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1.0 Introduction and Methodology
The District of Fort St. James has identified the growth of the tourism sector as an economic
development opportunity. Pursuant to a one-day workshop session held in March 2007 a Tourism
Committee was formed to lead tourism planning and implementation. The working mandate of the
Tourism Committee is as follows:
“The Tourism Committee of Fort St. James is comprised of community tourism stakeholders to
research and identify tourism trends; plan and execute effective marketing strategies; inventory
and address specific infrastructure needed for successful growth of the tourism industry in our
community.”
The District of Fort St.James/Fort St.James Tourism Committee submitted an Expression of Interest
(EOI) to Tourism British Columbia, as part of the Ministry of Jobs, Tourism and Innovation, expressing
a desire to work collaboratively to develop a strategic plan for Fort St. James tourism. The Community
Tourism Foundations program provides resources to communities to enable them to increase tourism
revenues and economic benefits through destination development and marketing and sales initiatives.
These resources include the services of professional facilitators to assist in the planning process.
Suzanne Denbak of Cadence Strategies has been engaged to work with community stakeholders to
prepare a tourism plan for the District of Fort St.James/Fort St. James Tourism Committee.
Tourism BC is overseeing the planning process. A sector working group comprised of representatives
from the community and surrounding tourism stakeholders was formed to provide industry input and
guidance during a one-day planning session. Approximately 25 people participated in the planning
workshop including representatives from the Nak‟azdli First Nation, the Fort St.James National Historic
Site, Murray Ridge Ski Hill, the local snowmobile club, the Chamber of Commerce, Music on the
Mountain Festival, the Fort Hotel and other tourism stakeholders.
Meeting Participants:
Angel Ransom, Nakaz‟dli First Nation
Barbara Gardiner, New Caledonia Motel
Jim Burck, MJTI
Glen Wilson
Joyce Helweg
Kerry Buck, Nakaz‟dli First nation
Kyla Pollard
Laura Chernowski
Leah Erickson
Leona Thomas, Nakaz‟dli First Nation
Leonard Thomas, Nakaz‟dli First Nation
Scott Cameron, Fort St. James Hotel
Ruth Lloyd, Caledonia Courier/Murray Ridge

Bonnie Cameron, Fort St. James Hotel
Tom Peterson
Wayne Moll, Fort St. James Snowmobile Club
Kevin Gedling, Fort St. James NHS
Debbie Magnussen, Nakaz‟dli First Nation
Gary Miller, Petro Canada Station
Suna Ulrhig, Fort Hotel
Emily Colombo, District of Fort St. James
Lionel Conant, Music on the Mountain
Kris Neilson, College of New Caledonia
Janna Burgart, Entrepreneur
Bob Grill, Fort St. James NHS
Morgan Buck, Entrepreneur
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The following tourism plan provides guidance for the continued development of Fort St. James tourism
opportunities. It is organized as follows:













Overview of a Tourism Strategic Planning Process
Fort St. James Tourism Objectives
Market Research
 Macro Environment
 Tourism Trends
 Market Analysis
 Visitor Characteristics Analysis
 Sector Analysis
Current Visitation to Fort St. James
Fort St. James Tourism Planning to Date
Fort St. James Tourism Product Analysis
Current Marketing/Sales Efforts
Summary Strengths/Weaknesses/Opportunities/Threats
Target Markets
Tourism Strategies and Tactics
 Product Development Strategies/Tactics
 Marketing/Sales Strategies/Tactics
Implementation Plan

The guidance and input of all participants is gratefully acknowledged and appreciated. Without their
insights, the development of this strategic tourism plan would not have been possible. The plan that
follows is intended to serve as a guide to the Tourism Committee and the District of Fort St. James as
they proceed with implementation. It should be reviewed and updated by the community as necessary
to reflect changing tourism objectives, priorities and market conditions.
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2.0 Tourism Strategic Planning Process
A Strategic Tourism Plan answers the key questions:
 What business objectives related to tourism does the community expect to achieve?
 What type of tourism does the community want to achieve? In the short term? Over the longer
term?
 How will the community achieve these objectives? Through what tourism products? Through
what type of visitors? Through which marketing initiatives?
In preparation of the Tourism Plan, the following principles were considered:


Visitor Needs. BC communities must be responsive to the needs of visitors. Communities need
to understand visitor needs first, develop tourism experiences to meet those needs, and then
market the appropriate tourism experience to the appropriate type of visitor.



Inclusiveness. To address the issues and opportunities facing the tourism industry,
consultation and collaboration across all areas of the province and all levels of the tourism
industry need to form the basis of plan development.



Effective partnerships. Tourism is a fragmented industry and effective partnerships among
tourism operators, sectors, destination marketing organizations, educational institutions, and all
levels of government are essential to building a cohesive, strong and sustainable industry in
BC.



Sustainability. Tourism in BC will be developed in a sustainable manner, recognizing the need
for economic, social and environmental sustainability.



Community Support. To be successful, tourism development in communities needs to be
supported by all areas of a community, including businesses, local government and residents.

Once the tourism plan is completed and implementation begins, results should be tracked regularly
such that an updated plan, with learning from the current year‟s activities, can be even more
effective in increasing benefits to the community. The objectives and strategies should be
reviewed, with most of the updates occurring on the detailed tactics. The planning cycle can be
illustrated as follows:
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Tourism Plan

Situation
analysis
“What are the
opportunities?”

Planning
session

With learning
from current
activities, the
next plan can
be even more
successful
Tracking and
evaluation
“How are we
doing?”

Market
development
activities

Objectives
“What are
we going to
achieve?”

Tourism BC
programs can
assist

Strategies
“What is our basic
approach?”
Includes market development
and destination development
strategies

Tactics and implementation plan
“What are the specific activities?”
Includes market development and
destination development activities

Implementation
of activities
Destination
development
activities

Community and
private sector to
implement

3.0 Fort St. James Tourism Objectives
The District of Fort St.James/Fort St.James Tourism Committee has established the following
objectives for the next five years related to the growth and development of Fort St.James tourism:
Objective:
1. Create economic opportunity (year round employment, businesses) for Fort St. James‟
community members through increased visitation, longer stays and more spending in the
community and in the region;
Specific and measurable goals should be established for this tourism objective and processes put in
place to permit regular tracking and reporting of progress to the community. Tourism BC through its
Research Services department offers to tools to assist communities and tourism businesses with
measuring results and tracking trends in the value of the local tourism economy. The Value of Tourism
model quantifies the total value of tourism spending in the local economy arising both from overnight
and day visitors. It is recommended that this be measured annually. The Commercial Accommodation
Survey tracks monthly occupancy and average rate on an aggregate basis for all accommodation
providers and includes a three month forecast of anticipated business levels. Both these tools collect
data on a strictly confidential basis from accommodation providers. Assistance and further information
regarding these tools is available through Northern BC Tourism.
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4.0 Market Research – Global and Provincial Trends:
4.1 Macro Environment
This section provides an overview of world economic trends, their effect on tourism, and world tourism
trends.

Conclusions

a) Because tourism is largely a discretionary item, it is dependent on personal disposable
income. When economies are strong, tourism expenditures grow more rapidly than consumer
spending as a whole. Likewise, during recessions, tourism can decline quickly and substantially,
as we are experiencing now. However, tourism is resilient and has bounced back quickly when
economies grow.
The overall number of international visitors is projected to increase to 1.0 billion and 1.6 billion in
2010 and 2020, respectively, with an average annual growth of 4.5% between 2010 and 2020.
International tourism arrivals are highest in Europe, Americas and East Asia & the Pacific
representing about 90% of global international visitors.

b) Economic recession has a large negative effect on tourism. The global economic recession
which commenced in 2008 resulted in a considerable decline in global travel in 2008 and 2009.
International tourist arrivals declined by 4%, while receipts declined by 6% in 2009. Clearly, global
and regional economic conditions impact visitors‟ propensity to travel and travel patterns.
During the first quarter of 2010, it appeared that global economic stimulation packages were
helping stabilize credit markets, leading to a rebound in equity markets. However, the recent
economic crisis in Greece, and its potential impact on the economy of the European Union and,
ultimately the global economy, point to the uncertainty, vulnerability and interconnectedness of the
global economy. This type of economic uncertainty impacts consumers spending and travel
patterns, ultimately impacting tourism industry performance worldwide.

c) The rise in the value of the Canadian dollar, particularly against the US dollar, has a
negative effect on tourism. The recent decline in the value of the US dollar has a two-fold effect
on tourism to BC:
 it will be more difficult to attract US travellers but more importantly,
 it will be challenging to maintain and grow domestic travel levels.
Historically, US travellers have not been highly aware of the exchange rate; therefore, the impact of
fluctuations was somewhat limited. BC tourism businesses that advertise in the US often quote
prices in US dollars thus, when the exchange rate changes, the quoted US dollar price also
changes. Canadian travellers, on the other hand, are highly aware of exchange rates and,
therefore, more influenced by a favourable rate to travel within Canada. The decline in the value of
the US dollar appears to be a significant contributing factor to Canada‟s growing travel deficit with
the US, along with economic and other factors.

d) Tourism is a worldwide industry and British Columbia is a small player. In 2009, Canada
ranked below the top 10 countries for international tourism receipts, hosting a 1.6% market share.
BC holds a 0.4% market share.
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The US, Spain and France have consistently been the top three countries in the last several years
th
th
with regard to tourism receipts. Italy and China held their positions of 4 and 5 place in 2009
th
th
followed by UK (6 ) and Germany (7 ). The remaining top ten countries for tourism receipts in
th
th
th
2008 were Australia (8 ), Turkey (9 ) and Austria (10 ).
st

With regard to international arrivals, France consistently places 1 , followed by the US, Spain,
China, Italy, and the UK.. Over the last several years, Canada and British Columbia‟s international
arrivals have declined for two consecutive years due to the downturn in the worldwide economy
and the higher cost of a vacation in Canada, among other factors.

Main Findings
World’s Top 10 Countries for International Tourism Receipts

Rank
(2009)

1
2
3
4
5
6
7
8
9
10

Country

World
United States
Spain
France
Italy
China
Germany
United Kingdom
Australia
Turkey
Austria
Canada
British Columbia

Int’l Tourism Receipts
($US billions)
2007
2008
2009
857.0
944.0
852.0
96.7
110.0
93.9
57.6
61.6
53.2
54.3
56.6
49.4
42.7
45.7
40.2
37.2
40.8
39.7
36.0
40.0
34.7
38.6
36.0
30.0
22.3
24.7
25.6
18.5
22.0
21.3
18.9
21.6
19.4
15.3
15.7
13.7
3.5
3.6
3.1

% Change (current prices)
07/06
15.1
12.8
12.8
17.1
11.9
9.7
9.9
11.6
25.0
9.7
13.5
4.7
2.6

08/07
10.1
13.8
6.9
2.4
7.2
9.7
11
-6.7
10.6
18.7
15.4
-1.3
2.8

09/08
-4.1
-14.6
-13.7
-12.7
-12.0
-2.9
-13.3
-16.6
3.4
-3.2
-10.1
-12.7
-10.7

Market Share
(%)
2008
2009
100.0
100.0
11.7
11.0
6.5
6.2
5.9
5.8
4.8
4.7
4.3
4.7
4.2
4.1
3.8
3.5
2.6
3.0
2.3
2.5
2.3
2.3
1.5
1.6
0.3
0.4

Sources: UNWTO Tourism Highlights 2010 Edition; The Value of Tourism in BC, 2011, Tourism British Columbia
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Currency fluctuations have long been a metric that Tourism BC closely monitors; not only can
exchange rates impact markets‟ (such as the US) propensity to travel to Canada and BC, but they can
also impact domestic travel as many Canadian residents may opt for a US „substitute‟ destination if it is
more cost effective. It is difficult to ascertain the direct relationship between the exchange rate and
visitation, as there are many other factors such as cost of transportation, distance, passport
regulations, border issues, etc. The following graph shows US overnight customs entries and the US
exchange rate since 1990.

US Overnight Customs Entries and Exchange Rate

Sources: Bank of Canada, Statistics Canada compiled by Tourism BC.
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4.2 Tourism Trends
This section presents an overview of tourism trends to BC, including number of visitors, visitor revenue,
and historical and consumer trends to provide a context for planning for Fort St. James.

Conclusions
a) Tourism to British Columbia has experienced steady growth but with fluctuations starting in
2001 due to world events and a decline in 2009 due to the economic downturn. Tourism
revenue for 2010 is estimated at $13.4 billion (an increase of 6.2% vs. 2009). While tourism
revenue has been growing in BC, the rate of growth fluctuates as a result of significant factors
(primarily external factors) including:
 A sharp decline in the growth rate following the September 11, 2001, terrorist attacks in New
York;
 A decline in the growth rate in 2003 as a result of the Sudden Acute Respiratory Syndrome
(SARS) “scare”; and,
 A sharp decline in the growth rate starting in 2007 as a result of global economic pressures.
These fluctuations emphasize how vulnerable tourism performance is to a range of external factors.

b) Canadian and American visitors made up 91% of visits to BC in 2010 (same as 2009), with
BC residents making up 53% of visits in BC.
 British Columbia (53%) and Other Canada (19%) generated the largest proportion of visitors for
BC (72%).
 The US generated 19% of visitor volume, followed by Asia/Pacific (5%) and Europe (4%).
 British Columbia and Other Canada generated 59% of visitor revenue (was 61% in 2009).
 The US generated 19% of visitor revenue, followed by Asia Pacific (11%) and Europe (10%).
Domestic markets are clearly critical to BC, particularly in terms of visitor volumes. The US and, in
particular the longer-haul markets of Asia/Pacific and Europe, are higher yield markets for BC.

c) BC residents are the least volatile in travel patterns without the degree of fluctuation
experienced from international visitation. They are an important market for BC sectors and
communities as they travel in BC more often (good source of repeat visitation), explore areas of the
province beyond Vancouver / Victoria / Whistler, have a higher propensity to travel in BC year
round, and are more accepting of varying qualities of facilities, amenities, and customer service
levels. BC residents represent the first wave of visitors to allow a sector or community to build its
tourism business to become more export ready.

d) International visitation is subject to greater swings in tourism growth (with more increases
and decreases than the domestic market) and in recent years, BC has been experiencing
declines in international visitation.
 From 2005 to 2010, the number of overnight international visitors has declined by 12%.
 During the same period, the number of overnight US visitors has declined by 16%.
 The number of overnight visitors from Asia/Pacific has declined by 5%.
 The number of overnight visitors from Europe has increased by 4%.
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International visitors are higher yield visitors, but they have correspondingly higher standards,
tending to limit their experiences to those that are export ready. While the international markets are
attractive, negative experiences have far reaching consequences so they should be targeted only
when the destination has high quality facilities, amenities, and customer service levels.

e) International visitor entries into Canada via British Columbia decreased 4% in 2011,
continuing a downward trend that began in 2001.
 From 2001 to 2011, total international visitor entries into the province have decreased by
approximately one-third (-33.2%).
 For over a decade, same-day and overnight entries from the US have been in decline, but the
US still represents the largest share of total international visitor entries in to BC (75% in 2011).
 In 2011, much of the slowdown in non-US entries was due to fewer European visits (-10.1%),
and visits from Japan (-17.5%) and South Korea (-11.6%).
 For the first time, China surpassed Japan in total visitor entries in 2011.
 Entries into Canada by international visitors via British Columbia have declined over the past
decade; penetrating international markets at the community level requires a large amount of
resources and in most circumstances is handled by established partnerships at the regional
and provincial level.

f) Consumer preferences will continue to be dependent on long and short term drivers of
industry performance, such as the economy, changing demographics, and the changes in
technology use.
 The US and the United Kingdom travellers to British Columbia are slightly older compared to
the younger markets from Germany, Japan, and South Korea.
 85% of BC residents use the internet; the highest rate in Canada.
 Websites continue to be the most used information sources when choosing destinations,
followed by recommendations from friends and family.
While most long and short term drivers of tourism cannot be controlled, communities can
monitor tourism trends and apply learnings to appropriate practices. This could include
reviewing information provided on the internet and providing visitor experiences for both
younger and older travellers.
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Visitors to BC

BC Overall Tourism Revenue and Year-Over-Year Change (2000 – 2010)

Source: The Value of Tourism in British Columbia, 2010, Tourism British Columbia
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Source: Statistics Canada, Travel Survey of Residents of Canada and International Travel Survey
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International Overnight Visitor Volume - BC (2004 – 2010)
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International Overnight Visitor Revenue - BC (2004 – 2010) (millions)

Sources: Tourism BC (Original sources: Statistics Canada, International Travel Survey, includes travellers who spent one or
more nights in BC)
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Global International Arrivals versus BC International Arrivals (2004–2010)
Arrivals

2004

2005

2006

2007

2008

2009

2010

Avg Annual
Growth

BC international arrivals (millions)

5.15

4.98

4.95

4.91

4.63

4.17

4.36

-2.60%

World international arrivals (millions)

763

806

842

904

922

880

935

3.53%

BC‟s share (%)

0.67

0.62

0.59

0.54

0.5

0.48

0.46

-6.18%

Sources: Tourism British Columbia (ITS Estimates) and World Tourism Organization

International Visitor Volume Growth: BC Compared to Global Arrivals (2004 – 2010)

Sources: United Nations World Tourism Organization, World Tourism Barometer, February 2011 and Tourism BC (The Value of
Tourism in BC 2009)
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International Overnight Visitor Volume & Revenue (2004 – 2010) (Detailed)

Total US
Washington
Oregon
California
Arizona
Florida
Texas
Mexico
Asia/Pacific
Japan
Taiwan
Hong Kong
Australia
South Korea
China
New Zealand
India
Europe
United Kingdom
Germany
Netherlands
France
Other International
Total International

Visitors
2006
3,518
1,257
209
488
75
93
136
62
744
183
88
58
119
120
65
23
9
576
289
104
45
19
51
4,951

Revenue
2006
1,727
371
88
329
49
54
92
79
824
194
75
53
144
162
75
19
3
687
338
126
50
26
60
3,376

Visitors
2007
3,394
1,201
188
474
78
91
127
69
765
172
75
63
144
110
69
25
22
635
324
101
48
23
48
4,911

Revenue
2007
1,671
369
94
323
47
46
80
83
844
164
71
58
177
138
101
22
11
808
392
113
54
37
59
3,466

Visitors
2008
3,147
1,187
162
419
64
93
117
82
738
125
49
77
142
104
90
36
23
624
293
112
50
27
39
4,630

Revenue
2008
1,567
365
95
290
38
42
83
96
898
138
49
70
191
165
121
48
16
807
369
147
67
26
46
3,414

Visitors
2009
2,899
1,153
148
375
61
65
118
64
611
84
37
60
129
73
92
31
26
557
235
111
43
25
44
4,175

Revenue
2009
1,424
364
91
246
36
36
77
89
786
111
44
59
172
117
135
49
18
698
268
156
57
30
53
3,049

Visitors
2010
2,955
1,134
186
414
54
85
91
54
713
105
41
69
126
94
109
35
48
601
231
120
50
31
41
4,364

Revenue
2010
1,519
384
97
261
39
55
72
67
845
126
42
64
166
150
132
42
37
764
263
163
61
44
45
3,240

Visitors
2010/2006
-16%
-10%
-11%
-15%
-27%
-9%
-33%
-13%
-4%
-42%
-54%
20%
6%
-22%
67%
52%
426%
4%
-20%
15%
12%
63%
-20%
-12%

Sources: Tourism BC (Original sources: Statistics Canada, International Travel Survey (includes travellers who spent one or
more nights in BC).
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Revenue
2010/2006
-12%
4%
11%
-21%
-21%
2%
-22%
-15%
3%
-35%
-43%
22%
16%
-8%
76%
118%
1046%
11%
-22%
30%
22%
66%
-25%
-4%

Source: The Value of Tourism in British Columbia, 2010, Tourism British Columbia
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International Visitor Entries into Canada via British Columbia
Total International Visitor Entries via B.C.

Total Non-US Visitor Entries via B.C.

Total US Visitor Entries via B.C.

Source: BC Stats (2012) Visitor Entries 2011: A Year in Review.
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Drivers of Tourism Industry Performance
Long Term Factors


Changing demographics
o Ageing, wealthier, better educated/more connected travellers
 Fragmentation of interests, cosmopolitan, ethical concerns
o Labour force participation and family structure (propensity to travel)
o Rural to urban migration
o New Canadians & Hispanic Americans
 40% of Metro Van, 64% travelled, 26% in province
o Labour market shortages



Economics
o Wealthy boomers vs. the sandwich generation?
o Government expenditures, taxes and debt servicing



Competition (short & long term)
o New, exotic, accessible destinations
o Price competition (access, airfares)



Destination perceptions/image/awareness/interest



Attitudes with respect to environmental and social responsibility



Supply of tourism products/infrastructure
o Climate change/integrity of natural environment
o Business environment



Public infrastructure
o Access (transportation/borders), BC Parks, built attractions, events, etc

Short Term Factors


Economic conditions
o Per capita income, unemployment, impacts on wealth, interest rates
o Recovery from recession – rebuilding wealth



Consumer confidence
o Real financial situation vs. concerns for the future (save vs. spend)
o Short haul, low cost trips, staycations, smartcations



Price competitiveness
o Exchange rates, airfares, accommodation



Communications
o Ease of planning & booking, etc.
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Consumer Preferences













Safe destinations
Meaningful, authentic experiences
Experiences where you „participate‟ rather than „observe‟
Discerning, quality and cost conscious and more critical, want comfort
Softer adventure activities
Niche products & customization (unique)
Last-minute getaways, shorter-term demand
Environmental and social responsibility
Easy communication and booking, in future tied to social media
Still trust friends and family the most when deciding on destinations
Fast, reliable broadband communications infrastructure
Easy travel, reduction in wait times, border crossing but need to feel safe
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Internet, Social Media, and Mobile Applications
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Information Sources for Destination Selection
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5.0 Market Analysis
This section presents an overview of domestic and international markets in regards to Northern British
Columbia and, where available, Fort St. James to provide a context of the markets to incorporate into
the tourism development and marketing plan.
The source information used in this analysis includes:
 Travel Survey of Residents of Canada 2010

International Travel Survey 2010
 Prince Rupert Visitor Study (2007)
 Smithers Value of the Visitor Centre (2005)
 Prince George Value of the Visitor Centre (2004)
 Northern Rockies – Alaska Highway Visitor Research Project (2003)
Due to the numerous sources used in this Situation Analysis, there are differences in summarizing
markets. The numbers presented here comprise those sources that are considered the most reliable or
have been corroborated by other sources. Long-term trending information was sought, but due to
methodology changes and concerns about reliability of data, only limited trending data was used in this
Situation Analysis.
The Conclusions represent the consolidated analysis from the various sources, often with several
sources used to draw a conclusion. Selected excerpts from the sources named above are included in
Main Findings.

5.1 Conclusions
a) British Columbia residents are Northern BC’s largest market, making up 79% of overnight
domestic visits in the Northern BC tourism region.
 Alberta generated 17% of Northern BC overnight visits from the domestic market.
 Ontario generated 4% of Northern BC overnight visits from the domestic market.
Domestic markets are clearly critical to Northern BC, particularly in terms of visitor volumes.

b) Northern British Columbia’s largest US markets include Washington, California and Alaska,
and the largest overseas markets are European.
 From the American markets, Alaska generated 18% of US visits to Northern BC, followed by
Washington (12%), and California (11%).
 From the overseas markets, Germany generated 23% of overseas visits to Northern BC,
followed by the United Kingdom (15%), the Netherlands (11%), and Australia (9%).
International markets have limited exposure in Northern BC; the domestic markets of British
Columbia and Alberta generate far more visitor volume than international markets.

c) Of all travellers who drove on highways during their trip to/from Prince Rupert, more than
half travelled along Highway 16.
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Main Findings
Travel Survey of Residents of Canada (2010)
The Travel Survey of Residents of Canada (TSRC) is a monthly telephone survey of Canadian
households conducted by Statistics Canada. This survey asks respondents to report the number of
trips, destinations and trip length, and to estimate overall trip expenditures. There are limitations in the
reliability of visitor surveys as the surveys depend on respondents‟ ability to recall and report data
accurately.
This section summarizes markets of origin of overnight domestic (Canadian) travellers to British
Columbia and those whose primary destination was the Northern British Columbia tourism region.

International Travel Survey - US (2010)
The International Travel Survey (ITS) is an exit survey for some international visitors and an entry and
mail return survey for others conducted by Statistics Canada. This survey asks respondents to report
the number of trips, destinations and trip length, and to estimate overall trip expenditures. There are
limitations in the reliability of visitor surveys as the surveys depend on respondents‟ ability to recall and
report data accurately.
This section summarizes markets of origin of overnight US travellers to British Columbia and those who
had visited the Northern British Columbia tourism region.
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Of domestic travellers whose primary destination of their overnight trip was British Columbia, 6%
specifically indicated that their primary destination was in the Northern British Columbia tourism region.
Of domestic travellers whose primary destination of their overnight trip was Northern British Columbia,
95% were from BC (79%) and Alberta (16.5%).
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Of overseas travellers who had visited Northern BC on their overnight trip, the largest overseas
markets include Germany (23%), the United Kingdom (15%), and the Netherlands (11%).
Of overseas travellers who spent one or more nights in British Columbia on their overnight trips, the
largest overseas markets include the United Kingdom (16%), Australia (9%), and Germany (9%).
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Prince Rupert Visitor Study (2007)
Market of Origin – Overnight Leisure Travellers

Market Origin - US Overnight Leisure Travellers

Market Origin - Overseas Overnight Leisure Travellers
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Prince Rupert Visitor Study Routing
Analysis: All Respondents
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Prince Rupert Visitor Study Community
Analysis: All Respondents
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SMITHERS VALUE OF THE VISITOR CENTRE (2005)
Market of Origin: Overall

Market Origin:
Canadian Travellers

Market Origin – US Travellers
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Market Origin – Overseas Travellers

PRINCE GEORGE VALUE OF THE VISITOR CENTRE (2004)
Market of Origin: Overall

Market Origin –
Canadian Travellers
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Market Origin – US Travellers

Market Origin –
Overseas Travellers
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Northern Rockies – Alaska Highway Visitor Research Project (2003)
Market of Origin:

Seasonality by Market Origin
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6.0 Visitor Characteristic Analysis
This section examines the characteristics of travellers while on a trip to Northern British Columbia and,
where available, Fort St. James Numerous sources were used in this analysis, including:
 Travel Survey of Residents of Canada (2008-2010)

International Travel Survey (2008-2010)
 Prince Rupert Visitor Study (2007)
 Smithers Value of the Visitor Centre (2005)
 Prince George Value of the Visitor Centre (2004)
 Northern Rockies – Alaska Highway Visitor Research Project (2003)
The Conclusions represent the consolidated analysis from the various sources, often with several
sources used to draw a conclusion. Selected excerpts from the sources named above are included in
Main Findings.

6.1 Conclusions
a) Travellers from the domestic markets of BC and Alberta are slightly younger overall than
international markets that spend time in Northern British Columbia.
 The majority of international markets who have visited Northern BC are 45 years or older,
compared to a higher proportion of domestic travellers under the age of 45 years old.

b) Northern BC is a “leisure” destination for international travellers.


Domestic markets have higher proportions of “visiting family and friends” and “business”
travelling purposes compared to international travellers.

c) Travellers to Northern BC typically travel in couples or smaller groups of friends/family,
without children.
 Less than 15% of travellers who have visited Northern BC communities travelled with
children.

d) Camping is a popular accommodation choice in Northern British Columbia.
It will be important to develop, maintain, and advertise campgrounds/RV park facilities within and in
the surrounding areas of Fort St. James to ensure additional time is spent in the community.

e) Travelling along the highway system is the primary transportation mode in Northern British
Columbia, where many travellers are stopping in multiple communities along their journey.
Highway 16 is the primary highway running east/west in Northern British Columbia; visitor
experiences and amenities in Fort St. James should be clearly marked and communicated along
the highway approaching Fort St. James.
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Main Findings
Travel Survey of Residents of Canada (2008-2010)
This section summarizes traveller demographics and trip characteristics of travellers whose overnight
destination was the “Northern BC” tourism region. The TSRC data presented below includes pooled
2008-2010 data to ensure an adequate sample size for analysis.
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Traveller Demographics by Market of Origin
Age
18-24 years
25-34 years
35-44 years
45-54 years
55-64 years
65 years and over
Education
Less than High School
High School
Some Post-Secondary (diploma or certificate)
University Degree (Bachelor's, Master's or PhD)
Income
Less than $50,000
$50,000 to less than $75,000
$75,000 to less than $100,000
$100,000 and over
Party Size
1
2
3
4
5 or more

BC

Alberta

23%
19%
15%
24%
9%
11%

15%
30%
30%
15%
6%
4%

9%
24%
48%
18%

16%
34%
37%
13%

29%
20%
23%
28%

26%
18%
23%
34%

28%
34%
20%
11%
8%

29%
25%
9%
21%
15%

Travel Characteristics by Market of Origin
Primary Trip Purpose
Leisure
Visiting Friends & Family
Work/Business Activity
Other
Mode of Transportation
Private Car/Truck/Motorcycle
Private RV
Airplane
Train
Bus
Other
Average Nights in BC

BC

Alberta

40%
34%
15%
11%

32%
51%
15%
2%

85%
2%
9%
1%
2%
2%
4.1

86%
0%
6%
1%
3%
4%
4.8

Top Activities on Trip by Market of Origin
BC
Alberta
Hiking/Backpacking

Visiting a
National/Provincial
Park

Camping

Hiking/Backpacking

Visiting a
National/Provincial
Park

Golfing

Fishing
Birdwatching

Boating
Fishing/Camping

Average Per Party Daily Expenditures
by Market of Origin
BC
Alberta
$138
$138
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International travel survey (2008-2010)
This section summarizes traveller demographics and trip characteristics of overnight international
travellers to British Columbia and those who had visited the Northern British Columbia tourism
region. The ITS data presented below includes pooled 2008-2010 data to ensure an adequate
sample size for analysis.

Traveller Demographics
by Market of Origin

Washington

California

Germany

United
Kingdom

11%
0%
2%
16%
32%
39%
2.3

4%
16%
13%
9%
26%
31%
2.2

12%
6%
18%
26%
22%
15%
2.4

12%
4%
14%
7%
43%
20%
2.4

Age
18-24 years
25-34 years
35-44 years
45-54 years
55-64 years
65 years and over
Average Party Size

Washington

Average Per Party Daily Expenditures by Market of Origin
California
Germany
United Kingdom

$234

Washington
Sightseeing

$229

$215

Top Activities on Trip by Market of Origin
California
Germany
Shopping
Sightseeing

$290

United Kingdom
Sightseeing

Shopping

Sightseeing

Visiting a
National/Provincial
Park

Visiting a
National/Provincial
Park

Historic Site

Shopping

Visiting a
National/Provincial
Park

Historic Site

Visiting a
National/Provincial
Park

Historic Site

Historic Site

Participating in
Sports/Outdoor
Activity

Museum/Art Gallery

Museum/Art Gallery

Museum/Art Gallery
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Travel Characteristics by Market of Origin
Primary Trip Purpose
Leisure
Visiting Friends & Family
Work/Business Activity
Other
Mode of Transportation
(multiple selection)
Private Car/Truck/Motorcycle
Airplane
Train
Bus
Average Nights in BC
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Washington California Germany

United
Kingdom

48%
5%
2%
45%

81%
11%
2%
7%

88%
9%
2%
1%

80%
17%
0%
3%

76%
17%
4%
3%
6.5

63%
14%
12%
8%
6.5

99%
18%
5%
19%
16.8

82%
28%
19%
32%
9.7
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Northern BC Community Visitor Studies

Traveller Demographics
Age
Under 24 Years
25-34 Years
35-44 years
45-54 Years
55-64 Years
65 Years of Older
Education
Less Than High School
High School
Some Technical, College or
University
College or Technical Diploma
University Degree
Masters or a PhD Degree
Other
Income
Less than $25,000
$25,000 to $49,999
$50,000 to $64,999
$65,000 to $99,999
$100,000 or more
Don't Know/No Response
Party Size
Average Party Size - Total
Average Party Size - Parties
without children
Proportion with Children
Average Party Size - Parties with
children

*Prince
Rupert (2007)

Smithers
VC (2005)

Prince George
VC (2004)

Northern
Rockies (2003)

3%
9%
11%
22%
30%
26%

3%
15%
15%
19%
32%
16%

3%
10%
16%
25%
27%
20%

4%
11%
11%
21%
30%
24%

2%
18%

2%
8%

2%
15%

4%
22%

11%
20%
31%
17%
2%

11%
21%
33%
22%
3%

11%
27%
30%
14%
0%

12%
25%
22%
14%
0%

7%
13%
20%
25%
35%
0%

6%
12%
16%
25%
16%
25%

5%
6%
22%
25%
13%
29%

2.56

2.34

2.30

2.70

2.28
13.0%

2.09
12.8%

2.03
12.9%

14.0%

4.44

3.83

4.10

*Includes “Overnight Leisure Travellers”.
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Travel Characteristics
Primary Trip Purpose
Leisure
Visiting Friends &
Family
Work/Business
Activity
Other
Mode of
Transportation
Private
Car/Truck/Motorcycle
Private RV
Airplane
Train
Bicycle
Bus
Other
Primary
Accommodation
Hotel/Motel/Resort
Campground/RV Park
Friends and Relatives
B&B
Other

Prince
Rupert VC
(2007)

Smithers VC
(2005)

Prince George
VC (2004)

Northern
Rockies (2003)

84%

77%

73%

83%

7%

13%

20%

9%

9%
1%

9%
2%

6%
1%

5%
3%

75%
13%

77%
9%

46%
50%

3%
1%
9%

2%
1%
11%

68%
22%
8%
1%
1%
0%
0%

46%
31%
8%
8%
7%

41%
50%
9%

34%
53%
8%
6%
0%

18%
63%
7%

Community Visitor Study
*Prince Rupert (2007)
Average Days in Local Community
Days in BC
Days Away From Home
Smithers VC (2005)
Average Days in Local Community
Days in BC
Days Away From Home
Prince George VC (2004)
Average Days in Local Community
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0%

BC
3
14
16
BC
5
21
27
BC
3

Market of Origin
Other Canada
US
3
3
14
15
24
41
Other Canada
US
2
3
23
15
51
66
Other Canada
US
3
2

4%

5%

Overseas
2
21
38
Overseas
3
21
50
Overseas
4

43

Days in BC
Days Away From Home
Northern Rockies (2003)
Days Away From Home

11
16
BC
20

10
21
Other Canada
41

13
52
US
51

20
39
Overseas
62

*Includes “Overnight Leisure Travellers”.

Trip Planning
Horizon
During The Trip
Day of Departure
1-6 Days
1-2 Weeks
3-8 Weeks
9-12 Weeks
13+ Weeks

*Prince Rupert
(2007)

Smithers VC
(2005)

Prince George
VC (2004)

1%
3%
8%

3%
1%
3%
3%

4%
3%
5%
6%

24%
10%
55%

21%
17%
51%

28%
16%
39%

Trip Planning
Northern
Horizon2
Rockies (2003)
Less Than 1
Month
1-3 Months
4-6 Months
7-12 Months
More Than 1
Year

27%
23%
19%
6%
25%

*Includes “Overnight Leisure Travellers”.

*Prince Rupert (2007)

Top Activities in the Local Community or Trip
Prince George VC
Smithers VC (2005)
(2004)

Northern Rockies
(2003)

General sightseeing

Sightseeing

Sightseeing/touring

Visiting a provincial,
state or national park

Other sports &
recreation

Land-based outdoor
recreation

Visiting friends & family

Visiting a museum,
heritage or historic site

Fishing

Water-based outdoor
recreation

Hiking/walking

Walking, hiking or
cycling

*Includes “Overnight Leisure Travellers”.

*Prince Rupert (2007)
$202

Average Per Party Daily Expenditures
Prince George VC
Smithers VC (2005)
(2004)
$142

$133

Northern Rockies
(2003)
$150

*Includes “Overnight Leisure Travellers”.
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7.0 Sector Analysis
This section reviews relevant tourism product sector trends and characteristics of visitors by
tourism activities that are relevant for the community. Relevant sources include:
 Travel Survey of Residents of Canada (2008-2010)

International Travel Survey (2008-2010)
 BC Resident Outdoor Recreation Survey (2009)
 Travel Activities and Motivations Study (2006)
 Aboriginal Tourism Opportunities for Canada – UK, Germany, France (2007)
 Aboriginal Blue Print Strategy (2005)
 Fort St. James National Historic Site (FSJNHS) Commercial Group Tour Bookings (2011)
 2011 RV Survey Report (2011)
 North to Alaska Conversion Study (2010)
 Understanding the RV Camping Market in the Rocky Mountain National Parks (2008)
 Mountain Bike Visitor Studies Golden/Rossland (2011)
 Survey of Recreational Fishing in Canada (2005)
 Rec, Sites and Trails Provincial Trails Strategy (2007)
 British Columbia Nordic Ski Facility Client Survey (2007-2008)
 Snowmobile Operators Survey (2008/2009)
 Tourism British Columbia Sector Profiles, Situation Analysis documents, and Tourism
Business Essentials Guides
The Conclusions represent the consolidated analysis from the various sources, often with several
sources used to draw a conclusion. Selected excerpts from the sources named above are
included in Main Findings.
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7.1 Conclusions
a) Nearly all British Columbia residents partake in outdoor recreational activities each
year. Hiking on day trips is the most popular activity followed by beach activities and
swimming.
 Half of Northern BC residents have gone “Freshwater Fishing” in the past year – the
highest proportion among all regions.

b) British Columbian residents that partake in outdoor recreational activities do not
typically travel outside their community to participate in outdoor activities.

c) Word of mouth, past experience, and the BC Parks map are the most common
information sources British Columbia residents would use to plan an outdoor
recreation outing.

d) Domestic travellers are more engaged in “outdoor” activities than international
travellers, who have a mix of sightseeing, cultural, and outdoor activities.

e) Aboriginal tourism is a “value-added” experience to encourage visitation to
communities by creating authentic and participatory experiences in nature. This
product represents a strong opportunity for Fort St. James.

f) The majority of touring travellers along Highway 16 spend overnight in
campgrounds/RV Parks and tend to be of an older demographic.
Ensuring the appropriate accommodation facilities are available and providing softadventure/cultural experiences should be considered in the tourism plan.

g) Festivals and events first encourage local resident participation then draw in the
surrounding communities and regions, and finally travellers to the community.
Fort St. James has a number of festivals and events that run throughout the year; selecting
market-ready festivals for visitors to the community during the summer months should be
rd
evaluated in the tourism plan. Consistent timing on a yearly basis (e.g. 3 weekend in July)
will be important for marketing to travellers. Winter festivals and events should continue to be
developed and marketed to surrounding Northern BC communities.

h) Many Northern BC communities, including Fort St. James, have outdoor experiences
that include fishing, boating, and hiking.
Fort St. James needs to clearly identify and promote its unique experiences for travelers in
order to differentiate itself while at the same time working cooperatively with other
communities along a touring route to offer a critical mass of complimentary experiences.

i)

Winter activities, such as snowmobiling and Nordic, are small niche markets that cater
primarily to residents and travellers from the surrounding areas and are not seeing
substantial growth of the sport.
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Emphasis should first be placed on leveraging “summer” outdoor activities to build marketready products, while continuing to offer winter experiences to Northern BC residents.

Main Findings
Overall Northern BC
Travel Survey of Residents of Canada (2008-2010)
This section summarizes the participation in listed activities of travellers whose overnight
destination was the “Northern BC” tourism region; these activities were participated in during their
trip and not necessarily in Northern BC. The TSRC data presented below includes pooled 20082010 data to ensure an adequate sample size for analysis.

Activities Participated on Trip:
(multiple response)

Hiking/Backpacking
Camping
National/Provincial Park
Fishing
Birdwatching
Beach
Boating
Spectator Sporting Event
Historic Site
Casino
Hunting
Play or Concert
Canoeing/Kayaking
Museum or Art Gallery
Played Team Sports
Festival or Fair
Aboriginal Event
Snowmobiling
Cycling
Golfing
Snowboarding
Theme/Amusement Park
Downhill Skiing
Cross Country Skiing
Other
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BC

Alberta

13.4%
12.8%
11.0%
10.7%
10.4%
7.9%
7.8%
4.4%
4.1%
4.0%
3.8%
3.6%
3.4%
2.8%
2.6%
2.4%
2.1%
2.0%
1.7%
1.1%
0.2%
0.1%
0.1%
0.1%
18.3%

14.5%
10.6%
20.6%
10.6%
6.4%
5.7%
11.0%
3.9%
3.8%
6.8%
0.9%
3.4%
3.4%
8.5%
0.5%
0.0%
0.3%
6.2%
3.9%
12.5%
0.4%
0.5%
0.0%
0.0%
9.4%
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International travel survey (2008-2010)
This section summarizes the participation in listed activities of travellers who had an overnight trip
in British Columbia and had visited the Northern British Columbia tourism region; these activities
were participated in during their trip and not necessarily in Northern BC. The ITS data presented
below includes pooled 2008-2010 data to ensure an adequate sample size for analysis.

Activities Participated on Trip:
(multiple response)

Sightseeing
Shopping
National/Provincial Park
Historic Site
Participate Sports / Outdoor Activities
Museum/Art Gallery
Boating - any kind
Visiting Friends and Relatives (VFR)
Bar / Night Club
Fishing
Zoo/Aquarium/Gardens
Festivals Fairs
Cultural Events
Sports Event
Golfing
Theme /Amusement Park
Casino
Downhill Ski
Hunting

Washington

California

Germany

United
Kingdom

66.0%
57.5%
52.5%
47.2%
44.4%
43.6%
26.2%
23.4%
20.2%
18.9%
10.4%
4.2%
4.1%
3.7%
3.5%
1.4%
0.0%
0.0%
0.0%

62.9%
65.3%
45.1%
56.1%
41.6%
42.9%
11.0%
29.4%
26.6%
21.6%
24.1%
14.5%
10.9%
3.9%
4.0%
8.8%
14.0%
0.0%
3.8%

89.5%
83.2%
86.8%
75.3%
61.3%
62.3%
27.6%
31.3%
10.8%
16.9%
34.5%
6.2%
15.0%
6.5%
0.5%
9.9%
0.4%
1.9%
1.6%

91.2%
86.7%
85.8%
75.9%
52.4%
60.6%
23.4%
45.2%
49.3%
6.0%
27.6%
23.8%
16.9%
11.4%
8.1%
10.1%
5.9%
2.4%
2.5%

BC Resident Outdoor Recreation Survey (2009)
This two-phased, province-wide research project that was conducted to better understand BC
residents‟ outdoor activity choices and preferences. The information presented in this section
focuses on the most popular outdoor activities BC residents‟ participate in with a focus on
Northern BC residents.
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In the past 12 months, have you participated in any of the following
activities in British Columbia
(Multiple Response)
Hiking - Day Trip

55%

Beach activities, including picnicking, at lake …

51%

Swimming - Lake or River

49%

Road Biking or Cycling

44%

Oceanside beach activities, including picnicking

43%

Other nature Viewing or Scenic Photography

38%

Vehicle Access camping in a tent

29%

Bird Watching

28%

Swimming - Ocean

25%

Freshwater Fishing

24%

Mountain Biking on trails with no lift access

21%

Motorized boating on a lake or river (not incl.…

21%

Vehicle Access camping in an RV or Motorhome

20%

Downhill Skiing/snowboarding with lift access

19%

Whale Watching/Other Marine-based Wildlife…

18%

Bear Watching

17%

Canoeing on a lake or river

16%

Motorized boating on the ocean

15%

Visiting non-Resort Based Hotsprings

14%

Non-Vehicle Access camping in a tent, cabin or…

14%

ATV-ing

12%

Saltwater Fishing

12%

Horseback Riding

11%

NONE

9%
Base=All respondents, n=3,928.
Note: Only responses over 10% are shown.
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Kootenay
Rockies

Thompson
Okanagan

Cariboo
Chilcotin
Coast

Van Coast
Mountains

Vancouver
Island

Northern
BC

Total

Hiking - Day Trip

69%

53%

58%

53%

60%

53%

55%

Beach activities,
including picnicking, at
lake or river

70%

67%

66%

46%

47%

63%

51%

Swimming - Lake or
River

73%

63%

63%

43%

52%

56%

49%

Road Biking or Cycling

44%

39%

51%

46%

42%

39%

44%

Oceanside beach
activities, including
picnicking

16%

14%

15%

48%

60%

18%

43%

Other nature Viewing or
Scenic Photography

57%

45%

52%

32%

41%

47%

37%

Vehicle Access camping
in a tent

42%

31%

34%

28%

30%

33%

29%

Bird Watching

46%

32%

34%

25%

32%

29%

28%

Swimming - Ocean

10%

8%

12%

28%

36%

11%

25%

Freshwater Fishing

41%

40%

51%

18%

22%

50%

24%

Mountain Biking on
trails with no lift access

36%

23%

38%

19%

22%

20%

21%

Motorized boating on a
lake or river (not incl.
houseboating)

33%

35%

36%

17%

18%

36%

21%

Vehicle Access camping
in an RV or Motorhome

29%

28%

30%

16%

21%

38%

20%

Downhill
Skiing/snowboarding
with lift access

29%

21%

19%

18%

17%

19%

19%

Whale Watching/Other
Marine-based Wildlife
Watching

10%

10%

13%

16%

32%

15%

18%

Bear Watching

36%

22%

35%

12%

17%

37%

17%

Canoeing on a lake or
river

28%

20%

38%

13%

17%

26%

16%

Motorized boating on
the ocean

3%

5%

3%

14%

30%

14%

15%

Visiting non-Resort
Based Hotsprings

43%

11%

9%

14%

9%

18%

14%

Non-Vehicle Access
camping in a tent, cabin
or hut

15%

14%

17%

12%

15%

24%

14%

Top 20 Activities by
Tourism Region
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Top 5 Activities for Northern BC Residents:
Beach activities,
including picnicking,
at lake or river

63%

Swimming - Lake or
River

56%

Hiking - Day Trip

53%

Freshwater Fishing
Other nature Viewing
or Scenic Photography

Half of Northern BC residents have gone “Freshwater
Fishing” in the past year – the highest proportion among all
regions.

50%
47%

Aboriginal Tourism
There is significant market research available related to the potential for Aboriginal Cultural
Tourism in Canada and British Columbia. The Canadian Tourism Commission, Tourism British
Columbia and Aboriginal Tourism BC have all commissioned primary research to assess market
potential and understand the nature of tourism experiences being sought.

Canadian Tourism Commission: Aboriginal Tourism Opportunities for Canada –
UK, Germany, France (2007)
The Canadian Tourism Commission‟s market research on Aboriginal Tourism Opportunities for
Canada in the UK, Germany and France identifies both target market characteristics and
important product features that the European marketplace is seeking when considering aboriginal
cultural experiences. Below are some highlights from the report for consideration in the tourism
plan.
 The market for aboriginal tourism in the UK, Germany and France is substantial – 85%
of France travellers are interested in Canadian aboriginal products; Germany 72%; UK
46%.
 Aboriginal travel experiences may be highly motivating but tend to serve as a value add
to a destination rather than as a trigger to want to visit a destination.
 European aboriginal experience seekers are very clear on what they want and do not
want in terms of aboriginal travel products. Products that include their participation and
provide enriching experiences are highly valued while products that are entertainment
oriented and distance the traveller from the “Natives” are of lesser value and interest.
Travellers react very negatively to anything that appears artificial or staged.
 The overall need for these travellers is to have a sense of discovery and adventure –
this means authentic interaction with “natives” guiding them through Canada‟s scenic
and beautiful nature.
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 The opportunity to feel something different and do something different in a unique
environment through a unique culture is the strongest emotional trigger – travellers wish
to experience the perspective, insights and aspects of nature that are uniquely
aboriginal and learn from the aboriginal relationship with nature and connection to the
land.
 The traveller‟s most desired benefits are connecting to nature, experiencing a purer
lifestyle, a more spiritual existence, and gaining an immersive understanding of a very
different way of life – this desire for an immersive experience is manifest in longer
experiences sought, typically 3-5 days in duration.
 The younger markets (<50 years) have more enthusiasm for physical involvement (e.g.
canoeing, kayaking, dog-sledding, horseback riding, white water rafting, etc.). Those
over 50 years of age are more interested in softer activities like hiking, walks, nature
observation and indoor activities.
Demographics of travellers:
 More tend to be married, no children, well educated.
 Don‟t tend to investigate aboriginal travel experiences prior to their trip – investigate and
purchase while travelling because there is low awareness of products available prior to
travel and because they want to be sure they will have an authentic experience, not a
“tourist trap”.
Types of experiences being sought (all of which must be authentic):
◦ Opportunities to meet and interact with aboriginal people, experience how they live
now, learn about culture and traditions and understand how they lived in the past.
◦ Strong desire to experience several aspects of aboriginal culture including arts & crafts
(making and doing), dancing and drumming, ceremonies and pow-wows, and
traditional subsistence activities (fishing, hunting, trapping, gathering).
◦ The most significant barrier to the growth of aboriginal tourism in Canada is lack of
awareness of the aboriginal travel experiences available. Travellers also need
assurance that they will be welcomed as they do not want to continue the historical
pattern of Europeans “forcing themselves” on aboriginal peoples.
Tourism British Columbia: Travel Activities and Motivations Survey (2006)
Groups of activities that Canadian and American travellers participated in while on trips have
been summarized based on the 2006 Travel Activities and Motivations Survey (TAMS). The
TAMS demonstrates relative market size by activity and differentiates between travellers that
participated in an activity while on a trip (participate) and travellers whose main purpose of their
trip was a specific activity (motivate). About 170.5 million American and 18.4 million Canadian
people took at least one pleasure trip in 2004/05. A total of 16.8 million North American
(Canadian and American) travellers participated in aboriginal experiences while on an out of town
pleasure trip in these two years.
Activities that motivated (main reason for trip) North American travellers‟ trips differed from
activities that were participated in while on a trip. Aboriginal experiences were the motivator for
approx. 5 million travellers – roughly 1/3 of those that participated in aboriginal experiences. This
research confirms that there is a significant market opportunity for high quality, authentic
aboriginal tourism experiences.
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Aboriginal Tourism Association of BC: Aboriginal BluePrint Strategy (2005)
The Aboriginal Tourism Association of BC (ATBC) was established in 1996 by a group of
aboriginal volunteers who wished to share information, network and collaborate to strengthen
aboriginal tourism in the Province. Today ATBC is a formal Society with a mandate to spearhead
the development of a healthy, prosperous and dynamic aboriginal tourism industry in British
Columbia.
With this vision in mind, ATBC recognized that the industry was falling short of its potential and in
2003 a group of stakeholders was assembled including the Province of BC, Tourism BC, Indian
and Northern Affairs Canada, and Aboriginal Business Canada, to develop a plan of action – a
blueprint strategy - to address weaknesses in the industry and seize market opportunities
associated with the strong interest in cultural tourism.
As part of the Consumer Survey segment of the Blueprint, the post trip survey of travellers who
took part in Aboriginal tourism experiences while on BC trips between June and September 2003
identifies the following market characteristics:
Travellers taking part in Aboriginal tourism experiences in BC tended to be:
 Well educated, upper middle income wager earners, female, baby boomers.
 Visiting primarily from North American and European destinations.

Their travel behaviour relative to other BC travelers indicates that they:
 Take longer trips (average of 23 days) and may therefore be able to participate in a
variety of aboriginal experiences.
 Spend more trip days in BC (average of 13 days).
 Use campgrounds, homes of friends/relatives, bed & breakfasts as well as
hotels/motels.
 Spend more money on trip days (average of $555 per travel party/day).
 Visit more than one Aboriginal location on their BC trip (average of 2.2 sites).
 Visit Aboriginal interpretive centres (24%), attractions (22%), and museums (21%).
Their level of satisfaction with their overall BC experience indicates:
 They are most satisfied with opportunities to visit safe, unique and high quality
natural environments.
 They are least satisfied with opportunities to experience other cultural activities and
foods including those associated with Aboriginal heritage.
Their level of satisfaction with their Aboriginal tourism experiences indicates:
 They are most satisfied with opportunities to view and/or purchase Aboriginal crafts
and handiwork and chances to tour Aboriginal museums and art galleries.
 They are least satisfied with and are seeking more opportunities to experience
authentic Aboriginal facilities, performing arts, cuisine, languages, traditional natural
environments and sporting events and be guided by Aboriginal peoples.
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According to recent results reported by ATBC:




•

Tourist visits have increased 97% between 2006 - 2010
The Aboriginal market continues to be strong with one in four visitors to BC seeking out
an Aboriginal Tourism experience
Aboriginal tourist revenues have increased to $42M in 2010 and increasing to $43 M by
2012
Aboriginal cultural tourism is the fastest growing tourism sector in BC
Consumers demand an Authentic Experience

Touring
General
Travel Profile of Touring Pleasure Travellers
Trends within the Touring Sector


Although the economic downturn and rising gas prices affected the length of trips planned
and the destinations, 75% of American survey respondents indicated that they were
somewhat or very likely to take a road trip in the summer of 2008 with an average expected
1
trip length of 5 days .



Approximately 7% of the Canadian population are RV owners . According to the Recreational
Vehicle Industry Association, one in every ten American vehicle owning households in the 50
to 64 year age group own an RV. The number of baby boomers entering retirement years
combined with faster growth among those aged 18-34 provide indicators of strong growth in
the RV touring segment. The number of American households who own RV‟s has climbed
3
15% since 2001.



Other touring sector segments include bike tours, garden tours, and motor coach tours.
Biking vacations in the United States attracted over 27 million travellers between 2003 and
2008; about half of these were between the ages of 18-34 and 25% have a household
income of $75,000 or more. Approximately 20% of U.S. residents have gone on gardening
4
vacations; with 29% have attended a garden tour . Motor coach tours have been identified
5
as a „green‟ alternative to individual touring .

2

Economic Impact
The economic impact of self-guided touring is difficult to determine. Similarly, very little data on
tour package sales is presently reported. Data on RV and motor coach travel are, however, more
readily available.
1

2008 Great American Road Trip Survey, Rand McNally

2

“A glance at the changing trends in the RV Market segment.” Suzanne Macguire, Ezine Articles, April 20, 2007

3

RV Business Indicators, October 2008. Available at
http://www.rvia.org/AM/customsource/INCL_BusinessIndicators.cfm?Section=Business_Indicators
2008 Domestic Travel „Fast Facts‟ – Travel Trends from A to Z, Travel Industry Association. Available at
http://www.tia.org/pressmedia/domestic_a_to_z.html
4

5

2008 Motor Coach Canada Fast Facts. Available at http://www.buses.org/node/604
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There are an estimated 3,000 motor coaches in Canada. A total of 295 companies employ
15,000 workers, and more coaches cross the border from the United States. It is estimated
that the economic impact of one motor coach tour contributes between $7,000 and $14,000
6
for an overnight trip.



American RVers and campers spent $3.8 billion in local communities between May and
7
8
August of 2004 . RV rentals represent a $350 million industry .



There are over 1 million sites available in 8,000 commercial RV parks and campsites in the
United States; between May and August of 2004 these sites had an average occupancy rate
9
of 47% (58,686,804 occupied site nights) with average spending per site at $65 a night .



Despite the rise in gas prices during the period, RV sales and rentals continued to show
strong increases; in 2003 retail sales equaled $12 billion; sales increased 15.2% in the first
10
five months of 2004 compared to the same time the year before .

Tour Buses
Fort St. James National Historic Site (FSJNHS): Commercial Group Tour Bookings (2011)


FSJNHS experienced 105 Commercial Group Tour bookings in the summer of 2011 (64
through Jonview).



FSJNHS experienced 84 commercial group tour bookings in the summer of 2010 (64
through Jonview)



In general, all Jonview bookings are travelling westwards on Highway 16 from Prince
George to Prince Rupert; this part of an excursion which includes Banff, Jasper, and
Southern British Columbia.



Other bookings include smaller group operators, camping tours, private small group
charters, and unique group bookings like historical societies and hobby clubs.



From informal interactions with clients, most clients indicated spending the night in
Smithers or Terrace and often include „Ksan Heritage Village on their list of destinations.

RV/Driving
North to Alaska: Conversion Study (2010)
The following section summarizes the annual conversion study conducted by the North to Alaska
marketing partnership between the state of Alaska and the Canadian provinces of Alberta, British
Columbia and the Yukon territory. The section below summarizes demographic information and
general trip and traveller characteristics.
The following details the demographic profile of respondents in the 2010 North to Alaska
Conversion Study:


66% male, 34% female

6

See (10) previous page.
“National Survey indicates RVers and Campers Spend Billions of Dollars in Local Communities.” Air Highways Magazine, August
30, 2004. Available at http://rv.net/output.cfm?ID=866107.
8
See (2) Previous page.
9
See (12) previous page.
10
See (12) previous page.
7
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83% are married



94% do not have children under 18 at home



87% are retired



4% work full-time



Average age is 68.4 years



Average total annual household income is $72,000



Average household size is 2.1



28% have a college degree; 18% advanced degree



64% own an RV



Among the visitors that took a driving vacation, one in three (35%) reside in the South,
followed by the West (29%), the Midwest (27%), and the East (10%). States with the
highest proportions of visitors are California (9%), Texas (9%), Florida (7%), Washington
(5%), and Minnesota (5%).



In 2010, more than one in three (36%) of recipients who visited Alaska drove from the lower
48 states through Canada and into Alaska, a decrease compared to 2009 (40%) and 2008
(37%) but an increase from 2008 (31%) and 2007 (26%).



Only 8% took a driving vacation with portions of the trip on the Alaska Marine Highway
Ferry or BC Ferry, compared to 10% in 2009, 8% in 2008, 6% in 2007 and 4% in 2006.



In 2010, visits to Alaska are primarily in the months of June, July and August.



In 2010, overall party sizes average 2.3 people per party (weighted) for the trip through
Canada and into Alaska.



Overall, the average amount spent by all the sources combined during their visit to Alaska,
starting from their crossing of the Canadian border (including transportation costs), is
$6,988 up considerably from 2009 $5,343 and 2008 $5,537. The average expenditure per
person (weighted) for 2010 is $2,985 up significantly from $2,328 in 2009.



On an unaided basis, the Milepost (43% vs. 55% in 2009) is by far the top-mentioned “other
source” visitors used in planning or arranging their trip through Canada and into Alaska.
Other sources mentioned are the Internet (25% vs. 31% in 2009), Maps (10% vs. 34% in
2009) and AAA/travel agent (10% vs. 17% in 2009).



The top-mentioned cities and specific destinations for British Columbia visitors in 2010 are:
Vancouver (27% vs. 19% in 2009), Victoria (12% vs. 42% in 2009), and Prince George
(12% vs. 42% in 2009).



Consistent with previous years, visitors spent the most time in Alaska in 2010. The length of
stay is similar for Alaska compared to 2009, as well as for the entire trip, and also for British
Columbia, Alberta and the Yukon. Average number of days spent by destination: Alaska
(28.5 vs. 24.7in 2009), British Columbia (7.6 vs. 6.9 in 2009), Yukon (5.0 vs. 6.0 in 2009),
and Alberta (4.6 vs. 4.6 in 2009). The entire trip lasted 56.5 much longer than 2009 and
2008 50.5 days.



Overall, the most frequently mentioned activities of 2010 visitors participated in during their
trip through Canada and into Alaska include (mentioned by 50% or more): Native Cultural
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Attraction (64%), Private RV campground (60%), historical tours (58%), sightseeing or city
tour (58%), stayed in a state/federal RV campground.

Festivals & Events
Tourism British Columbia: Travel Activities and Motivations Survey (2006)
In 2004/2005, 2.8 million Canadian travellers and 4.0 million American travellers participated in
11
festivals & events activities and have visited British Columbia. Festivals & Events Tourists are
defined as visitors who have engaged in: carnivals, international film festivals, literary festivals,
music festivals, theatre festivals, farmers‟ markets, exhibitions or fairs, religious festivals,
food/drink festivals, ethnic festivals, western theme festivals, gay pride festivals, firework displays,
hot air balloon events and comedy festivals.

Sport Tourism
Tourism British Columbia: Tourism Business Essentials – Sports Tourism (2011)/Situation
Analysis (2012)
Who are Sports Tourists?
Age – While we often think of adult-oriented sport events, there are a great number of sport
participants who are children and youth. Any youth tournament has parents in attendance as they
are needed to drive, but they are also there to support their kids. For the parents of many young
athletes, following the team becomes a year-round travel and tourism activity. High school sport
events such as the BC AAA Basketball Finals, held over the spring break weekend every year,
are major tourism events. At the other end of the spectrum, masters sport is among the fastest
growing demographic. For example, BC Rugby has tournaments for all ages up to over 70s.
Culture and ethnicity – Sport crosses all cultures. Prince Rupert is the host of an annual First
Nations Basketball tournament. A Kabadi tournament will draw great crowds if marketed to the
South Asian communities who understand it. And one of the largest soccer tournaments in the
Lower Mainland is organized by the Filipino community which draws teams from across North
America, every second year.
The nature of the sport itself will also determine the number and characteristics of its sport
tourists. The largest events tend to be for mass participation individual events such as marathons,
triathlons and cross-country ski loppets; or for team tournaments with lots of teams such as
hockey, soccer and softball. Less popular sports, where the contest is individual, have smaller
tournaments: fencing, boxing or wrestling, for example.
Performance level influences the number and nature of the sport tourists involved. A high
performance baseball tournament will have fewer teams involved than minor ball or a recreational
softball tournament.

Value of Sport Tourism
Sport tourism continues to be the fastest growing sector in the global travel and tourism industry.
In 2008, the sector was estimated to account for US$600 billion or 10% of the international
12
tourism market, with 12 million trips a year taken for the specific purpose of sport tourism. By
11

12

Source: Travel Activities and Motivations Study 2006. Special analysis by Tourism British Columbia.

www.sporttourismexpo.com/sport-tourism
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2010, it was estimated that sport tourism contributed an astonishing 14% of overall travel and
13
14
tourism receipts and that the sector was growing at a rate of approximately 6% a year. At a
time when some traditional tourism trends are in decline, sport tourism continues to thrive and is
expected to grow exponentially in the next decade.
Canadian figures related to sport tourism are outdated, but reinforce the growing value of sport
tourism. According to Statistics Canada, many travel agendas include participation in recreation
and competitive sports and, in some cases, sport may be the overriding purpose for travel. Note
that the following account only for domestic travel.
1996: Statistics Canada found that domestic travellers embarked on over 4 million overnight
person trips involving attendance at sport events. Another 71 million overnight person trips were
15
attributed to Canadians who participated in sport or outdoor activities while on vacation.
1998: The Canadian Tourism Commission‟s research division estimated sport travel in Canada to
be valued at approximately $1.3 billion annually or 4% of the tourism market. The Federal Subcommittee on the Study of Sport in Canada estimated that over 200,000 sport events took place
each year in Canada and the 1998 Canada Travel Survey indicated that 37% of travellers
16
participated in, or were spectators at, a sport event.
2004: Sport travel generated $2.4 billion in domestic spending, according to the 2004 Canada
Travel Survey. The 2004 figures represent an increase of 85% from the 1998 Canada Travel
17
Survey.
2007: Statistics Canada reports that within the context of total tourism receipts, sport tourism
receipts ($2.1 billion) account for almost 4% of this total. Quebec, Ontario, Alberta and British
11
Columbia account for $1.7 billion or 82% of sports tourism receipts.
Maximizing the Tourism Benefits/Growing Sport Tourism
There are a number of ways to grow sport tourism and maximize the returns from investment in
sport events. These include:
 Hosting more events.
 Improving the yield from existing events, by better coordinating sport events with tourism
to maximise visitor volume and length of stay.
 Targeting and supporting events that offer the biggest potential returns in terms of
tourism.
 Spreading the benefits of new and existing events to more regions, rather than just the
major metropolitan centres.

For further information, please refer to
http://www.jti.gov.bc.ca/industryprograms/pdfs/SportTourismTBEGuide2011_July07.pdf.

Mountain Biking
Tourism British Columbia: Mountain Bike Visitor Studies Golden/Rossland (2011)
13

www.breakingtravelnews.com/news/article/vero-to-open-rio-office/
www.businessday.co.za/articles/Content.aspx?id=149285
15
http://dsp-psd.pwgsc.gc.ca/Collection-R/Statcan/87-003-XIE/0030387-003-XIE.pdf
16
http://dsp-psd.pwgsc.gc.ca/Collection/C85-6-6-6E.pdf
17
www.burnettthorneculturaltourism.com/sports_tourism.html
11
www.pch.gc.ca/pc-ch/org/sectr/inter/econ_impct2007/104-eng.cfm#a2
14
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The below tables and graphs summarize the preliminary intercept findings of a mountain bike
visitor study that was conducted in the communities of Rossland and Golden.
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Tourism British Columbia: Tourism Business Essentials – Mountain Bike Tourism
(2008)/Situation Analysis (2010)
Tourism Business Essentials 2008 states that the benefits of mountain biking as a tourism
product have been enjoyed to some extent by BC communities for over a decade, since mountain
bike-specific trails began to emerge in the 1990s. The benefits are three fold:
1. Economic - One of the most compelling benefits of trails is their ability to provide an
economic return to communities by attracting riders from out of town
2. Environmental - Active management and planning of trail systems has led to
rehabilitation of natural landscapes and a decrease in unauthorized trail construction and
use
3. Social - Engaging the younger generations in biking- related projects and providing
opportunities for families to promote and practice a healthy lifestyle
The above benefits are becoming more evident in traveller motivation studies and economic
impact research. The same studies have addressed two major misconceptions about the
mountain biking sector:
1. Mountain biking is in fact a travel motivator and people will travel to destinations
specifically to go mountain biking,
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2. Mountain bikers are well educated, prosperous, and the bulk of them are over 30 years of
age
It is estimated that over 700,000 Canadians actively participate in cycling and mountain biking on
a regular basis. Representing an important part of the tourism market in British Columbia, the
mountain bike tourism industry has a substantial opportunity to realize significant growth.
Currently, one in every twenty visitors to British Columbia, on an annual basis, comes to enjoy the
magnificent product that it has to offer. The province has played host to approximately 6 million
visitors from 2006-2007, which represented 30% of the total domestic overnight pleasure
travellers. Of the 6 million visitors, it is estimated that mountain bike travellers represent
approximately 2%. These numbers identify a potential for significant increase in the market share
being realized in British Columbia. Understanding the consumer will improve the probability of
successfully making British Columbia a world class destination for mountain bike tourists.
Demographics (Domestic):

18

Age:


1 in 5 are between 18-25 years of age



1 in 4 are between 25-34 years of age



1 in 4 are between 35-44 years of age



Less than 1 in 5 are between 45-54



1 in 10 are over the age of 55



1 in 52 are over the age of 65

Gender:
 75.5% of mountain bikers are male
Income:
 More than 1 in 3 mountain bikers have an annual income greater than $100,000


Majority of mountain bikers are full-time paid employees

Education:
 Approximately two-thirds of cyclists and mountain bikers have a post-secondary
diploma or a University degree

Geographics:

19

Domestic:
 There are significant populations of mountain bikers in each province


Higher collectives in British Columbia, Ontario, and Quebec

18

Information on demographics was sourced from Tourism BC activity profile with a focus on recreational cycling and mountain
biking, authored by Nicolette Douglas of Nicolette Douglas Consulting | Research dated November 2008
19
Information on geographics was sourced from Tourism BC activity profile with a focus on recreational cycling and mountain biking,
authored by Nicolette Douglas of Nicolette Douglas Consulting | Research dated November 2008
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Mountain bikers are least likely to live in the Maritimes or prairie provinces such
as Alberta or Saskatchewan



1 in 7 Canadian Mountain Bikers live in Vancouver, BC



Over 50% of Canadian Mountain Bikers have been to BC on an overnight
pleasure trip

Travellers from the United States:
 Approximately 305,000 mountain biking tourists travelled to British Columbia
from the U.S. representing 6% of the pleasure travel population


Mountain bikers are three time more likely to travel to British Columbia because
of its reputation as a world class reputation for mountain biking



BC has attracted 12.8% of the US mountain biking market



Significant population of mountain bikers live in the Pacific states: Washington,
Oregon, and California



California is home to approximately one quarter of the US mountain biking
market



63% of travellers from the US are male



On a ten point scale, Hawaii was rated as the most favourable destination for
mountain biking with a grade of 8.7, while British Columbia received a grade of
7.1, placing it fourth behind Hawaii, Colorado, and California respectively

Psychographics:

20

Decision Making:
 Mountain bikers will decide their destination with safety as a high priority


Are image oriented and will seek information regarding a location based on its
perceived image



The area must maintain the following elements to maximize the potential that
mountain bikers will choose it:
o

Safe environment

o

Pose no health concerns

o

Convenient access by car

o

Many activities for adults

20

Information on psychographics was sourced from Tourism BC activity profile with a focus on recreational cycling and mountain
biking, authored by Nicolette Douglas of Nicolette Douglas Consulting | Research dated November 2008
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o

Opportunity to sight see

o

Offer mid-range accommodations or camping

Information Resources:
 7 in 10 mountain bikers rely on the internet to provide them with travel
information


6 in 10 rely on information they have received from friends and relatives



5 in 10 use their own past experience to make decisions



4 in 10 will utilize maps and Visitor Information Centres



3 in 10 rely on official travel guides, travel agents, and newspapers

Fishing
Tourism British Columbia: Experiences BC Situation Analysis
Summary of research findings:
Freshwater anglers:
 Are male dominated particularly those who travel specifically to fish vs. those
participating in fishing while on a trip to BC
 Are generally >45 years of age (some younger Canadian demographics in the 18-34 age
group)
 Are frequent travelers – several trips per year
 Are affluent (if they are traveling to their fishing destination vs. regional anglers)
 Are largely from BC (78%); others are from Canada and US (Washington, California and
Oregon) – small numbers from overseas
 Have a long history of fishing in BC
 Canadians rate experience highly; Americans less so
 Use friends recommendations to influence travel choices

Trails
Rec, Site and Trails Provincial Trail Strategy (2007)

Estimates of the total number of trails in the province indicate that there are in excess of 6,200
21
multi-use trails with a combined distance of over 28,300 kilometres in British Columbia. This
includes public recreation trails, trails found within the Parks network, regional district, municipal,
and Parks Canada trails, as well as trails converted from former railways.

21

Recreation Trails Strategy for British Columbia, Phase 1, Background Report, May 2007, BC Ministry of Tourism,
Culture and the Arts, and BC Ministry of the Environment. Available at
http://www.tca.gov.bc.ca/sites_trails/docs/Provincial_Trails_Strategy/Trail_Strategy_Background_Report_May23.pdf
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Tourism British Columbia: Travel Activities and Motivations Survey (2006)
Pleasure travellers participating in the 2006 Travel Activities and Motivations Survey (TAMS) who
had been to British Columbia in the past two years, were asked to indicate if they had participated
in a hiking activity while on a trip (in the past two years). Those who had participated in these
activities were further asked if a hiking activity had been a primary motivating factor for any of
their trips.


Canadian hiking pleasure travellers who have been to British Columbia in the past two years
and participated in a hiking activity while on a trip (in the past two years) were slightly more
likely to be female (52%) than male (48%), while the split was reversed for US hiking
travellers, (54% male and 46% female). Among motivated Canadian hiking travellers, those
for whom hiking was the primary reason for at least one trip taken in the past two years, the
gender split was nearly equal. For motivated US hiking travellers, the split became even more
pronounced, with 64% male and 36% female (see Table 1).



In terms of age, the greatest number of participated and motivated hiking travellers were
between 18-34 years of age. This trend was true for both US and Canadian travellers. One
in four of motivated Canadian hiking travellers were between 18-34 years of age.

Nordic
Tourism British Columbia: British Columbia Nordic Ski Facility Client Survey (2007-2008)
The BC Nordic Ski Facility Client Survey research was conducted by Tourism British Columbia in
partnership with the BC Nordic Marketing Society (BCNMS) and various Nordic ski facilities, and
was initiated through the Experiences BC program at Tourism British Columbia. The research
was intended to further develop business owners‟ understanding of their clients and to provide
information in order to support and create sound marketing decisions. Below are some of the
highlights of the research on Nordic skiers in British Columbia; the full report is available at:
http://www.jti.gov.bc.ca/research/ResearchbyActivity/pdfs/all_activity_reports/British_Columbia_N
ordic_Ski_Facility_Client_Report_2007-2008.sflb.pdf
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Tourism British Columbia: Travel Activities and Motivations Survey (2006)
In 2004/2005, over 655,000 Canadian and 626,000 American travellers participated in Nordic
22
activities and have visited British Columbia. Nordic Tourists are defined as visitors who engage
in at least one of the following activities: Cross Country Skiing, Cross Country Skiing – Overnight,
Snowshoeing, Dog Sledding or Ski Touring. From the defined Nordic activities, the majority of
Canadian and American Nordic Tourism were motivated by Cross Country Skiing activities (68%
and 71%), followed by Snowshoeing (38% and 32%).

Snowmobiling
Tourism British Columbia: Situation Analysis for Snowmobile Sector (2009)
The information summarized below was presented in situation analysis document from Tourism
BC‟s Experiences BC program for the Snowmobile sector. One of the key learnings from the
document was that the snowmobile sector is a small and developing tourism sector in BC that
faces some significant challenges in terms of size of available market. These challenges include
a much lower percentage of BC residents who snowmobile compared to other Canadian
provinces, including Alberta (Alberta has 2.4 times the number of snowmobilers than BC, despite
a population of only 74% of BC‟s). As residents of a province are more likely to travel within their
own province than to go to another province (especially if they desire to bring their own
snowmobiles on a trip), this has significant implications for growth of snowmobile tourism in BC.
Tourism British Columbia: Snowmobile Operators Survey (2008/2009)
Summarized below are the high-level results of a survey of British Columbia snowmobile
operators that was conducted by Tourism BC on behalf of the British Columbia Commercial
Snowmobile Operators Association (BCCSOA) in association with the Experiences BC program.
The detailed report is available at:
http://www.jti.gov.bc.ca/research/ResearchbyActivity/pdfs/all_activity_reports/SnowmobileOperat
orsReport2008_2009.pdf
 Overall, there were estimated to be 46,182 clients who participated in snowmobile-based
activities in the 08/09 winter season at one of BC‟s 37 snowmobile tour and/or rental
businesses.
 Nearly one-third of respondents indicated that more than half of their clients were repeat
customers.
 A total of 70% of operators offered half day trips, 61% offered full day trips, and 25%
offered multiple day trips. Guided backcountry, non-guided backcountry and guided
frontcountry trips were the most popular type of trips.
 Backcountry powder trips was the type of service offered most often, followed by
equipment rentals. Not surprisingly, these two types of services also represented the
biggest revenue generators.
 Operators reported that the bulk of their clients were male, with the largest age group
between 35 and 44 years. They were most likely to be travelling with a group of friends.
Interestingly, several operators noted that they had experienced an increase in the
number of clients who were female or those travelling as couples.
 The bulk of clients were tourists travelling from outside of the immediate area, with the
largest group from Alberta.
22

Source: Travel Activities and Motivations Study 2006. Special analysis by Tourism British Columbia.
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 Most often, clients were staying approximately two nights in the area and were primarily
motivated to participate in snowmobile-based activities.

8.0 Current Visitation to Fort St. James
A summary of Visitor Centre statistics for the months of July and August for the period from 2007
to 2010 indicate that Fort St. James currently experiences visitation from two primary market
segments: European touring travelers (Germany, Netherlands, Switzerland) and BC residents.
Based upon Visitor Centre statistics, 76% of visitors are in Fort St. James for the day only. The
majority of visitor information requests relate to attractions, accommodations, adventure
recreation and parks.
The National Historic Site at Fort St. James also collects statistics related to visitation. Highlights
of this research include the following:
 2005 NHS Visitor Survey
◦ Majority older adults (>45) visiting for the first time
◦ Repeat visitors are infrequent visitors
◦ Female skew (59%)
◦ Largest markets – Europe, B.C.
◦ Use travel books, guides, family/friends
◦ Plan either one week out or six months out
◦ Typically enroute between Prince George/ Smithers – Fort St. James is a day trip
◦ Opportunity to integrate more nature, wildlife, aboriginal culture into strong
interpretive program offered
◦ Opportunity to build programs for children/families


2010 NHS Visitor Survey
◦ Visitors remain older >35 yrs (avg. age 50)
◦ 72% first time visitors
◦ Slightly male skew
◦ 59% Canadian – 46% from BC
◦ 30% from overseas – Germany, Holland, Switzerland
◦ Trend – declines in overseas, US visitation %‟s since 2000
◦ Sources of info remain similar (except more use of highway signage) i.e. travel
brochures, previous knowledge, family/friends, VIC‟s
◦ Sightseeing is primary activity of interest



2011 NHS Postal Code Analysis
◦ 53% Canada – 80% BC; 11% AB (40% came from less than 100km away) –
travel with children (27%) and without (73%)
◦ 39% International – Europe (Germany, Switzerland) – majority travel without
children (87%)
◦ 8% US
◦ Opportunity to build local/regional repeat visitation with new events, renewal of
offer, kid-friendly offerings

Data gathered by the National Historic Site also assessed the psychographics of visitors utilizing
the Canadian Tourism Commission‟s Explorer Quotient which categories travelers based upon
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their motivations, the nature of experiences they are seeking and their stage of family evolution.
Both local travelers (those coming from within 150 km radius) and Canadian travelers were
assessed:

Locals (150 km radius)
• Rejuvenators; No Hassle Travelers
• Family Traditions; Fledgling Families
Canadians
• Rejuvenators; No Hassle Travelers; Gentle Explorers and Cultural Explorers
• Family Traditions, Fledgling Families; Emptying Nests
Details of the characteristics of these traveler types are included in an Appendix to this document.
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9.0 Fort St. James Tourism Planning To Date
Planning Context
Tourism planning needs to recognize and, where possible, coordinate with other planning
initiatives that may have relevance for tourism. This planning context is multi-dimensional in terms
of spatial reference (e.g. provincial, regional and local), theme or mandate (e.g. tourism,
economic development, land use, environmental, human resources) and lead agency (e.g.
federal, provincial, private sector). Higher authorities may be engaging in activities that affect
inputs to tourism, or they may be directly undertaking tourism initiatives themselves.
Understanding their areas of responsibility, guiding principles and plan objectives will help identify
gaps and opportunities that can be addressed in a Tourism Plan.
Planning occurs at all levels, nationally, provincially, regionally and locally. Relevant tourism plans
are summarized below:

National Initiatives
The Canadian Tourism Commission (CTC) is the national tourism organization responsible for
marketing Canada as a destination to international travellers following Canada‟s Federal Tourism
Strategy “Welcoming the World” released in 2011.
The strategy focuses on four priorities, which include:
1) Increasing awareness of Canada as a premier tourist destination.
2) Facilitating ease of access and movement for travellers while ensuring the safety
and integrity of Canada‟s borders.
3) Encouraging product development and investments in Canadian tourism assets
and products.
4) Fostering an adequate supply of skills and labour to enhance visitor experiences
through quality service and hospitality.
For further information please refer to
http://www.tourism.gc.ca/eic/site/034.nsf/vwapj/Canadas_Federal_Tourism_Strategyeng.pdf/$file/Canadas_Federal_Tourism_Strategy-eng.pdf

Provincial Initiatives
The main tourism agency in the province is Tourism British Columbia, a part of the Ministry of
Jobs, Tourism and Innovation (MJTI); their five-year tourism strategy is summarized below. A
large number of other provincial initiatives continue to include tourism which are not all
summarized in this document, but instead focus on the Aboriginal Blueprint Strategy and the
Resort Development Strategy.
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Tourism British Columbia – Ministry of Jobs, Tourism and Innovation (MJTI)
23

In 2011, Minister Pat Bell announced the “Gaining the Edge” provincial tourism strategy . The
vision of the five-year strategy (2012-2016) is “a tourism sector that will create jobs, opportunities
and prosperity for British Columbians in every region of the province.”
The strategy proposes that the vision will be carried out by focusing of key markets and activities
where we have a competitive advantage.
Key markets include:

California, Ontario, Japan, South Korea, Australia, Germany, United Kingdom and
emerging markets China, India, and Mexico.

Regions, communities, cities and sector organizations will lead in Alberta, Washington
and the BC resident market.
Key tourism products include:

Touring vacations, city experiences, skiing/snowboarding, Aboriginal tourism,
conventions and meetings and outdoor adventure/eco-tourism.

Regionally important products will be promoted primarily by regional, community and
product sector organizations.
The main goal is to increase visitor volume, revenue, and employment. The target is to achieve
sector revenue of $18 billion by 2016 (5% growth per year). These goals will be achieved by
focusing on four areas:
1)
2)
3)
4)

Leadership through partnership and coordination
Focused marketing
World class visitor experiences
Removing barriers to growth

Aboriginal Blueprint Strategy

24

In partnership with the Province of British Columbia, Tourism BC, Aboriginal Business Canada
and Indian and Northern Affairs Canada, the Aboriginal Tourism Association of British Columbia
(ATBC) has initiated a project to direct the future development and marketing of Aboriginal
tourism in British Columbia. The overall objective of this initiative is twofold: first, to create a
realistic and achievable “blueprint” for Aboriginal tourism product development over the long term
with special consideration given to the 2010 Olympic and Paralympic Winter Games; and second,
to develop a business plan for ATBC that will support the growth of the Aboriginal tourism
industry in British Columbia.
The three major components include:
 Program development in the areas of Product Development, Branding and Industry
Development
 Mobilizing for the 2010 Olympic and Paralympic Winter Games
 A Marketing Strategy

23
24

http://www.jti.gov.bc.ca/tourismstrategy/documents/MJTI_TourismStrategyReport_FNL.pdf
http://www.tca.gov.bc.ca/tourism/aboriginal_tourism.htm
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Resort Development

25

The resort sector represents an enormous opportunity for British Columbia and contributes
significantly to the provincial economy and to the tourism industry. British Columbia has some
700 resorts, from fishing lodges to ski mountains to eco-tourism operations. Development of new
resorts and expansion of existing facilities would provide significant benefits throughout the
province. Resort development and expansion requires the initiative and cooperation of a number
of government ministries, agencies and the private sector.
The British Columbia Resort Strategy and Action Plan (the “Resort Strategy”) was completed in
November 2004 in response to the recommendations of British Columbia‟s 15-member Resort
Task Force Advisory Group. British Columbia‟s resorts and resort communities are key
components of the province‟s tourism sector. This strategy will enhance British Columbia‟s
competitive edge in resort development and lead to the creation and expansion of all-season
resorts in this province. The five key strategic directions are:
 Maintain and Enhance British Columbia‟s Competitive Edge in Resort Development
 Increase Resort Development
 Support Resort Communities
 Improve Transportation Infrastructure
 Build First Nations Partnerships

Regional Initiatives
Omineca Regional Tourism Strategy (2009)
Vision:
“…a thriving tourism industry is recognized and valued as a key contributor to a diversified and
resilient economy.”
Objectives:

Establish a regionally collaborative approach to growing the tourism sector that is
responsive to community interests and market opportunities and that will help the region
to better position itself and to attract visitors who come to BC as a result of the profile
generated by the 2010 Olympics

Make the best use of the region‟s considerable assets to attract tourism and to grow and
diversify the sector

Increase government, investor and resident recognition of and confidence in the
economic potential of tourism in the region

Provide greater certainty for operators across a range of tourism opportunities and
encourage increased investment through the development of a positive business
environment

Mitigate the impacts to tourism resulting from the mountain pine beetle infestation and its
management
Recommendations:
1) Address land and resource information, planning and policy issues to increase certainty
for tourism operators and potential investors
2) Improve access and accessibility for travellers to and within the OBAC region

25

http://www.tca.gov.bc.ca/resort_development/strategy/strategy_and_action_plan.htm
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3) Increase awareness of the nature and value of, and the opportunities associated with,
tourism in the region

4) Increase tourism in the region by using its features and attractions to full advantage
Regional District of Bulkley-Nechako
Long-range planning includes the preparation, review and administration of the Regional District's
seven Official Community Plans (OCPs). It also includes the development of planning studies,
policy development and participation in the review of Provincial planning initiatives (such as
26
Crown Land Plans and Land and Resource Management Plans).
The Regional District of Bulkley-Nechako created a position to assist with Community Economic
Development across the Regional District. The Regional Strategic Development Analyst works
with the Board of Directors, municipalities and existing economic development agencies to
diversify the regional economy and increase resident quality of life. The mandate for this position
includes marketing the region for the purposes of new business attraction as well as tourism,
27
business support services and non-profit society assistance.

Local Initiatives
The District of Fort St. James has developed a number of plans that incorporate tourism
initiatives. At the highest level, the 2010 Official Community Plan and the 2009 Integrated
Community Sustainability Plan includes broad policy statements in support of tourism
development as a priority opportunity. Specific initiatives identified that will enhance the visitor
experience include:
◦ Downtown/community revitalization/ beautification, develop and bring lake to the
forefront
◦ Fine dining, accommodation
◦ Recreation/community and convention centre
◦ Development of trails/Ecotourism
◦ Marketing and promotion
Previously, as part of the Land Resource Management Planning process in 2000 a number of
tourism product development opportunities were identified including:
◦
◦
◦
◦
◦
◦
◦
◦

Nordic Skiing/Ski Touring
Snowmobiling/Dog Sledding
Lake and River Activities/Loop Tours
Wildlife/Nature/Heritage/Cultural Viewing
Mountain Bike Touring
Horse Packing/Trail Riding
4x4/ATV Touring
Destination Lodges/Resorts

In 2007, a Community Tourism Plan identified the following strategies:
◦ Create a Regional Tourism Authority
◦ Work with NBCTA
◦ Design/distribute Summer and winter brochure
26
27

http://www.rdbn.bc.ca/index.php?option=com_content&task=view&id=50&Itemid=195
http://www.rdbn.bc.ca/index.php?option=com_content&task=view&id=271&Itemid=195
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◦
◦
◦

Relocate VC
Demolish library and create greenspace, views
Lake front development planning process

Further to this planning process, the Fort St. James Tourism Committee has been working on
marketing initiatives with NBCTA and the library has been demolished creating greenspace.
In 2009, a Growth Opportunities plan for the District of Fort St. James identified the tourism sector
as an opportunity for growth and recommended the following occur:
◦ Magazine advertising
◦ Branding
◦ NBCTA relationship
◦ Liability insurance
◦ Pursue new tourism experiences
◦ Build upon and develop new events
◦ Improve signage
◦ Cross promote with Barkerville/Bowron Lakes
◦ Promote Fort St.James as „gateway to northern outdoors experiences‟
◦ Circle road
New highway signage has been installed, although the branding „More than a One Horse Town‟ is
ambiguous and does not capture a defensible competitive position for Fort St. James tourism
experiences.
While all of the previous planning exercises have identified opportunities to grow tourism in Fort
St. James, the plans did not identify resources in support of implementation and consequently
absent resources and clear priorities much of this planning work has remained theoretical.

10.0 Fort St. James Tourism Product Analysis
Fort St. James Historic site is a restored Hudson‟s Bay Company post on the southern shores of
th
Stuart Lake. It is commemorated as a centre of trade and commerce in the 19 century fur trade.
The National Historic Site displays the largest group of original buildings representing the fur
trade in Canada. It allows visitors to see life as it was in the 1890‟s. The National Historic Site is
an anchor attraction that draws visitors from European markets and from British Columbia
(primarily regional). The visitor experience is very highly rated by travelers who expect a lesson
in history and walk away with a more personal experience. This is due to the quality of
interpretation and efforts made in recent years to incorporate hands-on experiences and
interactive displays. Visitor surveys have noted the opportunity to incorporate more nature,
wildlife and aboriginal cultural experiences at Fort St. James and also to provide more family/child
friendly experiences for the regional family market. Special events and experiences continue to
be introduced to encourage repeat visitation from the regional market and to promote longer
stays e.g. B&B in the officer‟s quarters.
Other historic sites of interest include the Our Lady of Good Hope Church built in 1873 – the third
oldest church in British Columbia and the Hudson‟s Bay Cemetary.
Aboriginal cultural opportunities beyond experiences offered at the National Historic Site include
21 Carrier pictographs located on the north shore of Stuart Lake. These pictographs are
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accessible only by water. The gravesite of Chief Kwah, an influential and respected leader of the
Carrier First Nation is found at the mouth of the Necoslie River.

Aviation enthusiasts will find a 1/3 scale model of a W34 Junker plane in Cottonwood Park. As
well the Russ Baker Memorial commemorates the famous bush pilot known for opening up the
north. Cottonwood park offers a scenic picnic spot and four campsites.
The KDL Bike Park is a mountain biking skills park that has a pump track, technical features area,
jump lines, slope style features and trails built into a 2 acre area. As well there a a vast number of
biking trails for intermediate to advanced riders.
There is a variety of hiking experiences close to town including the easy 4km Loop Trail that
begins at Cottonwood Park and follows the shores of Stuart Lake. Intermediate to advanced
hikes include the Mount Dickenson Trail (1-2 hour return) and Mount Pope (6 hours return).
Many hikes offer spectacular views of Stuart Lake. Advanced hikers frequent the Nyan Wheti 45
km pack trail that connects Stuart Lake to Fraser Lake.
Stuart Lake itself is a draw for visitors who enjoy boating and angling. Stuart Lake contains
Rainbow Trout and is known for its large catches. There is one operator offering equipment
rentals. The challenge of securing liability insurance is a deterrent for boat rental, lake tour
operators. Boat launches are available in a number of locations including Cottonwood Marina,
Stuart River Campground, Paarens Beach Provincial Park, Pitka Bay Resort and Sowchea Bay
Provincial Park.
Many regional families have cabins on the lake although their economic contribution to local
businesses is considered to be modest given that they travel with most of their supplies and do
not frequent the downtown area.
Fort St. James is the gateway to the Nation Lakes Canoe Route. The Nation Lakes are located
100 km to the north of Fort St. James and consist of a chain of four lakes: Tsayta, Indata,
Tchentlo and Chuchi. To canoe the lake chain takes 5-10 days. One operator is known to
provide transfers as this is not a circle route.
Murray Ridge Ski Hill offers alpine and Nordic skiing and is frequented primarily by close in
regional residents. There are 20 km of groomed and track set cross country trails with a 3.7 km
lighted loop and warm up building. There are 22 alpine runs with a vertical drop of 1,740 feet and
a base elevation of 2,300 ft. Equipment rentals and lessons are available. It offers good terrain
and is affordable for local families.
Fort St. James has several events including Music on the Mountain, a three day festival of music,
th
dance and poetry. This year the event will be held on August 24-26 and will include 120 artists
targeting 500-600 attendees. The majority of attendees will camp onsite.
The annual Stuart Lake fishing derby is held in July each year with a $5,000 first prize for the
largest Rainbow trout that draws entrants from Prince George, Vanderhoof and the Cariboo.
Approximately 500 entrants are anticipated (including local residents).
The Caledonia Classic is a dog-sled race held each February which draws mushers from around
the Province. This is a qualifying event on the dog-sledding circuit.
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Thunder on Ice was an annual snowmobiling event that was held in previous years but due to
„volunteer burn-out‟ has not occurred since 2008. The local snowmobile club manages a network
of snowmobile trails.

Visitors who wish to stay overnight in Fort St. James have a variety of accommodation options
ranging from camping, B&B‟s, motels and hotels. New ownership of the Fort St. James Hotel is
planning extensive renovations.

11.0 Current Marketing and Sales Efforts
Tourism marketing of Fort St. James experiences is undertaken by several organizations:

Tourism BC/Northern BC Tourism Association
Fort St. James has a presence on www.hellobc.com the provincial tourism website managed by
Tourism BC that receives more than 6 million unique visits each year. There is always
opportunity to contribute additional community content and to blog about Fort St. James
experiences.

Regional District of Bulkley-Nechako
The Regional District has developed a tourism plan for the region and is currently working with
Northern BC Tourism Association on a number of initiatives. A lure brochure has been produced
that features communities in the Regional District. This 12 page brochure is distributed
throughout Visitor Centres in BC and in key gateways such as the Prince George airport.
The Regional District is also building an image bank of stunning photography for use in upcoming
marketing and is planning to attend several Outdoor Adventure Shows including those held in
Vancouver and Calgary in order to promote the District and its eight municipalities (Vanderhoof,
Fort St. James, Fraser Lake, Burns Lake, Granisle, Houston, Telkwa, Smithers).

District of Fort St. James
A guide to Fort St. James has been published that serves both to promote Fort St. James to
visitors and to prospective businesses. This guide utilizes the tagline „A Great Place to Be‟ which
is also somewhat ambiguous and difficult to defend against a competitive set.
Fort St. James has partnered with Northern BC Tourism Association on a number of initiatives
including:
 Highway signage at Highway #16 turnoff
 Simon Sees video featuring skiing, dogsledding, and snowmobiling
 Advertising in NBC Travel Guide

Fort St. James National Historic Site
The Fort St. James National Historic Site is promoted on the Parks Canada website. As well, it
participates in media tours in order to secure editorial coverage in a variety of publications.
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Other Marketing Activities
Various festivals and events utilize posters, radio and social media in order to promote
themselves.

12.0 Summary Fort St. James Tourism
Strengths/Weaknesses/ Opportunities/Threats
The tourism product development and marketing and sales strategies which follow are intended
to leverage the following Fort St. James tourism strengths and seize high return opportunities
while being cognizant of the weaknesses and threats being faced.

Strengths
•
•
•
•
•
•

Gateway to spectacular nature, outdoor recreation opportunities – four seasons
National Historic Site – visitor experience very highly rated
Unique aboriginal culture
Friendly, passionate locals
Affordable experiences
Easily accessible experiences in nature

Weaknesses
•
•
•
•
•

Limited infrastructure and amenities for visitors (accommodation, retail, restaurants,
equipment rentals etc.)
Perceived as a day trip only
Limited resources for promotion
Visibility of social issues detracts from visitor experience
Odour associated with lagoons

Opportunities
•
•
•
•

Clearly define unique competitive advantage and focus resources
Work closely with partners to leverage resources
Identify target markets and purchase influencers – effectively promote a unique selling
proposition
Invest in tourism products/experiences as resources permit

Specifically, meeting participants suggested the following opportunities be considered in the
tourism plan:
◦ Attract more bus tours; have all bus tours stay longer and experience more
than just NHS
◦ Convert the 2-3 hour stay of all visitors to the NHS to a longer visit
◦ Lure more FIT touring market off Highway #16
◦ Leverage student visitation to the NHS – 1,200 students annually – extend
experience offered – interpretive tours (hiking, boating) etc.
◦ Finalize road connection to Mackenzie (reduce travel time – 200 km vs 345
km trip)
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◦
◦
◦

◦
◦
◦
◦
◦
◦
◦
◦
◦
◦
◦
◦

Develop mountain biking trails; work with Burns Lake, Prince George,
Smithers
Create a Winterfest – snowmobiling, dogsledding – 2-3 day event promoted
in regional markets – packaged with accommodation
Create a Summerfest – combine Music on the Mountain with other summer
activities like mountain biking

Create hunting packages that include experiences for non-hunting members
of family
Promote Stuart Lake fishing derby more extensively
Promote Murray Ridge more extensively
Leverage proximity to Nation Lakes Canoe Route and offer pre/post stays,
transfers, supplies and other services to support those wishing to experience
the Route
Offer boat tours on Stuart Lake; tours to pictographs
Develop a scenic drive with interpretive signs; self-drive maps
Offer hands-on experiences to create traditional handicrafts, traditional foods;
offer finished products for sale
Rebuild traditional First Nations trails – Fort St. James to Mcleod – 3 day hike
one-way
Rebuild traditional village
Develop a Cultural Centre
Undertake a branding review
Initiate and action partnerships – collaborate and make things happen!

Threats
•
•
•

Continued economic uncertainty and lowered consumer confidence reduces propensity
to travel
Gasoline prices reduce touring traffic
Strength of Canadian dollar deters visitation to Canada

13.0 Target Markets
Based upon a review of available market research and knowledge of the strengths, weaknesses,
opportunities and threats facing Fort St.James tourism, the District of Fort St.James/Fort
St.James Tourism Committee should target the following markets:
Primary markets:
Two primary markets should be targeted:


Day-trippers and short get aways from the regional markets within a 2 hour radius
(Smithers-Prince George). Well educated and reasonably affluent couples and
families interested in learning and experiential opportunities, festivals and events and
outdoor adventure are most likely to be interested in the current Fort St.James
tourism product offerings.
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Longer haul travelers who are touring through the region and who are interested
specifically in history/heritage and aboriginal cultural experiences. Geographically,
these visitors are most likely from UK, Europe (Germany, Netherlands, Switzerland)

Secondary markets:
Specific niche markets should be targeted on a secondary basis:


Canoe enthusiasts interested in the Nation Lakes Route and requiring supplies,
transfers etc.



Anglers/boaters wishing to visit Stuart Lake as well as the surrounding lakes and
requiring a base from which to travel
Winter enthusiasts interested in snowmobiling, dog-sledding, downhill skiing, Nordic
skiing



14.0 Tourism Strategies and Tactics
The development and marketing of tourism experiences should first be informed by an
understanding of unique selling proposition to ensure that the experiences offered are unique,
authentic and set Fort St. James apart from its competition. Many communities in British
Columbia offer access to nature, scenery, lakes, wildlife, heritage and culture. Fort St. James
must define and defend a competitive position by leveraging its unique assets. Specifically, Fort
St. James unique selling proposition must leverage the following:
◦
◦
◦

◦

Fort St. James National Historic Site – authentic and engaging experiences
showcasing the history of Canada
Unique aboriginal culture of local First Nations
Select key events such as:
 WinterFest – multi-day winter experience offering snowmobiling events
(Thunder on Ice); dog-sledding events; downhill and Nordic skiing; skirun-skate triathalon etc. along with entertainment (concerts, films,
photography/videography) and food
 Summer Music Festival
 Farmers‟ Market
Nation Lakes Canoe Route

Tourism Product Development Strategies
1. Develop enhanced aboriginal cultural experiences as Fort St. James National Historic Site –
possible experiences include:
a. Traditional aboriginal foods offered for sale
b. Traditional aboriginal handicrafts offered for sale
c. Hands-on programs (for an additional cost) such as drum making, dream catcher
making, moccasin making
d. Daily storytelling
e. Guided interpretive hikes/boat tours with local aboriginal guide
f. Traditional accommodation – overnight stays
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2. Continue to expand family friendly special events at the National Historic Site and tie in these
events to other activities happening in town to circulate people beyond the NHS to other local
venues e.g. Cottonwood Park, Farmers‟ Market etc.
3. Create a suite of Nation Lakes trip planning services – connect with existing shuttle operator
(Tsayta Lake Lodge) to brainstorm other services and amenities that should be developed to
service this market
4. Expand content and programming of Music on the Mountain to create a „must-attend‟ event
for the regional market (requires paid coordinator – can leverage existing positions at the
District and Nakaz‟dli)

5. Create a WinterFest showcasing local snowmobiling opportunities (Thunder on Ice and trail
riding); dogsledding, Nordic and alpine skiing. This will also require paid coordination and
could potentially leverage the existing positions at the District and Nakaz‟dli.

Tourism Marketing and Sales Strategies
1. Undertake a branding review to confirm Fort St. James unique selling proposition and key
messages and translate these into an identity/tagline to be deployed throughout all
subsequent marketing and promotional efforts. The current taglines „A Great Place to Be‟
and „More than a One Horse Town‟ do not convey a compelling reason to visit or create
sufficient intrigue to warrant further investigation.
2. Continue to build upon partnerships with the Regional District, Northern BC Tourism
Association (NBCTA), Tourism BC and as new aboriginal product is launched, build
partnership with Aboriginal Tourism Association of BC (AtBC)
2.1. Conduct regular planning meetings with the Regional District and NBCTA to share
information and ideas and leverage marketing and sales resources
2.2. Ensure Fort St.James tourism experiences are understood and promoted in regional
Visitor Centres – meet with Visitor Centre front line staff and educate them on Fort
St.James experiences
2.3. Join Aboriginal Tourism Association of BC and access their marketing and sales
programs
3. Enhance Fort St.James web/social media presence www.fortstjames.ca (which links back to
www.stuartnechako.ca )
3.1. Expand Fort St.James content on www.hellobc.com with blog entries, festivals and
events listings etc.
3.2. Work together with Regional District to secure high quality photography and video
related to Fort St. James visitor experiences and showcase this on website and in social
media
3.3. Ensure high organic placement on key search terms for target markets
3.4. Develop social media marketing strategy to build followers/ambassadors and create a
community of travellers interested in visiting Fort St. James. This will be particularly
effectively in niche markets who are already participating in social media related to their
interests:
3.4.1.Mushers community
3.4.2.Snowmobilers/sledding community
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3.4.3.Freshwater anglers community
3.4.4.Canoeing/kayaking community
4. Cross promote other visitor experiences available in Fort St. James at the National Historic
Site which is the motivating destination for most visitors e.g. boat tours reservations desk;
What‟s On in Town listings; Things to do in Fort St. James
5. Utilize highway signage to promote upcoming and ongoing events in Fort St. James in order
to convince travelers to turn off Highway #16.
6. Update the Fort St. James „lure brochure‟ to feature new brand and key messages and
distribute in key gateways such as BC Ferries, Prince Rupert VC, Prince George VC etc.

7. Promote WinterFest and Summer MusicFest in regional markets (newspaper advertising,
radio advertising); as well as on Fort St. James website, www.hellobc.com and on Facebook
page
8. Secure editorial coverage in target market publications (regional newspapers, magazines)
that showcase Fort St. James tourism experiences
8.1. Work closely with media managers from NBCTA/AtBC to create Fort St.James tourism
story ideas; host visiting journalists and showcase experiences; provide stunning library
of photographs to support editorial coverage
9. Build relationships with inbound tour operators and international outbound operators for
inclusion in tour itineraries
9.1. Work closely with sales managers at NBCTA/AtBC to identify appropriate tour operator
partners and match them with export ready Fort St.James tourism product
10. Establish a baseline for the value of tourism in Fort St. James and begin to collect data on
number of visitors, area of origin, trip motivating factors etc. in order to inform future
marketing strategies.
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15.0 Implementation Plan
A variety of resources is available to assist in the implementation of the identified strategies and
tactics. Tourism BC offers industry resources free of charge online at
http://www.jti.gov.bc.ca/industryresources/index.htm As well, Northern BC Tourism Association
provides assistance to tourism organizations in the region – www.travelnbc.com for more details.
Funding available for implementation of the plan is estimated to be as follows:
District of Fort St. James – Economic Development
NBCTA CTO funds
Omineca Beetle Action Coalition

$10,000

Total estimated funds available

$50,000

$10,000
$30,000

It was noted that each of these sources of funds has its own stipulations and limitations e.g.
NBCTA funds cannot be utilized for staff positions. However, collectively these sources were
considered appropriate for plan implementation.
Implementation of the tourism plan will be led by the District of Fort St. James in collaboration
with the Fort St. James Tourism Committee. Meeting participants identified the following priorities
for implementation:
1. Expand membership on the Fort St. James Tourism Committee and begin meeting
regularly to review plan and status implementation – Timing – May, 2012 and ongoing
2. Work with Tourism BC Research Services/NBCTA to establish the Value of Tourism in
Fort St. James baseline and set growth objectives relative to the baseline – Timing –
Summer 2012
3. Share highlights of the Community Tourism Plan, the Value of Tourism and objectives for
tourism growth with local Councils – Timing Fall 2012
4. Apply for Omineca Beetle Action Coalition funding to support plan implementation –
Timing – May, 2012
5. Leverage OBAC and local economic development funding with CTO funds available
through Northern BC Tourism Association – Timing Summer 2012
6. Hire and train a local event coordinator (it was noted that this position could leverage
existing positions in the District and Nakaz‟dli staff structure) – Timing June, 2012
7. Develop two signature festivals (summer and winter) to draw regional markets to Fort St.
James. The summer event would leverage the existing Music on the Mountain festival
and incorporate new content to create opportunities for longer stays in the community.
The winter event would include the range of winter activities available in Fort St. James
leveraging the existing dog sledding event, reinvigorating the Thunder on Ice
snowmobiling event and incorporating Nordic/alpine skiing at Murray Ridge – Timing –
Summer 2012/Winter 2012/13 and ongoing
8. Develop a promotional plan for these two signature events focusing on regional family
markets and specific interest niche markets and execute this plan - Timing - Summer
2012/Winter 2013 and ongoing
9. Develop new web/social media content featuring core elements of Fort St. James unique
selling proposition including high quality photography and video footage – Timing - 2012
10. Begin promoting other Fort St. James visitor experiences at the National Historic Site
where the majority of visitors are destined through the creation of a „Things to Do in Fort
St. James/What‟s On‟ flatsheet – Timing – Summer 2012 and ongoing
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11. Support new event and aboriginal cultural experience development led by the Fort St.
James National Historic Site and the Nakaz‟dli as they continue to add programming
content for the regional family market and for the touring market – Timing – Summer
2012 and ongoing
12. Work with media relations teams at NBCTA and AtBC to generate story ideas for visiting
journalists and secure coverage in outlets utilized by target markets – Timing – 2012 and
ongoing
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Appendix – Explorer Quotient
Explorer Type: No-hassle Traveller
A bit of an escapist, you search for worry-free and secure travel. You look for relaxation,
simplicity, and a chance to experience the outdoors with family and friends.
Keep it simple: decide where to stay, how to get there and leave your worries behind.
Personality traits:
flexible
rational
spiritual
careful
energetic
open-minded
discriminating consumer
Most likely to be seen at:
festivals
theatres
museums
guided tours
No Hassle Traveller
In the world of explorers, you are a No-Hassle Traveller. As a bit of an escapist, you search for
relaxation and simplicity when you get away. You prefer worry-free travel and spending time
travelling with family and friends. Short breaks and getaways are preferred to long-distance
travel. After planning the basics of the trip (accommodations, transportation), you like to fill in the
details as you go. Along the way, you hope to see and expose your family or travel companions
to the beauty of natural scenery and different cultures.
Travel values:


Seeks a getaway from everyday stresses and responsibilities



Likes the purity and serenity of open spaces



Prefers safety of familiar places



Not interested in standing out in a crowd or being obvious



Many trips focused on visiting family and friends



Enjoys group travel and socializing with others
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Explorer Type: Free Spirit
Something of a thrill-seeking hedonist, travel satisfies your insatiable need for the exciting and the
exotic.
Seize the day and experience the best of life, check the next hot spot off your list and keep
moving.
Personality traits:
open-minded
ambitious
enthusiastic
fun-loving
adventurous
curious
social
Most likely to be seen at:
luxury hotel
tourism hot spot
top restaurant
night club
Free Spirit
In the world of explorers, you are a Free Spirit. Something of a thrill-seeker, travel satisfies your
insatiable need for the exciting and the exotic. You like the best of everything and want to be with
others who feel the same way. You have a lot of energy and want to see and do everything. It all
adds to the fun! Young, or young-at-heart, you travel for the thrill and emotional charge of doing
things. Carpe diem!
Travel values:


You're a sampler; you like to see and experience a bit of everything



Indulgence - enjoy the best you can afford!



Constant exploration



Prefers journeying with like-minded people



Assesses several options for the best value



Free & easy - some structure and planned
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Explorer Type: Cultural History Buff
You strive to go beyond your own roots to understand the history and culture of others. You are
the most likely to own a passport, and you enjoy solitary travel.
Focusing on the cultures of others, you follow your interests with an open and detailed-oriented
mind.
Personality traits:
idealistic
positive
open-minded
independent
detailed
curious
progressive
considerate
Most likely to be seen at:
museums
galleries
heritage sites
festivals
Cultural History Buff
In the world of explorers, you are a Cultural History Buff. When you travel, you are likely pursuing
a personal interest or hobby, making the experience more intrinsically rewarding. You strive to go
beyond your own roots to understand the history and culture of others. Travelling alone or in
small groups, you seek the freedom to observe, absorb and learn at your own pace, unhurried by
others or driven by rigid schedules.
Travel values:


Learns everything about a place, time, or culture



Hobbies; pursues personal interests when travelling



Too much comfort detracts from authentic experiences, luxury hotels are not your style



Rejects standard tourist "fare"; not afraid to chart your own course



Likes to understand past cultures and their present context



Prefers to visit places alone or in small groups



Little interest in learning about one's own roots or heritage

Ministry of Jobs, Tourism and Innovation

85

Explorer Type: Gentle Explorer
You like to return to past destinations and enjoy the security of familiar surroundings. You
appreciate convenience, relaxation and typically look for all the comforts of home.
Take it easy and let someone else do the planning; find your new favourite place and come back
next year.
Personality traits:
conservative
reliable
traditional
solitary
selective
discriminating
fun-loving
Most likely to be seen at:
branded hotels
spa
cottage
organized tour
Gentle Explorer
In the world of explorers, you are a Gentle Explorer. You like returning to past destinations and
enjoy the security of familiar surroundings. You seek the most comfortable and serene places
when you get away and avoid the unknown. Well-organized travel packages and guided tours
that take care of all the details appeal to you - travel should be fun, not extra work! And if it's fun,
chances are you'll be back.
Travel values:


Seek comfort in familiar surroundings



Prefers pre-planned trips that leave little room for error



Selective - wants luxury, exclusivity and pampering



Not sentimental and not concerned about travel memories



Focuses on relaxation, not the local culture



Likes organized tours that leave decision making to others
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Explorer Type: Virtual Traveller
Tending not to travel very often, you prefer the comforts of home to the uncertainties of new
places or cultures.
Follow your own schedule and keep things flexible and close to home.
Personality traits:
community-minded
traditional
cautious
practical
modest
Most likely to be seen at:
motels
family events
cottage
casinos
Virtual Traveller
In the world of explorers, you are a Virtual Traveller. Tending not to travel very often, you prefer
the comforts of home to the uncertainties of new places or cultures. Often very active locally, you
usually find enough to satisfy your sense of exploration within your community. Rather than being
restricted to the confines of pre-packaged tours, you prefer the flexibility of being able to decide
what you want or don't want to do on your own. Your trips tend to be shorter, closer to home and
centered on family events.
Travel values:


Enjoys simple, understated pleasures



Seeks comfort in familiar surroundings



Little interest in exploring cultural roots or historical sites



Being part of the group and seeing all the main tourist attractions is not your style



You like following your own schedule
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Explorer Type: Cultural Explorer
You are a very active traveler who enjoys frequent weekend escapes. Always on the move, you
immerse yourself in nature, local culture and history.
Easy-going and creative, you talk to the locals, get in on the action and take the road less
travelled.
Personality traits:
positive
open-minded
curious
risk-taker
flexible
easy-going
energetic
creative
Most likely to be seen at:
heritage sites
cultural events
museums
festivals
Cultural Explorer
In the world of explorers, you are a Cultural Explorer. You seek constant opportunities to
embrace, discover, and immerse yourself in the entire experience of the culture, people and
settings of the places you visit. Not content to just visit historic sites and watch from the sidelines,
you want to participate in the modern-day culture as well. You often attempt to converse with
locals, attend local cultural festivals, or go off the beaten track to discover how people truly live.
Travel values:


Journeys with like-minded people



Enjoys ancient history and modern culture



Seeks to learn everything about a place, time, or culture



Constant exploration - always planning for the next trip


Does not need to see every "recommended" site to have a good trip



Experiences the culture as genuinely as possible
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Explorer Type: Authentic Experiencer
Your traveller type is something of an improv artist, exploring nature, history and culture, all on
the path to personal development.
Authentic Experiencer
Independent and curious, you love to immerse yourself in the places you visit, before, during and
after.
Personality traits:
spontaneous
discrete
ethical
eco-conscious
independent
open-minded
curious
Most likely to be seen at:
nature reserves
world heritage sites
hiking trails
museums
Authentic Experiencer
In the world of explorers, you are an Authentic Experiencer. With a foot in both worlds, you
appreciate the understated beauty of natural and cultural environments. You enjoy using all of
your senses when you explore your chosen destination and really get to know the places you
visit. You quickly adapt to personal challenges and risks, easily figuring out how to make the most
of every situation. You want to be fully immersed in your travel experiences and tend to stay away
from group tours and rigid plans.
Travel values:


Learns everything about a place, time, or culture before, during and after your travel there



Enjoys vast natural settings and wonders



Cultural immersion and integration with the local culture



Travel is about personal development, not escape



You are comfortable adjusting to new environments



Seeks self-improvement through understanding others

Ministry of Jobs, Tourism and Innovation

89

Explorer Type: Rejuvenator
For you, travel is a chance to totally disconnect and get away from it all. When you travel, you
want to stay in top hotels where you are most comfortable, secure
Leave work behind, sit back and relax. There‟s no time for stress when you‟re busy getting
comfortable.
Personality traits:
family-oriented
traditional
ambitious
impulsive
relaxed
discriminating
social
Most likely to be seen at:
family resorts
spas
hotel restaurants
tourist hot spots
Rejuvenator
In the world of explorers, you are a Rejuvenator. For you, travel is a chance to totally disconnect
and just "get away from it all." All you want to do is escape, recharge and renew. You usually take
short vacations to familiar destinations, often for family visits and celebrations. While you might
seek out destinations with a few interesting things to see and do, you don't want overly-hectic
schedules of events. After all, travel is meant to be relaxing, not extra work!
Travel values:


Seeks a getaway from everyday stresses and responsibilities



Prefers familiar surroundings



Wants comfort, but is not wasteful



Likes sharing experiences with close friends/family



Leave the culture and history for school, anything that might involve work is not a holiday



Enjoys being pampered and cared
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Explorer Type: Personal History Traveller
You travel to gain a deeper understanding of your ancestry and heritage. Your travel tends to be
a shared experience, both during and after the trip.
Explore your family heritage and share your discoveries with your friends when you get home.
Personality traits:
conforming
traditional
ambitious
aspiring
anxious
social
family-oriented
Most likely to be seen at:
branded hotels
top restaurants
main attractions
guided groups
Personal History Explorer
In the world of explorers, you are a Personal History Explorer. You travel to gain a deeper
understanding of your ancestry and heritage. Your travel tends to be a shared experience, both
during and after the trip. You feel safer when you stay at branded hotels and like to travel in style,
comfort and security. You like to visit all of the important landmarks, so a carefully planned
schedule, often as part of a guided tour, ensures experiences of a lifetime.
Travel values:


Enjoys sharing experiences with close friends/family



Indulgence - you prefer the best you can afford



Likes to see and experience a bit of everything



Not interested in learning about the cultures of others



Constant travel is not a priority



Seeks a deeper understanding of personal heritage
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