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I. Introductions and Welcome

The conference opened with wel-
coming addresses from co-chairs
Ches Andersen, Secretary to the
Nunatsiavut Executive Council, and
Dave Lough, Manager Tourism
Partnership, Tourism Atlantic (ACOA).

William Andersen III, President of
Nunatsiavut, then extended a wel-
come to all delegates. President
Andersen stressed that, as the fastest
growing renewable resource in
Newfoundland and Labrador, tourism
is an important economic force.
Partnerships, he emphasized, will
be vital when it comes to fully real-
izing the opportunities and poten-
tial for tourism in Nunatsiavut.
President Andersen noted that many
opportunities exist for Nunatsiavut
as the gateway to the Torngat
Mountains National Park Reserve.

II. Looking Back So We Can

Look Forward

a) A Summary of the Highlights
from the February 2004 Round
Table to Establish a Vision and
Framework for Tourism in
Nunatsiavut, Presented by Judy
Rowell, Superintendent of the
Torngat Mountains National
Park Reserve

Ms. Rowell discussed the relation-
ship between the LIA and Parks
Canada as they planned for tourism
in Nunatsiavut. At the time of the

2004 workshop Labrador Inuit were
preparing for a new form of Inuit
self-government. New jurisdictions
and responsibilities would come
into being with the implementation
of the Labrador Inuit Land Claims
Agreement and the start of
Nunatsiavut Government. The 2004
workshop discussions reflected
these oncoming changes. Another
major theme of the 2004 workshops
was the soon to be established
Torngat Mountains National Park
Reserve. The workshop discussed
the partnerships and new opportu-
nities that the park would entail. 

The 2004 workshops were about
being prepared and exploring all
these opportunities early. Ms. Rowell
emphasized that Parks Canada
believes it is important that Inuit
have an opportunity to talk about
the opportunities and challenges of
an aboriginal tourism industry in
Nunatsiavut and to determine an
Inuit vision for a tourism industry 
in Nunatsiavut. 

In considering a vision that
would take the Inuit to 2014,
the Round Table considered the
following questions:

• Which Inuit values and tradi-
tions should be reflected in a
tourism strategy?

• What opportunities exist for 
tourism in Nunatsiavut – in 
communities; in the Torngat 

Mountians National 
Park Reserve?

• What are the challenges that 
lie ahead?

The Round Table decided that the
beauty of Nunatsiavut was a vital
element that had to be included in
the vision and framework. The land
and waters deserve respect both
from those who live in Nunatsiavut
and from visitors who come to 
experience it.

We further established the 
following priorities:

• The need to access Inuit 
knowledge and experience 
and do this in a way that 
involves youth;

• The need to determine those 
things that communities want
to develop, and those things 
that can be developed at the 
regional level, and how these
can all be linked together;

• The need to know what 
resources are available 
to help the industry in 
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Nunatsiavut grow and how 
Inuit can access these 
resources;

• The need to identify partners 
who can help as well as 
available training opportuni-
ties and capacity building;

• The need to start these 

processes immediately.

We identified the following chal-
lenges to meeting our tourism
goals:

• The need to manage expec-
tations so that planning 
matches reality;

• The need to create communi-
ty awareness and support 
among Inuit and Inuit busi-
nesses regarding the tourism
industry, the services Inuit 
have to offer and the experi-
ences tourists are 
looking for;

•  The need to have qualified 
people run and manage the 

various businesses and expe-
riences that visitors are 
looking for;

• The need to access money 
for training, capacity building 
and financing initiatives;

• The short season and the 
impact of the weather 
on plans. 

We identified the following
opportunities: 

• A brand new National Park; 

• Historic sites (Hebron, 
OkKak) and opportunity to 
create additional ones;

• A land claims agreement that
provides Inuit with the tools 
and jurisdiction to take con-
trol of how resources are 
managed;

• Community festivals and 
events that can be promoted 
at the community level and 
linked together at the region-
al level;

• Nature, wildlife and 
wild places;

• Hunting and fishing;

• Adventure (eco tourism);

• Links to other regions and 
routes and themes;

• Artisans;

• Cruise ship industry.

We identified the following as
the next steps that need to
be taken: 

• Create a library of source 
material and contacts; 

• Look for learning opportuni-
ties – conferences, study 
trips, exchanges, best prac-
tice missions;

• Develop terms of reference 
for the feasibility study identi-
fied in the PIBA;

• Continue the consultation.
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II. Looking Back So We Can

Look Forward

b) Recommendations from the
LIA 2005 Economic Development
Conference, Presented by Toby
Andersen, Deputy Minister,
Nunatsiavut Affairs

The conference, held in Happy Valley
Goose Bay April 12-15, 2005, cov-
ered a wide range of topics includ-
ing fisheries, forestry, mining, business
and economic development, tourism
and human resources.

Mr. Andersen began his presenta-
tion with an overview of the confer-
ence's recommendations for tourism.
These were: 

• convene a tourism 

conference

• gather more information on 

funding for the creation of 

tourism businesses

• improve communications 

with outside organizations 

and businesses

• protect the north coast, 

which is seen as a haven for 

international visitors 

• create a tourism plan for 

each community 

The purpose of the economic con-
ference, as expressed by President

Andersen, was to plan so that eco-
nomic and social development can
occur hand in hand. Employment
and business investment must have
social and economic objectives. In
brief, the message from the LIA and
now the Nunatsiavut Government
is "real jobs, real opportunities, 
real prosperity."

The conference talked about tourism
as the fastest growing renewable
resources in the province. Eco-
tourism such as hiking, canoeing
and kayaking is becoming increas-
ingly popular as is the cruise indus-
try and winter tourism activity such
as snowmobiling.

But tourism in Labrador's north
coast, the conference decided, dif-
fers from many other tourist desti-
nations in the sense that visitors
want real culture as opposed to
hotels, airports or recreation facili-
ties. "Our product" according to
conference participant Catharyn
Andersen, "is lifestyle, heritage, 
arts, interpretation."

With this distinction in mind there
was talk of realizing the tourism

potential from Inuit culture and his-
tory. Some discussion focused on
the Moravian structures in Hopedale
and Hebron. If these were to be fur-
ther developed as tourism sites there
is a need to provide infrastructure
and interpretation. 

Cruise ship tourism was also dis-
cussed at the conference. Already
cruise ships visit Hebron, Nain,
Hopedale, Rigolet and other north
coast communities and places. There
is a sense that this industry is mar-
keted by people who are not sen-
sitive to Inuit lands and culture, and
too much of the industry is planned
without Inuit involvement. There also
needs to be a policy for cruise ships
using uninhabited areas.

In tackling the subject of tourism
business development, the prob-
lem of networking and investment
was discussed. Many operators
have invested already in hotels, tour
companies and other operations
but there was a sense that Inuit
communities have been working on
their own too long. The plan for
Nunatsiavut should be for high rev-
enue and low impact. 
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Parks Canada reiterated their pledge
to develop a strategy which would:  

• increase employability

• promote and retain Inuit people

• identify and remove barriers 

to employment 

• assign a specialist

• provide business 

development funding 

Goronwy Price talked about
Destination Labrador as part of a
provincial strategy to grow tourism
in Labrador. Outlining some of the
major principles of the strategy, he
described how: 

• everyone has to participate 

as a partner 

• different communities 

have different experiences 

and cultures 

• training will be a priority

• transportation challenges 

remain, but are expected to 

improve over time

• Nunatsiavut tourism should

target people looking for 

rare and exciting 

cultural experiences 

Concluding his report,  Toby
Andersen again referenced the
strong feeling at the economic
conference that the Inuit have been
left out of the cruise ship industry.
He gave the example that cruise
ships show up in Hebron when
there has been no Inuit involvement
in the enterprise. Another recurring
problem is that Inuit businesses
do not often fit criteria for funding.

The conference considered it crucial
to the Torngat Mountains National
Park Reserve that tourism honours
Inuit knowledge and the special his-
torical and cultural relationship
between the Inuit and the land. This,
according to Chip Bird, is the "living
legacy of the National Park Reserve.” 

Culture 
Visitors to the north coast

want real culture, not

hotels, airports, or 

recreation facilities. 

Our product is 

lifestyle, heritage, 

arts, interpretation.

Catharyn Andersen

Cruise Ship
Tourism 
Cruise ships are visiting

Hebron, Nain, Hopedale,

Rigolet and other north

coast communities and

places. We need a policy

for cruise ships using 

uninhabited areas.

This industry can no 

longer be marketed 

without our involvement

and by people who are 

not sensitive to our area. 

Gary Baikie
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III. A New National Park and 

a New Partnership

a) A New Partnership — An
Overview of the Labrador Inuit
Land Claims Agreement (LILCA)
and the Park Impact and
Benefits Agreement (PIBA),
Presented by Toby Andersen,
Deputy Minister of Nunatsia-
vut Affairs

Relationship Between LIA
and Parks Canada

Noting that Parks Canada devel-
oped a successful, meaningful 
relationship with LIA during this
process, Mr. Andersen suggested it
is worth analyzing this in order to
understand just what makes it mean-
ingful and different from many of
the other relationships in which Inuit
have been involved. 

The relationship evolved over time
beginning in the early 1970s when
Parks Canada  proposed establish-
ing a national park in the Torngat
Mountains. At that time, Labrador
Inuit were opposed to the idea. What
happened since that time is vital to
understanding the anatomy of a suc-
cessful relationship.

In the 1970s, Labrador Inuit did not
want a park until Inuit land claims
were settled.  LIA  communicated
this to Parks Canada. To their credit,
Parks Canada respected the LIA
position and backed off. 

Interest was renewed in the late
1980s when LIA indicated that it
was now receptive to the proposal.
LIA wanted to explore the implica-
tions of a national park in our home-
land. Eventually, in the early 1990s,
LIA indicated that it now formally
supported the idea. On the basis
of this mutual interest, Parks Canada

and LIA began the process of
creating a park.

Parks Canada and LIA, along with
the province of Newfoundland and
Labrador, created a steering com-
mittee to guide the feasibility study
for the new park.  

Each party participated in the study
as equals.  Parks Canada and LIA
spent 5-6 years working through
the issues, finding ways to met each
other's interests. The feasibility study
was completed and a shared vision
for the park evolved.  There were
consultations with Inuit communi-
ties and the larger public audience
and LIA promoted the vision of the
park as a common vision. 

Mr. Andersen said that Inuit partici-
pants such as John Jararuse, a
relocatee from Hebron, was there
from the beginning. He ensured Inuit
were a large part of the park.

The Torngat Mountains National
Park Reserve was established under
the provisions of the Labrador Inuit
Land Claims Agreement. 

Background to the Land
Claims Agreement

Mr. Andersen began by giving a
brief overview of the Inuit land
claims process starting with the
first filing of the Labrador Inuit
Land Claim with the Government
of Canada in 1977. After many
years of mostly slow progress, a
Land Claims Agreement was
finally achieved. 

Having received full support 
from Labrador Inuit, and the 
governments of Newfoundland and
Labrador and Canada, Nunatsiavut
Government came into effect on 
December 1, 2005.
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Parks Impacts and Benefits
Agreement

One of the provisions of the Labrador
Inuit Land Claims Agreement was
the negotiation of a Park Impacts
and Benefits Agreement (PIBA),
between Parks Canada and LIA.
PIBA negotiations marked 
another step in the evolution of 
our relationship.  

It deals with Inuit employment, train-
ing and business opportunities asso-
ciated with the development of the
park, hunting and fishing rights, and
the protection and management of
archaeological material.  

The PIBA provides for a park coop-
erative management board with 
representatives from the Government
of Canada and the Nunatsiavut
Government. The co-management
provision is important: Labrador Inuit
know this land better than anyone,
and value it highly.

A co-operative management board
for the park will be established and
will have two people appointed by
the Nunatsiavut Government and
two apointed by Parks Canada. An
independent chair will be selected
as well.

Mr. Andersen said Parks Canada
made an extremely wise decision
to abandon its original pursuit of
a national park when the Labrador
Inuit wanted to wait. Parks Canada
could afford to take a long-term
view because the business of
establishing parks is a long-term
prospect. The consequence of
Parks Canada's patience is that
almost 20 years later, when the
Labrador Inuit were ready and
could see how a park could be
mutually beneficial with meaning-
ful Inuit input into its establish-

ment, the Inuit were ready to work
with Parks Canada.

The foundation of the relationship
between Parks Canada and LIA was
built on the strength and mutual
respect fo a shared long term vision
for this park.

There is not a great deal of scien-
tific information about the Torngat
Mountains region. Northern
Labrador is  remote. The land is
huge. Inuit are an integral part of that
land, just as that land is an inte-
gral part of who Inuit are.  It has
helped shape Inuit culture, values
and beliefs. Inuit have acquired a
wealth of knowledge about the
land, its waterways, its wildlife and
its legends.  

The PIBA recognizes this connec-
tion between Inuit and the land.
Parks Canada, through the PIBA,
has made a commitment to use this
knowledge in park planning and
operation. The continuing challenge
for us now becomes finding ways
to put this commitment into action
and to ensue that park operations
and management incorporate 
Inuit knowledge.

Labrador Inuit have agreed that the
Torngat Mountains will be a wilder-
ness park. Infrastructure will be min-
imal and will be determined by a
park management plan. 

Among other things, the PIBA set out
the relationship between Parks
Canada and Labrador Inuit for the
use, management and operation of
the park. These negotiations were not
always easy and in some cases
required difficult compromises. Mr.
Andersen said they were able to
get through these rough patches
by relying on the relationship that
had already been established. A
key person in the PIBA was 
Chip Bird.

The PIBA provides benefits for
Labrador Inuit to compensate for
impacts associated with establish-
ing a park in the Settlement Area.  
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Within the park, Inuit will be able
to hunt and fish for subsistence
purposes as was traditionally done.
Commercial development will not
be allowed within park boundaries.
Anything that occurs on land adja-
cent to the park must not conflict
with its ecological integrity.

It has been defined as a sacred jour-
ney, a time of great expectations, a
way to see how others live. It can
be driven by the human experience
of meeting others; it can be the soli-
tude of finding oneself. 

The Land Claims Agreement rec-
ognizes the value of tourism, and
the many ways it can contribute to
Inuit way of life and the economy.  

Tourism can include many differ-
ent things — activities, events,
locations, wildlife, landscape and
so much more. Development of
our tourism industry will be influ-
enced by various parts of the
Labrador Inuit Land Claims
Agreement (LILCA), depending
on the activity.

There are several specific refer-
ences to tourism in the final LILCA,
namely:

• The Nunatsiavut Government

can, in Labrador Inuit Lands, 

make laws for local econom-

ic development, including 

tourism (7.8.1(a));

• Tourism can be a matter 

dealt with under a Parks 

Impacts and Benefits 

Agreement (9.2.29b)(vi));

Tourism can be dealt with under a
Protected Areas Agreement under
(9.4.13(g)). 

In addition, the following chapters
or provisions provide for opportu-
nities for Inuit in tourism:

Aullâsimavet

Wildlife and plants and fisheries 

Archaeology

Inuit opportunities from tourism will
derive from the jurisdictions the
Nunatsiavut Government will have
over Labrador Inuit Lands, its 
rights and benefits in the Settlement
Area, the jurisdiction of the 
Inuit Community Governments and
the obligations of the federal and
provincial governments. 

The Nunatsiavut Government will
have jurisdiction over access to
Labrador Inuit Lands and over activ-
ities on Labrador Inuit Lands. It will
have the power to make laws
respecting tourism.

How Inuit showcase this park and
how we meet visitors' needs, are
for future decisions.  However,
Mr. Andersen said “we are con-
fident that the trust and respect
which has brought us to where
we are today will guide us wisely
in the future.”

Tourism in Nunatsiavut

Tourism is many things, but it is
mostly the practice of traveling for
pleasure and the business of pro-
viding services for travelers. Its pleas-
ures can be to learn about cultures,
meet new people, and visit new
places. It can mean returning to visit
friends and relatives, or taking in
more of one's surroundings while
doing business.
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Off Labrador Inuit Lands, Inuit will
continue to have certain rights, even
though laws of general application
will apply to tourism. Governments
will still owe Inuit certain obligations
that can give rise, directly or indi-
rectly, to tourism opportunities. 

Aullâsimavet

Aullâsimavet are settlements, camps
or places in the Labrador Inuit
Settlement Area, outside Labrador
Inuit Lands, other than communi-
ties, that Inuit families or groups use
on a seasonal, semi-permanent or
permanent basis. This use could be
hunting, fishing, trapping, gather-
ing, or enjoyment of the lands, waters
and ocean.

The agreement contemplates the
possibility that Inuit occupying
Aullâsimavet may take advantage
of commercial opportunities associ-
ated with the cultural and traditional
activities central to the Aullâsimavet. 

Conclusion on Tourism in
Nunatsiavut

The PIBA addresses economic
development and tourism, and in
particular Inuit employment, Inuit
managers, business opportunities
and training during the establish-
ment, operation and management
of the park.

Developing a vision of how tourism
should evolve in Nunatsiavut will
provide the Nunatsiavut Government
with a key planning tool to help
ensure:

• Tourism industry respects 

and reflects Inuit rights;

• Cooperation among the 

key players; 

• Inuit knowledge and the spe-

cial historical and cultural 

relationship between Inuit 

and Nunatsiavut's land and 

resources are recognized 

and honoured; and

• Inuit and Inuit businesses 

are direct participants in 

and beneficiaries of the 

tourism industry. 

III. A New National Park and

a New Partnership

b) Opportunities and Challenges —
How Parks Canada Can Help
Develop Tourism at the Regional
and Community Level, Presented
by Chip Bird, Field Superintend-
ent, Southwestern Ontario 

Mr. Bird began his presentation by
reflecting upon the long journey to
create both Nunatsiavut and Canada's
42nd National Park, the Torngat
Mountains National Park Reserve.
He commented that it was an hon-
our to partner with the Labrador
Inuit and to work towards develop-
ing opportunities, services and busi-
nesses, not only for visitors to the
Torngat Mountains National Park
Reserve, but more importantly for
Inuit communities. 

Mr. Bird referenced the presenta-
tions by Judy Rowell and Toby
Andersen and noted that he had
learned much from the Labrador
Inuit during the negotiation process,
especially the love the Inuit have for
the beautiful land of Nunatsiavut.
This love goes beyond the attachment
that many people have to place and
home as it is about the land itself.
It is this love that makes the Inuit
areement to have 10,000 sq/km
declared a national park a special
gift that Parks Canada promises to
honour through the shared vision
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Mr. Bird stressed that the $15 mil-
lion investment by Parks Canada is
a base for additional private sector
investment and other forms of sup-
port. He encouraged people to
get to know Ken Kennedy of Manager
Client Services and his visitor serv-
ices team.

of having Inuit culture, tradition and
knowledge at the forefront in the 
establishment and management of
the park. Inuit stories and the Inuit
relationship to the land will shape 
visitors' experiences of the land and 
its people. 

Relating his experience of living and
working in South Western Ontario,
Mr. Bird described a competitive
environment where people have lost
their connection both with the land
and with each other. He described
driving on the 401 in four lanes of 
traffic, surrounded by concrete. It
is the great contrast to this way of
life that the Inuit represent, Mr. 
Bird suggested, that will attract 
people and lead to increased oppor-
tunities for the development of 
tourism products.  

Building upon an awareness peo-
ple already have of Labrador, the
Torngat Mountains National Park
Reserve will become one of the jew-
els of the Canadian National Park
System, and a seed of tourism devel-
opment. Mr. Bird referenced the
Discovery Centre in downtown
Toronto as a place for potential cross
promotions. Already some Nunavik
tourists are referred through the
Discovery Centre. The nearly $15
million provided for the park for the
first 10 years will be used to estab-
lish programs and services to encour-
age people to visit. 

Mr. Bird noted that the Park Impacts
and Benefits Agreement provided
a foundation for the Inuit and Parks
Canada to work together programs
and services. Economic develop-
ment was a very important factor
behind the negotiations of the PIBA. 

An overview of Parks Canada reveals
that there are close to 6,000 people
working in 42 parks, 150 national
historic sites and two marine conser-
vation sites. This entire organization
is committed to working with the
Labrador Inuit towards the shared
vision of honouring Inuit customs,
traditions and knowledge.

Mr. Bird outlined Parks Canada's
commitment to work with the Inuit,
offering all its knowledge and expe-
rience in protected area manage-
ment and in providing experiences
for visitors, both Canadian and inter-
national. Together with Inuit knowl-
edge, experience and traditions, Mr.
Bird concluded, “We can become
a powerful team.”

Discussions and Comments

In response to some comments, Mr.
Bird recognized that participants
want to see the picture of how busi-
ness can happen, and encouraged
Parks Canada staff and cooperating
associations to listen to the feed-
back and input from the participants.
He heard concerns that there was
a need for a vision sooner that 2014.
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IV. Understanding the

Tourism Industry 

a) Sustainable Tourism — What
Is It and Why Is It Important?
What is GMIST? Presented by
Anne Marceau, Interpretation
Specialist, Western Field Unit,
Parks Canada

Ms. Marceau began her presentation
by talking about an eleven-day visit
to Nunatsiavut last summer. Calling
it a wonderful trip, she classified it
as "soft adventure, an eco-tour." To
illustrate the types of visitors attracted
to Nunatsiavut, she noted her group
included lawyers, diplomats, biolo-
gists and a nurse.

Ms. Marceau listed the aspects 
of the trip that made it special 
and memorable:

• She saw wildlife — birds, 

seals, whales, caribou 

and bears.

• She saw and felt big spaces 

which were unpolluted, 

unlittered and unspoiled. 

• She ate local food such as 

caribou and char, and drank 

Labrador tea.

• She met local people and 

spent time outdoors with 

them, doing things they felt 

the locals enjoyed sharing 

with them.

• She shared the journey with 

like-minded people who were

also open-minded, curious, 

and very grateful to be in this

beautiful land. One, a retired 

nurse and wife of a Canadian

diplomat, called it a trip 

of a lifetime. 

• A particular highlight for Ms. 

Marceau, a biologist, were 

the wildflowers. Some she 

knew from the Long Range 

Mountains of Western New-

foundland, or from the Yukon.

Others she knew only from 

books: flora of the Canadian 

Arctic, flowers of the Swiss Alps,

and wildflowers of Churchill.  

• She learned something about

a part of her country, about 

its history and its people, and

its size, grandeur and fullness.

(The big space, she found, is

not empty, but full of sky and 

land and water and the spirit of

those who were here before.)

• She learned something that 

she could never feel or 

understand without being 

here. She wishes others could

visit and discover this too. 

Ms. Marceau then related the 
experience of camping at Sandy

Point on the last night of her visit.
When she and her companions
walked along the beach, they found
some garbage. Finding it a shock
to encounter plastic debris after a
week or more with only natural mate-
rial along the shore, the group
decided to burn the garbage. This
reaction of the tourists, she sug-
gested, revealed something about
the kind of travellers who are attract-
ed to northern landscapes and 
natural areas.

Most, she said, don't want to dam-
age the environment and want to
give something back to help with
conservation. But they also have
high expectations.

A question of great concern is what
will the experience be like in 5 years,
or 20 years? Will her children have
the same quality of experience? Will
it be even better? And how will
tourism affect the communities, the
people, and the land?

All these questions lead to the topic
of sustainable tourism. Sustainability
is not a new idea. Many Labrador
Inuit understand that this land has
sustained them, and their ances-
tors, for thousands of years. But as
we become more numerous on the
planet, and pursue economic oppor-
tunities, we may erode the very
resources that support us. And so
we think about what we must do to
sustain the earth. 
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the World Tourism Organization,
UNESCO, and most recently TIAC
and Parks Canada have adopted
sustainable tourism codes. Canada
has its own guidelines for sustain-
able tourism.

Canada's Guidelines 
for Sustainable Tourism

1. Protect natural and 
cultural heritage 
resources

2. Promote appreciation 
and enjoyment

3. Respect and involve 
host communities

4. Influence expectations 
and use

5. Minimize impacts

6. Raise awareness

7. Work together

8. Contribute globally

• enhances visitor 

experiences through 

experiential learning in 

and about the environment;

• gives proper consideration 

to local culture and local 

people;

• ensures that these people 

have an equitable share in 

the benefits of tourism.

Sustainable tourism, Ms. Marceau
explained, is environmentally sound,
culturally acceptable and eco-
nomically viable. It provides ben-
efits to all players in the tourism
industry. Ms. Marceau outlined
these benefits.

Benefits of Sustainable Tourism

Benefits to business:

• Lowered costs through more

efficient use of resources 

and reduction of waste.

• Improved competitiveness 

through heightened recogni-

tion as a leader.

Benefits to travelers:

• Access to high quality servic-

es aligned with their environ-

mental and social values.

Sustainable Tourism Practices

Sustainable tourism:

• is compatible with conserva-

tion and future productivity of

natural resources;

• minimizes the ecological 

footprint of activities;

Sustainable Development —
Definition

Sustainable development is  "…
meeting the needs of the present
without compromising the ability
of future generations to meet 
their needs..."

World Commission on Environment 

and Development, 1987

"Sustainable tourism meets the
needs of current tourists and host
regions while protecting and enhanc-
ing opportunities for the future."

World Tourism Organization

"Sustainable tourism actively fos-
ters appreciation and stewardship
of the natural, cultural and historic
resources by local residents, the
tourism industry, government 
and visitors.

It is tourism which can be sustained
over the long term because it results
in a net benefit for the social, eco-
nomic, natural and cultural land-
scape in which it takes place." 

Tourism Industry Association of Canada 

and Parks Canada, 2004

Sustainable tourism has become
more important in Canada as people
realize that a healthy tourism indus-
try requires a balance between
economic development, commu-
nity preservation and environmental
safekeeping. In the last ten years,
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• Opportunities to experience 

natural, cultural and social 

environments that have 

retained their integrity.

Benefits to host communities:

• Positive contributions to their

natural, social and cultural 

environments and economic 

well-being.

• Respect for the rights and 

values of communities.

Ms. Marceau presented a slide 
showing social, economic and envi-
ronmental goals as three interlock-
ing circles. The area within the
interlocking circles represents sus-
tainable tourism. This demonstrates
that sustainable tourism promotes 
socially and environmentally 
responsible behaviours.

Ms. Marceau gave an overview of the
Gros Morne Institute for Sustainable
Tourism (GMIST) established in
2004. The mandate of the GMIST
is to provide training programs in
sustainable tourism practices, expe-
riential learning programs and adven-
ture tourism skills.

Programs in sustainable tourism
practices will encourage all tourism
sectors to adopt practices that are
environmentally sound, culturally
acceptable, and economically viable.
Experiential learning programs will

provide training that will help oper-
ators to diversify their product and
ensure visitors receive a value-added
experience. Adventure Tourism Skills
will provide training that will enhance
operators' business skills in areas
such as risk management, human
resource development, and market-
ing. The GMIST, Ms. Marceau
explained, follows a set of training
principles. Important points are:

• Training is relevant to Atlantic

Canadian tourism operators. It

uses practical, hands-on 

methodology (workshop for-

mat) and best practice/case 

study examples (field trips).

• Facilitators are nationally/ 

internationally recognized 

experts or leaders in 

their field.

• GMIST complies with 

national and interna-

tional standards 

where possible 

(for example, 

Canada's Code of 

Ethics for Sustainable

Tourism). 

• GMIST models green 

practices.

Ms. Marceau gave an overview of
the courses on offer through the
GMIST during winter 2006. She
concluded her presentation by
stressing that Nunatsiavut is com-
peting with internationally renowned
heritage destinations and should
therefore aim to attract those trav-
elers who demand authentic her-
itage experiences in unspoiled
places. Nunatsiavut is a region
where gifts of natural and cultural
heritage have been richly bestowed.
The tourism industry here should
be a product of collaboration and
consensus building among a range
of interests, including the
Nunatsiavut Government, Inuit
communities, industry, land man-
agers, economic development
agencies, visitors and Canadians.
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Mr. Sawler then explained each
of The Ten essentials in turn.

Well-Themed

Theming must:

• Be honest

• Be unique

• Be in-demand

IV. Understanding the
Tourism Industry

b) The Ten Essentials of
Successful Travel Products,
Presented by Harvey Sawler,
Tourism Consultant

Mr. Sawler opened his presenta-
tion by explaining that the "The Ten
Essentials" list was a set of bench-
marks to help destination organiza-
tions and tourism operators to reach
their goals. While the principles of
The Ten Essentials are the same
everywhere, the practices can be
unique. So there is often a ‘made-at-
home' versioning of The Ten
Essentials. These benchmarks, he
explained, are rules preventing the
waste of time and money. 

Educational

Products must teach:

• About local customs/
experiences

• About cultural uniqueness

• About life

Entertaining

Products must:

• Be fun

• Be enjoyable

Hands-On

Products must involve the visitor:

• Everyone has their own 
sense and level of adventure...
"my adventure"

• Everyone wants some level 
of involvement in the travel 
experience

• Lack of inter-activity makes 
all products seem 
"the same"

Value-Added

Products must go beyond "the norm":

• Consumers are now bred to 
expect value-added features

• Value-added has become 
"the norm"

Exceed Expectations

Products must blow visitors away.
Just "meeting expectations" has
become the equivalent of sending
your customer someplace else.
Exceeding expectations makes you
the preferred supplier for whatever
you have to sell.

• Make a promise

• Create and protect the value 
of the brand

The Emotional Trigger

• Vacations are an important 
pillar in people's lives

• Experience must find this 
emotional connection

Authentic

Products must reflect local or 
indigenous:

• History

• Culture

• Heritage

• Music

• Food

• Attractions

Accessible

Products must be accessible:

• By telephone and facsimile

• Via the internet

• At points of sale

• Through the travel trade 
channels

• Through packaging

Enriching

Products must touch the needs and
emotions of visitors:

• Their lives must be improved 
by the experience

• They need to feel important, 
recognized and satisfied
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WEDNESDAY, JANUARY 11, 2006

I. What We Can Learn from Key
Tourism Sectors

a) Cultural Tourism, Presented
by Catherine Dempsey of the
Historic Sites Association
(H.S.A.)

Ms. Dempsey described the back-
ground of the Historic Sites
Association. The Historic Sites
Association  was formed in 1981
as a charitable not for profit organ-
ization with a volunteer board of
directors. Its mandate, in brief, is to
encourage public enjoyment of our
culture.  The Historic Sites Association
works in partnership with Parks
Canada at the national historic sites
in the province.

H.S.A.'s eastern field unit works in
collaboration with Parks Canada
on sites such as Signal Hill, Cape
Spear, Castle Hill and Ryan
Premises. In the west, H.S.A. and
Parks Canada work together on
sites such as Port aux Choix, Red
Bay and L'Anse aux Meadows.

Hawthorne Cottage in Brigus is
unique in that H.S.A. operates there
without Parks Canada or Canadian
Heritage. Hawthorne Cottage demon-
strates the range of events and
approaches taken. There is the Live
on the Lawn, Bartlett Lecture, and
changing exhibitions. Funds from
other projects make up for the 
operating loss.

They operate one shop per site, in
addition to a shop in the Avalon Mall
and two shops in downtown St.
John's. These outlets are a way for
the association to support itself.
There are eleven Heritage Shops
across the province. Many items
are offered for sale including posters
of Newfoundland stamps, historic
coins, books about specific sites of
historical interest, including a book
about Hopedale. Ms. Dempsey
encouraged Nunatsiavut to think
about selling through her stores,
and explained how commissions
are offered. 

Many successful projects are under-
taken by the association including
an aboriginal poster series in devel-
opment for Port aux Choix. Other
projects they contribute to include
signage, repairs to a dome in a light-
house, support for repairs to the
Hopedale organ by MUN's Carl
Wilheim.

Presenting awards can raise pub-
lic awareness of an organization like
the H.S.A. and make people aware
of its goals. The H.S.A. annually
presents the Manning Awards for
Excellence in the Public Presentation
of Historic Places. While Ms.
Dempsey couldn't reveal the iden-
tity, she indicated that this year the
winner will be from Labrador.
Northwest River won last year for
the Mina Hubbard celebrations. She
noted how Ernie McLean of the

Celebrations Committee spoke
about them at the Bartlett series 
in Tilting.

The awards have helped the asso-
ciation become aware of the many
groups promoting heritage in the
province. Some of these groups
have taken on care of the nation-
ally plaqued sites.

She described efforts presently
underway to form an alliance of plac-
qued sites. Jennifer Barnable, the
communications officer at the H.S.A.
office, is working on it.

Catherine noted that often it is 
the small organizations, the historic
or attractions societies, that are 
currently working within communities
that need support or ‘‘culturing'' as it
is termed in heritage organizations.
She believes the OkKak play, seen
the prior evening by workshop par-
ticipants, is an excellent example of
a group that should be supported
before starting a new committee or
organization. 
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H.S.A. board and staff have availed
of the Cultural Resource Manage-
ment training.

Conclusion

Ms. Dempsey reaffirmed that the
H.S.A. is interested in exploring
ways to work with the groups that
support National Historic Sites, per-
sons and events. The association,
she commented, has some admin-
istrative support to act as central
co-ordination office. She reiterated
that the H.S.A.'s interest in heritage
is province wide and the associa-
tion is very interested in helping
Nunatsiavut develop tourism.

In terms of general advice, Ms.
Dempsey reminded the delegates
that resources are available and that
those interested in developing tourism
in Nunatsiavut should think of ways
of accessing them. The province is
working on a Cultural Resources
Strategy. Other departments and
organizations to work with are the
Department of Industry Trade and
Rural Development, and the Canadian
Museum Association.

Ms. Dempsey sees history and her-
itage as being vital in many ways.
They help to build cultural identity
and reinforce the pride of a people.
History and heritage become an
integral part of what draws people
in from outside. On a more practical
level, Ms. Dempsey suggested that
everyone be conscious of the

meaning and interpretation of local
words, descriptions and phrases,
as often new people do not under-
stand them. Heritage fairs are good
ways for youth to express their own
identity and also to learn about other
parts of the province.

She noted that while national and
international markets have been dis-
cussed as target audiences for
Nunatsiavut, she believed that the
domestic market of people in this
province should also be considered. 

Discussion

In the discussion that followed the
presentation, Max Blake described
how Rigolet is one of the oldest
communities on the north coast,
with a European presence since
1743. Outlining its history, he told
how the Hudson's Bay Company
was established there in 1836 and
how it is home to a former military fort
with 25 buildings and eight can-
nons. As president of Rigloet's
Heritage Association, Mr. Blake
commented that he has never
received help while Battle Harbour,

The H.S.A. annually co-ordinates
the eight regional Heritage Fairs
across the province, two of which
are in Labrador. The association
also sends youth to a national fair,
the most recent being a week-long
event in Quebec City. 

Noting that many other heritage
organizations help in this kind of
work, Ms. Dempsey specifically 
mentioned Parks Canada, the
Department of Tourism Culture and
Recreation, the Museum Assoc-
iation of Newfoundland and 
Labrador, the Archivist's Association.
Through liaising with these organ-
izations, and being open to small
community groups, the association
has become aware of the many peo-
ple working to support heritage in 
the province.

H.S.A. staff and board have been
involved with Parks Canada's evo-
lution to Agency Status. Parks
Canada has been attached to var-
ious federal departments throughout
the course of its history, the most
recent as an agency. Some of the
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similar in its history and community
layout, has received over $10 million
in funding. He questioned whether
the Nunatsiavut Government 
would take an interest in Rigolet's 
potential.

Dave Lough pointed out that her-
itage preservation can often include
music, theatre, crafts, delivered in
a high quality format. He recognized
the way that the Historic Sites
Association and the Gros Morne
Cooperative Association con-
verted those interests into tourism
products. 

I. What We Can Learn from

Key Tourism Sectors

b) Adventure Tourism, Presented
by Harvey Sawler, Tourism
Consultant

Mr. Sawler reiterated the "Ten
Essentials of Successful Products"
from his presentation on the previ-
ous day, and then introduced the
subject, "A Day in the Life of an
Adventure Operator."

Throughout his discussion he referred
to two wide ranging, yet practical, lists
under the headings "The Predictable"
and "The Unpredictable."

A Day In The Life Of an 

Adventure Operator

The Predictable:

• Check weather forecasts

• Check, cleanse and respond 
to e-mails and voice mail

• Prepare and pack meals for 
scheduled excursion clients

• Repair damaged equipment

• Do financials and banking

• Track payroll and accounts 
payable

• Respond to need for sector 
committee meeting that 
you chair

• Respond to government 
re hosting media 
familiarization tour

• Confirm reservations – rooms,
meals, third-party excursions

• Make a supplies and liquor run

• Respond to an adventure travel
trade show solicitation

• Work on package pricing for 
forthcoming provincial 
visitor guide

• Work on package pricing for 
forthcoming provincial 
visitor guide

• Receive, welcome and trans-
port clients

• Conduct introductory briefing

• Transport out

• Lead excursion and conduct 
interpretation

• Field a thousand questions

• Cook and serve meals

• Take photographs

• Transport back

• Send fax for client

• Spend evening with clients – 
‘hold hands'

• Repair damaged equipment

• Call to say ‘hello' to partner 
and children

• Sell hats and sweatshirts

• Snooze
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A Day In The Life Of an 

Adventure Operator

The Unpredictable

• Threat of storm causing 
change in plans

• Place early morning calls to 
replace guide who's called 
in sick

• React to overbooking at your 
scheduled inn

• Track missing tour operator 
deposit

• Call client over credit card 
deauthorization

• Wildlife sighting

• Deal with an unreasonable 
complaint

• React to client arrival flight delays

• React to case of a missing client

• Contend with ill client

• Help client change air 
reservations

I. What We Can Learn from

Key Tourism Sectors

c) Cruise Tourism: Building
Community Support — A Port
Readiness Program for
Newfoundland and Labrador,
Presented by John Hull,
Intervale Associates

Mr. Hull outlined his 12-year expe-
rience working for with the Quebec
Labrador Foundation, as well as his
involvement in other projects with
Parks Canada, and with Greenland
and Iceland. He described his com-
pany's role in developing of a Northern
Coastal Exploration Program. 

His company, Intervale Associates,
is currently working with the Cruise
Association of Newfoundland and
Labrador (CANAL). CANAL is man-
dated to facilitate the successful
development of the province's 
cruise product and works in the fol-
lowing areas: 

• Marketing/promotion

• Product development/pro-
gramming

• Communications/publications

• Advocacy

Mr. Hull then gave an outline of the
role and function of Intervale
Associates, a company based in
Newfoundland and Labrador and
Quebec, and founded in 2002.
Intervale Associates is a consulting
team with expertise in various disci-
plines in the tourism industry. The
company provides professional serv-
ices in the fields of conservation,
heritage interpretation, and sustain-
able tourism.   

CANAL and Intervale Associates
are working together on a Port

The project schedule is in five phases:

1. Project launch (May 2005). The
Cruise Association of Newfoundland
and Labrador launched its Port
Readiness Program in St. John's
Harbour on May 25 on board the
Nouvelle Orleans. 

2. Conducting needs assessment
(June — July 2005)

3. Designing port readiness man-
ual (August — November 2005)

4. Administering workshops (January
— May 2006)

5. Monitoring/evaluation/marketing
(January — September 2006)

Thirty-two ports are included in the
planning, eight of them in Labrador.

Readiness Program. The program
is tied to the development of the
cruise industry in Newfoundland
and Labrador. Its goal is to inform key
ports of opportunities for local rev-
enue generation, employment enhance-
ment, and excursion planning.
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• Port surveys

• Focus groups in St. John's, 
Corner Brook, and Happy Valley-
Goose Bay

Cruise Survey Results

Focusing in on the cruise survey
preliminary results, Mr. Hull noted
a 33 per cent survey response rate.
Of those who responded 91 per
cent offered cruise itineraries in
province in 2004.

When asked what was the most
important factor when adding to
itineraries, those surveyed respon-
ded in the following manner:   

Local activities/ attractions — 17 per
cent thought this most important

Logistics:  Port/ community infra-
structure — 14 per cent thought this
most important

Scenery/ beauty/ wildlife — 12 per
cent thought this most important

History/ culture/ points of interest
— 12 per cent thought this most
important

Cost/ financial support — 12 per
cent thought this most important

Community welcome — 10 per cent
thought this most important

This is based on a total of 42
responses.

Respondents felt the strengths of
the industry at present are:

• people and culture

• natural beauty 

They identified the weaknesses as 

• brand awareness

• weather

• obstacles to itinerary 
development

They saw the following challenges:

• new itineraries 

• brand awareness

• infrastructure

• well-served ports 

and the following opportunities:

• visible tour options

• tools for easier itinerary 
planning

Port Survey Results

Turning to the port surveys, Mr. Hull
noted a 57 percent response rate
with 17, out of the 30 ports con-
tacted, completing the survey.

Asked whether their community
presently welcomed cruise ships,
nearly 70 percent said yes while 9
percent said no. 21 percent of
respondents said their communi-
ties never welcomes cruise ships.

These are: British Island, Hebron,
Nain, Hopedale, Happy Valley-Goose
Bay, Cartwright, Battle Harbour and
Red Bay.

Noting the value-added benefits
from Intervale Associates, Mr. Hull
pointed to the following investment
pledges from supporters and 
partners: 

• European support totaling 
$25,000 

• Parks Canada support totaling
$5,000

• Marketing initiative through 
Northern Coastal Experience 
(NORCE) Program

• New Zealand Tourism Research
Institute (NZTRI) will provide 
staff support to the needs 
assessment

• Weblog program linked to 
CANAL website

Mr. Hull broke the second phase of
the program—the needs assess-
ment—down into three sections:

• Cruise industry surveys
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Asked how they would rank the
cruise sector in its importance to
their community today, the majority
of respondents gave a mid-range
answer between lowest and high-
est priority. But when asked how
they would rank the cruise sector
in importance to their community in
five years, the majority of respon-
dents answered that it would 
be of the highest priority. This 
clearly indicates that many ports
are looking to cruise tourism as a
positive development. 

Asked about the perceived annual
value in dollars of the cruise indus-
try to their region, nearly 40 per-
cent said it was less than $10,000.
Thirteen percent said $10,000 to
$100,000. Nineteen percent said
over $100,000, and 29 percent
didn't know.

Asked how they would rank the
quality of customer service that
their community presently provides
visiting cruise ships,  30 percent
said average, another 30 percent
said high quality.

From the CANAL passenger and
crew visit statistics, Mr. Hull demon-
strated how the numbers of cruise
ship visitors have been increasing.
In 2002, there were approximately
38,000 passengers and crew. In
2005, there were just over 55,000.

Giving a brief overview of the play-
ers in the global cruise ship indus-

try, Mr. Hull revealed that 51 per-
cent is controlled by the Carnival
Corporation and PCL (Carnival
Cruise Lines, P&O Cruises, Princess
Cruises, Holland America, Windstar
Cruises, Cunard Line, Seabourn
Cruise Line, Swan Hellenic, Aida &
A'Rosa and Costa Cruises). Royal
Caribbean controls 32 percent. The
Star Group, which includes
Norwegian Cruise line, controls 
8 per cent.

Canada and New England have only
1.5 percent of cruise capacity, com-
pared to the Caribbean holding 41
percent and the Mediterranean 
with 12.6 percent. Alaska has 
8.3 per cent.

Mr. Hull presented a graph titled
"Industry Profile — The Benefits"
demonstrating how spending was dis-
tributed throughout ports of various
sizes in Atlantic Canada in 2003. 

Cruise Industry Growth Pattern

Mr. Hull presented the following 
statistics supporting the contention

that the cruise industry is the 
fastest growing sector of tourism
worldwide: 

• average rate of growth far greater
than any other sector of tourism
in North America.

• 9.1 million North American con-
sumers embarked on a cruise in
2004 compared to 1.4 million 
in 1980.

• average annual growth rate from
1980 – 2004 was an impres-
sive +8.2 percent.

• 20 new ships are to be added
to the North American fleet from
2005 through the end of 2009.

• worldwide cruise industry is 
valued at about $15.3 billion.

Building Community Support

Examining the reasons for the growth
rate of the cruise industry in North
American, Mr. Hull noted:

• the ability of cruise lines to 
attract land based tourists 
to cruising by offering 
new products.

• the exceptional service of the 
cruise industry.

• the high satisfaction levels at 
a competitive price.
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Mr. Hull described the port readi-
ness workshop to be held in Nain
on January 12. The subjects of the
workshop are the following:

• project overview 

• introduction to the port readi-
ness program/cruise industry

• planning for success – how to
host a cruise ship

• marketing – who is your client?

• product development, shore 
excursions

• port services and infrastructure

• service above all

• developing an action plan

Mr. Hull described the outcome of
the Port Readiness Program as 
the following:

• meet needs/expectations of 
cruiselines and their passengers

• offer quality travel services and
infrastructure at ports of call

• protect/nurture the unique nat-
ural and cultural heritage 

lines work, and how they develop
their marketing plans. 

The need for partnership was also
stressed. The industry is known to
be growing. Nunatsiavut can develop
its plans and regulations, and set
its objectives regarding what it hopes
to gain from the  industry, and how
it hopes to avoid any negative
impacts. 

There was some discussion of an
Nunatsiavut-wide organization to
ensure benefits and work are spread
throughout all communities.

II. Partners and Players

a) Parks Canada/ACOA/
Canadian Heritage, Presented
by Dave Lough, Manager of
Tourism Partnership, Tourism
Atlantic (ACOA) 

Mr. Lough discussed the process
of developing partnerships. He rec-
ommended that Nunatsiavut
Government's strategy should be
aimed at capacity building and devel-
oping a "good host" policy for tourists. 

He pointed towards resources that
may be of great use such as the
Gros Morne Institute of Sustainable
Tourism (GMIST) where there is
much information regarding best
practices. He urged that more
people avail of its courses. He
suggested also that in developing

Discussion

Mr. Hull suggested that the perform-
ances which were given during the
conference, such as the drum
dancers, throat singers, OkKak play
and the arts and craft display, are
prime examples of local products
that can be offered to cruise 
visitors. 

The average spending can be
increased with the volume and qual-
ity of products and experiences
offered. Developers need to work
with itinerary planners of cruise lines
to develop prices. It is important for
shore prices and packages to be
negotiated and determined in
advance. When cruise lines or organ-
izers ask the community to organ-
ize an event, the community should
be prepared to name a price. 

There was some discussion about
experiences in Rigolet, how there
were two displays set up in the com-
munity – one in a tent on the shore-
line, another in the school. It was
known that the cruise line charged
high prices for the overall cruise to
their passengers, but there was lit-
tle value left in the community. 

There was detailed discussion on
how communities can get involved.
Planning is needed as it takes cruise
lines years to plan their itineraries. At
the moment there appears to be a
lack of understanding of how cruise
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a tourism industry in Nunatsiavut,
tourism players should look towards
other tourist destinations with
aboriginal communities, particularly
Iqaluit, Northern Quebec and
the Yukon both for tips and for
market linkages.

He stressed the importance of
the  te l l i ng  o f  the  s to ry  o f
Nunats iavu t and the Torngat
Mountains, noting that already
the region has become a "hot"
emerging destination with Battle
Harbour and Red Bay as exam-
ples of good developments. 

Mr. Lough emphasized the impor-
tance also of working with Destination
Labrador and the Department of
Tourism, Culture and Recreation.
There are many experiences to learn
from the provincial government,
he noted, as it has many marketing
programs and tools, including
travel guides.

Nunatsiavut's main tourism com-
petitors, Mr. Lough suggested, are
international tourist destinations,
not other places in Atlantic Canada.
He ended with the key message

that partners and working with the
right people are very import-
ant elements of a successful 
tourism industry.

II. Partners and Players 

b) Destination Organizations,
Presented by Tourism consult-
ant Harvey Sawler

Mr. Sawler opened with the obser-
vation that his experience over
twenty years with various tourism
organizations has made him aware
of the need to develop marketing
strategies "with the right legs."
Using the example of New
Brunswick to describe the "Kent
County syndrome," he described
the frustration of countless stud-
ies. Only when the community was
forced to become more focused
on its key strengths, such as the
Bouctouche walking trails, he noted,
did things start to turn around. 

Over three years, and with $5 mil-
lion in funding, that community
developed a tourism program that
became a model that is now used
in a 2 ½ day training session

attended by many people from
Newfoundland and Labrador.

He believes Nunatsiavut is an
exotic/elite location in the same way
that Greenland, Nepal and the
Galapagos Islands can be described
as exotic/elite. Explaining his use
of the definition with regard to
Nunatsiavut, Mr. Sawler identified
the key features that makes
Nunatsiavut "exotic" or "elite."

They are the following:

• The customer is worldly 
and experienced;

• The customer is a purist 
versus semi-enthusiast or 
casual user;

• The customer has money;

• Products are customized; 

• Products are tailored; 

• Resident operators tend to 
be certified or sanctioned.

Mr. Sawler pointed out that 85 
percent of visitors to the Maritimes
are ‘rubber tire,' or people who visit
in their own or rented vehicles.
Nunatsiavut is of no interest to these
types of tourists who are causal vis-
itors. The target market for
Nunatsiavut, he explained, makes
up 15% of urban North Americans.
They are enthusiasts, with money
to spend. Even if they have limited
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income, they channel their spend-
ing to experiences of the types avail-
able in Nunatsiavut. 

This is tourism business that has to
be customized, Mr. Sawler expanded.
If the tourist experience is not planned
and organized to meet their needs,
negative feedback from visitors will
be damaging. They will describe
these negative experiences within
tightly knit networks.

In explaining why a Destination
Organization is the most appro-
priate model for Nunatsiavut,
Mr. Sawler highlighted the fol-
lowing key points: 

• Great Tourism destinations 
don't happen by accident;

• If it's worth traveling halfway 
around the world for, it's worth
having it organized;

• Tourism operators have busi-
nesses to run;

• Destination Organizations 
have the time to learn about 
tourism globally;

• Operators can concentrate on
their product;

• Destination Organizations can
attract public sector funding;

• Destination Organizations can
talk transportation.

Differentiating Destination Organ-
izations (DO) from Destination

Marketing Organizations (DMO),
Mr. Sawler said the latter are look-
ing for the immediate payout – the
immediate return on the marketing
investment. Destination Organizations,
on the other hand, are multi-disci-
plinary. DMOs tend to leave the
product behind and are less likely
also to follow the research/product
marketing continuum than a DO.

Isolating the characteristics of
successful elite/exotic DOs, Mr.
Sawler found they have the fol-
lowing characteristics:

• They understand and practice 
The Research/Product/
Marketing Continuum;

• They understand and practice
The Ten Essentials of Successful
Travel Products;

• They comprise people who can
mobilize industry;

• They comprise people who have
been exposed to world-class 
best practices in high-end travel,

including the critical field of 
transportation;

• They comprise people who 
understand the dynamics of 
The Trade Channel (tour 
operators, receptive agen-
cies, travel agents);

• They comprise people who are
‘from‘ and ‘of' the culture;

• They comprise people who 
understand the principles and
practices of sustainable tourism

• They should be adequately, not
marginally, funded.

Mr. Sawler added that, beyond
ACOA and the Department of
Tourism, Culture and Recreation,
there should be key people who
can lead and are able to motivate
the operators. He advised that a
best practices mission should go
beyond Atlantic Canada. While other
‘exotic' destinations will require more
investment, which can become con-
troversial, it is important to learn
from the right examples. He recom-
mended that a highly experienced
retailer or band manager be brought
to Nunatsiavut to teach operators
how the industry works. He further
recommended that, rather than bring
in outsiders who may not have the
same commitment and knowledge
of the area, someone from
Nunatsiavut be educated about 
the industry.
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Offering four distinct options
for organization of tourism devel-
opment for the region, Mr.
Sawler posed a series of 
questions for consideration
under each. 

Option 1 — Find a place and a
role within Destination Labrador

Is the product the same? Is
Destination Labrador a true
Destination Organization? Are there
adequate resources in place to serv-
ice and build Nunatsiavut tourism?
Is all of Destination Labrador
elite/exotic?

Option 2 — Build a DO exclu-
sively for Nunatsiavut

Are resources likely to be found?
Does the product offering warrant
such a move? How long would it
take to create and launch at DO?
Is a Nunatsiavut DO sustainable?

Option 3 – Parks Canada Model

Consider the Parks Canada option
as a quasi-DO. 

Evidence shows Parks Canada has
most of the characteristics of how
a successful elite/exotic DO would
think and operate. Is the agency
fluid and flexible enough to act as
a quasi-DO, even for a fixed length
of time?

Option 4 — Consider the Co-
operation Association DO model 

Would it be fluid and flexible? Would
there be understanding of Parks
Canada culture? Would there be
access to public sector funding?

Discussion

Participants discussed the costs of
travel to and within Nunatsiavut.
There was extensive discussion of
the Marine Atlantic experience, focus-
ing directly on a comment passed by
a former employee that Rigolet had
been 10 years too late when it
wanted to develop tourism. Marine
Atlantic used to offer packages to vis-
itors that included meals and accom-
modations, and provided visitors
opportunities to visit each commu-
nity on the Northern Rangers work-
ing routes for passengers and cargo
on north coast communities. 

Mr. Sawler countered that it is not
too late, that Nunatsiavut is the next
hot product waiting to happen. He
pointed out that the visitors men-
tioned in the Rigolet example are
not the same kind of tourists
Nunatsiavut would target. Rather
than aiming for casual visitors pass-
ing through, he recommends tar-

geting those who could be wholly
dedicated to coming here. He
believes that there may be truth for
Nunatsiavut in the adage ‘build it
and they will come.' 

Mr. Sawler referenced examples
such as Branson Missouri, a coun-
try and western music hall destina-
tion, that started with the Roy Clarke
theatre and grew with the Bobby
Vinton and Andy Williams theaters
and many more. He said there are
so many visitors that the airport has
been customized to handle motor
coach access. Building the right
product will generate the demand
and cause an appropriate trans-
portation system to be built.

There was discussion about the def-
inition of ‘elite.' Destination Labrador
is considered by the Department of
Tourism, Culture and Recreation to
include these characteristics. It was
acknowledged, however, that not
all communities could provide elite
experiences and that Labrador Straits,
for example, is considered more of
rubber tire destination. Participants
noted a major difference north and
south of Red Bay. 

Connecting the Torngat experience
to all Nunatsiavut communities was
a major point of discussion. There was
a suggestion that Nunatsiavut cre-
ate an experience similar to the
island hopping experiences of 
the Caribbean.
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II. Partners and Players

c) John Hull, North Atlantic
Regional Association (Cruise)

Mr. Hull gave a brief presentation
on a model for tourism planning,
advising participants to use this
framework as a tool.

He also provided a brief overview
of plans for an international cruise
itinerary that will include Labrador.
He showed a conceptual illustra-
tion of a pictorial map that is intended
to be used for interpretation 
and promotion.

d) Newfoundland and Labrador:
An Address from Vic Janes,
Assistant Deputy Minister of
Tourism, Culture and Recreation 

The following address was given
by Mr. Janes:

First of all let me thank you for the
opportunity to share the next phase
of your incredible journey and con-
gratulate the Nunatsiavut Government
for taking the initiative to plan a park
on their terms. I would also like to
encourage you to look to all resources
which are available to you, which
brings to me to why Goronwy and

I are here. We have
come to listen, to under-
stand your vision for
tourism for Nunatsiavut
and to let you know
what we do within the
Government of
Newfoundland and
Labrador and offer our
support to your efforts,
on your terms.

I took the time to review
the 2004 workshop
document which Judy
introduced yesterday
and that document,
while it didn't have as
wide an input as you
had intended due to
weather, represents
thinking which is con-
sistent with the princi-
ples of tourism product

development which Harvey pre-
sented late yesterday. As you may
or may not be aware, the Government
of Newfoundland and Labrador has
developed over the past 3-4 years
both a tourism marketing strategy
and a tourism product development
strategy — not only does our prod-
uct strategy conform to the princi-
ples espoused by Harvey, but it also
mirrors in many ways the principles
which are identified in your 2004
workshop report. All this to say that
many resources exist for your use
or reference —   like the old saying
— "Don't try to re-invent the wheel"
— look to those things which already
exist, the recent studies and strate-
gies that have been developed for
Newfoundland and Labrador.

Particularly, I am referring to the
Government of Newfoundland and
Labrador Tourism Marketing Strategy
which identifies our core markets
from a geographic perspective,
Ontario, Maritimes, Western Canada,
and NE, U.S.A. where we attempt
to create destination awareness and
drive potential visitors to our Website
or 1-800 number. Also from a psy-
chographic perspective we identify
well educated experienced and mature
adults 45 — 60 with an empty nest and
with significant family income.

Our strategy directs us toward a
more web based — IT driven mar-
keting approach (which ties to the
developments around the Smart
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Labrador initiative) which identifies
activity markets our target market
is interested in, such as hunting,
fishing, soft adventure and sight-
seeing and touring and cultural expe-
riences. Does this sound familiar? Is
this not exactly what you have 
in abundance?

The Government of Newfoundland
and Labrador's Department of Tourism
Culture and Recreation also has a
recently developed Product
Development Strategy — another
resource which is available to you
for reference, for guidance if you
choose, or as a starting point to
explore your own product develop-
ment strategy. It focuses on unique
natural attractions, people and cul-
ture, cultural heritage — sound famil-
iar — you have these things also
readily available to you.

I could take you through the high-
lights of our strategy, the proposed
initiatives under consideration by
our Government as we speak, on
the proposal we are discussing
within the Department around Winter
Tourism — but all of that is available
to you in printed form for your ref-
erence or use as you see fit. 

Today it is more important to focus
on another document, a process
which many of you have contributed
to, or are generally aware of and
that is the "Tourism Destination
Development Plan For Labrador"
as it is more commonly referred to
as the "Destination Labrador Plan".

Before I turn it over to Goronwy
[Price] to reference that plan, I just
want to point out some statements
from the 2004 Workshop — because
I think they are so "spot on."

Respect Inuit Culture & Heritage,
but remember there are tourism
opportunities — economic develop-
ment opportunities associated with
promoting and sharing Inuit values.
Don't under estimate your product,
focus on net benefits.

Promote story telling – possibly
through schools. This can be the
foundation for guided tours — sim-
ple, but effective.

Provide education and familiariza-
tion tours to people who can influ-
ence tourism development and I''ll
reference this again at the end.
Provide festival development which
I heard referenced yesterday.

Involve all coastal communities —
as referenced yesterday by Toby
through community based tour-
ism plans.

Goronwy Price presented
Partnering Opportunities —
Destination Labrador:

Further points to consider:

Accept that high volume visitors
may not be the focus but high yield-
ing visitors are also an acceptable
strategy — they don't mind paying
and actually expect to pay if there

is a quality product.

Look for technological approaches.

Explore winter trails — snowmobil-
ing opportunities — to be success-
ful you need the winter tourism
generators. 

Plan community consultation —
involve your constituents.

Encourage youth involvement.

Building partnership, i.e. Parks
Canada, but there are many others
available to you — CONA — TCR —
Torngasok Cultural Centre —
Transportation Sector — Private
Sector.

Don't forget the Resident Market.

What TCR Can Offer

Provincially:

Access to marketing strategy.

Access to marketing staff at
Headquarters who would be avail-
able to meet with working commit-
tees or consultants at key times
upon request (preferably with notice).
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Organize a familiarization tour of the
North Coast for key staff who are
involved with travel trade people,
such as tour companies; travel media
people who write stories and pro-
vide great value for the small amount
of money spent or in services pro-
vided such as accommodations or
meals. This results in editorial value
which we could not afford to buy.

Access the product development
strategy. 

Engage the product development
staff at Headquarters — again to
attend key strategic committee or
planning meetings.

Some of you have met with the
Cultural Heritage Branch, which has
committed Martha Drake, Provincial
Archeologist, to come and be involved,
as well as other representatives from
the Province to assist with cultural
center development.

Regionally:

Overview of our Regional Office:

Director, Goronwy Price

Staff in Recreation and Sport, 
Trevor Paine

Staff in Labrador Interpretation
Centre with Outreach —  Mina
Campbell Hibbs

Staff support on areas such as hunt-
ing and fishing, outdoor adventure
through Todd Kent.

Act as conduit to other resources
in our Department and if necessary
link to other departments.

Final Comments

Know your market —  Don't take the
"build it and they will come" approach
—  you can't sell what some one
doesn't want to buy.

Have your products market ready.

We look forward to engaging with
you, at your call — and provid-
ing support to you as you develop 
your plan.

II. Partners and Players

e) Presented by Nick McGrath,
President of Hospitality
Newfoundland and Labrador

Mr. McGrath explained he is a tourism
business operator from Labrador
City, with a restaurant and other
businesses. As president of the
provincial tourism industry associ-
ation, he brings a strong Labrador
perspective to the association. 

He recognizes that there are major
differences in each region of 
Labrador.

Pointing out that tourism is one of
Canada's and the province's fastest
growing industries, Mr. McGrath
encouraged Nunatsiavut Government
leaders to determine what they want
from tourism.

Commenting on the theme of ‘build
it and they will come,' Mr. McGrath
stressed the need for carefully tar-
geted marketing. Selling it properly
is important. 

He gave an overview of Hospitality
Newfoundland and Labrador as the
association that represents the inter-
ests of private tourism operators in
the province. The association, he
noted, has more than 785 members
in eight sectors. It is the largest
industry association in the province.  
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Mission Statement

Mr. McGrath quoted the associa-
tion's Mission Statement which is
as follows:

"The Tourism Industry Association of
Newfoundland and Labrador, oper-
ating as Hospitality Newfoundland
and Labrador, is a broad-based
industry association dedicated to
the development and promotion of
the tourism and hospitality industry
throughout Newfoundland and
Labrador."

Mandate

Touching on the association's man-
date, Mr. McGrath described how 
it covers:

• policy and advocacy

• communications 

• member benefits

• quality assurance

• special events

• professional development

Policy and Advocacy 

The goal of the association is to
represent the interest of industry to
all levels of government to enhance
development of tourism provincially.
It is a membership driven organiza-
tion in which industry members pay
their own way.

A recent issue is tourism's market-
ing budget. Now that industry has
a large influence through the mar-
keting council, Mr. McGrath noted,
it is no longer government making
the decisions. Another issue is
product development. Hospitality
Newfoundland and Labrador is very
involved in developing strategies.
The recent product development
strategy highlighted by Vic Janes
is a bible, of sorts, for the associa-
tion. While specific sections of the
strategy may be read by those inter-
ested in their own region, the strat-
egy can also be seen as applicable
across all regions and subjects.

Communications

The communications goal of
Hospitality Newfoundland and
Labrador is to keep members
informed, increase industry's pro-
file and gather input from mem-
bers. The communications tools
for achieving this, Mr. McGrath
explained, includes the Tourism
Times Newsletter and eNews 
publications, members surveys

and committees, media releases,
the Hospitality Newfoundland 
and Labrador website and public
presentations. 

Member Benefits 

Mr. McGrath explained the goal of
member benefits which is essen-
tially to save members money and
improve their bottom-line.  Benefits
include preferred rates on Visa,
Mastercard and interac, a long dis-
tance plan with West Can, group
insurance, a membership first pro-
gram and office supplies.  

Quality Assurance

Mr. McGrath explained that the pur-
pose of quality assurance is to make
sure that tourism lives up to its world
class billing. Tools to promote qual-
ity assurance are:

• Canada Select and the 

Newfoundland and Labrador 

Accommodations Rating 

Council

•  Taste of Newfoundland 

and Labrador

•  Mystery Shopper Program
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Special Events

Special events help to publicize
both the association and its individ-
ual members. Examples of special
events are:

• Annual Convention and 

Trade Show

• Atlantic Canada Showcase

• Tourism Awareness Month

• Golf Classic

• Seminars/Workshop

Training and Customer Service

The association promotes and organ-
izes training which sets standards,
helps to define jobs from an
employer's point of view, builds
employees knowledge, skills and
attitude. The association helps to
define the training needs of its mem-
ber organizations and help them
meet occupational standards.

Hospitality Newfoundland and
Labrador defines customer service
as keeping customers happy and
loyal. Through SuperHost Atlantic,
association members can access
training which:

•  has customer service specialists

•  is internationally recognized 

by tourists

•  possesses travel guide 

designation

Through the Gros Morne Institute
of Sustainable Tourism (GMIST),
the association promotes efforts to
enhance the quality and sustainabil-
ity of outdoor/nature-based experi-
ences afforded throughout Atlan-
tic Canada. 

By undertaking a market analysis,
Mr. McGrath explained, Hospitality
Newfoundland and Labrador and
GMIST will create a profile and
analysis of:

•  tourism occupations in 

Newfoundland and Labrador

•  demand and supply issues

•  wage rates

•  current perceptions

Through this market analysis, he
concluded, they will achieve rec-
ommendations to meet anticipated
human resource requirements and
a 5-10 year plan. 

I I I. Final Session — Open
Discussion

A Vision and a Strategy:
Identifying Opportunities and
Players. Taking Ownership/Next
Steps: Directions for the Terms
of Reference for Developing the
Feasibility Study

The main points covered in the fol-
lowing discussion are repeated in
point form below the text.

Ches Andersen chaired a wide rang-
ing session. He agreed to ensure
that Nunatsiavut Government would
consider all points in its determina-
tion of how to proceed with tourism
development. 

The subject of marketing emerged
as an area that needed focused
attention. The need for both com-
munity plans and regional plans,
and the importance of tying them
together was expressed. The "shoul-
der season" is important too; the
typical season of two summer
months, July and August, needs to
be expanded to May-June and
September-November.

Other priorities were the issues of
branding, websites, tradeshows,
traditional crafts, particularly  grass-
works which is a dying craft, access
to new types of arts and crafts, and
funding that might be available 
for training. 
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Experience with Gros Morne since
1973 proves that there is always
evolution and learning in working
with visitors. Communities in the
region have come to recognize there
are greater benefits in working
together, moving on from the early
competitions among communities.
This learning from Gros Morne should
prevent Nunatsiavut from experi-
encing about 10 years of problems.
Cooperative associations are a very
good way to achieve growth. 

Max Blake requested support in
developing Rigolet's potential as a
national historic site, especially with
Strathcona House. Ches said the
Nunatsiavut Government could look
into this. 

Joe Webb stressed the need for
safety planning in all travel plans,
especially in relation to polar bears
and weather. Joey Agnagtok wanted
there to be respect for harvesting
areas used by local residents. He
wouldn't want to see hunters qui-
etly waiting to get a goose to have
them disturbed by machines fright-
ening them away. It's important to
respect areas where people make
their living. Leroy Metcalfe, who was
attending as Sikumuit now, recalled
how this concern was also raised
in the 2004 workshop. Ches
explained that a land use plan would
be created in partnership with the
province and that it could factor
local and tourism uses.

Joey touched on the need for local
preference, using as an example
Paul Fenton, an adventure tourism
operator now living in Nain. While
he did not mean to be personal, he
said he would challenge Paul's pres-
ence in locations such as Hebron.
Joey wanted to know if Paul could

overrule him. Who has the prece-
dence – a new operator or some-
one already in business? The issue
appears to be related to protecting
Aullâsimavet (places Inuit families
or groups use on a seasonal, semi-
permanent or permanent basis for
hunting, fishing, trapping, gather-
ing and for enjoyment of the lands,
waters and ocean.)

There was a general sense of
urgency, and questioning of the ref-
erences to a ten year plan.  There
was a sense that action is needed
sooner rather than later. There was
clarification that plans were to be
made for inside the park, in Nain
and throughout all of Nunatsiavut.
Some concern was expressed about

capacity, whether there would be
enough room for so many opera-
tors and guides. It was pointed out
that the Parks Impact and Benefits
Agreement (PIBA) is expected to
address a lot of these concerns.

Ches commented that the
Nunatsiavut Government would 
develop strategies to ensure
Nunatsiavut business operators are
protected. It was agreed that
Nunatsiavut must build a brand that
acknowledges that Nunatsiavut
will not attract large amounts of
people. Balance is important. 

The PIBA provides for the estab-
lishment of a licensing system to
manage the number and nature of
business operators in the park.  It
also provides for a process to resolve
conflicts, should they arise between
the Nunatsiavut Government and
Parks Canada.  It also provides for
the establishment of  the co-opera-
tive management board which will
play a key role in the park manage-
ment planning process.

Paul Fenton asked for more infor-
mation on specific tour and adven-
ture operators that were named in
some presentations. Are they exclu-
sive, or will other companies be able
to do business?
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Chip Bird also noted the specific
commitment to Inuit in the PIBA.
There should be clear opportuni-
ties for Inuit employment, services and
business. Opportunities are not to
be exclusively for non-aboriginal
companies. The land transfer agree-
ment with the province has provi-
sions to work with existing operators
e.g. outfitters. He believes most
Quebec operators who used the
area now designated as the park
will look for new opportunities to
work with Inuit as the new way of
doing business.

Randy Edmunds admitted he was
somewhat overwhelmed with so
much information in the last two
days. While he thinks Nunatsiavut
is somewhat behind, he trusts that
the PIBA will ensure there will be
business opportunities for Inuit.
Randy reiterated highlights of the
2004 report. He referenced the
visions and challenges, and the next
steps in market research. He com-
mented that there is a lot to do in
communities in terms of educating
people about opportunities and spin

offs directly available from the park.
He noted it is important to set lim-
ited, realistic goals, timeframes, next
steps, and to keep moving as they 
are accomplished.

Ches agreed. He suggested that
work should begin on preparing
community inventories. He said we
should use John Hull's wheel dia-
gram and the 10 essentials Harvey
Sawler provided to examine com-
munities and service levels. 

Judy clarified for the group that
there will be no infrastructure in the
park. The plans are to look for non-
consumptive opportunities, such
as eco tourism. It is important to
remember that the fiords are not
part of the park. She suggested
thinking about managing shore activ-
ities, and exploring ways of getting
to the park. 

She stressed that when Inuit agreed
to create a park in this area, they
did so on the understanding that it
would remain as a wilderness area.
She believes that infrastructure
opportunities may be feasible near
park boundaries and routes to the
park and, in the case of Saglek,
close to the airstrip.

Cora Edmunds suggested that every
community should prepare tour pack-
ages, and where possible focus on
available attractions. Many commu-
nities have historic attractions. She

said that she and fellow community
development officers are challenged
by lack of resources, and compet-
ing interests. They see a role in help-
ing get inventory information to the
Nunatsiavut Government.

Joey complimented Anne Marceau's
presentation about her trip up north,
the breathtaking land and scenery.
But he cautioned people about the
use of resources. As a fisherman,
he knows that boat crews, many as
high as 20 people per boat, often
fish and hunt for caribou. He ques-
tioned if there are tracking systems,
a black box to monitor activities. He
referenced getting information from
DFO on vessel activity. He thinks it
can become a monitoring tool.

Ches encouraged him to discuss
this idea with Doug Blake, the Deputy
Minister of Lands and Resources. 

Georgina Allen appreciated the
overview of tourism, and believes
there are ways to involve all possi-
ble partners. Although resources
are limited, she noted, limited funds
are available. It is important to look
for ways to leverage projects. She
has a project estimated to cost
$38,000 and needs the 10 percent
in order to be eligible for govern-
ment funding. She commented that
the Rigolet web site effort should
include other communities such as
Makkovik.
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Responding to a question from Tom
Goodwin regarding how operators
could access the park Judy said the
park management plan to be devel-
oped with Inuit and the Nunatsiavut
Government will address access,
registration, licensing and other
related issues. Tom also expressed
concern about polar bears, and what
safety measures will be put in place.
Judy agreed that visitors must be
kept safe, and they must be clearly
made to understand the risks.

Fran Williams said she enjoyed the
presentations, and also said there
was a lot of information to take in.
She commented that she believes
in three principles of tourism: it must
be culturally sensitive, economically
viable and sustainable. She wants
to see training. Seeing how long it
took Gros Morne communities to
develop, she wanted to know if all
northern communities can be ready.
She recalled the Northern Ranger
tours. Will information be organ-
ized? Will the uniqueness of each
community be respected? She
agreed with Zippie that elders need
to be involved, and wanted to know
how that can happen.  She was
bothered by the fact that recent
cruise ships used Nova Scotian
historians as tour guides to describe
the land and the people, when elders
in the community are available.

I believe there are three

principles of tourism: it

must be culturally sensitive,

economically viable and

sustainable.

Fran Williams 

“

Zippie referred to Toby's presenta-
tion, and how it highlighted the vision
to include elders, youth and Inuttitut
speakers, but she questioned why
there were no elders present. She
is aware of the minimum require-
ments for the park. She asked if a
lodge could be built close to the
park. She challenged the idea there
would be no infrastructure in 
the park.

Ches suggested there will be gaps
and holes in the process of going
forward. Nunavut, he said, took two
years to establish tourism after it
came into effect. Nunatsiavut has
the chance now to be ready. Nain
is the furthest community north. A
cultural centre is being planned for
Nain, that can incorporate some 
of the park's programs and serv-
ices. He says there are many things
in the works, and while there was
a recommendation from the eco-
nomic conference to have a tourism 
conference, he wants to proceed 
with planning.

There is a need for Inuit to

learn more about interpre-

tation and product develop-

ment.

Ches Andersen 

“

Eddie Pottle of Hopedale suggested
a coordinator be assigned to help
gather this information. As a hotel
operator, he doesn't have the time
or the funds. He asked that fund-
ing agencies be asked for help, not
just for the park but the whole area.
Ches agreed, commenting that
momentum and information gets
lost without a dedicated person to
continue the work.

Christine Sheppard described her
experiences as a tourism coordina-
tor for Rigolet for two years. She
thinks the focus is only on the
Torngats, and recommended that a
coordinator be assigned for all com-
munities to prepare now for when
the park starts. She explained how
some communities can have some-
one for six months of the year, prepar-
ing, so that when tourism is in full
swing they can be ready. She sug-
gested that the focus can start with 
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individual communities and then
expand to unify the region.

Ches agreed, and said the commu-
nity plans will raise these kinds of
issues. While there may be only one
Nunatsiavut coordinator in the early
stages, efforts will be made to
increase resources. He suggested
that other people experienced in
tourism, such as David Igloliorte in
Hopedale be asked for advice, sto-
ries and examples.

Gary Baikie said that with Nunatsiavut
Assembly having come into effect
on December 1, this is good tim-
ing for a tourism conference. Ministers
and deputies are meeting during
the week, to determine departmen-
tal priorities and policies. With two
ministers, himself included, other
elected assembly members and four
deputy ministers in the room, it is
good time to drive and influence.
Tim McNeill, the deputy minister
responsible for economic develop-

ment was directed to provide recom-
mendations to the executive. Gary
drew attention to Catharyn Andersen,
Director of Torgnasok Culture Centre,
explaining that she too is interested
in the economic development poten-
tial of cultural tourism. This is a good
time, he said, to establish strong
relationships with Parks Canada,
provincial tourism, the cruise asso-
ciations, HNL and many others.
Tourism is not just for the park, but
for all communities. Gary said the
Nunatsiavut Government would be
looking closely at setting up its own
destination organization to fit within
Destination Labrador, and provin-
cial tourism plans. 

Leroy agreed with earlier comments
that a regional coordinator is needed
to drive the process, to give it the
‘the legs' Harvey described. Parks
Canada has its resources. He
stressed that the park feasibility
study be started as soon as possi-
ble, without duplicating efforts. 

Ches explained that the new
Nunatsiavut Government is focusing
on an economic development pol-
icy, and that will include considera-
tions for proceeding with the feasibility
study. Leroy voiced his concern that
outside operators are positioned to
take advantage of the business
opportunities. Ches acknowledged
the point, but said they are being
careful about the overall plan. He

There is a need for Inuit to

learn more about interpre-

tation and product develop-

ment. 

Ches Andersen 

With Nunatsiavut Assembly

having come into effect on

December 1, this is good

timing for a tourism 

conference.

Gary Baikie 

agreed they need to find a coordi-
nator. If they cannot find one within
the membership or a beneficiary
first, then they'll go outside
Nunatsiavut.“
“

Max Blake questioned why there
wasn't a minister of tourism. Ches
responded that Nunatsiavut is start-
ing out with a small group of min-
isters, and it is unlikely there will be
one until they start delineating tourism
programs and responsibilities. Max
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believed one minister responsible
for Health, Education, Social and
Economic Development, has too
many responsibilities. He insisted
there should be a minister for tourism,
culture and recreation. Ches said
there are two deputy ministers in
that department, and there are direc-
tors with set responsibilities. There
is conscious attention being paid
to avoid an expanded government too
heavy on executive. Tim gave some
clarification. He is responsible for
education and economic develop-
ment, and agreed it is a large depart-
ment. Nunatsiavut is still in transition
and the Labrador Inuit Development
Corporation is indirectly operating
business until staff are assigned
economic development. He wel-
comed the advice and input on devel-
oping for tourism.

Tim added that it is important to
generate enough revenue from all
sources to help run the govern-
ment. A lot of planning is required
for tourism in communities and
regions, and for tying in with the
park. It is worth investing in, he
said, and asked for participants'
patience and time in Nunatsiavut
Government's preparations.

Toby interjected, pointing out that
the current government is a tran-
sitional government, which has up
to a year to get things in place.
That includes Inuit community gov-
ernments, the Upper Lake Melville

corporation, refining departments
and resources and so on. He
explained that youth, recreation,
elders, status of women, culture
and language have all been given
increased priority in the new gov-
ernment under the direction of
Catharyn Andersen. Toby contin-
ued that he and other Nunatsiavut
Government people are listening,
and they are encouraged by the
ideas and level of interest in tourism.
He sees things emerging as pieces
of a puzzle, needing money and
time to put it together. He is pleased
with the presence of ACOA,
Destination Labrador and Parks
Canada officials. There will be a
ten year tourism development plan

coming out of the PIBA. Funding
has been provided for the feasibil-
ity study to build that plan, as well
as to provide for Inuit training and
development of business oppor-
tunities. Management boards and
steering committees have to be
put in place. The rest is up to the
communities. He encouraged the
practice of working with partners
and agencies, and getting to know
the Labrador Inuit Land Claims
Agreement (LILCA). He touched
on the capital transfer fund that
came with the agreement. There
will be room for proposals, but he
wants to make sure all other part-
ner opportunities and support is in
place. Joint ventures may be funded,
one time, based on economic
viability and potential for growth.

He cautioned that Nunavik is also
developing a PIBA with Parks Canada.
The Makivik Corporation has an over-
lap agreement with Nunatsiavut. The
agreement addresses how land and

Economic potential in

Nunatsiavut includes its overall

land base, forestry in Postville,

small business sector, fish-

eries, and other areas. Tourism

is seen as a bright area, as a

revenue producer.

Tim McNeill
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resources are to be shared. He wants
to make sure Nunatsiavut has solid
plans, that it maximizes all areas for
cooperation, and that there is good
and fair sharing. 

Ches said the process is starting
now, with plans to strike a steering
committee soon. He asked for
participants to express their inter-
est in being involved, and for any
thoughts and ideas that need to
be considered. He real izes
resources have to be dedicated
to this work, that volunteer com-
mittees don't work without sup-
port. He wants to review other
approaches, including the idea
of finding a good coordinator,
before planning other conferences.

Patty Pottle said she believes
there are tourism opportunities
in every community. There are
crafts people and established
tourism businesses. She hopes
Nunatsiavut Government executive
takes tourism seriously. Ches
agreed to provide the executive
with names of recommended steer-
ing committee members, and to
getting the work done. 

It was clarified that the steering
committee was to develop a strate-
gic plan for tourism in Nunatsiavut. 

Georgina reminded participants of
the Mealy Mountains; there is a pos-
sibility of there being two national
parks in Labrador.

Joey referred to fisheries as being dis-
organized and open to people to
go around the system. He cautioned
that tourism policies prevent this.
One person, he suggested, should
be assigned to handle all questions
and concerns. He wants to avoid
working with too many agencies. 

Ches agreed, thinking there could
be as many as three different gov-
ernments and jurisdictions involved
in tourism resource issues – Parks
Canada, Nunatsiavut Governent
and the province through the
Labrador Inuit Settlement Area
(LISA). Unless we get our act
together, he said, three different
permits may be required. 

Georgina wanted information on
the status of the Mealy Mountains fea-
sibility study. Judy replied that the
Nunatsiavut Government is on the
Mealy Mountain Steering Committee.

Doug questioned if the Mealy
Mountains park boundaries have
been set yet, and if there is overlap
with LILCA.

Cora suggested that the steering
committee be formed before clos-
ing the sessions. If not, every com-
munity representative should make
an effort to get back with information
as requested. She is concerned
that there are too many examples
of inaction. Ches agreed, and 
said that the committee needs to 
be functional.

Catherine Dempsey  understood
there is a feasibility study for the
park, but asked if there is to be a
parallel study for tourism develop-
ment. She said there is a need for
clarity on government goals. In the
meantime business development
shouldn't be slowed down. 

Judy said the park process has
started. The feasibility study is
intended to identify economic 
opportunities in and out of the park.
Nunatsiavut Government has been

There are tourism opportuni-
ties in every community. There
are crafts people and estab-
lished tourism businesses.

Patty Pottle 
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given funds for this. It is to be
Nunatsiavut Government-driven
and Inuit-driven. The process is not 
meant to put anything on hold. Judy
said the process is about product 
and market identif ication and
capacity building. It will start with
planning for big scale opportunities. 

coming to Labrador or through us
going to St. John's.  She explained
that Gros Morne Institute of
Sustainable Tourism (GMIST) train-
ing was 70 per cent covered. Max
questioned why he wasn't offered
museum curator training. Catharyn
said she would check into it. 

Co-chair Dave Lough used the
exchange to segue into a request
for those who went to GMIST to
relate their experiences. 

Judy described the ‘edge of the
wedge' learning that includes a num-
ber of operators around Rocky
Harbour and the region. She learned
how communities can come tog-
ether, and got a sense of what 
is possible.

Gary said he went as an operator
of a tourism business. He said that
while the web site was unclear about
the true experience, it was intense,
awe-inspiring, and makes one think.
He realized that he had been giv-
ing static tours, but that GMIST
showed him how to be more hands
on. It is interactive — he enjoyed
teaching an oceanographer how to
eat cod eyes. He got many ideas
for the future of his operation. 

Patty recalled that her experience
culminated with lunch being served
in the shed, not realizing until then
how a simple experience can make
such an impact. She experienced

The feasibility study is intended
to identify economic opportuni-
ties in and out of the park. It is
to be Nunatsiavut Government-
driven and Inuit-driven. The
process is not meant to put any-
thing on hold. 

Judy Rowell 

Leroy said the committee has to
direct the planning process, the
committee needs a home in
Nunatsiavut Government, with
resources and staff to take direction.
He asked which department would
have that responsibility. Ches said
executive would determine. Leroy
cautioned that there would be frus-
tration if it weren't done soon.

Catharyn Andersen added that if
funds are available, museum stud-
ies should be encouraged either
through museum representatives

hands on learning about how to filet
fish in a Marine Institute centre. She
said she can see how those expe-
riences can be applied to Hopedale.

Gary said operators in Gros Morne
area don't see themselves as com-
petitors but as a part of a whole
package. He remembered how a
cook from another hotel stepped in
on two hours notice to respond to
a problem. The guests didn't even
realized had happened.

There was general discussion of
unique things that happen in each
community. Rigolet's square danc-
ing for instance. 

Catherine agreed that sometimes
you don't know what you have. There
needs to be continuous training for
Nunatsiavut operators, so that their
eyes can be opened to what can
be done. It is all about the experi-
ence. Traveling to other places
teaches you about yourself and your
own culture.

“
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Paul Fenton asked if GMIST, or sim-
ilar training, will be a prerequisite.
Dave responded that it is a good
thing for the committee to consider.
He said that we must look for incen-
tives and subsidies. 

Some suggested that Destination
Labrador board should go to GMIST.
The Nova Scotia government sub-
sidized people to go to GMIST. 

Paul noted that there have been
certified guides from other places
providing services, but they do not
have the unique knowledge of the
place.  He strongly urged that local
people be involved, describing how
he was taken under the wing of local
people when he was building his
operation. To guide it you must live
it, he said.

Discussions recommenced on the
subject of the steering committee.
Ches said Nunatsiavut Government
is committed to funding a person.

Zippie said the session was exciting.
She and her deputy minister have
been listening closely, and will look

to discussing planning with the exec-
utive committee when they meet in
an hour. She said it's in our hands,
and should be done for the bene-
fit of all beneficiaries. 

Trevor Kennedy suggested that a
tourism association can access
funding, recognizing that business
operators need to have support if
they are to run their businesses. He
is to check into Nunatsiavut
Government eligibility as an appli-
cant to ACOA. 

Ches said consultations would
determine if Destination Labrador
is working for the north coast, but
Nunatsiavut Government still needs
its own driver. We're new, he
noted, but have to work out with
the provincial government the
fiscal arrangements to start taking
down programs. 

Harvey reminded people to con-
sider the four options he outlined
in his presentation on destination
organizations. Already, he sees
Nunatsiavut Government having an
advantage; no other organization
has applied product development
up front before developing tourism. 

Colleen Kennedy said Parks Canada
sees her co-op association as a
vehicle for accessing funding. It is an
option for Nunatsiavut Government
to consider providing seed money
for initial resources.

The sharing atmosphere possible
with Nunavik encourages Fran. Ches
said it is generally favourable. The
Makivik ownership issue has been
addressed. They are an experienced
corporation, with strong markets.

Joey thinks that similar to the fish-
ery, outfitters will want to get in. He
warned against being tempted into
sweet deals with partners. He spoke
of a partner getting 100 year's enti-
tlement to a fisheries resource. He
wants to make sure Nunatsiavut
Government provides someone to
watch over such deals very closely. 

It’s in our hands, and should be
done for the benefit of all bene-
ficiaries.

Zippie Nochasak
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Summary of Main Points 

Involving Inuit and Communities
in Tourism 

• Start building capacity in 

communities now. Find out  

what we have in communities

now. Every community has 

something to offer tourists.

• Need more organized 

information describing 

communities.

• Need money for infrastruc-

ture. Rigolet used community

volunteer centre dollars to 

fund planning process. 

Website developed for 

Rigolet needs to link rest 

of region.

• Recognize Rigolet as 

Historic Site. Nunatsiavut 

Government recognizes this 

status. This can facilitate 

funding.

• Need to involve Elders from 

north. How can Elders be 

involved. Why are outsiders 

telling our stories to tourists.

• Community based co-ordina-

tors in place now, they can 

be a resource.

• Need to add rest of 

Nunatsiavut to create plan.

Tourism Planning

• Understand what the market 

wants.

• Need action, time frames – 

need to work together.

• Need concrete planning 

done before we convene 

more conferences.

• Determine training opportuni

ties involved in developing 

tourism.

• Improve products we offer

• Establish planning and devel-

opment target dates and 

timeframes.

• Consider setting up our own 

D.O. (Destination 

Organization) and look at 

how we can relate to 

Destination Labrador, etc.

• Co-operating Association is 

good option for accessing 

dollars. Parks or Nunatsiavut 

Government can establish 

Co-operative Association.

Training

• Training to participate in 

tourism industry – make it a 

priority. Use organizations in 

this room to take advantage 

of training opportunities. 

Consider providing training in

Nunatsiavut – customize 

training. GMIST – recover 

70% of cost.

• Can local people with local 

knowledge become qualified 

(guides/leaders/teachers).

Gros Morne Institute of Tourism 

• Immediate action – best 

practice missions/GMIST 

courses (experiential 

learning).

• GMIST Program

- taught people to eat cod 
fish eyes

- make Anne cry

- "shed" experience – 
authentic

- operators co-operate

- gives perspective on 
your own treasures

- all about experience



• Opportunity to reflect on 

what you have and to learn.

• Will GMIST be prerequisite 

for operators here? Look at 

incentives for people to take 

GMIST courses (steering 

committee issue). Steering 

committee should take 

GMIST courses.

• Use combination of best 

practises, GMIST, etc.

Nunavik

• Do not forget Nunavik Inuit 

who share park with 

Labrador Inuit. Can we co-

operate with them in devel-

opment/overall plan?

• Nunavik and Labrador Inuit 

will share park in good spirit. 

Nunavik has experience in 

tourism. Government to gov-

ernment – not a problem.

Park Planning

• Need safety plan for risks 

- uncharted waters, polar 

bears, etc.

• Respecting local harvesting 

areas should be a priority in 

planning.

• Need to understand how the 

park will be managed.

• Need to monitor and track 

any boats in TMNPR – to 

protect wildlife.

• Need a lodge for TMNPR.

• Cultural Centre/Interpretation

Centre in Nain for Park.

• Park requirements for busi-

nesses, safety (polar bears).

• Parks education plan for 

work with schools.

• People going to Park using 

only GPS. Not having other 

skills is a problem.

• Mealy Mountains National 

Park is in feasibility stage – 

could mean two national 

parks in Nunatsiavut.

• Parks not good place for 

vegetarians.

Sustainability 

• Need to understand sustain-

ability. Issues for region: 

Nunavik Inuit/Operators are 

also factor in sustainability/

issues. Park co-management 

regime in Torngat Mountains 

National Park (TMNPR) will 

address some of these 

issues.

Park Impact and Benefits
Agreement (PIBA) 

• PIBA – manages business 

applications for park.

• Resources in parks is a  pri-

ority for Park (PIBA) 

Feasibility Study. Take time 

necessary to do it right.

• PIBA provides for Park oper-

ation and management.

Tourism Business 

• Some operators are already 

engaged in business opera-

tions.

• Concern about outside com-

panies taking advantage of 

local people/businesses by 

making deals that do not for 

local people.

• Nunatsiavut Government can

address this through policies

regarding Inuit 

businesses/registry, etc.

• Nunatsiavut Government 

should consider providing 

some kind of oversight role 

for business deals with non-

Inuit businesses.
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• Concept of receptive tour 

operator at community level 

who can provide experience 

or people to deliver for 

another operator – linkages.

• Competition is not the threat 

– it is need for level playing 

field.

Nunatsiavut Government and
Tourism 

• Need to get resources/infor-

mation to Nunatsiavut 

Government to get it to com-

munities to help implement 

tourism initiatives.

• Need co-ordinator to pull this

together/need resources.

• Nunatsiavut Government is 

listening and will take back 

ideas, recommendations.

• Nunatsiavut Government to 

consider having Department 

of Tourism, Culture and 

Development.

• Nunatsiavut Government is 

transitional government now, 

still very new with a lot 

to learn.

• Regional co-ordinator will be 

very important. 

• Tourism could be major rev-

enue generator for 

Nunatsiavut Government. 

Need to tie regional tourism in
with Park

• When to have tourism con-

ference recommended at LIA

economic conference.

• Need to streamline govern-

ment processes in order to 

get approval for new busi-

nesses/activities.

• Nunatsiavut meets 

Government in 1 hour – 

these concerns will go 

there directly.

• Newfoundland and Labrador 

Tourism Departmetn could 

help provide information on 

linkages, etc. through a famil-

iarization tour to Nunatsiavut.

Steering Committee

• When do we start our plan

ning activities. Nunatsiavut 

Government – put resources

to planning. Put steering 

committee with legs, in 

place. Want names of inter-

ested people.

• Recommendation for  mem-

bers for steering committee. 

Need direct line to communi-

ties. Members must be com

mitted and prepared to get 

information out. Committee 

must be functional.

• Steering Committee needs 

‘legs' or influence in 

Nunatsiavut Government.

• Steering Committee will 

address park and communi-

ties (with region).

• Steering Committee (co-ordi-

nator) members must be 

dedicated and focussed and 

get job done.

• Current operators are busy 

with their business – need 

user friendly and efficient 

way to access relevant 

organization, etc.
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Name Title; Role or Organization Community Contact Information

William Andersen President, Nain Email: president@nunatsiavut.com
Nunatsiavut Govt Tel: 922-2941
OkKak elder

Tony Andersen First Minister, Nain Email: vicepresident@nunatsiavut.com
Nunatsiavut Govt Tel: 922-2941

Zippie Nochasak Minister of Lands Happy Valley- Email: znochasak@nunatsiavut.com
and Resources Goose Bay Tel: 896-8582

Ben Ponniuk Minister of Education, Happy Valley- Email: bponniuk@nunatsiavut.com 
Health, Economic Goose Bay Tel: 896-8582
Development

Gary Baikie Minister Finance Nain Email: gbaikie@nunatsiavut.com 
& Administration

Isabella Pain Member Nunatsiavut Nain Email: IPain@Inco.com 
Assembly

Patty Pottle Member Nunatsiavut Hopedale Email: ppottle@nf.aibn.com 
Assembly, Hotel Operator, Tel: 933-3750  Fax: 933-3764 
Town Council

Gus Dicker Member Nunatsiavut Nain Email: Gus.Dicker@sikumiut.ca 
Assembly

Mina Campbell-Hibbs Member Nunatsiavut North West  Email: mhibbs@nfld.net 
Assembly, NWR River
Interpretation Centre, 
Hubbard celebrations 

Henry Lyall LIDC Manager, Nain Email; hlyall@nf.aibn.com     
Nain Operations Tel: 922-2143

Toby Andersen Makkovik Email: tandersen@nunatsiavut.com
Tel: 923-2308

Doug Blake Happy Valley- Email: dblake@nunatsiavut.com
Goose Bay Tel: 896-8582 

Appendix A: Participants
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Name Title; Role or Organization Community Contact Information

Tim McNeill Happy Valley- Email: tmcneill@nunatsiavut.com 
Goose Bay Tel: 896-8582

Catharyn Andersen Director, Torngasok  Nain Email: catharyn@nunatsiavut.com
Cultural Centre Tel: 922-2941

Brent Denniston Nunatsiavut Business Nain Email: bdenniston@nunatsiavut.com 
Centre

Ches Andersen Makkovik Council Makkovik Email: candersen@nunatsiavut.com
Tel: 923-

Henry Broomfield Town Council Nain Email: hbroomfield@nunatsiavut.com    
Tel: 922-2942

Eli Merkuratsuk Nain Tel: 922-1082

Wilson Jararuse Translator, Nain Tel: 922-2941
Hebron relocatee

Randy Edmunds Makkovik Hotel Makkovik Email: adlavikinn@labradorabletours.com
Tel: 923-2389  Fax: 923-2388 

Laurie Edmunds Makkovik Hotel Makkovik Email: adlavikinn@labradorabletours.com
Tel: 923-2389  Fax: 923-2388 

Eddie Pottle Hopedale hotel, tours Hopedale ppottle@nf.aibn.com 
Tel: 933-3750  Fax: 933-3764

Tom Goodwin Nain hotel Nain Email: atsaniklabrador@msn.com 
Tel: 922-2910  Fax: 922-2815 

Paul Fenton Nain tour guide Nain Email: labradorverticalrigger@hotmail.com

Joe Webb Nain tours Nain Email: alleyw4@yahoo.ca     
Joe: 922-2824  Ches: 922-2945

Leroy Metcalfe Sikumiut  Happy Valley- Email: Leroy.Metcalfe@sikumiut.ca 
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Name Title; Role or Organization Community Contact Information

David Igloliorte Hopedale Museum Hopedale

Fran Williams OKalaKatiget Society Nain Email: CKOKRadio@hotmail.com     
Tel: 922-2955

Conrad Atsatata      Youth Representative NAIN

Georgina Allen Inukshuk REDB Rigolet Email: gallen@nf.aibn.com     
Tel: 947-3379

Denise Lane Inukshuk REDB Makkovik Email: deniselane@nf.aibn.com     
Tel: 1-877-923-2165

Molly Shiwak, Inukshuk REDB Nain Email: mollyshiwak@nf.aibn.com     
Tel: 922-2842

Juliana Flowers Inukshuk REDB Hopedale Email: inukshuk@nf.aibn.com     
Agvituk Historical S Tel: 933-3490

Cora Edmunds Inukshuk REDB Postville Email: coraedmunds@nf.aibn.com     
Tel: 479-9714

Donna Stokes-Lane Dept. ITRD Postville Email: dstokeslane@nf.aibn.com     
Tel: 479-9731

Christie Sheppard Tourism interests Rigolet

Judy Rowell Superintendent, Nain Email: judy.rowell@pc.gc.ca 
Parks Canada Tel: 922-1250

Chip Bird Field Unit Ontario Email: Chip.bird@pc.gc.ca 
Superintendent,
Parks Canada

Jeff Andersen Field Unit Gros Morne Email: Jeff.Anderson@pc.gc.ca 
Superintendent, 
Parks Canada

Ken Kennedy Manager, Gros Morne Email: kkennedy@pc.gc.ca 
Visitor Services
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Name Title; Role or Organization Community Contact Information

Angus Simpson Parks Canada Gose Morne Email: Angus.Simpson@pc.gc.ca 

Dave Lough ACOA/ St. John's Email: david_lough@pch.gc.ca 
Canadian Heritage

Trevour Kennedy ACOA Goose Bay Email: Trevor.Kennedy@acoa-
apeca.gc.ca

Goronwy Price Labrador Director, Goose Bay Email: gprice@gov.nl.ca 
Prov Tourism Tel: 896-2008

Bob Warren ADM, Protected Areas St. John's Email: rwarren@gov.nl.ca 
Tel: 637-2135

Anne Marceau Resource person Email: Anne.Marceau@pc.gc.ca 
Parks Canada

Colleen Kennedy Gros Morne Gros Morne Email: Colleen.Kennedy@pc.gc.ca 
Cooperating Association

Catherine Dempsey Historic Sites St. John's Email: director@historicsites.ca 
Association Tel: 753-9262  Fax: 2566

John Hull Cruise Association Montreal / Email: jhull@intervale.ca 
St. Anthony

Marilyn Butland Nunatsiavut Govt St. John's Email: mbutland@jpperry.nf.ca   
Communications Tel: 753-0794

Harvey Sawler Forerunner Creative and Fredericton Email: harv@harveysawler.com
Tourism Strategies Tel: (506) 454-2448
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Tuesday Afternoon, January 10, 2006
Atsanik Lodge - Upstairs Meeting Room
2:00 - 5:00

I. Introductions and Welcome
Co-Chair Ches Andersen, Clerk of Nunatsiavut Executive Council 
Co-Chair Dave Lough, Manager Tourism Partnership, Tourism Atlantic (ACOA)

Welcome by William Andersen III, President of Nunatsiavut 

II. Looking Back So We Can Look Forward
Highlights of 2004 Workshop - Towards an Inuit Vision for Tourism in Nunatsiavut
Judy Rowell, Superintendent, Torngat Mountains National Park Reserve

Recommendations from LIA 2005 Economic Development Conference 
Toby Andersen, Deputy Minister Nunatsiavut Affairs

III. A New National Park and a New Partnership
A New Partnership - An Overview of the Labrador Inuit Land Claims Agreement (LILCA) and the Park Impact
and Benefits Agreement (PIBA)
Toby Andersen, Director of Land Claims 

Opportunities and Challenges - How Parks Canada Can Help Develop Tourism at the Regional and Community Level
Chip Bird, Field Unit Superintendent, Southwestern Ontario - a general perspective
Ken Kennedy, Manager Client Servics, Western Newfoundland and Labrador Field Unit

IV. Understanding the Tourism Industry
Sustainable Tourism - What Is It and Why Is It Important; What Is GMIST?
Anne Marceau, Interpretation Specialist, Western Field Unit, Parks Canada
John Hull, Newfoundland and Labrador Cruise Association & North Atlantic Regional Association 

Ten Essentials of Successful Travel Products
Harvey Sawler, Tourism Consultant 

Tuesday Evening, January 10, 2006

5:30 Dinner for delegates - local restaurant.

8:00 Showcase of Inuit culture and tourism products and experiences from Inuit communities. 
Jens Haven School gym. Open to the public. 

Appendix B: Agenda
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Wednesday Morning, January 11, 2006
Atsanik Lodge - Upstairs Meeting Room
9:00 - 12:00

I. Summary of Tuesday's Discussions
Judy Rowell, Superintendent, Torngat Mountains National Park Reserve

II. What We Can Learn From Key Tourism Sectors
Cultural Tourism
Catherine Dempsey, Historic Sites Association

Adventure Tourism
Harvey Sawler, Tourism Consultant 

Cruise Tourism
John Hull, Cruise Newfoundland and Labrador 

III. Partners and Players
Parks Canada/ACOA/Canadian Heritage  
Dave Lough, Manager Tourism Partnership, Tourism Atlantic (ACOA)

Destination Organizations
Harvey Sawler, Tourism Consultant 

Newfoundland and Labrador 
Vic Janes, Assistant Deputy Minister

Cooperating Associations 
Colleen Kennedy, Gros Morne Cooperating Association
John Hull, North Atlantic Regional Association (Cruise)
Nick McGrath, Hospitality Newfoundland and Labrador 
Catherine Dempsey, Historic Sites Association

12:00 - 1:30 Lunch (delegates on their own)

Wednesday Afternoon, January 11, 2006
Atsanik Lodge - Upstairs Meeting Room
1:30 - 5:30

I. A Vision and a Strategy: Identifying Opportunities and Players. Taking Ownership.
Facilitator to be determined

II. Next Steps: Directions for the Terms of Reference for Developing the Feasibility Study
Facilitator to be determined

III. Closing Remarks 
Co-Chair Ches Andersen, Clerk of Nunatsiavut Executive Council
Co-Chair Dave Lough, Manager Tourism Partnership, Tourism Atlantic (ACOA)
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