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. INTRODUCTION

Background

The Northern Tourism Experience Project is a multi-phased effort to learn more about
tourism activity in Canada’s North by examining tourism data from Statistics Canada’s
1994 Canadian and International Travel Surveys (CTS, ITS). The project is, in part, an
extension of the original examination of the country’s Northern region — The Pilot Project
(Phase I) —reported in Northern Highlights: A Summary of Tourism In Canada’s North
(March, 1995).!

Components of the project include:

» Detailed computer tabulations of the 1994 Canadian and International Travel Surveys;

o Domestic Tourism In Canada’s North— a report that compares domestic tourism in
Canada’s North in 1992 with comparable data in 1994 using a relatively broad defini-
‘ tion of The North; '

o The Northern Tourism Experience: 1994 Domestic & Inbound Markets — a report that
examines domestic, USA and Overseas tourism using a more remote definition of the
region; and

o The Northern Tourism Experience: Challenges & Opportunities — a summary of do-
mestic, USA and Overseas tourism in Canada’s more remote North.

Support for the Northern Tourism Experience Project was provided by the following part-
ners:
Canadian Tourism Commission
Department of Canadian Heritage
Northwest Territories Economic Development & Tourism
Saskatchewan Tourism Authority
Yukon Government, Department of Tourism
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16 Hepbourne Street Toronto Ontario M6H 1J9
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Northern Tourism Experience: 1994 Domestic & Inbound Markets

The Northern Tourism Experience: Challenges & Opportunities provides an overview of

~ tourism in Northern Canada in 1994, including trips made by Canadians, residents of the
USA and Overseas. All information used in this report has been extracted from special
tabulations of Statistics Canada’s Canadian and International Travel Surveys (CTS, ITS).
Definitions of key terms and a map that displays the “north”, as defined for this project, are
appended.

The survey methodologies of the Canadian and International Travel Surveys are quite dif-
ferent and produce different units of analysis.? The reader is also advised that the Yukon
and NWT, along with-all of Canada’s Indian Reserves, are systematically excluded as
points of origin by the Canadian Travel Survey. These locations are, however, included as
possible destinations for qualifying trips taken by Canadians, Americans and visitors from
other countries. '

By segmenting Canada into new geographical regions such as North, South, Northeast and
Northwest, estimates from the CTS and ITS provided herein do not necessarily match
domestic or international tourism estimates provided by Statistics Canada. The reader is
advised to utilize Statistics Canada data for all official statistics.
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Markets for the Northwest, and to an even greater extent, the Northeast are primarily
“regional”. They reflect road access routes and proximity. There are, therefore, oppor-
tunities to break down regional barriers by creating or packaging tourism activities that
entice potential visitors to go further afield than they currently go.

Very little non-domestic pleasure travel occurs in the North in non-peak periods, leav-
ing the region reliant on Canadians who visit friends and relatives and conduct business
there to support hotels, restaurants, and the tourism sector in general between October
and March. Even though most American and Overseas visitors to Canada’s North are
travelling without school-aged children, and are not hindered by the realities of “school
breaks”, their activities suggest that they are “fair weather” visitors. Almost all partici-
pate in at least one outdoor activity, while on their Northern trip — activities such as
camping and : ﬁshmg “that may not be readily shifted to other seasons.

There are strong economic arguments to be made to encourage American and Overseas
travel to Canada’s North since these trips provide extra benefits to tourism in Canada
as a whole. More nights are spent in Canada on a trip that includes an overnight stay
in the North than on those that do not include the North as part of the itinerary. Thus,
by enticing a visitor to the North, the tourism industry in both the North and South ben-
efits.

On balance, the American market is more beneficial for Canada’s North than is the
Overseas market. Not only do more Americans take trips in the North than do
Overseas visitors, but they make a considerably greater economic contribution to the
North than do those coming from other countries. The North refains about three-
quarters of American visitors’ total trip spending on key items such as accommodation,
food, entertainment and shopping, but retains only one-quarter to one-third of this
spending from Overseas visitors.

Activity and origin profiles reveal numerous visitor segments that should be amenable
to targeted marketing efforts. For example, Anglers spend more nights away from
home on their trips than do other activity segments. If they are Americans, they are
also heavily reliant on commercial cottages and lodges for accommodation. They use
boats and private planes to a considerably greater extent than do other Northern visitors
.. and many only fish while in the North. Parks Visitors, on the other hand, are closer
to “all round tourists” — they sightsee, shop, go to festivals and fairs, camp out, eat in
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restaurants or go to clubs. About one-fifth of the American Parks/Sites Visitors to the '
North seem to be on bus tours whereas none of the American Anglers is.

e Tourism planners and marketers are encouraged to explore the report and detailed
tabulations in pursuit of market segments of key interest, while recognizing that
differences in question structure between the ITS and CTS create difficulties in
combining the sizeable domestic market for Canada’s North with the USA and
Overseas markets to build a profile of specific activity groups such as “all anglers”, “all
hunters” or “all park visitors”. Such profiles would be extremely useful, but cannot be
created until the activity list in the ITS is made identical to the one used in the CTS."

e To maximize the utility of The Northern Tourism Experience Project, more analysis
should be undertaken. Based on the information examined to date, fruitful next steps
might include the following:

e Activity-based reports, focusing on the characteristics of specific activity
segments in the entire North or in a particular region;

» Origin-based reports, looking at the differences befween visitors from the
Western United States and those from the Mid-West and North Central states or '
specific provinces or states, as base sizes permit; and

+ Comparisons between activity segments in Canada’s South and their
counterparts in the North to determine the possibilities for attracting Southern
visitors to the North and to identify the unique features of the North that do not
seem available in the South. '

- @
Research Resolutions




. Key Concepts & Terms

CANADA’S NORTH

EXPERIENCE
(NORTHERN/
SOUTHERN)

GERMAN-
SPEAKING
COUNTRIES

OUTDOOR
ACTIVITIES

A geographic region defined in consultation with sponsors
to reflect the northern portion of Canada. See Appendix C
for the geographical definitions of this region.

NORTHEAST
A sub-set of Canada’s North, eastward from the Mani-
toba/Ontario border. See Appendix C for further details.!®

NORTHWEST
A sub-set of Canada’s North, westward from the Mani-
toba/Ontario border. See Appendix C for further details.

Within the CTS (domestic market) records were assigned to
Canada’s North on the basis of the destination of the trip.
Within the ITS (USA and other countries), the assignment
was made on the basis of any nights spent in Canada’s
North. The same USA or Overseas trip can, and most often
does, also include nights spent in Canada’s South, but so
long as the trip has any nights in the North, it is assigned
only to the North. Hence, the terms “Any Northern
Experience” and “No Northern Experience” are used within
all international data.

Germany, Austria, Switzerland

An unduplicated count of trips in which participation in one
or more of the outdoor activities provided in the CTS and
ITS questionnaires is noted by the respondent, along with
“any camping nights” (accommodation) and/or a visit to a
national/provincial park. See Notes for the itemized activity
list from each survey.'
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OVERSEAS/
OTHER
COUNTRIES

PEAK SEASON

TRIP - Canadian
Travel Survey

Visitors from Overseas are those who reside outside Canada
and the USA. They are also referred to as visitors from
other countries.

April, May, June, July, August, September

All CTS data derive from a telephone survey of Canadian
households conducted with independent samples for each
calendar month. Approximately 117,000 households were
surveyed in 1994 to obtain the incidence and details of
travel by Canadians, reported for a one-month period and
aggregated over the year.

The unit of measurement within the CTS is a qualifying trip
made by individuals 15 years of age or over. A qualifying
trip is made for any purpose other than commuting to work
or school, moving to a new residence, or as a member of a
crew. All trips included in this analysis require that the
individual travel a minimum of 80 kilometres one way from
home.

A household trip in the CTS is the trip taken by the desig-
nated respondent, regardless of the number of people from
the household that went on the trip. The household trip is,
therefore, a measure of the occurrence of a trip rather than a
reflection of the number of people in the household who
took the trip.

A person trip in the CTS is the total number of household
members who accompanied the designated respondent on a
trip he/she made.

Research Resolutions

18 ‘ w




TRIP - International
Travel Survey

“TRIPS” &
“VISITORS”

The unit of measurement within the ITS is a trip to Canada
by residents of countries other than Canada. Self-
completion questionnaires are distributed to a sample of
non-residents as they enter Canada, for completion and
return once the trip is over. Although response rates for
USA and Overseas visitors are low, the returned question-
naires are projected to actual border crossing counts.

Travel party is the reporting unit within the ITS. A travel
party might include more than one household.

A person trip in the ITS is the total number of individuals
on the trip to Canada. A party trip in the ITS is the occur-
rence of the trip, regardless of the number of people in the

travel party.

Throughout this report, frips and visitors are occasionally
used to denote all trip measures, including person trips and
household or party frips. Summary tables are always based
on analogous units: person trips for both the ITS and CTS
or household trips for the CTS and party trips for the ITS.
The unit — person or household/party — used in the
summary table is identified in the notes at the base of each
table.
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1The Pilot Project (Phase I) was designed under the auspices of the Tourism Research Working Group (TRWG) to
provide new analysis of the 1992 Canadian Travel Survey (CTS) to sponsoring organizations and to Canada’s tourism
industry at large. The project, Undertaken by Judy Rogers, Principal of Research Resolutions, was structured to
encourage co-operation among various organizations via sponsorships and support,

*The boundaries used to define Canada’s North, South, Northeast and Northwest are described in Appendix C. Unlike
the “extended” definition, used in 1992 CTS analysis and the report, Domestic Tourism In Canada’s North, which

- compares 1992 and 1994 travel patterns for the domestic market, the definition used herein excludes some major
population centres in Ontario, including Thunder Bay. It also excludes “cottage country” in relatively close proximity to
the Toronto CMA.

3 All estimates in this summary reflect overnight trips or visits to Canada’s North.
* See Table 9 in the main report.

5 See Table 9 in the main report.

6 See Detailed Tables, Volume 11, Special Tabulations, page 75-2; Volume 111, page 99-1; Volume IV, page 86-1.
7 See Tables 3, 4 in the main report.

% See Detailed Tables, Special Tabulations, page 181-3.

? See Tables 38, 39 in the main reﬁo_rt.

10 Excludes transportation costs to Canada.

!1 See Table 40 in the main report.

12 See Tables 15, 4 in the majn report.

13 See Table 10 in the main report.

!4 See Section 7-d in the main report.

15 See Section 5-b in the main report.

16 See Tables 6, 7 in the main report.

17 For example, the ITS captures hunting and fishing as a single, combined activity whereas the CTS allows anglers and
hunters to identify which of the two activities they engaged in on the trip. Similarly, in the ITS, all parks and historic
sites are listed as a single activity, whereas in the CTS, visits to national/provincial parks are separated from visits to
historic sites.

18 Within the CTS, all trips are assigned to either Canada’s Northeast or Northwest with no duplication because the
assignment is based on the destination of the trip. Within the ITS, trips may be assigned to multiple geographic regions,
based on where nights were spent on the trip. Thus, a trip assigned to Canada’s North, based on any nights spent in
Canada’s North might be included in both the Northeast and Northwest if nights were spent in each of these regions.
There is, however, no duplication in the ITS data between Canada’s North and Canada’s South since a trip is assigned to
the South only if no nights are spent in Canada’s North, and to the North only if any nights are spent in Canada’s
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North.

1° Qutdoor activity lists differ between the CTS and ITS, as described below:

CTS Outdoor Activities
Visit A National/Provincial Park
Any Camping Nights (Accommodation)

Swimming

Other Water-Based Activities
Golfing

Hunting

Fishing

Bird/Wildlife Viewing
Cross-Country Skiing
Downhill Skiing
Snowmobiling

Walking Or Hiking

Cycling

Other Sport/Outdoor Activity

ITS Outdoor Activities
Visit A National/ Provincial/Regional Park Or Historic Site
Any Camping Nights (Accommodation)
Swimming
Other Water Sports
Hunting Or Fishing
Cross-Country Skiing
Downhill Skiing
Other Sport
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CANADIAN TOURISM COMMISSION

The Northern Tourism Experience:
Challenges and Opportunities

Evaluation Questionnaire

The Canadian Tourism Commission welcomes your comments on this publication. We hope that you will take the time
to complete this short evaluation questionnaire. Your feedback will help the Canadian Tourism Commission in
assessing the value of this publication and will also help us determine other business services that may be developed
in the future. .

Please complete the questionnaire below and mail it back to us at:

Canadian Tourism Commission
Research Program

4th Floor, 235 Queen Street
Ottawa, Canada K1A 0H5

1. How would you rate this publication in terms of the quality of information it contains?
O Excellent O Good O Fair O Poor
2. How would you rate this publication in terms of the degree of usefulness to your operation?
O Very Helpful O Helpful O Not Very Helpful
3. What section or areas of information did you find:
Most Useful?
Least Useful?
4. Is there other related information which you believe should be ncluded in this publication? Please describe:
Comments:
5. Do you have any other suggestions for improving this publication? Plese describe (feel free to use the back
of this sheet):
Comments:
6. Ple‘ase indicate your type of business/activity:
O tourism operator O industry association O prospective tourism operator
O government O other (please specify) .
7. If you would like to receive more information about your particular area of interest in the Canadian tourism

industry, please enclose your business card.

Thanks for your help!







