I I

I i
I I I I 1 I I I I I I I I I 1 [

I
SUB-TOTAL F 43.0 105.0 662.0 397.0 157.0 745.0 760.0 900.0

CAPITAL COSTS
(s,000.00) ::y;ATfvE  ➤ 542.0 1079.0 2226.0 1907.0 1075.0

1.78 KVbf) ●

● DEPENOENT UPON CAPITAL GRANT FRON SENIOR GOVERNME~S.

.



.-
.

.

CALCULATION OF NUMBER OF

TOURISTS TO THE BAFFIN  REGION

(1981)

—



.-
.

APPENC)IX I

CALCULATION OF NUMBER OF TOURISTS - BAFFIN REG1ON - 1981

Deloitte Haskins  and Sells A s s o c i a t e s  ( s e e  A p p e n d i x  I I ,  P a g e  I I - 2 5 )  r e p o r t  .

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

various points in the Baffin Region were supplied by Nordair as:

First Quarter

Second Quarter

Third Quarter

Fourth Quarter

Hall
Beach Nanisivik Resolute

50

180

229

93

552

159 277

224 658

350 979

143 423

876 2 337

Frobisher
Bay

1 307

2 166

2 514

2 084

8 071

1980 to

Total

1 793

3 228

4 072

2 743

11 836

(SalesI n  t a l k i n g  f u r t h e r  t o  Nordair O f f i c i a l s  Mr. Hanz Grosser

Representative Northern Region Nordair) it was estimated that 25% - 30% of

this air t r a f f i c  w a s  t o u r i s t s . F r o m  t h i s  d i s c u s s i o n  a n d  b a s e d  o n  r e l a t e d

s t u d i e s  (Panignirtung C o m m u n i t y  T o u r i s m  S t u d y  a n d  yukon T o u r i s m

Highlights).

Another 25% of the air traffic is accounted for by business visitors. The

remaining 45-50% of the air

including government and bus

.
There are two other flights

Artic). These are the Pac

traffic is the result of residents traveling

ness personnel located in the region.

into the Baffin Region (Eastern Artic and High

fic Western Airlines flight from Yellowknife

1 450 passengers inward in 1981 and the Austin Air flights to Sanikiluaq

and Cape Dorset. The Cape Dorset flight has 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.

..$
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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 II

SUMMARY OF RELEVANT BACKGROUND REPORTS

ON

TOURISM INDUSTRY - MARKET CHARACTERISTICS

-.

.,.,



.

-.

APPENDIX II

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

I n  b o t h  1 9 8 0  a n d  1 9 8 1  w i t h  C a n a d a  in a  d e p r e s s e d  e c o n o m i c  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.

adults took a major vacation trip away from home in

to 54% of Canadian adults who took a vacation trip

the demand for vacation holidays is relatively

conditions.

Some 55% of Canadian

1981. This corresponds

in 1971 indicating that

nsensitive to economic

While the number of vacation trips has remained steady during

downturn, there are some changes in where Canadians vacation

the economic

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

f e l l  maginally a n d  d o m e s t i c  t r a v e l  r e g i s t e r e d  a  s m a l l  g a i n . S e e  T a b l e  A .

.,,



TABLE A

VACATION TRAVEL BY CANADIANS

Areas Visited

Percentage of Actual Trips

1966

Newfoundland/Maritimes ~ (2)

Quebec 18

Ontario 32

Prairies ~~ (2)

British Columbia 14

Yukon/N.W.T. *

Canada at all N/A

Canada only 69

Non Resident Canadian Province N/A

Own Province N/A

U.S. Mainland 25

Offshore U.S. Including N/A
Alaska and Hawaii

Europe N/A

Caribbean N/A

Other N/A

1979

8

14

22

7

15

1

66

62

33

39

26

16

5

3

3

1980

8

14

24

15

14

1

67

62

32

40

26

16

5

3

3

(1)

1981

7

14

22

16

15

2

68

64

30

40

25

14

6

2

3

(1) Do not add because of multiple areas visited

(2) Estimated

-.—.—-. . ... . . .
..—4
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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 2X% 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 U 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..-
. v is i t ing  either the Yukon or  the Nor thwest  Terr i tor ies . 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

though there

interested is

territories,

from actually visiting the Yukon and all territories even

is strong interest (the ratio of very likely to very

the highest, 42%, of any destination). In the case of the

it m i g h t  b e  c o s t  b u t  p r o p e r  i n f o r m a t i o n  a n d  a d e q u a t e

facilities might just as easily be the explanation.

Geographic Differences in Vacation Travel

Within Canada, residents of British Columbia are

to travel than are residents of other provinces.

Columbia residents took a vacation trip, 55% of

traditionally more likely

In 1981, 70% of British

the residents of Ontario

took a vacation holiday. The latter reflects the national average. See

Tables Dl, D2 and D3.

TABLE D1

INCIDENCE OF VACATION TRAVEL BY CANADIANS

(%)

1971 1979 1980 1981

Total AduJts 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

.’:



I
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

Province of
Origin

Total

Newfoundland

Prince Edward Island

Nova Scotia

New Brunswick

Quebec

Ontario

Manitoba

Saskatchewan

Alberta

British Columbia

.

While Quebec does

percentage of these

identical number of

Total Person Trips Within Own
(Vacation & Business) Province

( 0 0 0 ’ s ) ( 0 0 0 ’ s )

114 004

2 023

335

4 580

2 865

27 013

40 523

4 970

6 843

14 085

9 704

95 538

1 809

164

3 798

2 105

23 353

31 750

4 756

5 466

10 973

8 364

In Other
Parts of

Canada

(000’s)

13 290

122

157

595

713

2 418

3 502

1 163

1 134

2 413

1 073

p r o d u c e  a  l a r g e  n u m b e r  o f  p e r s o n  t r i p s ,  a  l a r g e r

are within Quebec, so that Alberta produces an almost

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 use of the car for vacation trips has continued to show an overall..-
d e c l i n e  while p lane t rave l  has increased desp i te  recent  la rge airline

t icket  pr ice  increases. In 1981 31X of vacation trips by Canadians used

airplane travel. Table E.

Car

Plane

Tra in

Bus

Other

TABLE E

MAIN MODE OF VACATION TRANSPORTATION BY CANADIANS

1966

73

10
8

7

2

1973 1979

64 54

24 32

3 4

6 8

3 2

1980

59

30

3

6

2

1981

55

31

4

7

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

% of Total
Public Carrier
Trips ~

340 000 814 000 895 000 870 000 879 000 860 000

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 is 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

Atlantic Canada

Quebec

Ontario

Prairies

British Columbia

Yukon/Northwest Territories

U.S. Mainland

Offshore

1979/80

11

19

29

36

25

4

29

8

1981

9

29

38

15

10

19

12

3

-. It is also  in terest ing  to  note  that  just  12  percent  o f  tours  v is i ted  both

the  U.S. and Canada compared to 29 percent in prev ious years. The

relative weaknesses of the Canadian dollar partially explains this fall off

i n  U . S .  p a c k a g e  t o u r  b u s i n e s s  f r o m  C a n a d a .

A  package  t o u r  i n v o l v e s  o n  a v e r a g e  1 0  n i g h t s  a w a y  from h o m e  ( d o w n  f r o m

p r e v i o u s  y e a r s )  w i t h  2 9 %  o f  t h e  p a c k a g e  t o u r s  o c c u r r i n g  i n  t h e  A p r i l  -  J u n e

p e r i o d  a n d  4 1 %  i n  t h e  J u l y  a n d  A u g u s t  s u m m e r

t o u r s  u s e d  t h e  s e r v i c e s  o f  a  t r a v e l  a g e n t .

p a c k a g e  t o u r s

o t h e r  e x t r e m e

S e e  T a b l e  H .

involved a party size of one or

season. Some 60% of package

More than half (53%) of the

two individuals while at the

30% of the tours involved a party of 6 or more individuals.



Areas Visited

Canada

U.S. Ma’inland

Off shore

TABLE I

PERCENT AMONG VACATION TRIPS USING TRAVEL AGENTS

1978 1979

31 33

34 40

46 37

1980

36

34

42

1981

38

35

32

Reasons for Travel by Canadians

The main reason for travel remains visiting friends or relatives; 48% i n

1981. Spending time in 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

Visit Friends or Relatives

Spend Time at Vacation Spot

City Sightseeing

Rural Sightseeing

Fishing, Boating & Other
Outdoor Water-Related Activit ies

Camping and Tenting

Shopping

To Stay at Owned Vacation Property

Attend Festivals,  Sports etc.

Combined Business  & Pleasure

Other

1978

%

45

19

11

9

12

8

5

4

3

5

2

1979

%

48

31

19

16

14

8

8

3

6

7

9

1980

%

46

29

17

13

11

7

8

3

7

8

8

1981

%

48

29

19

15

15

9

10
3

8

9

12

. . . ..
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Canadians have not increased the average l e n g t h  o f  their trips

signif icantly 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 miles or ‘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  accommodat ion while on a vacation trip c o m m e r c i a l

accommodation accounts for about 45% while campsites account for 18%.

See Table K.

TABLE K

Type of Accommodation

Private Homes/Friends

Relatives

Commercial Motel

Hotel
-.

Resort/Lodge

Camping/Trailering

Government Sites

Commercial

CottaQes

Other

MODE OF ACCOMMODATION

1979 1980 1981

18 17 16

37 36 36

21 17 20

14 14 15

4 3 4

10

7

12

6

10

8

12

6

10

8

14

6

Socio-Economic Analysis of Vacation Travelers

Histor ica l ly  those wi th  a  univers i ty  educat ion,  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
.

Place of Residence

Urban
Rural

@

18-29
30-39
40-49
50+

Education

Public School
High School
Technical
University

Occupation (Head)

White Collar
Skilled Labour
Farmer
Retired

-. Other

Sex

Male
Female

1966 1971 1976 1981
% % % % ’

Vacation Traveller Market Segments

52 58 59 58
34 43 43 46

44 57 55 55
49 56 60 62
46 57 57 58
40 49 53 51

39 41 38
56 57 56
65 63 62
70 74 68

The Travel Industry Association

whereby the Canadian traveller was

66 68 67
56 58 56
35 36 53
42 46 46
45 48 46

52 55 52
57 57 59

of Canada recently completed a study

broken down into 4 main market segments:

o Sun Lover

o Security Conscious

o Action Seeker

o Off the Beaten Track
.“:
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The major descriptions of each of these 4 market segments and their

relative size are described below:

Sun Lover (20% of the Vacation Travelers)

o Warm weather holidays particularly seaside destinations.

o 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)

o This group prefers

especially where there

o Strong preference for

Canada and plan their I

a  familiar d e s t i n a t i o n ,  o n e  v i s i t e d  b e f o r e

are  f r iends or  re la t ives .

peace and quiet; usually holidays are taken in

holidays well in advance.

Action Seeker (30% of the Market)

o Preference for big cities or major resorts rather than out of the way

or smaller resorts.

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

r e c r e a t i o n .

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

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

o Outdoor recreational activity is a significant interest and this group

is relatively loyal to Canada.

.’,

—
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TABLE M

MARKET SEGMENTS - VACATION TRAVELLERS

..-
Sun Security Action

Lover Conscious Seeker

% % %

.
Off the

Beaten Track

%

Vacationed in 1980

Yes 64 53 47 62

Where 100% 100% 100% 100%

Canada
U s .
Elsewhere

64 80 65
46 25 47
16 9 17

77
31
16

Trip Purpose

33 67 43VFR
Vacation Spot
Urban Sightseeing
Outdoor Activity
Camping
Other

46
27
18
16
9

25

43 15 29
18 11 23
12 6 6
7 5 6

24 25 27

PERCENT OF AOULTS

Sun Security
Lover Conscious

Action
Seeker

Off the
Beaten Track

%

22)
11)
13)
16)
16)
21)

48
52

%

19) 36
17)
18) 36
18)
14) 28
14)

50
50

% %

/&e

18-24
25-29
30-39 -

40-49
59-59
60+

25) 37
12)

13)
8)

14)
17)
17)
30)

21

31

47

33

29

37

29) 45

16)
10) 17
17)

Sex

Male
Female

55
45

48
52



PERCENT OF AIIULTS

(Continued)

Sun Securi ty Action Off the
Lover Conscious Seeker Beaten Track

% % % %

Occupation

White  Col lar
Sk i l led Labour
Unski l led Labour
Farmer
Retired
Other

Education

Public School
High School
Technical
Univers i ty

Family Income

Under $10 000
$10 000-$14 999
$15 000-$19 999
$20 000-$24 999
$25 000-$29 999
$30 000 +

41
30
12
4
6
8

10
49
17
23

11
12
17
15
11
32

22 30 37
28 25 30
11 9 7
5 6 7

18 13 9
16 16 10

35 21 12
45 49 50
9 14 17

10 14 21

24
18
21
12
7

16

22 13
15 14
16 19
12 15
13 13
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

Age 18-24
25-29
30-39
40-49
50-59
60 +

Family Income

Less than $10 000
$10 000 to $14 999
$15 000 to $19 999
$20 000 to $24 999
$25 000 to $29 999-.
$30 000 +

Vacation with
Outdoor Activity

%

55
50
49
43
31
19

23
41
44
47
45
50

New Unfamiliar
Destinations

%

30
29
26
21
18
12

18
27
21
27
21
23

From the above summary, a tr ip to NWT is m o r e  l i k e l y  t o  b e  o f  i n t e r e s t  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 19701s wi tnessed changing t rends in t rave l  between Canada and the

United States. Up to 1973, there was a steady increase in the

v i s i t o r s  f r o m  b o t h  sides of  the  border . At that time, C a n a d a

vis i tor  surp lus  in  1973. The number of United States visitors

was 6.4 million greater than the number of Canadian visitors to

States. However, a  g a s o l i n e  s h o r t a g e  situation in the United

n u m b e r  o f

e n j o y e d  a

t o  C a n a d a

t h e  U n i t e d

S t a t e s  i n

1974 resulted in a drop in 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, a n d  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-.
and the United  States. The

United States decl ined from

and 34.4 million in 1979 -

drop of 3.5 million or  9 .3%

been a turning point in travel between Canada

number of Canadian visitors returning from the

37.9 million in 1977 to 37.3 million in 1978

the smallest number recorded since 1975 and a

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.  l%) between 1975 and 1977. These new trends considerably reduced

C a n a d a ’ s  visitor deficit in 1979 to  3 .2  mi l l ion,  compared with 5.7 million

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  re la t ive ly  more  a t t ract ive  dest inat ion

than the  United States  for  both  Canadian and Uni ted  States  res idents .
. . .

— . . . . . .
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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 in certain areas of the United States; and the .

introduction of discount fares and charter flights for air travel within

Canada.

The decline 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 rise in percentage of visitation 0.4% in 1973 to

1.I.% 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 Illinois); New

England, the Pacific coast states and the West North Central states

(Minnesota, North and South Dakota, Nebraska, Iowa, 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

dramatically. In 1979, f o r  t h e  first time, their

mi l l ion , representing an increase of 17.5% over

The 1979 increase was the largest recorded in

that of 1976 (18.8%) when the city of Montreal

The increases in the number of overseas visitors

could be “

d o l l a r  i n

increases

expensive

to Canada increased

number exceeded two

1978 and 41.4% since 1977.

the 70’s, surpassing even

hosted the Olympic Games.

t.o Canada in 1978 and 1979

the price of the Canadianargely a t t r i b u t e d  t o  t h e  d e c l i n e  i n

t e r m s  o f  m a n y  f o r e i g n  c u r r e n c i e s  a n d  l o w e r  levels of price

in Canada. This helped to make this country one of the least

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 Austra l ia  (116%) . R e l a t i v e  t o  their t o t a l

populations, the overseas countries which provide the largest proportions

of visitors to Canada were Israel (13.3 per 1 000 population), Jamaica

(12. O), the United Kingdom (9. 2), Switzerland (7. 9) and Netherlands (7. 3).

. . .
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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

visitors.

the third

to Canada

of t r a v e l  b y  o v e r s e a s  v i s i t o r s  c l o s e l y  p a r a l l e l s  t h a t  o f  U . S .

Approx imate ly  ha l f  o f  the  overseas  v i s i to rs  come to  Canada  in

q u a r t e r  J u l y  - September while one quarter of the visitors come

during the second quarter April - June. This trend has increased

only marginally

Toronto is the

charter flights

since 1973.

most popular  inbound Canadian City, at least as far as

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). Of 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. A b o u t  o n e  o v e r s e a s  v i s i t o r  in seven fe l l  in to  this

category in 1979. See Table R.

.’.
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II - 27

I!!!x4!
( C o n t i n u e d )

AREA OF RESIDENCE

Germany
U n i t e d ( F e d e r a l O t h e r T o t a l

P r o v i n c e  o f  v i s i t  a n d  y e a r Kingdom R e p u b l i c ) F r a n c e Europe Europe Asia Ott
V i s i t s

Ontario

1979 ,1 043 100 2 9 11 4 21 66
1978 887 100 30 11 4 22 67

819 100 31 11 4 68
565 100 33 10 3 :; 67

15
14
14
13
11
11
8

1977
1976
1975
1974
1973

flanitoba

1979
1978
1977
1976
1975
1974
1973

Saskatchewan

1979
1978
1977
1976
1975
1974
1973

563
519
462

100
100
100

35
37
41

9
8
9

2
2
2

22
23
21

68
70
73

74
71
72
81
81
75
73

10
11
10

9
6
5

13

67
43
38

;;
19
13

100
100
100
100
100
100
100

39
30
27
48
44
41
37

;;
19

7
12
13
11

3 19
18
22
21
23
18
22

2
4
5
2
3
3

78
66
69
75
78
85
81

9
15
15

1:
1!
1(
2A
1:
1:
1:

31
20
22
10
10

9
7

100
100
100
100
100
100
100

45
34
29
45
47
49
46

8
13
18
8
5

i;

4 2 1
1 72

2
3

20
19
21
23
22

1
105

2
2

4
8
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F o r  a l l o f  t h e  t e r r i t o r i e s , t h e  e s t i m a t e d  d i s t r i b u t i o n  o f  visitor

expenditures by business/pleasure and summer/winter is quite significant.

Almost three quarters of the pleasure visitors  visit the territories in the
..-

summer period, while the business travelers do most of their visiting on

the non-summer months. Ove ra l l  abou t  2 /3  o f  t he  v i s i t o r s  a re  in t h e

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

Other Western Canada

Ontario

Quebec

Other Eastern Canada

U.S. West Coast

Other Western U.S.

Eastern U.S.
-. Southern U.S.

Germany

Other International

TOTAL

%

27

18

14

3

2 65% Canada——
6

8

11

2 27% U.S.——
5

3 8%——

100% I n t e r n a t i o n a l

The activities that visitors participated in while in the NWT was varied

although over half  of the visitors par t ic ipated in each of;  shopping f o r

crafts, camping, and fishing.

.“:



Activity ‘ %

Business

Visit Friends/Relatives

Shopping for Crafts

Festivals, Local Events

Museum, Historic Sites

Nature Study

Hiking, Backpacking

Camping

Fishing

Hunting

Swimming

Canoeing

Power Boating

Other

Note: I n  t h i s  q u e s t i o n , m u l t i p l e  r e s p o n s e s

indicate the level of participation

25

27

53

8

41

34

20

51

51

2

17

10

7

12

were possible. Percentages

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

relatively minor.

nfluence of friends or residents of NWT was

.

. . . .



Promoted By %

.
NWT Resident

Friend Vis i ted

Travel Agent

Art icle, Advert isement

Business

Personal Interest

Travel Brochures

Previous Visit

Other

TOTAL

12

6
k

9

23

28

5

8

9

100%

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

v is i tors  to  the  ter r i tor ies  were  re la t ive ly  a f f luent .

Household Annual Income

income

-.
U n d e r  $ 1 0  0 0 0

$ 1 0  0 0 0 - $ 1 9  0 0 0

$ 2 0  0 0 0 - $ 2 9  0 0 0

$30 000-$39 000

$40 000-$49 000

$50 000 w more

TOTAL

Average

%

8

19

27

18

10

18

100%

$31 000

While o t h e r  NWT v i s i t o r  p r o f i l e  d a t a  w a s  c o l l e c t e d  t h e  i n f o r m a t i o n  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

A i r

O t h e r

69% 65% 6X% 67% 69% 68% 71%

19% 21% 23% 22% 22% 27% 24%

12% 14% 16% 1X% 9% 5% 5%

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

1980, very l i t t le change occurred in overall  volume.

S o m e  5 9 % - o f  a l l  t r a v e l e r s  v i s i t  t h e  Y u k o n  i n  t h e  J u l y  -  S e p t e m b e r  q u a r t e r

w i t h  t h e  s e c o n d  q u a r t e r  ( A p r i l -  J a n u a r y )  p r o v i d i n g  2 6 %  o f  t h e  t o t a l  n u m b e r

o f  t o u r i s t s . 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:

. . . .
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Seasonality of Air Visitors t o  Y u k o n

First Quarter 21.%

Second Quarter 26% ‘

Third Quarter 36%

Fourth Quarter 18%

The Visitor Information Centre Surveys found that Canadian visitors to the

Yukon have steadily 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 traff ic, 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.

Orig in  of  V is i tors

Percentage share from Yukon Visitor Information Centres Survey

1975 1981

Canada 20% 28%

U s . 77% 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 for only 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.

.’>
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British Columbia

Alberta

Saskatchewan/Manitoba

Ontario

Quebec

Atlantic Canada

NWT

Yukon

% SHARE OF CANADIAN VISITORS 1981

(Yukon Visitor Information Centre)

%

28

27

14

20

3

2

2

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 t h e  U . S .  v i s i t o r s , the Pacific States provide 26% of Yukon visitation

from the U.S.

% Share of U.S. Visitors

Pacific

East North Central

West North Central.
South Atlantic

Mountain Region

West South Central

Alaska

Mid Atlantic

East South Central

New England

26%

15%

10%

10%

9%

9%

8%

7%

3%

3%

100%

. . .
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Of the  overseas v is i tors ,  Germany fo l lowed by  Swi tzer land and Austra l ia

account for the majority of visitors.

Germany

Switzerland

Aust ra l ia

United  Kingdom

Netherlands

France

New Zealand

Sweden

Austria

Japan

Other

These proport”

.. .

% Share of Visitors From Overseas

43%

13%

12%

7%

4%

3%

3%

2%

2%

1%

10%

ons have been relatively constant over the perod 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 its kind, makes an attempt to quantify

the d e m a n d ,  s u p p l y  a n d  i m p a c t  r e s u l t i n g  f r o m  t r a v e l  t r a d e  ( a g g r e g a t e  d e m a n d  ,

f r o m  r e s i d e n t s a n d  n o n - r e s i d e n t s , p e r s o n s  t r a v e l i n g  o n  b u s i n e s s  a n d

p l e a s u r e )  in a l l  o f  t h e  N o r t h w e s t  T e r r i t o r i e s . C a u t i o n  i s  a d v i s e d  in t h e

use of the s t u d y  b e c a u s e  o f  p o s s i b l e  i n a d e q u a c i e s  i n  r e s p e c t  t o  c o v e r a g e

a n d  a c c u r a c y  o f  t h e  d a t a . The study identifies the District of Mackenzie

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

include the following:

o 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).

o 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 oil and

gas explorat ion 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.

o 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, ind icated that  o f  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 by ,
almost 19% from 1974 (based on a comparison of the lodges
reporting in both years).

The hotel and motel survey, with 26 respondents, contrasted
sharp~it~the  lodge survey in severa l  areas. F i r s t l y ,  t h e
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,
sample of 230, indicated
NWT, 22.% from the rest

with 10 respondents and a small guest
that 43.0% were from the USA, 33.5% from
of Canada and 1.3% from overseas.

The ~ and campground survey only included data for public
campground~n the Yellowknife area and is therefore of little
benefit to this study.

I n c l u s i v e  t o u r  o p e r a t o r s  w e r e  a l s o  s u r v e y e d . Of the 13
r e s p o n d e n t s =In 1975, they noted that they had 1 512 guests on
106  tours . Only 15 tours (110 people) were in the Eastern
Arct ic . 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 is necessary before increased tourism can be expected.

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

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

This repor t  notes that  cur rent  tour is t  appeal  o f  the NWT is very limited

with bus iness t rave lers  represent ing 80% of  the market . The pleasure

m a r k e t  is r e s t r i c t e d  p r i m a r i l y to visiting f r i e n d s  a n d  r e l a t i v e s ,

f e s t i v a l s , 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, photography buffs, 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 Auyuittuq National Park. Other

communities, such as Pond Inlet and Arctic Bay, could develop as activity

nodes similar to Pangnirtung. A large percentage of  v isi tors go to

Fret

and

vis

The

isher Bay on midnight tours while other major market groups are hikers

climbers to the National Park. The greatest number of non-resident

tors are traveling in the zone on business.

report notes that the total number of visitors to the 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

term and to devise a longer term rational

in the area as a full-fledged industry.

The repor t .  recommends that ,  based on

t o u r i s m  in t h e  NWT in t h e  s h o r t

plan for development of tourism ‘

e x i s t i n g s t a t i s t i c s , i n i t i a l

considerat ion should  be given to the following markets in descending order

o f  p r i o r i t y :

o Alberta, British Columbia and Yukon

o Saskatchewan and Manitoba

o Ontario

o USA and Great Lakes States

The report notes the following difficulties or opportunities for tourism in

the  NWT.

o high c o n s t r u c t i o n  a n d  o p e r a t i n g  c o s t s ;

o s t a t i c  m a r k e t s  f o r  h u n t i n g  a n d  f i s h i n g  l o d g e s  d u e  t o  c h a n g e s  in m a r k e t

p r e f e r e n c e s  a n d  t h e  l i m i t e d  n a t u r e  o f  t r o p h y  r e s o u r c e s ;

-. 0 increased demand for wilderness travel; and

o low growth or static markets for business travel and an increased

demand for leisure travel.



.

(actually 5%, see fo l lowing tab le)  in p l easu re  t r ave le r s  was  rea l i zed

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

MODES OF TRAVEL

Road
Air

TOTAL

ORIGIN

Canada
USA
Other

6 300 (52%)
5 800 (48%)

12 100

5 600 (46.3%)
6 400 (53.2%)

- ( .5%)

REASON FOR VISIT

Fishing Lodge 4 000
Package Tour n/a

1970

12 000 (60%)
8000 (40%)

20 000

12 200 (6X%)
7 600 (38%)

200 (19%)

4 000
n/a

1975

11 900 (56%)
9 300 (44%)

21 100

13 000 (62%)
7 450 (35%)

650 ( 3%)

4 800
1 500

1978

8700 (40%)
13 300 (60%)

22 100

14 000 (64%)
7 400 (33%)

700 ( 3%)

5 500
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

1 9 7 6 .

V i s i t o r  c h a r a c t e r i s t i c s  o f  t o u r i s t s  t o  t h e  NWT a r e  p r e s e n t e d  i n  t h e  r e p o r t

including origin, accommodation used, purpose of the trip, etc. However,

as much of the information is aggregated for all of the NWT, it is of

l imited benefi t  for the Baffin Area study since  the major i ty  o f  t rave lers

visited the western port ion of the Terri tory. (We are given to understand

from tour wholesalers that this is the result of travel cost to the eastern

port ion of the Terr i tor ies. )
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Study #8: Survey of Sport Fishing Lodges in the NWT

Department of Fisheries and Oceans, Western Region,  1981.

N o  fishing l o d g e s  in the Baffin

p r o v i d e s  v i s i t o r  p r o f i l e s  a n d  f“

and fishing resource data.

I n  a d d i t i o n , e m p l o y m e n t  a n d  o t

Region were surveyed in the report which

nancial and operating data on the lodges .

~er economic impacts result ing from the

fishing lodge industry are described. The report is useful in a general

way for estimating the cost/benefit of tourism in the Territories; aspects

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

..:
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Study #9 Pangnirtung  Visitor Survey

Pangnirtung  Tourism Study, 1981, Marshall Mackl in’ 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

o source and adequacy of pre-trip information

o accommodation preferences

o activity preferences

o visitor expectations and reactions

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

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

o

0

0

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.

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.
.

Over 29% of visitors travel led to Pangnirtung  for purposes other than

vacation - 22% for business and 7.4% to visit relatives/friends.

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.

...,
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0

0

0

As

o f

O f  t he  ac t i v i t i e s  pa r t i c i pa ted  in, photography (71.3%), sightseeing

(64.9%), and hiking (61.2%) were dominant activities.

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.

General sat is fact ion  with the trip was noted in all categories

including accommodation, food, transportation, etc.

O f  t h e  a s p e c t s  o f  t h e  t r i p  m o s t  d i s l i k e d ,  b a d  w e a t h e r  ( 8 6 . 9 % )  a n d

l itter/honey bags (85.9%) were by far

part of the Marshall Macklin  Monaghan

the most common.

s t u d y ,  i n t e r v i e w s / q u e s t i o n n a i r e s

t o u r  o p e r a t o r s  a n d  s p e c i a l i n t e r e s t  g r o u p s w e r e  u n d e r t a k e n  a n d

h i s t o r i c a l  visitor data from Auyuittuq Nat ional  Park  and data  f rom 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 f rom 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  Arct ic  t r ip  o f  w h i c h

Pangnirtung is one stop and those who come primarily to visit Auyuittiq

National Park. A third group which travels

char fishermen, predominantly Americans from

.

.’$

to the eastern Arctic are the

the eastern USA.

L,. . . . .
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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 data. \
pe r ta i n i ng  spec i f i ca l l y

o 20% of  the to ta l

to the Baffin Region reflect the following):

traffic comes from Ontario (mainly large urban

centres). This traffic is interested in the following:

cultural package

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

suppor t  f rom operators  and the media. Because of

involved, this market is particularly good for packaged

o 5 %  o f  t h e  t r a f f i c  t o  t h e  T e r r i t o r i e s  c o m e s  f r o m

primari ly for the fol lowing:

cultural encounters

outdoor recreation

outdoor experience

the distances

tours.

West Germany,

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

cost for promotion.

1) Tables  deta i l ing the  in format ion have been presented previously in
this Appendix.

.’,
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In genera l ,  therefore, the perceived market for the Baffin Region is very

limited and restricted to the following:

o Ontario package tours

fishing package

outfitter trips

o Quebec and
Special Interests -

0 West Germany

climbing

hiking

package tours

fishing camps

package tours

hunting

fishing

lodges

outfitters

It appears to be that the Non-Ontario Canadian resident market is highly

influenced by the National Park in the Baffin Region.

Notwithstanding the above, it should be recognized that the

-. Baffin Region is still significantly less broad than that

regions of the Northwest Territories. Although this could be

available facilities, it is noted that transportation costs for the area

are very high.

appeal of the

for the other

the result of

.’,



APPENDIX III

TOURISM INDUSTRY’S ATTITUDES AND REACTIONS

TO

PROPOSED TOURISM PROJEC” S IN HE BAFFIN  REGION

.

. . .
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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 fo l lowing a i r l ines, tour operators and government agencies have been

contacted:

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

Canada North Outfitting Inc.

Canadian Nature Tours

Goliger’s Tours

Viking Tours

Special Interestours

Great Canadian Travel Co. Ltd.

Society Expeditions

Horizon Tours

Ma,jestic  Tours

Lindblad  Tours

Outward Bound

Canadian Arctic Co-operatives Limited

Parks Canada

Paul  To i le t  (Hor izon af f i l ia te)

ZB & Associates Travel Co. Ltd.

Canadian Government Office  of Tourism

Quai-vvi k

Pacific Western Airlines Ltd.

Austin Airways

Peyton’s Lodge, Pangnirtung

Nordair Ltd.

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

g e n e r a l  t h e  f o l l o w i n g  c o u l d  b e  c o n c l u d e d :

.’>
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i) Opportunity for Tourism

.
All  of the groups currently opera-ting tours (and those not currently

act ive) into the Baffin Region feel that there is a large potential

for the development of tourism  opportunit ies in the area. Because of

the spec ia l na tu re  o f  t he  a rea  and  t he  spec ia l i zed  g roups  t ha t

normally tour there, it was found  t ha t  mos t operators were

knowledgeable of Inuit  culture. They appeared to be well aware of the

opportunities and constraints this culture places on organized and

scheduled tours.

i i ) c o s t

Costs of travel to the eastern Arctic are often stated as very high

and, in some cases, prohibitive. Groups feel that with limited

scheduled carriers into the area it is difficult to negotiate

affordable charter or group rates. 1)

C o s ts of h o t e l s  a n d  r e l a t e d  s e r v i c e s  a r e  o f t e n  o u t l i n e d  a s  a  m a j o r

drawback. (Cos t s  in  Frobisher  Bay are es t imated at  $150 per day for

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.

iii) Local Attitudes

It is generally acknowledged that a key factor towards the viability

o f  ~ourism  is e d u c a t i o n  o f  l o c a l  r e s i d e n t s  r e g a r d i n g  t h e  o v e r a l l

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) D i s c u s s i o n s  w i t h  Nordair a c c o u n t  e x e c u t i v e s  indicate that their
airline would be willing to negotiate with r e p u t a b l e  o p e r a t o r s . The
comments related to travel costs should, therefore, be put in
perspec~ive 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

his penetration area.

varies with the location of the operator and

However, for tours or excursions of a more

special ized nature (hunting, fishing), the origins of most ,

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, fairly 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 ) M e t h o d s  o f  P r o m o t i o n  a n d  A d v e r t i s i n g

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 north, the target groups

promotions have been carried out-.

the v e r y  s p e c i a l i z e d  n a t u r e  o f  t o u r i s m  in

c a n  b e  r e a d i l y  i d e n t i f i e d . S u c c e s s f u l

u t i l i z i n g  t h e  v a r i o u s  n a t u r a l i s t / s p e c i a l

in terest  groups or , for  fishing/hunting/spec’ial in terest  groups or ,  f o r

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

q u a l i t y  o f  f i s h i n g / h u n t i n g  f o r  a

clothing/equipment provided

flight schedules

.“.

based component

tour-oriented on these activities

.


