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EXECUTI VE SUMVARY

BACKGROUND

In 1987, the Fort Smth Chanber of Commerce submtted a proposa
for funds to the Managenment Conmittee of the Econom c Devel opnent
Agreenent  (EDA) between the Governnent of Canada and the
Government of the Northwest Territories. This proposal was for
the design and development of 3 plan to generate increnental
revenues for the Fort Smith area tﬁrough a sumer school at
Arctic Coll ege.

In 1987, Arctic College launched a new initiative to bring sunmer
tourists to the Thebacha canpus and surrounding area, b
conducting an Elder Hostel program over two weeks on a tes
basis. up to .90 ’senior adults participated in an educational
hol i day package being offered through Elder wgestel,which i s an
organi zation specializing in educational package tours for peop?e
aged 60 plus.

The mandate of this project was to exanmine the feasibility of
devel oping a full summer school program principally targeted to
tourists who desired an educational vacation; to determne the
conpetitive arena in which such as program woul d function; and,
to determne the best potential markets and market segnments for
the generation of increnmental revenues.

The major undertaking of this project _included the significant
mar ket research required to determne existing product and market
characteristics , marketing practices of the various conpetitors
and—data analysis to define a mediumterm strategy, and short-

term transition initiatives specificall for .the '
Chanber of Commerce and the Thebggha Canpug of lwctic cJ?Végéi”th

As a tourisminitiative, a ‘summer school" offers mmjor benefits
to the local econony without disruptions. The visitors use

surplus canpus capacity and facilities of the sumwer period.
This activity also bringS new revenues to the college, the Fort

Smith area and potentially to other conmnities, since the

visitors may choose to extend their stay to experience nore of
the Northwest Territories. y P

The project findings denonstrate the inportance of samplingas
nmuch of a consensus as possible in each of the sumrer educational
market categories, since in verifying major assunptions, they

revealed a highly active and thriving narketplace with a wide
variety of existing and successful products.

In addition to providing broad strategic guidelines and
direction, the outputs included the detailing of .inplenentation
initiatives for a short-termplan during a transition period and



the framework and reconmendations for an optinum plan, which
focuses on the maxi m zation of resources and results.

The base for structure and design of the resulting plan was the
results of the critical review and analysis of the various
strengths, weaknesses and opportunities for Stimulating increased
touri sm revenues,dynamic developrment and growth. The study
process led to the determnation of specific means to achieve
goal s and obj ecti ves.

Al resulting plan recommendations are nodular and actionable
comencing in the 1988 season. The ultimate beneficiaries of this

study will be the Fort Smth area private sector and its
residents.

This report has been prepared for the Fort Smith Chanber of
Commerce. This Executive Summary has been .prepared for those
readers wishing a capsule overviéew of the project results.

OVERVI EW

Tourism is now the largest economic activity in the Northwest
Territories, according to the latest estimates of the Tourism
| ndustry Association and the Government of the Northwest
Territories. This economc sector shows trends of continued

grow h over the next five to ten years, i ndicating that
I ncreasing opportunities wll develop for” the Fort Smth 3rea as

well as the rest of the NW

The Fort Snmith "region", as it is defined in tourismstatistics
enjoys the |largest proportion of all visitation to the Northwest
Territories. However , the definition of the region .includes
Yellowknife, which distorts the information when determning rea
activity in the tighter radius of the Fort Smith comunity. In
anal yzing the econony of the tighter Fort Smth area for relevant

potential therefore, it is necessary to isolate it fromthe rest
of the broader region.

There is significant opportunity to jncrease current . rates of
facilities utilization through a sumer school program S|mﬁ ar to

the El der Hostel program Furthernore, these facilities need not
be strictly dedicated to tourism use thereby increasing the pot-
ential for incremental revenues without causing mjor capita
expenditures .However, tourismis not Fort Smith' s prine activity.

Maj or economic activities in “Fort Snmith are the provision of
CGovernnent services and trapping, followed by tourism Renewabl e
resources in the area consist of: fish; game - beaver, caribou
and geese, for exanple; |ogging/sawnill operations; and hydro-

el ectric power. Non-renewable resources consist primarily of
mnerals (uranium prospects, to the east).



In 1983, incone per capita was $10,103 in Fort Smth. Consuner
prices were 15-29% higher than in Ednonton and food prices were
3% | ower than in Yellowknife.

The 159 businesses identified in Fort Smith can be categorized
almost conpletely in the service sector, wWith stronglinkstothe
public sector. This |lack of diversification causes vulnerability
due to a high dependence on external forces. Tourism can be used

as a mechanismto reduce sonme of this dependency by offering a
control | abl e econom ¢ option.

The total avail able labour pool conprises 69%of Fort Smith's
popul ation of 2468 persons (1988), or 1703 persons. Statistics
Canada has reported that there were only 278 full tinme private
sector enployees in Forth Smth in 1984, with the rest
principally public sector enployees, or part-ti memployees.

Tourism is generally recognized as one of the few economc
sectors with the greatest elasticity in 1labour markets, and as
one which can easily and quickly assinmilate a labour force with
mnimal transition difficulties (e.qg. training and skills
devel opnent)

OPTI M ZI NG RESOURCES

The Fort Smth community and surrounding area has trenmendous
untapped resources. In addition to an avail able labour market, it
is acknow edged as the education centre of the Northwest

Territories, has excellent comunications and transportation
systems and expansive natural tourism resources.

These natural resources include major water access fromthe Sl ave
River to the Back, the Thelon, the Dubawnt and the Coppermine
Rivers. Wod Buffalo National Park is a huge UNESCO heritage site

conplinenting the many other convenient and proxinity parks and
outdoors sites in and around Fort Smth.

Nhn[ngde attractions and other summer tourism resources could
i ncl ude:

Nort hern Life Miseum

Tourist Information Ofice;

Par ks:

The Federal Building;

Churches (4);

Athletic Facilities (curling rink, skating rink, a six |ane

bowing alley and |ounge);

Accommodat i ons (Pelican Rapi ds Motel, pi necrest Hotel);

Eateries (coffeeshop, tavern and dining room

Roaring Rapids Hall;

Weekl y dances and bi ngos;

Friendshi p Centre;

H king Trails;



Thebacha Canpus of Arctic College; and
Recreational facilities such as:

- Softball dianonds - ol f course
- Tennis courts - School gym
- seasonal pool

Thebacha Canpus of Arctic College offers the best short and
medi umterm opportunity to increase tourismfacilities ysage and
visitation to the Fort Smith community and area, since it has
avai |l abl e excess capacity well matched to the basic tourism
services required and the peak tourism period.

Thi s capacity includes  not only resi dence facilities
(accomodation) , but facilities for hospitality, entertainnent,
food and drink, and ‘education". These facilities, now vacant
during the sunmer season, can function as either a self-contained
"resort" wherein nost hospitality activities take place within
its confines, or a base canp from where visitors can enj oy self-
planned itineraries with conplete independence.

The users of such facilities would vary according to the function
offered through the facilities, ranging from business retreat and
meetings use to ‘educational/learning” vacations or Elder
Hostels. It is even possible to conbine the two functions wthin
a season, if strong schedul e managenent is established.

The specific recomendations which have been defined will enable
the Fort Smth Chanber of Commerce to capitalize on immmediate,
short-term results-producing opportunities and to do so nost
efficiently and productively.

It is anticipated that by generating incremental revenues for the
commnity through the optinmum use of existing capacity at the

Thebacha Canpus, the private sector wll be encouraged and
stimulated to enhance and upgrade facilities or create additional

new attractions for continued future grow h.

It should be enphasized, that the market entry of a full sunmer
school at Arctic College wll be into a very full, conplex,
aggressive and highly conpetitive nparketplace -- a narketplace
whi ch enjoys a range of well-established, high profile and world-
renowned products. It is also understood that these products have
been devel oped and are offered by sonetines equally well-known
purveyors.

The risks of market devel opment, however, have been greatly
reduced as a result of the conprehensive research which was the
subject of this ini tiative. Consequent | y, the proposed actions
reflect a very efficient and conservative plan, while simlating
the highly successful approaches already tested and being used by
the many conpetitors in North America.
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These reconmendations are also conplimentary to and reinforce the
initiatives being inplenented by the tourism industry of the
Northwest Territories at |arge and the Governnment of the NW. As

a result, the Fort Smth community and area will be better able
to maximze its developnment of a narrow market segnent
educational vacations, as part of a larger, concerted -w de

touri sm market devel opnent process.

RESEARCH RESULTS

In order to ensure that conplete and accurate information was
col l ected about ‘educational wvacation markets" for statistical

validity, a survey was conducted anongst a wide range of
i nfornmati on sources in Canada and the Unité% St at es. 9

These  enconpassed  universities & colleges, W th sunmer
activities; schools with facilities used or curricula in sumer;
Provincial Mnistries of Educat i on; State  Departnments of
Educati on/ H gher  Lear ni ng; tour operators; educational tour
operators;U.S. State Travel Bureaus and Touri sm Departnments;
Chanbers of commerce (U.S.); Travel Directoryadvertisersot
‘educational vacations";special |nterest groups (nixed); Federal
DRI E offices; and Canadian Consulates in the U'S.

In all, 851 sources were  contacted for i nformation.
Interestingly, 877 responses were generated and received -- but
not all fromthe original contact. A'very high level (f response
was generated through referrals by the primary contacts who did

not qualify as offering summer educational vacations or utilizing

t he excess sumer facilities of an educational institution.

The data and results «collected were analyzed and categorized
according to “summer education sources", in t%e following groups:
a. Universities and Col | eges
b. Packaged Educational Tours
c. Special Interest Tours
d. Working/ Learning Vacations

Clustering of additional various factors was anal yzed for:
Facilities Used

Nunber of Courses/Activities Ofered

Cour ses/ Educational Activities Ofered

Duration of Sessions

Target Users

Conmmuni ty/ Touri sm Li nkages

costs

Mar keting Met hods

NP OIS N
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Wiile many of the respondents in groups b through d above, did
not fit ~the predetermned conpetitive definition based on
facilities used and itinerary structure, they did perceive and
identify thenmselves as conpeting in the educational vacation
market. Therefore, it was inportant to analyze their product
offFryngs and conpetitive activities as part of the entire
anal ysi s.

As a result, approximately 6,625 courses, prograns, educational

tours, special interest tours, etc. were reviewed and exam ned
from a conpetitive perspective.

Since the program structures or characteristics of educationa
vacation products vary al nost as nmuch, a digest follows.



vii

SUWARY OF RESULTS: COLLEGES & UN VERSI TI ES

OVERVI EW

TOTAL RESPONDENTS # SUMVER RESI DENCE FACI LI TIES
SURVEY # % PROGRAMS # %
366 U&C 90 24.6 4,528 36 40
TYPE/ COURSE TARGET USERS COVMUNI TY/ TOURI SM
TOPI CS DURATI ON LI NKAGES

. ) Yes No
Academ c to 1 hour to Academics to
Recreati onal 15 weeks El der Host el 20 70

CAMPUS FACI LI TIES

RESI DENCE FACI LI TI ES (90) # OTHER FACI LI TIES
AVAI LABLE FOR # % AVAI LABLE FOR
a) Full-time Students only 11 12.2 Conf er ences .
b) Tourists only 12 13.3 Public Leasing 3
c) Both a + b above 13 14. 4
TOTAL: 36 40.0 -

MAJOR
CATEGORI ES OF ACTIVITY
TYPE/ SUBJECT MATTER OFFERED BY

| NSTI TUTI ONS
( 181 TOPI CS)
%

Credit courses 50.3
Special Interest Courses 22.7
Busi ness/ Prof essi onal Devel opnent 2.9
Personal Devel opnent 17.1
Recr eat i onal 2.2

El der Host el 55
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SUWARY OF RESULTS: PACKAGED EDUCATI ONAL TOURS

OVERVI EW
TOTAL RESPONDENTS # SUMMVER # OFFERI NG # USING U C
SURVEY # % PROGRAMS  EDUCATI ON PROG. RESI DENCE
FACI LI TI ES

124 37 29. 8 473 9 0
TYPE/ COURSE TARCGET USERS COMMUNI TY/ TOURI SM
TOPI CS DURATI ON LI NKAGES

_ _ Yes No
Academc to 5 days to | ear ni ng
Recr eat i onal summer tourists 36 1

MAJOR

CATEGORI ES OF ACTIVITY
TYPE/ SUBJECT MATTER OFFERED BY
PACKAGED EDUCATI ONAL TOUR OPERATORS
(86 TOPICS )

o

Credit courses & Studies 11. 6
Special Interest Tours 30. 2
Ceneral Interest Tours 40. 7
Recreation/ Pl easure Tours 16. 3

Personal Devel opnent 1.2



SUMVARY OF RESULTS:

SPECI AL | NTEREST TOURS/ VACATI ONS

TOTAL
SURVEY

117
TYPE/
TOPI CS

Academ c to
Recr eat i onal

RESPONDENTS
# %

19 16. 2
COURSE
DURATI ON

l1/2 day to
15 weeks

OVERVI EW

# SUMVER RESI DENCE FACI LI TI ES

PROGRAMS # %

747 0 0
TARGET USERS COVMUNI TY/ TOURI SM
LI NKAGES

_ Yes No
Academ cs to
General Public 9 10

MAJCOR
CATEQORI ES OF ACTIVITY
TYPE/ SUBJECT MATTER OFFERED BY
SPECI AL | NTEREST TOUR OPERATORS

Credit courses & Studies

Speci al Interest Courses

Recreation & Pleasure Tours

(52 TOPICS )
%



SUMVARY OF RESULTS: WORKI NG LEARNI NG VACATI ONS

OVERVI EW

TOTAL RESPONDENTS # SUMVER RESI DENCE FACI LI TI ES
SURVEY # % PROGRAMS FACI LI TI ES TYPES
107 47 43.9 877 0 Camps, farms,

school s, etc.
TYPE/ COURSE TARGET USERS COMUNI TY/ EDUC L
TOPI CS DURATI ON LI NKAGES

C E
Academc to 1 hour to M xed
Practi cal 8 weeks 22 13

MAJOR

CATEGORIES OF ACTIVITY
TYPE/ SUBJECT MATTER OFFERED BY
WORKI NG LEARNI NG VACATI ON  OPERATORS

(96 TOPICS )

%
Credit courses & Studies 19. 8
Speci al Interest Courses 29. 2
Busi ness/ Prof esi onal Devel opnent 6.3
Recreation/Athletics 21.9

Qut door Survival Courses 22.9
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Approxi mately 629 responses were received which did not provide
any usable data, did not fall into any of the source categories
and did not satisfy the eligibility criteria. The nmajority of
these responses were referrals from primary survey contacts.

FACI LI TI ES USED

Wth the exception of the educational facilities, the firms and
organi zat i ons offering  educational vacations rarely use
residences or schools as part of the experience. Accommobdati on
used is primarily standard tourism facilities, such as hotel s
notel s, canps, etc. Oher tourismservices for food, beverage and
transportation are al so standard.

The use of excess educational facilities during the sumer for
tourism purposes is relatively new and very small "as a proportion

of all uses. The marketing of the Thebacha Canpus as an
appropriate tourismfacility wll require careful crafting.
TARGET USERS

The users targeted by these major groups are predoninantly
concentrated in the follow ng market segnents:
a) Academ cs
b) Busi nesses and Professionals
c Speci al Interest G oups
c Ceneral Tourists
d General Public, and
e El ders

O these, the nost frequent target user is the special interest
tourist.

These market segments represent the market segments which gre to
be targeted for summer utilization of Thebacha Canpus.

| MPLEMENTATI ON PLAN:

The devel opnent plan shoul d be inplenmented cooperatively between
the Fort Smth Chanmber of Commerce, the private sector, Thebacha
Col | ege, tourism associations and the GN\WI. This will ensure that
all possible marketing opportunities gre pursued and fully
devel oped, resulting in maxi mum summer capacity utilization.

The research activities which are the subject of this executive
report and which have lead to the design and devel opnment of the
recomrendati ons conprise the desk, field research and interviews,
in the marketplace with prequalified targets.
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This quick recap of the inplementation plan is jintended to
provide a review of the mmjor trends and opportunities for a
sumrer school at the College, ‘enphasizing tourism use, Conplete
nunbers and details of each research conponents are the sHBject
of the conplete research docunent.

Based on the evaluation of the research, the principal
recommendation and conclusion of the stud}&r i.S tEgt indeeg a
summer school program should be devel oped for ctic I ege. The
mar ket  size and potential is much larger than Previously

anticipated, particularly in the United States. There i
little activity of this nature in Canada. IS very

In order to facilitate the early expansion of summer activities
at Arctic College, the business devel opment portion of {pe st udy
has been designed to include several exam nations.

1) REVENUE GENERATING STRATEG ES

The following strategies have been deternmined as options for

consideration in defining the final structure of
school at Thebacha Canpus. the sumrer

a) Adopt a nulti-use  approach, based on standard
hotel /conference booking practices, wth a nu of
facilities and services with related prices basgg on a
1/ 2 day, day or week-end rate.

b) Concentrate use of the facilities for tours and specia
I nterest groups only, which include Elder Hostel.

C) Dedicate the use of the facilities to only two uses, in
the first year one for +tourist programs based on an
"Elder Host el or special interest itinerar aqgroach
and one for conventional academ ¢ summer school use.

d) Partition the facilities used in order to operate

di verse but concurrent functions,such as business
retreats and think tanks using part of the facilities,

smal | special interest groups using another part and
perhaps, general public/tourists using yet another part

as "base camp" tourism accommodation only.

2)  SUMMER PROGRAM ALTERNATI VES

The program curricula would be devel oped as a result of defining

the nost preferred strategy for facilities  use, If conventiopal
academ c I nstruction (and renedi al courses) is not feasible, tﬁe
prograns would have to reflect primary demands of the touris,
mar Ket pl ace, albeit in a vertical nmarket segnent.
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For pilot testing in a conservative manner, it is recomended
that the fewer programs offered the petter, particularly in the
first year. A maxinum of three different prograns or itineraries e

should be tested in addition to repeating the E der Hoste
program

These 3 programs should be short-duration courses, lasting 2
weeks and repeated twice (maxi nunm) throughout the summer s+ v
predetermned tines. Based on reservations volunes and market
demand, a custom zation process could be accommopdat ed.

This woul d provide a strong base for future program nodification.

3) SAMPLE | TI NERARI ES

Depending on the type of educational vacation product offered and the

market  segment being developed, a different nmix of activities ang
conponents are required in order to optimze results.

Based on the results of the research, the following sanple itinerary
structures are recommended:

VACATI ON_TYPE DURATI ON FEATURES
RANGE (IN MKT) ~— SANPLEAQSEFE
TRAVEL STUDY 13- 42 days -l ectures & discussions $995- 2995
- day excursions, boat
cruises

- art, historical,
architectural sites

- city tours or visits

- local culture, cuisine

EDUCATI ONAL 10- 23 days - natural or historical -
TRAVEL y ural $789- 2825
- city/town tours & visits
- local culture, cuisine
FI ELD STUDY 5-56 days - lectures, discussions or $195- 1950

~instruction

- field trips, boat/raft triﬁs
practical field or |ab wor

| ocal culture, cuisine
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SAMPLE | TINERARIES., . . continued.
LANGUAGE COURSE 6-11 weeks - class instruction $675 -233C
- excursions
- conmuni cations, conversation
groups
- intercultural, social
activities
- recreational activities and
facilities
- local culture, cuisine
PERSONAL 1 Week - lectures $225-59
DEVEL OPIVENT - classes, semnars

- film video theatre
- social events daily
- local culture, cuisine

PROFESSI ONAL 5-7 Days - guest speakers $400
DEVEL OPMENT (1 week) - lectures, sem nars, workshops

CAMPS 1-8 \Weks - creative arts and crafts $250- 262
(Children’s (5-56 days) - sports, games, outdoor

| anguage, mnusi c,
athletic canps)

OUTDOOR ADVENTURE 4-7 Days - wildlife view ng, photography $210-54
- canpi ng, hiking, boating
ELDER HOSTEL 1 week - 3 courses $245

daily instruction
si ght seei ng, tours
boati ng, sw mm ng
wldlife view ng

Qur recomrendation is to develop standard stand-alone itinerary
for tour groups which includes a healthy mx of cultura
orientation, lectures, historical information, arts and crafts,

entertainment, recreational activities, sightseeing and free
time.

* Al prices indicated are existing in the marketplace now.
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4) COWUNI TY LI NKAGES

There is strong evidence that links with conmunities are a major
factor in nost tour group packages, as a point of departure,
destination or sightseeing. The Kkey motivators of |ong-distance

travel include visiting a new place and experiencing a different
culture

Fort Smth is a long-distance destination for the major potential
tourism markets, with excel | ent geogr aphi c and cultura
differentiation. The unique attributes of local |lifestyles,
abundant natural resources and wldlife, nodern and confortable
facilities and well-known educational centre conbine to create a
strong appeal and travel notivation -- particularly anongst

travelers seeking a wunique and intellectually stimulating
experience.

To capitalize on these inportant motivators, strong |inkages with
the local and proximty communities are vital.

On the other hand, w lderness, nature and other outdoors studies

are usually isolated from communities and therefore the tourists
expect and have very little interaction wth |ocal populations.

5) COST STRUCTURE

It is critical that one price be determined for an all-inclusive
package per tourist/user. This price would include all operating
Costs, staff and facilities overhead and pronotional margin. This
price should also allow for a reasonable profit margin which
reflects a consideration for—any conm ssions or fees which may be
payable to the travel trade for booking reservations.

The pricing structure for summer prograns at Thebacha Coll ege
should be <calculated in tw ways, one to include airfare froma

maj or access point (such as Ednonton) and one wthout any
transportation costs.

O herwise, the pricing structure for use of the facilities should
be standardi zed as nuch as possible, wth forecasted direct and
I ndi rect costs. O mgjor inportance, wll be the allocation of
sufficient funds for the efficient narketing of the prograns in
the marketpl ace

6) MARKETI NG PROGRAM

All of the target nmarket segments nentioned earlier require
speci al product devel opnent, communi cations, mar keting in order
to develop a sound tourism client base. However, since each
mar ket segment is well defined and can be efficiently penetrated,
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the nost effective marketing approach wll involve the nost
direct nmethods and initiatives.

Al'l comunications and marketing activities will include response
and | ead- aener at i na ' i

"selling"/reservation prorrceecshsargssrrﬁuch 'as poosrsqelgl e.t o shorten the

The marketing activities are organized according to the follow ng
cat egori es.
‘a) Consumer Initiatives (targeted to those specialized
market ~segnents which have the best potential for
generating incremental revenues to Fort Smth);
Mar keting Al ds;
Travel Trade Initiatives;
CDnnunitY Busi ness Initiatives;
Medi a Rel ations Program
Public Rel ations Program
) Research and Eval uation Conponent.

Q D oo T
—_——

These initiatives wll form a conplete, coordinated plan which
will obtain maxinmum benefits from the narketing activities of
other organizations such as the Governnent of the Northwest
Territories, tourism associations including the Big River Tourism
Zone. It is inportant that all product and market devel opnent

resources available through alternate channels be optinm zed
t hrough cooperative and reinforcing actions.

The market devel opment work will:

a) Create inpact on the best potential target narkets by:
- deliberately marketing to well defined and specialty
market segments which have the highest potential to
generate revenues for Fort Smth;
- developing a strong identity and position in the
mar ket pl ace;
- providing superior and custom zed services on demand;
- enphasizing differentiation of programs, services
offered as well as geography and cul turé;
- maximzing return-on-expenditures by |everaging as
nuch resource assistance and contribution as possible
from appropriate partners;
- obtaining maxi mum benefits from the product and
mar ket devel opment initiatives of organizations such as
the Governnent of the NWI, the EDA and fromw thin the
private sector.

b) Establish and devel op market share by:
- taking advantage of market devel opment opportunities
as they arise;
- enphasi zing the wunique positive attributes, benefits
and advantages of visiting the Fort Smth comunity and
ar ea;
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- harnessing the support, assistance and coll aboration
of inmportant business or governnent organizations,
brokers, travel trade operators, and ot hers who can
package, pronote and sell the attributes of the
Thebacha College sumrer school and Fort Smth to a
sel ect clientele;

- trade ‘fatigued” client lists with ‘conpatible
conpetitors' such as ‘tour operator selling simlar
sessions in China, corporate incentive travel planners.

c) Generate highly qualified |eads for Thebacha Col | ege and
the Businesses of Fort Smth to convert to sales bhy:
- ensuring that all marketin Initiatives include
mechani sns to generate orders/sales/reservations;
- responding to |leads and enquiries received from other
sources such as the Government of the NW, tourism
organi zations, etc.

g) Stimulate the |ocal and surrounding econony of Fort Smth
y

'ﬁenerating sufficient increnental revenues through
the operation of a sumer school that reinvestnent in
upgr adi ng busi nesses and services is encouraged;

- devel oping nore 1labour force skills and invol venment
in the tourismand service sector of Fort Smth anongst
the residents.

Based on the results of the first year's initiatives, it is
possible to shorten the business devel opnent cycle for Thebacha
Canpus to a optinmum capacity usage level within the nmedium term

In addition to the two weeks use of the-canpus facilities by
El der Hostel, there are 10 weeks available for sinilar prograns.
Based on a six-day stay and doubl e occupancy, this represents an
additional potential visitation rate of 2000 students per sunmer,
from June to August. To the local econony, this could nean
$200, 000 added revenues injected into the communities if each
visitor only spends $100 n for personal shopping throughout a
six day period - $16.66/day.
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THE MAJOR BENEFI TS OF ESTABLI SH NG A SUMVER SCHOOL AT THEBACHA
CAVPUS

By increasing the use of excess capacity at the Thebacha Canpus
during the summer season, revenues and benefits will be generated
for the entire Fort Smth community and surround area.

This significant initiative will:

a) Increase the volune of visitors to Fort Smth;
b) In%re?ﬁe the revenues generated for businesses in Fort
mtin,

c) Disperse econom c benefits throughout the comuni ty and
other proximty communities;

d) Create enpl oynent;

e) Ofer _labour skills  devel opnment and training
opportunities; and

f) Offset sonme of the fixed operating overhead of Arctic
Col | ege.

STRATEG C ASSESSMENT

As nentioned earlier, there is virtually no sinilar use in Canada
of excess educational facilities as is proposed for {nhe Thebacha
College. There are also few other vacation experiences which are
designed as or pronoted as educational travel in Canada. Mst of
these are in the Atlantic Provinces, where the mgjor thrust is on
cul tural immersion, education vacations and historical redevel op-
ment projects. Here again, there is |ittle use of schools or
resi dences. —

However, there is a substantial amunt of summer activity at U S.
Universities, particularly since npst are dependent on funding
other than that which is "provided by governnent. NMbst  sunmer
activities and programs of us. colleges are not conparable,

since nost colleges (especially in the gouthern U.S. ) are bible
col | eges.

Froma tourismindustry perspective, the specialty interest and
educational vacation markets - as they are perceived jp the US
- are extrenely lucrative and aggressively sought.

In addition to standard nmenu  educational vacations, the nost

successful organizations offer highly custonized experiences for
groups O very affluent, discriminating clients. These clients do

not want the ‘average’ style vacation or travel destination. They
seek an exotic location, “which really neans a uni que environnent
geographically and culturally. O note is that this does not mean
a Prerequisite of five-star hotels and dining.
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Fort Smth has an excellent opportunity to be a well-established

Canadi an destination for travelers seeking a.distinct]y
different destination within an educational, informativ,context.

Conbined with wunique arts, culture, and lifestyle, FOort gpith i S
able to fulfill all of the product requirements gasjly, as well
as the characteristics necessary for strong visitor abpeal and
motivation to visit.

Wiile, there are outstanding advantages to being one of the first
campuses to develop a summer program of this sort, in Canada,
that could also be a serious drawback -- particularly when
addressing potential market segnents in Canada. For this reaso

it is recommended that the majority of marketing concentration %b

aimed at  the Anerican market untj| uf fici ent '
experience and business clientele is establié%eé. operating

Anot her potential drawback and, at the samtineg, terrific
benefit relating to this initiative '1s the hvsi cal
capacity/space limtation of the College. If there would gcgur an
over-denmand situation for facilities in Fort Smth in the future,

the |ocal business comunity would be greatly encouraged to
invest in facilities and infrastructure.

The ﬁlan to devel op increnmental revenues through a sumrer school
at Thebacha Canpus of ~Arctic College in Fort S thqpro 0ses. {0
maxi m ze the potential of products and services dﬂ|c ar ea5|fy
derived from existing operations and the F der Hostel nodel

matching this potential to affluent special market segnents mhigﬁ

currently exist in North Anerica, the sunmer prograns will be
devel oped successfully.
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1.0 I NTRODUCTI ON TO THE REPORT

This report has been prepared for the Fort Smth Chanber of
Commerce, Fort Smth, Northwest Territories.

The object of this paper is to document the results of the study
of the educational vacation market of North Anerica and the
feasibility of operating a summer school at the Thebacha Canpus
of Arctic College, and to provide the background and franework
for specific business developnment initiatives proposed for Fort
Smth in the mediumterm

The inportance of tourism as an economc activity in the
Nort hwest Territories has grown tremendously over the past
decades, to the point where in 1988, it surpassed all other
private econom c sectors in size, including prinmary r-esources-
for the first time!

The Fort Smith tourismregion, which has a wi de radius including
Yellowknife, has al ways enjoyed the | argest proportion of tourism
visitors to the NWT. This is principally due to Yellowknife being
the Territorial capital and the extensive road network devel oped

in the Western NWT conpared to the domi nant dependence on air
transportation systens for the rest of the NWT.

Fort Smth, the community, benefits from its designation as a
regional government center, as a nmgjor education centre for the
NWT and, In tourism terns, from regional visitation, its road
access and excellent proximty to Wod Buffal o National Park.

Until 1987, all tourismfacilities and services were provided by
the private sector of Fort Smith. These services are generally

provided on demand in response to visitation and are sold on an
I ndi vi dual basis. —

There is no in-bound tour operator in Fort Snmith even tour

groups are required to self-plan and purchase, and little
coordi nation or packaging exists of various tourism products.

In the summer of 1987, the enpty facilities of Thebacha Canpus
were used to host an "Elder Hostel"program during two weeks

Wth little additional costs, Arctic College was able to generate
incremental revenues for a normally idle structure and regul ar
operating overhead. The Elder Hostel case becane a test for a
| arger concept: that of maximum utilization of facilities during

the summer season, the season when the canpus s traditional
vacant of students/users.

In addition to using the basic facilities of the college, the
i ncreased volume of visitors would inject additional revenues
into the comunity through the purchase of additional goods,
services, souvenir products, etc.
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The potential feasibility of wusing normall unutilized capacity
by operating a sunmer school and or through the expansion of the
El der Hostel concept throughout the sunmmer-required- verification
On the surface, the «college’'s |ow cost of operations, unique
features and attri butes, and destination profil e wouldappearto
of fer conpetitive advantages to potential guests.

However, not enough was known about a wi de range of factors to
confidently proceed with the promotion of any added tourism
activity at the canpus during the sunmer.

A study of similar uses of education facilities in North Amrerica
was required_as was a study of the supply side of ‘educational
vacations". The extensive research which'is documented in this
report was a nore oner ous undert aki ng than anticipated

particularly the process of collecting statistics fromthe
education conmmunities and institutions in Canada and the United
States. The results however, have provided the basis for a clear
recomendation to proceed with the summer operations of the
facilities at Thebacha Canpus.

The intent of this report is for it to function as a program pl an

of business developnent for the Thebacha Canpus related to
educational and cultural tourism
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2.0 AN ECONOM C PROFILE OF FORT SM TH. NW.

Al 't hough tourismis not the primary econom c activity of the Fort
Smith comunity, it is inportant as a factor to help diversify an
econom ¢ base which principally focusses on servicing governnent
and the primary resource industries.

The following econonmic profile of the Northwest Territories’
community of Fort Smith generally describes economic activities
and infrastructure in Fort Smth and the immediately surroundin
area. Wthin this profile, tourismis highlighted in terns o
activities and facilities as well as other features of the area
W th tourismpotential.

The profile is a reflection of the latest available statistics
and 1s acconpanied by an interpretation of these statistics.

Maj or economic activities in Fort Smth are the provision of

Governnment services, trapping, and tourism Renewabl e resources
in the area consist of: fish; game - beaver, caribou and geese,

for exanple; 1ogging/sawr || operations; and hydroel ectric power.

Non-renewabl e resources consist primarily of minerals (uranium
prospects, to the east).

In 1983, incone per capita was $10,103 in Fort Smith. Consumner

prices were 15-29% higher than in Edmonton and food prices were
3% |l ower than in Yellowknife.

2.1 ECONOM C FACTCRS

The following data describe economc activity in Fort Smith, or

are  factors which have an inpact on the scope of econonic
activity in the community:

2.1.1 CLI MATE

Aver age annual precipitation:
21.9 cmrainfall,
145.9 cm snowf al |,
34.9 cmtotal precipitation.

July nean high 22.5 C, low 9.5 C
January nmean high -21.7 C, low -31.8 C
Wnds S-SE at 12.3 kni h.



2.1.2 PRIVATE SECTOR COVPOSI TI ON
TYPES OF BUSI NESSES (1985- 1986):

Accounting Services
Aircraft Mintenance

Appl i ances

Associ ati ons

Aut onoti ve Services

Avi ati on

Banki ng Servi ces

Beauty Shops/ Barber Shops
Bever ages

Books

Bui I di ng Supplies

Buses, Bus Depot and Bus Lines
Busi ness Supplies and Services
Cable T.V. and v.c.Rr.
Carpet Sal es

Catering

Cothing Stores

Concrete, Sand and G avel
Conf ecti ons

Consul tants

Construction

Contractors - Electrical
Contractors - General
Contractors - Painting
Conveni ence Stores
Cosneti cs

Courier Service

Crafts and Craft Shops
Dental Care

Di sposal s

Di sc Jockeys, Music Service
Drug Stores

Expedi ting

3 ass Sal es and Service
G ocery Sales

@uns

Har dwar e

Hotels, Mbtels, Inns

| nsur ance

| nvestors

Janitorial

Landscapi ng

Laundromat s

Li quor Sal es

Mail Order Sale

Medi cal Services
Newspaper

Qutfitters

NUMBER OF COVPAN ES
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Petrol eum Products
Phot ogr aphy

Pl unbi ng and Heati ng
Publ i shi ng

Real Estate

Rental Equi pnment

Rest aur ant s

Saws

Security

Service Cubs and Organizations
Smal | Engi nes

Sporting Goods

Trucki ng Moving and Storage
Taxi s

Travel

Vacuum Sal es

Wod and Wod Stove Sal es

WP WWHFHENDH P B WD O, o

TOTAL: 159 conpani es
2. 1.3 DEMOGRAPHY

As of 1988 Fort Smth has a popul ation of 2468 persons. In 1982
the town of Fort Smith had a popul ation of approxi mately 2,300
persons and an area popul ation of approximtely 2,500.

In 1985 the sex distribution was 51% nmales and 49% fepmle. Al so
as_of 1985 the age distribution was: 0-4, 11%; 5-14, 20% 15-64,
65%; 65+, 43. |n that year the ethnic distribution was: 26%
Metis; 18% Dene/ Cree; 3% Inuit; and 53% ot her.

Languages spoken in Fort Smth are English, Chipewyan and Cree.

2.1.4 LABOUR FORCE STATI STI CS AND | NCOVE

Statistics Canada has reported that  there were 278 full tine
private sector enployees in Forth Smth in 1984.

The following is an estimate of personal income fromall sources
for residents of Fort Smth as of 1984:

| ncone ($°000)

Private 7092.0
Gover nment 15279. 2
Resour ce 44,5
Federal Transfer 1092. 6
N.w.T. Transfer 414. 8
Total Incone 23923.1

| ncome per Capita 10.0



2.1.5 TRANSPORTATI ON

Fort Smith 1is accessible by air and by road, from southern or
northern communities.

Schedul ed air service is provided by Canadian Air Internationa
via Calgary or Ednonton from the south. Charter service is
provided by Fort Smth Air Service Ltd., and Loon-Air Limted.
During 1984 there were 10,006 take-offs and |andings at Fort
Smth airport, which is operated by Transport Canada.

Fort Smith may be reached by the MacKenzie H ghway System (NW
H ghway 5). Local and |long distance trucking services as well as
bus and taxi services are available. as of 1984 there were 1752
regi stered vehicles in Fort Smth.

2.1.6 COVWUNI CATI ON FACI LI TI ES

Tel ephone and telex services are provided to Fort Smith and the
entire Northwest Territories by Northwest Tel, a subsidiary of
Canadi an Nati onal .

Fort Smth receives television and radio (FM services and cable
t el evi sion.

The local weekly newspaper is the Slave River Journal. Oher
newspapers such as the Ednonton Journal, @ obe and Mail and
Fi nanci al Post are avail abl e.

2. 1. 7 EDUCATI ONAL RESQURCES

Fort Smth has been described as the education capital of the
Northwest Territories. Elenentary and secondary schools as well
as a college are located in Fort Smth.

Until 1985, it was the only Northern community with a college
facility, Arctic College. A second canpus has since been built In
Igaluit, Baffin |sland.

Fort Smth is hone to the Thebacha Canpus of Arctic College. The
College offers courses in fields such as: public and business
adm ni stration; renewable resources technol ogy; soci al services;
and teacher’s education. Vocational training is offered in three
di stinct departnents: Allied Studies (e.g.nursing assistant
progran); Heavy Equi pment Operation; and, Trades and Technology.



2.2 TOURI SM RESQURCES AND ACTI VI TI ES

The Fort Smith is in a tourism area known as the Big River
Tourism Zone. Fort Smth and nearby areas have pnatural resources
and several tourism attractions significant for speci Al ¢ TRRPRESS

Slave River Witewater Rafting and canoceing:

Visitors can travel the ‘Rapids of the Drowned"by raft or canoe.

Fort Smith can also be a point of departure for iyer travels on
the Back, the Thelon, the Dubawnt and the Coppermine RiVvers.

Wod Buffal o National Park:

This park is home to the world's |argest free ranging bison herd

and tourists can take part in conducted buffalo “creeps"with
park staff.

Wod Buffalo National Park is a natural nesting ground for
%}oom ngk clg anesL:J and dl s the on(l}I ybsuch nesting site in the world

e park has been designated by i i 0 at | '
Scientific and Cultural O ganizati or¥ ha?s Ugl\s‘grdl dNa]EIéroptsagEeduglatté.onal

Approxi mately 60 km south of Fort Smith in \wod Buffal o National
Park is the Pine Lake ,carrpfground and Picnic Area. Thi s

canpground provides facilities for ctivities such _
swimming, fishing, and interpretive theatre. as canpi ng,

Northern Life Miseum

This nuseunis collection was started by m ssionary oblate Fathers

and features such fascinating relics as a 7,000 year old
spearhead, authentic native tools and crafts, artifacts of
pi oneer days, and natural history displays. —

The nuseum gives visitors a good sense of Northern people and
their history.

Tourist Information Ofice:

Visitors receive tourist information at this facility during
sunmmer nont hs.

Par ks:

A number of parks are located in Fort Smith. e potable park is

the Queen Eljzabeth Park, which provides nicni !
wood, water, showers and a kit chenPshel ter, Pienic and canpsites,

The Federal Building:

The Federal Building in Fort spith h -
Buffal o National Park. m as a slide show on Wod
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Chur ches:

Fort Smth has four churches. One of themis the Roman Catholic
Church, a Territorial landmark. Fort Smth is the Roman Catholic
headquarters for the MacKenzie - Fort Smth diocese.

Athletic Facilities:

Fort Smith has a curling rink, skating rink and a six |ane
bow ing alley and | ounge.

Pel i can Rapids Mdtel:

This notel provides accormpdation ranging from singles to large
kit chenettes.

Pinecrest Hotel:

Pinecrest Hotel has a coffeeshop, tavern and di ning room
Roaring Rapids Hal |

Weekl y dances and bingos are held at the Roaring Rapids Hall.
Friendship Centre

This facility is a comunity centre.

Hiking and Ski Trails:

H king and ski trails are located in the Axe Handle Hi Il Park in
Fort Smth.

Thebacha Campus Of Arctic Colleqge: —

Tourists may wish to visit the Thebacha Canpus of Arctic College.
Dog Teans:
Dog team events are held in Fort Smth.

Pi oneer Davs _
Pi oneer Days is a |local carnival.

O her Recreational facilities include:
Sof tbal | di anonds

Gol f course

Tenni s courts

School gym

Qut door rink

- Snownobi | e oval

- Seasonal pool




2.3 TOURI SM ECONOM C PROFI LE: FORT SM TH AREA

The tourism private sector resources of Fort Smth are sound and
have extra capacity, even though they are presently linmted in
nunber of operations.

There has been little change in the fixed roof accommodation

sector of Big River Zone since 1978. Although renovations have
been nade within the last five years, the average age is 23 years
for hotels and 12.7 years for motels. The average prices for

accommodation in the Big Rver Zone are $58.75/single and
$67. 50/ doubl e.

The two hotels in Fort Smth, with a total of 78 roons, have
capacity for 146 guests. Bot h provide housekeeping services,
private Dbaths, flush toilets, hot and cold water and private

showers. Ceneral |y open year round, Big river occupancy rates are
40% hotel s and 55% notel's (well below standard national occupancy

rates) .

Ar ea | odges, canpgr ounds and  parks provide  additiona
accomodation for visitors to Fort Smth. The Thebacha canpus of

Arctic College also has capacity which can be wused for tourism
pur poses.

In addition to accommodation,there iS a good mx of tourism

services, facilities and attractions wth extra capacity during
t he summer season

Vehicle rentals are available in Fort Smth, through: Avis Rent-
a-Car and Tilden Rent-a-Car. In addition to providing outfitting
services and boat rentals, SubArctic WI derness Adventures al so
operates charter and sightseeing buses, as does Garden Capita
Bus Lines Ltd. Oher outfitters include Canoe Arctic Inc., Dog
River Qutfitters and Northwestern Air

RV touring/canping on Muckenzie highway and visits to Wod
Buf fal o National Park account for the majority of road travel to
the Fort Smth area.

Tourists are served by 6 food service facilities in Fort Smth

- Bursey's Take Cut - Cathy’'s Catering
- Crystal Sun Variety Store - Pinecrest Hote
- Royal Canadi an Legion - Cedar Hut

Local arts and crafts (nmoosehair tufting and birchbark baskets
being a specialty) and souvenirs are sold at seven area shops.

Nat ur al i st expedi tions, phot o safaris, canping, canoeing,
rafting, sailing, highway touring, etc. are conplinmented by the
variety of conmmunity recreational facilities in Fort Smth
(tennis, golf, swmmng, etc.).
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3.0 TERMB OF REFERENCE

Prior to the wundertaking of the devel opnent of a business
devel opment plan for the Thebacha Canpus, it was agreed that the
research and final plan of the project conprise six distinctive
obj ectives. These are:
a) descri be current mar ket conditions, environnental
trends and inpacts;

b) identify current and future high potential markets and
primary market segments;

c) identify opportunities for appropriate product, courses
and package tours devel opnent;

d) maximze the use of excess . college capacitz in the
annual non-regul ar senester period of “June to Algust;

e) generate increnmental revenues to éhose gener at ed
t hrough current operating processes; an

f) plan a net return on investnents in the business
devel opment process.

The scope of this project included:
1. Researching and identifying existing markets .
products, in North America. g of simlar

2. Developing descriptions of  various general market
characteristics,  such as si ze, | ocati on, specific
consunption behavior, product preferences, trends.

3. Conducting conpetitive analysis to determne amount of
conpetition, who the conpetition is and any uni que
characteristics.

4. ldentifying Dbest performing products, product features,
attributes, packaging, distribution, narketing, etc.

0. ldentifying market and/or product gaps and opportunities
for Arctic College to devel op unique products/services and
assessing the feasibility of increasing sunmer visitation.

6. Determning high potential target markets for Arctic
Col lege, priorizing and segnenting target pmarkets by
characteristics which jnclude psychographics, denpgraphi cs;
behavi or patterns, etc.

9. Designing the framework for a business devel opnent and
i npl enentation plan which jncludes strategies for product

and market development, while identifying cost -recovery
opportunities and processes.
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The lack of historical information or readily usable statistics
required that the study explore a thorough cross-section of all
possi ble sources of information. To ensure a conprehensive
exam nation, all referrals and | eads were encouraged and pursued.

Target group sanpling was initially proposed as follows:

83 Canadi an Universities & Colleges
200 U.S. Universities & Coll eges
37 Schools with facilities used or curricula in sumer
91 U. S. tour operators
4 Canadi an tour operators
51 State Travel Bureaus
70 Tourism Bureaus
34 Travel Directory advertisers of ‘educational vacations”
106 Recreational Vehicle travel marketing organizations.

676 Total mailing in Canada & U. S

The sanple size was subsequently increased by about 26% for as
conpl ete coverage as possible of all possible sources of
information and suppliers of ‘educational” vacations and sunmer
utilization of educational facilities and to ensure that a sound
base of information be devel oped for proper planning. This was

deemed necessary to ensure accurate data collection and
confidence in the results.

sanmpling of the research was adjusted as follows:

81 Canadi an Universities & Colleges, with sumer activities
285 U. S. Universities & Colleges
37 Schools with facilities used or curricula in sumer
10 Provincial Mnistries of Education
52 State Departments of Education/H gher Learning
120 U. S. tour operators
4 Canadi an educational tour operators
60 State Travel Bureaus and U. S. Tourism Departnents
29 Chanbers of Commerce (U. S.)
35 Travel Directory advertisers of ‘educational vacations”
117 Special Interest Goups (m xed)
10 Federal DRIE offices
11 Canadi an Consulates in the U S

51 Total mailing Canada & U.S. (original sanple size 676)
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Each target group was surveyedby mail. However, since response
rates were initially extremely low and nore inportantly, slow,
non-respondents were recontacted by tel ephone. a1l referrals were
contacted by telephone to speed information collection processes.

Wi le 851 sources were contacted, 877 total responses (qualified
and unqualified) were generated and received - a large proportion
of which were referrals.

4.2 PLAN DESI GN

This plan reflects the guidelines deternmined by the objectives
O the project and is designed to nmaximze the efficiency and
effectiveness of funds and initiatives dedicated by the Fort
Smth Chanber of Conmerce, Arctic College and other partner
or gani zati ons.

It was undertaken with a review of current practices, perfornmance
and results of conpetitors in the marketplace and an exam nation
of operations methods and marketing sanples and docunents

groduced by various organizations in Canada and the United
t at es.

The plan acknow edges that there nmay be a mninum | evel of
funding resources and marketing tools available. This forces a
operating philosophy and direction of self-sufficiency, self-
firnancing initiatives and the priorization of all funding.

It also demands that the maxi mum anount of cooperation, joint-
progranm ng and | everaging be inplenented with appropriat,
partners, such as major packagers and tour operators (e.qg. Elder
Hostel, the Miuseum of Natural History), nmmjor carriers (%anadian
Airlines International) , the Big River Tourism Zone, the TIA the
Governnent of the Northwest Territories and Canada .

Based on an evaluation of the results achieved, the plan will
require nodifications and adjustnents on an on-going basis, for
maxi num ef f ecti veness.
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4.3 CONSTRAI NTS

There were several constraints on this project:

a) Tine:
The nount of time dedicated for this project, considering its
unantici pated conplexity, was far |ess than required;

b) Timing:

t hough the project was delayed until the fall school senester,
specifically 1n order to ensure that the surveying would be as
successful as possible with a representative response rate, the
key target group, the academc conmmunity, was generally
unresponsive and required significant recontact telephone work to
generate the required information

c) Quality of infornmation:

The lack of standard and consistent information provided by
respondents and referrals (ranging from general |ure brochures,
course catalogues, inconplete surveys to overly detailed surveys)
I ncreased the synthesizing and anal ysis processes significantly.
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5.0 STUDY PHASE REPORT

851 initial contacts were nmade throughout Canada and the United
States. These conPrised organi zati ons who a) were involved in the
preparation, developnent, administration, pronmotion, information
services for educational sunmer progranms and travel, or b% wer e
assuned to have know edge about educational vacations or the use

of excess facilities during the  summer by educationa
or gani zati ons.

The 877 responses received were predomnantly referrals from the
initial contacts and conprised a [arge proportion of unqualified
respondents. However, all  responses were analyzed since all
respondents considered thenselves as a nenber of the nmarket

segnent which has an education or |earning conponent tied wth
travel and/or tourism

In order to determine comon product and narket characteristics
Within the conpetitive environment, information cluster analysis
was required. Goupings were nmade according to key standard
definitions and categories for:

a) type of information source;

b) type of supplier of “educational/learning”vacations;

c) type of summer facilities use by educational institutes;
d) type/categories of summer educational activities;

e) typel/categories of users or target narket segnents.

5.1 SUMVARY OF RESPONSES

Al'l conpetitive responses were categorized according to ‘sunmer
education sources", in four groups:

1. Universities and Coll eges

2. Packaged Educational Tours
3. Special Interest Tours

4. \Working/ Learning Vacations

Responses which did not qualify for these categories were grouped
according to type information source, as:

1. ‘O her sour ces of promotion (Canadian): Regional
Governnents and Touri sm Bureaus; and
2. "Other sources of pronotion (American) :  Tourism Bureaus,

Chanmbers of Commerce and Governnment Departnents.
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Ei ght standard categories were identified for various activities,
cour ses, Brograns and itineraries offered by suppliers. Al
offerings by all sources during the sumer were classed under:

Academ ¢ Cour ses

Speci al Interest

Prof essi onal Devel opnent
Personal Devel opnment
Recreation/ Pl easure/ Athletics
General Interest

El der Host el

Qut door Surviva

ONoUITREWE

The primary types of facilities used in this segnment generally
fall into three groups:

a) standard tourism hospitality facilities (hotels, |odges,
convention centres) ;

b) educational facilities and residences; and,

¢c) "other", such as farns, ranches, archeological sites--
particularly in the working/learning vacation segnent.

The conpetitive analysis is the result of exam ning the follow ng
specific key factors:

Facilities Used, specifically educational facilities.
Number of Courses/Activities Ofered

Cour ses/ Educational Activities Ofered

Duration of Sessions

Target Users

Comuni ty/ Touri sm Einkages

costs

Mar keti ng Met hods

CNoUITRwWN

O the 366 Universities and Colleges surveyed throughout Canada
and the United States, 90 responses were received and analysed,

including 4,528 different courses and activities offered as well
as structures.

O the Tour Operators surveyed, 37 responses were received and
analysed from Packaged Educational Tour cate?ory and 19 Speci al
Interest Tours Operators, representing 937 different courses and
activities, as well as structures.

47 Responses were received and analysed in the category of
“Working/ Learning Vacations®, which represented 877 prograns.
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QG her responses included 4 from the Canadi an Provi nci al
Educational Mnistries, 8 from the U S. State Departnents of
Education; 25 fromthe State Travel Bur eaus; and 2 fromthe
Provincial Tourism Departnments and 10 from U S. Chanbers of
Commerce and from 10 DRIE Ofices (Governnent of Canada

Departnent of Regional Industrial Expansion), 11 Consul ates of
Canada in the U S

O 90 nedia contacted, 13 trade and 47 consuner nedia were
thoroughly researched, 14 of whom target senior adults and 33 of
whom deal with "intellectual" interests (e.g. archeol ogy,
ant hr opol ogy, nat ur al sci ences, etc. ) . The balance were
disqaulified, primarily due to insufficient information.

The mpjority of initial contacts were disqualified as potentia
conpetitors and many referrals were also disqualified (e.g.
motels, restaurants, |odges, convention bureaus).

252 responses were received froma m xed conposite of chanbers of
COomer ce, education departnments, visitors & convention bureaus
and governnent tourism departments -- all with no sunmmer prograns
or activities to inform about.

Anot her 30 responses were received from universities and coll eges
W th no sunmer prograns or activities.

Approxi mately 285 m scel | aneous responses were received which did
not fall into any of the source categories and did not satisfy
the eligibility criteria of providing prepared educationa
sumer vacation sessions or use of available educationa
facilities during the sunmer.

The nunber of courses, prograns and activities offered from a
w de cross-section of suppliers are vast and dependably
different, with each supplier attenpting to supply a highly
di stinctive service in order to avoid conpetition.

In fact, there is a such a wde range of summer educati onal
“products” and inconsistent termnology in the marketplace to
describe these products that it becane necessary to develop a
series of definitions in order to differentiate between types of
prograns being offered in the educational vacation market.
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Descriptive titles were assigned based on these predetern ned
definitions and results were tabulated accordingly. Specific

descriptions and definitions were devel oped for:

a) Travel Study

b) Educational Tour/Travel

¢c) Field Study

d) Language Prograns

e) Professional devel opnent

f) Personal Devel opment

g) Special Interest Tour/Travel

h) Wor ki ng/ Learni ng Vacati ons

i) Please, Sightseeing, General Interest
Progr ans

j) Athletic and Language Camps

k)

The conplete definitions used to classify
these categories follow, after which are:

a)
of

b)

Children’s Canps.

and Recreational

product s/ progranms into

an analysis of all available activities and the frequency

their occurence during the summer (My- Septenber);

sunmari zed results for the four groups

of respondents

(193) considered to represent the North Anerican educati onal
travel market.
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5.2 DEFINITI ONS

The following represents the definitions used to categorize the
various types of educational travel experiences pejng offered in
the North Anerican market pl ace.

5.2.1 Travel Study

- atour: toa specific destination for a particular study
pur pose; organized by a college or university and sonetines,

a tour operator or special interest group; follows an
academ c curriculum often i ncl udes accreditation; is
generally open to students only (e.g. highschool or
university) ; led by one or nore university professors; and,

incorporates with "the travel regular lectures, discussions
or senminars.

5.2.2 Educational Tour/Travel

- a sightseeing tour: to a specific destination for a
particular study/interest purpose; wth an acadenic or
special interest thene; not necessarily accredited (although
it may be); organized by a tour operator; s open to the
public and students; and, is guided or jnstructed by an
expert or sem-expert on the subject.

5.2.3 Field study

- a study program which nmay include travel; to a specific
destination for a particular” study/work purpose; organized
by a university, institute, working site or special interest
group; is often accredited when the programis 55 extension
of academic studies or offered through academ c sources; is
open students and the public; is |ed by professors, study
experts; and, includes academ c study, instruction, training
and/or lab work, as well as practical work in the field.

5. 2.4 Lanquage Proqrams

- a training programin an alternative language,e.g. Spanish
or, either French or English as a second |anguage; usuall¥
offered by an institution;” sometimes accrediteg when part o
academi ¢ studies; s open to the public; is ained primarily
at children or newcomers to a country who require a second
| anguage for assinmilation and/or professional purposes;
usual |y teaches the language in a conbination of academc
study, ~ cross-cultural experiences  and recreationa
activities - or short-term (8-10 weeks) cultural immersion
t hrough exchange and travel study prograns.
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5.2.5 Professional Devel opnent Proarani Course

- a program  which does not always require or involve
travel; which targets specific professions, business and
trades segnments; which sonetinmes includes accreditation
(e.g. medical conferences) ; is usually led by a series of or
one academ c expert, specialist, tutor, instructor and/or
guide; conprising a series of lectures, senminars, workshops
and/ or discussions which are taa?eted specifically towards
professionals in a given field and are conducted purely for
t he professional advancenent and devel opnent of those
participating.

5.2.6 Personal Development Proar ani Course

- a program  which does not wusually require or involve

travel; whi ch infrequently includes accreditation; is
usually led by a specialist, tutor, instructor or guide; in

which students are instructed, guided or lectured in a
special interest, hobby, skill, craft or acadenmic field of

their own choice, purely for personal interest, practical
skills devel opnent or benefit.

5.2.7 Special | nterest Tours/ Travel

- a sightseeing and study tour: to a specific destination
for a particular study/interest purpose; with an academc or

special interest thene; not necessarily accredited (although

it may be) ; organized by a special interest group,
Institute, society or tour operator; is open to a special
interest(?roup, club or the public; and, i's guided or
instructed by one or nore experts, sem-experts or guest

professors, for the specific field of interest.

5.2.8 Working/Learning Vacations

- A vacation experience: at a specific destination (e.g. an
archeol ogi cal dig or ranch) ; which may jnvolve sone travel:
is organized by a working-vacation operator; ained at
speci al interest categories; is open to specjial interest
groups and the public; is |ed by know edgeable instructors,
guides; and, focuses on developin% specific knomjedP&
aptitudes, skills and practical abilities in a particular
area of interest.



27

5.2.9 Pleasure, sSightseeing, General |nterest
and Recreational Tours

- a tour: to one or a series of destinations for |eisure and
recreation purposes; not accredited, organi zed by a tour
operator; is open to the public; and, is usually guided.

5.2.10 Athletic and Lanquage Camps

- summer canp prograns: My require some travel (short
di stances) ;are targeted to children, adolescents, students;
do not usually include academc credit; are structured for
the concentrated devel opment of particular athletic or
| anguage skills through technical coaching, cultural, social
and recreational activities.

5.2.11 Children camps

- sunmer canp programs: may require some travel (short

di stances); are targeted to children of all ages; do not
I ncl ude academc credits; enphasize nultiple activities and
soci al I nteraction; | ed by group | eaders, gui des,
instructors and canp supervisors; feature a wde mx of

activities, learning segnents intended to devel op/enhance
specific skills and abilities, through a conbination of
academ c study, outdoor activities and recreation



SUMVARY OF COVPETITI VE ACTI VI TI ES/ COURSES
OFFERED BY EDUCATI ONAL FACI LI TIES OR
GROUP_TOUR OPERATORS
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SUMMARY OF NUMBER AND TYPES OF
COURSES, TOPICS OR ACTIVITIES OFFERED BY SUPPLI ERS
| N NORTH AMERI CA
DURI NG THE SUMVER SEASON
BY RESPONDENTS

SUPPLI ERS ACTI VI TI ES/ NUVBER OFFERED

TOPI CS PER SEASON
Canadi an Universities Credit and professional 210
and Col | eges devel opnent courses and

field or travel study to
athletic/language canps

Anerican Universities Credit and professional 4,553
and Col | eges devel opnents courses and
field or travel study to
athletic/language canps

Educati onal Tour Si ght seei ng to out door 39, 947
Operators adventure tours

Special Interest Academ c field study 516
G oups and Wor ki ng to outdoor adventure

Vacat | ons cour ses

Canps and Summer Acadenic to outdoor 74
School s survival canps

Q her Sources of Si ght seei ng to out door 5, 470
Pronotion (Canadi an): adventure tours

Regi onal Governnents
and Touri sm Bureaus

Q her Sources of Hi storical/cultural/ 11, 215
Pronotion (Anerican) : academ c to outdoor

Touri sm Bur eaus, adventure & sightseeing

Chanbers of Commerce, tours

and Gover nnent
Depart nment s

TOTAL: 61. 985
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6.2 ANALYSIS OF NUMBER OF TIMES COURSES, TOPICS OR ACTIVITIES
ARE AVAI LABLE DURI NG THE SUMVER SEASON, AS | NDI CATED BY ALL
SOURCES OF RESPONSES (EDUCATI ONAL AND NON- EDUCATI ONAL) .

RESPONDENT ACTI VI TI ES/ NUVBER OFFERED
CATEGORY TOPICS PER SEASON
Canadi an Col | eges Athletic canps 13
and Universities
Conference facilities 2
Credit courses 118

Custom zed/tail ored
educati onal prograns

Field institutes & prograns
W th academ c credit

Foreign field academ c or

cul tural immersion prograns 1

Forei gn student exchanges

(up to 22 yrs) 37

Forei gn student exchanges

(over 22 yrs or no age limt) 18

Language canps & prograns 6

Musi ¢ prograns 2

One/two-day semnars &

wor kshops 5

Possibility of future prograns 1

Resi dence/ acconmbdat i on

facilities only 3

Short non-credit courses

for retirees 1

SUBTOTAL: 210

Amreri can Col | eges Athletic canps 3

and Universities
Credit courses 2,903



RESPONDENT
CATEGORY

American Col | eges
& Universities,
conti nued.
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ACTI VI TI ES/ NUVBER OFFERED
TOPI CS PER SEASON
Children’ s/adol escents ' Prograns 36
Conference facilities 4
Correspondence courses 125
Custom zed/tail ored educational prog. 2
English as a second | anguage 32
Field institutes & prograns

wth academ c credit 79
Foreign field academ c or

cul tural inmersion prograns 143
| ndependent st udy 2
| nt er nshi ps 1
Language canps & prograns 21
Medi cal education prograns 17
Museuns (university-run) 2
Musi ¢ prograns/festival s/ canps 25
One/ two-day seminars & workshops 174

Personal & professiona
devel opnment/ non-credit courses 327

Resi dence/ accommpdation facilities only 1

Short non-credit public courses 203
Short non-credit courses
for retirees 2
Short (one-day) conputer/
hi -tech courses 447
Witers’ workshops & conferences 4

SUBTOTAL: 4,553
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RESPONDENT ACTI VI TI ES/ NUVBER OFFERED
CATEGORY TOPI CS PER SEASON
Educati onal Tour Bicycle tours 335
Operators
Chauf feur-driven sightseeing tours 79
Custom zed/tail ored services
with facilities 15
Cust om zed/tail ored
services Wthout facilities 15
Educati onal cruises 23
Forei gn academ c studies 27
Foreign cultural inmersion prograns 426
Foreign cultural inmmersion
counsel or prograns 1, 144
Foreign cultural inmmersion
student exchanges 30, 143
Hi storic sites 9
Hi storic & sightseeing train tours 238
H storical tours 1, 200
Horse canps and tours 659
a Hunting/fishing canps/trips 3
Luxury cruises 89
Mount ai n bi ke tours 590
One-day river trips 928
Qut door/w | derness education
prograns & trails 63
Ranch vacations 29
River trips (overnight or |onger) 438
Safaris 32

Self-drive sightseeing tours 156



RESPONDENT
CATEGORY

Educat i onal
Tour Qperators,
conti nued.

Speci al Interest
G oups and
Wor ki ng Vacati ons

33

ACTI VI TI ES/ NUVBER OFFERED
TOPI CS PER SEASON
Sel f-pl anned vacations wth

facilities/resorts 54
Si ght seeing tours (coach

wal ki ng) 2,190
Trips for those with

exceptional needs 176
White water rafting 900

SUBTOTAL: 39, 947

Astronony
Backpacki ng & hiking
Bicycle tours

Canpi ng

Canoei ng & kayaki ng

Children’s canps (various activities)

Cultural & historical study

Ecol ogy/ envi r onnent al

Educati onal cruises

Fly fishing

Fol kl ore & bi ol ogy

Foreign cul tural inmmersion/studies
Geogr aphy/ geol ogy

Cui ded tours

Horsepacking & care

LI ama trekking

Maps & conpass readi ng

Marine biology - field academ ¢ studies

17
49

35
25

50
10
36

13



RESPONDENT
CATEGORY

Speci al Interest
G oups & Wrking
Vacati ons,
conti nued.

Canps and Sunmer
School s

34

ACTI VI TI ES/ NUVBER OFFERED
TOPI CS ___ PER SEASON
Mot ori zed/ snownobi |l e tours 10
Mount ai neering, al pine, glacier clinbing 32
Museuns 1
Native culture & heritage study 2
Nature drawing & illustration 2
Nat ure phot ography 16
O ni t hol ogy 13
Restoration of historic areas 1
Ri ver ecology/nature/culture studies 3
Ski touring 2
Summer courses for high school students 4
Tracki ng 3
W | der ness/ nat ure 113
Wldlife & animals 11
Wnen & w | derness )
Working field research 32
Witers conferences & Wrkshops i
Zool ogy/ bi ol ogy 1

SUBTOTAL: 516
Academ c/ study canps 45
CGeneral outdoor canps 3
Hor se canps 5
Language canps 1
Musi ¢ canps 8
Ranch canps 11
W | der ness canps 1

SUBTOTAL:



RESPONDENT
CATEGORY

Anmerican Tourism
Bur eaus, Chanbers
of Commerce and
Gover nment

Depart nent s
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ACTI VI TI ES/ NUMBER OFFERED
TOPI CS PER SEASON

Air tours (aircraft, hot air

bal | oons) 192
Amusenent and thene parks 13
Arts, nature & handicrafts workshops

& cour ses 64
Art nmuseuns & galleries 134
Bicycle tours 4
Canpgrounds (public & private) 451
Canoei ng/ kayaki ng/ t ubi ng/rafting 479
Charter & rental fishing & sailing 300
Convention & visitors

bur eaus/ chanbers of commerce 421
Crui ses & hoat rides 2,555
Ethnic comunity visits 14
Farm tours & vacations 134
Fishing outfitters 11
Forei gn environnmental studies 14
Gui ded tours (notor, train, walking) 113
Hay rides & sleigh rides 7
H storical sites, nuseunms &

re-enactnments 1, 468
Hor seback tours 42
Houseboat vacations 10

I ndustrial & agricultural history & tours 330

Language i nmersion canps 60
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RESPONDENT ACTI VI TI ES/ NUVBER OFFERED
CATEGORY TOPI CS PER SEASON
Aer i can Qut door adventures (nountaineering,
Touri sm Bur eaus, hi ki ng,
Chanbers of wi |l dlife refuges, hunting/
Conmer ce and fishing, bushwhacki ng,
Gover nnent snowshoei ng, etc) 871
Depart nent s,
cont i nued. Qut door | ectures/presentations 28
Performng arts, troupes &
facilities, sumrer theatre 756
Photo safaris 1
Rivers & waters (for canoeing/
boat i ng) 98
Sci ence & technol ogy canps
& facilities 147
Sel f-guided tours 34
Self-drive tours 15
Sel f-pl anned tours 2
Seniors’ nature & folk-arts
wor kshops 10
Ski tours and runs 5
Speci al events, weekend
festivals 1, 895
State & national parks &
gr assl ands 354
Whal e-wat ching tours & trips 4
Wneries & breweries 126

Wor kshops for adults & children 27

Zoos/marinelands/landscaped
gardens/ ocean “pl aygrounds” 26

SUBTOTAL: 11, 215
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RESPONDENT ACTI VI TI ES/ NUVBER OFFERED
CATEGORY TOPI CS _ PER SEASON
Canadi an Regi onal Arts & nature prograns 443
Government O fices
& Touri sm Bureaus Canpi ng packages 36
Canoei ng & kayaki ng 166
Conf erence/ meeti ng
facilities 1
Cui si ne 1
Custom zed/tailored tours
& packages 1
English as a second | anguage 2
Farm vacati ons 264
Fi shing tours 162

Qui ded out door/w | derness tours 477

Health resorts 1
Horse tours 70
H storic tours, settlenents,
re-enact ment s 403
Hunting/trapping trips 141
Phot ogr aphy courses 5
Reserve vacations 18
Self-drive tours 22
Sel f-planned tours 9
Sel f-planned tours wth
acconmodat i ons 984
Wat ersports 153
Whal e- wat chi ng 2,087
Witers’ and artists’ retreats 24
SUBTOTAL: 5,470

TOTAL FROM anr, SOURCES OF ALL AVAILABLE CHO CES: 61, 985.
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7.0 COWPETITIVE ANALYSIS

7.1 SUMMER USE OF EDUCATI ON FACI LITIES I N CANADA

There is little linkage between educational facilities and their
operations during the summer and busi ness devel opment options and
practices which are outside of the conventional arena of
educational services to a predefined constituency. Wth few
exceptions, tourism applications for facilities use are not
consi der ed.
-There appears to be little support and/or practice in
ei ther providing educational facilities for tourism purposes
during the sumer or providing educational vacations, at all
| evel s of the Canadian supply side of the econony :tour
operators, provi nci al tourism departments, provincial
education departnents, colleges and universities;

- I n Canada, there i
educational facilities i
except where there is

and | ocal popul ation use;

S generally very little use of
s the off-semester period of sumer
a

provi sion of sumer credit courses

- There is almost no wuse of residential facilities during
the summer, except by full-tine credit-course students;

- There is almpst no [linking of vacant sumrer education
facilities with tourism

- Tourism operators and tour package sellers wll however
sell you all of the conponents of a group vacation, after
the group leader or organizer has conpleted all planning
aspects ---destination, = length of stay, specific facilities
required, detailed itinerary -- also -including obtai ning
professional staff and teachers required, plus any/al
necessary tools on demand.

- Use of schools durin the sumer generall occur jn
regi ons where the tourisn?plant I's belng %|versif¥ed to take
d

advantage of under-utilized facilities (NB, NS);

- There are few Canadi an tourism packages specially designed

as educational vacations: those which have a |earning
conponent are perceived as special interest vacatlons;

- Mbst educational vacations or tours in Canada are
considered only for teachers and students, orare under the
El der Hostel program

- Exchanges for students and teachers are generally
perceived by the Canadian market as conprising the
educational vacation market, or involvjn t he use of
education facilities during the sunmer period.
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7.2 SUMMER USE OF EDUCATION FACILITIES IN THE UNI TED STATES

A significant proportion of the educational facilities in the
United States are used throughout the year for a variety of uses.
Tri-semester education systems result in full operations of
facilities during the summer as a normal semester period. In
addition, many avenues of generating additional revenues are
pursued in order to supplenent public funding. Mxed use of the
facilities is especially comon during the sumrer, rangi ng from
community use and business neetings sites to special “interest
tourism facilitators. _ _ _
- The supply side of the Anmerican econony is very responsive
and supportive to market demands, including interest in
usi ng excess capaclities, or customizing tourism packages for
special interest groups/market segnents.

- There is wvery high interest in providing educationa
vacations at all "l'evel's :tour operators, tourism bureaus and
state departnents; colleges and universities;

- Use of  schools during the sunmer generally occurs
ever ywher e;

- There is a very high rate of use of educational facilities
and residences during the sumer nmonths for special interest
courses as well as credit courses;

- There is very high [|inking of vacant sumer facilities
With tourism and there is a higher rate of ‘tourisni |inked
short-term in-residence courses than in Canada;

- Colleges and universities which do not already operate
such programs are quick to effer special services and to
devel op custom zed prograns, in order to fylfill demand and
generate increnental revenues; '

- At all levels, there is a strong orientation to service
and towards custom zation for specific interest groups;

- Use of education facilities during the summer is
maximzed: if it is available, it is used for all. purposes:
credit courses, personal interest courses; recreation; |ocal
popul ation use, tourism ..;

- \Were tourismis not included it is usually due to maxinum
capacity use for credit courses and |ocal population use;

- There are many tourism packages specially desi gned as
educati onal vacations:

- Mbst educational vacations or tours in the US. are
tailored by subject matter or destination/culture. S
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7.3 THE EDUCATI ON- VACATI ON MARKET' S USE OF FACI LI TI ES

The nmarket perceives tw basic types of educational vacation
experiences:

a) a vacation trip during which learning is a process
i ncluded in the experience;

b) a vacation period (sumrer) during which learning is a
process included in the experience, but which does not
necessarily include travel.

Educational facilities are perceived by the market as performng
the follow ng key functions:

a) serving the educational needs to the community, through
regul ar courses, facilities (including residences);

b) serving the extra education and service needs of the

comuni ty, through any  surpluses of resources and
facilities.

Tourismis not an activity in which schools and institutes are
expected to or considered to participate. Educational facilities
are wused a% the educational vacation market onlyon two
condi ti ons, en:

a) the resources of the facilities mtch the specia
I nterests and needs of the client; and

b) there is surplus capacity to dedicate to this purpose.

Since use of surplus education capacity is a new concept and
presently much snaller than market demand, the nost frequent type
of facilities used are standard tourism facilities, particularly
for accommodation: such as hotels, notels, canps, etc.

Wth the exception of the Elder Hostel program and educationa
facilities operating summer credit prograns, the firns, and
organi zations (such as tour operators) offering educational
vacations rarely use residences or schools as part of the

experience.  Cther tourism services for food, beverage and
transportation are al so standard.

The use of excess educational facilities during the summer for
tourism purposes is relatively new and very small” as a proportion

of all ~uses. The marketing of the Thebacha Canpus as an
appropriate tourismfacility wll require careful crafting.
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7.4 PRODUCT CATEGCRI ES

In addition to each of their areas of specialization, the four
maj or supplier groups of educational vacations share sone conmmon

activity/program categories and have common target market
segnments.

Activity Col | eges/ Educatn'l Speci al VWor ki ng
Type: Uni versities Tour I nterest Vacation
Operator Operator _Operator

(181) % (86) % (52) % (96) %

Credit Courses 50.3 11. 6 15.4 19.8

Speci al | nterest 22. 30.2 69. 2 29.2

Busi ness/ Prof. Dev. 2.2 6.3

Personal Devel opnment 17.1

General Interest 40. 7

Recreational Prog. 2.2 16. 3 15. 4 21.9

El der Hostel Prog. 5.5

Qut door Survi val 22.9

7.5 COWOSI TION OF TARGET MARKETS

The users targeted by these rra{ Oor groups are predoninantly

concentrated in the follow ng market segnents:

Mar ket — Col | eges/ Educatn'l Speci al Wor ki ng

segment : Uni versities Tour I nterest Vacation
Operator Operator (perator

(90) # (37)# (19)# (47)#

Academi cs 51 8 7 17

Busi ness/ Pr of essi onal 17 5

Speci al I nterest 3 3 19 5

Ceneral Tourists 3 38 4 7

Ceneral Public 11 16 47

Seni ors 19 3

These segments really conprise two major user categories: the
academ ¢ community and the tourism category.

O the latter, the target wusers are all a form of special

interest segnent, since even the general publics/tourists are
prequalified by destination or subject” matter jnterest, although

not to the point of indepth study.
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8.1 SUMMARY OF RESULTS: COLLEGES & UNI VERSI Tl ES

8.1.1 OVERVI EW

TOTAL RESPONDENTS # SUMVER RESI DENCE FACI LI TI ES
SURVEY # 3 PROGRANS # %
366 U & C 90 24.6 4,528 36 40
TYPE/ COURSE TARGET USERS COVWLUNI TY/ TOURI SM
TOPI CS DURATI ON LI NKAGES

_ Yes No
Academc to 1 hour to Academcs to
Recr eat i onal 15 weeks El der Host el 20 70

8.1.2 CAMPUS FACILITIES

RESI DENCE FACI LI TI ES (90) # OTHER FACI LI TI ES
AVAI LABLE FOR: # % AVAI LABLE FOR:
a) Full-time Students only 11 12.2 Conf er ences 2
b) Tourists only 12 13.3 Public Leasing 3
c) Both a + b above 13 14. 4
TOTAL: 36  40.0 _

MAJOR

CATEGORI ES OF ACTI VI TY
TYPE/ SUBJECTMAT TEROFFEREDBY
| NSTI TUTI ONS
(181 TOPI CS)

o

Credit courses 50.3
Speci al Interest Courses 22. 7
Busi ness/ Prof essi onal Devel opnent 2.2
Personal Devel opnent 17.1
Recreat i onal 2.2

El der Host el 5.5
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8.1.3 SAMPLE DI STRI BUTI ON
UNI VERSI TIES AND COLLEGES SURVEY

PROVI NCE/ TOTAL #  TOTAL # TOTAL #
STATE COLLEGES UNI VERSI TIES  TOTAL SAMPLED RESPONSE
CANADA :

B.C 1 4 5 5 2
Al berta 0 4 4 4 1
Saskat chewan 3 2 5 5 2
Mani t oba 3 3 6 6 2
Ontario 10 19 29 29 7
Quebec 0 15 15 — 15 6
New Brunswick 0 4 4 4 3
Nova Scoti a 2 9 11 11 5
P.E.I. 0 1 1 1 0
Newf ound! and 0 1 1 1 0

TOTAL CANADA: 19 62 81 81(100% 28 (34.6%



PROVI NCE/ TOTAL # TOTAL # TOTAL # 46
STATE COLLEGES UN VERSI TI ES TOTAL SAMPLED RESPONSE
UNI TED STATES:

Al abana 11 17 28 4U 1
Alaska 1 4 5 lu 0
Ari zona 6 4 10 2u 1
Ar kansas 5 14 19 3U 1
California 91 59 150 9u+l4c 8
Col or ado 16 9 25 lu+3c 0
Connecticut 14 12 26 2u+2c 1
Del awar e 4 2 6 lc 0
D.C. 10 8 18 lu+2c 0
Fl ori da 25 17 42 3u+4c 0
Ceorgi a 37 9 46 lu+6c 2
Hawal i 3 5 8 1lu 1
| daho 3 3 6 0 0
[I1inois 66 25 91 4u+l0c 1
| ndi ana 28 22 50 3u+4c 2
| owa 28 9 37 lu+4c 1
Kansas 17 12 29 5U 0
Kent ucky 17 10 27 2u+3c 1
Loui si ana 6 18 24 3u+lc 0
Mai ne 12 8 20 lu+2c 2
Maryl and 22 11 20 2u+3c 0
Massachusetts 70 12 82 2u+l0c 2
M chi gan 42 13 55 2u+6¢c 2
M nnesota 28 13 41 2u+3c 0
M ssi ssippi 10 9 19 lu+2c 1
M ssouri 46 15 61 2u+7c 0
Mont ana 1 2 e lc 1
Nebr aska 13 5 18 lu+2c 0
Nevada 1 2 3 0 1
New Hanpshire 14 1 15 2C 1
New Jer sey 28 6 34 lu+4c 0
New Mexi co 4 5 9 lu+lc 0
New Yor k 97 54 151 8u+l5c 4
North Carolina 30 20 50 6u+2c 3
Nort h Dakota 6 5 11 lu+lc 1
Chio 52 41 93 8u+6c 4
|l ahoma 5 20 25 4U 1
Oregon _ 23 ! 30 lu+3c 7
Pennsyl vania 83 40 123 6u+l2c 2
Puerto Rico 11 17 28 3u+2c 0
Rhode 1 sl and 7 2 9 lc 1
South Carolina 22 7 29 lu+3c 0
South Dakota 12 3 15 2C 1
Tennessee 32 17 49 4u+4c 0
Texas 31 58 89 14U 2
Ut ah 3 3 6 0 0
Ver nont 15 4 19 lu+2c 0
Virginia 28 16 44 2u+4c 2
Washington 11 12 23 2u+2c 1
West Virginia 18 3 21 3C 2
W sconsi n 25 15 40 2u+2c 1
Wom ng 0 1 1 0 0
TOTAL U.S.: 1196 706 1902 285 (15% 62 (21.8%
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Universities and Colleges (UC, continued.

8.1.4 TYPES OF COURSES. ACTIVITIES. TOPICS
OFFERED BY UNI VERSI TIES AND COLLEGES
VHO RESPONDED TO SURVEY

OFFERED (UO s OF RANKI NG OF ACTI VI TY/ TOPI CS
ACTIVITY TYPE TOPI CS: (90) ‘(rOT ASL OFFERED MOST FREQUENTLY ( #Xx)
# 181
Credit Courses 19 Travel Studies 34
Travel Studies 34 Personal Devel opnent 31
Field Research 15 M xed Studies 23
M xed Studies 23 Credit Courses 19
91 50. 3 Fiel d Research 15
Art & Misic 12
Speci al Interest Courses Language/ | mrer si on 10
Art & Misic _ 12 El der Host el 10
Language | nmersion 10 Ceogr aphy, Ceol ogy 6
Geogr aphy, Ceol ogy 10 Cul tural Studies 5
Cul tural Studies 6 Sports/Athletics 4
Ar cheol ogy 5 Busi ness Cour ses 3
Medi ci ne — 3 Ar cheol ogy 3
Architecture 2 Medi ci ne 2
Architecture 1 Architecture 1
Marine Biol ogy 1 Mari ne Bi ol ogy 1
Honestead Skills & Crafts _1 Honestead Skills & Crafts 1
41 22. 7
Busi ness/ Pr of essi onal
Devel opnent Cour ses 4 2.2
Personal Devel opnent 31 17.1
Recreation Courses
Sports/ Athletics 4 2.2
El der Hostel Program
Only Summer Activity 6
Not only activity 4
10 5.5

TOTAL AVAI LABI LI TI ES: 181 100.0
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Universities and Colleges (W C), continued.

8.1.5 DURATI ON OF COURSES, ACTIVITIES. TOPI CS
OFFERED BY UNI VERSITIES AND COLLEGES
VWHO RESPONDED TO SURVEY

| NSTI TUTI ONS OFFERI NG (90) MOST

"COURSE" DURATI ON OF: # % RANK ORDER  POPULAR LENGTHS
1 day 2 2.2 9 1) 5-7 days

2 days 12 13.3 4 2) 2ds & 3wks
5-7 days (1 week) 18 20.0 1 33 10 ds/ 2 wks,
10 days/ 2 weeks 14 15.6 3 4 wks, sunmmer
3 weeks 16 17.8 2

4 weeks 14 15.6 3

-6 weeks 10 11.1 6

-7 weeks 6 6.7 7

-8 weeks 4 4.4 8

-10 weeks 4 4.4 8

-11 weeks 1 1.1 10

-12 weeks 2 2.2 9

-15 weeks 1 1.1 10

sumrer 11 12.2 5

8.1.6 USERS TARGETED
BY UNIVERSITIES AND COLLEGES
VWHO RESPONDED TO SURVEY

TARGET USERS (ulc) (90) RANK ORDER RANKI NG OF

# % USER GROUPS
Acaden cs
St udent s 42 46. 7 1 Academ cs
Teachers . 8 8.9 4 Elderhostelers
Correspondence Courses 1 1.1 7 Bus. & Prof.

51 General Public

Busi ness & Professi onal

Pr of essi onal s 11 12.2 2
Physi ci ans 2 2.2 6
Musi ci ans 2 2.2 6
G oups (conferences) 2 2.2 6
17
Speci al Interest
Cust om zed 3 3.3 5
Ceneral Public 11 12. 2 2
Touri sts/ Travel l ers 3 3.3 5
Seni ors
Cener al 1 7 *avail, at 28 Cdn +
El der Host el 18% 3 dozens of U. S.

19 21.1 canpuses.
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RESULTS: PACKAGED EDUCATI ONAL TOURS

8.2.1 OVERVIEW

TOTAL RESPONDENTS # SUMVER # OFFERI NG # USING U C
SURVEY # % PROGRAMS EDUCATI ON PROG. RESI DENCE"
FACI LI TI ES
124 37 29.8 473 9 0
TYPE/ COURSE TARGET USERS COVWMUNI TY/ TOURI SM
TOPI CS DURATI ON LI NKAGES
Yes No
Academic to 5 days to | ear ni ng
Recr eat i onal sumrer tourists 36 1
8.2.2 MAIOR

CATEGORIES OF ACTIVITY
TYPE/ SUBJECT MATTER OFFERED BY
PACKAGED EDUCATI ONAL TOUR OPERATCRS

Credit courses & Studies

Special Interest Tours

Ceneral Interest Tours

Recreation/ Pl easure Tours

Personal Devel opnent

(86 TOPICS )
%

11. 6

30. 2

40.7

16. 3

1.2



Packaged Educational Tour Operators,
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cont i nued.

8.2.3 TYPES OF COURSES. ACTIVITIES. TOPICS

OFFER

PACKAGED EDUCATI ONAL TOUR OPERATORS

VWHO RESPONDED TO SURVEY

OFFERED
#

Academ ¢ Cour ses
Credit Courses
Forei gn Studies
Travel Studies
Fi el d Research

(BN
Ojw o

Special Interest Tours
H story

Language | mersion
Geogr aphy, Geol ogy

Cul tural Studies
Mari ne Bi ol ogy
Cut door s, Nat ur e,
Musi ¢

Hunti ng
Qutfitting

Wldlife

D —i—~ Wwo b o

N

Ceneral Interest Tours 35

Recreation/ Pl easure Tours

rafting, horseback,etc. 14
Personal Devel opnent 1
TOTAL AVAI LABI LI TI ES: 86

(ETO)
ACTI VI TY TYPE/ TOPI CS: (37)

3 OF
TOTAL
(86)

11.6

30.2
40.7

16. 3
1.2
100.0

RANKI NG OF ACTI VI TY/ TCPI CS
OFFERED MOST FREQUENTLY ( #Xx)

General Interest Tours 35
Recreation/ Pl easure Tours 14
Cul tural Studies

Hi story

Travel Studies

Geogr aphy, Geol ogy

Field Research

Marine Biol ogy

Qutdoors, Nature, WIldlife
Language/ | nmer si on

Credit courses

Forei gn Studies

Musi ¢

Hunti ng

Qutfitting

Personal Devel opnent

B, Wowow s o
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Packaged Educational Tour Operators, continued.

8.2.4.DURATION OF COURSES. ACTIVITIES. TOPICS
OFEERED BY
EDUCATI ONAL TOUR OPERATORS (ETO)
VWHO RESPONDED TO SURVEY

ETO'S OFFERI NG (9) (9) MOST
"COURSE"™ DURATI ON CF: # % RANK ORDER  POPULAR LENGTHS
5 days 1 11.1 3 1) 10 days
10 days 6 66. 7 1 2) 15-20 days
15 days 2 33.3 2 3) 5 days, or
20 days 2 33.3 2 sunmer
Sunmer 1 11.1 3
8.2.5 USERS TARGETED
BY PACKAGED EDUCATI ONAL TOUR OPERATORS
VHO RESPONDED TO SURVEY

TARGET USERS (ETO) (37) RANK ORDER RANKI NG OF

# % USER GROUPS
Academ cs Tourists
St udent s 4 10. 8 4 Academ cs
Teachers 4 10. 8 4 Speci al

| nt er est
8 groups &
seni ors

Speci al Interest
Mari ne Biol ogy 1 2.7 7
Bird Watching 1 2.7 7
Nat uralists 1 2.7 7

3
Tourists/ Travel l ers
Chil dren 1 2.7 7
Adul ts 6 16. 2 3
Fam |ies 2 5.4 6
Tour G oups 16 43.2 1
M xed 13 35.1 2

38

Seni ors 3 8.1 5
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8.3 SUWARY OF RESULTS: SPECI AL | NTEREST TOURS/ VACATI ONS

8.3.1 OVERVIEW

TOTAL RESPONDENTS # SUMMER RESI DENCE
FACI LI TI ES

SURVEY # % PROGRANS # %
117 19 16. 2 747 0 0
TYPE/ COURSE TARGET USERS COVWLUNI TY/ TOURI SM
TOPI CS DURATI ON LI NKAGES

_ Yes No
Academc to 1/2 daK to Acadenics to
Recr eat i onal 15 weeks CGeneral Public 9 10

8.3.2 MAIOR

CATEGORI ES OF ACTIVITY
TYPE/ SUBJECT MATTER OFFERED BY
SPECI AL | NTEREST TOUR OPERATORS

(52 TOPICS )

%
Credit courses & Studies 15. 4
Speci al Interest Courses 69. 2

Recreation & Pleasure Tours 15. 4



53

Special Interest Tour QOperators, continued.

8.3.3. TYPES OF COURSES, ACTIVITIES, TOPICS
OFFERED BY

SPECI AL | NTEREST TOUR OPERATORS (SIO)
VWHO RESPONDED TO SURVEY

OFFERED (s10) % OF RANKI NG OF ACTI VI TY/ TOPI CS
ACTIVITY TYPE TOPI CS: (19) 'I('(S)'ZI' )AL OFFEREDMOSTFREQUENTLY  (#x)
#

Academ ¢ Cour ses

Credit Courses 6 Geol ogy, Ecol ogy 12
Travel Studies 2 Outdoors,Nature Studies 8
8 15. 4 Ceneral Sightseeing 7
Credit Courses 6
Speci al Interest Courses Arts & Crafts 4
Arts & Crafts 4 Cul tural Studies 4
Musi ¢ 1 Hi story 3
Fi I m Studies 2 Film Studies 2
Geol ogy, Ecol ogy 12 Travel Studies 2
Cul tural Studies 4 Musi ¢ 1
Hi story 3 Natural Hi story 1
Natural History 1 Sci ence 1
Sci ence _ 1 Personal Devel opnment 1
Outdoors,Nature Studi es 8
36 69. 2 _
Recreation/ Pl easure Tours
CGeneral Sightseeing 7
Personal Devel opnent 1
8 15.4

TOTAL AVAI LABI LI TI ES:

o
N
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Special Interest Tour Operators, continued.

8.3.4 DURATI ON OF COURSES. ACTIVITIES. TOPI CS
OFFERED BY SPECTAL TNTEREST TOUR OPERATORS (s10)
VWHO RESPONDED TO SURVEY

S10's OFFERI NG (19) (19) MOST
"COURSE"™ DURATI ON OF: # % RANK ORDER  POPULAR LENGTHS
| /2 day 9 47 4 1 1) 1/2 days
1 day 6 31.6 3 2) 2 days
2 days 7 36. 8 2 3 1 dy & 1
week
5-7 days (1 week) 6 31.6 3
10 days/2 weeks 1 5.3 6
3-4 weeks 4 21 .1 4
4+ weeks 2 10.5 5
8.3.5 USERS TARGETED
BY SPECI AL | NTEREST TOUR OPERATORS
VWHO RESPONDED TO SURVEY
TARCET USERS (SI0) (19) RANK ORDER RANKI NG OF
# % USER GROUPS
Academ cs 1)
Spec.Interest
Students 5 26. 3 3 groups
Teachers 2 20.5 6 2) CGen. Public
1 3) Acadeni cs
: 4) Tourists
Speci al Interest 19 100.0 1
Ceneral Public
M xed 2 10.5 6
Chi I dren 3 15.8 5
Adul ts 9 47. 4 2
Fam | ies 2 10.5 6
16

Tourists/Travellers

=N

21.1 4
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8.4 SUMVARY OF RESULTS: WORKI NG LEARNING VACATI ONS

8.4.1 OVERVIEW

TOTAL RESPONDENTS # SUMVER RESI DENCE FACI LI TI ES
SURVEY # 3 PROGRANMS FACI LI TI ES TYPES
107 47 43.9 877 0 Canps, farns,
school s, etc.
TYPE/ COURSE TARGET USERS COMMUNITY/EDUC'L
TOPI CS DURATI ON LI NKAGES
C E
Academc to 1 hour to M xed
Practi cal 8 weeks 22 13
8.4.2 MAJOR

CATEGORI ES OF ACTIVITY
TYPE/ SUBJECT MATTER OFFERED BY
WORKI NG LEARNI NG VACATI ON OPERATORS

(96 TOPICS)

%
Credit courses & Studies 19. 8
Speci al Interest Courses 29.2
Busi ness/ Prof essi onal Devel opnent 6.3
Recreation/ Athletics 21. 9

Qut door Survival Courses 22.9
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Wor ki ng/ Lear ni ng Vacations, continued.

8.4.3 TYPES OF COURSES. ACTIVITIES. TOPICS
OFFERED BY
VORKI NG/ LEARNI NG VACATI ON OPERATORS (WLO)
VWHO RESPONDED TO SURVEY

OFFERED (WLO) % OF RANKI NG OF ACTI VI TY/ TOPI CS
ACTIVITY TYPE/ TOPICS : (47) 'E% AL OFFERED MOST FREQUENTLY (#X)
#

Academ ¢ Courses Qut door Adventuring 10
Credit Courses 8 Credit Courses 8
Fiel d Research 8 Field Research 8
M xed Studi es 3 Qutdoors Skills, Survival 6

19 19. 8 Natural Hi story” 5
Speci al Interest Courses Teachi ng 5
Ar t 4 Sports/ Athletics 5
Musi ¢ 2 Crafts 5
Language | nmersi on 2 Art 4
Ceogr aphy, Geol ogy 3 Ceneral Recreation 4
Cul tural Studies 1 M xed Studies 3
Ar cheol ogy 1 Ceogr aphy, Geol ogy 3
Mari ne Bi ol ogy 2 Bi ol ogy 3
Natural History 5 Phot ogr aphy 3
Ecol ogy 1 Musi ¢ 2
Bi ol ogy 3 Language | mersion 2
Farm ng 2 Mari ne Bi ol ogy 2
Witing 2 Farm ng 2

28 29.2 Witing 2
Busi ness/ Pr of essi onal Navi gati on/ sail i ng 2
Devel opment Cour ses Expedi ti ons 2
Teachi ng 5 Nat ur e 2
Prof essi onal Devel opnent 1 — Hunting 2

6 Cul tural Studies 1

Recreation Courses Ar cheol ogy 1
Sports/Athletics 5 Ecol ogy 1
Kayaki ng _ 1 Prof essi onal Devel opment 1
Ceneral Recreation 4 Kayaki ng 1
Navigation/sailing 2 Ydl | fe Phot ogr aphy 1
Phot ogr aphy 3
WIldlife Photography 1
Crafts 5

21 21.9
Qut door s/ Survi val Courses
Expedi tions 2
Qutdoors Skills, Survival 6
Nat ure 2
Hunti ng 2
Qut door Adventuring 10

22.9

O©nN
N

TOTAL COURSES AVAI LABLE:
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Working/Learning Vacations, conti nued.

8.4.4 DURATION OF COURSES. ACTIVITIES. TOPICS
OFFERED BY WORKI NG LEARNI NG VACATI ON TOUR OPERATORS (WLO)
VWHO RESPONDED TO SURVEY

WLO'SsS OFFERI NG (47) (47) MOST
“COURSE” DURATI ON OF; # 3 RANK ORDER POPULAR LENGTHS
1 hour 1 2.1 8 1) 1 week
1/ 2 day 1 2.1 8 23 2 weeks
1 day 7 14.9 4 3) 2 days
2 days 8 17.0 3
5-7 days_ (1. week) 28 59.6 1
10 days/2 weeks 10 21. 3 2
3 weeks 2 4.3 7
4 weeks 5 10.6 5
-8 weeks 3 6.4 6
8.4.5 USERS TARGETED
BY WORKI NG LEARNI NG VACATI ON TOUR OPERATORS (11 LO
WHO RESPONDED TO SURVEY
TARGET USERS (WLO) (47) RANK ORDER RANKI NG OF
# % USER GROUPS
Acadeni cs
St udent s 15 31.9 1 General Public
Teachers 2 4.3 3 Academ cs
_ 17 Tourists
Busi ness & Prof essi onal Busi ness/ Pr of .
Prof essi onal s 5 10. 6 Spec. Interest
Ceneral Public .
Chil dren 12 25.5
Teenager s 2 4.3
Adul t s 11 23. 4
Coupl es 2 4.3
Fam | i es 5 10. 6
M xed 6 12. 8
Local public _9 19.1
47

Touri sts/ Travel |l ers
Gener al 2 4.3
G oups _5 10.6

7
Speci al Interest
Cust om zed 2 4.3
Probl em Chi |l dren 1 2.1
Hunt ers 1 2.1
Cl i nbers 1 2.1

5



Wor ki ng/ Lear ni ng Vacations, continued.

8.4.6 TYPE OF FACILITIES USED
MAIN FACI LI TIES USED. # (47)
E

Qut doors sites

Archeol ogical Site 1
CanE 11
Par 2

14 29. 8
Rural sites:
Ranch 7
Farm 3

10 21.3
Retreats
Cabi ns 3
Lodge 4
Cot t age 1

8 17.0
Mot el s 3 6.4
Resorts 8 17.0
Folk/ Arts & Craft centre 2 4.3
Education facilities:
School 6
Field Institute 2
Sci ence Centre 1
Canmpus Dor ns 3

12 25.5
Shi ps
Cruise Ship 2 4.3
No facilities:
Expedi ti ons 7
Train/Raft Expedition _1

8 17.0
TOTAL VARI ATI ONS: 67
FACI LI TIES, BY CATEGORY (67)

# 3%
Qut doors sites(camps) 14 20.9
Rural sites (farns) 10 14.9
Retreats 8 11.9
Mot el s 3 4.5
Resorts 8 11.9
Fol k/ Arts & Craft Centre 2 3.0
Education facilities 12 17.9
Shi ps 2 3.0

9

No facilities (expeditions ) 8 11.
TOTAL: 67
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8.5 COMWUNI TY LI NKAGES

There is strong evidence that links with communities are a major
factor innmobst tour group packages, as a point of departure,
destination or sightseeing.

Al nost  without exception, the suppliers of educational tourism
enphasi ze the communi ties, | ocal popul ati ons, lifestyles,

cultures, arts, in the marketing of their tourism products. In
sonme cases, the community is perceived to be so exotic that it
becomes a powerful tourism destination (e.g. Singapore, Banff).

The key motivators of |ong-distance travel include visiting a new
place and experiencing a different culture. A hyperactive
Itinerary is not necessary if the conmunity and culture
experienced is strongly differentiated.

On the other hand, wlderness, nature and other outdoors studies
are usually isolated from comunities and therefore the tourists
expect and have very little interaction with |ocal popul ations.

Fort Smith is a long-distance destination for the major potential
tourism markets, wth excellent geographic and cultural differen-
tiration. The unique attributes of |[ocal i festyles, abundant
natural resources and wildlife, nodern and confortable facilities
and wel|-known educational centre conbine to create a strong
appeal and travel motivation -- particularly anpongst travelers
seeking a unique and intellectually stinulating experience.

To capitalize on these inportant motivators, strong |inkages wth
the local and proxinmity commnities are vital. Thebacha Col | ege
of Arctic College cannot be marketed as a tourism destination: it
Is sinply a facility wwth a predeterm ned conpl enent of services.

8.6 PRI CING

Pricing of tourism products and services is based on tw
principal factors: total costs of operations and threshold of
mar ket concurrence (what the nmarket is prepared to pay)

If the cost of operations is too high and the market threshold
too low, the project becomes unfeasible. Pricing is therefore a
critical consideration in determning the feasibility of a summer
school at Thebacha College, Fort Smth

In order to gage price elasticity, the research included the
determnation of price ranges for various products and product
lines currently marketed by suppliers of educational vacations.

The basic level of service by all supplier groups includes the

tour, program course or activity ...generally including any
instruction. Lodging and nmeals are not always incl uded.
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The followng table reflects the range of prices charged by
suppliers of educational vacations, according to supplier group.
This reflects information which was specified only since, pricing
i nformation and/or cost coverage information was not provided by
all respondents.

SUWARY OF PRI CE RANGES
FOR EDUCATI ONAL VACATI ONS

SUPPLI ER: PRI CE RANGES  #* | NCLUDI NG
TU TI ON LODA NG MEALS
| NSTRUCTI ON
Canadi an $110- 315 : 2
Uni versities 200- 560: 5
and Colleges 500- 1, 000: 1
1, 000-2,000: 1
2,000 +: 3
TOTAL: 28 9
Aneri can up to $99: 6
Uni versities
and Colleqges $20- 260 5
50- 360: 2
95-285: 2
100- 199: 3
100- 700: 2
130- 315: 1
150- 450: 2
170- 275: 1
185-675: 1
200- 499: 9 _
350-575: 1
500- 999: 2
Sub-total up to $1000: 37
500- 2, 800: 2
515-600: 1
1, 000-3, 000: 3
1, 500-3,500: 1
2,000 +: 3
Sub-total over $1000: 10
TOTAL: 60 35 15 16
Speci al $5-50: 5
| nt er est 10- 280: 3
Tours 50- 4, 040: 1
140- 210: 1
325- 3, 500: 1
435- 4, 725: 1
500- 699: 1
999- 4, 000: 1

TOTAL: 18 10 6 4



SUPPLIER: PRI CE RANCES #*

Tour up to $100:
Qperators $13-600 :
15-900:
28- 860:
43- 3, 000:
45- 450:
70- 250:
83-187:
100- 200:
100- 1, 268:
199-1, 695:
218- 3, 000:
338-1, 182:
400- 500:
420- 2, 600:
425- 645:
500- 3, 995:
750- 2, 000:
800- 1, 000:
890- 1, 880:
1, 300- 2, 480:
2,000 +:

WHRPRHMPPHEHFENDRPEREHEFEODHEERERPRPREREERE R

Sub-total strictly under $s500:11
Sub-total strictly under $1000: 16
TOTAL: 34

Working Per program
Vacat i ons up to %100: 2
up to $150: 1

$15-500 : 1

35- 250: 1

50- 600: 1

65- 185: 2

150- 260: 1

200- 500: 3

Sub-total strictly under $500:12

210-1, 355:
235- 3, 000:
365- 3, 550:
395- 895:
430-675:

HEHOR e

| NCLUDI NG
TU TI OV

| NSTRUCTI ON

61

LODGE NG MEALS
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SUPPLI| ER: PRI CE RANGES #* | NCLUDI NG
TU TI ON LODA NG MEALS
| NSTRUCTI ON

Working

Vacations, continued.

550- 1, 500:
700- 1, 700:
750- 980:
800- 2, 500:

up to $1, 000:
1, 000- 2, 000:
2,000+:

[ GV L J SN NN SN

Per week:
up to $100:
$295-1, 000:
500- 1, 000:

o

Per night:
up to $100:
$45-200

50- 350:
100- 200:
TOTAL: 47 32 30

e

* Nunber of respondents from supplier category.



PROBLEMS AND OPPORTUNI TI ES
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9.1 PROBLEMs

- Afacility such as the Thebacha College of Arctic College is
not a tourism destination by itself. In order for it to becone a
tourism attraction, it nust be included as one of a varied m x of
services and unique travel experiences of a community in a |arger
geographi ¢ area.

- Awareness of the Northwest Territories is very |ow or non-

exisﬁent in primary markets. This is greatly magnified for Fort
Smit h.

- Thebacha College, Arctic College and Fort Smth are conpletely
unknown in the primary narkets.

- Tourism markets of origin for Fort Smth are |ong-distance
markets. Not only does this requires a nmmjor decision for each
visitor or group planner but it also nmeans |onger advance
pl anni ng and hi gher costs for transportation. Since Fort Smth is
not a direct access destination from the south, except from
Ednonton or Calgary, this problemis conpounded.

- The tourism industry is highly conpetitive and constantly
I ncreasing pronotional expenditures in order to maintain and
I ncrease nmarket share. The relative lack of significant financial
resources will make it difficult of Arctic College/Fort Smth to
establish a foothold in the marketplace. Al so, since econom es of
scale will never apply to Arctic College/Fort Smth, reliance on
public funding is critical in the start-up period.

- Arctic—ollege and Fort Smith will face serious negative price
perceptions in the marketplace. Canada is considered overpriced
and perceived as such by consuners and travelers abroad. This

perception is significantly strengthened in the case of the
Nort hwest Territories.

- The w de %eographic distribution of potential narket segments

is a drawback, creating difficulty and 1ncreased cost of market
penetration.
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9.2 OPPORTUNI TI ES

- Tourismis a growh industry on a global scale. NWT tourism
activities have increased overall in the past vyear, as has
tourismin the Fort Smth area.

- The Northwest Territories is generally well regarded by prior
visitors and has some base of positive awareness in proximty
mar kets, such as Al berta and the Anerican M d-west.

- The NWT is one of the few re%[ons of the world where aborigina
I|festylg, culture, arts and philosophies have been nurtured and
sust ai ned.

- There have been considerable strides over the Bast few years to
i nprove and develop the business and tourism base of the NwT,
including the Fort Smth area.

- Canada and particularly the NWT holds a very strong and
positive image I1n tourism markets as a vast peaceful country with
unspoi l ed natural resources, abundant wldlife, friendly people.

- The education-related tourism market is an excellent exanple of
the fragnentation and diversification which are taking place in
the international tourism markets and high potential denographic
segnents, particularly as ol der markets mature and decline.

- Tourism markets and tourism product demands are changi ng, al ong
w t h changi ng denographics of aging Canadi an/U. S. popul ations.

— To capture some of the growing new markets, Arctic College and
Fort Smth will have to create a strong awareness in themas a
preferred and exotic vacation destination.

- Proximty and access to southern Canadian and U S. markets is
very inportant. Qpportunities exist to generate a reliable
clientele in pot enti al mar ket segnments through specific
initiatives such as pronotion of Thebacha Col | ege Summer Vacation
School coupled wth Fort Smth's easy access at mmjor gateways
(hi ghways, airports, border crossings).

- Increased conpetition anongst airlines in Canada and the U.S.
have driven prices down on major North American routes.
Continuing deregulation in Canada could assist the Fort Smith
area by lowering the travel costs and increasing vol unes.
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- The governnents of the NWT and Canada have devel oped strong and
dependably marketing progranms to generate tourismto the NWT from
high potential markets abroad. The TIA (NWT) and Big R ver
Tourism Zone al so have pronotional prograns which wll serve
Arctic College and Fort Smth. Arctic College/Fort SMth shoul d

cooperate and take advantage of t hese prograns wherever
appropri ate.

- There is no other college or university in Canada which offers
conprehensi ve vacation packages during the summer. As the first
to do so, Arctic College wll have considerable advantage with
the Canadian and American nmarkets seeking such a Canadian
experience.

- Arctic College has a real nonopoly in the NWT - it is the only
college institute. This can be exploited as a pivotal marketing
factor for differentiation of destination and vacation products.

- The nane, Arctic College, has all of the prerequisite
characteristics for outstanding brand nane marketing. This wll
facilitate the processes of building awareness, recall and

recognition in the target narket segnents.
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10. 0 MAJOR FI NDI NGS

The study phase of this project revealed several significant
findings.

10.1 THE NORTH AMERI CAN ENVI RONVENT

- The tourism markets of North America are increasing in size and
changing in characteristics, Which includes the growng demand for
vacation experiences which involve a learning/education conponent.

- There is little use in Canada of colleges, universities and
ot her education facilities during the sumrer for tourism purposes
or tri-senester education purposes.

- Wiile there is little supply of this type of tourism in Canada,
there has been a substantial market segment developed in the
United States over the |ast ten years.

- There is substantial conpetition already existing in the United
States in the primary market segnments.

- Arctic college/Fort Smth's tourism developnment initiative is
new, comrencing a learning curve which places it at considerable
di sadvant age agai nst established conpetitors.

- Wulnerability is high: existing and potential visitors are
concentrated in very few markets and are highly susceptible to
environnmental inpacts.

10. 2 PLANNI NG SUPPORT

- Research and statistical data are generally non-existent for
Arctic College/Fort Smith to properly plan the devel opnent and
mar keting of a summer school.

- Information about |ong-term regional devel opnment objectives and
planning is mnimal.

- Continued growth of the service sector and tourism ﬁlant in the
Fort Smith area will greatly assist in increasing the appeal of
the area as an attractive tourism destination.
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10. 3 PRODUCT REQUI REMENTS

- The summer school should target special interest tourism markets
and develop all -inclusive "packages" accordingly.

- Al tourism packages need to involve a significant link with the
comunity, culture and lifestyle of Fort Smth residents.

- There is a need for strong participation by area private sector.

- Pricing should be conpetitive, Wwhile based on self-sufficiency.

10. 4 MARKETING REQUI REMENTS

- Arctic College/Fort Smth |acks narket identity - a brand nane
awar eness and conpetitive positioning.

- Fort Smth has a base of pronotional resources, including a few
good marketing/ pronotional publications which will enhance the
pronotion of a summer school at Thebacha Col | ege.

- The marketing efforts of national, territorial or regiona
public and private organizations WwIll support, enhance and
reinforce the initiatives of Fort Smth and Arctic College.
(Exanples include the Big R ver Tourism Zone, the TIA-NWT, the
GNWT, Parks Canada, El der Hostel. )

- There is a significant requirenent for integration of the Arctic
Col | ege summer school in all pronotional itens, regardless of the
source, which feature Fort Smth or Whod Buffalo National Park as
tourism destinations.

- There is a need for strong orientation towards cooperation and
joi nt marketing/ busi ness devel opnment with appropriate public and
private sector partners who have significant financial resources.

- The launch of this new initiative wIll require substantia
funding and therefore determnes that adequate funds be sourced
the devel opnent of appropriate narketing tools as well as for
mar ket entry. (For exanple, lots of excellent tourisnlphotography
is a prerequisite for effective marketing, as well as marketing
phot ogr aphy. )

- The unique attributes of arts, culture and |lifestyle offer an

opportunity to differentiate the travel experience and accentuate
an exotic product.
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10. 5 HUMAN RESOURCES

- In addition to dedi cating human resources to accepting
reservations throughout the year for the summer school, there wll

be a need to dedicate human resources to superb travel counseling
servi ces.

- Additional human resources are required to operate the sumer
school .

10. 6 RESULTS EVALUATI ON

- Measurenent and evaluation of results are built in to the
operating process, including the assessment of ultimate inpacts on
the Fort Smth econony through the direct correlation to sales.
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11.0 IMPLICATIONS FOR ARCTIC COLEGE AND THE FORT SM TH AREA

There is virtually no simlar use in Canada of excess educational
facilities as is proposed for the Thebacha College. Facilities
used throughout the year are used for academ c purposes (e.g.
York University Extension Program Western University’'s Executive
Busi ness  Program Banff School of Fine Arts, Saskatchewan
Witer’s Program.

There are also few other vacation experiences which are designed
as or pronoted as educational travel in Canada. Mst of these are
in the Atlantic Provinces, where the major thrust s on cultura
i mrersion, education vacations and historical redevel op-nent

proj ects. Here again, there is little use of school s or
resi dences.

However, there is a substantial anount of summer activity at U S
Universities, particularly since nost are dependent on funding
other than that which 1s provided by government. Most sunmer
activities and prograns of U S. colleges are not conparable,

since nost colleges (especially 1in the Southern U.S.) are bible
col | eges.

From a tourismindustry perspective, the specialty interest and
educational vacation markets - as they are perceived in the US.
- are extrenely lucrative and aggressively sought.

In addition to standard nenu educational vacations, t he nost
successful organizations offer highly custom zed experiences for
groups of very affluent, discrimnating clients. These clients do
not want the “average” style vacation or travel destination. They
seek an exotic location, which really means a unique environnent
geographically and culturally. O note is that this does not nean
a prerequisite of five-star hotels and dining.

Fort Smith has an excellent opportunity to be a well-established
Canadian  destination  for travel ers seeking a distinctly
different destination within an educational, infornmative context.

Conbined with unique arts, culture, and lifestyle, Fort Smth is
able to fulfill all of the product requirenents easily, as well

as the characteristics necessary for strong visitor appeal and
nmotivation to visit.

VWiile, there are outstanding advantages to being one of the first
canmpuses to develop a summer program of this sort, in Canada
that could also be a serious drawback -- particularly when
addressing potential market segnents in Canada. For this reason
it is recommended that the majority of narketing concentration be
aimed at the Anerican mar ket until sufficient operating
experience and business clientele is established.
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The summer school program for Thebacha College will not only
generate incremental revenues for Arctic College, offsettin
operat|ngfo%§rhfag _%Rst?, b%b,%t mnkl al so stimufate the |oca
econony of For mtinh. Ln adartion 10 the direct purchase of
local "goods 'an'dt SerVII ces 10 operate the summerpschool the
Increase In visitor volumes wll enerate | iri
expendi t ur es. g I ncreased tourism

Touri smrel ated businesses which \would be involved the summrer
school program jnclude local guides, outfitters, transportatlon

and - sight seeing services, = hospitalit Servi ces :
establishments, arts and crafts prodBcers, Y. . retal

Anot her potential drawback and, at the game 1t o

benefit relating to this jnpitiative 18 %Lge, Eerr;ilc
capacity/space limtation of the College. |If there would ggéu,gﬁ
over-deimand situation for facilities in Fort Smth in the future,

the |ocal business communit woul d be greatl
invest in facilities an |nfr%structure. 9 Y encouraged to

Tpe glan to(%svelopfincrenental revenues through a summer school
at Thebacha (anpus of  Arctic College i

maxi m ze the potential of prqductsg%ndlgéﬁﬁrées %ﬂﬁéh‘%ﬁ@088§if9
derived from existing operations and the Elder Hostel nodel. B

mat ching this potential to affluent special nmarket segnents whic

currently exist in North America, .
devel oped successful ly. the summer programs will be
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12. 0 BUSI NESS PLANNI NG FOR A SUMVER SCHQOO
12.1 1 NTRODUCTI ON

There are many advantages to starting %g_a new summer school at
Thebacha Canmpus of Arctic College, Fort Smith ...in spite of the
many di sadvant ages.

As with any new business,there is a need for adequate start-up
time, which includes a |ot of planning long before the first sale
Is made (the first client is obtained) . Establishing a clientele
S especiallr dependent on good wll in the tourismindustry,
which is built over years of operations.

Qoviously, there is also a nuch higher risk with a new venture
and uncertainty due to the lack of a track record -- no proven
past of m stakes and successes upon which to built. Furthernore,
there will be an initial outlay of noney before the project is
oper at i onal

There are many positive considerations as well, npst notably

- freedom of choice of market niche which is devel oped for
the sumer school

- opportunity to develop a wunique style of business: no
existing restriction of inmage or policy,;

- ability to develop at own rate/pace: especially when
capital is limted;

- Arctic College can get into business inmediately, if able
to ~obtain pass-along clientele from well-established
busi nesses (travel tour operators, meetings planners) and
governnment and touri sm associ ation sources;

- by entering a growi ng and dynani c market pl ace, Thebacha
Col ' ege has  considerably better potential to achieve
successful results than by entering a mature market.

The feasibility of operating a sunmer school was determ ned based
on an exam nation of several key factors:

- Start-up costs

- Inventory costs

- Fixed operating costs

- Indirect operating costs

- Marketing/sal es costs

- Conpetitive factors

- Product plan guidelines

A projection of reasonable revenues over three years
A projection of optinmmrevenues per year

The followng illustrates the conclusions of this exam nation.
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The fornulation of the proposed plan is based on
a) the results of the study phase;

b) an assessnent of feasibility based on objectives of
sel f-sufficiency;

c) an evaluation of potential ultimate economic inpacts,
in terns of increnental revenues injected into the Fort
Smth area, new and increnental employment gener at ed,
labour force skills devel opnent and taxation r evenues:

d) an analysis of all possible avenues to secure and
enhance nmarket positions;

d) the application of state-of-the-art, results-oriented
busi ness practices.

Based on a standard business devel opment approach, the financial
plan is designed to achieve a break even position over three
gears and for the summer school program to becone self-funded
eginning in the fourth. Therefore the plan is oriented towards
maxim zing results in a conpressed period of time and recomends
specific optimzation techniques.

[t is structured to make effective use of new resources inside a
devel opnent - based strategy, naxim zing results t hrough the
devel opment of the high potential markets for a sunmer scﬁool at
Arctic College, Fort Smth. A key conponent of jts organization
Is the focus on cooperative initiatives between afl orggnlzatlons
and econom c sectors who benefit fromor can provide benefits to
this initiative.

An inplenmentation plan is proposed for the first year which
includes details of marketing "initiatives. Strategic direction
i s proposed for the second and third years only. Marketing
operations plans wll be fornulated based “gn first vear results
and the pursuit of corporate goals and objectives according to a
wel | -defined strategy.

The follow ng assunptions have been nmade in structuring the
mul ti-year program
an adequat e operations budget which supports the market
devel opment plan, beginning the first year;

continued available funding over two nore years t.
offset a loss position during the start-up period;

| ever agi ng of support, cooperative marketing, joint
activities with public and private sector partners who
already participate in appropriate target narket
devel opnment and have significantly larger financi al
resour ces.
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12. 2 GOALS

The goal of the business plan is:

"To establish a vi abl e summer school at

Thebacha Col |l ege of Arctic College, Fort Smth,
whi ch produces increnental net revenues and
econom ¢ benefits to the community."

Specifically, the summer school wll:
a) Increase the volunme of visitors to Fort Smth;
b) Ingreﬁﬁe the revenues generated for businesses in Fort

mtuin,

c) Disperse economc benefits throughout the community and
other proximty communities;

% Create enpl oynent;

e Ofer  labour skills devel opnent and training
opportunities; and

f) Cféj?t sone of the fixed operating overhead of Arctic

ege.

The results of the feasibility study have shown that the nost
effective uses for excess capacity of the college during the
summer period are for academ c or tourism purposes. O these, the
tourismutilization offers the |argest potential narket size and

I's the nost |ucrative, generating the highest volune of potential
evenues.

The target markets have therefore been priorized according to
best potenti al market segments. These market segments are

geogr aphi cal | | ocat ed throughout Nor t h Aneri ca, but are
concentrated ¥n the United States where they have been devel oped
over a nunber of years.

The primary target markets for the sumer school of Thebacha
Col | ege are predom nantly concentrated in the follow ng:

* Special Interest Goups/C ubs

* \Wol esale Travel Trade (Tour operators, Backagers)
* Corporate Meetings and Incentive Travel Planners
* Business Travelers

* Academ cs

Secondary target narkets include:
a) Ceneral Tourists
b) General Public, and
C) El der s*

*This market segment is nost frequently addressed by educational
facilities through the Elder Hostel program  which conprised the
two-week pilot program at Thebacha College in 1987. Al nmarket
segments are targeted through a conprehensive parketing plan
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12.3 REVENUE GENERATI NG STRATEGIES

The followi ng strategies have been deternined as options for

consideration in defining the final structure of the summrer
school at Thebacha Canpus.

12. 3.

a) Adopt a mul ti-use  approach, based on standard
hotel /conference booking practices, with a menpu of
facilities and services with related prices based on a
1/2 day, day or week-end rate.

b) Concentrate use of the facilities for tours and speci al
I nterest groups only, which include El der Hostel.

c) Dedicate the use of the facilities to only two uses, in
the first year one for tourist prograns based onan

"Elder Hosfel™ or special interest itinerary approach
and one for conventional academ c sunmer scholl use.

d) Partition the facilities used in order t. operate

di ver se but concurrent functions,such as business
retreats and think tanks using part of the facilities,
smal | special interest groups using another part and
per haps, general public/tourists using yet another part
as "base camp" tourismaccommodation only.

1. FAQLITIES MIULTI - USE APPROACH

Thi s approach woul d recover some of the costs of the college
overhead and it would produce a [jttle incremental revenues
to the community, through the purchase of sonme goods,
services and souvenir products. Only the basic hospitality
services (food and acconmmodation)  of the col |l ege would be

sold,  with any  additional  requirements
‘ndependently by the client as desired. pur chased

Al though occupancy rates would not likely be close to
Maxi mum capacity over a season, Thebacha campus woul d cause

i ncreased conpetition to the two hotels of Fort Smith
wi thout creating the optinumpotential economc penefits to

the community.

This approach is recommended as a ‘stop-gap” neasure only,
to be wused between group package sales tO use excess
capacity. also, pricing should be based on a 60% occupancy
rate, be Conpetitive to local rates and not "undercut® the

private sector.
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12.3.2 DEDICATED USE FOR GROUP TOURS ONLY
The devel opment of a summer school program at Thebacha
Col l ege is new and unknown in all markets, potential and
otherwse. It wll take time to fill the summer excess
capacity while restricting the type of use inmmediately to
one category of user. Over tinme however,this will be the
most efficient use of capacit& and the nost lucrative new
revenue generating option for Fort Smth.

12.2.3 SPLIT USE BETWEEN TRADI TI ONAL ACADEM C

AND GROUP TOURI SM_USE

This option is a conpromise between option 1 and 2 above.
Traditional academ c use -- summer credit courses, adult
education and renedial programs -- of the facilities is very
simlar to option 1 above, in potential inpacts on the
general comunity as well as the college. It does however,
refl ect an appropriate and conventional use of educationa
facilities. ‘-

12.2. 4 MILTI - PURPOSE USE

This approach enables all comunity elements to benefit from
the excess capacity of the college and it enables the
college the maximum flexibility in serving the academ c and
service needs of the community. It also allows the college
to plan, develop and control the amount, type and quality of
services which it nost appropriately can provide, while
facilitating any transition or adjustments over tine.

"Partitioning” of the facilities in a conceptual manner
enabl es the college to operate diverse but concurrent
functions, particularly in the first few years during which
demand is li1kely to be inconsistent and from di verse nmarket
segnents. During this timeframe, the college will gain
i nval uabl e experience for future planning of resources and
facilities use.

Academ ¢ courses would use class facilities, but leave the
accomodations capacity available for group use py business
or tourists. Snmall business neetings, retreats and think
tanks could confortably use part of "the facilities, small
special interest groups another part and perhaps, general
public/tourists using yet another part as "base camp"
touri sm accommodation only.

| n this case, Priciw&)would be kept simple and be structured
according to only t categories:. basiC "room and board" as

option 1.; and group packages.
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12. 4 SUMMER PROGRAM ALTERNATI VES

The program curricula would be devel oped as a result of defining
the most preferred strategy for facilities use. |If conventional
academ c instruction (and remedial courses) is not feasible, the
prograns woul d have to reflect primary demands of the tourism
mar ket pl ace, albeit in a vertical nmarket segnent.

Due to the strong potential of the tourism market segnents to
generate the highest possible revenues, the product/packages
offered through Arctic College at Thebacha canpus shoulgbe
appropriately structured to these priority target markets.

For pilot testing in a conservative manner, it is reconmended
that the fewer progranms offered the better, particularly in the
first year. A maxinum of three different programs or itineraries

should be tested in addition to repeating the Elder Hostel
progr am

These 3 prograns should be short-duration ‘courses”, lasting no
more than weeks and repeated tw ce (maxi num throughout “the
sumer at predetermned tines. Based on reservations vol umes and
mar ket denmand, a custom zation process coul d be accomuvdat ed.

This woul d provide a strong base for future program nodification

12. 5 PRODUCT DEVELOPMENT

The devel opment and sale of ‘products” for the Thebacha canpus

sumer school woul dbe classed in three different categories or
‘product lines":

1) Academ ¢ products - predonmi nantly courses.
2) Business products - predominantly facilities. o
3) Tour group products - conbinations of facilities,

services, courses, community services.

This last option is the one nost recomrended.

Wthin each product |ine/category, specific individual products
woul d be devel oped to respond to the needs cf the market.

The first category needs no further examination within this
docunent for |ocal/regional education requirenments. However,
courses (credit or non-credit) are nost appropriate as part of
the services provided - to business and tour groups. The nore
specialized and unique the course, the nore appealing it becones
and the nore value it inparts to the overall experience.
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Meetings, conferences, planning sessions, retreats, etc. are part
of a nulti-billion dollar industry in North Anerica. A very
profitable and conpetitive market, “jt has spawned an entire
I ndustry of corporate nmeetings and incentive travel planners
nunbering over 70,000. Certain professions have meetings/

conventions as a mandatory activity in the course of their
practice (medical, insurance, academ Cs, morticians).

prof essi onal devel opnent has also becone such an extremely
I mportant factor in career advancement, that it is estinmated that
over 80% of professionals take sone form of skills upgrading or
devel opment neasures regularly.

In the gener al _pOpUI ati lon, there is i ncreasi ng demand for
educational /| earning experiences to be coupled with |eisure and

recreational activities, such as a vacation. Adult education has
i ncreased tremendously and non-credit or special interest courses

are well received. As part of the tour group packages, short
courses will enrich the visitor’'s experience in Fort Smth.

Dependi ng on the tyge_of educational vacation product offered and
the market segnent being developed, a different mx of activities
and conponents are required in order to optimze results.

The following sanple itinerary structures are derived from the
research and are recomended for consideration by Arctic College.

The duration and price ranges shown are as they exist in the
mar ket pl ace. A six-day/five night stay priced at refail |gaye| of

$699 Cdn is reconmmended.

12. 6 SAVPLE | TI NERARI ES

VACATI ON TYPE DURATI ON FEATURES SAMPLE PRI CE
GE (IN MKT RANGE*
TRAVEL sTuDY 13- 42 days -l ectures & discussions $995- 2995
- day excursions, boat

Crui ses
- art, historical,
architectural sites
- city tours or visits
- local culture, cuisine

EDUCATI ONAL 10- 23 days natural or historical -

TRAVEL y A $789- 2825
- city/town tours & visits

| ocal culture, cuisine



FI ELD STUDY 5-56 days

LANGUACE COURSE 6- 11 weeks

PERSONAL 1 Week

DEVEL OPMVENT

PROFESSI ONAL 5-7 Days
DEVEL OPMVENT (1 week)
CAMPS 1-8 Weeks
(Children's (5-56 days )

| anguage, nusic,
athletic canps)
OUTDOOR ADVENTURE 4-7 Days

ELDER HOSTEL 1 week
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| ectures, discussions or $195- 1950

I nstruction
field trips, boat/raft triEs
practical field or |ab wor
| ocal culture, cuisine

class instruction

excur si ons

conmuni cati ons,
groups

intercultural, social
activities

recreational activities and
facilities

| ocal culture, cuisine

$675 -2330

conversation

- lectures $225-595
cl asses, sem nars
film video theatre
soci al events daily
| ocal culture, cuisine

- guest speakers $400 +
| ectures, sem nars, workshops
creative arts and crafts $250- 2625
sports, games, outdoor

- wildlife viewng, $210545
phot ogr aphy
canpi ng, hiking, boating

- 3 courses $245+

daily instruction
si ght seei ng, tours
boati ng, sw nm ng
wldlife view ng
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Qur recommendation s to devel op standard stand-al one itinerary
fO tOU groups which includes a healthy mix of cultural
orientation, lectures, historical information, arts and crafts,

entertalnment, recreational activities, sightseein and free
time. From the standard itinerary franmework, nndi?ications to

segnents and time-blocks would be facilitated based on group
I nt erest/demand.

12. 7 SCHEDULI NG

G oup turn-overs should be scheduled md-week in order to take
advantage of |ower transportation costs and greater, nore
conveni ent access to Fort Smith through higher availabilities of
flights throughout North Anerica. Arrivals should be scheduled
for Thursdays with departures Tuesdays, or vice versa.

enabl e the summer school programto dovetail with the estabflg%
togr oqfratlons market, whose tours custonarily depart and arrive
m d- wee

This will also increase the appeal to affluent and busy business
people taking an extended week-end vacation and is nore
appropriate for post-convention tours in markets such as Ednonton
and Cal gary.

For business neetings, retreats and professional devel opnent
however, scheduling “arrivals and departure over a standard
busi ness week (Monday to Saturday) is nore appropriate.

Responding to the narket demand will require maximum flexibility
and a sound reservations system



SAMPLE PRODUCTS AND
| TI NERARI Es

CURRENTLY MARKETED
AS EDUCATI ONAL VACATI ONS
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13. 0 SAMPLE ITINERARTES CURRENTLY

13.1 TRAVEL STUDI ES CATEGORY

1.1 TO London and Paris
FOCUS : Arts & Culture
SOURCE: Portland State University Summer Session

Length: 25 days

ltinerary:

London: 5+ galleries
2+ | ecture-tours of nuseuns
studio visits to local artists
2 theatre tours and perfornmances
3+ |l ecture/denonstrations by nusicians and concerts
1 festival

_ 1 house tour

Pari s: 2+ galleries
3 honme and studio tours
2 MUSeuns
studi o sessions with local artists
1 nusic research centre

concerts
1 theatre perfornance
2 day trips

1 Cat hedral tour
25 nmorning |ecture and discussions (daily)

Credit: i ncl uded
cost: $2, 694 (includes round trip airfare, tuitjon,fees,
l'odgi ng, nmeals and |ocal transportation)
1.2 To: China and Tibet

FOCUS: Cul ture

SOURCE: San Jose State University
Lengt h: 22 days
Itinerary: 14 historic/religious sites

2 performances

8 cities and tours

1+ archeol ogi cal sites
2 W lderness sites

1 boat cruise

Credit: optional
cost: $2, 995 _
(includes |odging, neals, | ocal transportation,

| ocal admi ssion and tuition)
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1.3 TO Italy
FOCUS Art History
SOURCE: Pennsylvania State University
Lengt h: 6 weeks
Itinerary : 3 cities

art, historic and architectural sites, nonunents

| ectures, discussions
academ ¢ instruction

Credit: i ncl uded
cost: $905 ( includes tuition and fees only)
1.4 TO Japan
FOCUS Architecture
SQURCE: Pratt Institute
Lengt h: 16 days
Itinerary: 8+ architectural/historic sites

1 local cerenony

4+ home/building tours

1 architectural nuseum tour
3 cities tours

4 guest speakers

Credit: optional (at additional cost)
cost: $2,850 (round trip airfare, lodging and tuition)
1.5 TO Canadi an Rocki es
FOCUS: Canadi an Rocki es Expedition _
SOURCE: M chigan State U. Lifelong Education Program
Lengt h: 13 days
Itinerary: 12 | ectures/di scussions

3 national parks

1 all-day excursion

1 boat cruise

5 wal king tours

3 hikes plus 3 other optional hikes
2 historic sites

19 natural attractions

Credit: none
cost: $995 - 1,385 (depending on type of |odgings)
includes tuition, lodging, some neals, |oca

transportati on and adm Ssi ons
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13. 2 EDUCATI ONAL _TOUR CATEGORY

2.1 TO KenKa
FOCUS H ghlights tour
SOURCE: Abercrombie and Kent
Length: 10 days
Itinerary: 3 villages
1 national park
4 natural sites _
3 game reserves/safari clubs
5 opportunities for wildlife view ng
Credit: none
cost: $1, 230

(includes tour guides, |odging and nost neals)

2.2 TO Spain, Portugal, Morocco _ .
FOCUS: Highschool youth cultural orientation
SOURCE: Cultural Heritage Alliance

Length: 11 days

Itinerary: 31 historic/cultural sites
11 cities/towns
3 countries tours

Credit: none _ .
CO*: $789 - 1,569 (depending on city of departure)
2.3 TO China .

FOCUS: Cul tural and Business | mrersion

SOURCE: Interpacific Tours
Length: 23days
Itinerary: 9 cities

3 cruises

2 full-day excursions

19 historic/natural sites
9 | ectures/denonstrations
4 factory tours

5 field trips
2 cultural entertali nnent events
1 show

Credit: none

cost : $2,665 - 2,825 (all-inclusive)



13.3 FIELD STUDY CATEGORY
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3.1 TO Local area
FOCUS : Nat ural Resources
SQURCE: Ball State University
Length: 40 days
Itinerary: 7 national parks
lraft trip
1 natural site
3 guest lecturers
1 river wal king tour
1+ nmuseum
Credit: i ncl uded o
cost: $741 (includes tuition and fees, lodging, local
transportation and insurance)
3.2 TO Local area
FOCUS: Bi ol ogy
SOURCE: Oregon Institute of Marine Biol ogy
Length: ei ght weeks
ltinerary: 4+ | ectures
2+ | ab sessjons
2+ field trips
2+ boat cruises
Credit: i ncl uded
cost: $244 - 386 (depending on level of credit)
i ncludes tuition only
3.3 TO Local area _
FOCUS: Natural Hi story and Field Mthods
SOURCE: Sea Search Ltd.
Lengt h: 10 days
[tinerary: 5 md-water stations
2 navigation stations
3 - 5 neteorol ogi cal / oceanographi ¢ stations
3- 5 terrestrial stations
10 subjects of instruction
8+ working sites
Credit: optional (at University of Al aska)
cost: $1, 950 (includes tuition, | odgi ng, meal s,

I nstruction and materia

s)
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3.4 To: Crow Canyon
FOCUS Archeol ogical D g
SOURCE Crow Canyon Institute
Length: one week (option to stay up to entire sunmer)
| t inerary: 4 practical instruction sessions
2 lecture/discussions
3 days of excavation work
optional additional archeol ogi cal work beyond
first week's stay
Credit none
cost : $645 (includes instruction, |odging, meals)
3.5 TO Yellowstone National Park
FOCUS.: Bi rds of Yellowstone
SOURCE: Yellowstone Associ ation
Length: five days
Itinerary: 5 days of instruction _
4+ field surveys (observation)
1 boat trip
Credit: optional (at University of Montana)
cost: $195 (includes tuition only)
3.6 TO Local area
FOCUS Fi el d Ecol ogy
SOURCE: Audubon Soci ety
Length: one week
|t inerary: daily classes
4 subjects
wldlife view ng
field work
Credit: optional (at Fairfield University, University of
Mai ne and University of Wom ng)
cost: $495 (includes |odging, neals, and instruction)
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13. 4 LANGUAGE COURSE CATEGORY

4.1 TO NEW BRUNSW CK
Focus : English as Second Language
SOURCE: University of New Brunswi ck
Length: si x weeks
| tinerary : 4 1/2 - 6 hours per day classroom instruction

30 days of instruction _ _
1 hour of instruction per day on Conmunication or

Drama

1 ‘interest group" per day (crafts, sports,
Instruction,  political science, religion,
gardeni ng, antiques)

Recr eat i onal activities (theatre/nusic
performances,  filns, games, lectures,
receptions, pi cni cs, dances, bonfires,

~tournaments)

Physical activities (swinming, tennis, soccer,
vol I eybal I, horseback riding, boating, table-
tenni s, badm nt on)

Weekend activities (points of interest, carnival
variety shows, sports tournaments, barbecues)

1 overni ght excursion

Credit: none
cost: $2,330 (includes lodging, tuition and meals)
4.2 TO Texas
FOCUS: English as a second | anguage
SOURCE: University of Texas
Length: 7 - 11 weeks
| t inerary: Academ ¢ program

publ i ¢ lectures,technolegy fairs
filmseries, conferences
conversation groups
academ c tutoring
Recreational facilities and activities(gymnasiums,
Swi i ng, tennis, sports  teams/clubs,
excursions,  intercultural activities,
.comunity activities, shopping orientations)
Speci al events (touring performances, concerts,
opera, sporting events?

Credit: none
cost: $800 - 1,100 (dependent on |ength)

i ncl udes tuition, testing, equi pnent,
i nsurance
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4.3 TO Mount Al lison
FOCLS English or French _
SOURCE: Mount Allison University
Length: si X weeks
| t inerary : Cultural/social activities (boites a chansons,folk
concerts,theatrical  perfornances, variety
shows, hi storic sI t es/ beaches, dances,

films,bilingual newspaper, history workshops,
excur si ons)
4 hours class per day X 5 days per week (30 days)
Credit : I ncl uded

cost: $675 ( Includes tuition only)

NOTE: See al so Summer Canps Category
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13. 5 PROFESS|I ONAL DEVELOPMENT CATEGORY
5.1 To: Uni versity
FOCUS: Witers Wrkshop
SOURCE: Antioch University
Length: one week
ltinerary: 6 daily workshops
afternoon and eveni ng speakers
panel s
r eadi ngs
Credit: none
cost: $400

( includes tuition only)

5.2 TO Col | ege
Focus : Medi cal education
SOURCE: Col by Col | ege

Length: five days
ltinerary: daily |ectures/sem nars
5 guest speakers _ o
recreational activities (athletics, sw nmmng,
gol f, |obster bakes)
Credit : 18 credit hours included
cost: $400

(includes tuition only)
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13. 6 PERSONAL DEVELOPMENT CATEGORY

6.1 TO Uni versity
Focus Victorian Engl and
SOURCE: University of Nort h Carolina, Vacation
Col | ege

Length: one week

| t inerary: 10 sem nar sessions
6 guest lecturers
3 filns
daily filnms/social events

Credit : none

cost $225 (includes tuition and three neals)

6.2 TO Uni versity
FOCUS: Leadership Skills Wrkshop
SQURCE: Cornell Adult University

Length: one week

I tinerary: S5classes (lectures, discussions, case studies,
rol e-pl ayi ng, observati ons, vi deo
literature)

out door concerts/plays

miseumns

exploring trails

boat i ng

touring local natural points of interest
4 ‘culinary events'

wel come and farewel |l parties

Credit: none

cost: $515 - 595 (dependent on type of | odging)
i ncludes tuition, |odging and neals



6.3 TO Local area
FOCUS: Mountain Dul ci mer Workshop
SOURCE : OQzark Folk Centre
Length : four days
| t inerary: 4 hours instruction per day
3 instructors
daily practice
j am sessi ons
shopping/free tinme
7 concerts
Credit : none
cost : $35 (includes tuition and adm ssions)

94
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13. 7 SuMMER CAMPS CATEGORY

7.1 TO

Focus :

Uni versity
Athletic Canp (Mixed hi gh-school yout hs)

SOURCE: Mount Allison University

Lengt h: five days
ltinerary: 5 morning non-athletic sessions (rmusic, fine arts
or conputer progranm ng) S
5 afternoon team or 1ndividual sports activities
trips to beach/waterslides
Credit: none
cost : $250 (includes tuition, residence and meals)
7.2 TO Uni versity
FOCUS: Language canp (Finnish ‘ Vil l age" (ages 8-17)
SOURCE: Concordia Language Vil |l ages
Length: two weeks
I tinerary: 6- 7 kinds of activities
3- 4 kinds of crafts
1+ daily cultural/historical prograns
ganes _
smal | group sessions
Credit: none
cost: $47S (includes tuition, |odging, meals, insurance,

Instruction and materials)
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7.3 TO Ranch
FOCUS: Children *s Ranch canp
SOURCE: orme Schoo

Length : ei ght weeks

I tinerary: 7 riding instruction classes

horse trail rides

2 canp rodeos

1 pack trip

16 types of creative arts offered

1 extended nmotor trip studying 3 types of history,
culture and visiting up to 15 patyral points
of interest o

3 types of survival training

SW nmi ng

11 sports activities available

i ndi vi dual assigned ranch chores

14 optional academ c courses available

Credit : none
cost . $2,625 (| odgi ng, meals, guides, instruction)
7.4 TO canp
FOCUS: Summer Academi ¢ Program (Children's Canp)

SOURCE: Supercanp

Length: 10 days

Itinerary: 5+ subjects of study
85 hours of class study
outdoor activities '

Credit: none

cost: $1,375 (includes inpstruction, |odging, neals
| ocal transportation) '
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13. 8 QUTDOOR ADVENTURE CATEGORY

8.1 TO

FOCUS .

Local area _
Wi tewater Rafting

SOURCE: Tag- a-Long Expeditions

Lengt h: four days
ltinerary: wildlife viewing opportunities
2 1/2 days snooth rafting
| ndi an ruins tour
1 day rapids _
return flight over course navigated
Credit: none
Cost . $545 (includes tuition,meals,local transportation)
8.2 TO Local Area
Focus: Hiking Program
SOURCE: Adi rondack Muntain C ub
Length: five days
Itinerary: 4+ organi zed hikes
SW mm ng
expl oration
Credit: none
cost: $210 (includes guide, |odging, meals and | ocal

transportation)
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13.9 ELDER HOSTEL CATEGORY

9.1 TO Local area
FOCUS Elderhostel proqram
SOURCE: selkirk coil-ge~ Castlegar, BC
Length : one week
[tinerary : 3 courses available
1 1/2 hours instruction per course per day
boatin?_ _
sport fishing
SW nm ng

2+ hot springs

1 provincial park

1 heritage park

1 historical nuseum

1 industrial point of interest

Credit: None
cost: $245 (includes I odging, neals, facilities and
tuition)
9.2 TCO Local area

FOCUS: Elderhostel Program

SOURCE: Shiretown | nn, St Andrewgs, NB
Lengt h: one week
ltinerary: 3 courses

1 1/2 hours instruction per course per day
1 marine science centre tour

1 arts and nature centre tour

beach wal ks

boat trips
sea animal s/birds/marine |life observations
phot ogr aphy
Credit: None
cost: $245 (includes | odging, neals, facilities and
tuition)

KRR RARRKRRRKRRRRRR NI ARk ke hkhkhkkhdkhkhkkkhi

ALL PRI CES QUOTED ARE IN U S. FUNDS, REGARDLESS OF DESTI NATI ON,
EXCEPT FOR PRODUCTS SOLD BY CANADI AN SOURCES.



PRODUCT PLAN

99




100
14. 0 PRODUCT PLAN

The design and devel opment of specific products wll require
careful preparation. Wether the college chooses to conplete the
design process alone or in conjunction with outside services of a
pl anner, certain considerations should be addressed.

14.1 PRODUCT DESI GN CONSI DERATI ONS

Planning a basic itinerary will be the nobst inportant aspect,
ensuring that there is a good blend of major activities which are
uni que and very positive/attractive to the prospective client.

The aim should be for a balanced schedule of planned or
‘guaranteed” activities and optional activities, in which the
visitor can elect to participate, according to interest.

Speci al attention should be paid to not trying to cram every
possi bl e |ocal/regional tourism experience into one tourism
visit. Segregate mmjor experiences into key attractions for two
or nore return visits.

For exanpl e, the maj or attractions pronoted for outdoors
ent husi asts could be Wod Buffal o National Park, white-water
rafting and mini-survival training experiences. Repeat visits
could I nclude week-long safaris or cultural learning visits.

Seni or adults, however, wll be nore interested unhistorical
wal king, interpretative tours, native |anguage m ni-courses,
classes on northern cooking and  crafts making, wldlife
vi ew ng/ photography (including Wod Buffalo National Park) and
group site-seeing. Repeat visits could involve a simlar mx of
attraction type but of new activities.

Pacing of the itinerary 1is also critical to the success of the
product. Ensure that significant attractions are adequately
viewed, toured, explored at_ a_ leisurely pace by the visitor.
Anple free time or "unscheduled" tinme nust be calculated to
ensure that visits are not rushed or physically taxing. On the
other hand, too nuch free tine will lead to [|ower customer
satisfaction due to boredom

The resources and services of the Fort Smth community canbe
used extensively in the delivery of the final products. Local
hospitality establishnents can provide neals, snacks, facilities

for ‘mneetings” and events. Site-seeing, guiding and outfitting
services are available. Specialized courses and other schedul ed
?roup activities will generate opportunities for |ocal group

eaders and suppliers. Souvenirs can be purchased from | ocal

artisans (e.g. tote bags) and included in the product as part of
the ‘goodies” which visitors receive.
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14.2 PRI CI NG PROCESS

Pricing is a critical factor to the success of any product. If it
is too low or too high, it becomes an inpedinent to sales. The
Brlclng of a one-week package at the Thebacha surmmer school is
ased on considerations of:

a) product design,
- the sale of highly narketable conprehensive tourism
packages which specifica[lﬁ force the injection of new
revenues into the Fort Smith area pecause they include
and enphasi ze the use of Fort Smith community” services
and | ocal resources beyond what is available t hr ough
the Coll ege;

b) conpetitive analysis,
- ensuring successful busiqess develgfnen& ir] t he
aggressive conpetitive arena of a volatile marketplace,
standard price ronmoti on nethods, an cour agi n
out si de sal es throth a conm ssion base o 18&;?thrgugg
travel agents, neeting planners, etc.);

c) strong price structure,
- reflecting an examnation of the costs of operating
the school with all other costs, and the deternination
of a reasonable gross profit margin which will support
all fixed and vari able costs; and,

d) market denand,
- assessing the quality and types of gservjces required
as a mninmumand relative market price thresholds, as

well as pronotional ricin copnsi derations (e
di scount pricing during ‘sh(g)ulderp pericds, Such’ 45

first and |ast weeks of summer) .

There are three key issues regarding price:

- the devel opnent of a standard pricing policy,;

- the visibility and nmarketability of price as an inportant
conEonent of the product;

- the appropriate interpretation of price according to the
marketplace (e.g. foreign currencies).

Pricing should be standardized for a fairly conprehensive
Itinerary over 6 days/5 nights, throughout the sunmmer. It should
be structured with the ability to accommodate nost client
requests for custom zation, except for extraordinary denmands,

such as a side-trip to Yellowknife. rtunities i nj
additional revenues into the community be§§W t he base c}éﬁﬂéae6§

the basic product should be pursued and encouraged (pyrchases of
local goods, crafts; pre and post tours extending ghe vacation
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peripd?. Prices should be shown in as conprehensive amanneras

possible. For exanple, return airfare should be shown from
Cal gary and Ednonton in addition to the one-week package price.

What the price includes as basic conponents shouIJ)be i dentified
al ong with it: “including al | acconmodat i on, meal s,

transportation”.

Al'l correspondence and pronotional materials should include price
as an inportant conponent of the product offer. If it is

positioned properly, it wll actually enhance the quality and
val ue perception of the target narkets.

The price should be appropriate to the marketplace in terns of
currency base. Since the primary target narket segnents are
Anmerican, pricing in the United States should be stated in U S
dol l ars based on Canadian rates and show ng the tourism package
wi th and w thout transportation from Ednonton.

Prices should be rounded off to the nearest m9" or "s" dollars.

I n Canada, pricing should be stated as $699. cdn per person from
Arctic College, Fort Smith or $939. cdan per person return trip
from Edmonton. A corresponding nonetary conversion should be
accommodated for Anerican clients: $539 U S, and 729 u. S.
(rounded at approximately 1.30) , or $585 U S. and $785 u.s.
(rounded at approxinmately 1.20) .

The establishment of a basic price should be reinforced and
mai ntai ned as such: a m ni mum conprehensive price. It should not
be tanpered with or ‘adjusted"at random This is critical i,
order to maintain the integrity of the product.

Price points should be specified based on a two-tier approach:
a) a retail price, which is the published public-price
($699 Canadi an);
b) a wholesale price, whichis the published public price
| ess commi ssions/sales rate of 10%

The retail price would apply to t he general public and
busi nesses.

The wholesale price would apply to all reservations nade through
the travel trade and to mninum bulk reservations nade by
busi nesses (e.g. bookings for 10 or nore roons, based on doubl e
occupancy - 20 people). The equivalent of the wholesale rate
could also be offered as a public discount price during specific
slow times. Wth the exception of predetermned periods, at the
be%lnnlng and end of the summer season, discounts shoul d not
apply.

The main underlying foundations for strict rigidity are the
limted capacity and availability of product at Thebacha canpus
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and the outstanding, unique product which wll be delivered.
14. 3 SUGGESTED PRODUCT PRI CE

The recommended retail price for a conprehensive one-week tourism
package at Thebacha Col lege is $699 Canadian from Fort Smith. The
whol esal e price would be $629.10 Canadian. |n deternmining the
optinmum price per product, all anticipated costs nust be
evaluated on a direct cost-accounting nmethod. Al expenditures
required prior to receiving the very first sale has been
estimated, as well as the costs for each sale.

The (pening costs require a financial/resource commitment which
is relatively fixed. However, all subsequent costs are incurred
only as sales are nade. That I1s to say that when a sale has been
made (secured by financial deposit), the college nakes a cost
commtment to service the sale at  that time. Therefore there is
no further outlay of funds without an associated intake of funds.

Pr oper Pr|0|ng_mnll ensure that the intake of funds exceeds the
costs of servicing each sale, provides a contribution towards the
oEenlng costs and generates appropriate net revenues gprofits).
These net revenues could then be used by the college for a
variety of needs, such as offsetting regular operating expenses,
contributing to capital projects, equipment purchases, etc.

The base costs (w thout variable costs) to operate the college is
estimated at S20, 750 per week. At nmaxi mum capacity of 100 guests
per week, base costs per guest would be approximately $208
Canadian. The product price naturally needs to be adjusted to
coveé %?r|able costs and produce narginS conparable to industry
st andar ds.

Al'l costs detailed bel ow assumes direct cost-accounting, except
for capital expenses. They do not reflect any potential ‘savings”
in actual expenditures, which could be achieved through the

redistribution of existing costs, incorporation of required
additional duties and tasks in existing personnel resources.

The follow ng denonstrates the inpact of the $699 Cdn price point
on detailed cost/revenue progections based on a comprehensive
scenari o. Two other sinplified scenarios (whi ch have greatl
reduced marketing allocations) are alse presented for a quic
il lustration of potential results.

The marketing of the Thebacha College as a tourism summer school
is a critical conmponent of delivering sales. Al though the annua
budget which is used in this document may appear high, it is
based on the follow ng costs of generating a sal e:

a) pronotion to influential organizations, cl ubs, etc.;

b) generating enquiries fromtarget market segnents;

c) servicing enquiries with information, counseling, and

d) converting enquiries to sales.
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The marketing budget has been apﬁroxinated on the basis of
generating each sale through the aboveprocess,atanaverage
cost of $100 Canadi an per visitor. Hence, 1000 visitors will cost
about $100, 000 to obtain.

This ‘cost per head" however, becomes part of the product price
and is recovered through each sale.

CAUTION: Please note in reviewing the follow ng scenarios that
the revenues and expenses are accounted strictly in
accounting ternms. Wiile it may appear nore attractive
to not incur any narketing expenses in order to
generate maxi mum net revenues (profits), this is
probably NOT ACH EVABLE. W thout marketing of sone
form there can be no sales -- no revenues, and thus no
profit potential of any kind.

SCENARIO #1

The  first scenario does not include any marketing
expendi tures and presumes that all such costs are borne
‘el sewhere through another organization(s).

@ 100% OCCUPANCY:
TOTAL REVENUES (@ $699. 00 cdn ea): $699, 000. 00 100K (o =000

TOTAL COSTS M NUS TRAVEL: 433, 400. 00
NET REVENUES/ PROFIT (LOSS): 265, 600. 00
@ 40% OCCUPANCY:
TOTAL REVENUES (@ $699. 00 cdn ea): $279, 600. 00 /ox-qu*dAia
TOTAL COSTS M NUS TRAVEL: 337, 700. 00
MARKETI NG COSTS TO COLLEGE: 0
NET REVENUES/ PRCFI T (LOSS): (58 , 100 .00 )
SCENARIO #2

The second scenario includes a very nodest budget ($25,000)
for marketing activities in a start-up period only.

£ 100% OCCUPANCY:
TOTAL REVENUES (@ $699.00 Cdn ea): $699, 000. () ()

TOTAL COSTS M NUS TRAVEL: 433, 400. 00
MARKETI NG START UP: 25, 000. 00
NET REVENUES/ PRCFIT (LOSS): 245, 600. 00

@ 40% OCCUPANCY:

TOTAL REVENUES (@ $699.00 cdn ea): $279,600.00
TOTAL COSTS M NUS TRAVEL: 337, 700. 00
MARKETI NG START UP: 25, 000. 00
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NET REVENUES/ PRCFI T (LOSS): (83 ,100 .00)

SCENARI O #3

real expenditures , regardless of which organization(s) fund
the vari ous components.The marketing budget of $100,000 is

The follow ng cost/revenue projections reflect prijected
used in this scenario.

1) .

8 100%0CCUPANCY:
TOTAL REVENUES (@ $699. 00 cdn ea): $699, 000. 00

TOTAL COSTS M NUS TRAVEL: 433, 400. 00
MARKETI NG PROGRAM 100, 000. 00
NET REVENUES/ PRCFI T (LOSS): 165, 600. 00

@ 40% OCCUPANCY:

TOTAL REVENUES (e $699. 00 cdn ea): $279, 600. 00
TOTAL COSTS M NUS TRAVEL: 337, 700. 00
MARKETI NG PROGRAM 100, 000. 00
NET REVENUES/ PRCFI T (LOSS): (158 ,100.00 )
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14. 4 START-UP COSTS

The follow ng possible expenditures were considered in the case
of Arctic College. As illustrated, the conventionally expensive
capital expenditures associated with the launch of a new business
do not apply, since the facilities already exist.

However there are ‘opening expenses"whi ch will require funding
prior to the operations of the sumer school and any generation
of revenues. The m ninum funding conmmitnent required to open the

project is approximtely $47 ,820. - wi thout any marketing funds.
Capital Expenditures:

-i nprovenents: painting, decorating, fixtures,equipnment

Opening COStS:

licences, utility and tax S N A
deposits N A
accounting,legal, professional fees 10, 000. 00/ year
accounting systemand fornms “ 500. 00/ year
stationery and office supplies 5, 000. 00/ year
| nsurance ? (N A?)
hand-outs and give-aways

(W thin costs of sales ) ?

SUB- TOTAL : $ 15,500.00/YEAR
Opening Inventory CQStS :

- initial inventory of food
& facilities ($40/visitor x 50

X 14 days) 28, 000. 00
- reorder reserve N A
((OPTI ONAL)
Opening cost of Sales
a) no marketing costs 0
or
b) nmodest marketing costs 25, 000. 00/ st art
or
c) conprehensive program of
advertising and publicity 100, 000. 00/ year

Opening Cost of Adm nistration:

- staff resources for reservations,
i nformation, coordination, support.
(4 weeks set-up x 6 days x 12hrs
X $15 x 1 human resource) 4,320.00/start



14.5 ANNUAL EXPENDI TURE FORECAST

DI RECT FI XED EXPENSES
I nventory_ (fod, facilities) costs
forcl2)weeks 168, 000. 00
($40 /guest/day) x(84)days x 50

| NDI RECT EXPENSES
Sal ari es:
- 1 instructor: @ 6 hrs/day @ $30/hr
X 5 days/week x 12 wks 10, 800. 00

- 1 coordinator &Jorl escort/tour guide:
@ 12 hrs/day @15/hr X 6 daysx 16 wks

(May to August) 17, 280. 00
- 1 tour hostess: @ Shrs/day @ $10/hr
x 5 days/week x 10 weeks 2,500. 00

part-time services of secretary/
reservations clerk:
@ 2 hrs/day @ 12.50/hr
X 5 x 50 weeks 6, 250. 00

8 part-time subcontract staff/
I nstructors/coaches/ | eaders:
e %grSIMfek each @ $30/hr
X WEEKS 5, 760. 00
”T}0A~i¥n&c§a9nb~v_

Operating needs:

materials, stationery supplies 5, 000. 00
- accounting,legal, professional fees 10, 000. OO
accounting system and forns 500. 00

OPERATI ONS SUB- TOTAL 1:  $226, 090. 00

e 000000000000000000000000000000
OPTI1 ONAL:

(Variable) Marketing costs:
- Annual marketing plan inplenentation 100. 000. 00

OPERATIONS SUB- TOTAL 2: $326, 090. 00

CONTI NGENCI ES
- unpl anned expenses @ 10% of
pl anned expenses (sub-total 1) 22.609. 00
OPERATI ONS SUB- TOTAL 3:  $248, 699. 00

or
- unpl anned expenses @ 10% of
pl anned expenses (sub-total 2) 32, 609. 00

OPERATI ONS SUB- TOTAL 4:  $358, 699. 00
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EXPENDI TURE FORECAST, conti nued.

ADDI TI ONAL VARI ABLE COSTS (per quest):

- Unique Arctic College souvenir
native craft product @ $30 each

- Travel Tote Bags (with Arctic College
| ogo and pronotional slogan)
e ng each

- Special Entertainment and Handl i ng
(e.g. special banquet, sightseeing,
side trips, extra services
@ $50 each

- Incidental s/adm nistrative
contribution to school
@ $50 each

ALLOCATED COSTS PER GUEST:

VAR ABLE TRAVEL COSTS (per guest)*
Return air Calgary to Fort Smth
@ $200 each
Return air Ednonton to Fort Smth
@ S240 each

VARI ABLE SALES COSTS (per guest)
- booki ng conm ssions to trade based on
percent age of package price (eg 10%

S

145. 00
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14. 6 PROFI T/ LOSS FORECASTS

The follow ng mninmmnediunoptimum forecasts are based on
occupancy rates, which:
a) do not include the Elder Hostel program during 2 of the
12 weeks in sumrer;
b) reflect a 5 night/6 day stay at Thebacha Col | ege;
C) kpresurre 100 guests per group staying at the Coll ege per
week;
d) include rounding of sone nunbers.

@ 40% OCCUPANCY:
TOTAL REVENUES (@ $699. 00 cdn ea): $279,600.00

COSTS:
a) operating expenses $249, 000. 00
b)) varl_a%lle expenlses (88145 ea) 58,000.00 L
c) variable travel expenses 96,000.00 e.ey\hl {
d) variable sales costs ¢ 159
(10% of a & b) 30. 700. 00
1. TOTAL COSTS: $433 , 700. 00
NET REVENUES/ PROFIT (LGCSS): (154 ,100. 00)
2. TOTAL COSTS M NUS O): 337, 700. 00
NET REVENUES/ PROFI T (LOSS): (58 ,100.00 )

@ 50% OCCUPANCY:
TOTAL REVENUES (@ $699. 00 cdn ea): $349,500.00

COSTS:
a) operating expenses $249, 000. 00
b) variabl e expenses (@145 ea) 72, 500. 00
¢c) variable travel expenses 120, 000. 00 £A/—
d) variable sales costs

(10% of a & b) 32.150.00

1. ToTal COSTS: $473, 650. 00

NET REVENUES/PROFIT (LOSS): (124,150 .00)

2. TOTAL COSTS M NUS O): 353, 650. 00

NET REVENUES/ PRCFIT (LOSS): ( 4, 150.00)
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f 60% OCCUPANCY :
TOTAL REVENUES (@ $699. 00 Cdn ea): $384, 450. 00

COSTS
a) operating expenses $249, 000. 00
b) vari abl e expenses (@8$145 ea) 87, 000. 00
c) variable travel expenses 144, 000. 00 <&—
d) variable sales costs

(10% of a & b) 33.600.00

1. TOTAL COSTS: $513,600.00

NET REVENUES/ PROFI T (LOSS): ( 129 ,150.00)

2. TOTAL COSTS M NUS C): 369, 600. 00
NET REVENUES/ PROFI T (LGSS): 14, 850. 00

& 75% OCCUPANCY:
TOTAL REVENUES (e $699. 00 €dn ea) : $524, 250. 00

COSTS:
a) operating expenses $249, 000. 00
b) variabl e expenses (@145 ea) 108, 750. 00
C variable travel expenses 180, 000. 00
d% vari abl e sal es costs
(10% of a & b) 35.775.00
1. TOTAL COSTS: $573, 525. 00
NET REVENUES/ PROFI T (LGSS): 49, 275. 00
2. TOTAL COSTS MNUS O): 393, 525. 00

NET REVENUES/PROFIT (LOSS): 130, 725. 00
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& 100% OCCUPANCY :
TOTAL REVENUES (@ $699.00 Cdn ea): $699, 000. 00

COSTS
a) operating expenses $249, 000. 00
b) variable expenses (@145 ea) 145, 000. 00
c) variable travel expenses 240, 000. 00
d) variable sales costs
(10% of a & D) 39, 400. 00
1. TOTAL COSTS: $673, 400. 00
NET REVENUES/ PROFIT (LOSS): 25, 600. 00
2. TOTAL COSTS M NUS C): 433, 400. 00
NET REVENUES/ PROFI T (LGSS): 265, 600. 00
« 000000000000000000000000000
The foregoing treats all expenses as if they were fixed on an
annual basis, inflexible, and m ninum However, for every
scenario it is possible to reduce elenents within each
expenditure  category based on act ual consunption of

services/ products and thereby increase net revenues.



MARKETI NG PLAN
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15. 0 MARKETING PLAN

15. 1 | NTRODUCTI ON

The launch of a new initiative requires significantly nore
resources during the start-up period (one to three years) than
are required to maintain a well-established business.

The marketing plan reflects this and identifies ways of scaling
costs in future years, as experience is gained and results
anal yzed.

The follow ng plan is designed to provide Arctic Col |l ege and Fort
Smith with a basic conplenent of nmarketing resources and tools to
effectively develop the client base of a summer school. The plan
also includes an allocation in order for the Col | ege/ Fort Smith
to take advantage of new opportunities as they arise throughout
the year. These would always be prequalified as supporting the
goals ~and objectives of the business plan and denonstrated as
providing increnental benefits to the |ocal econony.

The budgeting process is Obased and within the scope of a
limted facility and operating capacity.

In addition to the marketing initiatives which Arctic Coll ege,
FOI’t Smth would undert ake, t he sunmer school program would be
jointly marketed through the resources of other publicand

private sector organizations. |n this nanner t he maxi num
potential effectiveness of market devel opnent woul d be realiZed.

15. 2 GOALS

By increasing the use of excess capacity at the Thebacha Canpus
during the sumrer season, revenues and benefits will be generated
for the entire Fort Smth comunity and surround area.

The summer school wll:

ag | ncrease the volune of visitors to Fort Smth;
b |ngre?ﬁe the revenues generated for businesses in Fort
min, . .

c) Disperse economc benefits throughout the comunity and
other proximty comunities;

d? Create enpl oynent;

e Ofer | abour skills  devel opnent and  training
opportunities; and

f) CIESFF sone of the fijxed operating overhead of Arctic

ege.
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15. 3 COMMUNI CATI ONS TARGETS

There is a mx of groups and categories of publics which wll
require information, orientation, the devel opnent of positive
attitudes and support for the summer school project. The

follow ng conprise the various groups/comunications targets for
Arctic College/Fort Smth:

Regional & Territorial publics (businesses, resident
opul ation, politicians, governnent)

Target nmarkets and market segnments

Trade groups (services, businesses outside area)

Tourism Special Interest, Business Mdia

Retail Travel Trade (Agencies)

Influential affiliate clubs and organizations wth the
bility to set trends.

Tourismindustry operators and associ ati ons.

*Q ok Kk ok ¥ FT *

Al of these require a mninmum |l evel of information and the
devel opment of support for the summer school. In order to achieve
the necessary support, communications will have to be regular,
consi stent and reinforcing.

For exanple, a regular newsletter to the trade groups outside the

territorial area should acknow edge their individual and
collective contributions to the progresses and successes of the
summer school, while soliciting their continued support and

assi stance. The same newsletter could also be sent to the other

busi ness groups and include their particular information and
‘feedback”i nterests.

The target nmarket areas and various market segnments also require

a regular program of communications and marketing activities.
Again, all should be mutually reinforcing for maxi mum inpact and
sales results.

The primary target markets for the summer school of Thebacha
Col  ege are predominantly concentrated in the follow ng:

* Special Interest Goups/Cubs

* ol esale Travel Trade (Tour operators, packagers)
* Corporate Meetings and Incentive Travel Planners
* Busi ness Travelers

* Academ cs

Secondary target markets include:
a) General Tourists

b) General Public, and

C) El ders

The initiatives proposed wll support the marketing requirements
of all of these narket categories.
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All of the target markets nentioned earlier can be further
segnented according to special interests or characteristics, such
as geogr aphy. Al require speci al roduct devel opnent,

comuni cations, marketing in order to develop a sound tourism
client base. However, since each market segnment is well defined

and can be efficiently penetrated, the npst effective marketing
approach will involve the nost direct nethods and initiatives.

15. 4 MARKETI NG APPROACH

As di scussed in the business plan segnent, the [aunch of a sumer
school at Thebacha Campus is contingent on its ability to
generate jncrenental net revenues for the college and for "the
comunity of Fort Smth. The marketi ng pproach proposes to use
the nost efficient and effective means o? generating revenues for

the college, through a |ean but highly targeted mix of
activities.

Every activity should be results and response oriented. All

comuni cations and marketing activities will therefore include

response and | ead-aenerating mechanisms in ower to shorten the
"selling"/reservation process as much as possi bl e.

Al ‘marketing activities should also be ¢onsist in presentation,

| mage, and  communi cati ons messages wth every el ement
conplinenting and reinforcing all othérs.

The activities are organized according to the follow ng
categori es.

a) Consumer |nitiatives (targeted to those specialized
market segnments which have the best potential for
generating increnental revenues to Fort Smth);

) Marketing Aids;

Travel Trade Initiatives;
Distribution/Network Initiatives;
Community Business Initiatives;
Medi a Rel ations Program
) Public Relations Program
)

Research and Eval uati on.

O -0 QOO OT

These initiatives will form a complete, _coorpi nat eﬂ pl an whi ch
w || dovetail with and obtain maxi mum benefits trom the marketing
activities of other organizations such as the Governnent of the
Northwest Territories, ‘tourism associations includi ng the Bi

River Tourism Zone. It is inportant that all product and narke
devel opment resources available through alternate channels be

optim zed through cooperative and reinforcing actions.

Whenever and wherever it is appropriate to do so, information and

marketing initiatives should be inbedded in those qof these
alternative channels (e.g. in Travel Arctic nedia canpaigns).
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15.5 MARKET DEVELOPMENT OBJECTIVES AND STRATEGIES:

The market development work will-
a Create impact on the best potential target markets by:

- deliberately marketing to well defined and specialty
market segments which have the highest potential to
generate revenues for Fort Smith;

~ developing a strong identity and position in the
marketplace;

- providing superior and customized services on demand:

- emphasizing differentiation of programs, services
offered as well as geography and culture;

- maximizing return-on-expenditures by 1leveraging as
much resource assistance and contribution as possible
from appropriate partners;

- obtaining maximum benefits from the product and
market development initiatives of organizations such as
the Government of the NWT, the EDA and from within the
private sector.

= 2stablish and develop market share by

- taking advantage of market development opportunities
as they arise;

- emphasizing the unique positive attributes, benefits
and advantages of visiting the Fort Smith community and
area;

- harnessing the support, assistance and collaboration
of important business or government organizations,
brokers, travel trade operators, and others who can
package, promote and sell the attributes of the
Thebacha College summer school and Fort Smith to a
select clientele;

- trade "fatigued" «client lists with "compatible
competitors", such as tour operator selling similar
sessions in China, corporate incentive travel planners.
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c) Generate highly qualified |eads for Thebacha Col | ege and
the Businesses of Fort Smith to convert to sales by:

- ensuring that all marketing initiatives include
mechani snms to generate orders/sales/reservations;

- responding to leads and enquiries received from ot her

sources such as the Governnent of the NW, tourism
organi zations, etc.

g) Stinmulate the local and surrounding econony of Fort Smith
y:

'%enerating sufficient increnental revenues through
the operation of a summer school that reinvestnment in
upgr adi ng busi nesses and services is encouraged;

- devel oping nore labour force skills and involvenent
in the tourism and service sector of Fort Smth anongst
the residents.

15.6 GENERAL TRAVEL PATTERNS

90% of all current visitors to the Fort Smith area are from
Canada. Most visitors travel by road and many pass through Fort

Smth as a gateway to nore northern destinations. Wod Buffalo
National Park is a significant attraction which generates strong
visitation rates for Fort Smth.

Alberta and British Colunbia are the biggest source of Canadian
road travel, with Ontario accounting for ‘the |argest proportion
of air traffic to Fort Smth area. Visitors fromthe U,g, account

for approximately 13% of all road travel and 9% of air travel.

The average travel party size is 1.8 and spends approxi mat el
$565 over about 10.1 days. P PP y

In general tourism terms, the primry devel opment narkets are
Western Canada, Md Western U. S., Central U 'S. and California.

Secondary markets include North Atlantic States, Central Canada
(Chtar|o¥, Ari zona.

CGeneral travel patterns are hughly significant since the

i ndicate the overall |ocation and behavi or characteristics o

broad potential tourism markets. They al so deternine the market
| ocations of narrow specialty market "'segnents with the highest
propensity to travel to Fort Smth as part of a summer school
touri sm program

These geographic nmarkets are to be targeted through narketing.




118

STRATEG C MARKETING Pl ANNI NG
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16. 0 STRATEG C MARKETING PLANNI NG - OVERVI EW

Wth the assunption that Arctic College decides to proceed with
the developnent of a tourismisumer school, an effective
marketing canpaign wll be required to generate the required
sal es. This canpaign should be designed on @ solid foundation of
strong planning and the identification of the specific tools and
activities which wll produce the best results.

These specific tactics can only be detailed once the college
makes the decision to proceed. It nmust then identify the
particular features of the undertaking fromthe various options
whi ch have been described in this docunent.

By analyzing the various characteristics of the undertaking,
resources can be directed to produce the nost effijcjent proj ect .
For exanple, the college may chose to have all functions
performed ‘in-house”through existing college resources. or,
selected functions could be contracted out to specialists to cut
down costs as well as increasing efficiency.

Specific marketing activities could be executed entirely by
Arctic College. However, by I|everaging cooperative funding,

resources and joint-progranming wth other organizations, the
marketing effort wll be much nore effective. "Partnership"

arrangenents with key suppliers tour _ogera ors, whol esal ers
wi |l optimze existing resources and dimnish the requirenent for

new addi ti onal resources.

The marketing planning  process reflects a conprehensive
docunentation of the requirenents of Arctic Coll ege, and Fort
Smth in order to develop and maintain g viable sumrer school

whi ch achieves the defined goal. |t is structured on a zero-base
budget and covers a time horizon of three vyears. It presunes
that nodification and fine-tuning will occur as a result of

annual reviews and inpact evaluation.

The main challenge of the college will be market entry - then,
devel opnent .

The Northwest Territories is generally unknown as a geographic
| ocation, let alone as a tourism destination. Fort Smfth and the
Col I ege are also not known. Therefore, the marketing process will
I nvol ve ensuring that know edge is creat eg about the destination
as well as nmotivation to visit.

The follow ng describes a direction settin ocess, which
outlines optinumresults and strategies for the gCoP[ege. ’
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16.1 MARKETI NG GOALS

From a

10.

. a marketing perspective, the followi ng goals have been
| denti fied:

To support the establishment of a viable sumer school
at Thebacha College which generates maxi num benefits
for the Fort Smth area in econom c and social terms.

To contribute towards optimum wutiljzation of school
facilities and comunity services within five years.

To encourage and facilitate the participation of a
| arger proportion of the local population, particularly

native residents in the tourismindustry.

To reinforce the |inkages and synergy between the Fort
Smth community  tourism businesses, unique native
culture, arts industry, parks and recreation and the
Thebacha Col | ege summer programin all marketing.

To implenent an annual research and eval uati on process
relating to the marketing, which addresses econom c and

environnental ~ factors, product/ market opportunities,
for the benefit of the comunity and the coll ege.

To develop a mninmum | evel of brand recognition in very
specific target market segnents of ‘Arctic College/Fort
Smith"within five years.

To devel op strong recognition of the summer school
programin target markets (market positioning) which is
oriented to high-quality intrinsic values: uni queness,
nonpre-enptable,  setting, servi ce, style, drama,
romance, exclusivity, lifestyle, status.

To develop a strong repeat clientele in cooperation
wth the tourisn1industf§ and associ ati ons of #%e zone

and Northwest Territories.

To maintain strong flexibility with which to
acconmpdate changing conditions, ~through a nodul ar
approach.
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16. 2 DEVELOPI NG A CLIENT BASE
The market size and potential for a viable summer school at
Thebacha campus IS nuch |arger than previousI% anti ci pat ed,
particularly in the United States. There is a nuch smaller level
of activity of this nature in Canada.

The entire market size for each product category proposed for the

summer school is undergoing trenmendous growh and is Jikely to
continue to increase for sone time. In this case, the main taztlc
reconmended for Arctic College s "brand-switching" , offering a

strong opportunity to gain trial customers and foster |ong-term
repeat business through excellence of service.

Canni bal i zi ng market share from conpetitors should be nore than
customarily successful, if the products are positioned as truly
exotic and, because the summer school is brand new.

16.3 MEDIUM TERM OBJECTIVES

The follow ng nmedium term obj ectives reflect the marketing goals:

1. To increase the aggregate nunber of visitors to Fort
Smth by at |east 1/00 over three years, in cooperation
wth the private sector and associations. Thi s

represents an annual increase of 400 in year 1; 600 in
year 2 and 1000 in year 3.

2. To provide a role nodel, support, advice, assistance
and real work experience to facilitate an jncrease in
the proportion of the native people and |ocal residents
in the tourismindustry.

3. To increase the econom c benefits of tourismthroughout
the Fort sMith area.

4, To foster target market awareness of and positive

perceptions/attitudes towards the unique  native
culture, arts and social dynamcs of Fort sSMith area.

5. To establish an annual research/eval uation process b
the third year, which provides com] ete analysis o
results of narketing activities to assist the community
of Fort Smith in tourism business planning.

1. To develop finely tuned program fornulas based on

activities results over three years and increased
mar ket research out put.

8. To achieve significant brand recognition, a unique
positioning and a sound repeat clientele.
9. To cooperatively generate highly qualified consuner

enquiries for the community to convert to actual sales.
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MEDIUM TERM STRATEGIES: 1986-87 TO 1988-89

The following strategies are recommended to achieve the program
objectives.

1.

Increase the number of visitors to the NWT by:

a

c)

d)

implementing a fully integrated marketing plan annually
which aggressively develops the highest potential
markets, secondary markets and also builds 1long term
overseas markets; which includes,

implementing a comprehensive travel trade program with
the best potential organizations in North America and
overseas;

implementing a rigorous media relations program
annually; and

implementing a strong public relations program for all

target markets, and particularly influential
organizations.

Provide assistance to increase tourism participation by
residents of the Northwest Territories through:

a)
b)
c

d

counselling, advice and support;
direction and information, including research;
case histories, if available and appropriate; and

lectures, presentations and workshops.

Increase the economic benefits of tourism to new regions,
particularly smaller communities by:

a

b)

providing increased marketing exposure to these
communities and areas; and

providing disproportionate support to offer these
regions an advantage over existing established tourism
regions.
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To devel op target market awareness and positive attitudes
towards the unique cultural attributes of the Northwest
Territories hy:

a) ensuring that these attributes are highlighted whenever

appropriate and included in all tourism marketing
initiatives;, and

b) i npl ementing cooperative initiatives with appropriately
affiliated organizations (native art, parks, wldlife,
etc.) to leverage additional jnpact and effectiveness

in the marketpl ace.

To establish a systenatic annual research program by:

a) defining a standard conpl enent of research needs for
TravelARctic and the NWI tourism sector; and

b) al l ocating appropriate human and financial resources to
deliver and nanage the program and

c) defining an appropriate organizational structure which
facilitates the needs of the research clients.

To create incremental inpact on best potential tourist
consuner markets by:

a) aggressively carving a  unique, non-pre-emptabl
position in thoroughly defined t%rget narkef’seg nf%;e

b) delivering a high "saturation" canpaign in the best
potential target narket segments for strong brand nane
devel opment, recognition and marketpl ace acceptance;

c) using techniques of horizontal and vertical market
Integration to galn maxi mum vyisjibility, notivation and
conversion to tourism sales;

d) usi ng I everaging techni ques  wherever possi bl e
(cooperative f undi ng/ pr ogr anmi ng, co-schedul i ng of
government and industry advertising, goint-prograns,

etc.) to naximze penetration and results; and

e) to ensure that a strong corporate identity i s promoted

consistently and insistently t hr oughout al
Travel Arctic comunications activities, and. ?at t he
same by incorporated by industry wherever p033|% e.
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To devel op successful program fornul as by:

a)

b)

ensuring that program design and content s based on
the best market research avail able; and

building a measurement and eval uation process which
provi des various nanagenent infornation:

- benchmark research

creative research

- nedia research

- list research

- package offer testing

- product testing

- market segnent research

- timng/scheduling testing

- notivation studies

- recall tests

- tracking studies

- qualitative and quantitative nmeasurenent data.

To achieve significant brand conpetition and unique product
positioning on a global basis by:

a)

To
enqui

repositioning NWT tourism products to natch highest
potential target markets which are not affected by the
historically perceived barriers of "product", "price"
and ‘access,

enphasi zi ng uni que aspects in intrinsic val ues:

- exotic, adventuresone, st at us, lifestyle, dram,
romance, exclusivity, style, setting, hi ghl'y
ersonal i zed servi ce, mystical, lifetime event

egendary, the ‘top of the world"; and

har nessi ng the support and cooperation of |eaders in
collateral industries, such as Canadian and American
sporting  goods manuf act urers, out doors products
catal ogers, philanthropic  societies interested in
history, culture, arts, unique civilizations, etc. and
wor | d-reknowned gal | eri es and showpl aces.

cooperatively  generate highly qualified consuner
ries for the industry to convert to sales by:

ensuring that all marketing and communications
activities include a contact address and phone nunber
for nore information and/or reservations.
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16. 5 TARGET MARKET CATEGORI ES

In order to nost effectively achieve the revenue potential which

the summer school offers, a range of narket segments will have to
be addressed. These segnents, predomnantly located in the United
States, conprise specific categories.

Arctic Collegets nmarket categories include the follow ng :

* Special Interest Goups/C ubs

* \Whol esal e Travel Trade (Tour operators, packagers)

* Corporate Meetings and Incentive Travel Planners

* Busi ness Travelers

* Academ cs

* Tourism Special Interest, Business Media

* Retail Travel Trade (Agencies)

* Influential affiliate clubs and organizations with the
ability to set trends.

* Tourismindustry operators and associ ations.

The follow ng mni-proposal offers an avenue to pursue the
devel opnent of these segnments in a concerted and consoli dated
manner. The proposal has been inbedded in this docunment for the

convenience of the review comittee of Arctic College, at the
request of the client.



126

170 MN - PROPOSAL

TO DES|I GN AND DEVELCP
A SUMMER SCHOCL/ TOUR PROGRAM
FOR ARCTI C COLLEGE
AND TO NEGOTI ATE SPECI FI C SALES AGREEMENTS .
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17.1 1 NTRODUCTI ON

This year, our firm conpleted business devel opnment research on
behalt of the Fort Smth Chamber of Commerce, for the devel opnent
of a sumrer school at the Thebacha Canmpus of Arctic College. The
followng is a proposal to undertake work and services which
woul d capitalize on the findings and results ofthis research.

The maj or conclusions of the research were that:

a) there exists a significant, sizable and |ucrative market
in the United States for tourismwhich is education-based or
uses educational facilities during the sunmer season; and,

b) Arctic College has the unique opportunity of ‘cornering
t he market" in Canada by using its excess seasonal capacity
to stinmulate increnental |ocal economc benefits, as the
first educational facility in Canada to offer a thorough
touri smbased program throughout the sumrer.

Subject to a decision by Arctic College to proceed with this
project, a financial commtment of about $50,000 cdn woul d be
required to cover ‘opening” costs. A further commitnent of
resources woul d be needed to support marketing efforts.

The potential net revenues (Brofits) for the Coll ege have been
cal cul ated in excess of $265,000 cdn. -- with additional indirect
econom ¢ inpacts on the local community of nore than $200, 000
C?n, if each visitor only spends an additional $100. during the
stay.

These net revenues can be used to offset College operating
over head, addi ti onal capital  expenses, sPeciaI proj ects,
equi pment costs, etc. The econom c spin-offs to the comunity nmay
be significant - particularly if the actual expenditure |evels
are several times that quoted above.

The overall assessnent of potential for this project is extremely
positive.

- The initial outlay of capital is small (-209% conpared to
return-on-investnent. The costs per sale are only incurred
when the sale is guaranteed - elimnating any exposure to
expenses which cannot be controlled. The potential to
recover expenses and contribute to net revenues is
confidently strong.

- A certain proportion of human resource requirenents can
possibly be available in current staffing.
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The proposed assi gnment entails the next requirenment to
effectively capitalize on the identified opportunities and to
ensure the nost rapid devel opnent of "total Cccupancy - maxi mum
utilization of Arctic College facilities at Thebacha Canpus
t hroughout the year.

17.2 THE ASSI GNVENT
The objectives of the assignment would be to:

a) identify the framework, product design and package base
for a sumer school (tourismbased) at the Thebacha Canpus
of Arctic College;

b) to exploit opportunities to develop simlar uses of
Arctic College facilities at other canpuses ( e.g. Inuvik,
Igaluit), and,

c) to undertake the negotiations of specific sal es/packagi ng
agreement opportunities for the summer school at Thebacha
canpus

Each of these objectives would be addressed and achieved in an
I nt egrat ed approach and conprehensive process.

17. 3 ORGANIZATION OF ASSI GNMENT

The work tasks involved in this assignment would be executed in
tandem to take advantage of opportunities, efficiencies and to
ensure access and entry into the marketplace within strict timng
restrictions. The natchin? of the finished product offering to
the market’'s planning cycle, at the correct time will result in
sales for 1989. Wthout inmediate action, the planning period of
the next 90 days in the marketplace wll be lost and the earliest
season available wll be 1990.

The foll ow ng describes the tasks and work invol ved.

|) TO DESIGN AND DEVELOP A SUMMER SCHOOL/ TOUR PROGRAM FOR ARCTIC
COLLEGE CAMPUSES

This segnent involves designing a specific and detailed program
to maximze wutilization of Arctic College facilities through a
sumer school tourisn1progran1 The desi gn, Backaging and sel l'ing
of tourism packages woul be specifically based at the Thebacha
canpus in Fort Smth as a priority, with consideration for
including Inuvik and Iqaluit Canpuses as pre- and/or post- tour
destinati ons.



129

Program desi gn woul d take into account factors such as:
- market appeal and know edge of destination,
- avail able capacity, length of stay,
- Col | ege mandate and services, special products/courses to
hei ghten the differentiation,
- local tourism attractions, industry, services
i ncrenental revenue generation instrunents and conponents,
- tour pacing, routing, corridor access,
- conpetitive pricing,
- conpartnentalizing of visitor interests/tour objectives,
- target market segmentation
- marketing requirenents, mar ket i ng design and
| mpl enent ati on needs,
- consortium building and target joint partnerships,
- financial denmands,
- operational structure.

The result would be the prelimnary design of appropriate summer
school tours fromprimary target narkets.

||) NEGOTIATIONS OF SPECIFIC SALES/ PACKAG NG AGREEMENT WITH A
MOTIVATED TOUR OPERATOR

The travel trade and educational nmarkets are both in the mdst of
preparing their itineraries, operational plans and budgets at
this time for the followng 12 nonths. This is the nost opportune
time to enter these markets to ‘fill"the College’s excess sunmmer

capacity and generate addition tourism revenues for the Fort
Smth area.

In order to effectively market the sunmer school conce it
woul d be nost advisable to devel op key supplier agreenents a}th a

tour packager who is pre-qualified as having well-defined areas
of specialization which match those offered by the college and

the Fort Smith area. Also, the marketability of back-to-back
packages shoul d be exam ned which would include’ both the Thebacha

and | nuvik canpuses in one excursion. ther pre- and post- tour
opportunities would be exam ned and devel oped (e.g. Igaluit).

Negotiations would be undertaken in the marketplace to identify
and notivate well-qualified tour packager/operators to undertake
the marketing of the summer school program at Arctic College. The
result of these negotiations would be the delivery of a proposed
agreenent for Arctic College to consider for the sale of al
excess capacity in the next summer season: 1989.

The level of interest in packaging Arctic cCollege in the
marketplace by a specific tour operator and al so th% Iev?l of
interest in taking on/assum ng the marketing role for the college
woul d be proven through the delivery of a prelimnary agreenent
of undertaking from a tour operator.
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Al so, rather than work with several tour operators concurrently
to fill the College's capacity, it is proposed that we develop a
t hor ough sal es/ mar ket i ng prograw1a%}eennnt and relationship wth
one tour packager/operator for Arctic College. As part of the
negotiati ons objectives, the principle trade” operator wll be
responsi ble for not only marketing the program through the travel
trade (e.g. other tour operators, wholesalers, retail agents) but
also to the various high-potential consuner market segments.

By concentrating efforts with one operator, this will offer the
most abbreviated time option for getting @& Well-designed program
into the marketplace. This will not onl'y facilitate good product
design, evaluation and testing, but it will also ensure that the
best quality overall summer school tours are delivered with the

best potential for lucrative stinulation of the NWI econony - all
on an as-soon-as- possi bl e basis.

A highly-qualified and dedicated tour operator, for whom there
are tangf%le prospects for recovering significant front end
I nvest nents, over an approErlate_ period of time wll be nore
easily convinced to make the major in-market Investments of
resources and worKk.

This would be di mnished, diluted and potentially not saleable to
an open conpetitive arena. Since the Arctic Coll'ege program w ||
offer a relativelg smal | nunber of tourist prospects on a globa

scale (e.g. >< 1200 per 10 weeks), it will be considered a”m nor
tourismoption and therefore _mnll require a highly concentrated
effort in order to achieve optimumresults.

Mar ket devel op for 1989 has to take place immediately: It Is
i nperative that the Arctic College sunmmer school/tour program be
finalized wthin weeks and be launched into the marketplace this
fall. Conpetition from other destinations is fierce and al-—sales
planning will be conpleted by the travel trade by md-fall for
next summer. The marketing of the programw |l of necessity also
be nulti-faceted and therefore require design, developrment and
production tinme which appropriately mrrors the travel traders
pl anni ng process.

This would ensure that the maximum additjonal revenues are
stinulated for the next sunmer season, through "pre-bookings".
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17. 4 EXPECTED RESULTS

The objectives of the project would be enhanced. In addition to
specific agreenents to be reached for sales and marketing, this
process would result in the devel opnent of product offerings and
Itineraries, whose scheduling and operations woul d be endorsed by
Arctic Col |l ege.

Meanwhil e, the costs of programintroduction to the marketpl ace
and the product trials would be greatly reduced. The marketing
process would be significantly strengthened, based on the
expertise of a seasoned professiona t our packager who
specializes in appropriate market niches. Lastly, the mnarket
entry time would be collapsed so that Arctic College would fill
capacity next year.

Briar International would screen, negotiate and cut prelimnary
deals, on behalf of Arctic College, wi th tour packagers,
whol esal ers and other travel trade; pronotional and nedia
properties; marketing networks; retailers; Canadian and American
private sector partners; etc. to achieve the biggest inpact
possible in ternms of sales conversions in the next season. (Al
agreenents subject to final authorization by Arctic College. )

Product areas which will be examned as a prioritv include:
Educati onal programs (credit courses)
Cul tural /historical prograns
Recreational prograns
Qut doors and Survival Prograns
Hunting Safaris (controlled program

In addition to the above, this assignment would identify any new
opportunities for Arctic Coll ege.

17.5 TASK ASS| GNVEETS

Specific details of work would be devel oped in conjunction with
the client. However, we would envision the follow ng tasks as
part of the project: ‘
- negotiations and neetings with hi gh potential packagers;
- negotiations and meetings with high potential influencers,
such as educational market administrators, special interest
club presidents %LB. Nati onal Restaurant Associ ation),
group leaders (Safaris), key nmedia reporters, publishers,
editors, mjor private sector partners (airlines), etc.
- special pronotional briefings, presentations, receptions
for travel trade and key influencers;
- arrange famliarization trips (e.g. perhaps concurrently
with Elder Hostel Program and site 1nspections;
- design and develop tour itineraries and tour routings;
- design and test packaging, pricing;
- design and test marketing.
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As indicated, all work and work details would be subject to
client direction, input, feedback and authorization

17.6 Tl ME- TABLE AND COSTS

*All work is to be perfornmed A.S.A.P.

*Reporting of status by phone, facsimle client status reports
etc.

*prelimnary costs, phase | : $ 9,900
*prelimnary marketing costs: $25, 000*

Qut - of - pocket expenses extra.

*Marketing costs: based on minimm pilot test requirenent (as
described in report) for brochures, direct mailings, reservations
process, presentations, etc.
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APPENDICES
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FIRM BACKGROUND

As part of the business devel opnent research, our firm contacted
virtually everyone in the industry in North Amrerica who is
involved in specialty tourism packages. As a result we have a
fairly accurate assessnent of which organizations woul d have
varying levels of interest and which ones could develop an
I ncreased interest wth custom zed mar keting and knomAedPe
building. Wth this background, we would be able to quickly
verify pervious information and obtain nmor e preci se and
particular information and feedback that would be sales oriented.

This know edge will enable us to target the best potential
packager/operators and quickly qualify and recommend one with
whom t he col |l ege woul d have strong potential success.

The strength of BRI AR | NTERNATI ONAL BUSI NESS RESOURCES LIM TED i s
as a multi-disciplined managenent services conpany wth the
experience and expertise to conduct indepth nmarket research on an
international scale. Dedicated to effective research, analysis,
eval uation, and strategic business devel opnent for our clients in
Canada and around the world, we would be very pl eased to assist
Arctic College in achieving its business devel opnent objectives.

Qur custom zed approach enphasizes the devel opnment of strengths
and inherent opportunities which nmay currently exist wthin a
region, as a basis with which to build a solid framework for
future devel opnent.

Briar International has achieved significant results through
strong negotiations skills for other clients, resulting in
| everaged I npacts several times greater than direct expenditures.
VW would be nost pleased to provide you wth the appropriate
referrals upon request.

e [O0O0OOOOOOOOODOOODO

In respect of the above, we would be pleased to submt additional
information wupon request. Meanwhile, we thank you for your
consi deration of our recomendation and we |look forward to
hearing from you in the near future.



