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BAFFIN REGION TOURISM STRATEGY

1.0 INTRODUCTION

1.1 Background to the Study

The tourism industry of the Baffin Region is at a very early

stage of development relative to other regions of the Northwest

Territories and Canada. Although the Region’s tourism resource

base is of high quality with unique characteristics that have an

inherent potential to attract a diversity of markets, the tourism

industry at present suffers from a number of deficiencies that

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

These deficiencies, including the limited number and poor quality

of eating and sleeping facilities, the ad hoc development of few

attractions, the low participation rates of native northerners, an

insufficient awareness of the requirements and expectations of a

variety of tourists, the low level of the requisite management

and technical skills, limited financial resources and, inadequately

co-ordinated policies, incentive programs and support

mechanisms, create a complex planning and development problem

necessitating the implementation of a comprehensive, co-ordinated

tourism development strategy capable of guiding the future

actions of both the public and private sectors.

As an initial step in the development and implementation of a

tourism development strategy, the Government of the Northwest

Territories, through its Department of Economic Development and

Tourism, commissioned the Baffin Regional Tourism Planning

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

for resource development and marketing and serve as an

educational tool to stimulate interest and gain the full

participation of native residents in the tourism industry.
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Objectives of the Study

As outlined in the Terms

and elaborated during

G. N.W. T. Department of

of Reference

discussions

and subsequently modified

with officials from the

Economic Development and Tourism, the

basic purpose of this study is to:

“define a strategy, a course of action for the ’80s that will

guide tourism development throughout the Baffin Region by

identifying investment opportunities for the private and

public sectors that will allow for maximum contribution to

the economic well-being of individual areas within

pre-determined social carrying capacities”.

Within the context of this basic purpose, the specific objectives

of the study are:

1.

2.

3.

4.

To develop a study/planning process that will permit and

encourage the involvement of community residents in data

gathering and analysis, in strategy formulation and in plan

preparation.

To increase the awareness of residents of the possible

benefits to be derived from tourism and the type of

demands that tourists may place upon the community

through discussions and presentations.

To identify and examine the tourism and recreational

resources of the Baffin Region in general, and each of its

communities in detail, and to describe the general and

specific opportunities and constraints to the development

and growth of the tourism industry in the Baffin Region.

To identify and describe the market potential of the

identified tourism and recreation resources.
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5. Within the context of market potentials, to isolate and

describe specific, realistic tourism development/investment

opportunities within each community and throughout the

Baffin Region.

6. To outline the general economic feasibility of various types

of development.

7. To develop/recommend specific policies, guidelines,

programs and public/private sector actions required to

realize the development/investment opportunities.

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

community which organizes and priorizes the development/

investment opportunities and associated programs or public/

private sector activities.

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

for the Baffin Region which integrates and provides a

context for the implementation of the individual community

tourism development plans.

10. To provide a synthesis of supporting and background

information to support ongoing planning activities.

.\.
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2,0 MARKETS AND MARKET ANALYSIS

2.1 Approach to Market Analysis

Because the Government of the Northwest Territories was

involved in a major market study for the entire Territories, it

was agreed that a large majority of the market analysis would

rely on review and analysis of previous work (secondary

sources).

The agreed to methodology would be comprised of:

i) Review and analyze available background market reports,

see Section 2.2

ii) Contact involved/interested government agencies to

determine availability of pertinent visitor data.

iii) Contact involved/ int~rested private sector agencies to

determine availability of pertinent visitor data.

iv) Interview selected private sector tour operators/wholesalers

and special interest groups to review their interest in

visiting proposed tourism concepts in the Baffin Region.

v) Development of market projections

developments.

Closely associated with the market analysis

financial analysis of selected developments

for specific tourism

was the economic and

(see Section 4.0). It

was agreed with the G. N .W. T. that the approach was to provide

“a market analysis”. “Marketing” for the recommended projects

i.e. , how to interest and attract visitors, while important, was a

secondary component of this study.
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2.2 Data Availability and Characteristics

Generally, studies pertaining to travel in the north provide a

disjointed picture because of the breadth of land ranging from

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

Northwest Territories, the’ Yukon and Alaska. Most of the

background studies focus either on both the Yukon and the

Northwest Territories or at best, the Northwest Territories

alone. Very few deal with travel and tourism specifically in the

Eastern Arctic, Many of the reports caution against conclusive

statements because of weaknesses in the survey design, small

sample size, or collection of data. The background studies

examined included the following.

1.

2.

3.

4.

5.

6.

7.

The Travel Industry in the Northwest Territories, 1975
—— ——

Department of Economic Development, Division of Tourism,

G. N.W. T.

Tourism Development and Marketing Strategies for the——

Northwest Territories, Intrec Group Ltd. , OutCrOP Ltd. ,

Qaivvik Ltd, May, 1980.

Northwest Territories Tourism Plan, K.W. Lawrence,

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

%!2!SY Q = m = E E ‘orthwest

Territories, Department of Fisheries and Oceans, Western

Region, 1981.

Pangnirtung Tourism = HI Marshall Macklin

Monaghan.

Northwest Territories Travel Surveys 1981-1982, Deloitte

Haskins & Sells Associates

Northwest Territories Economic Development and Tourism

- Five Year Marketing Strategy, January, 1982..—

.. . .. ..,. ,....... ...

> .*
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Yukon Tourism Industry Highlights, ~, Yukon

Department of Tourism and Economic Development.

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

Vacation Travel & Canadians, 1980-1981, Traveldata

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, distinctions have to be made in interpreting northern

tourism data to the Baffin Region circumstance. Its unique

topography, cultural and historic base as well as the use made

of accessibility (air) make applying overall northern tourism data

to Baffin unrealistic.

Summaries of the background data are presented in

Appendices 1, II and III .

Overall Tourism Trends

Based on a careful assessment of the background data and

discussions with tour wholesalers, the following are the

consultants conclusions about the potential tourism market for

Baffin Region within the context of data inadequacies.

People’s desire and possible need to take vacation holidays

seem to be recession proof. (Some 55% of Canadians took a

vacation holiday in 1981 ). What does happen is that the

holidays tend to be more national rather than international

when the economy is depressed.

The main reason for travel historically has been to visit

relatives and friends (48% of vacationers noted it as the

main reason for travel in 1981). Because of the sparse
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population in the Northwest Territories and Baffin Region in

particular, and the cultural differences between the

residents and the rest of North America and Europe, this

reason for visiting Baffin Region is largely irrelevant.

In the north of Canada, Northwest Territories and the

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

significantly even between northern locations that are

relatively close together. Of the estimated 7,000 - 7,700

visitors per year in 1981 to the Baffin Region (including

non-resident business travelers - see Appendix I I for

background), it is estimated that their origin is:

Ontario 25%

Quebec 10%

Atlantic Canada Insignificant

Western Canada 10%

Northwest Territories 15%

Sub-total Canada 60%

U.S.A. 25%

Europe 10%

Other 5%

100%

It is felt from various sources that Canadian visitors, with

the exception of Quebec residents, are becoming more

interested in visiting other regions within Canada including

the Northwest Territories.

The time of year of visitation is largely skewed towards the

summer months. The estimated proportion of visitors in

each of the four quarters is such:

First Quarter 7.5%

Second Quarter 30, 0%

Third Quarter 45. 0%

Fourth Quarter 17.5%

,.

.



---- --- -

-8-

While a profile for Baffin Region visitors could not be done,

the experience of the Pangnirtung Community Tourism

Study, the Northwest Territories Travel Surveys and the

Yukon Tourism Industry Highlights, indicate that the Baffin

Region visitors, on average, have above average incomes,

are most likely to stay in a hotel, motel or lodge, although

camping is popular. Popular activities are photography,

sightseeing, shopping for handicrafts, backpacking/hiking,

visiting historic sites/museums and hunting/fishing, and are

most likely to be adults under the age of 40.

2.4 Future Market Prospects - Market Segments

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

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

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

range will increase by 7.6% to just over 9 million people in

1992), increased reliance in Canada on domestic tourism, it is

suggested that the market areas which promotional campaigns

should firstly be directed to are within Canada, specifically

Ontario, Alberta and British Columbia. Not only do these areas

represent significant population bases, they have traditionally

shown the greatest interest in visiting the Territories. In the

case of Alberta and British Columbia, most of this interest has

been directed towards the Western Arctic and the Yukon because

of easier accessibility. It is felt that with proper tourism

facilities some of this interest can be re-directed to the Baffin

Region.

The U.S. tourism market for Canada is decreasing in absolute

number and as a relative percentage of the total tourism market

in Canada. However, it still represents a significant market in

terms of affluence and numbers. It is felt that the areas to

concentrate promotional campaigns would be initially the mid

Atlantic States (New York, New Jersey and Pennsylvannia) and

then the East North Central States (Wisconsin, Ohio, Illinois,

Michigan and” Indiana).
..

,..
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These two areas have traditionally represented over 50% (25%

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

& Sells estimated that 11% of all visitors to the Northwest

Territories come from the Eastern U.S. Even more significant,

the East North Central States is the second largest U.S. market

segment visiting the Yukon after the Pacific Region. There is

no geographic reason why some of this interest cannot be

re-directed to the Baffin Region.

Overseas tourism to Canada has been increasing rather rapidly.

The four leading countries of origin are the United Kingdom,

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

the Northwest Territories Travel Survey report and the

Pangnirtung Study, before any widespread promotional campaign

is directed to the international market it should be directed to

one selected country (Germany or the United Kingdom would be

the first choice) to determine the effectiveness and response.

There are two other important factors to be considered about

overseas visitors to Canada. Toronto is the Inbound Canadian

City of 57% of all overseas charter passengers. Also the

majority of overseas travelers 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 allow for the fact that Toronto is

the most popular point of entry. Because of the strong

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

innovative tours involving both U.S. tourism points and the

Northwest Territories would be worth exploring.

The segment of the visitors market most likely to be attracted to

the Baffin Region are the “off-the-beaten trail” type. This

market segment has been estimated to be 38% of the total

Canadian vacation market. This segment has a strong

preference for out of the way places, tends to avoid first class
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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 publication ‘Vacation Travel by Canadians’,

there is strong interest by Canadians in visiting the Northwest

Territories and the Yukon. While cost consideration may be a

factor, it is felt that poor accessibility and inadequate facilities

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

Promotional campaigns and tourism development must be directed

to overcoming these shortfalls.

The package tour market while not exhibiting much overall

growth, is a significant factor in trips to the Northwest

Territories and the Yukon. It is felt that this method of travel

will continue to grow in importance for these areas. Travel

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

of package tour users availed themselves of the services of a

travel agent). Obviously therefore, the travel agents must be

made aware of the facilities available and tour wholesalers need

to become involved early in the planning and promotion of

package tours. The vast majority of package tours (93%) do not

involve children. The! primary market segment is the 20-40 year

old childless adult.

There are also markets for two specialized market segments, 1 )

the hunter/fisherman (over 40 years of age, middle to upper

income and solely interested in hunting/fishing) and 2) the

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

interested in viewing the Arctic but still expects a degree of

comfort). Both of these market segments are likely to average

between 5 to 7 days per visit.

.:.

.,
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2.5 Development Implications; Reqional, Community

Based upon the background information collected

with wholesalers and tour operators, a number of

be drawn from the market data that have direct

the development and operation of tourist

developments throughout the Baffin Region.

To illustrate their direct relationships with

and discussions

conclusions can

implications for

attractions and

possible tourism

developments, the conclusions and implications are presented

below in terms of association with example developments.

Lake Harbour Interpretive Boat Tour

Geographic Markets .

Specialty Markets
(not necessarily
geographically centred)

Accommodation/
Facilities

Tour Activities

Broad appeal in each of these areas

Ontario, Alberta, British Columbia.

Eastern United States primarily New
York, Pennsylvania and New Jersey,
but also northeast central States like
Michigan and Illinois.

United Kingdom (because of English
language).

Universities (both faculty tours and
student tours).

Nature groups, photography clubs,
etc.

Cabin cruiser/long liner should be
comfortable but not luxurious.

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

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

Tour guide(s) must be able to speak
English and relate well to visitors.

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

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

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

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

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

Fish Camps

Broughton Island, Arctic Bay, Nottingham Island,

Geographic Specialty .
Markets

Accommodation/
Facilities

Tour Activities

Particular market segment of middle-
upper income males in Ontario/Eastern
United States (New York, Pennsyl-
vania, New Jersey, Illinois, Michigan)
and possible Germany.

Accommodation must match and compete
with other fish camps currently estab-
lished.

PI ywood tents with central mess.

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

Standard fishing boat, outboard motor
will be adequate.

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

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

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

,.
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Marketing . Could be packaged through tour whole-
saler/travel agent (all-inclusive price
including airfare) or could be individ-
ually marketed through advertisements
in fishing magazines (Field and Stream)
or in major Ontario and Eastern U .S.
Dailies such as the Toronto Globe and
Mail, New York Times, Wall Street

Lake Harbour to Frobisher Bay Snowmobile Tour

Potential Markets/ .
Marketing

..

J

Journal, Detroit Free Press, Chicago
Daily News, or at sporting shows.
(All-inclusive price for land portion,
individual arrangements for airfare).

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

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

Accommodation/Tour .

.

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

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

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

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

Food should be simply prepared.

Guides must be able to speak English
and be knowledgeable about the area
to properly conduct the tours.
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Frobisher Bay Inuit Art Trip

Geographic/Specialty . Because Canada Art including Inuit
Market Art has a limited market (really con-

fined to Canada and some U . S. col-
lectors) this market segment is rather
small but well defined.

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

Accommodation

Tour

Marketing

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

Guides must be knowledgeable about
Inuit Art and be fluent in English.

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

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

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

Because of the somewhat depressed
market for collectibles and Art of all
types due to the recession, the tim-
ing of major emphasis on this tour
might better be postponed, although
individual day trips from Frobisher Bay
could be marketed.

Frobisher Bay Toonik Tyme Tour

Geographic Markets ,

Accommodation

Ontario, Alberta and British Columbia

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

United Kingdom/Germany.

Rental accommodation in Frobisher Bay
should be clean with varied food menu
for differing tastes.

Inuit and northern specialties could be
featured as part of the Festival,

1
,.,....

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

. Information centre for the Festival
should be established.

. Fairly broad marketing campaign is
suggested.

Organized tours through travel agent/
tour wholesaler is suggested.

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

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

Summary

Based on the above market analyses, the potential for increased

tourism to the Baffin Region exists. Concentration on certain

geographic regions is essential to increase awareness of Baffin as

a tourist centre. From the analyses, Frobisher Bay as a

destination centre and departure point for other tours will

increase the need for proper accommodation and eating facilities

to be put in place and maintained in Frobisher Bay. A visitor

and tour centre, staffed by personnel knowledgeable about all

the various points of interest, needs to be established.

Working relationships between tour wholesalers, the airlines,

regional and local carriers, hotel operators and tour coordinators

will have to be improved. A tourist association involving

representatives from all these sectors and the government is one

vehicle which could accomplish better co-ordination of tourism

development and marketing in Baffin Region. An example of a

useful product from such an association would be a Baffin Region

Travel Agents (Visitor) Manual which could be widely distributed

(similar in content to the Yukon Travel Agents Manual). Listed

in the manual would be maps of the region, available package

tours, transportation information, climate, population data,

accommodation, etc.

.
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The conclusions of the market analysis is that Ontario, Alberta

and British Columbia, in that order, are the prime Canada

markets with New York, New Jersey, Penny slvannia, Michigan

and Illinois as major U.S. markets. Germany and the United

Kingdom should receive initial attention of the overseas markets.

The potential exists of combining various of the tours described

above. It is suggested, however, that initial tourism

development involve the Lake Harbour Interpretive Boat Tour,

one of the Fish Camps (Broughton Island, Arctic Bay or

Nottingham Island) and the Frobisher Bay Toonik Type Tour.

In addition, establishment of day trips from Frobisher Bay to

one of the Inuit Art cooperatives might also be established.

.
,,,

,...
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3.0 REGIONAL TOURISM STRATEGY

3.1 Definition of a Regional Tourism Development Strateqy

A regional tourism development strategy describes a course of

action in terms of broad goals and objectives to direct growth

and development in the tourism industry over a ten year

horizon. It reflects the objectives of both government and

private sector; is sufficiently broad in scope and flexible in

approach to accommodate existing conditions; is responsive to a

wide variety of short and long term markets, trends and

resource development opportunities; and is generally cognizant of

local community aspirations and initiatives.

A regional tourism development strategy is broader in scope than

a community tourism development plan, yet it reflects the

development intent of the community plans.

From a government perspective, the regional tourism development

strategy will direct territorial and federal agency funding and

programs over the next ten years by providing long term

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

sector co-ordination and assist the territorial government in

clearly enunciating government policy respecting tourism

programs.

From a private sector perspective, the tourism strategy will

provide a framework to direct and stimulate investment from the

private sector. It will define areas or programs that have

potential for tourism development and that require specific

entrepreneurial skills, and, it will specifically outline promotional

and marketing targets.

3.2 Approach to the Development of a Reqional Tourism Strategy

The major tasks completed during the entire planning project and

their relationships are depicted in Figure No. 1. This flowchart

provides a context for the actual process used to construct the

regio”nal and community tourism development strategies.

. .
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The process used for the preparation of the Tourism Strategy

for the Baffin Region began with the identification of the

primary goals and objectives which were to be met through the

Baffin Region Tourism Development Strategy. It culminated with

a description of the alternative strategies each of which satisfied

the stated objectives. A detailed discussion of the process is

presented in the Planning Process Report. Basically, the five

steps of this planning process included:

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

sed by the Baffin Region Tourism Development Strategy

The goals and objectives were derived from the Terms of

Reference guiding the preparation of this Tourism

Development Strategy, from the formal modifications made to

the Terms of Reference through subsequent

correspondence, from the conclusions reached during the

October Workshop/Seminar held in Pangnirtung, and from

discussions with senior government officials during the

course of the study.

2) Establishment of Planning Principles.

The planning principles incorporated the information

obtained through the analysis of available literature;

through original research into existing programs, into adult

education and training services and facilities, and into

market-related subjects; through the public involvement

program; and through discussions with relevant government

officials, tourism operators and private individuals. The

planning principles refine the goals and objective statements

by defining more clearly the feasibility, appropriateness and

acceptability of possible courses of action.

.
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3)

4)

Within the context of the planning principles, identification

of a process by which alternative ways of satisfying part or

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

explored.

In order to explore alternative means of satisfying part or

all of the goals and objectives established for the Strategy,

a series of questions which explored particular orientations

towards the development and management of tourism and

recreation resources were postulated. These questions were

then restated as development and management options and

expressed as important variables to form a framework for

structuring alternative strategies.

Formulation of concept alternatives and a description of their

salient characteristics and implications.

The process utilized in the formulation of alternative tourism

development strategies is a creative and iterative process.

It is based upon a sound knowledge of the management and

operating philosophies of the tourism industry in a national/

international context. This knowledge is, in turn, applied to

the specific circumstances in the Baffin Region and feasible

alternatives are generated based upon:

i) resources and competing opportunities;

ii) markets and market trends;

iii) federal, and territorial goals and objectives for tourism

as evidenced in current documentation and internal

“anticipated” policy changes;

iv) future societal trends and influences; and

v) industry, community and special interest group concerns

and expectations.

The process of combining these elements within a single

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

,.,
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compromises and trade-offs. The “best fit” strategy is

measured against other feasible alternatives, trade-offs are

made and a strategy selected.

Three alternative regional strategies were formulated prior

to the field program. Briefly described, they were:

ALTERNATIVE TOURISM DEVELOPMENT STRATEGY NO.1

Basic Intent

Alternative Strategy No. 1 focusses upon the creation of an

integrated, complementary system of sma}l/simple to large/

complex destination areas centred on or near communities of

the Baffin Region. Complementarity is achieved through

the assignment of a particular role to each community and

the development, to the defined level, of appropriate

natural, historical or cultural attractions and associated

facilities, services and programs. Integration is achieved

through the sequential timing of major events and programs

within the context of the realities of travel throughout the

Baffin Region. Together they create a system of

attractions, programs and events that

part or all by individuals or groups.

ALTERNATIVE TOURISM DEVELOPMENT

Basic Intent

can be enjoyed in

STRATEGY NO.2

The basic intent of Alternative Tourism Development

Strategy No. 2 is to select specific natural, historic and

cultural resources located throughout the Baffin Region and

to develop, package and promote them to specialty markets.

The focus will be on the creation and marketing of

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

an extended nature resulting in a trophy, product or

completed challenge.

.,

*

....



---- --- ●

.

-21-

ALTERNATIVE TOURISM DEVELOPMENT STRATEGY NO.3

Basic Intent

The basic

Strategy No.

own tourism

those plans,

intent of Alternative Tourism Development

3 is to stimulate each community to prepare its

development plan, and then in the context of

to develop financial, training, technical and

marketing support programs that would assist the community

in carrying out its plan. The primary characteristics of

the tourism industry throughout the Baffin Region would,

therefore, be determined by the complementary or

competitive decisions and actions of the communities.

5) Evaluation of the Alternative Tourism Development

Strategies and the selection of the preferred strategy.

The specific characteristics and implications of each

strategy were presented at the January 1982 planning

workshop attended by both the consultants and officials of

the Department of Economic Development and Tourism,

Government of the Northwest Territories. The discussions

resulted in the selection and modification of the preferred

preliminary regional strategy which then formed the basis

for the development of community plans during the field

program. After completion of the community plans this

preliminary regional strategy was further refined during the

June planning workshop to support and reiterate the

community plans.

The final Regional Tourism Development Strategy is

presented below in Section 3.4.

. .. . .. .. ... .,.--...,,.. ..
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3.3 Goals, Objectives and Principles

3.3.1 Goals and Objectives

The specific goals and objectives guiding the course of the

Baffin Region Tourism Planning Study have been outlined in

Section 1.2 of this report and need not be reiterated here.

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

Northwest Territories in their overall tourism development

strategy is:

II
. . .over the next five years to assist communities right

across the Northwest Territories in achieving their tourism

revenue and employment objectives. [Hence] this strategy

emphasizes the preparation of communities, their residents

and their businesses, so that they can be more active

participants in the tourism industry. From the viewpoint of

the tourist the object of the [N. w.T. ] strategy is to

provide better facilities and services but most of all to

provide more enlightening and satisfying tourism

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

Strategy. p.8).

The Baffin Region Tourism Development Strategy has been

formulated within the context of the above aim.

3.3.2 Planning Principles

Planning principles refine the goals and objectives established

for the planning effort. Derived from resource inventories and

analyses, from the community involvement program and from

discussions with specialists and government officials, they

provide definition and context which shape and guide plan

formulation. Planning principles both enlarge upon and restrict

the established goals and objectives by addressing and clarifying

issues and concerns not considered in the Terms of Reference,

and by restating the broad planning objectives in terms of the

potential and capabilities of resources specific to the study area.

.
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The following set of planning principles were used to guide the

formulation of alternative tourism strategies for the planning,

development and management of the tourism

resources of the Baffin Region.

1)

2)

3)

4)

5)

The priority that the

Territories places upon

sector issue as compared

not at issue, and will

Government of

the development

to other resource

and recreation

the Northwest

of the tourism

developments is

not restrict consideration of the

widest possible range of opportunities and developments for .

stimulating the tourism industry within the limits of social

and environmental capacities.

Tourism is to be primarily a private sector industry. The

private sector will be encouraged to take the lead in

developing viable operations with the Government involved

in the provision of support services (roads, airports,

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

short term, the Government will provide incentives to

encourage and facilitate tourism development.

The tourism industry is to operate under the free

enterprise system. In the medium to longer term,

businesses are to become self-supporting and government

funds are not to be USed to prop up failing tourist

businesses.

The long-term interests of the indigenous population is of

paramount importance and, where desired, planning,

development and management activities associated with

tourism-related developments must minimize destruction of

traditional lifestyles.

The regional tourism strategy and community development

plans must stress Inuit control over the rapidity, scale and

direction of tourism-related developments throughout the

Baffin Region.

.
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6) All aspects of the regional tourism strategy and the

community tourism development plans must be geared, where

appropriate or desired, towards enhancing the capabilities

of the Inuit people to develop and manage tourism facilities,

services and programs.

7) Community-based tourism is considered to be the most

appropriate form of tourism for this northern environment.

Activities and developments that are centred in the region’s

communities ensure maximum economic and social benefits to

community residents.

8) Except where otherwise decreed by the residents of

respective communities, the strategy and plans should

emphasize the identification and development of

non-extractive, non-consumptive attractions or opportunities

so as to minimize competition with the harvesting activities

of the Inuit people.

9) Throughout the planning program, the residents of each

community are to be provided with sufficient information to

allow them to make informed and educated decisions as to

the type, level and priority of tourism-related developments

within or adjacent to the community. The regional tourism

development strategy is to be the policy and program

framework that will foster and guide the implementation of

the decisions made by each community.

10) Preservation of the unique, fragile and other significant

natural, historic, or archaeological resources of the study

areas will be emphasized. Their development for tourism

and recreation will only be recommended insofar as this

development is compatible with the preservation

requirements.

11) Existing tourism and recreation developments are not

considered as immutable or permanent during this planning

process. Their retention, modification or removal will be

1
f. ,,
I
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recommended if that action is deemed necessary to ensure

the achievement of optimum development and use levels of

the study area’s tourism resources.

12) It is recognized that the development of the Region’s

natural resources will continue under the direction of both

DIAND and the G. N.W. T. It is the premise here, that the

resources of the study area will be developed and managed

through an integ rated resource management plan and

program of which the Baffin Region Tourism Development

Strategy and Community Tourism Development Plans will

form an important part.

13) In the preparation of concept alternatives, the level of

financial resources required to implement proposals and

programs will not be a major factor in the initial selection

and consideration of tourism development proposals. Once

the preferred concept/alternative has been identified, the

required financial resources and economic feasibility will be

determined.

14) The Government of the Northwest Territories will discourage

ad hoc tourism developments and will evaluate development

proposals on their congruency with the regional tourism

development strategy and the respective community

development plan.

15) The present training and skill levels of the Inuit, as

associated with the planning, development and management

of tourism facilities and services, are to be taken into

account during the identification and recommendation of

tourism development opportunities. The intent is to develop

and recommend a phased development and implementation

program that reflects and is integrated with the growth of

Inuit capabilities.
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16) The orientation of the strategies and plans will be more

resource-oriented than market-oriented. The characteristics

of the natural, cultural and historic resources located

throughout the Region will dictate, to a large extent, the

market segments or specialty markets to be attracted to the

Baffin Region.

17) The regional tourism development strategy will recognize the

tourism attractions, services and programs off ered

throughout the adjacent regions, and will strive to integrate

its development and program proposals with those of other

regions. However, the consideration of possible options for

tourism development throughout the Baffin Region will not

be restricted by those existing in, or proposed for other

regions.

18) The tourism development strategy and community tourism

development plans will be based upon the premise that

associated marketing and promotion programs will strive to

inform/educate the prospective tourists about the real

characteristics of the region’s growing tourism industry and

its facilities and services, and will build a level of

expectation that is in conformity with reality.

19) The Regional Tourism Development Strategy must strive to

optimize the economic return of tourism to the Inuit of the

Baffin Region yet will provide opportunities for all

interested residents of the Region to participate in the

tourism industry.

20) The priority for the allocation of resources will be to those

communities which are interested in being involved in the

industry and which have a positive future potential for

growth.

The alternative tourism development strategies (briefly described

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

. ... .. .,
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I

selection and modification of the preferred Regional Tourism

Development Strategy and the preparation of the Community

Development Plans occurred within the framework established by

the Planning Principles.

3.4 Regional Tourism Development Strategy

3.4.1 Introduction

In the past, the development of the tourism industry in the

Baffin Region has been somewhat limited. Although, as the

results of the tourism planning study have indicated, tourism

resource opportunities are plentiful, not much as been developed

throughout the region in terms of either attractions, events,

services or facilities. Growth in tourism has been hindered by

three basic factors: distance and travel costs from major

markets; lack of awareness of the Baffin Region as a travel

destination; and the inability of the tourism industry to meet the

needs and requirements of the markets. Tourism development

has taken place on an ad hoc basis. Co-ordination of tourism

developments and programs within and between the public and

private sectors has been difficult to maintain, resulting in a

fragmented product that is not responsive to market changes

anticipated in the 1980’s and 1990’s. As indicated by its

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

the Government is acknowledging tourism as a viable industry

and is beginning to provide strong leadership in the planning,

program preparation and organized development of the industry.

The preparation of a Tourism Development Strategy and its

associated Community Tourism Development Plans is a key plank

in its support program for the tourism industry.

The Baffin Regional Tourism Strategy is very broad in scope,

recognizing the “tourism industry’s evolutionary process, and the

fact that presently the region is underdeveloped as far as

tourism infrastructure is concerned. The strategy is flexible in

order to accommodate the existing concerns and developments,

-. .*
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3.4.2

and to respond to changes in community tourism development

plans. In this way it is a reiterative strategy, in that it

repeats the community tourism plans, yet accommodates the

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

and long term market requirements and resource and

infrastructure development opportunities that will evolve as the

tourism industry develops. The Baffin Regional Strategy

provides an overall direction for a 10-year planning horizon.

Specific direction is being expressed for the first one to five

years through the Community Tourism Plans.

The Baffin Regional Tourism Strategy, therefore, is a statement

Of integrated goals that initially formed a framework for the

development of individual Community Tourism Plans. It was then

modified to reiterate the direction for tourism development that

was expressed in these individual plans. This strategy

represents a means through which tourism industry growth can

respond in an organized way to market requirements, changes in

the industry, and local community aspirations and initiatives.

A Tourism Development Strategy for the Baffin Region

The main emphasis of the

Baffin Region is:

To stimulate the

Tourism Development 5[ra Legy for the

develo~ment of ~redominantlv
non-consumptive, community -cent red tourism in bn
integrated network of tourism destination areas and
destination communities that are linked together by air
transportation corridors or boat tours. Development ot
tourism facilities, attractions and programs will take
place along specific themes that will attempt :0 retlect
the natural, cultural, and historic resources and
lifestyles of the region. These will aim to attract
specific specialty markets to provide structured,
programmed opportunities that can be packaged for
small group visitation. The bulk of the tourism
development will- be initiated by the public sector and
managed and operated by the private sector. The
individual community’s decision regarding tourism
development will ultimately decide the type and extent
of tourism development that will take place in that
community. ,

.:-w
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More specifically, the primary characteristics of the proposed

Tourism Development Strategy for the Baffin Region include:

1)

2)

3)

4)

Single/Multiple Destinations

The strategy is based upon the development of a hierarchy

of tourism destination areas, attractions and facilities. This

hierarchy defines the role that each community will play in

the Region and outlines the level, type and quality of

facilities, services and programs to be developed in or near

each community to serve the tourism industry. The role

envisioned for each community is described in the following

sections of the report.

Community/Land Focus

Emphasis is placed by the Strategy upon the development of

specific tourism attractions in or near the community but

the degree to which that aim is realized is dependent upon

the location and nature of the resources developed to create

the attraction. It is mandatory, however, that tourism

activities will be co-ordinated out of the community even

though the primary focus may be on land or water-based

resources. The primary service facilities will therefore be

located in the community in so far as that is possible

without affecting the viability of the tourism development.

Cultural/Natural/Historic Resource-based Tourism

All resources will be evaluated as to their potential for

creating specific, high quality tourist attractions. The

level and diversity of development

the role assigned to that community.

Resource Preservation/Development

The natural, historical and cultural

potential will influence

resources located in or

near the community will be developed/used to the degree

necessary to create a high quality experience. Wherever

.
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possible, development will be in the context of uniqueness,

fragility or the significance

incorporate measures for

characteristics or qualities.

of the resources and will

protecting the significant

Resource Consumption /Non-Consumption

Unless otherwise dictated by the community, the tourism

attractions, facilities, events and programs will stress

resource non-consumptive forms of tourist activities. The

tourist will “learn, observe, and experience” but will not be

able to participate in resource consumptive (fishing,

hunting) activities that may compete with the subsistence

activities of the local population.

this general orientation towards

will be community directed and

fishing and hunting excursions.

Authenticity/Simulation

Authenticity of experience is the

The basic exception to

non-consumptive tourism

controlled trophy sport

hallmark of this strategy

and the primary tourism activities will be centred around

existing cultural, natural or historical resources.

Incorporation of Existing Developments

Existing tourism attractions and developments will be

incorporated in the strategy and the community-based

developments to the degree appropriate. Incompatible

developments competing with the more appropriate attraction

will no longer receive support.

Structured/Unstructured Tourism

The strategy focusses on a substantial structuring of

primary tourism activities with each element of the

experience co-ordinated and organized to ensure that the
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9)

10)

11)

12)

tourist receives a high quality experience or product. It is,

therefore, expected that the major attractions/events for

which the community becomes known will be highly

structured, but that associated peripheral tourism resources

can be enjoyed when one so wishes.

Market/Resource Orientation

The availability of the resources will dictate the character

of the tourist attraction. Level of development and linkages

between developments will be influenced by the

requirements of the specific specialty market to be

attracted.

Broad Range/Selected Markets

The strategy is aimed at the attraction

and promoted target market segments.

Individual/Group/Package Travel

The tourism attractions/experiences

strategy are designed to accommodate

of carefully selected

envisioned by

small groups.

the

The

entire experience from initiation to completion is “packaged”

to ensure high quality, desired results.

Seasonal/Year-Round Tourism

The nature of the specific attraction will determine the

season during which it is carried out. Strong efforts will

be made to make tourism activity opportunities available

throughout the entire year. It is expected, however, that

most tourism will occur during the spring and summer

months.

....
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13)

14)

15)

Short/Extended Stay

Because of the packaged nature of tourism attractions, it is

envisioned that full participation in the offered experience

will require an extended stay by the tourist in the region

(week plus).

Price Sensitivity

All attempts will be made to keep the prices charged for

any “package” as low as possible without sacrificing quality

of experience. It is expected that the marketing potential

of the proposed tourism attraction/experience package will

be determined more by the nature and quality of the

experience than by the costs incurred in enjoying that

experience. It is also assumed that marketing programs will

inform the prospective tourist of the realities of travel in

the Baffin Region so that an appropriate level of

4
expectation is augm nted in the prospective tourist.

I
Recognition /Non-recognition of Traditional Lifestyles

Although all of the tourism -reiated developments and

programs will be carefully designed to recognize,

incorporate and minimize impact

lifestyles of the residents,

community -centred tourism, the

non-consumptive activities and the

upon the traditional

the emphasis upon

focus upon resource

requirements for local

management, operation and control will most certainly have

an impact upon traditional lifestyles. Only where

tourism activity is based upon a continuation of

traditional lifestyles will the impact be minimal . Even

latter’s success and feasibility wilt depend upon

possibility of the harmonious blending of tradition with

requirements of the tourism.

the

the

the

the

the

. .
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16) New/Traditional Skills

A mixture of traditional and new Skills will be required to

develop/manage and operate the tohrism industry of each

community. The particular mix d} ~baditional and new skills

required will be dependent upoil the type of tourism

facilities, programs and services deVeloped in or near each

community.

17) Public/Private Management and Operation

I t is envisioned that the major attraction s/events/programs

in each of the communities will be controlled by the

community council and either run by the council itself

through its “tourism subcommittee”, by the Co-op, or by

private entrepreneurs through concession arrangements.

Private entrepreneurs will be encouraged to establish and

operate specific tourist attractions within a context of

policies and guidelines established by the community council

and the government.

18) Imported/Local Management and Operation

In the long-term, it is expected that all tourism attractions,

facilities, programs and services will be managed and

operated by the residents of the community either through

the community council or by the private sector. The

required capabilities and skills will be transferred to the

residents through appropriate Ilhands-onti training programs

established by the G. N. W.T. Temporary managers/advisors

may have to be hired by the community during the initial

stages of the tourism development program to ensure that

the tourism industry is well managed until such time as the

residents are-ready to take over complete control.
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19) Public/Private Sector Funding

The characteristics of the individual

development will determine the level of

attraction ot-

public funding

support. It is the intent of this strategy to stimulate

private sector investments wherever possible with the public

sector providing technical and financial assistance for the

upgrading of community infrastructure, the development of

accommodation and eating facilities and their initial

operation, for the development and operation of training

facilities and program and for the provision of special

grants to stimulate the development of attractions.

The above characteristics describe the basic direction and intent

of the Tourism Development Strategy for the Baffin Region. The

developments proposed for each community represent the building

blocks through which the Strategy is realized. Together they

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

must be addressed to fulfill the potential for the growth and

development of the tourism industry of the Baffin Region.

3.4.3 Role of each Community within the
Hierarchy of Tourism Developments

The Baffin Region Tourism Development Strategy is essentially

community focussed. To ensure an optimum realization of the

tourism attraction potential of each community within a

co-ordinated integrated system, each community has been

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

carries with it a prescribed level of tourism development and was

determined only after a careful analysis of its resources, its

location, its internal and external linkages, it immediate and

long-term potential and the aspirations of its residents. This

role is characterized by the following headings and definitions.

,.
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REGIONAL SERVICE CENTRE

1. Definition

A community offering a full range of services to the

tourist, including a variety of the types and qualities of

accommodation facilities, food , beverage, and night

entertainment facilities, grocery, and other retail facilities,

airline charter services, banking facilities, a regional

tourism information centre and other related facilities.

2. Communities Assigned this Role

a) Frobisher Bay

REGIONAL GATEWAY

1. Definition

A community where international or domestic visitors

commence their visit to the Baffin Region. Such a gateway

offers a full service airport with scheduled air access to

numerous communities within the Baffin Region.

Furthermore, it may offer a considerable range of tourism

services and accommodation.

2. Communities Assigned this Role

a) Frobisher Bay

b) Resolute Bay

. . .. .
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tourism opportunities. A

enough to allow visitors

their vacation trip in

community offers many

activities, and events to

limited variety.

DESTINATION AREA

1. Definition

A distinct community -centred geographic area containing one

or more attractions and tourism opportunities reflecting,

through developments or programs, one or more of the

area’s dominant historical or natural themes. Visitors could

spend a major part or all of their vacation trip in this

destination area. Major tourism opportunities are accessible

from the central community upon which they are dependent

for their services and facilities.

2. Communities Assiqned this Role

a) Grise Fjord

b) Pond Inlet

c) Arctic Bay

d) Pangnirtung

e) Lake Harbour

DESTINATION COMMUNITY

1. Definition

A destination community is a community containing one or

more attractions and tourism opportunities reflecting,

through developments or programs, one or more of the

community’s dominant themes. It differs from a destination

area in that its basis is community oriented tourism

opportunities rather than predominantly area dispersed

destination community is attractive

to spend a major part or all of

this community. A destination

services, facilities, attractions,

the tourist, but with a somewhat
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2. Communities Assigned this Role

a) Igloolik

b) Cape Dorset

STOPOVER COMMUNITY

1. Definition

A community offering a range of day-use facilities and

services available on a structured, programmed basis.

These opportunities and attractions would be limited in

extent or diversity and would be complementary to the more

abundant opportunities and/or capabilities provided in a

neighboring community.

A stopover community would be integrated into part of a

tour package, as a short term

communities rely on the fact that

flight line to a Destination Area or

stopover. Often these

they are located on the

Community.

2. Communities Assigned this Role

a) Hall Beach

OUTFITTING CENTRE

1. Definition

A place the primary purpose of which is to offer a

particular service to the tourist by providing equipment,

information, guides, transportation and other goods and

services that are required by the tourist before leaving the

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

jumping off point that is dependent upon the surrounding

area to provide structured, programmed opportunities for

the tourist. It has a basic level of services and is

accessible by a full service airport.

.,, ... ..
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2. Communities Assigned this Role

a) Resolute Bay

b) Clyde River

c) Broughton Island

d) Sanikiluaq

The classification and relationship of the communities are

illustrated on Map No. 2. The developments proposed for each

community are summarized in Figure No. 2. Specifically these

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

and development intent and describe the development and

program proposals. More detailed information regarding the

above is available in individual Community Tourism Development

Plans prepared for each community.

Role classifications ascribe distinct activities and characteristics

to groups of communities. To further reduce competition

between the various communities for similar market segments,

each community has also been assigned a development theme or

orientation that reflect and emphasize the potential of natural,

historical and/or cultural

detailed in the Community

these themes resulting

inter-community association

resources. Development proposals

Tourism Development Plans embody

in a greater possibility to r

and co-operation in the form of land,

air or water tours. Complementarity of themes, therefore,

diversifies the tourism attractions available throughout the Baffin

Region and increases the industry’s overall potential for growth

and development.

Figure No. 2 presents the basic theme/development orientation

ascribed to each community.

Internal and External Linkages

Figures Nos, 3 and 4 summarize the characteristics of tours

being offered throughout the Baffin Region by local outfitters

and commercial tour operators respectively. The latter are

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

‘*..

.



I IGllw-fk— .—

>@AftY&WWINl~Y~ OllfI

NOl E IN REGIONAL
C~NllY ltktfRl ‘+f COMl[ X I C(NMINI IY OIV[(OI>

————

Froblshcr Bay Regional Service Centre Events , attractions anfl (o
d..~loped to crf. ale opportu

Regional Gateway ● .lenl their stay in lrohi.
niqht or se. f.tal *1.IY dut .L
stlfficirntly LI,-.. loprd a.
accomnoddl ion aml loud set

\

Resolute Bay Regional Gatrway/ R*sotutr ttay sfwwld b? d.v
Out fitliny Cenlre for point from soteth,,n populat
boat tour% , I and tour% q,,.lilv and duvrr. e SI.. V$.
● nd fishing camps/ to twdble the .ummuntty t“
O“lclosts point for both p.!, kaued an

of the attraction% and pro
community should he a!med

Pangnfrtoog Drstlnat ion Arra Th? development *t*lent IN
tourism d.%t ination strt,ct ,ir. d (pdck, a<lvdprt,q,
● rea with hiqh quality d.vvluu.n.mt “Pp,,, t“ntt !..
infrastructure and m.,, kels.
providlr,q V*CY diverse
●ctivily opportunities



,,:r.. :.. :, I,.. .. . .... . .. . . . . . .. . -.. ’.- --.’ ~.,
,., .
,.

/

>opfNfiRf OF CIPFNIINI IY lfNl U[5M INV[1OF’M[ NJ PI AN\

——.——-—-——— ——
Rot[ IN RI GIwnL

cOk@AcFtllY ltNIRISPf CONlllfl COMNIINIIV 111VllOPNrfC[ INIINI CtfkMfMl TY PRW)RM Rf CCNWNCM1 IONS
. . ..— .-—

lake Iitrbour Oesttnatlon Area Ihe devel”pms.nt iolenl is to provide orqa”i ted
Interprelatitm of

Tourism Board
opportu”itac.s t“ tv,, vpl w the land or by boat

natura I ,
Lake Narbour Promot tonal Brochure

historical to Iocallons around Lakr Ilarhour. The conbnunily JJoat Tours - short duration
resources would provioe I tmtt. d .+cc,mddtion scrvicr. s, - 1-2 day duration

UUtf Ittit,q. VUBIII,MI .,,,d I.IMI scrv!ces. Any tot,, % Markham Bay Coasta I Io”r
or promotional m.iler ial shu,tld include the carvinqs Nike% a“d Walk(ng Trails
,,1 lake ttarbour Cross-Country !.ki Trails

Snow Machine Trip to Froblsher Bay
Vi%ltor Acccmoodat{on Services
Old R. C. M.P. Site development

Grlse Fjord O?stination Area I he swqrslrd .q,t?roar h for tourism d?ve Iolww.nt In
Ide.lificallon and

“Christmas With the Inult” Tour Package
Gri$? I lord i> !“ wnl,!,a%ile tlw packaqi”tt amd Iransi*nt iacil Ily Upgrad{ng

●xperience of natural prourammtnq of Iut,ri..m .+rl v.itne$ for both 5bort CO-OP Outfitting Srrv8ces
and physical resources ,ktq, -ot f tours and dr5t inmt Ion to11r5 M., jor >n-obl le/float lour%
and e.j.yme”t of tour i sm II*s* Iwmvnt wppmrlun i t I*S would be
traditional Ilfestyl@s,

Hikinu/Cross -Country Ski lrafl$
dccesslble fr,,m !IW ,mmnun!ty al waryinu dista”cc% LaPans ion/Upqrad{ng of th~ Comunlty Hall
to accommodate t,c,th short and lonq- term excursions Commmity lnformatton Proqram

Grlse Fjord Lodqe Upgradinq/Lxpans ion
Ski Iourlng Trails b Cabins
Search h Rescue Program
Airport Terminal Services Upgradtw
Handicraft Program
oamaq, Greenland by Snobmobl le/Dog Tram

— --—

Pond Inlet Otst{nat!on Arra Gtv. +ter ●mpha%?. ,,. .pr, nq totmom act iv i tie%
1h.me lde”lificatio”.

Kol”ctoo Bay Spring Program
(;?’+et~r +.w,)h.,. ,’, ,,” a, I ,.,1 ,.,. {,,,1 ,,,, the land R“*L Iours

1“1.;!>.vt.tj”” and lot,,-% , I.+( , I 8Ly ,nq,7,,. rnw,Dt. am,! ,“lufm.al ion Oock Oevelop-nt Program
● Bpvr O*”L* .31 natural prnuram% cal.., m.l t<, tu,,r t.t5 w,th a .drtety of Cross-Country Skl lour%
and phy, icdl resources. intrr.-. ts. Canoe and Kayak Program

Walkinq Tour to the Mouth of the
Salmun Ri.er

Tottri. t Information Olsplay Area
Community Host Program
!.rll-quidrd Ntkimg Iour to Mr. Herodler

.wtd Albert Narbot,r
Stlf-quided Htking Tour to the Salmon

RIW. Coal Seams
NU. P,8m ol Native traditions

Coffe- Shop Projecl
I>v”fl Inl*l Community Improvement

ProlJram
It,, t ? I u-”? 10,,s!, ”1 pT’!J*Ct

—— —-—. .—-—— -- —--- ..-- ——- —.- . . . . . ..— .— -—- . —.
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Arctic Bay Oe$linztlon Area
lmpha% Is upon the
development and
Interpretation 01
hislvrical,
arch.? r”loqical a“d
cultural resources.

Oevelop a 5er+,. s of louri%m opportunities which take
advantaqe of At clic Ft.+y’s oul. t.+8ut1nq natural .
historical aml cullur.al resources without creating
dwna”d$ for holel la i I itir. s.
[ncouraqr %prlnq and swnmt.r tourist activity.
O.velop an .-nt+.nsivv cultural rnperience proq.am.
Lmphasite cottnt.clion w!tb Nan8sivik.

Cap* 00rset Oestina LiOn C08mu”ity Ihr drvelopmvn( int-nt is to take advanlaq~ al the
I ~hasis upon hrts aud qrrdt w?alth of artistic ano I,t%l”r#c coil!.clions
Cr*fts held by .artou$ qtoutps utt the communtty. 11,.5*

attractions can be r,,wndwd out by ~hurt duration
trips to the .3,..+ arooti,d L.+pe Oorset to V8PW
hi$toricdl a“d natural SILPS.

Arctic Ekay Tourism Sub-Comlttee
Comuni t y kwarenrss Proqram
1numar i t Cultural Experlencr Program
Short Tour O?velopment Program
Lonq Iour Oeve Iopmrnt Program
Se 1f -Guidrd rour Program
Brrnirr Ray Flshlng ●nd Naturalist Ca~
Arctic Flay Prmot ion program
N“tel Orvel Opm*nt Program
Sno-bile Trtp between Arctic Bay

Iqlooltk/Pond Inlet

Cape Oorsrt Art h History CenLre
Accmdatlon S*rv$ces Fr3slbll ity

study
Short Boat Trips
Ful 1 Oay Boat Trips
Overnlqht Boat Trips
Walklng rours
Iouri sm Board
Nottingham Island Fishing Lodge

- Feaslblltty

lglool{k O*st lnat Ion C-unity The historical and natural rr..ourcr opportunities
Variety of tourism

Comunlty Iourlsm Board
found in and around Iqlwl{k are felt to be C-un I t y Nos t Program

●ttract ions based “pen atlractiw wwwqh to ctr. e)c.p Ionq-t.rm tow ,. . Visitor Accomodat ion/ServicQs
tbe ● rras nalural, p.ckaqrs lb,. ? Pa, k.,,, < co,,ld be ,A.v, Iofwd In,nrdrlt Nine-
historical reso”rcF. s. it, c“nj”nct ion with shurtte, m s1.+Y5 In “lh*r Outllttlnlt serwic*s

ct,mmwn, tir. 5*M h a. !8.+1I 8.., h and Iunq-te, m C-n i t.y Improve-nt Program
$L., Y% in .ofmnunllve% .uch as firctic tt*Y. . Ni%tnrlcal float rows

Snowobl l@/Oog Team lrips/inter
Settlrmrnt Skidoo Trip

Three Wheeler Rentals ●nd Island Trails
louri SL Informal ion Progra=

N*1 1 Eteach Stopover CMuni ty
Oay-tmr aclivittes of
tPw hour. d,, rat 10”

Ihe ❑ajor intvnt in Hall Brach is todevelop
.+lt*r!!at ive rq,l,, wtw)!lie% and attract Ions lo the
*. vst I,nl I 1$1, 4 .Imp in “IdPr !4, extt-wl the twrisl
se.+wn and prnv $de murv w nnomi. b.fwf i 1s d! rwct lY
t,, the cumm”ntly In It.. cdpdcily .+5 a Stopover
r,mwm,nity, Ilal I fkQ.wh w,u,ld hv inlwt,rdlcd inl”
tour pat k,tqt.5 ! m lqlwl ok as .! shut 1- lrrm stopover

Iouri sm Awareness Progrrn
Community Tourism Board
Vi’= i tor AccowIJat ion Swvlccs
U.11 Lak, F ish CaT
Ctnnw. i ty [wrovemrnt Program
Oulf tttanq Service.
Smmmobi l?/Ooq Iru lrfp5
N151,. ric.l Boat lowr%
Cwwr.tm I lV 1+05t Prwram
Art. and Cr.+115 Proqram
I“,,rist Information Proqram
At, po. t I.+ci I It ir$ tkpqrading
“f “.+.1” Touri.,t nv5ti0t.4t80tt

—.—- --—.—— . . .— —---- ._____— -—— .
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Sanikl Iuaq Outfitting Post The de.e Iopwnt imtvnt is to provide trips on the
servinq t0ur5 land 10 cm,pl,tq sitv$ and available Inuit sumrr
throughout the camps run by lhv re\idenls of $aniki Iuaq.
islands and [mphasis should he plac,.d on the use of Saniki Iuaq
traditional llfe- as d jumptnq 011 point f“r Lrtp% to view .a”d
styles. Fxo?rience 11,. f!rct ic It land landscape under the

direct\on of an U“”it kiuttie. As such Sanikilttaq
would pro. ,rb I tmttvd hotel ac.conam.xfatio”, olIt-
f 811 i“q and guide services, fond and airport
facilities.

Comunlty Awareoess Program
Saniki Iu@q Tourism Comittee
Boat/C~lng Trips
Summrr Camp Visit
Walki~ Tours
Community Most Program

Broughton Is land O“tflttf,?q Crntre
~hmg: O“lfittl”g
C-ntre for short and
long boat tours as
well .+s hikinq and
cross-country ski inq
tours

—

Provide a number of opp, rlunilies for travel out Comm.n I t y Awareness Program
on thr fand UP,lrad* Tran% ~pnt Centre
In lht %hort- t,., m, pr”. ide basic accommottat ion Cumher land Peninsula IJoat Tour
and servlcr. $ for short stays in the com”nity. Flrouqhton Island Tourism Co-ordlnator
1,, the IonIJ-lerm. 1,?ovlde hiqh Qua! ity .accomm,,- A5%orled One-day Tours
d.+ti”n for I,,nq,.r .,tays In ttw- communily Cro\s-Country Ski Isuv to Auyu!ttwq
plom’)le Ioolh <1,, inq ( fro!. ” walpr) a“d sumwf.r National Park
(op?n water) Ivnort[m Round the 1s 1and Nt ke

Promo llonal Brochure
Community Brautlf tcatlon
Pddfe Fjord Char tishlng
COnstrUCL{On of NW t!!gh
Polar Bear Hunts

Proqru
c aw
qual !ty NOtrl

Clyde River Outfitting Centrr Conduct a thorot,qh put, 1ic awav.?ne5s CIroqram
for short af,d Io”g

Cc.m8unl ty awareness Program
f“<o,, raq? A VP, ” I,n, l?d ,+,,d h,qhly controlled Io”rl%m Co-oral, nation Program

ia”d-based tours It#rm of lo,,r,.in ,,”,, 11$. n’..l 1*.I ye., 5 to 1 imlted 7.,8. $,* M+rket!mg Program
tnto the wlld~r”ess. 6..,,,,.. c.% id.,, ! . to t,,,,, #.m am! +.crra. e the, r Tour Otvrfopmrnt Program

“,,,1 .,,1 .3,, <1,””of , 1 coffee Wlup



OPERATOR

Ikaliut
Outfitting
Service

Kingalik
Outfitters
Service

Allooloo’s
Outfitting

Special
InteresTours

HEADQUARTERS

Frob’

Frob

Pond

FIGURE NO. 3 - OUTFITTERS AND LOCAL TOUR SERVICES

SERVICE

sher Bay Outfitting
Service

sher Bay Outfitting
Service

Inlet Boat Charters

Medina, Washington “Tramp
(Flights leave ‘Steamer’”
from Resolute Through the
Bay) Arctic Skies

Hall Beach Hall Beach
Co-op

Outfitters
and Operate
Hall Beach
Fish Camp

o

0
0

0

0

c1

o

and sightseeing tours in the Pond Inlet
area.
Food and camping equipment supplied.
Tours include Bylot Island Bird Sanctuary.

Tourists live and fly with Arctic Bush o
Pilots - any place, any time, day or
night, wherever they go - ferrying men
and cargo to remote destinations such as:
- oil and gas drilling sites; o
- Inuit settlements; and
- natural resource prospecting camps.
Travel with Kenn Borek Air Ltd., unescorted.
Variable itinerary.

For description of Hall Beach Fish Camp
(see Appendix H.)

RATES (1981)

Borek Air flights -
.64$/mile to a maximum
of $285./round trip
from Resolute.
Accommodation at Borek
Crew Complex (Resolute) is
$80./per day with meals.

SERVICE DESCRIPTION

Arctic char fishing, wildlife photography Various

}.
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FIGURE NO. 3 - OUTFITTERS AND LOCAL TOUR SERVICES
(Continued)

OPERATOR

Ikaluit
Co-operative

HEADQUARTERS

Frobisher Bay

SERVICE RATES (1981)SERVICE DESCRIPTION

Outfitting
Service

Ayinguk
Outfitters
(Mick
Meekitjuk)

Frobisher Bay Outfitting
Service

Ikaluit Uniat
Voyages
(Arnaitok
Ipeelee)

Frobisher Bay Outfitting
Service

PangnirtungPeyton
Enterprises
Limited
(Ross Peyton)

Fishing Camp Operates clearwater Fiord Fish Camp
(see Appendix H.)

o

0

0

$175.00/day

3

High Arctic
International
Explorers
Services Ltd.
(Bezal
Jesudason)

Resolute Bay Fishing Camp Operates Lake Hazen Lodge
(see Appendix H.)

$125.00/day

Grand Ile
Hunting Lodge

Montreal Hunting Lodge Operates Grand Isle Hunting Lodge o $150.00-$200.00/day full
American plan.
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FIGURE NO. 3 - OUTFITTERS ANEI LOCAL TOUR SERVICES
(Continued)

OPERATOR

Kayak
Enterprises
(Pauloo5ie
Keeyootak)

Qaojisaktik
Outfitting
(Simonie
Alinga)

Idaluit
Umiat
Voyages

Tongait
Outfitters

Qaivvik
Limited

HEADQUARTERS

Broughton Island

Frobisher Bay

Frobisher Bay

Pangnirtung and
Hamilton, Ontario

Yellowknife

Viking Pickering,
Adventures Ontario
(Koluktoo Bay
Fish Camp)

SERVICE

Outfitting
Service

Outfitting
Service

Boat Tours o
around
Frobisher Bay

Fishing o
Holidays o

Allen Island o
Sports Hunts

Tours to o
Koluktoo Bay
and Hall Beach

RATES (1981)SERVICE DESCRIPTION

Wildlife viewing, sightseeing, photography o Various

and fishing

Tent camp on K’
Guided fishing

14-day package
Frobisher Bay,

ngnait Fiord.
or canoe rental

including airfare from
tour of Frobisher Bay,

accommodation and meals, one polar
bear tag, guide, dogteam, equipment
and fleshing of the polar bear hide.

$100.00/day. All inclusive
package tours from Montreal.

$5 500.00 from Frobisher Bay,

See fish camp description in Appendix H. $185.00/day or $1 995.00 for
6-day tour from Toronto all
inclusive for Koluktoo Bay,
$1 595.00 for 7-day all
inclusive package to Hall 1,
Beach Fish Camp from Toronto
or Montreal ,.

.
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OPERATOR HEADQUARTERS

Aqvik Ltd. Pangnirtung

Baffin Frobisher Bay
Kamutauyait

Baffin Travel Frobisher Bay
and Charter
Service

Grise Fiord Grise Fiord
Eskimo Co-op

FIGURE NO. 3 - OUTFITTERS AND LOCAL TOUR SERVICES

SERVICE

Outfitting
Service

Outfitting
Service

Fishing
Charters and
Sightseeing
Tours

Outfitting
Service

o

0

0

0

0

0

(Continued)

SERVICE DESCRIPTION

Offers photo safaris, winter snowmobile
touring from Frobisher Bay to Lake
Harbour, summer cruises around
Frobisher Bay, backpacking into
mountains around Frobisher Bay and
fishing for Arctic char.

Tours in the Frobisher Bay and South
Baffin area by a local Inuit family.
Cooking utensils, tents and general
gear supplied
July, August, September

RATES (1981)

Various

Various

Various

Variety of spring, summer and fall trips o $125.00/day including
to view historic and natural attractions room, guide and enter-
and to fish for Arctic char. tainment.
Five spring and one fall trip by skidoo; o $1 395.00 scheduled
two summer trips by boat. package tours from

Resolute Bay (one week).

!.

.
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FIGURE NO. 4 - REPRESENTATIVE COMMERCIAL TOURS

Horizon
Holidays
of Canada

Toronto

OPERATOR HEADQUARTERS SERVICE

Goliger’s. Toronto Arctic Circle o
Tours Tour

o

Wilderness o
Experience
Tour

o

Clearwater o
Fiord Tour

o

,,t

Baffin Island o
Adventure
Tour

o

Eastern o
Arctic Safari

o
0

SERVICE DESCRIPTION

One-night jet tours to Frobisher Bay from
Toronto or Montreal including round-trip
fare, Arctic char dinner, guided tours of
village hosted by local escorts, shopping
for handicrafts.
Weekends, June and July.

Unescorted 8-day tour of Auyuittug
National Park including airfare, first
and last night’s accommodation bunk-
house style, 2 boat trips, maps, packing
lists, etc.
Weekly, mid-July to late August.

6 to 8-day trip to Clearwater Fiord Fishing
Camp on Cumberland Sound.
Weekly, mid-July to late August

9-dav tour to Frobisher Bay (1 niqht),
Pond” Inlet (3 nights) and Pangnir~ung
(4 nights).
Weekly, mid-April to mid-September.

8-day tour to Baffin Island visiting
Koluktoo Bay, Pond Inlet, Pangnirtung
Frobisher Bay.
For groups on special request only.
July.

and

o

0
0

0

0

0
0

RATES (1981)

$279.00 plus tax.

$935.00 from Montreal.
$1 050.00 from Toronto.

$1 600.00 or $1 975.00
for 6 or 8 days respect-
ively from Montreal.
$1 715.00 or$2 090.00
for 6 or 8 days respect-
ively from Toronto.

$2 060.00 from Montreal.
$2 175.00 from Toronto.

,.
.

—
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FIGURE NO. 4 - REPRESENTATIVE COMMERCIAL TOURS
(Continued)

OPERATOR

Special
InteresTours

SERVICE DESCRIPTION

Tour oriented towards Inuit culture
interpretation includes visits to Grise
Fiord and Lake Hazen.
July departure.

Ellesmere Island including visit to Grise
Fiord as well as flight to the North Pole.
April departure.

n-day trip includes flight to the Polar
Ice Cap and visits to Lake Hazen and
Grise Fiord.
April departure.

Trip to Lake Hazen and Koluktoo Bay
for fishing, and scenic and wildlife

RATES (1981}

$3 055.00 from Yellowknife.

HEADQUARTERS SERVICE

Medina Discover the
Washington Worlds of the

Arctic Tour

o 0

0

0

0

0

0

0

0

0

North Pole
Tour

$4 750.00 from Resolute.

$2 790.00 from Resolute.Polar Ice
Cap Tour

o

0Arctic
Wilderness
and Char
Fishing Tour

$2 520.00 from Resolute.

viewing.
August departl

Arctic char f’
and sight see’
area.
Food and camp’
Tours include

o

0

re.

Allooloo’s Pond Inlet Boat Charters shing, wildlife photography
ng tours in the Pond Inlet

Various

ng equipment supplied.
Bylot Island Bird Sanctuary.

o
0

Hefner
Travel

Los Angeles
California

Caviar at o
the North
Pole Tour

o

10-day trip takes travelers to lunch at
North Pole. Stops at Resolute, Eureka
(Ellesmere Island), Lake Hazen and Grise
Fiord and the North Maanetic Pole.

$3 300 from Edmonton (1979
rate) including trans-
portation, meals,
accommodation and guide.

Activities include cha;pagne and caviar lunch
at the North Pole, expedition to the Fosheim
Peninsula and an evening party at Grise
Fiord.
Departures March to June.o

; ,
●
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FIGURE NO. 4 - REPRESENTATIVE COMMERCIAL TOURS
(Continued)

OPERATOR

Canatrek
Mountain
Expeditions

Conso”
Tours

i dated
Ltd.

HEADQUARTERS

Banff, Alberta

Montrea ,, Quebec

SERVICE

Arctic o
Exploration
Tour

o

Visiting tile o
Inuit of Pond
Inlet Tour

o

SERVICE DESCRIPTION

15-day trip includes a few days in Grise
Fiord, travel by canoe to Starnes Fiord,
and day trips from Starnes Fiord to local
peaks.
August departure.

6-day trips to the Pond Inlet region,
including day trips to Bylot Island,
wildlife viewing areas and historic
sites.
August departures.

RATES (1981)

o $850.00 (1979 rates)

o $1 075.00 round trip from
Montreal.

o $1 145.00 from Hamilton
(1979 rates)

!.

.
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tourism linkages between communities throughout the Baffin

Region and external communities and market areas. The tours

proposed by the Regional Tourism Development Strategy augment

and redirect those existing tourism linkages.

Figure No. 5 describes the proposed tours and illustrates their

integration with existing tours. Only those tours that are

dependent upon the facilities and attractions of two or more

communities are described here. Those that originate and end in

the same community are fully described in each of the Community

Tourism Development Plans.

The High Arctic Tours presently being promoted by Interestours

cover most of the areas of concern to this study. Their

activities should be supported, and integrated with the

developments proposed in or near Resolute Bay, Grise Fjord and

Lake Hazen.

The priorities for development and implementation of each tour

are described further or in this report.

3.4.5 Policy and Program Recommendations

The specific actions required to implement the regional tourism

development strategy and the associated community plans are

detailed in Section 5.0, Implementation Program. The’ intent

here is to describe the primary activities required to create the

context for the implementation of all specific actions. The

descriptions are organized as follows:

1. Selling the Industry

2. Legislative and Policy Framework

3 O i ti d R ibiliti
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FIGURE NO. 5 - INTER ~OM~lUNITY TOLJ~~ AND LINKALES

Iour lheme/Oescrlptlon
No. 01 Attract Ions Cwunlttes L lhtlr RoI* Relatlonshlp to [xlstlng Tours Markets Duration Approx. Cost Time of Ve*r

1. Interpratat lonlmjey=ent
of Lha natural rcsourcrs

of the Cubarlamt Pantnsula
by tlr, land ●stt s-a. 1110
tour would scce$s $cenlc
wonders and outstmdlng
concmnlrmllons Or norlharn
fauna ●nd flora

Orlglnatlng In Froblsher, ths tour follows The pruposrd tour can Incorporate Primary focus of tour (n 2 ktceks: tl,?oo. oo to Atqus t

cs*entlilly ● circular rvut* connecting the Wlldernesb fxperlence Iour tetms uf ❑arkets -111 be:

Pangnlrluncf and Brotqfhton Island.
I nl froblsher !1,600.00

promoted by Gull Uer’s Tours - ● n - general public, wltb *n 1 nt Pdnqnlr- Irom

Pat,unlrtuntf Is the IIUS1 cwmounlty prccvld- Ullwsc”llu(l fk-day Luur 01 fwcyultluq IIILWICS1 In a oorllwtvt t Untj kkmtreal

Ing high qu?llty $ervicet ●iid lacllllles Natlunal Park can be &epara Lo, experience from WI ldcr- S nt$ Park

with Fkroughton Isltnd sarvtng as ● ●aJor orlenled towsrd$ dllfcrmt market nt. ts. scenery and nttural ] nt Ilroughton

out fllllo,u and stapply calblru. Ill. tour Sclpn..l,ts. tan ●lso II* complrmenlary rusuurLrs SIa. 11. 4 nls Ualtr

Is composed of ● escorted hlkr throuoh to I .U. N. tour uf re~lon ●round (lo Ptoplt M. B.IWM) 1 nt Pdnqnlr-

Pa”gnirluog Pass ●nd ● boat trip from BvoughLon Island for naturalists. (4 tours ●axlmuw) tung

fJroughlon Islat!d ●round the head of thr ] nt frobisher

Penlosula back to Pangnlrtung (or vice
v*rsa).

2. Wlldcrncss Trav-1 ●nd Trip from Broughton to Pangntrtung vfa NO regularly schadulrd tour far Market Seqmg~~: J.kfeek:

Caqlng during tha rroreft
;&O. OtT

Nurth Pangnlrtung FJord and Pangnlrtung
Ftld April

southern market segments cover Younger, adventurous crOss- 1 !!1 ‘rrobisher
%prlng period In Auyulttuq Pass by cross-country skl to .nJoy the tills route. cou,ttry skiers.

to the ●nd
5 days In Park

Fkatlonal Park.
Pfontreal

outstanding sew, ery of Auyultl”q ftatlonal (lo SJeople ■a.lmulm)
of Nay

1 nt Panynlr-
Park Reserv*. Sklort ●rrlvm Irw ( $ tOUr% ■bM!mUM) tuug
Frobl%her. skl to Pangnlrtung ●nd fly
back to Frobl$hwr (or vice versa).

3. Intrrpretat !onlenjoyment The tour I* composed of two ■afn part%: Pto regularly scheduled tour Is Rarkel Segments:
of tha naturmllhlslorlcf Froblsher to Lake IImrbour, L&km Harbour

ITvrattoff:
presently In place. fhc tour can — ‘—

$4,troo.2Jo toN6LII,C ●,,tl,uslasts, Indlvld- ~,O]e-T~IP [nd of July

cultural resources of lht to Cape Oorset with alr conoectfons 10 tle 1$, wlkh F.O N [0”, s 10 cap. ual% Interested In dlversc
!4,500.00 to the end

Mta Incognita Peninsula
~ Ileek>

●nd from Froblsher. Passengers can Dorset a,,d the Llr,dblad lour cultures and hlstorlas,
from of August

●nd Cape Dorset. Iha tour there fova board ●l Froblsher, ●nJ”y the thtouyl,.ul the N W. Atlantlc, but
2 nts Frobisher F@,tmal

boat will Stop at ■a{” Clt Lfr* Crulst; disembark or board at

general publlc Interested 6 nts Water
these wuuld haue ,s. maJor It, fluence In a n.rlhevn expertrnca

hl%torlclscen{c ●ttractions lake Flarbour 11 that is their desl le.
2 nts lake ll.tr-

on schedule or lenqth or number of Wltllout -rough lrlQ” il.
throughout the ●ntlrm tour Frobl%h>r would serve ● s the ●a{n serv -

bour

wllh special .ve”ts ●nd
pa5st. oucrs Ii cuntllcls ●rise. (2U people ●axlmu)

Ice cttttre. while Lake It.rbouv .mf
6 nts Hater

(2 1“”1s .a”lmua)
4Ctlvltle S scheduled at Cape Dorsrt would serve ●s ●ultiple

2 nts Cape

Lake Fhrbour, Cape Oors?t attraction cosw,unl ties ● s well ● s
Oorset

●nd Frobfshrr. rrplenlshlng centres. Ihe trip orlg-
Irobisher

inates ●lternatively from frobisher
●nd Cape Oorset.

4. Lak* tkarbour-Froblshrr lhe objcctlve of this tour would be to
Bay Cross Country trip

Ihls trip has been run ●s ● race Mark-t Se~m: Poratlon: $Sw. ofl to
take ●dvantaoe of the rstabllshcd ovrr- durlny past frobi$her Bay lotinlk

—. $pr{nq:
All markel ~=~ents travel- ~UiT-ifiT $600. tKf from

t~klng ●dvantage of thr land route between Lakt Harba”r ●nd Tymes, and III the past by various Ilng 10 Froblsher 9ay
Apr{ I/May

5 days Froblsher
naturel .“d historical Froblshcr Bay to crmate a unique arctic
features.

oulf itters whrII the need ● rose. (1G trips maxtmum) I nt frobfsher
travel ●aperlence by snobmot,l le. Iour low can therefore forma llle lhl$ (no. of people per trip ●t
c“uld be one way with ●lll,er Froblshcr

1 nt ●n route
roule and Lle In with springtime

BaY or Lake Harbour ● s ● destination

outfitters dlscretton). 1 nt lake
celebrations. Iiarbour

point wllh ● retw”fllghl or two way by
snow machine.

I nt en route
I nt Frobisher

,,

; ,.

s. Overland trip b.twe.n Ihr tour !8 . 3-p. rt circular tour which lhe curnmunltles are presently ftarkrt~cnts: tScIrtt Ion: S3,50CT.00 to
Igloollk, Arctic Bay ●nd

$pri fcq
cam be taken III pnrts or ill Louethur. Ilstk.t.d tqfcther by ●lr vla Lhe

-—— .- —-
Nnlurall, t%, ktllderIIF$s 1) OOIJ Sled; \4,W0.00 for

Pond lnlat ●nd rat”rn for ● lh~ tour can also b? 1“ both dlvectlo,, $
CMIPI*l* Arctic ●sptirlet, ct

la%tet’m AIc Llca A<ivetbtuvm or fast-m o,l,.,, ted trav*llrns. 7 wwks
●o,d Ca,, tle 1“ WI II, ,Ir fll@l, between A8u Lkt hmpler LWI’S ruo by ti”lltgerss. Altttu@, l,IIIY es.ollect

●ntlrc trll;
7) !mn.wtublle; f ro+n

●njoylng ❑alty tradltlomal 111 Commulllttes. Lfiamtvle: duu sled Irum No uverlahd tours t.xlst. Any leg of
ways of 111*, Igloo making,

and se,vlcvd, these trlpt 5 It.cys
Igloollk to Arctic B#y, ,“owotjlle Irom

Ptolstfvtl
the u.erl.+t,d tours cat, poteott ially

dog-s lrddl,,g, s,,owmoblllng
❑ay rrqulve some screening

Atctlc tfdy to Pu”d Inlet and .lr flight fll III with the Gullger’s tui,v ●xcept a88d/ur pre-coodit tot,l”g for
and the culttoral attractions back to [y1001fk. Ihe purpose would be thdt SClscwfulllly may be ● prubl em. Ihc
of the commu. {he%.

tl,e people wisllit)(J take the
to ●l,JOy the nat”rat/C”lt”ral ●ttractions t“”, c.,,, dl. u he a,, P“t,llslutl UI tile trip.
a,%d upportunitles 1“ ●ach cumunity Lied [.0 N ,,atto?’e lout to Ilttd Inlc. t .vul (M.I*lmt8m 4-5 trips per leg
to a tour e.perlence through the fr”te,t Uyl”l l.ialwf. lo, IIogsled - 6 pt.ople/trtp
Arctic tly ●ltl,tir d“!j~led or ,,t”wm<d,l le. 10 trlpb fur SIQIWGIUIII Iv -

10 pcoiOlc/trip).

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

Tour lheme/Drscript\on
No. of Attract Ions Coxaunltles & Their Role Relatlonshlp to fxlst{ng Tours Markets Ouratlon Approx. Cost Time of Vear

6. Inult Nerltag. ●nd Cultur* The commtnlllcs c.nncctcd by this

Iour. :hc intent of lhls tour tour would include Frublsher Ray ●s

1$ to dlsplty ●nd IntcrprQt to ● service centre, C8pe Dorset, arts

the tourist the dlwrslty of ●nd crafts, Igloollk for history and

horltage ●ncf culture ●xtstlng pre-history, Arctfc E-y for tho
throughout tha Eastern Arctic. Innumlt Cultural Experlcnce Pvograa

●nd Grlse fJord ●$ the ❑osl northern
Inult Sctllement. Resolule Bay
coultt ●lso serv9 ●s a service centre.
Ssnlktluq could ●va,ttually br ●dded
to lhls tour.

The fastern Arcllc Sampler Tour Market +qmefl!z:
~ Ut?gk

presently run by Goltger’s could Ge,\ev*l pub[lc with ●n
I nt froblsher
2 nts Cape

be modified to reflect this ●ore Interesl in different cult-
de fined theme, dropping only Pond , nt A“’’’’’j}o,yure$ ●nJoyed in a controlled I nt lgl CIo k

Inlet and Paoanlrtung and addltlg env I ronment. Number of

Arctic Bay Md Grlsr FJord. people controlled by size 1 nt Grise

of charter, number of trips
1 nt !iMutc

cuntrolletl by demand. Illght by
Charter

y#-J to $prtng and
0. sumner tourtst

frcm season
tfontreal

7. Eastern Arctic Tour with [astern Arctic Tour orlglnetes tn
Spectal ●cLlvltles/events Froblsher Bay ●nd then travels to
●rranged In each Comnuntty Pangnlrtung, Bro.ohton Island, Clydr
vlilttd, rangtng fro= short RIYer, Pond Inlst, Nan{sl.lk, Arct(c
boat tours, to vlflls to ●rts Bay, Igloo ilk. Cape Oorsel. Laks
●nd crafts ●ctlvltles, to Ilarbour and froblsher Bay. Al ●ach
f*5tlva16. coanunlty the tourl%t would experl -

ance ● dl~ferrnt ●ctlvlty, specific-
●lly arranged for them. (Pos$lb\e
●ctlvlttas; Pangnlrtung - vl$it to
the Park; Broughton Island - boat
trip; Clydr ISlver - vlsft to Igloo
flay; Pond River - flshlng camp,
barbeque; Ikanls!wik - ●!iw visit;
Arctic Bay - lnumrit Culture Crntre;
Igloollk - thrra-wherl tour; CajIe
Oorset - arts at,d cralt$ actl.ltles;
Lake Iiarbour - ‘#I$it to soapstone
quarry, ●tc. )

Extended versfon of Gollger’s &rket Segment: 14-20 days
Eastern Arctic Adventure, with a General P“IJIIC with ● n

greater emphasts UIJCI,8pro.ldl,,g Interest In vl$lling
I nt froblsher
1 to ? nights

memorabls act!wlt!e> ●t each stop. dtfferemt p\aces !n an In each of the
●scorted cotttrol led manmr.
Number of people controlled

ccwmnunlt Ies
dcpcndlng upon

by $Ize of charter, number activity
of trips controlled by
demand.

$3.500.00to Spring and
\6,C4)0.00 s-r tourist
depending upon SQascJn
cost of
arranged
actlvltles.
Frcsn MOntmal.

8. High Arctfc Tour: ● dmandlng Orlglnatlng tn Rrsolutr IJay, the Although no tour ex!sts aL the )la, ket $epent:
Arctic wilderness ●xperience by ●dventures w{l I travel by itogs\td

—— .—. . To be
present t-me, the Mlgh Arcllc Iour E.perlenced wilderness ;;, OIM:g to Spring and

dogslrd end skl from Resoluta and skl to Grlsa fJord, to Lako
establlsbed,

Bay to Qanaq, Greenland.
can be !nlerqra Led wllh those r.n travelers. Sumner

Uazen and then 10 Qanmq, Greenland. by Iote, estours,
4u+ days?

ry~~~~: Olscover
Ihls trip can be enjoyed as part or the Worlds of the Arctlc, or Its
●ll with SUPI,l Y srrvlces et each Polar Ice cap 10,,,.
coinmun(ty and vhare requ$rrd, at
tntevmedlate stages, lhr trip Is
designed for oncr-in-a- llfellm,a
●xperience for wilderness ●ntlws lasts,
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1. Selling the Industry

The tourism industry of the

an ambivalence of attitude

Northwest Territories suffers from

towards its present and potential

contribution to the general economy of

desired style and standard of living

attitude is a product of many factors:

the Territories and the

of its residents. This

The recent emergency of

the industry as 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 uncertainty of its potential. The

ambivalence is present

community and the private

The government needs to

throughout

sector.

be sold on

the government, the

the idea that substantial

investment into the tourism industry will result in short- and

long-term economic and social returns that will make that

investment desirable. It needs to be persuaded that the

requirements of the tourism industry are reasonably compatible

with the requirements of other private and public sector

resource demands. The tourism industry must demonstrate that

the government will not be trapped into a long-term commitment

that will be a heavy drain on its human

and be a political as well as an economic

the realization of other goals.

and financial resources

millstone detrimental to

To persuade the government that the tourism industry can make

a substantial contribution to the economic and societal well-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
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the activities undertaken to reduce defined data

deficiencies, program deficiencies and other problems

or obstacles to the growth and development of the

tourism industry;

the short and long-range actions or programs still

required to realize the potential of the industry;

the compatibility of the tourism industry as envisioned

with the aspirations of residents or with other

resource development requirements;

etc.

The intent of the information package is to anticipate all

questions related to investment/support of the tourism

industry by the government and to provide answers that in

total will establish the desirability of substantial government

support. Much of the information required to produce the

package is already available but it is the contention here

that requires modification and integration to serve the

objectives described above.

b) The preparation, review, finalization and legislative

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

Strategy based upon the requirements detailed in the

information package and its supporting documents. The

N.W. T. Tourism Development

a long term and short

statement;

a broad policy framework

Strategy needs to contain:

term goals and objectives

to guide research planning,

.’

—
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broad financial parameters for program development;

and

. public and private sector responsibilities.

The intent and purpose of

not to identify specific

actions but to set the basic

policy framework within

strategies and community

the N.W. T. Tourism Strategy is

development opportunities and

legislative program and financial

which more specific regional

development programs can be

prepared. Again much of the information, goals and

policies have already been put in place or are being

considered. What is required is the integration of all

material and thoughts into ‘a specific policy framework that

spells out the program wishes and the priorities of the

government.

The residents of the N .W. T. in general and the Baffin

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

do not have a clear understanding of what a tourist is,

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

that a stranger represents an exploitable developable

industry. Questions associated with why these strangers

would choose to come to visit their area or community have

their origin more in a general lack of understanding of

“traveling for pleasure” than in a believe that their

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

those located in other areas.

To sell the tourism industry to the residents and the

communities, therefore, is more of an educational program

and requires:

i) The

that

preparation of a

should contain the

Community Awareness Program

following elements:

.’,
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b)

c)

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

they come from, what they would like to see and

do, why they act like they do, etc.

Characteristics of a Tourism Industry: What

makes up the industry, what kinds of facilities,

services and programs are required, how it

should be run, what the operators should know

and do, etc.

Community I evolvement and Control: How the

community can benefit from these visitors, what

the community can and should control; how

problems can be reduced, etc.

Government Help: The kinds of assistance

programs the government has to help the

communities in obtaining their goals.

The program should be presented in stages; each

stage being followed by community discussions

guided/assisted by the Area Economic Development

Officer. Questions raised at each stage can then be

satisfactorily discussed and answered before the next

stage is introduced. Presentation and discussion of

the next component of the Community Awareness

Program should occur when the Area Economic

Development Officer is satisfied that there is a

reasonable understanding and acceptance of the

previously presented information.

The program should employ media that are compatible

with the likings and levels of comprehension of the

audience. It should be built around portable audio/

visual systems and informal community discussions.

The proposed Community Development Plan that has

been prepared for each community can be used as an

.

,. .
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1.

.
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ii)

example, as an illustration of what is meant by the

various statements of suggestions found in the

Communtiy Awareness Program.

As a corollary to i) the effectiveness of a Community

Awareness Program is highly dependent upon the firm

adherence by the Territorial Government to a

particular orientation and policy framework for the

development of the tourism industry throughout the

Baffin Region; the development and consistent

application of the conditions and requirements of its

technical and financial assistance programs; and, the

removal of program ideosyncracies and anomalies that

have no applicability under the particular conditions

under which the tourism industry of the Baffin Region

must survive. Consistence in broad policy and

flexibility in detail must be the hallmark of government

actions.

It is believed that the non-tourism oriented component of

the private sector of the Northwest Territories can be sold

on the benefits of the tourism industry if:

i)

ii)

iii)

the requirements and benefits of the tourism industry

are detailed in information packages that are easily

available to the private sector.

there is a consistent legislative and policy framework

in place that firmly reviews the requirements of all

resource use sectors and does not unnecessarily

restrict the activity of certain resource users for the

benefit of other resource users.

There is an integrated resource development and

management strategy in place that clearly outlines the

goals and objectives of the government, the plans and

procedures that are to be followed to satisfy those

goals and objectives, and the consistent yet flexible

application of rules, regulations and requirements.
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In short the major opposition to the growth and development

of the tourism industry by the private sector can be

reduced to acceptable levels by the provision of long-range

information and the development of government programs

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

2. Legislative and Policy Framework

The tourism industry must operate within a policy and guideline

context that clearly defines the opportunities and constraints

that are placed upon the tourism industry in general and on the

operators/entrepreneurs in specific. The government of the

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

policy framework in place that creates that context.

Ideally, the following elements should be considered on the

Territorial level.

a)

b)

c)

The

The preparation of an integrated Resources Planning and

Management Strategy and its formal adoption by the

Legislature. This strategy would provide the context for

the finalization of a Territorial Tourism Development

Strategy.
I

The finalization of a Northwest Territories Tourism

Development Strategy and its adoption by the Legislature.

The strategy would

would give direction

community plans.

embody broad policy statements that

to all aspects of regional strategies and

The preparation of specific policy guidelines and procedural

documents that would assist those to be prepared for each

region.

following documents and statements should be prepared for

the implementation of the Baffin Regional Tourism Development

Strategy.

. . . .... .. ..

.
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a) A concise summarization of the primary characteristics and

programs of the Baffin Regional Tourism Development

Strategy; its presentation to and formal adoption by the

Legislature.

b) The preparation

areas as:

i)

ii)

iii)

iv)

v)

vi)

vii)

viii)

ix)

x)

xi)

xii)

xiii)

xiv)

xv)

Ownership

of policies and guideline statements in such

and Investment Policies and Guidelines

Facility and Attraction Planning and Development

Policies and Guidelines

Accommodation Type

Guidelines

Quality Control Policies

Outfitting Policies

Resource Consumptive

(Hunting and Fishing)

and Quality

and Procedures

Tourism Policies

Policies and

and Guidelines

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 Touring Policies, Guidelines and

Procedures

Search

Live-in

Others

and Rescue Policies and Procedures.

Agreements, Policies and Procedures.

as - required related to community control,

protection of traditional lifestyles, control of

advertising, restricted access areas, etc.
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All of these policies and guidelines may exhibit some

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

own

that

i)

ii)

iii)

iv)

v)

vi)

vii)

viii)

ix)

and addresses all of the important aspects related to

area of concern being:

intent and specific objectives of policy document

area of coverage or applicability

specific policies

criteria for applicability

exemptions

application procedures, contracts, forms

organization responsible for implementing policies

penalties for non-compliance

other related policies and guidelines

It may be necessary to address the same policy statements

to different audiences requiring different format, style of

writing, illustrative material, translations and so on, but

the ultimate application of the policies will still have to be

consistent to promote the development of a cohesive,

integrated industry.

3. Organization and Responsibility

Tourism planning and development crosses all levels of

jurisdiction and requires the involvement of a wide number of

federal, territorial, municipal and private organizations.

Effective, efficient implementation of programs and policies

required to stimulate and guide the growth of the tourism

industry is dependent upon full co-operation of all relevant

parties having specific jurisdiction and responsibilities. If

vagueness and uncertainties exist with respect to areas and

degree of jurisdiction and associated responsibilities then these

should be clarified as soon as possible.

1‘ .:.....

i
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I

The ultimate aim of the Baffin Region Tourism Development

Strategy is to optimize the economic and social benefits derived

from Community -Centred Tourism where the quality and quantity

of basic returns to the residents of the various communities are

collective y controlled by the residents of those communities.

This aim provides direction as to the level and type of

responsibilities that each relevant party should assume.

FEDERAL: The basic relevant responsibilities of the federal

government is to provide a realistic yet

supporting policy

which the tourism

flourish; including

i)

ii)

iii)

iv)

v)

the fostering

development

and program context within

industry of the N. W.T. can

of an integrated resource

and management planning

program for the Northwest Territories and

the Yukon Territory;

the ensuring of

consideration of the

industry during that

the development of

fair recognition and

tourism resources and

planning process;

broad national tourism

policies (embodied in a strategy) that sets

the context for the growth and development

of the tourism

Territories;

the stimulation

co-operation;

industry of the Northwest

of inter-territoria l-provincial

the development of specific technical and

financial assistance programs or agreements

that will assist the Northwest Territories to

fulfill its tourism potential;

.,

,.

.,

. .
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the provision of on-going technical expertise

and advise in all areas of relevance to the

tourism industry.

responsibil ities/jurisdiction of the Territorial

Government in general will be similar to those of

the Federal Government except that they deal

specifically with the Territories and include:

i)

ii)

iii)

iv)

the development of an integrated resource

development and management plan for the

Northwest Territories;

the allocation of sufficient human and

financial resources to permit the

implementation of the Strategy and its

regional derivatives in an orderly and

phased manner;

the stimulation of inter -territorial-provincial

co-operation; the stimulation of inter-

regional integration and co-operation;

the development of territorial resource

planning, development and management

policies, programs and procedures.

The Department of Economic Development and Tourism would be

assigned the specific responsibilities for implementing, guiding

and monitoring the specific elements of the Territorial Strategy.

The central office would, on a Territorial basis:

a) Stimulate the preparation of regional strategies.

b) Monitor the work and activities of organizations and

associations.

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

forecasts.

k .. ..
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d) Provide/prepare specific policy documents as outlined in

Section 2 above.

e) Provide technical advise and assistance to

The regional office would carry out the same

the regional level and would (Baffin Region)

the Region.

responsibilities at

a)

b)

c)

d)

e)

f)

9)

h)

i)

j)

Implement the regional tourism development strategy and its

specific programs.

Ensure that

procedures

requirements

all territorial policies, plans,

recognize and incorporate

and conditions of the region.

programs and

the specific

Co-ordinate activities 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

Conduct monitoring,

administrative functions.

and O & M budgets.

quality control and other

Carry out particular studies for assessing

economic viability of tourism developments.

the potential and

Carry out/direct specific research and planning studies.

Provide direction, information and liaison services to

community councils and co-operatives.

Other activities of similar nature and scope as required to

stimulate and dir_ect the development of the tourism industry

of the Baffin Region.

.:..
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BAFFIN REGION COUNCIL: The Baffin Regional

to focus the requirements and concerns of

Councils throughout the Baffin Region and

Department of

and implement

Strategy by

i) reviewing

Economic Development

the Baffin Region

●~.-’
. . . . . . . . . . —.. —

Council serves

the Community

can assist the

and Tourism to sell

Tourism Development

the Strategy, and recommending its

implementation to its members;

ii) reviewing the specific regional policies produced under

the Strategy to ensure

the aspirations of the

community situations;

that they are compatible with

Council and are applicable to

iii) assisting the Department in establishing short and

long term priorities for tourism development;

iv) ensuring that other resource development and use

activities recognize the requirements and contributions

of the tourism industry.

COMMUNITY COUNCILS: Within the context of Community

Centred Tourism, the community councils have jurisdiction

over:

i) the scale and type of tourism development permitted in

the community and the rapidity by which the industry

is allowed to grow;

ii) 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.

.-., .3
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4. Research and Planning

As previously stated, the tourism industry of the Baffin Region

is of rather recent origin and has not yet had the time nor the

resources to establish as comprehensive a data base as available

for the southern region of Canada. There are a variety of areas

which require specific investigations to reduce these data

deficiencies and provide sufficient information for identifying

realistic investment opportunities. Areas requiring investigation

include:

a) Natural, Physical, Biological Resources

Only particular portions of the Baffin Region have been

investigated in detail, and where the resultant data base is

sufficiently comprehensive to identify the location, quality,

significance and attraction of a diversity of tourism

opportunities. Efforts should be made to co-ordinate the

bio-physical resource investigation activities of D. I .A. N. D. ,

D. O. E., Parks Canada, D. O.T. and Territorial Departments

and other agencies and to modify these investigations to

insert the collection of data in a form and to a depth of

relevance to the tourism industry. To initiate this

co-ordination, the Department should prepare descriptions

of the type and level of information required and the format

in which it would be most useful, and to distribute these

descriptions to all organizations conducting various types of

field investigation programs. Presentation of these data

requirements and the benefits derived from “piggy back”

operations to the Territorial Senior Land Use Committee, the

Federal Interdepartmental Co-ordinating Committee and like

organizations, may create a receptivity of benefits to the

entire tourism industry.

.. . . ...,ss

.. .,
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b) Historical and Archaeological Resources

[

The knowledge about the extent, location, fragility and

significance of the Region’s historical and archaeological

resources is far from complete. Again relevant Federal and

Territorial agencies should be asked to co-ordinate their

research activities to develop a much more comprehensive

data base. Without this information it is extremely Ii kely

that highly significant resources of great value to both the

region and the tourism industry will be unwittingly

destroyed through large-scale resource exploration and

development activities.

c) Tourism Facilities and Services

Within this category there are a number of areas into which

further research is required.

i)

ii)

iii)

iv)

market investigations to obtain a much greater

understanding of the specific origin, size, profile

requirements and expectations of relevant market

segments.

design investigations to obtain information on efficient

effective design/construction of a wide range of

tourism facilities ranging from cruise boats through

interpretation facilities to high quality hotels.

feasibility investigations to develop a data bank on

exactly how much it costs to plan, construct, operate

and promote various types of facilities, attractions and

services.

operation and maintenance studies to develop

techniques, procedures and other elements required to

administer and physically maintain tourism

developments within the context of isolation and limited

skills.

..
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5. Staff Development and Traininq
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Much effort has to be directed towards the development

innovative ways and means by which the skills required

of

to

phase, develop, operate and administer tourism-related facilities,

services and programs. The basic skill-level is extremely low,

although there is reason to believe that the aptitude is quite

high.

The results of the special study into the training requirements

for the tourism industry and the related delivery systems

available throughout the Baffin Region and the Northwest

Territories can be found in the report: Baffin Reqion Tourism

Planning Study: Analysis of Relevant Adult Training Programs.—

The basic recommendations of the study are:

i) Future adult training efforts MUST be regionally based if

they are to succeed at the level needed

sufficiently skilled work force to successfully

economic developments.

to provide a

support local

ii) An “lnuit Employment Training Centre” should be developed

in Frobisher Bay. Its mandate would be to serve the

Baffin Region by training adults for identifiable regional

employment opportunities. The thrust of the Centre would

be to train the Inuit adult in such a way that upon

graduation, employment within the Region would be a

probability; employment in work environments that would be

shaped to the bilingual /bicultural reality of the Baffin

Region.

iii) In the absence of the “lnuit Employment Training Centre”,

an Employer Host Training Program be established which is

based upon the use of existing people and facilities to

provide on-the-job training to meet the needs of a growing

tourism industry. What is proposed is a system that

provides short-term ‘hands-on’ training programs for adults

in which basic skills and knowledge are stressed.

.-.
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iv)

v)

vi)

vii)

viii)

ix)

A “Baffin Region Program Planning Committee” should be

struck under the guidance of the Regional Supervisor of

Adult Education. Members should include: program

development specialists, an individual knowledgeable about

Inuit culture and language, professional teachers,

representatives from the business community and an Adult

Educator. Their role would be to provide/develop

employment oriented adult training programs.

The Regional Supervisor of Adult Education, with the

assistance of the Northwest Territories Department of

Economic Development and Tourism, should acquire adult

training program manuals/course outlines and related

resource materials from across Canada.

A manual should be developed under the guidance of the

Regional Supervisor of Adult Education to assist

instructors/

effectively in

The Regional

action aimed ,

teachers from southern Canada to teach

the Baffin Region.

Supervisor of Adult Education should initiate

at establishing a “Regional Training Resource

Centre” to be located in Frobisher Bay. This Centre would

be model led after “Teachers Resource Centres” in southern

Canada and be modified to the degree necessary to meet the

challenges of Adult Educators in the Baffin Region.

Larger operating budgets should be given for Continuing

Education programs in the communities to encompass the

requirements of tourism training.

Action should be initiated to arrive at a mutually

satisfactory agreement on the role A. V. T. C. programs and

personnel will/can- play in the Baffin Region related to

Adult Training in general and Tourism Training in specific.

..
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x) The Tourism Industry businessmen in the Baffin Region

should be organized into an association that helps sell the

Eastern Arctic to tourists; provide a forum for addressing

mutual concerns; undertake to identify existing skill needs

in the industry; function as a Tourism Trade Advisory

Group to help shape relevant adult training programs; and

other related activities.

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

business and government for the purpose of educating

Baffin residents about the Tourism Industry and Tourists.

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

to the realities of the Eastern Arctic.

xiii) Government incentives should be developed to stimulate

more hiring of local people in the existing Tourism

industry.

The Regional Tourism Strategy endorses these recommendations

with the following elaborations.

1. Inuit Training Centre is a desirable long-range goal and

should be seriously considered. The responsibility for

establishing such a centre falls outside the jurisdiction of

the Department of Economic Development and Tourism and

must be co-ordinated by the relevant departments of the

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

2. The characteristics of the proposed employee host training

program as outlined in the report Analysis of Relevant—

Adult Traininq Program should be endorsed-in-principle by

the Department of Economic Development and Tourism and

be used to develop a model tourism skills training program

in a selected community. The model tourism skills training

program actually blends the characteristics of Action

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

. .

.....
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3.

4.

5.

6.

7.
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This blending is recommended because there are few

facilities presently available to accommodate

host training program, and because the

proposals for Pangnirtung lend themselves to

of model employee host training programs.

The Community of Pangnirtung, because of

an employee

development

the initiation

its status of

tourism planning, its understanding and acceptance of the

requirements of the tourism industry and its attractions

should be selected as the model community

employee host training programs are initiated.

The new facilities and attractions to

Pangnirtung, as outlined in the report

in which the

be built in

Pangnirtunq

Community Tourism Study, should be designed/modified to

allow the employee host tourism training program to be

included.

The general guidelines presented in Figures 30 and 31 in

the report Analysis of Relevant Adult Training Program be—

implemented/used to structure the employee host training

program.

The specific recommendations and suggestions outlined in

Action Plan #2, Employee Host Training Program, and

Action Plan #3, Tourism/Hospitality Business Models be

given serious consideration

development, scale and

attractions and services

Community Tourism Study.

and be modified to reflect the

timing of tourism facilities,

detailed in the Panqnirtung

A very specific package describing intent, actions, and

programs should be produced, be translated into Inuktitut

and be discussed with the Community of Pangnirtung, other

community councils, Baffin Regional Council, government

departments and tourism operators to foster acceptance, use

and support.

.. ... ........!...... .
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6. Marketing

Many of the initiatives and programs identified in the June 1982

Tourism Development and Marketing Strateg y for the N.W. T. are———

new and have not yet

The focus of the

programs:

been tested in implementation.

Marketing Strategy is on the following

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. Information/Reservation System (being developed)

B. Consumer Promotion

1. Tour publications (to be expanded)

2. Direct Mail Marketing (to be expanded)

3. Promotion/Presentation Items (to be expanded)

4. Attendance at Sport and Travel Shows (to be

expanded)

5. Development of Travel Exhibits

6. Explore the Arctic (new)

7. Trevel Promotion Film (new)

c. Market Research and Planning

(new)

1. Market Research Program (existing)

2. Annual Marketing Plans (new)

.. .-

.
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D. Assistance for Industry Promotion

1. Marketing Skills 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” promotion (new)

E. Trade Promotions

1. Travel Industry Supplement to the Explorer’s Guide
(existing)

2. Attendance at Travel Agent Gatherings (existing)

3. Rendezvous Canada (existing)

4. Canada West (existing)

5. Meetings and Conventions Program (new)

Many of these marketing efforts address in a more or less

general way, the specific requirements of the Baffin Region.

Each, nevertheless, should be carefully scrutinized for direct

applicability to the Region and be tailored, where necessary, for

the maximum benefit of the tourism industry of the Eastern and

High Arctic. In addition to the activities required to “Sell the

Industry” as described above in Section 3.4.5.1, the following

marketing activities are crucial to the successful development of

the Tourism Industry.

1.

2.

3.

4.

5.

Define Target Market Segments very carefully.

Market existing developments and attractions - not

potential.

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

experience.

Prepare realistic promotional material and keep the material

updated.

Focus on Tour Operators and Travel Agents.

,, ., ...,
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6.

7.

8.

9.

‘lo.

11.

7

Promote complete, well-organized thematic tour packages.

Piggy-back promotions where possible but do not lose sight

of specific Baffin Region requirements.

Get all interested/affected parties involved in promotion.

Monitor effectiveness of promotional efforts very carefully.

Co-ordinate all marketing efforts through a central office in

Regional Headquarters.

Priorize promotional efforts and areas to reduce direct

competition and increase complementarily.

1. Monitoring and Revision

The tourism industry of the Baffin Region is in its fledgling

stage and if present planning efforts are successful, will enter

into a developmental phase that is characterized by change and

apparent chaos. It will be absolutely necessary to introduce as

part of major planning, development, management and promotion

activities, a feedback system to flag problem areas as they arise.

Monitoring and related revisions to programs and activities will

be required in such areas and activities as:

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

Market Trends and their specific application to the Baffin

Region.

Visitor Profiles and Expectations

Community Aspirations and Reaction to tourism

Applicability and Effectiveness of Training Programs and

delivery systems

Applicability and Effectiveness of Policy Statements and

Implementation Procedures

Inherent and latent discrimination

Applicability and Effectiveness of Technical and Financial

Support Programs

Effectiveness of the internal organization of the tourism

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

App roach

In order to test the financial and economic viability of the

recommended tourism strategy, 10 year pro-forma cash flow

analyses and income impacts were developed for several selected

projects. From these selected developments, a projected

economic impact of the entire recommended tourism strategy is

developed at both Community and Regional levels. General

conclusions are drawn about the financial viability of certain

categories of tourism projects.

In terms of the definitions used in the analysis, financial liability

refers to the net income (deficit) before taxes and debt service.

Economic viability is the overall benefit to the community and

includes both operating and construction jobs and revenues and

the spin-off effect (economic multiplier). The economic multiplier

results because the infusion of tourism expenditures are used by

the tourism industry to purchase goods and services in the local

economy generating greater

by the actual direct tourism

Selection of Developments

economic activity than is represented

revenue.

In order to test the financial viability and

recommended tourism strategy three (3)

which are considered representative of

recommended. These three projects are:

economic impact of the

projects were selected

the types of projects

1) Frobisher Bay - Lake Harbour - Cape Dorset Boat Tour

2) Inuit Heritage and Culture Tour

3) Fish Camp
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In addition, the Consultants did a detailed analysis of the

community tourism projects recommended for Cape Dorset and

had the experience of the Pangnirtung Community Tourism Study

which includes analyses of a major commercial accommodation

project and the small tour boat operation.

The three analyses studied in detail assume full occupancy from

the initial year of operation. While this may be likely because of

the small number of guests, some caution in interpreting the

results is advised as there may be organizational, marketing and

promotional difficulties in the beginning which could lead to less

than 100% occupancy during the first year of operation.

4.3 Financial and Economic Analysis

4.3.1 Frobisher Bay - Lake Harbour - Cape Dorset Boat Tour

Based on the assumptions listed below, the operation of a boat

tour from Frobisher Bay to Lake Harbour to Cape Dorset is

financially viable if the capital costs for an appropriate vessel

(ranging from 500 000 to $2.0 million) is totally forgivable (see

Table 6). The net income before debt service of $45 600 to

$80 500 is only sufficient to carry a loan of approximately

$300 000, well below even the lowest estimate of the capital cost.

The rationale for such a write down include the creation of 8

direct part-time positions, the expenditure of $192 000 annually

(1983 dollars) by tourists, and additional support to the existing

hotel operation in Frobisher Bay and Cape Dorset. Indirect

impacts of such expenditures through income and employment

multipliers are expected to be relatively high for direct wages

because leakage of such income to other areas would be difficult.

For other direct expenditures, items like fuel, the leakage is

likely to be high. It is estimated that the overall income and

employment multipliers would be in the order of 2.0. This would

place the total expenditures (direct and non-direct) at $384 000

(1982 dollars) and would provide a total of 16 part-time seasonal

positions.

*.
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There are two other sources of benefits which are possible from

the operation of this tour. While no new major construction is

considered to accommodate this tour itself, the tour combined

with other sea related developments in the region may provide

the need for new wharf facilities particularly in Frobisher Bay.

This would provide many construction jobs. Further the

possibility of joint use of the vessel for cargo either during the

summer season or in the off-season would create the need for at

least extending the seasonal employment base of the crew of the

boat. An alternate way of testing the market is to lease a

vessel capable of adequately accommodating the tour for a

period. While this may be marginally more expensive in the long

run it should provide a better opportunity to judge the

acceptance of the market to such a tour. It would also allow an

assessment of the capability of staff to organize and run such a

tour. Part of the cost of leasing the vessel could be contributed

from the revenue associated with the maintenance/repair reserve.

Assumptions

o

0

0

0

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

Harbour - Cape Dorset 650 mile trip or return.

Escorted Tour includes on-board accommodation for 12

nights and 1 night accommodation in Frobisher Bay and

Cape Dorset each. No on-land accommodation assumed at

Lake Harbour.

Food except for nights spent at Frobisher Bay and Cape

Dorset will be purchased as part of the tour.

Accommodation and food at Frobisher Bay/Cape

treated as a disbursement.

Dorset
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0 When first tour ends at Cape Dorset return passage to

Frobisher Bay

Market Projection

will be with second tour,

o Three 20-person tours

Eastern USA market.

Revenues

should be easily sold to the Ontario/

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

Canadian per person double occupancy.

o Revenue increased by 10% per annum.

Operatinq 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

Food Expenses

36 days with

estimated at

person

passenger @ 40

$40 per person

per month - 2 months

days of crew meals, food cost

per day at $35 per day per

Insurance/Licensing

Assuming $7 500 per month for the 2 months when operating

and a vessel

insurance costs

replacement value of $1.0 million, the

would be $25 000

Fuel

Although it depends cm the type and size of boat, the

number and condition of engines, a figure of $12/mile is a

reasonable figure

. ..
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1
Disbursements

Based on the 1 night and food per passenger in each of

Frobisher Bay and Cape Dorset @ $260 per person

Revenue For Maintenance/Repair

The yearly difference between revenue and operating

expense. The actual amount will depend on the boat

purchased.

Marketing/Organizational Expense

o No direct marketing or organizational expense is shown

against the tour as it would be marketed as part of the

overall Baffin Region Marketing program. If marketed

separately, brochures distributed to tour wholesalers/agents

at an annual cost (1982) of $3 000t should be included in

the cost estimates. Organizational expenses of $7 000

(part-time perso~ should also be be included. In the initial

years this could come from the reserve for maintenance and

repair.

Capital Expense

o The price for the proper boat will vary greatly depending

on sea worthiness, whether its new or used, whether the

tour boat will also act as a cargo carrier during the

off-season, etc. The cost ranges from $500 000 used
1)

passenger only to $2.0 million new double hulled 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 listed below, the operation of the

Inuit Heritage and Culture tour is marginally viable in a financial

sense (see Table 7). The revenues cover all of the operating

expenses including the airplane rental. However, the net income

before taxes is rather marginal and anything less than full

occupancy on any of the tours could place the tour in financial

jeopardy. The possibility of

analyzed but the inability of

aircraft and the proportionally

the potentially larger revenues.

running larger tours was also

some locations to handle larger

larger airplane rental cost offsets

The tourism expenditures of $145 800 (1982 dollars) creates 3

direct part-time jobs. With the spin-off effects, the total

economic impact is estimated at $291 600 (1982 dollars) and the

impact is ex petted

opportunities (most of

Assumptions

to create a total of some 10-15 job

which if not all would be seasonal).

o Consists of 7 nights, one night each in Frobisher Bay,

Igloolik, Arctic Bay, Grise Fiord and Resolute Bay and two

nights in Cape Dorset.

o Escorted Tour includes all air fare from Frobisher Bay and

accommodation and meals for 7 days and nights.

o Tour transportation will be

holding 18 tour passengers,

members.

Market Projection

o Tour can run for up to 10

via a chartered Twin Otter

1 tour guide and 2 crew

weeks per summer. Initially

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

...... .... .... . .
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Revenue’

Expenses

FIGURE NO. 7

INUIT HERITAGE AND CULTURE TOUR

FEASIBILITY ANALYSIS ($000’s)

1983 1984 1985 _1986 1987

145.8 160.4 176.4 194.1 213.5

Airplane
Rental 79.7

Crew
Disbursements 5.5

87.6

6.0

96.4 106.0 116.6

6.6 7.3 8.0

Hotel/Food
Disbursements
For Tour
Passengers &
Tour Guide 51.9 57.1 62.8 69.0 75.9

Tour Guide
Salaries 2.0 2.2 2.4 2.7 2.9

Tour Expenses 4.1 4.5 5.4 5.94.9 —

143.2 157.4 173.1 190.4 209.3

Net Income Before
Taxes 2.6 3.0 3.3 3.7 4.2

—....7-....——

1988 1989 1990 1991 1992

231.8 258.3 284.1 312.5 343.8

128.3 141.1 155.3 170.8 187.9

8.8 9.7 10.6 11.7 12.9

83.5 91.9 101.1 111.2 122.3

3.2 3.5 3.9 4.2 4.7

6.5 7.2 8.7 9.57.9 —

230.3 253.6 278.8 306.6 337.3

4.5 4.7 5.3 5.9 6.5
~<

●
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Revenuesl )

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

Canadian 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-man crew). According to Bradley Air Services, the

daily service charter rate alone would be in effect as the

plane would be used exclusively for the tour. The use of a

larger plane eg. 44 passenger Hawker

precluded as Grise Fiord cannot accommodate

size.

Hotel/Food Disbursements

Hotel and food disbursements of $130 per

for the 18 tour passengers and one tour

allowed.

Tour Guide Salaries

Siddley 748 is

a plane of this

day per person

guide has been

A salary of $500 per week for the three weeks

and one week for training.

Tour Expenses

Miscellaneous expenses on the

etc. , for some of the leaders at

tour including

the communities

been calculated on the basis of $75 per person

1) All revenues and expenses increased by 10% per annum.

of the tour

honorarium

visited has

on the tour.

i

... ,.
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4.3.3 Fish Camp

Based on assumptions noted

proposed at Hall Beach is a

produces a significant cash

below, a fish camp such as the one

financially attractive venture which

flow after allowing for debt service

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

Besides the direct employment of 5 seasonal and direct

expenditures of $108 000 (1983 dollars) the economic impact of

the project is estimated to have an economic impact of $215 000

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

Assumptions

o 18-man fish camp (100% occupancy) for 5 weeks during the

summer. The fish camp is composed of canvas tents on

wooden floors, 6 men per tent. There are a total of 5

tents; 3 for guests, dining tent and 1 staff/supplies tent.

Tour includes air transportation via charter Twin Otter and

6 days fishing with 1 guide per 6 fishermen.

Revenue

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

Expenses

Staff Costs

3 Guides at $300 per week

1 Cook at $350 per week for

for 6 weeks including start up

6 weeks

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

Food Costs

Based on $20 per day per person for 35 days including

staff

,:. ,
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Revenue

Expenses
Staff Costs

Food

Airplane
Rental

Supplies/
Equipment

Protnotion

Insurance/
Fees

Repairs/
Maintenance

Total Operating
Expenses

1983

108.0

10.7

16.1

22.8

5.0

2.0

5.0

5.0

66.6

1984

118.8

11.8

17.6

25.1

5.5

2.2

5.5

5.5

73.3

FIGUR

FISH CAMP

FEASIBILITY A

1985 1986

130.6 143.8

12.9 14.2

19.5 21.4

27.6 30.3

6.1 6.7

2.4 2.7

6.1 dy 6.7

.*.

6.1 _ 6.7

80.7 88.7

Income Before

Debt Service & Taxes 41.4 45.5 45.9 55.1

Debt Service 8.2 8.2 8.2 8.2

Income Before Taxes 33.2 37.3 4].7 ~~.~
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Airplane Rental

Based on 6 flights over the 5 weeks and a charter rate of

$3 800 per flight for the Twin Otter.

Supplies/Equipment

Including gasolines for the boats, cooking fuel, etc. is

estimated at $5 000 in 1983

Promotion

Assuming that the fish camp is promoted in part by the

GNWT an allowance of $2 000 for specific promotion is

rendered sufficient

insurance/Licences/Legal Fees

Estimated at $5 000 per annum in 1983

Repairs/Maintenance

An allowance of $5 000 per annum is considered adequate

Debt Services

The cost of the 6-man tent with wooden flooring is

estimated at $3 000 per tent. The cost of 20 foot canoes

with 20 hp outboard engines (4 total) is estimated at $4 500

each. Kitchen equipment, heaters, beds and bedding is

estimated at $5 000. The total capital cost of $38 000 is

amortized over 10 years by means of a 17% loan

(compounded annually).

4.3.4 Cape Dorset: Development Proposals
Preliminary Feasibility Analysis

In order to supplement the feasibility analysis

out for a variety of development proposals for

Pangnirtung, revenues and operating costs

that was carried

the community of

that could be

expected for each of the tourism development proposals in Cape

Dorset were estimated. These plus the assumptions that were

made to derive those costs and revenues are described below:

. ... .. .

.>

., ,.
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1. Cape Dorset Art and History Museum

($9 000000 to $1 300 000)

a) Revenues

1 000 visitors annually @ $3.00

b) costs

i) Staff

- 1 full-time @ $20 000

-I 3 part-time $5.00/hr, 12 weeks

at 40 hours per week

ii) Building and Operating Costs

- 10 000 square feet @ $6.60

iii) Upgrading and Maintenance of

Exhibits

iv) Insurance Costs

- 2% of Capital Costs

v) Promotion

TOTAL

c) Employment

$ 3 000

$ 20000

7 200

66 000

10 000

20 000

5 000

$128 200

i) Construction 10 full man years or 20-30 seasonal

estimated on the basis of one job per $100 000

construction - average $1 000 000 capital cost.

ii) Operation

- 3 seasonal

- 1 full-time

d) Economic Im-pact

Purchases per visitor $50.00 - total $50 000 direct

expenditures associated with this project:

economic spin-off $100 000 total.

... ,. . .. ,,. .

.3
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2. Accommodation Services

a) Revenues

$125.00 per visitor days/nights

x 1 560 visitor nights =

Peak season 60 days x 20 beds

x 80% occupancy = 960

Off season 300 days x 20 beds

x 10% occupancy = 600

Total visitor nights 1 560

b) costs

i)

ii)

iii)

iv)

v)

Staff

- 1 full-time Manager @ $20 000

- 1.5 full-time Cooks @ $15 000

- 1 Housekeeper full-time @ $5.00/hr

Building and Operating Costs

- 5 250 square feet @$6.60

Food Costs

- $25 per visitor night (25 x 1 560)

Insurance and Other

- 10% of revenue

Marketing

Overhead

TOTAL

*

$195000

$20000

22 500

10 400

34 650

39 000

19 500

5 000

$151 000

c) Employment

i) Construction, 6 full man years or 12-18 seasonal

ii) Operation - 3-4 full-time

d) Economic Impact

$195 000 in tourist expenditures $400000 in

spin-off effect
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3. Short Boat Tour

a) Revenues

4 passengers 3x per week for

10 weeks @ $10.00 per ride

b) costs %

i) Oil and gas

ii) Insurance and Licence

iii) Repairs/Maintenance

Allowance for Operator’s

Salary and retirement of

debt on boat (boat assumed

to be already in place)

Total Costs

c) Employment

i) Operation: 1 seasonal

d) Economic Impact

80

220

100

400

800

$1 200

- Estimated to be 2x revenue $2 400

$ 1 200

,.

. .
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4. Full Day Boat Tour

a)

b)

c)

d)

Revenues

10 passengers per trip 3x per

week for 10 weeks @ $45.00

per person

costs

i)

ii)

iii)

iv)

v)

vi)

vii)

Oil and gas

Food @ $10 per person

Promotion Allowance

Insurance and Licence

Repairs/Maintenance

Assistants Salary

$5.00 per hr 30 hours

per week for 10 weeks

Allowance for capital re -

480

3 000

500

1 000

1 000

1 .500

payment and Operator’s

salary 6 020

Total Costs $13 500

Employment

i) Operation staff: 2 seasonal

Economic Impact

- Estimated to be 2x revenue $27 000

- .-

J
f

J

J

t./
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. . .
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.. .

$ 13500
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5. Overnight Boat Tours

a)

b)

c)

d)

Revenues

10 passengers per week (3

days) for 10 weeks @ $300.00

per person

costs

i) Oil and gas

ii) Food @ $25 per person

iii) Insurance and Licence

iv) Promotion

v) Repairs/Maintenance

vi) Assistants Salary (2)

$5.00 per hr 30 hours

per week for 10 weeks

vii) Allowance for capital

payment and Operator’s

480

7 500

1 000

1 500

1 000

3 000

-- ●+.-”

——— —-..

$ 30000

salary 15 520

Total Costs $30 000

Employment

i) Operation staff: 2 seasonal

Economic Impact

- Estimated to be 2x revenue $60 000

,.,,., . . . .
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6. Walking Tours

a)

b)

c)

d)

Revenues

costs

i) Salary of 2 guides/

maintenance staff 10

weeks, 40 hours per

week $5.00 per hour 4 000

ii) Maintenance (minimal)

Employment

i) Operation staff: 1 seasonal

Economic Impact

None

., .. .. . .,

6 000

None

- Estimated to be 2x salaries $8 000

#
7. Tourism Board

a) Revenues

b) costs

i) Honorarium

ii) Staff 1 @ $7.50 per

hour, 40 hours per

week 10 weeks 3 000

c) Employment

i) Operation staff: 1 seasonal

d) Economic Impact

- Estimated to be 2x salaries $18 000

The above process and assumptions were used to establish the

operation and maintenance costs of various types of

developments, an estimate of probable revenues and employment

and the expected economic spin-off created throughout each

community.

.. ., .-
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4.4 Economic and Financial Analysis Summary

The detailed analysis of selective tourism related projects and

the projection of economic benefits by communities leads to the

following conclusions and recommendations, see Figure No. 9:

1) Most small tour operations can be profitable given the

market created by the larger scale projects in the various

regions. The revenues created are generally sufficient to

2)

cover all operating

the tour operator’s

employment created

for tour operators

expenses and allow for amortization of

capital investment (boat, etc. ). The

is seasonal and the opportunity exists

to supplement their income by using

their equipment for non-tourism related projects. It is

recommended that the small private sector interests be

encouraged to operate these small tours and that the GNWT

provide marketing and business management assistance to

such operators.

Most large scale tour operations and commercial

accommodation projects can cover all their operating

expenses and provide some amount of cash flow to cover a

portion of the debt associated with the capital investment.

Because of the heavy capital investment and lack of the

necessary cash flow to fully amortize the capital, it is

recommended that the GNWT consider building the

recommended larger scale tou

*

operations and commercial

accommodation and concessio them to private sector

interests to run. The concession arrangements should be

structured so that the GNWT can approve the operational

characteristics of the project. The concession fee should

be established separately for individual projects and should

be a relatively nominal percentage of gross revenue in early

years to allow the operators to become established. The

concession agreement should be reviewed periodically (every

3-5 years) to update the arrangements and reflect the

currnet economic conditions.

. . .’. .

..-
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The GNWT should consider providing marketing assistance

to these concession operations and should encourage

package tours involving several of the projects. These

major tour operations and commercial accommodation facilities

will provide the largest number of full time jobs created by

the recommended tourism projects. These projects are also

the single most important element in attracting the market

to the region. All other tourism projects in the community

depend on these projects being in place and operating

effective y.

The infrastructure, cultural and information related tourism

projects generate little or no revenue and therefore are not

able to cover their potential expenses. As a result, from a

financial perspective there is little likelihood of attracting

private sector investment and management interest in these

projects. These projects are considered necessary in

enlarging the experience of visiting the various communities

and provide an important link to the small tour operators.

The GNWT really has little alternative but to build and

operate such facilities themselves. The timing of these

projects should coincide as much as possible with the major

tour operations and commercial accommodation projects to

maximize the impact of the capital investment.

The analysis on Figure No. 9 indicates that the capital

investment by the GNWT (excluding capital associated with

small tour operations) for all the suggested tourism projects

is some 14.5 million. The direct and indirect jobs created

as a result are some 264-347 construction jobs (equivalent

to 131 man-years of employment). The number of full time

jobs created to operate and manage the projects is estimated

at 28 and there are an estimated 162-202 part-time jobs

created.

.,
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When the spin-off effects, (multiplier impacts) are taken

into account, there is an estimated $5.2 million generated

by the capital construction program and an annual amount

of $5.5 million (1982 dollars) generated as a result of the

operational component. When the 10 year present value of

the annual operational component is added to the

construction component, as estimated $49.7 million in income

is infused into the Baffin Region from the capital investment

of $14.5 million.

.

.. ... ,.. .

. ,. ..



FICURENO. 9

SUf4f4ARYOF s . S/EMPLOYMENTOF DEVELOPMENTPROPOSALS

Jobs Created Jobs Created

Capital

Ecomonic

o&M Oirect Construction Operation

cost

Economic
costs

Spin-off
Revenues Man- No. Full- Part- Spin-off Annual

Consnunity (Average) (Annual ) (Annual) Years of Jobs Time Time Construction o&M Remarks

1. Frobisher Bay

2. Resolute Bay

3. Pangni rtung

4. Lake )iarbour

5. Grise Fiord

6. Pond Inlet

7. Arctic Bay

1982
Dpllars

2 873 000

B52 500

2 500 000

974 000

515 000

1 312 600

725 000

19B2
Oollars

409 800

154 200

364 000

296 300

29 600

285 600

225 740

1982
Oollars

69 200

216 000

41B 000

273 500

21 500

386 600

214 400

26

8

5

7.5

5

12.5

6

50-60

15-20

50-75

15-20

10-15

20-25

15-20

2

2

6

4

0

3

1

19-22

6-8

18-20

12-14

5-7

18-20

20-25

1982
Oollars

1 040 000

320 000

1 000 000

300 000

200 000

500000

240 000

1982
001 lars

235 600

432 000

836 000

572 600

43 000

792 200

440 200

Regional Tourism Centre wi 11 not return operat-
ing costs. Boat/camping tours/trips break even
with variable allowances for sales and capital
repayment.

Accommodation services partial return on capital.
Other consnercial ventures break even with no
return on capital.

Accommodation and tour sectors al low for partial
repayment of capital investment. Cul tura 1 and
infrastructure projects generate little or no
revenue per se but are requi red for the revenue
generating project.

Accommodation services: no return on investment.
Boat/camping tours break even with variable
al lowances for operators salary and capital re-
payment.

Accommodation services: no return on investment.
Tours break even. Al 1 other programs do not
return O & M costs.

Acconsnodation services: partial return on
investment: coffee shop and tours break ●ven
wi th variable al lowances fOr OperatOr’s
salaries.

Museum does not return operating costs, transient
centre and tours break even with variable
allowances for operators’ salaries and capital
repayment. Note]: no return on investment.

?
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FIGURE NO. 9

(Continued)

SUWfARY OF COSTS/EMPLOYMENT OF DEVELOPMENT PROPOSALS

Jobs Created Jobs Created Ecomonic
Capital o&M Oirect Construction Operation Economic Spin-off

cost costs Revenues Man- No. Full- Part- Spin-off Annua 1
Cormnunity (Average) (Annua 1 ) (Annual) Years of Jobs Time Time Construction o&M Remarks

1982
Oollars

8. Cape Dorset i 987 500

1982
Dollars

342 512

1982
Oollars

242 700

165 600

176 800

21 200

359 800

28 600

1982
Dollars

640 000

1982
Dollars

606 900 Museum does not return operating costs.
Accommodation services partial return on
investment, tours break even with variable
al lowances for operator’s salary and capital

repayment.

Accommodation services break even. Tours break

even with low allowances for operators’ salaries,

no capital repayment, museum does not return

operating costs.

Fish camp breaks even with 1 ittle return on

capital , hotel occupancy expected to be low,

hence may not return operating costs. Tours

break even with no capital repayment.

Boat tourslcamping trips, summer camp visits

break even with variable allowances for

operator’s salary and capital repayment.

Both transient centres and new hotel provide

partial return on investment. Tours/trips break

even with variable allowances for operator’s

salary and capital repayment.

Coffee shop may break even depending upon
occupancy rate of transient centre/hotel.

16

7

6

1.0

10

1

30-40

18-22

12-16

5

20-25

4

5

2

0

Q

2

1

——

10-12

14-18

18-26

w
6-8

14-18

2-4

9. Igloolik 840 000 181 160 280 000 342 400

IO. Hall Beach 780 000 193 600 353 600240 000

11. $anikiluaq

12. 8roughton

45 000

sland 1 058 500

34 000

348 250

40 000

400 000

68 000

719 600

,“

13. Clyde River 55 000 53 500 40 000 100 200

TOTALS 14 518 100 2 918 262 2 598 900 131 264-347 28 162-202 5 240 000 5 482 300
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IMPLEMENTATION PROGRAM

ApP roach to the Establishment of Priorities

The establishment of priorities for a myriad of research,

planning, and development and management activities is

dependent upon the subjective integration of a number of wide

ranging considerations derived from all aspects of the study.

Such considerations include:

1<

2.

3.

4.

5.

6.

7.

8.

The location/qua lity/uniqueness and attraction potential of

the natural, historical or cultural resource.

Market potential of those resources and the desirability of

thosewrnarket segments.

*
The level of capital investment required.

The capability of the government to provide the necessary

financial, technical

The aspirations of

in the development

and support staff.

the community and the level of interest

of the tourism industry.

The capability of the community to manage/control tourism

related developments and the type/number of activities that

have to be undertaken to develop that capability in the

community.

The degree to which that study, plans, policy, programs or

development is necessary to permit/stimulate other

dependent actions.

The complexity of the project and the number of

jurisdictions involved.
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An “overlay” process was used to establish community and

regional development priorities and involved the following steps:

I

1.

2.

3.

4.

5.

6.

7.

8.

Determine the priority of the community or unique

development based on the existing developed and

undeveloped resources (natural, cultural, physical). The

criteria included the suitability and abundance of tourism

resources, level of existing infrastructure development, and

the role of the community in the regional tourism hierarchy

which reflects tourism resource potential.

Determine the priority of the community or unique

development reflecting the market potential of the relevant

development programs. The market potential was based on

the market summary as presented in the preceding chapter.

Document the initial community response encountered during

the winter community visits.

Document the planner’s assessment of the community’——

receptivity for tourism and the planner’s— perception of the——

community’ eventual decision reqardinq tourism.

Assess the community’ present capability for satisfying the

needs of desired tourism market segments.

Determine the degree to which the present and future

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

on the

Figure

an overall” priority ranking for each community based

assessments carried out during Steps 1 to 7. (See

No. 10)

1

I

,

,

I

,.
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FIGURE 10

ASSESSMENT OF PRIORITIES FOR TOURISM DEVELOPMENT

BAFF IN REGION TOURISM DEVELOPMENT STRATEGY

Priority Consultant’s
Reflecting Initial Perception of Overal 1

Priority Based Market Community of Eventual Present
Community

Oegree of Linkage Priority Area
on Resources Potential Response Response Capabi 1 ity Complementarity Potential (Community) Priority

Frobisher Bay mad i urn high positive positive medi urn-high high high I 11

Resolute Bay meditm medium lack of interest neutral low-medium medium-high medi urn-high 111 IV

Pangni rtung high high positive positive medium high high I I

Lake Harbour 1 Ow medium positive positive 1Ow high high 11 11

Grise Fiord high high positive positive 1Ow medium medium 11 [v

Pond Inlet !aedi urn medium neutral neutral-positive 1ow-medi urn medium ❑ed i urn 111 III

,

Arctic Bay low-medium medium positive positive 1 Ow medium medium 111 111

Cape Oorset high high positive positive 1 ow-medi urn high high 11 [1

Igloolik medium medium neutral-positive neutral-positive 1Ow medim medium 111 111

F
Hal 1 Beach 1 Ow 1Ow positive positive 1 Ow 1Ow medium IV 11!

Sanikiluag 1Ow low neutral-negative neutral 1Ow medium-high 1Ow v v

Broughton Is 1 and medium 1Ow neutral positive 1Ow high high 111 I

Clyde River 1 Ow 1 Ow neutral-negative neutral low-medium 1ow-medi urn medium v v



.---- -*

-81-

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

Priorities encompassing groups of communities.

After the above long-term development priorities were

established, an assessment was made of the need for specific

policies, guidelines and support programs and their preparation

was assigned a relative priority.

5.2 Regional Policy and Program Priorities,
Phasing and Responsibilities

5.2.1 Area Development Priorities

The Area Development Priorities, established according to the

process outlined in Section 5.1 are outlined on Drawing No. 2.

The reasons for their relative ranking are summarized below.

Priority I Area Pangnirtung - Broughton Island

Reasons: 1. Basic recognition by the residents of Pangnirtung

of the benefits that can be derived from tourism.

2. Fair experience with the requirements and

activities of grou~’s of tourists.

3. Capability of existing natural, historic, and

cultural resources throughout the area.

4. Complementarity of communities in roles and

attractions and the variety of linkages possible.

5. Fair nucleus of tourism infrastructure and

attractions and relatively high flow of tourism

around which expansion can occur.

6. Availability of a tourism development plan for the

community of Pangnirtung and its acceptance by

the residents.
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7. Expression of interest by the government to

support the construction of tourism facilities and

services proposed by the Plan.

8. Excellent opportunity for integrating the facility

and program requirements of the employer host

training program into the new tourism facilities

and attractions.

9. Potential for the development of a variety of

viable tourism experiences that can be packaged

and promoted to specific market segments.

10. Relatively easy access from the Regional Service

Centre and from Nuuk, Greenland.

11. Once basic services and facilities are in place,

excellent potential for attracting tourists from

Greenland.

Priority I I Area Frobisher Bay - Cape Dorset - Lake Harbour

Reasons: This area has similar levels and ranges of tourism

development potential as the Priority I Area and most

of the positive aspects of the Priority I Area apply.

Nevertheless, it has been lowered in Priority for the

following reasons:

1. Each community plays a substantial role in

stimulating development of the tourism industry

throughout the southern part of Baffin Region.

Particular facilities, services and programs have

to be put in place to fulfill those roles. Much

work will have to be done before those facilities,

services and programs can become reality.
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2. Lead time is required for the discussion of

tourism benefits and requirements with the

residents of each community, especially Cape

Dorset and Lake Harbour, and the elaboration/

endorsement of the respective community plans

and tours.

3. Lead time is also required to co-ordinate the

research, planning, development and management

of, the tourism attractions, services, programs and

tours proposed for the area to ensure that all

communities will benefit fairly from, and can

absorb the impact of, tourists attracted to the

area.

4. Because of the diversities of facilities, programs

and tours proposed, the government will require

greater lead time to prepare interim research,

planning, management and support policy

statements and provide a favorable context for

the initiation of the actual developments of tourist

facilities.

Basically, the Frobisher Bay - Cape Dorset - Lake Harbour

has been allocated Priority I I because of its greater

complexity, its lesser state of readiness to accommodate

tourists, and the greater lead time required to take

advantage of the existing tourism potential. In actual fact,

the priorities for the two areas are very close and

complementary.

+.! .

,. . .,
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Priority III Area Pond Inlet - Arctic Bay - Igloolik - Hall
Beach

‘$

-i

.I

.f

.,

Reasons: 1. The residents of all communities are generally in

favour but essentially neutral on the subject of

tourism development. A fairly comprehensive

community awareness program will have to be

conducted before positive, active interests can be

expected.

2. Few residents have specific experience or

understanding of the requirements and activities

of groups of tourists.

3. Except for certain exceptions such as Bylot

Island, the scenic attractions of Arctic Bay and

the thule sites near Hall Beach, the area’s

natural, historical and cultural resources are

neither outstanding nor unique within the

Regional context and will require more elaborate

development and packaging to realize their

tourism potential.

4. The communities are complementary in nature and

can be linked for a variety of experiences.

5. Existing tourism infrastructure is minimal and will

require diversification and upgrading before the

tourism potential of the resources in or near the

communities can be realized.

6. Substantial lead time will be required for

discussion of the nature and character of the

tourism industry, the role of the communities as

envisioned in the Regional strategy, and the

responsibilities of the residents before the

communities will 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 Service Centre and the Regional

Gateways, permitting the development of tour

packages that link all communities yet can be

initiated at any one of the communities.

In summary, the Pond Inlet - Arctic Bay - Igloolik - Hall Beach

Area has fewer existing and potential tourist attractions than the

higher priority areas, is not as familiar with the basic

requirements and characteristics of a tourism industry, is not

yet ready to adopt tourism as a “major” industry, requires

greater new investment of monies to develop adequate

infrastructure and requires a substantially greater lead time to

finalize the policy, development and management of tourism

opportunities.

Priority IV Area Resolute Bay - Grise Fiord

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

basically an anomaly created by its diverse

characteristics:

1. High resource capability and attraction yet

difficult to access and develop.

2. Direct air linkages with Yellow knife yet travel

between the communities and/or attractions is

limited by cost, distance and frequency,

3. Positive interest in the development of variable

tourism activities in one community, not in the

other.

4. Relatively adequate tourism infrastructure in one

community, not in the other.

i
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5. The requirement to stimulate community-centered

tourism countered by proposals and activities to

develop for distant tourist attractions.

6. The complements of potential tourism attractions

with high linkage potential, reduced by the

difficulty of developing and marketing

economically viable tour packages within the

extremely short season.

7. The potential of resource exploration and

development by other economic sectors, and the

uncertainty as to how those activities are going to

help or hinder the development of the tourism

industry.

The long-term priority for the area is, therefore, more a

product of uncertainty as to the degree of future impacts of

present resource exploration, extraction and development

proposals (including natural parks) and a need “to go slow” to

ensure flexibility in reaction than of the specific tourism

potential of the area’s resources, attractions or cultural

characteristics.

Priorty V Area Clyde River - Sanikiluaq

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

or some of the following reasons.

1. Relatively low resource attraction and diversity.

2. Lack of understanding by the residents

characteristics and requirements of the

industry.

of the

tourism

3. Neutral to negative reaction of the residents to

the development of a community -centred tourism

industry.

........ ,..

.! ,.
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4. Absence of a tourism infrastructure.

1

I

5. Low to medium capability to complement the

attractions and developments of nearby

communities, hence a lower capability to form a

major component of a tour package.

Both communities have particular characteristics that can support

the tourism industry of the Baffin Region. This potential cannot

be tapped until the community seeks the development of their

tourism resources. Both communities in the short-term will

benefit from a well-prepared, well-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 established for the implementation of the

Regional Development Strategy as described previously

throughout the report are summarized, phased and costed on

Figure No. 11.

The specific activies to

categories of:

1. Strategies, Policies

be undertaken are proposed under the

and Programs: This figure lists and

... . . .,

.,

priorizes the activities that have to be undertaken to

develop a directing and controlling context for tourism

development.

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

outlines the Departments responsibilities for ensuring tlls:

adequate training facilities and programs are available.

3. Research and Planning: Outlines the programs to be

undertaken to provide the information necessary to

implement the strategy, finalize the tourism development

proposals and update the strategies, programs, policies and

developments to match future requirements.

. .. ... . . ..,.. ,=
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FIGuRENO.11 - BAFFIN REGIONTOURISMDEVELOPMENTSTRATEGY
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FIGURENO.1~ - BAFFIN REG1ONTOURISMDEVELOPMENTSTRATEGY
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4. Marketinq and Promotion: Describes the activies to be

undertaken to maximize the effectiveness of promotion

efforts.

The chart outlines for each phase of each activity/project the

capital costs incurred by the Department of Economic

Development and Tourism in carrying out that particular project.

Operations and staffing costs are not included. The total is

identified at the top of the first page under Departmental

Contribution.

The phasing is based more upon the urgency for putting the

required product in place and its degree of dependency upon the

actions than available monies. The latter may be variable year

by year and the phasing program can be shortened or

lengthened accordingly. In addition, many of the activities

presently carried out by the Department can be modified to

include the activities requi red to implement the Regional

Strategy. The costs identified cannot, therefore, be considered

as being in addition to the present budgets.

Community Development Priorities and Phasing

Community priorities are identified on Figure No. 10. The

priorities and costs associated with the development proposals

described in community tourism plans for Priority I a II Areas

are outlined in Figure No. 12. These priorities have been

established on the basis of:

1. The priority of the Area

2. The priority of the Community within the Area.

3. The priority cif the developments proposed in the Community

Tourism Plan.

.. . . . . ... .
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4. The characteristics and desirability of package tours to link

the various communities.

5. Importance of the development for implementing the Regional

Tourism Strategy.

The phasing is based upon the assumption that no more than

$200000 t20% will be available to the Department in any

particular year for capital construction projects. This level is

established for small-scale projects. Large-scale infrastructure

developments will have to be funded through contributions from

the senior level of government.

The non-construction projects have not been inserted into the

implementation phasing. These should be undertaken when

appropriate and in keeping with the phasing of the programs

being implemented under the Regional Tourism Strategy.

Again the total Departmental Contribution towards the total

yearly capital costs are identified at the top of Page 1 of Figure

No. 12. Departmental Contributions are derived from the

cumulative totals less the cost of projects identified by an

asterisk. These projects are considered large-scale

infrastructure projects financed through grants and agreements

with the senior level of government.
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FIGURENO. 12 - BAFFINREGIONTOURISMOEVELOIWENTSTP.ATEGY
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FIGURE NO. 12 - BAFFIN REGIONTOURISMOEVELOF?4ENTSTRATEGY
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APPENOIX I

CALCULATION OF NUMBER OF TOURISTS - BAFFIN REGION - 1981

Oeloitte Haskins and Sells Associates (see Appendix II, Page II-25) report

estimated the number of visitors to the Eastern Artic at 9 000 persons and

2 000 for the High Artic. The number of Nordair passengers in

various points in the Baffin Region were supplied by Nordair as:

First Quarter

Second Quarter

Third Quarter

Fourth Quarter

Hall
Beach

50

180

229

93

552

Nanisivik Resolute

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

in talking further to “Nordair Officials Mr. Hanz Grosser (Sales

Representative Northern Region Nordair) it was estimated that 25% - 30% of

this air traffic was tourists. From this discussion and based on related

studies (Panignirtung Community Tourism Study and Yukon Tourism

Highlights).

Another 25% of the air traffic is accounted for by business visitors. The

remaining 45-50% of the air traffic is the result of residents traveling

including government and business personnel located in the region.

There are two other flights into the Baffin Region (Eastern Artic and High

Artic). These are the Pacific Western Airlines flight from Yellowknife

1 450 passengers inward in 1981 and the Austin Air flights to Sanikiluaq

and Cape Oorset. 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) Sanikiluaq itself.

i, ,,..-
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The total number of

14 006 say 14 000.

air passengers to the Baffin Region is estimated to be

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 Oeloitte Haskins & Sells estimate of 11 000.

.. .s

.. ..



.’

,,

i

I

-. ●
✍✍ .-’
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SUMMARY OF RELEVANT BACKGROUNDREPORTS

ON

TOURISM INDUSTRY - MARKET CHARACTERISTICS
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APPENCIIX 11

ANALYSIS OF SELECTED BACKGROUNDSTUDIES AND REPORTS

This appendix contains a synopsis of relevant background studies on tourism

in general and in the north in particular.

Study #1: Vacation Travel By Canadians for the Canadian
of Tourism, Travel Data International

This report commissioned annually for Canadian Government

Government Office

Office of Tourism

draws some interesting conclusions which have particular relevance to

tourism in the Eastern Artic.

Extent of Vacation Travel by Canadians

In both 1980 and 1981 with Canada in a depressed economic climate

(particularly in 1981), vacation travel by Canadians continued to remain

strong. Vacation travel in 1980 increased 7% over 1979 to reach

8.9 million vacation trips. The number of vacation trips increased

marginally in 1981 to 9.0 million vacation trips. Some 55% of Canadian

adults took a major vacation trip away from home in 1981. This corresponds

to 54% of Canadian adults who took a vacation trip in 1971 indicating that

the demand for vacation holidays is relatively insensitive

conditions.

While the number of vacation trips has remained steady during

downturn, there are some changes in where Canadians vacation

to economic

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

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

.
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TABLE A

VACATION TRAVEL BY CANADIANS

Areas Visited

Percentage of Actual Trips
(1)

1966 1979 1980 1981

7

14

22

16

15

2

68

64

30

40

25

14

6

2

3

7 (2)
Newfoundland/Maritimes

Quebec

Ontario

Prairies

British Columbia

Yukon/N.W.T.

8

14

22

7

15

1

8

14

24

15

14

1

18

32
17 (2)

14

*

Canada at all

Canada only

N/A

69

66

62

67

62

Non Resident Canadian Province N/A

Own Province N/A

33

39

32

40

U.S. Mainland 25
1

Offshore U.S. Including N/A
Alaska and Hawaii

26

16

26

16

Europe N/A

Caribbean N/A

Other N/A

5

3

3

5

3

3

(1) Do not add because of multiple areas visited

(2) Estimated
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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 21% of Canadians took vacation trips in the spring of 1981,

about half (45%) indicated that they would likely take a spring vacation

within the next 2 years, and 29% said they were either very likely

extremely likely to take this trip. These estimates of likely spr

holiday intent are up significantly from previous year.

Fall vacations were taken by 20% of the Canadian population in 1981. S{

or

ng

me

1 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

was second to British

visitors. See Table C.

S. had

Col umb”

the greatest amount of actual visitors and

a in terms of attraction to potential

If one compares the rate of those who are “

to those who indicated that they were “very

demonstrates the extent to which the

destination may be fulfilled.

nterested” in visiting a region

likely” to visit the region, it

ntent to visit a particular

. .... .... .

....

., ,.
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TABLE C

FUTURE VACATION PREFERENCES AMONG VACATION TRAVELERS

1980/81

(Includes Pleasure Trips of l+ Nights)

Newfoundland

P.E.I.

Nova Scotia

New Brunswick

Quebec

Ontario

Manitoba

Saskatchewan

Alberta

British Columbia

Yukon/N.W.T.

U.S.A.

% Visited

1

2

3

3

10

15

3

4

8

10

1

26

% Very
Interested in Using
In Next Two Years

21

26

23

18

28

31

12

14

29

44

21

42

Ratio

21.0

13.0

7.6

6.0

2.8

2.1

4.0

3.5

3.6

4.4

21.0

1.6

%Very Likely
to Visit in

Next Two Years

7

10

11

10

23

29

8

11

20

30

5

33

... .. . -

Ratio
% Very Likely

to Very Interested

3.0

2.6

2.1

1.8

1.2

1.1

1.5

1.3

1.5

1.5

4.2

1.3

i

●
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While the percentage of Canadian vacationers who have visited the Yukon/NWT

is relatively small (1% in the period 1980/81, the same as Newfoundland),

some 21% of Canadian vacationers expressed a very strong interest in

visiting either the Yukon or the Northwest Territories. The ratio of

potential visitors to actual visitors (21) was the highest of any province

or area. Newfoundland also had a ratio of 21. See Table C.

Reflecting earlier findings there is something holding the prospective

visitor back from actually visiting the Yukon and all territories even

though there is strong interest (the ratio of very likely to very

interested is the highest, 42%, of any destination). In the case of the

territories, it might be cost but proper information and adequate

facilities might just as easily be the explanation.

Geographic Differences in Vacation Travel

Within Canada, residents of British Columbia are traditionally more likely

to travel than are residents of other provinces. In 1981, 70% of British

Columbia residents took

took a vacation holiday

Tables Dl, D2 and D3.

a vacation trip, 5S% of the residents of Ontario

The latter reflects the national average. See

TABLE D1

INCIDENCE OF VACATION TRAVEL BY CANADIANS

(%)

1971 1979 1980 1981

Total Adults in Canada
(Ave. %)

British Columbia

Prairies

Ontario

Quebec

Atlantic Province

54 55 56 55

63 64 68 70

55 61 61 62

57 58 62 55

49 47 45 50

49 “ 46 44 43

. .........

.. ,. . ,. .
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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 Total Person Trips Within Own
Origin (Vacation & Business) Province

(000’ s) (000’s)

Total 114 004 95 538

Newfoundland 2 023 1 809

Prince Edward Island 335 164

Nova Scotia 4 580 3 798

New Brunswick 2 865 2 105
I

Quebec 27 013 23 353

Ontario 40 523 31 750

Manitoba 4 970 4 756

Saskatchewan 6 843 5 466

Alberta 14 085 10 973

British Columbia 9 704 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

While Quebec does produce a large number of person trips, a larger

percentage of these are within Quebec, so that Alberta produces an almost

identical number of out of province trip as does Quebec even though the

total number of person trips.is only about half that of Quebec’s.

..

.....

.
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TABLE 02

PERCENT OF TOTAL TRIPS

Place of Residence at Time of Trip

Atlantic Canada’

1979 1980 1981—_

% x F-

Canada 80 89 82

Atlantic
Canada 49 58 49

Quebec 15 14 13

Ontario 24 20 21

Prairies 2 9 6

B.C. 4 5 4

Yukon/
N.W. T. 1 1 2

“Non-Resident”
Canadian
Province 62 57 57

Us. 15 17 18

Quebec Ontario

1979 1980 1981—. _ 1979 1980 1981—. —
x x % % % %

59 61 62 59 62 61

7 5 5 5 6 6

41 41 43 10 8 7

9 12 11 39 42 42

3 2 2 9 5 6

3 4 3 5 4 4

1 1 1 1 1 3

21 21 20 25 22 20

29 31 27 31 28 31

Prairies

1979 1980 1981—— _

x x x

83 79 78

2 4 1

1 3 2

10 10 10

52 50 49

28 25 26

1 1 1

59 63 52

19 19 20

B.C.

1979 yll _1981

T % %

68 70 74

1 1 1

2 2 2

6 5 8

21 21 21

49 49 50

1 1 3

2 28 29

24 25 18
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The use of the car for vacation trips has continued to show an overall

decline while plane travel has increased despite recent large airline

ticket price increases. In 1981 33% of vacation trips by Canadians used

airplane travel. Table E.

TABLE E

MAIN MODE OF VACATION TRANSPORTATION BY CANADIANS

Car

Plane

Train

Bus

Other

1966 1973 1979 1980

73 64 54 59

10 24 32 30

8 3 4 3

7 6 8 6

2 3 2 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 340 000 8i4 000 895 000 870 000 879 000 860 000

% of Total
Public Carrier
Trips 16 25 24 22 24 21

.. ’...,,. . . . . . . . . . . . .

..23
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Of the package tours

a dramatic increase

spending one or more nights in Canada, there has been

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

I

It is also interesting to note that just 12 percent of tours visited botn

the U.S. and Canada compared to 29 percent in previous years. The

relative weaknesses of the Canadian dollar partially explains this fall off

in U.S. package tour business from Canada.

A package tour involves on average 10 nights away from home (down from

previous years) with 29% of the package tours occurring in the April - June

period and 41% in the July and August summer season. Some 60% of package

tours used the services of a travel agent. More than half (53%) of the

package tours involved a party size of one or two individuals while at the

other extreme 30% of the tours -involved a party of 6 or more individuals.

See Table H.

.....>

.. . . .
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TABLE H

PARTY SIZE OF PACKAGE TOURS

Party Size 1979/80 1981

One 16 23

Two 30 30

Three 9 4

Four 11 9

Five 1 5

Six Plus 34 30

It was estimated that 93% of the package tour parties did not involve

children. The average expenditure per person in 1981 among package tour

vacations visiting ‘in Canada was $2 229. ($1 955 if exclusively Canadian

tour) up significantly from $1 291 during the 1979/80 period. Much of this

gain has been attributed to the rising popularity of the Yukon and

Northwest Territories as package tour destinations.

Use of Travel Agents by Canadian Travelers

On the matter of use of travel agents, 60% of package tours use the

services of a travel agent. Of total trips in Canada in 1981, 13% of these

involved the use of travel agents while 33% of trips by Canadians to the

U.S. mainland and 64% of trips offshore used travel agents. The percentage

figures have remained relatively constant since 1978. Even though only a

small proportion of vacation trips within Canada involve a travel agent

(13%), Canada is a very important destination for travel agents because of

the relatively popularity of domestic travel.

In 1981, 38% of trips booked by a travel agent were to Canada; Canada is

becoming a increasingly more important travel market to the agent. See

Table I.

.,..,*

.. . ,., ,.
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Areas Visited

Canada

U.S. Mainland

Offshore

TABLE I

PERCENT AMONG VACATION TRIPS USING TRAVEL AGENTS

1978 1979 1980 1981

31 33 36 38

34 40 34 35

46 37 42 32

Reasons for Travel by Canadians

The main reason for travel remains visiting friends or relatives; 48% in

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
I

Main Reason For Travel

Visit Friends or Relatives

Spend Time at Vacation Spot

City Sightseeing

Rural Sightseeing

Fishing, Boating & Other
Outdoor Water-Related Activities

Camping and Tenting

Shopping

To Stay at Owned Vacation Property

Attend Festivals, Sports etc.

Combined Business & Pleasure

Other

-—. . .. . . . . .

1978 1979

%— %

45 48

19 31

11 19

9 16

12 14

8 8

5 8

4 3

3 6

5 7

2 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

;.2

.. ..

.
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Canadians have not increased the average length of their triPs

significantly from 1979. In 1981 it averaged 1 160 miles with 28% of the

trips beyond 1 500 miles, although only 16% of domestic travel by Canadians

involved a trip of 1 500 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 accommodation while on a vacation trip commercial

accommodation accounts for about 45% while campsites account for 18%.

See Table K.

Type of Accommodation

Private Homes/Friends

Relatives

Commercial Motel

, Hotel

Resort/Lodge

Camping/Trailering

Government Sites

Commercial

Cottages

Other

TABLE K

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

Socio-Economic Analysis of Vacation Travelers

10

8

12

6

10

8

14

6

Historically those with a university education, those between the ages of

30-50, urban residents and white collar workers are the most likely types

of individuals to take a holiday. Many of these factors are also related

to income trends. See Table L.

.
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TABLE L

PERCENT OF CANADIAN ADULTS TAKING A VACATION TRIP

1966
%

1971
T

1976
%

1981
%

58
46

55
62
58
51

38
56
62
68

67
56
53
46
46

Place of Residence

Urban
Rural

52
34

58
43

59
43

18-29
30-39
40-49
50+

44
49
46
40

57
56
57
49

55
60
57
53

Education

Public School
High School
Technical
University

39
56
65
70

41
57
63
74

. .

Occupation (Head)

White Collar
Skilled Labour
Farmer

‘ Retired
Other

66
56
35
42
45

68
58
36
46
48

Sex

Male
Female

52
57

55
57

52
59

Vacation Traveller Market Segments

The Travel

whereby the

Industry Association of Canada recently completed a study

Canadian traveller was broken down into 4 main market segments:

o Sun Lover -

0 Security Conscious

o Action Seeker

o Off the Beaten Track
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The ma,jor descriptions of each of these 4 maf’ket segments and their

relative size are

Sun Lover (20% of

o Warm weather

described below:

the Vacation Travelers)

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 a familiar destination, one visited before

especially where there are friends or relatives.

o Strong preference for peace and quiet; usually holidays are taken in

Canada and plan their 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.

I

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

recreation.

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.

i .

-.s.



II - 15

TABLE M

MARKET SEGMENTS - VACATION TRAVELLERS

Sun
Lover

%

Security
Conscious

%

Action
Seeker

%

Off the
Beaten Track

%

Vacationed in 1980

Yes 64 53 47 62

Where 100%

64
46
16

100% 100% 100%

Canada
Us.
Elsewhere

80
25
9

65
47
17

77
31
16

Trip Purpose

VFR
Vacation Spot
Urban Sightseeing
Outdoor Activity
Camping
Other

33
43
18
12
7

24

67
15
11
6
5

25

43
29
23
6
6

27

46
27
18
16
9

25

PERCENT OF ADULTS

Sun Security Action Off the
Lover Conscious Seeker Beaten Track

% % % %

AcJg

18-24
25-29
30-39
40-49
59-59
60+

25) 37 13) .22) 33
12)

19)
8) 21 11)

29) 14)
17) 36

13)
16) 45 17) 31

18)
16) 29

10)
18) 36

17) 47
17) 17

16) 37 14)
30) 21) 14) 28

Sex

Male
Female

55 48 48
45

50
52 52 50

.. .
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PERCENT OF ADULTS

.

Occupation

White Collar
Skilled Labour
Unskilled Labour
Farmer
Reti red
Other

Education

Public School
High School
Technical
University

I

.’i

.1
I

.. i

Family Income

Under $10 000
$10 000-$14 999
$15 000-$19 999
$20 000-$24 999
$25 000-$29 999
$30 000 +

Sun
Lover

%

41
30
12
4
6
8

10
49
17
23

11
12
17
15
11
32

(Continued)

Security
Conscious

%

22
28
11
5

18
16

35
45
9

10

24
18
21
12
7

16

Action
Seeker

%

30
25

9
6

13
16

21
49
14
14

22
15
16
12
13
21

.. ..

Off the
Beaten Track

%

37
30

7
7
9

10

12
50
17
21

13
14
19
15
13
25
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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 AI)ULTS WHO FEEL STRONGLY TOWARC)

Age 18-24
25-29
30-39
40-49
50-59
co +

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 trip to NWT is more likely to be of interest to

younger individuals than the older individuals and to more affluent

individuals than to those where income is less.

. . ..
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Study #2: Travel Tourism and Outdoor Recreation 1978 and 1979

Statistics Canada

United States Tourism in Canada

The 1970’s witnessed changing trends in travel between Canada and the

United States. Up to 1973, there was a steady increase in the number of

visitors from both sides of the border. At that time, Canada enjoyed a

visitor surplus in 1973. The number of United States visitors to Canada

was 6.4 million greater than the number of Canadian visitors to the United

States. However, a gasoline shortage situation in the United States in

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, and since 1976, the year of the United

States Bicentennial, there have been fewer United States visitors to Canada

than Canadian visitors to the United States. In 1977, the number of

Canadian visitors to the United States exceeded the number of United States

visitors to Canada by 6.1 million.

However, 1978 seems to have been a turning point in travel between Canada

and the United States. The number of Canadian visitors returning from the

United States declined from 37.9 million in 1977 to 37.3 million in 1978

and 34.4 million in 1979 - the smallest number recorded since 1975 and a

drop of 3.5 million or 9.3% in two years. At the same time, the number of

United States visitors to Canada continued to decrease, but at a slower

rate. Between 1977 and 1979, the number of United States visitors to

Canada declined by 582 000 or 1.8% as compared with a drop of 2

(8.1%) between 1975 and 1977. These new trends considerably

Canada’s visitor deficit in 1979 to 3.2 million, compared with 5.7

in 1978 and 6.1 million in 1977.

The trends observed in 1978 and 1979 were probably the result of

808 000

reduced

million

several

factors tending to make Canada a relatively more attractive destination

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

,... ..
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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 ar}d

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 YukonlNKT

have also shown a dramatic rise in percentage of visitation 0.4% in 1973 to

l.1% in 1979.

Half of the tourists visiting Canada from the U.S. come from the heavily

populated Mid Atlantic (New York, New Jersey and Pennyslvania) and East

North Central (Wisconsin, Michigan, Ohio, Indiana and 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.

. . . ..

.:..



.. *.-”*

II - 20

Overseas Visitors

In 1978 and 1979, the number of overseas visitors

dramatically. In 1979, for the first time, their

to Canada increased

number exceeded two

million, representing an increase of 17.5% over 1978 and 41.4% since 1977.

The 1979 increase was the largest recorded in the 70’s, surpassing even

that of 1976 (18.8%) when the city of Montreal hosted the Olympic Games.

“The increases in the number of overseas visitors to Canada in 1978 and 1979

could be largely attributed to the decline in the price of the Canadian

dollar in terms of many foreign currencies and lower levels of price

increases in Canada. This helped to make this country one of the least

expensive and hence more attractive international destinations for

residents of countries such as the Federal Republic of Germany, Japan and

Switzerland.

The four leading countries of origin of overseas visitors to Canada were

unchanged between 1973 and 1979: the United Kingdom, the Federal Republic

of Germany, Japan and France. Almost all overseas countries sent an

increased number of visitors to Canada in 1979. Between 1973 and 1979, the

largest increases were recorded by Israel (283%), India (164%), Sweden

(127%), Japan (116%) and Australia (116%). Relative to their total

populations, the overseas countries which provide the largest proportions

of visitors to Canada were Israel (13.3 per 1 000 population), Jamaica

(12.0), the United Kingdom (9.2), Switzerland (7.9) and Netherlands (7.3).

. ... .. . .,

..>
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TABLE O

TRAVEL CHARACTERISTICS OF U.S. VISITORS TO CANAOA

1973 1974 1975 1976 1977 197B 1979

Thousands
Percent

13 523
100.0

12 735
100.0

12 499
100.0

11 658
100.0

11 451
100.0

11 277
100.0

10 909
100.0

Mode of Transportat{ on
Automobi 1 e
Plane
Bus
Rail
Boat
Other Nethods

B2.6
9.6
5.8
0.4
1.6

79.9
11.5

6.3
0.7
1.6

80.1
11.3

6.1
0.7
1.B

79.0
11.8

6.3
0.9
2.0

77.7
13.0

6.5
1.0
1.8

76.9
13.6

6.7
0.9
1.9

71.2
15.5

7.3
0.9
1.9
3.2

Season

First Quarter
Second Quarter
Third Quarter
Fourth Quarter

8.6
25.0
52.7
13.7

9.3
25.2

8.7
24.9

9.1
25.1

8.5
25.8
51.9
13.8

2:::
51.5
14.1

9.0
26.6
49.3
15.1

52,5
13.9

51.8
13.7

52.3
13.5

Region of Residence

New England - (Connecticut)
Rhode Island Main, Vermont
New Hampshire Massachusetts)

13.1 11.9 13.0 12.1 13.1 12.1 11.8

Middle Atlantic - New Jersey
New York
Pennsylvania

.?!6.4 28.5 25.7 24.6 27.123.2 25.2

South Atlantic 4.7 5.2 4.5 4.6 5.8 6.1 6.0
,,
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TABLE O

(Continued)

TRAVEL CHARACTERISTICS OF U.S. VISITORS TO CANADA

1973 1974 1975 1976 1977 1978 1979

East North Central - 27.9 26.0 27.5 26.5 28.5 24.6 25.4
(Wisconstn, Michigan, Ohio,
Indiana, Illinois)

West North Central - 8.7 8.3 9.4 12.1 10.1 10.1 9.8
(Hi nnesota, North Dakota, South Oakota,
Nebraska, Iowa, Kansas, Missouri )

East South Central 0.8 0.6 0.9 1.0 0.8 1.1 1.3

West South Central 1.3 1.4 1.3 1.4 1.2 1.7 1.6

Mountain 3.2 3.7 3.1 3.1 3.4 2.7 3.2

Pacific - (Washington, Oregon, Cal i fornia) 13.2 13.9 14.1 13.7 13.0 13.9 15.2

Other Remaining States 0.7 0.5 0.5 0.8 0.8 0.6 0.5
Not Stated 0.1 0.1 0.1 -

Province of Visit

Atlantic Provinces
Quebec
Ontario
Manitoba
Saskatchewan
Alberta
8ritish Columbia
Yukon and Northwest

7.1
19.0
51.0

4.1
1.1
5.0

12.1
Territories 0.4

6.4
19.9
50.6

3.2
0.9
6.3

12.5
0.3

5.6
10.9
54.6

3.8
0.9
4.3

13.7
0.3

6.8
17.2
50.0

4.9
2.1
4.4

13.6
1.1

7.7 7.0
16. S 16.7
48.0 49.2

4.7 4.2
2.1 1.3
6.2 5.1

13.6 15.2
1.1 1.1

Source: Canadian Travel Survey

●
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TABLE P

VISITORS FROM OVERSEAS COUNTRIES, 1973-1979

Country of Residence Visitors
Population

1973 19-74 1975 1976 1977 1978 1979
1977

thousands

Al 1 countries - Total 1 105 1 219 1 328 1 577 1 425 1 674 2 011 3 883 903

United Kingdom
Germany ( Federal
Japan
France
Netherlands
Austral
Italy
Switzer
Israel
Mexico
India
Sweden
Belgium

Jamaica

a

and

342
Republic) 121

71

74
57
31
46
21
12
23
14
15
16
17

347
131

78
78
62
40
46
26
20
27
18
18
17
22

380
138

90
83
65
42
45
28
21
35
22
20
16
25

408
169
107
110

72
57
58
36
22
36
31
26
21
28

372
158

98
91
71
51
47
35
24
26
22
24
19
22

436
186
128
108

85
59
54
41
31
35
28
28
21
22

516
235
159
128
101

67
61
50
46
41
37
34
26
25

55 852
61 396

113 863
53 709
13 853
14 074
56 446

6 327
3 465

64 594
625 818

8 255
9 830
2 080

Hong Kong 14 17 21
Trinidad and Tobago

23
13

21
15

20
17

24 4 514

Others
19

213
17

260
20

283
24 4 514

358 327 371 437 2 790 457
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TABLE P

(Continued)

VISITORS FROM OVERSEAS COUNTRIES , 1973-1979

Country of Residence
Visitors

Population

1973 1974 1975 1976 1977 1978 1979
1977 ,,

—-----

1979 vjsfts per
‘000’ population

percent
100.0 100.0 . .. 0.5All countries

Uni ted Kingdom
Germany (Federal
Japan
France
Netherlands
Australia
Italy
Switzerland
Israel
Mexico
India
Sweden
Belgium
Jamaica

100.0 100.0 100.0 100.0 100.0

26.1 26.0
11.1

7.6
6.5
5.1
3.5
3.2
2.4
1.9

25.7 9.2
11.7 3.8

7.9 1.4
6.4 2.4
5.0 7.3
3.3 4.8
3.0 1.1

31.0
11.0

6.4
6.7
5.2
2.8
4.2
1.9

28.5
10.8

6.5
6.5

28.6
10.4

6.8
6.2
5.4
3.2
3.4
2.1
1.6
2.6
1.7
1.5

25.9
10.7

6.8
7.0
4.6
3.6
3.7
2.3
1.4
2.3
2.0
1.6
1.3
1.8
1.5

Republic) 11.1
6.9
6.4

5.1
3.3

5.0
3.6
3.3
2.5
1.7

3.8
2.2 2.5

2.3
1.9

13.31.7
2.2 1.8

1.5
1.7

2.1
1.7
1.7

2.0 0.6
1.8 0.1
1.7 4.1
1.3 2.6
1.2 12.0
1.2 5.3

1.3
1.4

1.5
1.5
1.4
1.8
1.4

1.4
1.5
1.3

1.2
1.9
1.7

1.3 1.3
1.3
1.2

1.5
1.5Hong Kong

Trinidad and Tobaoo 1.2 1.2 1.4 1.2 1.2 1.2 1.2
Others 19.3 21.5 21.3 22.7 23.0 22.2 21.7 0.2

— ---
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In proportion to the total number of overseas visitors that they received,

Saskatchewan and Manitoba in 1979 received the largest nutnber of visitors

from the United Kingdom (45% and 39%, respectively). British Columbia and

Alberta recorded the largest proportion of visitors from France (19%) and

Alberta had the highest proportion from the Federal Republic of Germany

(15%). See Table Q.

The time of travel by overseas visitors closely parallels that of U.S.

visitors. Approximately half of the overseas visitors come to Canada in

the third quarter July - September while one quarter of the visitors come

to Canada during the second quarter April - June. This trend has increased

only marginally since 1973.

Toronto is the most popular inbound Canadian City, at least as far as

charter flights are concerned. Some 57% of overseas charter passengers

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

Air is virtually the only mode of transportation available to Canadians

traveling overseas, 98.5% went by air in 1979. However, many overseas

visitors enter Canada via the United States. The proportion of overseas

visitors entering Canada by land via the United States has been increasing

(35.4% of all 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 anc

1979 to 304 000. About one overseas visitor in seven fell into this

category in 1979. See Table R.
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(Continued)

AREA OF F!ES IOENCE

Germany
Uni ted (Federal Other Total

Province of visit and year K i ngdom Republic) France Europe Europe Asia Other
Visits

Ontario

1979
1978
1977
1976
1975
1974
1973

1 043
887
819
565
563
519
462

100
100

29
30
31
33
35
37
41

11
11
11
10

9
8
9

4

:
3
2
2
2

21
22

66
67
68
67
68
70
73

15 19
19
18
20
21
19
19

:1
14100 22

21100 13
11
11

8

100
100

22
23

100 21

Manitoba

1979
1978
1977
1976
1975
1974
1973

67
43
38
19
27
19
13

100 39
30
27
48
44
41
31

13
21
19
7

12
13
11

3
2
4
5
2
3
3

19 74

;;
81
81
75
73

10
11
10

9
6
5

13

17
18
18
liJ
13
20
14

100
100
100 21

23
18
22

100
100
100

Saskatchewan

1979
1978
1977
1976
1975
1974
1973

31
20
22
10
10

9
7

100
100
100

45
34
29
45
4?
49
46

4
2
2

:
2
2

21
17
20
19
21
23
22

78
66
69
75
78
85
81

9
15

13
19
16
24
1.2
11
1.1

8
13
18

8
5

11
11

15

1:
100

100
100
100

4
8
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I!w_.9
(Continued)

AREA OF RESIOENCE

Germany
United (Federal

Pfovince of visit and year
Other Total

Kingdom Republic ) France Europe Europe Asia

Visits

Other

Alberta

1979
1978
1977
1976
1974
1973

British
Columbia,
Yukon & N.W. T

1979
1979
1977
1976
1975
1974
1973

224 100 28 15 2 17 63 22 16

167 100 26 13 2 18 59 22 19

129 100 22 14 3 20 59 22 19
87 100 22 20 3 17 62 12 26
59 100 29 19 4 21 72 9 19
37 100 37 14 4 24 79 8 13

414
341
229
154
160
142
131

100
100
100
100
100
100
100

26
22
24
28
27
26
26

12
11

9
9
8

12
12

2
2
2
1
2
1
1

15
15
15
17
21
21
19

55
50
50
55
58
59
58

::
31
30
26
35
25

19
20
19
15
16
16
17
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TABLE R

PERCENTAGE DISTRIBUTION OF OVERSEAS RESIOENTS ENTERING CANAOA BY N(3OE OF TRANSPORTATION

1973-1979

Mode of Transportation 1973 1974 1975 1976 1977 1978 1979

—

Total:
Thousands
Percent

1 105 1 219 1 328
100.0

1 577 1 425
100.0

1 674 2 011
100.0 100.0 100.0 100.0 100.0

Air percent
Entering Oirect 51.2 52.2 51.5 48.9
Entering via the United States 14.9

50.4
17.4

47.4 46.3
17.2 17.6 18.4 18.1 17.9

Total

Land (via the United
Same Oay
One or more nights

Total

Marine
Enterina Oirect

66.1 69.7 68.7 66.5 68.8 65.5 64.1

States
15.7
17.3

12.4
17.2

12.4
18,3

13.9
19.1

12.7
18,0

14.1
20.0

15.1
20.3

33.1 29.7 30.7 33.0 30.7 34.1 35.4

0.6 0.6
Enterin~ via the United States

0.4
0.2

0.3 0.3
0.1

0.3
0.2

0.2
0.2 0.2 0.1 0.2

Total 0.8 0.1 0.6 0.5 0.5 0.4 0.4

ii .;?
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Study #3: Northwest Territories Travel Survey - 1981/82

Deloitte Haskins & Sells Associates

The study was to include:

o information about trips and personal characteristics of visitors

to NWT

o information about tourism by residents of NWT

o estimates of the volume of tourism and its value to the NWT

economy

Three surveys were to be undertaken: 1) Survey of visitors to the NWT

2) Survey of NWT residents

3) Survey of NWT park users

The survey of visitors ran into difficulties in Frobisher Bay among other

places. The resident survey was not able to be conducted in Keewatin,

Baffin or the High Arctic areas. For the park survey, the Baffin Region

intensive survey was cancelled. As a result, the information from the

surveys are very sketchy for the Baffin Region.

However, some estimates were made of expenditures by visitors in the NWT by

region.

APPROXIMATE REGIONAL DISTRIBUTION OF EXPENDITURES BY VISITORS IN NWT

1.

2.

3.

4.

5.

6.

Es!@!!

Eastern Arctic

Keewatin Arctic

Coastal Arctic

High Arctic

Southern Arctic

Western Arctic

NWT TOTAL

Total
Parties P-Size Persons Nights $/diem $millions

4 500 1.9

2 000 2.5

1 500 2.9

1000 2.0

26 500 2.6

11 500 2.0

43 500 2.4

9 000 12 55 6.0

5 000 20 50 5.0

4 500 16 70 5.0

2 000 13 95 2.5

70 000 13 33 30.0

23 000 8 50 9.0

106 000 14 39 57.0

., ,.
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For all of the territories, the estimated distribution of visitor

expenditures by business/pleasure and summer/winter is quite significant.

Almost three quarters of the pleasure visitors visit the territories in the

summer period, while the business travelers do most of their visiting on

the non-summer months. Overall about 2/3 of the visitors are in the

territories during the summer period.

The results of the origin of visitors to the territories appears to suggest

that the Western Arctic was oversampled. Some 65% of all visitors were

from Canada (45% from Western Canada), 27% from the U.S. and 8% overseas

(5% from Germany).

Origin of Visitors

Alberta

Other Western Canada

Ontario

QueLec

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% International

The activities that visitors participated in while in the NWT was varied

although over half of the visitors participated in each of; shopping for

crafts, camping, and fishing.

—.— . —.
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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

%

25

27

53

8

41

34

20

51

51

2

17

10

7

12

Note: In this question, multiple responses were possible. Percentages

indicate the level of participation in a particular activity.

The average number of nights spent in the NWT was 12.8

Somewhat surprisingly, business or personal interest prompted most people to

visit the territories. The influence of friends or residents of NWT was

relatively minor.
\

7! . . . .,*
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Promoted BY

NWT Resident

Friend Visited

Travel Agent

Article, Advertisement

Business

Personal Interest

Travel Brochures

Previous Visit

Other

TOTAL

%

12

6

*

9

23

28

5

8

9

100%

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

visitors to the territories were relatively affluent.

Household Annual Income

Income

Under $10 000

$10 000-$19 000

$20 000-$29 000

$30 000-$39 000

$40 000-$49 000

$50 000 or more

TOTAL

Average

%

8

19

27

18

10

18

100%

$31 000

While other NWT visitor profile data was collected the information is

sketching about visitors to the Eastern Arctic.

...-
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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

318 000 307 000

1977

300 000

Mode of Travel

1975 1976— .

Highway 69% 65%

Air 19% 21%

Other 12% 14%

1978

363 000

1977

6L%

23%

16%

1979

362 000

1978

67%

22%

Il.%

1980 1981

340 000 387 000

1979 1980 1981— —

69% 68% 71.%

22% 27% 24%

9% 5% 5%

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

1980, very little change occurred in overall volume.

Some 59% of all travelers visit the Yukon in the July - September quarter

with the second quarter (April - January) providing 26% of the total number

of tourists. The January - March quarter and October - December quarter

provide 7% and 8% respectively. One startling result was that this

seasonal distribution was found to be true for all modes of travel except

for tourists arriving by air where the visitors were much more evenly

distributed throughout the four quarters:

.
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Seasonality of Air Visitors to Yukon

First Quarter

Second Quarter

Third Quarter

Fourth Quarter

The Visitor Information

Yukon have steadily been

2L%

26%

36%

18%

Centre Surveys found that Canadian visitors to the

increasing their share of total visitor traffic to

the Yukon rising from 20% of total visitors in 1975 to 28% in 1981. In

contrast, U.S. originating visitor traffic have been dropping in their

share of total traffic, 77% in 1975 to 63% in 1981. The most remarkable

gains have been in traffic from overseas which has tripled its share of

total visitor traffic from 3% in 1975 to 9% in 1981.

Origin of Visitors

Percentage share from Yukon Vis”

Canada

Us.

Other

tor Information Centres Survey

1975 1981

20% 28%

77% 63%

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%. ln contrast to this

at Oawson City and Whitehorse the traffic is much more balanced with the

overseas traffic accounting for

the remaining 88% or so split

visitors.

Of the Canadian

Ontario/Manitoba

12-13% of the total number of visitors and

fairly evenly between Canadian and U.S.

visitors to the Yukon, some 75% come from west of the

border.

.- .— ———
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British Columb~a ‘ “

Alberta

Saskatchewan/Manitoba

Ontario

Quebec

Atlantic Canada

NWT

Yukon

% SHARE OF CANAOIAN 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 the U.S. visitors, the Pacific States provide 26% of Yukon visitation

from the U.S.

Pacific

East North Central

West North Central

South Atlantic

Mountain Region

West South Central

Alaska

Mid Atlantic

East South Central

New England

% Share of U.S. Visitors

26%

15%

10%

10%

9%

9%

8%

7%

3%

3%

100%

,...,.,.

..... .
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Of the overseas visitors, Germany followed by Switzerland and Australia

account for the majority of visitors.

% Share of Visitors From Overseas

Germany

Switzerland

Australia

United Kingdom

Netherlands

France

New Zealand

Sweden

Austria

Japan

Other

43%

13%

12%

7%

4%

3%

3%

2%

2%

1%

10%

These proportions have been relatively constant over the period 1978-1981.

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

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

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

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

from residents and non-residents, persons traveling on business and

pleasure) in all of the Northwest Territories. Caution is advised in the

use of the study because of possible inadequacies in respect to coverage

and accuracy of the data. The study identifies the District of Mackenzie

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

include the following:

o The number

in 1975 by

Highway).

o 74 500 air

of non-resident leisure travelers entering the Territories

highway was 11 900, some 3.9% fewer than in 1974 (Mackenzie

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 exploration and development in the Mackenzie Delta/High Artic

Islands in 1975.

Nordair, which serves the eastern Arctic through Montreal, reported

increased air travelers in 1975, 8 300 or 11.2% of the total 74 500

NWT air travelers, up significantly from 1974 and 1973.

Nordair initiated direct jet service to Hall

Sound in 1975. This new service contributed to

the Eastern Arctic.

Beach and Strathcona

traffic increases in

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.

... ,,*
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The lodge survey, with 25 respondents, indicated that of the
nearly 3 500 guests 79.2% were from the United States, 3.9% NWT
residents, 16.4% from the rest of Canada and 0.5% from Overseas
(Europe). Brochures, magazines, sports shows and newspapers in
descending order were the most popular methods of promotion. The
number of registered guests was estimated to have decreased 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 several areas. Firstly, the
distribution of the 160 000 guests was predominately Canadian -
30% NWT residents, 60% residents of other parts of Canada; 7.5%
were from the USA and 2.5% from overseas. Secondly, the number
of guests in 1975 was estimated to have increased by over 30%
from 1974. Most of the guests (83.2%) were traveling for
business reasons.

The outfitters survey, with 10 respondents and a small guest
sample of 230, indicated that 43.0% were from the USA, 33.5% from
NWT, 22.2% from the rest of Canada and 1.3% from overseas.

The ~ and campg round survey only included data for public
campground~n the Yellowknife area and is therefore of little
benefit to this study.

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

The study concludes that better information and promotion of the

Territories 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 report notes that current tourist appeal of the NWT is very limited

with business travelers representing 80% of the market. The pleasure

market is restricted primarily to visiting friends and relatives,

festivals, and package tour visitors. Only a very small percentage of

visitors participate in outdoor activities such as hunting, canoeing, or

climbing. This report also states that tl

receives the largest number of visitors w“

only 10% of the visitors. The western

experience the greatest growth in tourism

e western area of the Territories

th the 8affin Area accounting for

Arctic is, however, the area to

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 visitors go to

Frobisher Bay on midnight tours while other major market groups are hikers

and climbers to the National Park. The greatest number of non-resident

visitors are traveling in the zone on business.

The 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

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

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

number of Canadian travelers as a percentage of total tourists - see

following table:

TRENC)S IN PLEASURE TRAVELLER VISITATION TO THE NWT

1969 1970 1975

MODES OF TRAVEL

Road 6 300 (52%) 12 000 (60%) 11 900 (56%)
Air 5 800 (48%) 8 000 (40%) 9 300 (44%)

TOTAL 12 100 20 000 21 100

ORIGIN

Canada 5 600 (46.3%) 12 200 (61%) 13 000 (62%)
USA 6 400 (53.2%) 7 600 (38%) 7 450 (35%)
Other - ( .5%) 200 (19%) 650 ( 3%)

REASON FOR VISIT

Fishing Lodge 4 000 4 000 4 800
Package Tour n/a n/a 1 500

NOTE : These figures exclude business travelers.

1978

8 700 (40%)
13 300 (60%)

22 100

14 000 (64%)
7 400 (33%)

700 ( 3%)

5 500
3 500

In 1978, it is estimated that 80 000 people travelled to and within the NWT

for business and that this market group grew steadily from 1975, except for

1976.

Visitor characteristics of tour

including origin, accommodation

as much of the information is

sts to the NWT are presented in the report

used, purpose of the trip, etc. However,

aggregated for all of the NWT, it is of

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

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

from tour wholesalers that this is the result of travel cost to the eastern

portion of the Territories. )

— —- .

.

. . ... .

., ,-



J.-”*

., ,, ,.

II - 42

Study #7: Northwest Territories Tourism Plan

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

This report is a strategy paper to promote tourism in the NWT in the short

term and to devise a longer term rational plan for development of tourism

in the area as a full-fledged industry.

The report recommends that, based on existing statistics, initial

consideration should be given to the following markets in descending order

of priority:

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 construction and operating costs;

o static markets for hunting and fishing lodges due to changes in market

preferences and the limited nature of trophy resources;

o increased demand for wilderness travel; and

o low growth or static markets for business travel and an increased

demand for leisure travel.
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Study #8: Survey of Sport Fishing Lodges in the NWT

Department of Fisheries and Oceans, Western Region, 1981.

No fishing lodges in the Baffin Region were surveyed in the report which

provides visitor profiles and financial and operating data on the lodges

and fishing resource data.

In addition, employment and other economic impacts

fishing lodge industry are described. The report is

way for estimating the cost/benefit of tourism in the

of it could be applied to future tourism projects

.3 .*.

.

resulting from the

useful in a general

Territories; aspects

in the Baffin Area.
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Study #9 Pangnirtung Visitor Survey

Pangnirtung Tourism Study, 1981, Marshall Macklin” 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 1 eavi ng

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:

o 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 travelled as a special interest group or

club (24.0%). Only 6.1% of visitors travelled as part of a commercial

tour and most of these were Europeans.

Over 29% of visitors travelled 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.



. ------

0

0

0

0

As

of

11 - 45

Of the activities participated 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 satisfaction w

including accommodation,

th the trip was noted in all categories

food, transportation, etc.

Of the aspects of the trip most disliked, bad weather (86.9%) and

litter/honey bags (85.9%) were by far the most common.

part of the Marshall Macklin Monaghan study, interviews/questionnaires

tour operators and special interest groups were undertaken and

historical visitor data from Auyuittuq Natiorial Park and data from First

Air for 1980/81 March were reviewed. The data indicated that most of the

visitors to the park come from Canada (50-70%), with USA visitors second

(15-30%). Visitation to the Park has decreased from 511 in 1978 to 327

people in 1980 and the average length of stay has decreased from over 17

days to just over 10 days.

Tour wholesalers indicated that generally there are two types of visitors

in Pangnirtung, those who come on an eastern Arctic trip of which

Pangnirtung is one stop and those who come primarily to visit Auyuittiq

National Park. A third group which travels to the eastern Arctic are the

char fishermen, predominantly Americans from the eastern USA.

..
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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
1).pertaining specifically to the Baffin Region reflect the following .

0 20% of the total 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

support from operators and the media. Because of the distances

involved, this market is particularly good for packaged tours.

o 5% of the traffic to the Terr’

primarily for the following:

cultural encounters

outdoor recreation

outdoor experience

tories ‘comes from West Germany,

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

cost for promotion.

1) Tables detailing the information have been presented previously in
this Appendix.
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In general, therefore, the perceived market for the Baffin Region is very

limited and restricted to the following:

o

0

0

Ontario

Quebec and
Special Interests

West Germany

package tours

fishing package

outfitter trips

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 appeal of the

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

regions of the Northwest Territories. Although this could be the result of

available facilities, it is noted that transportation costs for the area

are very high.

.
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APPENDIX III

TOURISM INDUSTRY’S ATTITUDES AND REACTIONS

TO

PROPOSED TOURISM PROJECTS IN THE 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 following airlines, tour operators and government agencies have been

contacted:

1.

2.

3.

4.

5.

64

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

Majestic Tours

Lindblad Tours

Outward Bound

Canadian Arctic Co-operatives Limited

Parks Canada

Paul Toilet (Horizon affiliate)

ZB & Associates Travel Co. Ltd.

Canadian Government Office of Tourism

Quaivvik

Pacific Western Airlines Ltd.

Austin Airways

Peyton’s Lodge, Pangnirtung

Nordair Ltd.

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

general the following could be concluded:

. ...— .—

.. .-
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All of the groups currently operating tours (and those not currently

active) into the Baffin Region feel that there is a large potential

for the development of tourism opportunities in the area. Because of

the special nature of the area and the specialized groups that

normally tour there, it was found that most operators were

knowledgeable of Inuit culture. They appeared to be well aware of the

opportunities and constraints this culture places on organized and

scheduled tours.

cost

Costs of travel to the eastern Arctic are often stated as very high

and, in some cases, prohibitive. Groups feel that with limited

scheduled carriers into the area it is difficult to negotiate

affordable charter or group rates.
1)

Costs of hotels and related services are often outlined as a major

drawback. (Costs in Frobisher Bay are estimated at $150 per day 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.

Local Attitudes

It is generally acknowledged that a key factor towards the viability

of tourism is education of local residents regarding the overall

effects of tourism on the community. The idea that a dollar spent at

a tourist facility is a benefit to the community as a whole, is

totally abstract to most people. Inherent suspicion to southerners is

also a major drawback.

1) Discussions with Nordair account executives indicate that their
airline would be willing to negotiate with reputable operators. The
comments related to travel costs should, therefore, be put in
perspective as we feel that affordable rates could be negotiated if
the minimum group size is 6-8 or more and if reasonable annual use can
be guaranteed.

.. .!. ,,
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iv) Current Tour Purchasers

The origin of tourists varies with the location of the operator and

his penetration area. However, for tours or excursions of a more

specialized nature (hunting, fishing), the origins of 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) Methods of Promotion and Advertising

Most operators rely on two methods of advertising:

word-of-mouth. Both methods are claimed to be equally

few have commented that other kinds of advertising are

brochures and

effective and a

not successful.

Our impression is that because of the very specialized nature of tourism in

the north, the target groups can be readily identified. Successful

promotions have been carried out utilizing the various naturalist/special

interest groups or, for fishing/hunting/special interest groups or, for

fishing/hunting by attendance at specific outdoor shows (Sportsman Show).

Brochures outlining various northern “packages” have also been utilized

with a high success rate. In all cases, however, both from a cost and

viability point of view, it was stressed that the description of the

“package” should not set expectation levels above what will be provided.

This relates specifically to the following:

degree of organization of the land based component

quality of fishing/hunting for a tour-oriented on these activities

clothing/equipment provided

flight schedules
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For specialty tours, where potential participants can be identified in a

cost effective manner from the mailing lists of existing organizations,

direct mailings were found very successful.

Essentially there are three target groups to whom tour

operators/wholesalers cater.

1. Naturalist/Photographer (Special Interest Group)

generally 20 years of age and older, mid-income

interested in natural aspects of area and places low priority on

comfort or amenities

2. Hunter/Fisherman

generally over 35 years of age, middle to upper income

interested solely in hunting or fishing at one particular

destination

expects reasonable level of comfort and is willing to pay for

opportunity to obtain trophy game or fish

3. Sightseer/Sophisticated Traveller (General Tourist)

generally over 40 years of age, upper income

interested in viewing the Arctic but not at expense of comfort

and amenities

duration of stay is less than 5 days

,, ....... ...,....

>
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EXPECTED SUCCESS OF PROPOSED TOURISM DEVELOPMENT SCENARIOS

General

Based on discussions with community leaders, as detailed in the body of the

report, a number of tourism development scenarios were prepared. In order

to judge the acceptability of these scenarios and thus assess their

potential success, discussions were held with the following tour operators

and travel wholesalers currently active in the Baffin Region:

o Canadian Nature Tours (Federation of Ontario Naturalists)

o Horizon Tours

o Goligers Tours

o Special Interestours

o Treasure Tours

o Nordai r

o Canada North Outfitting Inc.

The purpose of these discussions was threefold:

i) To judge the overall acceptability of the proposals

ii) To determine how , and where, the proposed package/tour should be

marketed.

iii) To estimate total annual expected sales volume.

A brief summarization of each tourist development scenario follows as does

a synthesis of our discussions.

Investigation of Tourist Development Proposals

Tour 1: Interpretive Boat Tour

i) Tour Description

The particular tour will be centred on Lake Harbour and involve a

cultural experience based on the traditional Inuit summer camp.

..

.:..

., ,.

. .. .*



-. *.-”*

III - 6

Tour Start and Finish - Lake Harbour

“i-.
,

Tour Itinerary

Tour Length

Accommodation

Activities

Capacity per Tour

Season

Annual Capacity

Estimated Cost

travel by boat (30-35 foot cabin

cruiser) in coastal waters to Markham

Bay. Camping at pre-arranged spots

enroute.

7 days (2 in Lake Harbour)

Plywood tents with central mess tent

general sightseeing

visit of Inuit summer camps in Markham

Bay

char fishing

- 10 persons

July - August

f 120

t$2 000 inclusive (Montreal/ Toronto)

ii) Industry Reaction to Proposed Package

Generally the reaction was positive and it was emphasized that

marketing should be to specialized markets (such as nature groups,

photography groups, etc.). Primary market areas are expected to be

the U.S.A., Canada and Europe.

The tour is of short enough duration and has a large enough variety of

activities to be of general appeal. A secondary market target group

would be the universities (U.S. and Canada).

Because of

costs, this

the broad appeal, ease of marketing and low organization

package could be sold to capacity annually.

. aa

,.
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Tour 2: Arctic Bay Cultural Program

i) Tour Description

This tour is designed as a cultural experience, centred on a

traditional permanent Inuit settlement.

Tour Location - Arctic Bay

Tour Itinerary - Spend time in the community in a

Tour Length

“traditional” sod house

Activities are organized to

traditional Inuit life.

7 days

or igloo.

experience

Accommodation - Specially built large scale “sod house”.

Built as a permanent structure

Activities

specifical ’

During

accommodate

provided.

y for tourist accommodation.

the spring short-term

on such as an igloo could be

short sightseeing

dog team, or boat

lectures/talks by

“old ways”

tours by snowmobile,

elders explaining the

demonstration and lectures on

traditional food and clothing

preparation

overnight visit with an Inuit family

Capacity per Tour - 10 persons

Season Apri 1 - August

I

.
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Annual Capacity - * 100

Estimated Cost - *$1 500 - $2 000 inclusive (Montreal/

Toronto)

ii) Industry Reaction to Proposed Package

Generally, the reaction to this package was that it would have very

limited appeal. The advantage is its price and thus, the package

could be sold through North American universities. A high level of

organization (land based) is required to ensure the sucess of this

tour.

The overall reaction to this tour was less positive than to some of

the other touri!

therefore, have a

a government subs’

Tour 3: Fish Camp

i) Tour Description

m development scenarios. This proposal should,

lower priority unless it can be organized as part of

dized student exchange program.

This package would involve the development of additional fishing

camp(s) similar to those currently in place in the area.

Tour Location - Broughton Island ) one camp at each

Arctic 8ay ) location
Nottingham Island)

Tour Itinerary

Tour Length

all inclusive fishing package

4 or 7 days

Accommodation - Plywood tents with central mess tent

Activities guided fishing for Arctic Char

. .
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Capacity per Tour - 10 - 14 persons

Season July (first half) - August

Annual Capacity - 70 per established camp

Estimated Cost - $1 300 - $2 000 depending on length

(Montreal/Toronto)

ii) Industry Reaction to Proposed Packaqe

Fish camps are very well subscribed in the Baffin Region and because

the target group is easy and inexpensive to reach, all operators with

knowledge of this specialized market thought highly of this proposal.

Standards would have to match those of other successful camps

currently operating in the area (accommodation, guides, and quality of

catch).

Generally reaction of the industry representatives was that at

one additional camp could be supported at full annual capacity.

least

Tour 4: Dog Team Tour Out of Igloolik

i) Tour Description

A tour by land out

accommodation aimed

of Igloolik, utilizing dog teams and traditional

at a tourist interested in an in-depth experience

of traditional means of travel.

Tour Start and Finish - Igloolik

Tour Itinerary - travel by dog team on an extended 7-10

day round trip in the Igloolik area,

camping enroute as required.

Tour Length 7- 10 days

...

..
.,
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Accommodation

Activities

Capacity per Tour

Season

Annual Capacity

Estimated Cost

III - 10

igloo or tent pitched/constructed as

required - Transient Centre in Igloolik

dog team travel

experience/participate in a seal hunt

ice fishing

6 people

April, May, June (first half)

*6O

*$2 000 - $2 500 (Montreal/Toronto)
r

ii) Industry Reaction to Proposed Package

This tour is specific and would have very limited (specialized) market

appeal.

Germany)

that the

(limited

The market is small and would be primarily European (West

or the U.S. (because of high cost). A general comment was

proposed trip is long and could be boring and uncomfortable

variation in terrain and scenic experience).

Market would be difficult and expensive to reach and this proposal

should therefore have a low priority.

Tour 5: Christmas in Grise Fiord

i) Tour Description

This unusual package involves a Christmas visit to Canada’s most

northern community during the period of 24 hour darkness.

Tour Start and Finish - Grise Fiord

Tour Itinerary - travel to Grise Fiord to participate in

the Christmas celebrations in Canada’s

most northern community.
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Tour Length

Accommodation

Activities

Capacity per Tour

Season

Annual Capacity

Estimated Cost

III - 11

7 days

hotel

one night (possible) with an Inuit

family

dances

displays

traditional games

community dinners

5 - 10 people

Christmas/New Year

5-1o

*$2 500 (Montreal/Toronto)

ii) Industry Reaction to Proposed Package

All wholesalers contacted expressed a negative reaction to this

proposal. Although it was felt that the package could be sold,

marketing and development costs would be out of line for a 5-10 person

tour operating only once per year. Consequently this proposal should

have a very low priority.

Tour 6: Frobisher Bay to Lake Harbour

i) Tour Description

A sightseeing tour

terminating in Lake

Tour Start

Tour Finish

. ... .. .

.:.,

by snowmobile originating in Frobisher Bay and

Harbour

Frobisher Bay

Lake Harbour

.
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Tour Length

Accommodation

Activities

Capacity per Tour

Season

Annual Capacity

Estimated Cost

III - 12

5 days

hotel Frobisher Bay (2 days)

Transient Centre, Lake Harbour (1 day)

igloo/tent enroute (1 night)

sightseeing - Frobisher Bay

- Lake Harbour

2 day snowmobile trip

photography

6 persons

April, May, June (lst half)

60

t$l 800 (Montreal/Toronto)

ii) Industry Reaction to Proposed Package

This proposal received a generally favorable reaction. The market

groups (naturalists, photography clubs, etc.) can easily be reached,

minimizing marketing and development costs. It was stressed that the

overland trip should allow sufficient time for enroute sightseeing and

photography. Proper, well organized, land based facilities are seen

as very important.

In general, it is expected that this tour could be sold to its annual

capacity.

Tour 7: Inuit Art Trip

i) Tour Description

A tour centred on Frobisher Bay involving visits

co-operatives in the area to meet artists and purchase

to major art

art.

... .*

..
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Tour Location

Tour Itinerary

Tour Length

Accommodation

Activities

Capacity per Tour

Season

Annual Capacity

Estimated Cost

Frobisher Bay

from a central base in Frobisher Bay,

one day fly-in trips to art

co-operatives (cent,res) in Cape Dorset,

Lake Harbour, and Clyde River

5 days

hotel

view, interpret, purchase Inuit art

talk to established artists

experience Inuit culture

14 persons

year round (possible)

500

f$2 000 (Montreal/Toronto)

ii) Industry Reaction to Proposed Package

This tour has limited market appeal to the general public, but could

be a great interest to very specific groups. The market groups would

be difficult to identify and reach. Because of the cost of the trip

and the cost of Eskimo sculpture, the market groups would be very

wealthy and international. These groups require a higher degree of

comfort than is inherent in this proposed tour.

Likely annual capacity would be 3-4 tours or Up to so people per year

unless very high marketing costs are incurred.

The general impression was that this tour should have a lower priority

but had some potential.

-—..-— —
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Tour 8: Toonik Tyme Tour

,,

i) Tour Description

A tour to Frobisher Bay during the week long spring festival.

Tour Location -

Tour Itinerary -

Tour Length

Accommodation -

Activities

Capacity per Tour -

Season

Annual Capacity -

Estimated Cost -

Frobisher Bay

start in Frobisher Bay and participate

in or view the Inuit celebrations and

games

5 days

hotel

view/participate in

snowmobile races

dog team races

seal skinning

dances

games

events

throught the community

20 - 40 persons

sometime during April (date usually set

one year in advance)

20 - 40

*$1 500 (Montreal/Toronto)

ii) Industry Reaction to Proposed Package

This tour would be inexpensive to market in association with currently

available tours into Frobisher Bay. Market appeal would be very broad

and, especially if tour costs can be kept low, this tour could be sold

to its annual capacity every year.

.
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Tour 9: Historic Boat Trip

i) Tour Description

An historic theme trip

the area of Hall Beach

Tour Location

Tour Itinerary

Tour Length

Accommodation

Activities

Capacity per Tour

Season

Annual Capacity

Estimated Cost

to view and interpret various historic sites in

and Igloolik.

Frobisher Bay, Hall Beach, Igloolik

centred on each of the three communities

by means of short duration and/or boat

trips to visit sites of

historical/cultural interest

7 days

hotel or Transient

travel by three

historical sites

Thule sites

Dorset sites

Post-contract

14 people

Centre

wheel er

to v“

sites

or boat to

ew/ nterpret

July (second half), August

80 people

t$2 400 (Montreal/Toronto)

ii) Industry Reaction to Proposed Package

This tour would only appeal to limited special interest groups (museum

groups, etc.). Organization and development costs would be high as is

the estimated tour cost.

This proposal should, therefore, have a low priority.
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Summary and Priority Recommendations of Tourism Development Scenarios

As detailed earlier in this Appendix and

discussions of the proposed development

be broken down into three strata. Each

demographic characteristics and tour

different marketing technique.

further confirmed through detailed

concepts, the potential market can

stratum has very distinct economic

requirements and will require a

The major market areas and characteristics are as follows:

o General Tourist

This tourist engages in a trip to the north for a general “northern”

experience. The participants tend to be older (many are also retired)

and have the economic means to demand a high degree of comfort.

The general tourist can best be reached by means of general brochures

distributed through the established travel agent network.

o Special Interest Groups

These groups tend to be interested in northern tourism for one or all

activities such as culture, hiking, sightseeing, photography, and

nature. Although these groups are easy and inexpensive to reach

(through organizations or specialized magazines) experience indicates

that these groups are very price sensitive since group members are

generally in the lower middle income areas. (This may not necessarily

be the case for the art sub-group. )

o Outdoorsman (hunting and fishing)

The group encompasses both middle and high income groups. They are

easy to reach through specialized shows (sportsman show) and

specialized magazines. This group is not price sensitive if a high

quality experience can be provided (good organization and high quality

catch).
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The recommended tours fall within these three broad market categories as

follows:

Table T

RECOMMENDED TOURS

Annual
Tour Description Capacity

1 Interpretive 100
Boat Tour

3 Fish Camp 70

6 Overland Frobisher 60
Bay to Lake Harbour

8 Toonik Tyme Tour 20-40

Location
Market Structure of Market

Special Interest - US, Canada,
Europe

- universities
(US, Canada)

Outdoor Sports - US, Europe

Special Interest - US, Europe,
Canada

General - US, Europe

Although some of the other tours have potential, they should be given lower

priorty than those detailed in Table T.

The following points should also be kept in mind in designing any tourism

program or tour in the Baffin Region.

o Because of market size and relative income levels wholesalers of tours

in the Arctic currently market exclusively in the US and Europe (West

Germany primarily)

o Increased market potential is seen in the US and Europe but not in

Canada

o Pre-trip information regarding clothing, accommodation and possible

hardships is essential

o Pre-trip information regarding possible delays enroute because of

inclement weather is essential

.

. ... .*
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0 Competent guides (and an adequate number of guides) is very important

o Tours should be highly organized with many changes in scenery and

activity

I

o Tour operators should be sensitive to the difficulties of introducing

tourists into an Inuit community

.. ..

.
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SUMMARY OF INTERVIEWS WITH TOUR OPERATGRS AND WHOLESALERS

, .

CONTACT: Jerome Knapp 689-7835 home
689-7925 office

o fishing, hunting tour operator
(Canada North Outfitting Inc.)

TOURS:

COST:

PARTICIPANTS:

o

0

0

0

0

0

0

PROMOTION/ADVERTISING: O

0

0

0

0

OTHER EXPRESSED
COMMENTS/IMPRESSIONS: O

0

0

0

Generally small groups for hunting, fishing

1981 - 5 groups of 6 to Grise Fiord during
March for Polar Bear, Musk Ox

Fishing trips to different camps

Not discussed

Knapp can fly people to South Africa for less
than flight to Pond Inlet

From as far away as Phillipines; many
Europeans

His market is fairly specialized, as expected

Has previously advertised in magazines for
Char fishing

Some direct mail advertising

Reputation is based mostly on word-of-mouth

Will visit Safari Club International to try
to promote service

Another mailing campaign possible

Good potential for outdoor adventure tours,
wildlife study, etc. , but currently very
underutilized

Very competitive market - but tough to break
into - very difficult to sell a new camp
without “track record” (eg. Canadian Wildlife
Federation interest)

Nat-ive Inuit very “naive” and
unentrepreneurial - ventures generally fail

Drawbacks - exorbitant costs of fares
most communities have no—
facilities

.—. -—

. .

. ..
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0 Other issues highlighted:

Pangnirtun~ -

Igloolik

Pond Inlet -

Frobisher Bay -

Nordai r

char fishing camp went
broke
government no longer go’ing
to try to revive it

active dog teams -
potential for sled trips in
late April/early May

high cost of hotels affects
tour operators

cross roads point for most
tours Knapp may establish
office there

operates Treasure Tours -
reasonable fares offered
but not to other outside
~ups
Knapp feels Nordair. needs
competition

o Knapp appears extremely knowledgeable and has
a degree in wildlife management from the
University of Guelph

o Believes that there is a good future in
Northern tourism

.:.,
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CONTACT:

TOURS :

COST:

PARTICIPANTS:

Federation of Ontario Naturalists
(Canadian Nature Tours - Jill Malins - 444-8419)

Three (3) trips planned this year:

1. Cape Dorset - once a year; general wildlife
viewing, natural history study

- local guides take people if possible out
onto water, onto the land

- $1 750, t5 days, 9 people maximum
- Barry Griffiths - group leader

2. Pond Inlet - (Bylot Island)

- strictly birding
- co-ordinated with programs undertaken by

Canadian Wildlife Service
- use local facilities, guides, CO-OP hotel
- 10 people maximum @ $2 150
- 5 days, once a year

3. Broughton Island (new this year)

- general focus
- use local guides
- 6 people plus leader
- $1 495, 5 days

4. Auyuittuq (discontinued)

- had operated it once a year prior to 1981
for four (4) years straight

- $1 095, 10 people maximum
- backpacking trip

o As above

o Only for memebers

o Generally professional - 30’s and up

o Interest in natural history

o Come from all across Canada

PROMOTION/ADVERTISING: O Through Canadian Nature Tours and affiliated
Federation members - mailing list
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OTHER EXPRESSED
COMMENTS/IMPRESSIONS: O Trips are co-sponsored by FON and the

Canadian Nature Federation

o They are very scrupulous about using local
facilities and resources

o Air schedules are biggest problem

o Over last 5 years, its been much easier to
plan for Arctic - greater awareness, a little
more organized

i, .. .< ..
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CONTACT:

TOURS:

.

(
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Margarite Florshan (or Dan Goliger) - 593-1959
(Goliger’s Tours)

Various individual tours - no escorted excursions

1.

2.

3.

4.

5.

6.

Arctic Circle Tour

- one-night jet tours to Frobisher Bay from
Toronto or Montreal including round-trip
fare, Arctic char dinner, guided tours of
village hosted by local escorts, shopping
for handicrafts

- Weekends, June and July
- $279.00 plus tax

Wilderness Experience Tour

- unescorted 8-day tour of Auyuittuq National
Park including airfare, first and last
night’s accommodation bunk-house style, 2
boat trips, maps, packing lists, etc.

- weekly, mid-July to late August
- $935.00 from Montreal
- $1 050.00 from Toronto

Clearwater Fiord Tour

- 6 to 8 day trip to Clearwater Fiord Fishing
Camp on Cumberland Sound

- weekly, mid-July to late August
- $1 600.00 or $1 975.00 for 6 or 8 days

respectively from Montreal
- $1 715.00 or $2 090.00 for 6 or 8 days

respectively from Toronto

Baffin Island Adventure Tour

- 9-day tour to Frobisher Bay (1 night), Pond
Inlet (3 nights) and Pangnirtung (4 nights)

- weekly, mid-April to mid-September
- $2 060.00 from Montreal
- $2 175 from Toronto

Eastern Arctic Adventure Tour

- 10-day fully escorted tour to Frobisher Bay.
Pangnirtung, Auyuittuq National Park,
Broughton Island, Pond Inlet, Grise Fiord,
Eureka, Igloolik, Nanisivik, and Cape Dorset

- $3 250.00 from Toronto
- $3 134.00 from Montreal

Eastern Arctic Sampler

-”8-day fully escorted tour including
Frobisher Bay, Pangnirtung, Pond Inlet,
Igloolik, and Cape Dorset

- $3 161.00 from Toronto
- $3 038.00 from Montreal

....

>. ,, ,.
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COST :

PARTICIPANTS:

o

0

0

0

0

0

PROMOTION/ADVERTISING: O

0

OTHER EXPRESSED
COMMENTS/IMPRESSIONS: O

NOTES:

0

0

0

0

0

0

..

Most popular is overnight flight to Frobisher
on Boeing 737 - 16 flights per summer; last
flight in mid-August

As above + 10-15%

Cost of accommodation: $80-$110 per night

Airfare: more than $500 return for basic
connections

Variety of socio-economic backgrounds, well-
travel led, interested in native cultures,
generally well-educated

In 1981, approximately 150 people on hunting,
fishing, wildlife tours and 1 904 on Arctic
Circle Tour (119 people x 16 flights)

Recently spent $15 000 for 20

Receive calls from interested
round for Arctic Circle Tour

000 brochures

people year-

Biggest obstacle is native attitudes:

- generally narrow-minded
- think tour operators are ripping them off

Costs and adequacies of facilities and
accommodation should be improved

Needed: improved education of natives
concerning tourism (eg. because of recent talk
of tourism, many believe there will be a big
influx of tourists when, in fact, this won’t
occur -- the same talk was prevalent 10 years
ago)

Airlines (i.e., Nordair) beginning to override
operators and promote own tours

Tours well received in Pangnirtung, Frobisher
Bay, and Grise Fiord

Goligers generally optimistic about future
potential

Goligers appears to be biggest Arctic tour
operator

,..
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CONTACT:

TOURS:

Jerry Nielson, Pickering - 683-6119
(Viking Tours)

o

0

0

COST:

PARTICIPANTS:

o

0

0

0

PROMOTION/ADVERTISING: O

0

OTHER EXPRESSED
COMMENTS/IMPRESSIONS: O

0

0

0

0

0

NOTES: o

* Due to the timina

Tour operator for 15 years - strictly fishing

Operates fishing camp in Hall Beach
- strictly tent camp, but 1 arge and

comfortable

Charter flights direct from Toronto with
Austin Airways

Trip cost not discussed

75% from United States

1981 - 4 groups of 40 in August

Large mixture of people

No hard advertising

Some radio (CKEY)

Last year invested $150 000 in camp at Hall
Beach

In process of negotiating for 2 more camps
- one in Keewatin and one in another Baffin

community*

Mixed feelings of locals - very poor
education regarding the overall effects of
tourism on community - this is ~— .

Unlike Western Arctic and communities like
Pond Inlet, Pangnirtung, and Frobisher Bay,
the general population is very poorly
educated

Cape Oorset - refueling stop - locals
complained that tourists
bought too many carvings

Variability of flights, facilities should be
mad-e clear right up front - no
disappointments or lawsuits—

Believes in the potential of the North

and nature of the negotiations. the location
of this camp was n~t disclosed.

.
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CONTACT:

TOURS:

COST:

PARTICIPANTS:
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Skip Voorhees - (206) 445-1960
(Special Interestours), .Washington

Essentially the same tours as described below:

1.

2.

3.

4.

0

0

0

0

0

PROMOTION/ADVERTISING: .0

Discover the Worlds of the Arctic Tour

- tour oriented towards Inuit culture
interpretation includes visits to Grise
Fiord and Lake Hazen

- July departure
- $3 055.00 from Yellowknife

North Pole Tour

- Ellesmere Island including visit to Grise
Fiord as well as flight to the north pole

- April departure
- $4 750 from Resolute

Polar Ice Cap Tour

- 11 day trip includes flight to the Polar Ice
Cap and visits to Lake Hazen and Grise Fiord

- April departure
- $2 790.00 from Resolute

Arctic Wilderness and Char Fishing Tour

- trip to Lake Hazen and Koluktoo Bay for
fishing, and scenic and wildlife viewing

- August departure
- $2 520.00 from Resolute

Operating since 1978

While they concentrate on Arctic, they also
operate in Greenland and South Pac”ific -

(They recently discontinued
Thelon River into Baker Lake)

a tour along

As per above, plus 15%

While the numbers are confidential, the
following is a breakdown of origin:

- 60% American
- 10% Canadian, Europe
- 25% - 30% Japanese

No real advertising - much hinges on
reputation - some brochure preparation

....
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0 Big Problem - in 1981 had to pay $1 400 ~
just to send brochures into Canada

OTHER EXPRESSED
COMMENTS/IMPRESSIONS: O Reliability of some outfitters is problem

o Would like to establish boat tour of Frobisher
Bay but general lack of local organization

o Opportunities? - to see craftsmen at work
- to experience local society

o Imperative to pre-educate tourists regarding
nuances of particular society

..>. *
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CONTACT:

TOURS:

COST:

PARTICIPANTS:

o

0

0

0

0

0

0

0

0

PROMOTION/ADVERTISING: O

0

0

OTHER EXPRESSED
COMMENTS/IMPRESSIONS: O

Terry Madden, Winnipeg - (204) 943-2039
(Great Canadian Travel Co. Ltd. )

Are in process of implementing “Arctic
Pass” - an unlimited travel pass for NWT, via
Calm Air, First Air Services

Non-escort, with over 25 communities on
program

Beginning in mid-May, 1982

Time limit imposed on Arctic Pass such that
it will essentially be limited to tourists

$1 350.00 - 10 flight coupons
- 10 accommodation vouchers

$1 890.00 - above with 5 extra flight
coupons

Younger, adventurous

Fairly educated as to expectations

Large number of participants to come from
Europe, especially Holland, Germany, England

Brochures

4 or 5 sales agents in Europe

Goligers is handling Canadian market

Generally great potential but southern
Canadians poorly educated as to what to
expect

., ..?.*
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CONTACT:

TOURS:

Mike Ounn, Seattle - (206) 324-9400
(Society Expeditions)

Originally of Wheeler Adventures; has now taken
over their operations

1. Out of Edmonton (PWA Flight 581) to Resolute
May 12 to 19, includes 1 day either end in
Edmonton (1 tour)

- Resolute Bay - contractor High Arctic
International (Basil Jesudason)

- fly to Grise Fiord includes programs
relative to culture, local environment

2. Antarctic cruise - similar cliental

3. Future

COST:

PARTICIPANTS:

o $7 000.00 for

o 12 people per

o No specific
spectrum

o Hopes to have

OTHER EXPRESSEO

a) expanded North Pole trip of
2 weeks

more wildlife, more
geography

b) dog sled trips
c) view Polar Bear

in Churchill
migrations

9 day program

trip (1 trip this year)

demographic profile - entire

3 trips next year

COMMENTS/IMPRESSIONS: O Major cost is aviation fuel and Government
regulations on refueling

o Should be better communication system between
government and private groups

i

*

.
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CONTACT:

TOURS:

COST:

PARTICIPANTS:

PROMOTION/ADVERTISING:

Stephen Burnett - R & O
Paul Follett - tour escort - res. 826-7063
(Horizon Tours) - 923-3886

0 Up until 4 years ago, operated tours into
Eastern Arctic

o Have now developed tours into Western Arctic
primarily

o Over 40 separate tours - essentially 1
itinerary

o Not discussed

OTHER EXPRESSED
COMMENTS/IMPRESSIONS: O Eastern Arctic less accessible

o “Could make more money with tours to New
Orleans”

o Cater to particular market
- safety, comfort, security, must feel

welcome!

o Price very important

..
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TOURS:

COST:

NOTES :
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Pat Stevenson
(Majestic Tours)

o Operate primarily motorcoach tours

o Western NWT - Edmonton, Yellowknife, Inuvik,
Alaska

o 4 trips in 1982 @ $1 650.00

0 Would consider tour to Baffin if costs were
not as prohibitive and if demand was up

-. J.-”*

‘ ...,. .. !.., . . . . .
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CONTACT:

TOURS:

COST:

NOTES:

Mr. Fogelberg, Westport, Corm. - (203) 226-8531
(Lindblad Tours) .

0 Boat tour of N.W. At”
Greenland - Frobfsher Bay

o Sold out

o “Very Expensive”

ant c, Halifax -

0 Fogelberg stressed the importance of the
comfort of their passengers throughout the
tour
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CONTACT:

TOURS:

NOTES:

Outward Bound
- Mountain School - Vancouver
- Wilderness School - Toronto - 922-3321

Ian Yolles - Program Director

o Programs centre around courses, not tours

o Don’t offer any in Baffin Region

o Mountain School concentrates on Yukon

o Outward Bound has been considering expanding
into the Arctic

o The North West Outward School in Oregon has
recently taken their Board of Directors to
the Baffin Region

0110 S.W. Bancroft Street
Portland, Oregon
U.S.A. 97201
(503) 243-1993 Director: Vic Walsh

.. .
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CONTACT:

TOURS:

Conrad Lewinski - (514) 332-9318
(Canadian Arctic Co-operatives Federation Limited
(CAFCL)

Note: Canadian Arctic Producers is the marketing
arm of CAFCL

o Involvement in tour promotion/sponsorship has
been shelved for the time being due to
economic difficulties

COST:

PARTICIPANTS:

PROMOTION/ADVERTISING: O Present at Sportsman’s Show and other trade
shows (eg. Harrisburg, Pa.)

o Distribution of brochures

OTHER EXPRESSED
COMMENTS/IMPRESSIONS: O CAFCL functions as the “retailing arm of

co-ops that have tourist facilities” - the
southern source for the traveling public

o 37 member co-op

o Hall Beach (fishing camp has license held by
co-op and co-op will take it over next year)
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CONTACT: Bill Aris - (613) 994-1979 or
Christa Whittlinger - (819) 437-8g62
(Parks Canada - Auyuittuq National Park)

Attendance Data - 2 gate information
i) Overlord (near Pang)

ii) North Pang Fiord

- Campgrounds
i) Wilderness camping

ii) Overlord campground
(12 sites) - no
statistics reported

Table 1

GATE ATTENDANCE

1980

Overlord N. Pang Total

March 25
April 33 13 46
May 4 3 7
June 18 18
July 177 11 188
August 49 6 55
September 13 13—

352

* incomplete

month but total

April
May

June
July

August
September

1981

Overlord Totalw .

35 35
81 23 104
3 0 3
8 0 8

*8O 9 124
58 2 60

334

records for this

is verified

Table 2

WILDERNESS CAMPING

1980

98
109
228

1 467
709

61

2 672

-----

...!.-.’ . .

1981

83
56
53

654
626

14

1 486
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CONTACT: Paul Follet - was tour escort with Horizon

expert on Arctic cultures

OTHER EXPRESSED

COMMENTS/IMPRESSIONS: O Horizon cancelled tours because of high costs

of airfare, but would eventually like to

operate there again

o Follett feels that Nordair should offer

charters for groups

o In his experience, no one has ever come away

displeased with the trip

o Operators, guides, escorts must be fully

knowledgeable of northern culture

o Problems

Communities do not seem to make any

effort to make facilities or activities

available

Activities concerning “ways of life” in

North should be available, eg. foods.

dances, crafts, workshops

elementary school buildings, churches

should be more utilized

.
t


