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1.0 INTRODUCTION

In 1986, The Ministers of Tourism requested a Canadian
development strategy paper which would identify existing
tourism products, what is lacking, andwhere potential for
devel opnent |ies.

This report was prepared to indicate the status of tourism
products in the Northwest Territories for inclusion in a
final report being presented to the Federal/Provincial
Conference of Tourism Ministers being held in June 1987.

The followi ng presents an overview of both current and
potential tourism products, and a review of the supporting
service infrastructure and issues facing the Northwest
Territories with respect to financing and professional
devel oprent .
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2.0 AN OVERVI EW OF THE NUT TOURI SM | NDUSTRY

2.1Significance of the NWT Tourism Industry

The NWI tourism industry is unique. Unlike southern
destination areas there are no major pass-through markets
whi ch can be addressed. The NWI is very nuch a destination
region. ~ The NW  provides significant pass-t hrough
opportunities for southern Canada as the North is the
only Canadi an destination which cannot be accessed directly
by ~ international travel ers. Road transportation is
limted to only the western region of the NW. It is
Canada’ s | ar gest destination area accounting for
approximately one-third of Canada’s physical |and area,
spanning alnmst the entire northern Canadian frontier
and bordering four provinces and one territory.

Al t hough canada's largest destination area, the NWT is
Canada’s snallest destination area in terns of actual
tourism travel . Annual tourism trip travel captured
by the NWI industry is estimated to be only 140,000 trips
of which 70% are generated by NW residents thenselves.
Nonresident travel to the NWI is estimated to be 44,000
visitors a year. To put this in a national perspective,
the NWI industry would account for less than 1% of all
Canadi an tourismtrips.

Al though the current level of tourismtravel to the NAW
could not be considered a major segnent of the current

Canadi an travel industry, it is a critically inportant
element of the NW’ S econony. The estimated val ue of
tourism travel expenditure associated W th nonresident
travel to the NAM is $60 nmllion annually - an

extraordinarily high expenditure per resident relationshinp.
This results In an estimated 1,500 person years of annual
full time enployment and 2,000 part tine jobs. As a
result the NWI tourismindustry is second only to mneral
devel opnent as NWT'S |argest private employer. G ven
the current slunp that mneral resource and hydrocarbon
industries are experiencing, tourism will take on
Increasing inportance for the 50,000 residents of the
Northwest Territories.

Tourism is already an inportant contributor to the
prosperity and stability of the NW'S econony, and there
Is strong evidence to suggest considerable potential
for future growh in what has becone one of the world's
fastest growi ng industries. It is currently forecast
that tourismrevenues will increase by $38 mllion over
the next 5 years, generating a further 28,000 person
years of enploynent for the NW.



2.2 Structure and Support

The NWI tourism industry is conprised of the private
sector, six ‘tourism zone associations (which are part
of a broader unbrella, the Travel Industry Association
of the NWI), the Governnents of the Northwest Territories
and of Canada. The Tourism and Parks Division of the
Departnent of Econom c Devel opnent and Tourism is the
principal devel opment and marketing body of the Territorial

Gover nment . Their  marketing section is  known as
Travel Arctic.

In recent years there has been increasing enphasis on
the creation of an effective travel industry association
forr the NW as a vehicle to coordinate industry
devel opnent . The six regional destination tourism zone
associations have increased in nenbership, i nfluence
and responsibilities, and now carry out several tourism
prograns on their own, including consuner shows. Each
tourism zone association represents the communities ,

organi zations and operators participating in their tourism
sector. Organi zation by, zones maximzes the effects
of pronoting a region as a package of attractions. \ile
there nust always be a perspective of future devel opnent,

zones focus nore on short term inmediate results and
sales for its menbers. Zones also function as the regional

representatives of tourism interests and provide the
focal point for making recomendations to governnent.

Figure 1 shows the six travel zones for the NA.

The Territorial Government contributes significant core
and program funding to the TIA and its zones on an annual
basi s. These contributions exceeded one half mllion
dollars during the 1986/87 fiscal year. I n addition
TIA and its zones are able to recover admnistration
fees for the delivery of projects funded by the Territorial
Governnent or other agencies.

The road accessible zones of Big River and Northern
Frontier, directly north of Al berta, account for al nost
70% of total tourist visitation to the NWI' but only 56%
of total tourist expenditure. Al t hough the other travel
zones of the Western Arctic, Keewatin and Baffin have
considerably fewer visitors, trip expenditure is high,
largely due to the increased costs of transportation
as well as a longer length of stay. The Arctic Coast
currently receives the |owest nunber of tourists, only
1,300 a year.
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Unfortunately visitor market origindata for the NAT
Is not accurate and at best would be terned as descriptive.
At the individual zone |level market origin data is only
avai |l able for sone of the zones. The market origin of
visitation varies considerably between regions. To
illustrate this we have conpared the market origin of
\t”hSItBaHpn to the Northern Frontier/Big River zones to
e Baffin.

TABLE 1

Conparison of Travel Market Origin
for the Northern Frontier/Big R ver
and Baffin Zones

Market Origin Nort hern Frontier/ Baf fin
Big River

Ontario 12% 29%

Quebec 4% 12%

West ern Canada 72% 12%

U S A 9% 29%

Forei gn 2% 18%

G ven market and product differences between the zones,

coor di nat ed regi onal strategies are  essential in
i npl ementing a successful strategy for NAW tourism industry
devel opnent. As a basis for this strategy a tourism

data base is being developed that will nonitor key travel
mar kets and eval uate the success of program devel oprent
and inpl enmentation.
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2.3 Recent Devel opnent History

Senior NW governments prior to the 1980's did not
strategically address the devel opnent of the NW tourism
i ndustry. It was largely perceived and narketed as a
fly-in destination for fishing and to |esser extent
hunti ng. Further a good portion of the industry plant
was owned and operated by non-NW residents. There was

also little comrunity involvenent in, or awareness of,
the tourist industry.

In 1983, the essence of a Northern Territories Tour i sm

Strategy was prepared. There were two nmgjor thenes to
the strategy:

- That tourism devel opnent be connunitK-based.
- That tourism devel opment be spread through the NW

The present NW tourism strategy is based on the follow ng
ten principles:

1. Tourismis a desirable industry and its benefits should
be dispersed throughout the Northwest Territories.

2. Tourism should only be encouraged and pronoted in
those communities/settlenents which are ready and/or
wlling to be involved in the industry.

3. Tourism should be primarily a private sector industry.
The private sector should take the lead in devel oping

viable operations wth the governnment involved in
the provision of support services (roads , airports,
research, image development in the narketplaceg. I n

the short term however, governnent will need to provide
incentives to encourage tourism devel opnment.

4. The tourism industr shoul d operate under the free

enterprise system allow ng good operations to succeed
and poor ones to fail

5. It is desirable to increase the overall numter of
visitors to the Northwest Territories.

6.1t is desirable to attract new and different types
of markets.

7. Tourismin the Northwest Territories should be a year
round industry, not just a seasonal one.

8. Large numbers of visitors at one time, are not desirable
in comunities of population Iless than 1, 000.
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9. Touri sm devel opment should build on the unique resources
(natural, cultural and historical) and mninize negative
social and environnental inpacts.

10. It is desirable to have residents of the Northwest
Territories derive maxi num benefits from tourism related

activities and be involved in the different facets
of the industry.

During the 1980's the NWI has focused on the follow ng:
Organi zation and Cooperation

The strong  government/conmunity/industry  organization
is an inportant conponent of NWF tourism developnent.
goqusnmln the NWI' has to be approached on a consensus
asi s.

Regi onal Tourism Studies

Regi onal tourism studi es have been conpleted or are ongoing
in all but one of the six travel zones. These are mgj or
studies and involve considerable community consultations.

The studies focus on inventorying and evaluating each
region’s tourism opportunities based on market potentia

and product devel oprent. The regional plans are used
as a focus for tourism planning and devel opnent.

Canada/NWT Donestic Market (Tourism and Smal | Business)
Devel opnent Subsi di ary Agreenent

In 1983 the Governnents of Canada and the Northwest
Territories signed a $10.75 mllion agreenent. Wt hin
the agreenment tourism was treated as a separate sector
with conmmitted funding of $3.6 million. The fundi ng
under the agreenent was utilized to establish and provide
support funding to the Travel Industry Association of
the NWI, initiate the devel opment of regional tourism
plans, NW tourism marketing and industry incentives.
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3.0 CURRENT PRODUCT DEVELOPMENT STATUS

In this chapter we have outlined the current status of the
NW S tourism products.

3.1NWT Travel Products

Very sinply the NWI" S travel products centre on the NW' S
physical  environnent and its people. It is a unique
region wthin Canada that as outstanding physica

resources that are of international calibre. There are
two broad travel product categories:

- Advent ure/ Qut doors Products
- Touring Products

Advent ure/ Qutdoors Products

The adventure/outdoors product category includes both

non-consunptive and consunptive travel  products. The
non- consunptive adventure/outdoors products are:

. Wildlife View ng
Qut door Recreation
- canpi ng/ hi ki ng/ canoei ng/white water rafting
- Naturalist Expeditions
- Photo Safaris
- Advent ure Experience
0 Ceneral Interest

The consunptive “adventure/outdoors products are:

. Fishing
< Hunti ng

The future growth of the NW'S pleasure travel narkets
wi | become |ess dependent upon consunptive trave

products. The NWI' has traditionally held a single market
Image as a fishing destination. Not only is this a narrow
market segnment but it is one that holds only limted
potential for future growh. The sale of fishing Iicenses
to nonresidents has not shown any real growth over the
period 1971 to 1985.

Touring Products

The second broad tourism product area for the NW is
| ess product specific but involves general touring of

the NWI"'S physical and cultural environnent. Here the
NW™ S uni que products w il be enphasized in pronoting
travel . This includes:

- Wldlife View ng
- Speci al Interest Travel




- Touring Northern Communities/Purchasing NWI' Arts/Crafts
- Experiencing NWI' Culture and H story

Exanpl es

The follow ng sections illustrate exaTFLes of products
that are either developing or proposed in each of the
NW™ S destination zones. These exanples were identified

in marketing and devel opnment strategies prepared for
the NWI.
Keewatin Travel Zone

- Naturalist lodges to serve photographic and wildlife
safaris.

- Access to the Thelon Game Sanctuary.

- Tours of Inuit life-style and culture.

- Boat tours in Hudson Bay.

- Snownobi | e and dog-team package tours of the Barrenl ands.
Baffin Travel Zone

- Auyui ttuq - Canada’s best known arctic destination

- Devel opnent of a world class resort at Pangnirtung.

Big gane hunting (caribou, nusk-ox, polar bear) and
wldlife safaris.

- Interpretive boat tours of arctic waters.

- Traditional Inuit arts and crafts and cultural tours
and discovery tours.

- Hstorical tours based on early arctic explorers.

- Spring adventure tours by dog-team or snowrpbil e.

Arctic Coast

‘Big gane hunti ng.

- World class | odges at Bathurst Inlet and other |ocations.
- Tours of Inuit life-style and culture.

- Arctic wlderness experience and nature tours.




Big River and Northern Frontier

- Tourism corridor devel opment along Mackenzie H ghway,
including territorial parks.

Devel opnent of community events.
Busi ness conferences at major communities.

Naturalist experiences associated wth Wod Buffalo
and Nahanni National Parks.

Geat Slave and Geat Bear Lakes are the NW' S strongest
fishing destinations.

Western Arctic
- Naturalist experiences and safari package tours.

- Sport hunting in the Muckenzie R ver area for Dan’'s
sheep, nountain goat, caribou, npose and bear.

- Tourism facility corridor devel opnent along the Denpster
H ghway to provide access to w | derness experiences
and historic sites.

- Cultural contact tours.

- Naturalist |odge and canp devel oprent .
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3.2 Market Qpportunities

The NWI tourism industry has the potential to supply
a wde and attractive range of tourism products in the
wi | derness and adventure markets as well as those travel

markets  seeking unique cultural and pleasure trave

experiences . Primary markets are U S. A and overseas.
The American market offers the greatest potential for
i mmedi ate devel opnent. The success in capitalizing on

these segments is dependent upon the NW'S capability
to organize the products of its individual operators
into packages which can be mrketed by southern
whol esal ers

The NWI has recently adopted a strategi c nmarketing plan
that addresses the marketing of the NWI"S principal trave

product generators. The strategy addresses both the
short and the long term In the short termthe strategy
recogni zes that, in many ways, the NW is a devel oping

product with a recent tourisminfrastructure. As a result
In the short termthe marketing of the NW tourism products
I s based on well defined travel market segnents matched
to specific travel products where consistent travel product
or “experienced” packages can be delivered. In the |ong
term the marketing strategy will keep pace with the
devel opnent and upgrading of the NWI'S travel products
and services.

Aconpl enentary product devel opnent strategy, to ensure
I nvestment stinulation and tourism service delivery keep
pace with the nmarketing strategy, is currently underway.
This strategy will provide a framework for the devel opnent
of the NWT's tourism product infrastructure.
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3.3 Product Devel opment Strat egy

The NWT's current strategy is a realistic one recognizing

that the optinmum benefits of the NWT's tourismindustry
will only be achieved in the long term

Wil e nmost NWI communi ti es have been exposed to tourism
only a few have had sustained contact and are aggressively
devel opi ng products. Sone are not yet ready or capable
of accommpdating or hosting tourists. As a result the
NWT's current strategy involves a three-tiered approach
whi ch recogni zes the various stages of product devengnent
across the North:

1. The provision of basic visitor services.
2. Enhancenent of the tourism experience; and
3. Devel opnent of major facilities.

Regarding the first tier, any comunities not yet at
this level of service will focus on the devel opnent of
basic services to accommpdate travel visitation which
includes the provision of accommodation, meals and
transportation. These will serve the resident and business
travel markets building on the existin? tourism plant
to a point where it has the <capability to service
nonresi dent pleasure travel markets especially as a package
tour conponent.

Wth basic services in place the second tier of
devel opment, enhancing the tourism experience, proceeds.
The devel opment of additional product conponents permits
the organization of packages  backed by adequate
acconmodation and other basic facilities. The availability
of arts and crafts, day trips, specialty restaurants,
comunity tours and other enhancenents enables the delivery
of packaged travel products. These products are “package
specific” ained at providing unique tourism experience
pl easure travel. Already nore than 100 quality packages
are available rangingY'fron1 North Pole Expeditions to
a Night-on-the-town 1n Yellowknife.

The third tier is the devel opment of products that would
include first rate accommbpdation and built attractions

that are world class. It includes hotels with ancillary
facilities, lodges and resorts |ocated near spectacular
natural or cultural phenonena. At this stage in the

NWT tourism product the development of major visitor
attractions would have to be led by public investment.
As an example, this could include the development of
a world class resort and interpretive facilities at
Pangnirtung as the key access point to Auyuittuq National
Park .
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Simlar opportunities for the devel opment of mmjor visitor
attractions exist across the NWI and al so include cruise
ships and visitor centre/nuseum conplexes. Long range
pl anni ng suggests that even northern theme '"parks"or
thene  communities may be suitable future  product
devel oprments .
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4.0 SERVI CE | NFRASTRUCTURE

The service infrastructure of the NW travel industry varies

considerably throughout the NA. For many comunities the
only available service infrastructure is air service while
in others a full “southern” service infrastructure is

avai l able.  Generally, with the exception of a few commnities
the NWI service infrastructure could be described as inconplete
and unorgani zed. Across the North facilities such as food
and lodging are wusually available but in some comunities
they require upgrading in order to become a feasible conponent
of a package tour.

Transportation is perhaps the best devel oped sector of the
NWT's tourism service _infrastructure. Road transportation
for areas such as the Baffin, Keewatin and Arctic Coast is
sinply not a reality now or in the future. These areas are
accessible by air only. As part of the tourism service
infrastructure it is the <cost and not necessarily the

availability of transportation service that is a  nmjor
constraint.

Unfortunately data is not available for every conponent of
the NWT's service infrastructure. In the case of accommopdation
and outfitting there is sone basic information that provides
an indication of trends within the service sector.

At present time there are 81 hotels and notels |ocated in
the NW. Currently nost NW communi ties have sone form of

tourist acconmodati on. However the quality of accommodati on
varies considerably.

There are 54 | odges located in the NA. This includes both

naturalist and sport fishing | odges. These facilities are
not located within communities and generally operate only
during the summer nonths.

There are a total of 82 outfitters in the NWI.  This includes
sport-fishing outfitters and general touring outfitters.
Qutfitters  provide a package of services i ncl udi ng
transportation, food and guiding. They do not have pernanent
accommodation facilities but offer confortable tent canps.

Table 2 indicates the growmh in facilities over the period

1975 to 1987. Overal I, accommodat i on and outfitting
est abl i shnments have nore than doubl ed. However, this has
largely been due to the phenonenal growth in outfitting
Servi ces. There are a nunber of reasons for this. Fi rst

of all there is relative ease of entry into the outfitting
business as it does not require the major capital outlays
requi red by the | odge, hotel/notel sector. The growth of
the outfitting industry can also be partly explained by tourism
devel opnent initiatives undertaken since 1980 and the
devel opnent and marketing of adventure/cultural packages.
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TABLE 2

Nunber of Facilities by Type
1976 to 1987

Hotel s and
Year Mot el s Lodges Qutfitters Tot al
1987 71 54 82 207
1986 72 54 85 211
1985 66 51 80 197
1984 63 51 62 176
1983 48 47 29 124
1982 48 50 28 126
1981 48 53 31 132
1980 49 49 21 125
1979 49 47 23 119
1978 48 48 19 115
1977 42 43 20 105
1976 44 38 19 101
1975 39 40 13 92

The low growh in lodge facilities suggests that this sector
has mat ur ed. This is partly explained by the flat growh
in the general fishing market for which many of these [odges
were established to capture in the first place. Sone | odges
have attenpted to develo new narkets such as the
non- consunptive naturalist and cultural inclusion markets.

The hotel and notel sectors have grown at a steady pace but
which appears to have flattened since 1985. Most  NWI
communi ties now have some form of accommobdation but the tota
inventory of hotels/notels is deceiving as it does not address
the growth in roons or the inproving quality of facilities.
In the imediate future effective devel opnent of t he
hot el / not el sector  w | concentrate on upgrading and
er#ac%nent as opposed to additions to the current inventory
of facilities.
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5.0 FINANCING

Fi nancing tourism product developnment in the NWI is a ngjor
i npedi ment . The NWI is not well represented by commercia
banks . Only a few comunities have representative bankin
services. The existing banking institutions do not understan
the northern econony. Private investors are often non-NWT
residents. Organi zed investors, friends and famly have,
in the past, focused on the hotel or |odge accommodation
sector. In many instances these investnents were the result
of a hobby or pursuit of an outdoors oriented life-style.

Communi ty devel opnent and venture capital corporations are
still relatively new to the NW.

The lack of available capital for  NWI tourism product

devFlgpnent is the result of several factors, sonme of which
i ncl ude:

1. Commercial lending institutions consider the tourism sector
to be risk prone. A Canada-w de study of the Canadi an
resort industry that was undertaken by the TIAC underscored
the problems facing the Canadian resort industry. Many
of these problens were related to financing, the lack
of investnent credits and a poor return on investnents .
These problems are typical for the Canadian industry but
even greater for the NWI. As a result equity requirenments
are very high when conpared to other econom c sectors.

2.Qher than in the nmajor centres the NW tourismindustry
has no track record. As a result the industry Iacks
credibility when approaching financial institutions.

3. The northern banking systems could not be described as
full-service . The banki ng/ financi al structure consists
of branch offices wth little or no |local | oan
aut hori zati on.

4Wthin the industry itself there is a lack of managenent
skills to acquire and inplement financing.

5.Relative to the South, northern capital costs are
significantly greater due +to higher transportation and
buil ding costs. Hi gher capital costs, in turn, lead to
greater equity requirements in an already capital poor
envi ronnent

6. Financial institutions undervalue the equity or chattel

value of northern assets. These assets are seen as having
little value particularly in nore renpte settlements.
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7. Gven both the cost and availability of transportation

most  northern businesses carry higher inventories. As
a result capital is often tied up in inventory.

8. The highly seasonal nature of the NW tourism industry
constantly puts capital at risk. A business’s ability
to carry long term debt is significantly constrained b
gbrel atively short peak season in which to service capita
ent.

G ven the nature of the NW tourismindustry and the |ack

of capital availability, federal and territorial governnents
have inplemented a nunmber of prograns, some of which include:

- Snmal | Busi ness Loan Fund

- Eski no Loan Fund

- Venture Capital Program

- Speci al ARDA

. Cost-Shared Marketing Assistance

- Tourism Facility/Training Contributions.

In addition to the above programs the NWI is al so considering
other initiatives to inprove northern financial services.
The GNWT is considering hiring an investnent officer to
identify, and pronmote northern business opportunities. A
“bankers’ tour” = is planned to familiarize senior officers
of banking institutions with northern devel opnent opportunities
and problems. As a follow up to Expo '86, a fam liarization
trip for nmenbers of the Vancouver Stock Exchange is planned
to pronote northern incentives and investment opportunities.

An inportant vehicle to encourage planning, devel opnent and
Investment in the NAM  tourism industry  has been
Federal -Territori al Agreenents. During the 1980's  two
generations of Devel opnent Agreenents have been key vehicles
In providing financial assistance as well as the planning
and inplementation of the NA tourism industry product
devel opnent. ~ In 1987, it is anticipated that a Canada/NWT
Tourism Subsidiary Agreenent will provide a third generation
vehicle for tourism industry devel opment support. It is
proposed that over three years a total of $12 million in
i ndustry support will be allocated in a 70/30 ratio between
the federal and territorial governnents.
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The Tourism Agreenment will enbrace the three-tiered approach
to the NWT's tourism product devel opnent, described previously.
Progranm ng under the new Agreement w |l include:

1. Market Devel opnent
This programw || address market positioning for the NAT

in creating a destination imge for the NWI as an attractive

and unusual place to visit. It will be based on the NWT's
current market strategy.

2. Product and Facility Devel opnent

This will be a major programinitiative under the agreenent.

It will focus on upgrading basic visitor services to an
acceptable level as well as the devel opnent of selected
major facilities to world class standards. [t will include:

- The devel opnent of new and inproved accommodati on and
food services.

- Visitor reception and facility devel opnment.
- Major travel generator devel opnent.

- Community  tourism  support for theme  devel opment,
facilities, attractions and events.

3. Tourism I ndustry Support

This program will address industry organization, hunan
resource devel opnent and comunity tourism awareness.
Gven the “raw’ nature of tourism product devel opnment
in sone regions there is still a real need for planning
assistance for comunities and regions in approaching
touri sm devel opnent .

Training and human resource devel opment will be an inportant
el ement of this program conponent. It will address both
managenent and enpl oyee training for the industry. Lastly,
for many northern comunities, there is a basic need for
general tourism awareness prograns.



6.0 PROFESSI ONAL DEVELOPMENT

There are a nunber of human resources issues facing the tourism
i ndustry of the Northwest Territories. Briefly they are:

- The young industry has had [imted experience with visitors
in many instances.

- There is a general |ack of awareness about tourism among
residents of the NWI.

- Oher requisite skills required for participation in the
I ndustry are generally not available.

- Skill developnent at all levels of the industry is necessary.

- There is difficulty in funding and inplenmenting training
prograns.

- Non-NWT residents account for a significant portion of
I ndustry enpl oynment.

Throughout the NW there is a general |ack of public awareness
about tourism In many regions it was the tourism planning
process which first delivered the concepts of hospitality,
service and organization to comunities as recently as the
1980’ s. Local residents in many cases are unsure of exactly
what is required to pronpbte and develop tourismin their
| ocal area. While marketable world class natural and cultura
comodities are abundant there is a |lack of industry experience
and technical background integral to successful devel opnent,
organi zation and packagi ng of the product.

Many of the skills required for participation in the industry
are often not avail able. There is a need to develop skills
at all levels, fron1?uiding to managenent. There are many
| ogi sti cal and fisca challenges In delivering training
prograns to service the tourism industry given the |arge
geographic area and cultural diversity. Al t hough there is
only one community college in the NW it is expanding through
a series of satellite canpuses.

Governnment has the primary responsibility to establish a
framewor k and standards for basic training needed to upgrade
the skills of tourism business managers, their enployees
and officials of tourism associations. Wi |l e much has been
acconplished to date it is anticipated that the recentl
establ i shed Tourism Training and Manpower Needs Board w |
further define training requirenents and recommend standards
within the industry.
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The development and inplenentation of effective tourism
training prograns will be an inportant vehicle through which
to inprove the participation rate of NW residents jn the
NWE tourismindustry. This wll be an on-going process with

along term goal of greatly enhanced enploynent and incone
opportunities for NAT residents.
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7.0 SUMMARY
7ANUT Tourism is Good for Canada

The NW tourism product is one of the few Canadian
destinations that nust be accessed from east/west gateways
across the country. There are unlimted opportunities
for every NW tourist to contribute to provincial tourism
both com ng and going through these gateways!

As part of a “Canadian Package” the NWI has the potenti al
to sell Canada; nove the Canadian inmage into the world
class tourism market; and provide lucrative two way tourism
activity between north/south destinations. _ Progressive
packaging of north/south conponents could include such
creative itineraries as:

- Vancouver, British Col unbi a; VWi tehorse and Dawson
City, Yukon; Denpster H ghway to Inuvik, Tuktoyaktuk,
Northwest Territories.

- Montreal and Quebec Cty, P.Q; Iqaluit, Pangnirtung
and Auyuittuq, Northwest Territories.

West Ednonton Mall and Banff, Al berta; Yel | owkni fe,
Fort Sinpson and Nahanni, Northwest Territories.

The ripple effect of each dollar spent on NW tourism
products has nore inpact across Canada than conparable
expenditures in any other Canadian |ocation. The NWP
tourism industry can capture little nore than the on
site service components of visitor expenditures. As
very few of the consumer goods basic to the tourism
industry are produced in the NWT virtually everything
a tourist consumer in the North has been purchased and
transported from southern Canada. Southern leakage is
a dominant characteristic of the NWT tourism product
and provides significant opportunities in the southern
supply and expediting sectors.
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7.2 The NWT Situation is Different

The NWI product |acks sone of the traditional conmponents

which contribute to making tourism a successful industr

el sewhere. What the NWI product does have are natura

and cultural attributes which are world class. There
gre features of the NW which distinguish our product.
one are:

- excel | ent fishin?;

-w ldlife spectacles on par with those anywhere;

- scenery;

- history and cultural heritage that are accessible;

. big gane hunting opportunities not avail able anywhere
el se;

- space, clean air, clean water and w | derness;

.safe travel environnent.

These are marketable comodities which will bring people
to the North.

On a global or even national scale we are looking to
attract relatively small nunbers of travelers , bot h
to maintain the quality of the experience and, equally
inportant, to respect the sensitivities of the people,

their communities, and the products we have to offer.

Qur vision is of a tourismindustry based on the natural

and cultural attributes of the NWT which are in denmand
in the marketplace. Fiscally our strategy is to optim ze
expenditure 1npact of 10w visitation from specialty,

high val ue tourism markets as nmuch as possi bl e.

Financing and training issues facing NW  product
devel opnent have nmuch in comon wth the industry
el sewhere. Qur problens are simlar but nore severe.

It is the lack and sonetines inadequacy of organized
product which distinguishes the issues facing successful
product devel opment in the NW. Currently nuch potentia
product consists of a large nunber of smll , often
scattered, individual operators who are not |inked together

by packages or represented in the southern whol esale
net wor k.

In addition to the generic issues facing the industry,
the NWI' requires technical and financial assistance to

organi ze product and develop packaging opportunities
wi th sout hern whol esal ers.



