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ABSTRACT 

This Study applies the theories and precepts of Tourism and Business 

Development Planning to the "Cree Wilderness Adventure Project" (CWAP). The 

CWAP is a community development enterprise sponsored by the Cree Nation of 

Mistissini located in northern Quebec. 

A situational and issues analysis of Aboriginal tourism and a critical review of 

tourism planning and business development in the Aboriginal community context are 

provided. The content, ownership, cultural, business environment and other community- 

based factors specific to an Aboriginal tourism project in the Cree Nation context are 

explored and analyzed; and a set of recommendations for improving the system 

conditions and procedures are offered. 

The product and the visitor's program for the CWAP integrate both local 

knowledge and criteria of cultural integrity and Cree ownership with mainstream 

planning theory. In this process, research and dialogue revealed both internal and 

external issues, conflicts and barriers the northern economy is based on resources 

extraction that is not compatible with tourism, the Cree organizational structures are 

based on mainstream models, the internal policies and approval process is lengthy and 

complicated and community benefits and the Cree way of life must be respected in the 

development of tourism projects. 

Conclusions and recommendations touch on: the creation of a regional tourism 

association, the clarification of local policies, the management of impacts to ensure 

sustainability and suggestions for additional research in the area of Aboriginal tourism. 

Key Words 

Aboriginal community development, Aboriginal economic development, Aboriginal 
tourism planning, Adventure Tourism, Cree Nation of Mistissini, Cultural tourism, 
Ecotourism, Eeyou Astchee; Native. 
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INTRODUCTION 

Northern Native people are the best mediators between southern visitors 
and their homeland-not as a last frontier, not as an untouched wilderness, 
but as a homeland which has shaped and sustained their communities, their 
culture, and their economy (Notzke, 1998). 

This Master's Degree Project (MDP) blends Aboriginal and mainstream theory and 

practices, local knowledge and the author's work experience to develop an authentic, 

quality Aboriginal tourism product and program to be developed and controlled by the 

Cree. The study centres on an actual project - The Cree Wilderness Adventure Project 

(CWAP) - sponsored by the Cree Nation of Mistissini (CNM) and intended to start up in 

summer, 2000. The research and planning carried out for the C WAP identified the key 

issues surrounding Aboriginal tourism planning and business development, in general, 

and in particular for the northern Quebec Cree context. The document concludes with a 

set of recommendations and reflections pertaining to these key issues, including Cree 

business development in general, tourism development and the author's reflections on the 

practices and planning processes in which she was engaged during the period June 1997 

to December 1999. 

The MDP is conceived and written from a community perspective. The author is a 

member of the Cree Nation of Mistissini; and it is this perspective that helped the author 

integrate tourism and business development theory and practices with the situation and 

development realities of the community. Interest in Aboriginal tourism is growing, and 

Aboriginal communities are increasingly looking at tourism as part of their economic 

development strategy. It is hoped that the research, planning procedures and business 

plan developments documented here will provide a model for other Aboriginal tourism 

projects that would seek to provide for both commercial and community benefits. The 

study should also be of interest to individuals starting their own business and to 

researchers interested in a community perspective of the issues involved in Aboriginal 

tourism* 



Purposes and ObjecUves 

The purpose of this Master's Degree Project is to combine the theory and practice 

of Aboriginal tourism planning with an actual community project - CWAP. The specific 

objectives of the Study include: 

To develop a product and development Program for the CWAP that will be of 

immediate operational value to the Cree Nation of Mistissini. 

To discuss and highlight how tourism planning and programming, as given in the 

literature, compares with the ways in which Cree communities must work given the 

current implementation barriers within the system. 

To investigate and incorporate current thinking such as the concept of "capacity- 

building". 

To fiuther my understanding of the theory and practice of tourism program planning 

and product development in general, and with specific application to Aboriginal 

institutions and communities- 

Document Organization 

The Introduction begins by briefly explaining the purposes and objectives of the 

MDP followed by the organization of the document. An overview of the CWAP and its 

significance to regional and local tourism goals, and the background and importance of 

the CWAP follows. It concludes with a short brief on the methodology -- literature 

review, key informant interviews and work experience. 

Chapter One provides the reader with an understanding of the Cree context and 

situation because it is crucial to understanding the discussion in the remainder of the 

document. The approach used is similar to a situational analysis: an examination of the 

opportunities and constraints present in the external environment; then, an assessment of 

the capacities and challenges facing the organization - the Cree Nation of Mistissini. 



Figure 1.1 provides a graphic representation of the organizational elements and other 

contextual factors in the Cree community, which relate to the CWAP. 

Chapter Two examines theory surrounding tourism development in the Aboriginal 

context, including the components of Aboriginal tourism. Included here is a discussion 

of the relationship between tourism, community development, and economic 

development. 

Chapter Three describes the Program and its four components: nature, culture, 

adventure and education. These are combined to create a unique and engaging Cree 

tourism experience. This is important because "Tourism is in the business of selling 

dreams; tourists strive to purchase experiences" (Notzke, 1999). 

Chapter Four provides a discussion of the issues surrounding business planning in 

the Cree context. The constraints, peculiarities and opportunities are addressed in part by 

comparing the mainstream process with the Cree situation and community development 

realities. 

Chapter Five concludes the Study with reflections on the knowledge gained and 

by offering recommendations for improving business development planning in the Cree 

context, and with more specific reference to tourism. It concludes with the author's 

reflections about her involvement in the CWAP. 

Background and Overview 

In 1993 the Cree Nation of Mistissini (CNM) underwent a strategic planning 

exercise to determine the direction of the local tourism industry. The result was the 

Mistissini Tourism Working Document (MTWD). A participatory planning process was 

used; the views and concerns of stakeholders, including community members were 

addressed. The following Mission Statement was developed: 'To provide social and 

environmental tourism at a profit through sustainable tourism." The Cree Wilderness 

Adventure Project (CWAP) is a community tourism project conceived in response to this 



mission statement, and it conforms to the goals and objectives expressed in the MTWD. 

The CWAP fits not only with Mistissini's tourism goals; it also conforms to regional 

Cree development goals, and mainstream development strategies outlined in Northern 

Quebec Region Tourism Development PIan (1993). 

The author's involvement in the Project was as a result of a summer employment 

contract that began with a review of a previously prepared proposal and Business Plan 

done by a whitewater rafting company. That project was considered to be too large in 

scope; it would require a significant economic risk for the community; and it did not 

build on the skills of community members or offer much in the way of local capacity- 

building. Therefore, the project was scaled down and existing community resources were 

incorporated. Part of the research for this MDP included the development of a feasibility 

study and business plan for this re-designed CWAP. 

In its essentials, the CWAP proposes to blend Cree culture, the natural 

landscapes, and inter-active and educational components with a traditional, Cree river- 

travel excursion that offers in its totality a culturally sensitive tourism experience. 

During the summer, single and multi-day canoe trips down the Rupert River will be 

offered. The headwaters of the Rupert are located on Mistassini Lake and flow to the 

coast of James Bay. The section that the CWAP is focusing on ends at Mesgouez Lake 

where the river meets the Route du Nord. In the firture, the Chalifour River and other 

rivers in close proximity to the community may also be included, as demand requires. 

The CWAP has a fbrther objective: to meet some recreational needs of the Mistissini 

community residents by offering lessons, rentals and organized trips when the equipment 

is not being used for tourists. In sum: the project generates tourist revenue, creates 

employment opportunities and provides recreational services for members of the local 

community; it involves deploying the already-held skills and cultural knowledge within 

the community; it creates an opportunity to learn new technical skills (such as river safety 

for both personal trips and tourist trips); and it develops interpersonal and service- 

oriented communication skills that can be applied toward other employment opportunities 

as they arise. 



Methodology 

The methodology was three-fold: a literature search, key informant interviews, 

and two years of planning and business development practice in Mistissini. The literature 

search covered theory and practice, and was used to highlight some of the issues 

identified by earlier case studies and research surveys in similar contexts. The literatwe 

studies centered on (though not exclusively) the following works: Hinch (1994); Butler 

(1992): Campbell (1994): Jarnieson and Galloway-Cosijn (1 998). Additionally, certain 

studies of practice were consulted, notably: Wolfe (1993); Notzke (1999); Blangy and 

Wood (1993). Key informant interviews were then used to place the theory and practice 

in the situation and context of Mistissini; local experts were interviewed -- the Tallymen, 

the Cultutal Coordinator and the Tourism Planner. Throughout this research, the 

background and understanding of the community gained by working for the CNM 

provided an empirical base to evaluate the results of the first two steps in the 

methodology. It ought to be noted that the research was largely qualitative due to both 

the type of information sought and the informal Cree context (Chapter 3). 

As we now come to Chapter One, it has to be noted that the issues surrounding 

Aboriginal tourism flow out of a significant history and context that differs from 

mainstream; it is important, therefore, to understand the elements at work in the current 

Cree-Mistissini situation. Further, it should be noted that throughout the document 

various terms are used interchangeably when referring to Canada's first inhabitants: 

Aboriginal, Native, First Nations, First People. In this respect, the author wishes to 

acknowledge that there are different views within Canada regarding an appropriate 

terminology, and intends no disrespect to any one convention or practice of language 

adhered to by Aboriginal persons, agencies or communities. From the author's personal 

perspective, an individual's nationality would be the preferable nomenclature - for 

example, Cree as opposed to Native; however when reference is made to several nations, 

then one of the above terms is used. 





CHAPTER 1 

CONTEXT AND SITUATION 

This chapter provides the reader with an understanding of the Eeyou Astchee 

regional context and, more specifically, the Mistissini community context, by way of a 

situational analysis. The analysis examines a variety of factors and is divided into two 

sections: the external environment and the internal organization. The distinction between 

internal and external depends on whether or not the organization is able to control the 

forces and situational and contextual factors governing and/or confronting it (Bryson, 

1989). 

Situational Analysis: The situational analysis presented here is based on the Strength, 

Weaknesses, Opportunities and Threats (S. W.O.T.) model presented in Bryson (1 989), in 

Isogroup ( 1993) and Perks and Ind Kawun (1986). S.W.O.T. analysis indicates making a 

delineation of the instrumental Strengths and Weaknesses within the community, and the 

Threats and Opportunities presented by the external environment. The analysis last- 

mentioned applies to "community development" and considers the community as the 

organization typically designated as the "internal environment". This is performed in 

direct reference to either a general proposition of community development or a project- 

specific proposition - both of which are pertinent in this MDP. 

In the external environment, the obstacles and opportunities for tourism development 

are examined. The internal organizational analysis highlights the present capacities of the 

community and the sponsor, the Cree Nation of Mistissini and its organized agencies, and 

the additional capacities that could be required for implementing the CWAP. Figure 1.1 

represents the key elements considered in both the internal and external environments. 
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Flgure 1.1 Key Elements in tbe External Environment and tbe Orgrcriutkn 



l a 1  EXTERNAL ENVIRONMENT - OPPORTUNITIES AND OBSTACLES 

The selection of external and internal factors is based on a situational analysis done 

for the entire region in the Northern Quebec Region Tourism Development Plan 

(Isogroup, 1993). The opportunities and obstacles presented by the natural, economic, 

political, technological environments and the existing tourism industry framework are 

discussed. 

1,l. l  Natural Resources 

Canada is home to twenty percent of the remaining wild places in the world; and a 

significant portion of them lie in the north. The James Bay Region of northern Quebec, 

known to the Cree as "Eeyou Astchee", is no exception. The community of Mistissini is 

located in the in-land region of the territory at the south end of Mistassini Lake (Figure 

1.3). The lake is the headwaters for some of the mighty northern rivers, such as the 

Rupert that flow fieely from the interior of the territory to the coast of James Bay. Eeyou 

Astchee is covered with lakes, tributaries and stands of boreal forest. The natural beauty 

of "Eeyou Astchee" provides the prime attraction for the C WAP (Figure 1.2). 

Figure 1.2 Natural Beauty of Eeyou Astchee 



Figure 1.3 Site Loc.tkn Map (G~onc, 1994) 



Land Regime 

The Rupert River flows through several different categories of land. These lands 

are variously controlled by different Cree communities, the province of Quebec (e.g. the 

Wildlife Reserve Albanel, Mistassini and Waconichi Lakes), and the Societb de 

Developpernent de la Baie James (SDBJ). "Eeyou Astchee" stretches roughly from the 

4gLh to the 55' parallel. However, the actual temtory used by the Cree is defined by 

traditional land-use patterns and the 1975 land claims agreement entitled the James Bay 

and Nbrthern Quebec Agreement (IBNQA). 

The JBNQA involves the governments of Quebec and Canada, the Societd de 

Dtveloppement de la Baie James (SDBJ), the James Bay Energy Corporation, Hydro- 

Qukbec (INAC, 1998) and the Cree. The Agreement allowed for the construction of 

Phase 1 of the James Bay Hydro Project 'La Grande Complex' in exchange for 

compensation, including sections dealing with facets such as land, education, health and 

social services, administration, hunting, fishing and trapping. In particular, the 

Agreement defines the land regime applicable to the Cree (Figure 1.4); by which 

emphasis is placed on the protection of land required for traditional activities. 

I I Category IB - lands granted to provincial corporations made up of James Bay Crees that I 
Category I 

I I can only be sold or given to ~uebec  and theGforc under the jurisdiction of Quebec I 

Category IA - lands under the jurisdiction of Canada that are set aside for the exclusive 
use of Cree bands 

Category I1 

Category I11 

catego& IB special- lands that Quebec has the right to coktruct public works and as 
long as the Cree a m .  can no ahead with anv other kind of dcvelo~ment. - - - v 

Lands come under provincial jurisdiction, but the Cree participate in the manaEement of 
hunting, fishing and trapping and l e  development of outfitting operations. Th; C m  
also have exclusive hunting, fishing and trapping rights on these lands. 
Lands ate Quebec public lands where both non-Cree and Cree may hunt and fish. Cree 
have exclusive rights to harvest certain aquatic species and firrobcaring animals. 

-- - - - - - - - - -  - 

Figure 1.4 Categories of  Cree Land (INAC, 1998; JBNQA, 199s) 
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Figure 1.5 Area Allocated to Category 1 and U Land 



While the Category I lands do provide opportunities for tourism development, 

they are very small in size, and therefore in tourism scope. There is roughly 2,140.6 

square miles (Figure 1.5). Categories I1 and III generally make provisions for hunting, 

fishing and outfitting, but they do not explicitly recognize land-uses such as adventure 

and cultural touri-sm. There is also a lack of regulatory protection for the natural resource 

base required for tourism that, in turn, relies on a pristine environment (Isogroup, 1993). 

Further, the territory is fairly wide open for development by non-Cree projects that may 

not turn out to be compatible with tourism. Therefore, it is important for the Cree to now 

establish themselves as leaders in the sustainable tourism industry in the surrounding 

tenitory; and to pursue agreements that would ensure their control over the remaining 

territory used for tourism projects (and other economic initiatives). 

The traditional Cree-family land use patterns also need to be respected; they are 

important to the preservation of the Cree way of life and indirectly to the "tourism 

experience". Today the territory is divided into plots of land called traplines, these are 

passed down fiom generation to generation. The concept of formal hunting territories 

developed in the 1800s, as fUrs became a source of wealth (Martijn and Rogers, 1969). 

'Tallymen' are the resource managers for their trapline or hunting temtory: it is their duty 

to take care of the land and the animal habitats. Also, the Tallymen are given the 

opportunity to benefit or contribute to projects undertaken within the limits of their 

trapline, including tourism. Explaining this traditional land-use concept, this is what an 

elderly Cree told his nephew: 

You will look after this land, take care of it as a white man would his 
garden. It is up to you to protect, preserve, make rules where necessary 
and enforce good hunting practices. You will look after it as I have shown 
you in the past. You will also look after your people and share what you 
have on the land (Grand Council of the Crees, 1998). 

Another stakeholder in the land regime is SDBJ. They are responsible for 

creating employment, primarily through natural resource extraction. Their mandate 

includes the promotion of stronger relationships between Aboriginal and non-Aboriginal 

stakeholders; and the SDBJ has a mandate to implement a tourism development 

corporation (Isogroup, 1993). From the Cree perspective, 'The SDBJ agency was given 



a large measure of control over everything that lived, breathed and died in an enormous 

territory bigger than France" (GCCQ, 1998). Due to conflicts in land-use and the 

differing perspectives and development ambitions of the province and the Cree Nation, 

the Cree do not all look favourably on this organization; and it could prove to be a barrier 

to tourism development of the type reported in this MDP. 

The Rupert River also flows through the Wildlife Reserve in Albanel, Mistassini 

and Waconichi Lakes, managed by Societe des etablissements de plein air du Quibec 

(SEPAQ). This reserve is accessible to the public but requires permits for activities such 

as camping and fishing. Therefore the CWAP will be required to pay a daily fee for the 

groups they take through the reserve, thereby increasing the cost of the trips. For 

example, the daily cost for canoe camping is $ 7.50 and a right of access for fishing is 

$1 5.00 (SEPAQ, 1999). The CNM is currently working with SEPAQ to implement a co- 

management agreement for the Wildlife Reserve that might modify the current fee 

structure. 

The traditional land-use patterns - those defined by the JBNQA and those 

imposed by the Quebec government - must be acknowledged because tourism projects 

such as CWAP require the protection and guaranteed access to the surrounding natural 

areas, including lands not under direct control of the community. 

Water Resources 

A significant obstacle in the Mistissini tourism development lies in the fact that 

HydroQuebec is again pursuing a variation of Phase II of the James Bay Hydro Project - 
viz., 'Nottaway-Broadback-Rupert (NBR) Complex' (Figure 1.6), a phase not agreed 

upon in the original Agreement. Therefore, the Cree delayed the project in the early 

1990's by taking the federal and provincial governments to court. As a result, the 

governments were forced to undertake environmental and social impact assessments of 

the hydroelectric project. The completed studies were so davourable to the project that 

the then premier, Jaques Parizeau, shelved the project indefinitely (GCCQ, 1998). It 



would seem then that the Rupert River was safe from dams; however during the summer 

of 1998, Hydro-Qubbec sent representatives to several communities including Mistissini, 

for what seemed like a public consultation. There has since been talk of renewed interest 

in pursuing hydro development projects and new studies have been undertaken. 

It is this type of uncertainty and constant pressure that presents an obstacle, a 

threat or denial of opportunity for the development of nature-based tourism operations in 

Eeyou Astchee. If the Rupert River is dammed and diverted, a significant cultural and 

natural resource would be destroyed. This threat has to be overcome; in this regard, the 

CWAP could help turn it into an "opportunitys' by demonstrating alternative, sustainable 

uses for fiee-flowing rivers within Eeyou Astchee. 

1 1 Economic Environment 

Local Economy 

Although tourism plays a very substantial part in the global economy, northern 

Quebec's economy still remains largely dependent on industries such as natural resource 

extraction and hydro-electricity. For example, the non-native towns in the region such as 

Chibougamou emerged due to growth in the mining industry. The northern region of 

Quebec hctions like most northern regions in Canada - r hinterland for the southern 

cities. It provides natural resources for southern industry (Payne, 1993; Notzke, 1999). 

Natural resource extraction includes mining activities such as Troilus Gold Mine, forestry 

companies such as Domtar, Barrette-Chapais and Mishtuk, and the already discussed 

Hydro-QuCbec, etc. Results of this reliance on natural resource extraction are low wages 

and income (Gagne, 1994); and as Wuttenee (1992) puts it: "increased job and business 

opportunities and casMow into communities when projects start, loss of jobs and 

associated social problems when projects close down." 
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Figure 1.6 The James Bay Project (Cagne, 1994) 

Recently, the Quebec government began considering the value of tourism in the 

north in such documents as the Plan de diveloppement towistique - Rigion Nord-du- 

Que'bec (Isogroup, 1993). Tourism would help diversify the economic base, thereby 



providing some insulation from the highs and lows associated with resources-based 

enterprises (Payne, 1993). This interest in tourism will assist the CWAP in its 

development, and it could open the doors to future partnerships. However, at the same 

time, there is a possibility for land-use conflicts as tourism and extraction industries 

compete for access to the natural environment. 

The James Bay region, like many northern regions, relies to some extent on 

hunting and gathering of local resources. This may be more evident in the Cree context - 
see Section 1.2.6; however, notiCree also enjoy the benefits of a mixed economy. Mixed 

economies are those where "incomes are derived from a mix of domestic production, 

wage labour, transfers and enterprise"(Notzke, 1999). Domestic production includes 

hunting, fishing, trapping and gathering. The following section discusses the potential 

market segments relevant to the CWAP and highlights the competition and 

complimentary services located in the region. 

Tourism Potential 

Tourism is a growing industry (CTC, 1995). More specifically, interest in 

adventwe and cultural tourism appears to be increasing, thereby providing an excellent 

development opportunity for Aboriginal communities such as the Cree (Jamieson and 

Galloway-Cosijn, 1998). This section therefore focuses on the key elements of the 

potential markets for the CWAP. Chapter 2 hrther expands the definition and issues 

involved in Aboriginal tourism, and Chapter 4 discusses the strategies involved in 

attracting new, potential markets. 

Domestic Markets 

This market is at an "embryonic but promising stage of development" (Williams 

and Dossa, f 995): the Native-interest market segment is only 1% of total domestic travel. 

Top line results of the "Canadian Domestic Travel Study" indicate that 64% of Canadians 

surveyed ranked "experiencing Native Culture" as a ''trip type" in which they would be 

very /somewhat interested (CTC, 1996). This suggests an opportunity to attract domestic 



and outbound travelers, given the popularity of travel with Canadians and their interest in 

experiencing Native culture. The following are supportive statistics: 

+ In the western industrialized world, Canadians have one of the highest propensities to 

travel (CTC, Canada Marketing Program 1998-99). 

+ Canadians already believe that Canada is the best destination in the world for a 

variety of trips, with outdoor trips ranking high. (CTC, Canada Marketing Program 

1 99 8-99) 

+ According to Williams and Dossa (1 999, "AboriginaVNative interest" domestic 

travelers tend generally to be: 

3 "late baby-boomers", well-educated, female, white collar workers, employed 

in management occupations; 

3. traveling by car (especially during August); 

> staying in the homes of friends and relatives; 

B participating in a combination of sightseeing, shopping, and socializing 

activities; 

traveling in parties averaging 2.4 persons; 

3 traveling for an average of 4.7 nights; 

* spending on average $332.30 in trip-related expenditures. 

* 42% would like to make use of all-inclusive packages. These are rarely as yet done 

in Canada (CTC, Canada Marketing Program 1998-99) 

5 1% of pleasure travel is from July to September. (CTC, Canada Marketing Program 

1998-99). This being an excellent fit with the northern season and the availability of 

Cree tourism workers. 

+ Quebec is perceived extremely well by culture enthusiasts from out-of-province for a 

culture trip (46%) and a history or heritage trip (42%) (CTC Quebec Report, 1996). 

+ Quebec's primary Canadian target market remains Quebec residents. (CTC Quebec 

Report, 1996). 94% of Canadians residing in Quebec were "somewhat" or "very" 

interested in travelling to Quebec within the next two years. 

' These tindings were fmm the Domestic Tourism market Research Study and are based on telephone and 
in-person interviews with over 3,300 Canadians fiom all regions. 



Therefore, the challenge for the CWAP is to persuade the Canadian domestic market 

that a rich holiday experience that combines culture as well as adventure can be had 

within Canada. The CWAP is positioned to attract four of the six market segments 

identified in the cunent marketing program "Nature Buffs", "Organized Travelers", 

"Sports Activists" and "Culture Enthusiasts"(CTC, Canada Marketing Program i 998-99). 

This is important to note when applying for marketing assistance. 

Closer to home, there is a potential market in the surrounding French and Cree 

communities. Not every family has access to the resources required for an extended 

canoe trip. But given the opportunity, they may want to give it a try and explore the local 

environment. 

United States Market 

The U.S. market is located primarily in the northeast and is currently drawn to 

Quebec's outfitting operations, primarily hunting and fishing. Therefore, opportunities 

for m e  development would include an expansion in the services available to this 

market. For example, increase the length of stay by increasing the number of activities, 

and offer activities that would attract the whole family. Currently, the clientele is 

primarily male, between the ages of 30-60 years and travelling without spouses or 

families (CTC, 1996; [sogroup, 1993). The North is primarily a summer destination for 

the non-domestic market seeking a pleasure trip destination and this coincides well with 

the CWAP packages to be offered in June, July, and August, year 2001 (CTC, 1996). 

The growth segments of the market are clearly middle-aged and mature clientele - 

those, it seems, who have an affinity for nature and authenticity, traditional Canadian 

strengths (CTC, 1998). It was also noted that "Baby Boomers" are looking for a unique 

"experience" as opposed to a "product" (CTC, 1998). This implies a holistic experience 

that the Cree are well positioned to provide. These particular factors present an 



opportunity for tourism in Eeyou Astchee. Finally the value of the Canadian dollar is an 

advantage for American travelers and presents an additional, forceful opportunity. 

International Market 

+ The three top-ranking, overseas markets interested in Aboriginal tourism products are 

Gemany, France and Italy (CTC, 1996) 

+ The benefits they seek are: wanting to visit historical places, doing activities they 

consider daring and adventuresome, and experiencing simpler and different lifestyles 

(Native Interest Tourism Markets, 1997) 

4 The average proportion of European long haul pleasure travelers showing an interest 

in Native product attributes is 57%. This percentage is highest for France 72% and 

lowest for the United Kingdom, 55% (Williams and Dossa, 1995). 

The European market is considered capable of delivering high returns. However, 

it is important to note that the competition for long-haul travelers is fierce and global in 

nature. A superior level of service and a quality product and experience will be necessary 

to attract and satisfy foreign visitors. In response to this challenge, the CWAP training 

program will focus on training and giving employees the tools required to provide quality 

customer service. 

Also partnerships between Cree communities will have to be developed to share 

the high marketing costs required to attract international markets. The JBNQA provided 

for the establishment of a regional Cree tourism and outfitting association (COTA), 

however it has yet to become a reality despite efforts fiom the communities (JBNQA, 

199 1). The success of marketing initiatives by CWAP would inevitably increase with the 

establishment of such an association. 



Competition and Complementary Services 

The existing tourism operations in the region have been mainly centered on 

outfitting and include fly-in fishing lodges, hunting camps and a small number of 

wilderness areas and parks that allow fishing. There has been an increase in less- 

consumptive forms of tourism; for example, most outfitters now encourage 'catch and 

release' fishing practices. 

This trend toward non-consumptive activities, combined with the natural beauty 

of the Cree region's waterways, has inspired the development of companies such as Les 

Expeditions Rupert and Les Expeditions Opawica who offer adventure packages that 

include outdoor activities such as canoeing. These are the local competition for the 

CWAP. However, it is important to note that the CWAP has a competitive advantage 

over these operators because it will offer an authentic Cree cultural component that the 

competitors are not able to offer. 

There are also complementary services available in the surrounding region that 

will enhance the attractiveness of the CWAP packages; for example, three other Cree 

communities located in relatively close proximity to Mistissini that can be visited in 

conjunction with a CWAP package. This provides the visitor with an increased 

awareness of the regional Cree context and a wider variety of authentic experiences; and, 

it distributes the benefits of tourism throughout the territory. 

One Cree community particularly active in tourism is Ouje-Bougoumou located 

26 km north of Chapais on the shores of Lake Opemiska. The community was built in 

the early 1990's and designed by the renowned Aboriginal architect Douglas Cardinal. 

The design is culturally sensitive, and it involves sustainable development practices. The 

community design has won several awards, from the United Nations and Canada 

Mortgage and Housing Corporation; and it has been invited to have a booth at Expo 

2000. The awards will increase Ouje-Bougoumou's international exposure, and they 

have received exposure to domestic markets fkom newspaper articles featured in the 



Calgary Herald (January 29,2000) and the Ottawa Citizen (January 8,2000). Both 

provide complementary benefits to Eeyou Astchee's overall tourism development and 

help to promote the region. Further the nearby towns of Chibougamou and Chapais also 

offer complementary services - for e-g., restaurants and accommodations. And, there is 

an interesting attraction that just opened called the Chibougamou Mining Centre. 

1.1.3 Political Environment 

The political situation was examined by the Isogroup study (1993). The key 

fmdings are that an insufficient amount of resources were invested in tourism, mainly 

because of a prevailing governmental perception that tourism was a minor development 

option for the Cree region. Also the study found that the role of government should not 

be limited to fmancial support. Rather government should act as a catalyst for business 

start-ups, as regulator to ensure that quality and environmental standards are adhered to; 

and they should assume a lead role in promoting Quebec and the region to both national 

and international markets. 

As will be discussed in Section 1.1.4, key agencies have since been developed to 

better meet the needs of Aboriginal tourism development, both in Canada and in Quebec. 

These agencies will have to overcome the physical and cultural distances between the 

individual communities and nations; and they will require input and support at the 

community level to develop a clear mandate. If they fail to involve all of the 

stakeholders, those left out of the process will undermine the organization's power and 

effectiveness. Despite the hurdles stated above, the creation of these agencies (e.g. 

ATTC, STAQ) is a positive step forward. 

As the question of succession from Canada lingers, the political scene in Quebec 

remains one of uncertainty. The Cree held their own referendum in October 1995; 96% 

of voters rejected being separated without their consent (GCCQ, 1998). Although the 

Parti Qudbkois was unsuccessfbl in the most recent referendum, they remain focused on 

holding another in the not-distant fiture. This political situation would pose a problem if, 



in the fuaue, Quebec escalates its efforts and forces a confrontation between the Cree and 

Quebec. 

The foregoing political factors spill into other areas, such as natural resources 

exploitation and the JBNQA; they enter into the following discussion of the various 

frameworks that influence the tourism industry in Mistissini. 

1 .I A Existing Tourism Industry Framework 

Several development plans and government agencies provide a framework for 

tourism development in Eeyou Astchee. They range from broad national strategies to 

regional development plans. It is important to understand the Frameworks because if 

CWAP is developed according to the stated objectives of the various organizations they 

will be more likely to lend their support. Examples of potential support range from 

approval of the project to fiee professional expertise, to fmancial resources such as 

capital and operating grants. The framework presents significant opportunities and some 

potential barriers. 

National Framework 

The Royal Commission on Aboriginal Peoples (RCAP) recommended a 

fundamental change to the relationship between Aboriginal and non-Aboriginal people. 

In Gathering Strength Canada 's Abon'ginal Action Plan (INAC, 1997), the Government 

of Canada promises to work towards developing partnerships between government, the 

private sector and Aboriginal communities to provide the tools required to build the 

means and the capacities of individuals and communities to carry out, among other 

things, community economic development. More importantly, the federal government 

recognized that there are major opportunities in the areas of Aboriginal tourism, 

ecotourism, and cultural industries. One of the four main objectives in Gathering 

Strength is "Supporting Strong Communities, People and Economies." Here the aim is to 



increase the capacity of Aboriginal people and organizations to design and deliver 

programs and services to meet their own needs. 

This objective is fiuther developed in the supporting document entitled An 

Agenda for Action with First Natioions (1998) where specific initiatives are identified. 

Two that relate to the CWAP are 'Developing an economic base'-- in this case tourism 

development - and 'Investing in Aboriginal Education/Training' - in this case the Cree 

Wilderness Adventure Guide Training Program developed in conjunction with the 

CWAP to provide staff for the project. This new approach to supporting community- 

driven development means that the CWAP Program would best be designed and 

developed by the local community to meet the needs of tourists in conjunction with 

developing employment opportunities and recreational services for the CNM. 

Aboriginal businesses are generally designed to meet the needs of local or 

regional markets. Access to distant markets is an obstacle that most Aboriginal 

communities face due to their small size and remote locations. Therefore, a goal of 

increasing market access for Aboriginal companies, including tourism operations, is 

included in the Gathering Strength Action Plan, and the federal government has agreed to 

participate in the development of international marketing strategies. One initiative is the 

establishment of Aboriginal Tourism Team Canada (ATTC), said to "represent a major 

step forward" by Albert Diamond, a Cree business leader and member of ATTC founding 

board (CTC website, release Number: 7892-e). 

ATTC is comprised of Aboriginal business leaders, federal and provincial 

officials, and the Canadian Tourism Commission (INAC, 1997). ATTC is creating a 

forum where industry and government can coordinate their activities in developing and 

implementing a national Aboriginal tourism strategy. They will pursue opportunities for 

research, capacity-building* development of tourism product and marketing 

infrastructure, and for introducing technology (CTC website, release number: 7892-e). 

They will be responsible for developing a system of standards, quality control, and 

measures to ensure tourism developments are environmentally sound. 



The Canadian Tourism Commission (CTC) is a national organization comprised 

of private and public sector tourism partners that provides a national tourism mework.  

Their mandate is to design and implement effective marketing strategies and programs to 

increase tourism in Canada. One marketing committee focuses on the promotion of 

Aboriginal tourism and publishes Live the Legacy - A  Guide to the Aboriginal 

Experience. The Cree Nation of Mistissini is currently listed; however, individual 

operators and unique services are not. The CTC is also a good source for general market 

information. For example, they publish numerous market studies of market trends and, 

more importantly, they suggest product opportunities for tourism businesses. One such 

opportunity relevant to the CWAP is the need to develop bbCulture and history based 

activities, including experiencing Native cultures and visiting historical sites (CTC, 

1 996)." 

Provincial Framework 

Tourisme Quebec has demonstrated interest in helping develop and promote 

Aboriginal tourism (David Cliche, 1998); most notably, by  commissioning the Northern 

Quebec Region Tourism Development Plan (NQRTDP); the most recent and 

comprehensive document that details opportunities and constraints associated with 

tourism development in region number 10 (which includes Eeyou Astchee). 

The Plan provides information that helps place the CWAP within the fiarnework of 

provincial initiatives, thereby improving access to funding programs. The Plan includes a 

regional profile, an inventory of available and potential services, an analysis of the 

demand, and a review of the barriers; and it proposes strategies to overcome the barriers. 

It is important to note that it is not focused on Aboriginal tourism alone. The proposed 

strategies that relate most closely to the CWAP are summarized below (Isogroup, 1993): 

B Increase the quality and level of service of the existing product offerings and expand 
the s e ~ c e s  offered to encourage longer visits, and to improve the ability of Quebec 
to compete internationally. 



Develop new tourism products to attract new visiton to the north, including culture- 
based and nature-based products. Concentrate investment towards diversifying the 
market and attracting leisure tourists. 

Organize and structure marketing efforts to expand the existing market. Develop a 
regional image based on the distinctive characteristics of culture and nature. 

> An increase in regional tourism planning, the development of human resource 
capacities, improvements in technological communications and a desire to include the 
local population in fiature tourism developments. 

An increase in h d i n g  programs the focus to be on sustainable development, 
decreasing the barriers for investment, increasing the fhding available for start-up 
and designing programs to meet the needs of local residents. 

Unfortunately, the Provincial government has overlooked or failed to initiate the 

majority of these strategies. First, there remains a lack of funds for tourism development 

(Quebec Aboriginal Tourism Conference Proceedings, 1998). Secondly, the proposed 

strategies fail to outline the partnerships required between native and non-native 

communities, and this would seem a crucial element due to the focus on culture to attract 

new markets. However, if and when the strategies are implemented they will offer the 

CWAP certain opportunities because they complement the project. For example, the 

CWAP encompasses the experience of both the local culture and the natural environment 

of the north, thereby fitting in a regional image. Also the CWAP plans to deliver a high 

quality product capable of attracting diverse markets, domestic and international. 

The Aboriginal communities within Quebec have also been active in organizing 

themselves by hosting the Quebec Aboriginal Tourism Conference held in March 1998. 

The conference brought together leaders in the industry to discuss product offerings, 

development opportunities and constraints, theu performance in international marketing, 

and to suggest ways and means for creating a representative organization for Aboriginal 

towism. 

Stemming h m  the 1998 Conference, steps were taken to develop an Aboriginal 

tourism association for the province of Quebec. The Societe Touristique Innu took the 

lead and formed the Societk Touristique Autochtone du Quebec (STAQ). Although they 



aim to represent all of the aboriginal communities in Quebec, they currently represent 

only selected communities such as the Hurons, the Atikamekw and the Montagnais (Gill, 

1998). They have, however, developed partnerships with the Univenitk du Quebec in 

Montreal, the Canadian Executive Service Organization, the federal government, 

Tourisme Qukbec, and Voyages Inter-Nations. With the help of their partners, they 

conducted market studies that reveal the "tremendous potential of the product, provided 

its development and marketing are based on the distinct culture of Aboriginal peoples 

(Gill, 1998)". 

Regional Framework 

As noted earlier, the Rupert River flows through several categories of land, both Cree 

and Provincial; therefore legislation and plans developed by all stakeholders must be 

considered. The JBNQA set up the Cree Regional Authority (CRA) as the administrative 

arm of the Grand Council of the Cree of Quebec (GCCQ), the political body. In 1995, 

the CRA requested that a Summary of Tourism Reports and Studies Relevant to the Crees 

of Northern Quebec be compiled to assist in the development of a Cree outfitting and 

tourism association (COTA). The report provides an overview, but it has not yet been 

used by the CRA to establish a regional association that could develop regional goals and 

objectives specifically for Eeyou Astchee from a solely Cree perspective. This absence 

of a regional association to help with marketing and promotion is an obstacle for the 

CWAP. tf small Cree tourism operators are to be successful in the larger context they 

will require support fiom regional organizations; therefore, there will be continued 

pressure fiom the community placed on the CRA to work on the regional tourism 

association file. 

Further, the Tourism Commission of the Regional Council of Radissonie produced in 

1996 the StratPgie de Dbeioppement du Tourisme en Radissonie /Rapport Final. It 

includes a strategic analysis, as well as goals for the fhture, such as development of 

supplier associations, increased financing opportunities, design of training programs, and 

improved access to the region. Certain improvements such as access will help the 



success of the CWAP; however, very little mention is made to Cree involvement in the 

tourism development of the region. Therefore, the plan itself does not provide substantial 

opportunities for the CNM. In the future, afker a Cree regional tourism association is 

formed, it will be important to develop equitable partnerships between the Cree and the 

non-Cree of the region to increase opportunities and strengthen the marketing capacities 

of both stakeholders. The counterpoint to the foregoing discussion, the internal 

community framework, will be dealt with in Section 1.2. 

1.1.5 Technological Environment 

One significant technological factor is that since 1994 the Grand Council of the Cree 

has maintained a home page (http://www.gcc.ca) to inform the public about current issues 

affecting Eeyou Astchee. It provides links to Cree community websites such as 

Mistissini, Chisasibi and Ouje-Bougamou, and to Creeswned businesses such as 

Mandow Agency and Ouje-sports; see section 1.2.4 for more information about the local 

techno logical capacity. 

Advances in transportation have made the territory more accessible. Flights into 

Chibougamou airport are regularly scheduled, and the road linking Chibougamou with 

Mistissini, although gravel, is well-maintained and open all-year around. There are also 

now many roads that provide access to the rivers and lakes in the region; unfommately, 

these also provide access for forestry companies and are flanked with unsightly clear 

cuts. Improvements in the design of snowmobiles have led to an increase in their 

popularity, and today the community of Mistissini is connected to Quebec's federated 

snowmobile trail system. This has led to economic benefits such as increased sales at 

both the restaurant and the gas bar. 

An increased use of computers with advanced internet capacities in the north will 

help to facilitate links with southern visitor-markets and will produce an overall benefit 

for local communities. Examples are increased efficiency for booking trips, quick access 



to cornmunity/regional information systems, and an ability to manage customer 

information with the help of user-friendly database programs. 

1 2  THE ORGANIZATION - PRESENT CAPACITIES 
AND CAPACITY-BUILDING 

The internal environment consists of 3500 residents, primarily Cree, and the 

administration of the Cree Nation o f  Mistissini (CNM), in particular the Economic 

Development Department (EDD) and the Tourism Sector. 

12.1 Human Resources 

Over half of the Mistissini population is under the age of 25; and the population 

continues to grow quickly. This fact can be seen as either a threat or an opportunity. 

Various programs must be developed and in place to meet the youth's social, 

recreational, health, training and employment needs because there are often youth willing 

to work but unable to find employment. Therefore, there is an opportunity for the 

community to develop programs that not only serve tourists but also double to meet local 

needs and wants. Tourism developments such as the CWAP and related training 

programs available through the Cree School Board's Saabtuan Adult Education 

Department or the EDD will increase employment opportunities for youth and develop 

interpersonal skills required for fbture initiatives. 

Through the EDD, the CNM Administration has the capacity to offer technical 

support for local economic development projects, including tourism. The Coordinator of 

EDD has many years of experience with both the department and tourism projects by 

running his own tourism business in Mistissini. The EDD also employs an Economic 

Development Officer who can assist community members to write business plans and 

fbnding applications, and to assist in other necessary procedures and technical matters. A 

full-time receptionist ensures that the various files and required correspondence are 

handled efficiently. In the past, the EDD has led the development of the Mistissini 



Toutism Lodge, the Co-op store, the Cree Mining Center and a variety of training 

programs designed to help local entrepreneurs. The coordinator of EDD also oversees 

the Tourism Sector of the Administration, which now employs both a full-time planner 

and a tourism agent trainee; both are available to assist local entrepreneurs and the 

Administration. 

The technical skills, such as canoeing and an understanding of the bush life 

required for the Project are also available in Mistissini. Not long ago, the Cree 

traditionally traveled every summer by canoe tiom their spring camps to the area where 

the Mistissini community is now located. Even now, during the summer a local man 

takes a group of youth on a canoe expedition to teach them skills traditionally used in the 

bush; several other members of the community also have strong canoeing skills, and 

canoe races are a popular event at the summer games. An informal canoeing club has 

been formed, and paddlers of all skill levels gather twice a week to learn skills, enjoy the 

beauty of Mistassini Lake and become sensitized to its environmental-ecological features. 

While these examples demonstrate that canoeing remains popular and the capacities are 

already available, other skills including river rescue, and fmt aid, need to be developed. 

1.2.2 Training 

The Cree Regional Authority (CRA) has taken over the responsibilities and duties 

of Human Resources Development Canada (HRDC) and created the Cree Human 

Resources Department (CHRD). Therefore, the bureaucracy that the communities must 

wade through has been somewhat reduced and is now operated by the Cree. This 

restructuring has proven to be a positive force when hying to access training h d s .  A 

representative fiom each community sits on the CHRD Board and it is this agency that 

decides which projects will receive training funds. 

Tourism capacity-building is well underway: the CNM has already begun 

training, with a pilot project developed in 1997 for community members employed by the 

local outfitting camps. The program includes geography, history, economic development 



of the area, and Cree culture; the objective being to help local guides prepare for the 

types of questions that tourists may ask. Also included was an introduction to the service 

industry and an introductory-level first aid course. The p r o w  has been well received 

by participants, and there are plans to run additional courses as demand increases. 

An upcoming guide-training program directly associated with the CWAP will 

focus on swiftwater rescue, river canoeing skills, first aid, group management and 

expedition planning, in addition to the components of the previous pilot project. The 

training was initially scheduled for summer 1999, however it was postponed due to 

funding difficulties. Regardless, a site located close to Mistissini is currently being 

reviewed as a training venue; and the courses will now be sponsored by the CNM during 

the summer of 2000 and administered by Esprit Rafting, Wilderness Medical Associates 

and local experts. The participants will become certified in Level I Swiftwater Rescue 

and Advanced First Aid; and participants in previous guide courses will be encouraged to 

upgrade their skills. Further information and discussion on training is provided in 

Chapter 3, the Program. 

13.3 Organizational Resources of the CNM 

There are two key initiatives that warrant mention. A tourist information centre / 

local tourism association will be located on the mezzanine level of a new Tourism Lodge 

expected to be built during the summer of 2000. This initiative will provide local 

operators with shared office space. Their resources will be pooled to purchase the 

necessary office equipment, develop marketing programs and hire a secretary I tourism 

agent to manage information requests. The Association will improve the capacity of 

local businesses to meet the needs of outside visitors while at the same time cutting down 

on their overhead costs; and it will provide a professional business environment. In the 

future, a representative from the Association could represent local Mistissini operators at 

the regional Association level. 



Curently, the Administration's Tourism Sector has been working with a 

wholesaler in Montreal to organize package tours ad to make it easier for tourists to 

access the community-based operators. The tourism agent in Mistissini fills general 

requests for information, and bookings are directed to local operators or the wholesaler. 

The majority of the requests are directed to the fishing camps and come via email fiom 

the Eastern United States or southern Canada There are also a number of requests for 

services, such as canoeing, that would be provided by the CWAP. 

Planning and Development Resources 

Mistissini has committed a lot of time, energy and resources to strategic planning 

- in the EDD and more specifically, in the Tourism Sector. The Mistissini Tourism 

Working Document (1994) is an excellent example of sustainable tourism deveiopment at 

the community level; it provides a clear framework for product development. A 

participatory process involving the various stakeholders was used to prepare the 

document. The Mistissini Tourism Steering Committee developed the document and was 

comprised of representatives fiom the CNM administration, local operators, 

environmental organizations, the Cree Trapper's Association (CTA), and other interested 

community members. The final document received approval by resolution from the 

Council of the CNM. The document is a planning tool that establishes the essential goals 

and guidance of activities respecting not only 'development' but also 'sustainability'; a 

synopsis of these is provided in Figure 1.7. The experience gained fiom this process is an 

organizationaYplanning capacity that can now be applied to other areas of development 

as well as to future tourism projects. 

Figure 1.7 Mbtiulni's Tourism Coals (nrrwD, 1990) 
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' Mission 
Statement 

" To provide social and environmental tourism at a profit through sustainable tourism." 

Where sustainable tourism development is envisaged as leading to proper management of  
ail resources in such a way that we can fblfill economic, social, and aesthetic needs and 
demands while maintaining cultural integrity, essential ecological processes, biological 
diversity and life support systems for firtun? generations. 

Goal # 1 
God # 2 
Goal # 3 
God # 4 
Goal # 5 
Goal # 6 

Plan and Implement Sustainable Economic Development 
Encourage Community and Regional Participation and Involvement 
Preserve Sustainable Livelihoods 
Promote Appropriate Tourism Activities to Enhance Community Identity 
Reflect the Respect for the Full Values o f  the Environment 
Improve the Quality of Life in the Host Community 



The MTWD encouraged community input and support. Community support is 

crucial because "all tourist destinations are dependent on the support of community 

residents" (Hinch, 1994). To this end, Mistissini has a formal and an informal project 

approval system. Formal project approval requires the support of the Council of the Cree 

Nation in the form of a resolution. Once approved, projects are then tabled at a public 

meeting with a stipulated percentage of the community present, and approved by public 

resolution. According to Hinch, another way of obtaining support is to spread out and 

publicize the benefits of a tourism project within the community (Hinch, 1994). This 

approach is common in small communities; and one opportunity is at the Local or 

Regional Annual General Assembly where the various entities present their annual 

progress reports and seek approval for new projects. 

Technological Resources 

The information highway links Mistissini to the world and the world to Mistissini. 

The CNM has a web page to provide information about all aspects of the community, 

including culture and tourism. (http://www.nation.mistissini.ca) It also allows the 

planner in Mistissini to access resources that were previously unknown, by allowing 

searches for relevant information and case studies tiom around the world. Furthermore, 

as more remote communities get on-line there are opportunities to learn from the 

experience of others more so and more expeditiously than in the past. Advances in 

technology have made it easier to reach potential markets and accommodate visitors once 

they arrive in Mistissini. A computerized booking system is planned for the new lodge; 

and advances in computer technology have made it easier to maintain up-to-date client 

lists, track visitor numbers and manage small business finances. 

New banking technology such as the debit card system has been implemented, 

and there is a Caisse Populaire bank open during the week. Furthermore, some of stores 

and restaurants in the community are able to take credit cards, thereby eliminating the 

need for tourists to carry a lot of cash. 



The CNM has also incorporated new Geographical Information Systems (GIs) 

technology into their land management process. They employ a full-time technician to 

manage the data. The GIs will help to guide not only tourism developments but also help 

to coordinate the different land-uses within and adjacent to the territory to avoid conflicts. 

1.24 Financial Resources 

The mainstream banking system does not allow for investment in projects located 

on reserves due to the fact that land parcels and buildings are not owned by individuals or 

private corporate entities and therefore cannot be seized in the event of a loan default. 

This poses a problem for businesses seeking capital for start-up or expansion; 

consequently a burden is placed on the CNM to guarantee loans. An alternative is to 

apply for provincial and federal government funding programs that in turn limit the types 

of projects. Funding programs support projects that fit with the objectives of the 

sponsoring agency that decides what types of development ought to take place in Native 

communities. Therefore, projects are often developed based on hd ing  availability 

instead of on a clearly-established need or market demand. Also funding is generally 

awarded on a yearly basis. This makes it difficult to deveiop a project over the course of 

several years because funding can be cut at any time; therefore, the maximum is 

generally requested at the outset. Finally, it must be noted that the CNM has developed a 

good working relationship with the representatives from various government agencies, a 

distinct asset when it comes to resources to plan and implement a project. 

lb2.5 Cultural Resources 

The Cree culture is very much alive in Eeyou Astchee. The language heard most 

often in Mistissini is Cree, it is the official language of business and many of the older 

people speak only Cree. During the Local Annual General Assembly (LAGA) all 

documentation is translated h m  English to Cree syllabics. The schools teach both Cree 

language and Cree culture. It is important to hold on to the language because it is how 

other elements of the culture are passed down from generation to generation. On the 

other hand, the majority of the community speaks English because historically the Cree 



were sent to residential schools in Ontario. Today, many of the youth also speak a little 

French because the provincial government requires a basic level to graduate; and parents 

are also able to choose if their children will pursue ~6ei.r education in French or English. 

Therefore, many Cree are tri-lingual and the EnglisWrench language barrier that 

prevents anglophones fiom travelling in Quebec is eliminated. Therefore, the CWAP can 

attract visitors fiom across Canada. 

As discussed in Section 1.1.2, the Cree economy is mixed, and domestic 

production is important to not only the economy but also to the way of life. "In mixed 

economies, no one sector is more important than any other, the sectors are mutually 

supportive to the extent that should one sector fail, the entire economy would be in peril 

(Elias, 1995)". Some residents have full-time employment in the wage economy; others 

work seasonal jobs in the community and do not rely on the land for their sole income; 

still others hunt and trap full time. Despite these different ways of earning income, most 

of the community people still take the time to go out on the land whenever possible. This 

traditional way of life on the land is an important part of who we are as a people. The 

importance of sustaining these traditional activities has also been noted by Elias ( 1995): 

"Northern people find their aboriginal identity in domestic production activities, working 

with their relatives and friends in lands used by their ancestor's." The importance of our 

way of life is recognized by our Cree institutions; for example, the schools, the 

administration of the CNM, the Cree School Board, the Cree Health Board and other 

Cree entities allow students and employees time off to pursue traditional activities such 

as hunting, particularly for 'goosebre&' in the late spring. These allowances help keep 

the Cree way of life strong and healthy; and contribute to both a healthy community and a 

capacity to share the Cree way of life and its other cultural assets with tourists. 

The wisdom and guidance of the Tallymen, Cree trappers and other community 

members will be needed to develop the CWAP Program (the subject of Chapter 3). It 

must be the community who decides what elements of the culture will be shared. Then 

these must be presented in a manner that will be accurate and authentic. It will be equally 

important to increase the tourist's understanding of the contemporary Cree culture as well 



as the traditional way of life. The community has the capacity to express and share their 

culture with visitors through individuals' experience and also with the assistance of those 

who work to teach it such as the Cree culture teachers and Coordinator of Cultural 

Affairs. 

Finally, the rivers themselves are a significant cultural resource, not only for the 

Cree but also for mainstream Canadian culture. For thousands of years, rivers such as the 

Rupert provided travel routes for the Cree fiom the in-land territory to the coast and from 

the north to the south. These same rivers were used by early Canadians as trade routes to 

transport furs and supplies back and forth to the Hudson's Bay posts, the earliest of them 

located in 1688 at the mouth of the Rupert at Rupert House (now Waskaganish) (Evans, 

1978). 

1.2.6 Natural Attractions - Natural Resource Inventory 

The importance of natural resources to the development of Cree tourism products 

has been well acknowledged, as well as the need to develop products guided by the 

principles of sustainability and compatibility with the Cree way of life. An inventory of 

the natural resources and product development opportunities is summarized in Figure 1.8. 

The resources listed are not in their entirety controlled by the CNM; however, the 

CNM took the initiative to produce this inventory to facilitate tourism development. 

Although the inventory seems to offer significant development opportunities, they must 

be combined with other packages such as canoeing or outfitting; presented singly they 

would not be able to attract a significant number of visitors to be financially viable. 

1,2,7 Infrastructure and Tourism Services 

The community of Mistissini is located 90km north of Chibougamou. It can be 

accessed via a well-maintained gravel road. Given the proximity to Mistasshi Lake, it is 

also accessible for most of the year by small bush plane (for example a Beaver or Otter). 



Recently, the community was connected to the Quebec federated snowmobile trail 

system, thereby providing an additional means of access during the winter months. 

Finally, the community is accessible by boat from the Waconichi and Chalifour 

campgrounds located in the adjacent wildlife reserve. 

Figure 1.8 Natural Resource Inventory WTWD, 1994) 
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Mistissini has been hosting outside visitors for several decades. The main 

attraction has been the high quality of fishing available at the outfitting camps operated 

by local families and owned in partnership with the CNM through the Landholding 

Corporation. There are three main camps, Louis klliet, Osprey and Pappas, and several 

small outposts; all are fly-in lodges with individual cabins. There is also a guide service 

located in the community. These camps are popular and offer an opporhinity to expand 

the services available by adding new activities such as canoeing and rafting. This will 
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increase the length of stay because the clients already enjoy the area and may want to get 

even W e r  off the beaten track. 

Currently in Mistissini there is a lack of rooms available to accommodate tourists 

and this is a constraint; although there are several private homes that offer rooms for rent. 

As a result, many tourists stay in Chibougamau before coming to fly to the fishing camps 

or conduct their business in Mistissini. The CNM recognizes the need for 

accommodation, and there are now plans to build a tourism lodge and conference facility 

during 2000. 

1.3 STRATEGY: KEY ASPECTS 

To summarize: the CNM has the needed experience and capacities to implement 

the CWAP, and to work towards controlling and monitoring changes that will continue to 

occur in the external environment. Four key areas for opportunity-grabbing and 

challenges of capacity-building most relevant the MDP and the CWAP are as follows: 

+ Construction of the Mistissini Tourism Lodge to provide local accommodations, a 

location for a local tourism association and a perfect center to host the CWAP trips. 

+ Continue to develop capacities for creating a regional Cree Outfitting and Tourism 

Association that can better protect Cree interests, promote marketing initiatives, 

represent the Cree in outside organizations, and to more effectively promote 

sustainable tourism in Eeyou Astchee. 

Further develop training programs to increase the capacity of the community and the 

ability to retain qualified administrative and planning staff. 

Continue building expert capacity to successfblly attract the markets forecasted d to 

deliver a high quality cultural experience. 



CHAPTER 2 

TOURISM PLANNING THEORY AND ITS 

PRACTICE IN DEVELOPING THE CWAP 

Tourism has become for most countries an important social and cultural factor in 

their development and it remains an important economic force. The World Travel and 

Tourism Council states that tourism is the world's largest industry. It employs 1 in 9 

workers worldwide (McIntosh, Goeldner & Ritchie, 1995). In Canada, tourism is a 

leading growth sector and job creator (Wilton, 1997) as evidenced by a 58% increase in 

tourism export demand and a 12.7% increase in tourism employment between 1986 and 

1996 (Wilton, 1997). The literature emphatically suggests that the industry will continue 

to grow well into the new milleniurn (Wilton, 1997; McIntosh, Goeldner, Ritchie, 1995). 

Recent -- and expected- growth can be attributed in part to increases in disposable 

income, ease of travel and the various trends in "globalization". Both Canadian and 

foreign economic conditions are able to influence the discretionary, relatively high, 

tourism spending (Wilton, 1997). The adventure tourism and ecotourism sectors are 

among the fastest growing sectors in Canada (CTC, 1995; Scace, Grifone &Usher 1992); 

and there appears to be an increasing interest in cultural and heritage tourism (CTC, 

1997). According to CNATA (1996), Eagletail (1994), and the WAC Backgrounder 

(nd), this growth situation, and the accentuation of adventure, cultural and ecotourism 

have created significant opportunities for Aboriginal communities. 

There is a growing market for eco-tourism and cultural tourism that could 
provide a livelihood for our people that is culturaily and economically 
sustainable. Such tourism could be a vehicle for the promotion and 
understanding of the issues confronting Native people and could be an 
important means or protecting our traditional practices and identifying us 
to larger society (Indian Country Tourism 2000 Conference, Eagletail, 
1994). 

The Cree Nation of Mistissini (CNM) has been actively involved in tourism since 

1993 when it hired a fill-time tourism planner. As outlined in the Introduction, the 

CWAP Program includes a variety of experiences, including nature, culture, adventure 



and education. The details of these four components and their application to the CWAP 

are discussed in Chapter 3. (See also Chapter 1 for an overview of the context and 

background information). The goal of this chapter, therefore, is to highlight the 

important definitions, key findings and planning procedures discussed in the literature, 

which served, and will continue to serve as the guiding framework for advancing the 

CWAP. 

The very nature of the CWAP product places it within a number of towism 

sectors-four at least: eco-tourism, adventure tourism, nature-based tourism and cultural 

tourism (Figure 2.1). It should be noted that in the theory and practice literature there are 

overlaps, but also clear distinctions between these sectors; and they all offer insights into 

actual and potential Aboriginal tourism markets. A significant amount of literature is 

available; an overview only will be provided in Section 2.2. To concentrate on the 

concerns and issues that can be related specifically to the Aboriginal experience; and with 

Eeyou Astchee particularly in view, the focus will be primarily those sources of theory 

and practice concerned with indigenous tourism. 

A fiuther purpose is to discuss the relationship of tourism to community economic 

development. In both regards, there is something of a gap between the literature and the 

actual community context. My MDP project therefore tries to reduce the gap by 

combining work experience in the community with theory and practices found in the 

literature. The chapter is structured around defining the relevant tenns, identifying key 

fmdings in the literature, and considering applications as practiced in the particular 

CWAP and Mistissini contexts. Consideration of potential issues and questions 

surrounding the procedures and implementation relevant to the Aboriginal community 

context will be discussed throughout the chapter. 
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Examples of the component criteria applicable to the CWAP: 

Figure 2.1 Components of Aboriginal Tourism 
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2.1 ABORIGINAL, TOURISM 

Aboriginal tourism products can range from interpretation and heritage centers, to 

Pow wows, to experiences out on the land, and to casinos. Aboriginal tourism is 

customarily defined in the literature from one and/or two essential perspectives - 
'ownership' and 'content'. Campbell (1 994) suggests that it is not ownership that defines 

the product but that "the essence ... is its relationship to aboriginal culture and values". 

And thus, an ideal product would include history, lifestyle, customs and entertainment, 

spiritual values, arts and crafts, and a connection to the land. Campbell's prescription for 

a cultural component limits the range of products; it excludes potential products such as 

bus companies, casinos and lodges. It is this type of external labeling that removes 

community control and has the effect of holding back tourism development in 

communities by limiting funding opportunities (See Chapter 4). Although culture is a 

possible element in an Aboriginal tourism product, and even a desirable one, it should not 

necessarily be a pre-requisite. This is especially true when professionals outside of the 

community context establish this requirement. 

Valene L. Smith (1996) elaborates on the elements of indigenous tourism by 

W e r  classifying according to geographic setting (habitat), ethnographic traditions 

(heritage), the effects of acculturation (history) and the marketable handicrafts. These 

facets, she states, reinforce the notion of a b'culture-bounded" visitor experience. Once 

again, these may be very desirable traits of a product, and even required to attract foreign 

visitors looking for the stereotypical "Indian"; however they should not be exclusive 

defining elements. 

The Hinch and Butler (1996) matrix in Figure 2.2 considers both key aspects: 

control (ownership) that indigenous people have over a given tourism activity and the 

degree that the tourist attraction is based upon an indigenous theme. This matrix allows 

for a full range of product possibilities and includes "diversified indigenous" to include 

products that are part of the tourism industry but do not have a cultural component. 



Based on the matrix and the "ideal product" definition, the CWAP is a "culture 

controlled" venture clearly within the scope of the definition of indigenous tourism. 

Figure 2 3  Indigenous Tourism Matrix (Hinch and Butler, 1996) 

INDIGENOUS CONTROL 

Finally, another definition is offered, viz., "ethnic tourism", a broad category that 
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artifacts, and lifestyles of exotic andlor indigenous people exist (Smith, in 
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The definition above tends to imply a dependent or dominant relationship between the 

tourist and the host by the use of terminology such as "marginal", and "quaint". This 

form of labelling does not further understanding between people; it merely signals the 

destructive relationships of the past. 

The literature does not arrive at an entirely satisfactory or standard-universal 

definition of Aboriginal tourism, as is the case for many of the newer sectors that will be 

examined; nonetheless, the importance of a cultural facet seems to be a constant. This is 

most important in terms of marketing, however it is important that the cultural element 

not be seen as static and only part of the past. Instead it must include the ever-changing 

contemporary Aboriginal culture and reality. However the definition of Aboriginal 

tourism used to determine fimding eligibility the inclusion of a cultural component should 

not be a defining requirement because it hinders the development of linked services that 

are required for successful community tourism development (e.g., accommodation, 

visitor information centre, restaurant and travel agent). Thus, for the purposes of this 

MDP, the definition of Aboriginal tourism will embrace the two cells shaded in the 

typology of Hinch a d  Butler (Figure 2.2). 
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In the fbture, it will be important for Aboriginal people across Canada to develop 

a network that facilitates the development of definitions such as Aboriginal tourism from 

our own perspective, and which will place the control and decision making power 

required to guide the industry in the rightful hands. The Canadian National Aboriginal 

Tourism Association (CNATA) was working to develop a national framework, but due to 

operational difficulties it has been dismantled. The federal government has since 

established Aboriginal Tourism Team Canada (ATTC) to assume the role of national 

policy maker (See Section 1.1.4). Before fbrther discussing the issues related to 

Aboriginal tourism planning, we must first look at the four sectors identified earlier: 

adventure tourism, cultural tourism, nature-based tourism and eco-towism. 

2.2 THE FOUR SECTORS 

2.2.1 Adventure Tourism 

Adventure travel is the fastest growing sector in North America (CTC, 1995). 

Adventure activities such as whitewater rafting, mountain biking and canoeing are no 

longer the domain of alternative lifestyle youth; outdoor recreation is gaining a broadly- 

based, mainstream appeal (Cloutier, 1998). Canada has the potential to be a leader in this 

area due to weas of vast unspoiled wilderness and beautihl natural resources such as our 

rivers and mountains, some of which are controlled by Aboriginal communities. In 1993, 

adventure travel operators in Canada accounted for 1, 126,826 traveler-days according to 

a survey done of 535 operators who's primary activity was adventure travel services 

(CTC, 1995). In the United States over 73 million adults have taken adventure vacations, 

nearly 55 million having done so in the last twelve months. And worldwide, the number 

of adventure travelers continues to grow with the growth of tourism in general. This is 

significant because international tourism is a growing business that generates more than a 

half a billion dollars in global sales every year (CTC, 1997). 



The CWAP with its canoeing focus fits nicely within scope of the following 

definition of adventure travel provided by the Canadian Tourism Commission (CTC). 

Adventure travel is an outdoor leisure activity that generally takes place in 
an unusual, exotic, remote or wilderness setting involving some form of 
unconventional means of transportation and tends to be associated with 
high or low levels of physical activity (CTC, 1997). 

The recent popularity and potential of adventure travel prompted the CTC to publish 

several reports highlighting potential markets and the opportunities and challenges facing 

both operators and the industry. The main message is that the potential market is huge; 

and that what "Canadian operators have to offer has enormous appeal both at home and 

abroad (CTC, 1995)". The typical adventure traveler in 1993, both foreign and domestic 

was male between the ages of 20-44 and traveled with friends or a leisure group. 

However, then are some groups that do not fit the demographics of a typical tourist. For 

example, canoeing is an activity that attracts families and is child-friendly. This is 

important to remember when developing the marketing strategy for the CWAP trips. 

Another important marketing factor to note is where the current canoeing market 

originates, as shown in Figure 2.3. Clearly, Canada provides the highest percentage of 

canoeists at 44.7%; however, Germany is also an important market, with 30.9% of 

Canada's canoeists, 

Figure 23 Market Originr for Canoeing (mc, 1995) 
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Canoeing is of particular interest to the present Study; and it is one of the top 

ranked adventure activities in Canada. In a 1993 survey of 535 tour operators conducted 

by Statistics Canada and Tourism Canada, canoeing is identified as a "Water Adventure 
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Travel Activity!' Although this product has expanded significantly since the s w e y  was 

conducted, it is nevertheless interesting to note the trends: 

96 out of 199 operators derived most of their revenue fiom canoeing activities 

related activities included fishing (5 1% of operators); nature observation 

(48%); hiking (4 1 %) 

canoeing operations experienced 5.9% growth fiom 1992-1993 

most f m s  were found in Ontario, Manitoba and Saskatchewan 

the most popular areas for canoeing were Ontario, Quebec and Manitoba 

(CTC, 1995) 

An analysis of the data points to the fact that even though Quebec is seen as the 

second most popular canoeing destination, it has fewer operators than would be normally 

expected. This points to an opportunity for the CWAP. In this regard, the critical factors 

for growth and business success in the mainstream context are marketing strategy, 

product packaging, and adequate and reliable financing. As will be discussed in Chapter 

4, the terms of "business success" are expanded from mainstream's bottom-line def~ t ion  

to include community goals, this is a crucial distinction to be made when doing touri*sm 

planning in or with Aboriginal communities. 

The three most serious constraints to growth facing adventure tourism are high 

marketing costs, uncertainties of weather conditions and access to capital (CTC, 1995). 

On this, the literature provides strategies to increase business performance (See for 

example, CTC (1 995); Isogroup (1 993), CTC (1 996)). These customarily include the 

need to offer more than one activity; develop preset packages that are the least labour 

intensive and have lower operating expenses; include the use of computer technology for 

both accounting and marketing; and to use cosperative marketing to attract foreign 

visitors and increase capacity utilization (CTC, 1995). These general 'recommendations' 

apply to Aboriginal and mainstream communities andlor operators alike. 



In summary, the various reports and theory-practice literature consulted for the 

present study, provide in a generalized way, much usefbl information and guidance to 

help develop the CWAP. They identify and discuss the challenges to be anticipated and 

the steps to be taken to reduce or transform these into opportunities. Moreover, they 

provide some important indicators and data trends that both encourage the CWAP 

enterprise and give a 'numbers basis' to begin market-share and marketing strategy 

analyses for the 'adventure' product. More discussion of Program development and the 

business aspects appears in Chapters 3 and 4. 

2.2.2 Cultural and Heritage Tourism 

A recent study of hture trends in tourism by the Conference Board of Canada, the 

CTC and Baxter Publications states, "the kind of tourism products that will hold the most 

appeal [in the future] are those that add value to the individual's life experience." 

Further, cultural, Aboriginal and heritage tourism feature prominently among this next 

generation of tourism experiences and product development: 

Cultural and heritage tourism strives to ensure a 'quality, reciprocal, 
mutually respectful relationship between guest and host-with both parties 
adding value to their lives as a result of their interaction" (CTC, 1997). 

Cultural and heritage tourism includes a variety of activities, such as festivals, 

visiting museums, learning experiences reiated to history and experiences focusing on the 

lifeways or heritage of distinctive cultural groups. The CWAP is very closely related in 

its overall product characteristics to these trends in cultural tourism because it includes 

Cree cultural activities throughout the Program. 

Although the potential for developing cultural tourism in Canada is significant 

and the goals it seeks to accomplish are lofty, for Aboriginal communities in particular, it 

carries with it a great deal of community responsibility. It is an opportunity to develop 

products that do not demean or devalue, or in their operational features degrade the 

community's cultwe. Maintaining the past, improving a community's quality of life, 



providing economic development and creating employment are seen as benefits to 

cultural tourism (Jamieson, 1994). 

In one respect, cultural and heritage tourism strives to ensure a respectfbl 

interaction, but there are some critical tensions to be resolved between 'development' and 

cultural-heritage maintenance. According to Jamieson (1 994), the potential pitfalls for 

Aborigiaal tourism planning include lack of proper treatment of the cultwaI resources, 

unrealistic expectations of the tourism potential of the cultural resources, and negative 

social, economic, physical and cultural impacts on the resources and the community. 

In the present case, the community controls the CWAP, and there is a strong will 

to take the necessary steps to reduce the negative impacts, and to maximize the gains for 

the general benefit of community development. One strategy is to deveiop cultural 

programs for the benefit of the community first; for example, programs that involve the 

Elders and the youth, and that aim to strengthen their knowledge of our culture. Then 

these programs can be offered or modified to meet the interests of the tourist. It is 

assumed that certain elements (religion) may be left out when the programs are offered to 

tourists. This approach would provide the tourist with a more authentic tourism 

experience than if it were developed solely for commercial purposes, because it would 

involve information that is central to the culture and used internally as well as externally. 

2.2.3 Nature-based Tourism 

This section is closely linked in its essential characteristics to the final product- 

sector to be covered, eco-tourism. It involves activities that rely directly on the assets of 

natural environments (Patterson, 1997). According to the World Tourism Organization, 

nature tourism generated approximately seven percent of all international travel 

expenditures in 1989 (Lindberg & Hawkins, 1993). Nahual areas, including legally 

protected areas are able to offer wilderness experiences involving landscape, flora, fauna 

and cultural elements that antact visitors fbm around the world. Again, Canada is well 

positioned to exploit the popularity of nature-based tourism. 



Current Canadian products include organized activities and services such as 

guided hikes in protected areas such as national and provincial parks, canoe trips in 

Algonquin Park and bird watching trips to Point Pelee. The reliance on a pristine, natural 

environment can cause conflicts between different land-users with different development 

goals. For example, the northern territory still has large areas of 'wilderness'; however it 

is also seen as the 'commodities basket' for southern economies; and there is increasing 

demands to extract the natural resources to fbel southern industries. This demand, 

combined with the constant employment needs in the surrounding Native communities 

that typically have unemployment rates far higher than the national average, causes some 

political leaders to opt for resource extraction instead of preservation for tourism 

development. Therefore, land-use planning will have to consider more carefully than it 

has in the past the needs of resource extraction, traditional activities and tourism 

development, and to implement comprehensive plans that mitigate conflicts. 

One method for developing a comprehensive plan is to use a layered approach 

based on principles from Ian McHarg's book Design with Nature (1992) whereby areas 

of concentrated natural resources are mapped along with areas of high natural value to 

determine conflicts and formulate possible compromises. The development of 

Geographic Information Systems (G.I.S.) has made this once daunting task much simpler. 

The CNM currently uses G.LS. and employs a fill-time technician to work on land-use 

issues. It is expected that areas to be used by the CWAP will be set aside and that future 

development will consider the needs of both industry and tourism. 

During the past decade, eco-tourism, as both concept and practices, and as a 

market, has been studied by numerous researchers (e.g. Lindberg & Hawkins, 1993; 

Eagles & Casgagnette¶ 1995; Patterson, 1997). Both in Canada end worldwide, the eco- 

tourism market is growing. An increased awareness and appreciation of the natural 

environment, a decline in the quality and number of natural areas accessible and 



experienced during our daily lives, and a desire to experience the remaining natural 

regions here and abroad drives the eco-tourism trend. More travellers are now no longer 

entirely satisfied with traditional vacation choices such as sun and sand, and are looking 

for excitement, an element of risk or surprise, or the exotic, and 'authentic' and diverse 

experiences of being in unique, natural ecosystems (CTC, 1997). The Canadian Toun9sm 

Commission offers this definition: 

Purposefbl mvel  that creates an understanding of cultural and natural 
history, while safeguarding the integrity of the ecosystem and producing 
economic benefits that encourage preservation. Eco-tourism implies a 
scientific, aesthetic, or philosophical approach [by the tourist] with a high 
level of interpretation (CTC, 1997). 

The Ecotourism Society defines ecotourism in similar fashion: "responsible travel to 

natural areas which conserves the environment and improves the welfare of local people" 

(Lindberg and Hawkins, 1993). Other authors prefer to not define ecotourism but, 

instead, express the belief that many tourism operations that involve the natural 

environment can apply an ecotourism ethic that involves care of the environment while 

helping the local economy in some way (Patterson, 1997). 

Figure 2.4 provides examples of key criteria and elements that illustrate the 

concept of ecotourism. Although all of these may not apply to the CWAP, they 

demonstrate the range of criteria that can be considered when promoting an operation as 

"ecotourism". 

1. 
2. 

3. 

4. 
5. 
6. 
7. 
8. 

Uses low impact camping and recreation techniques 
+ 

Limits visitations to areas, either by limiting group size andtor by the number of  groups taken to an 
a m  in a season. 
Supports the work of  conservation groups preserving the natural area on which the experience is 
based. -- 
Orients customers on the region to be visited 
Hire local people and buys supplies locally where possible 
Recognizes that nature is a central element to the tourist experience 
Uses guides trained in interpretation o f  scientific or natural history 
Ensures that wildlife is not harassed 

9. 1 Respects the privacy and culture of local people 



Patterson's definition focuses on the ecological side of ecotourism. Although the 

local community is respected, there is no mention of community control and community 

benefits beyond the hiring and purchases made "when possible". The defurition should 

go further, and place importance on operations that are controlled by the local people if 

ecotourism is to break out of the cycle of neo-colonialism with a green tone. According 

to Baker (1997),  neocolonialism is the term given to tourism as a form of economic 

imperialism or tourism without local return." Although this term implies an exploitation 

by foreign ownen, care must be given not to repeat the process by using remote 

communities' natural resources for external gain with local benefits only reaching the 

community when possible. Patterson also does not insist that a company operate 

exclusively within a protected area to be considered ecotourism. This perspective has 

been challenged and debated in the literature (Bottrill & Pearce, 1995; Scace, Grifone & 

Usher, 1992). Further, discussion is beyond the scope of this MDP. However, a concept 

commonly associated in the literature with ecotourism is sustainable development. For 

example, one of the criteria put forth by the Canadian Environmental Advisory 

Committee is "Ecotourism must be developed in a manner consistent with sustainable 

development" (Scace, 199 1). Therefore it is appropriate to briefly discuss the concept 

and its origins. Global initiatives such as the 1980 World Conservation Strategy, and the 

1987 World Commission on Environment and Development ("B~ndtland Commission") 

have influenced the Canadian government to formulate policies and support various 

institutions to achieve the goals of sustainable development. According to the National 

Task Force on Environment and Economy (1987), sustainable development "ensures that 

the utilization of resources and the environment today does not damage prospects for 

their use by fbhlre generations." The link between the tourism and sustainable 

development is made clear in the following definition: 

A working definition of sustainable development in the context of tourism 
could be taken as: tourism which is developed and maintained in an area 
(community, environment) in such a manner and at such a scale that it 
remains viable over an indefinite period and does not degrade or alter the 
environment (human and physical) in which it exists to such a degree that 
it prohibits the successfirl development and well being of either activities 
and processes (Butler, 1992). 



This definition for sustainable tourism was chosen for this MDP because it offers a more 

holistic approach to sustainability and because it is not limited solely to economic 

sustainability. Moreover, the concept of sustainable development is closely linked to the 

traditional beliefs, values and lifeways of the Cree. It is incorporated into the CWAP. 

Further discussion on this, in the context of Program development, appears in Chapter 3. 

According to research done by Pamela Wight (1996), travelers in the ecotourism 

market are increasingly seeking products that respect the environment; and they are 

looking for a range and diversity of products and experiences. Apparently, a wildemess 

"setting is of paramount importance to the ecotourism experience" (Wight, 1996). 

Research has shown that "only Canada's most unique adventures to the Arctic, Pacific 

Coast and Rocky Mountains can compete with African safaris, mountain trekking, jungle 

expeditions and other exotic adventures" (CTC, 1997). On the face of it, these two facts 

would seem to suggest an ecotourism opportunity within, or linked to, the unique product 

to be offered by the CWAP. Such a development opportunity for the Cree territory has 

been noted in the PIan de dhefoppernent touristique Region Nord-&Quebec. (1 993). 

Therefore, operators such CWAP need to protect the wildemess setting and to develop a 

variety of unique products and experiences (for e.g., air safaris, winter wildlife viewing, 

and cultural experiences involving snowshoeing or dogsledding); and in addition, have 

partnerships with others that can provide complementary, linked services (for egg., the 

surrounding Cree communities of Ouje-Bougoumou, Waswanipi, and Nemaska who have 

different tourist attractions). 

It has been noted that the "ecotourist" has different motivations and demographics 

fiom travellers interested purely in nature-based adventure (Patterson, 1997; Wight, 

1996; Eagles & Cascagnette, 1995; Scace, 1992). They typically look for more of a 

participatory and fust-hand cultural and explicitly educational experience than is 

typically offered by adventure travel operators. In general, ecotourists are well educated 

and hold a college/university degree or better. Such personal attributes, in turn, can be 

associated with higher levels of income and expectations for high quality products and 

services (usually with higher pricing) (Patterson, 1997; Eagles & Cascagnette, 1995; 



CTC, 1997). Such is the findings regarding successfbl ecotourism projects in Africa, 

Costa Rica and Mexico. A wide range of ages are represented in this market -- physically 

demanding activities attract the younger crowd and less demanding tours attract the 

mature segment (roughly ages 50 +). In this regard, the CWAP canoeing project can be 

made more or less physically demanding as need be, by varying the route and length of 

the trip, and the challenges; this will be developed as the market characteristics and 

demand emerge in the first few years of operation. 

In summary, the current and potential growth in the four related sectors offer 

opportunities for tourism developments in remote, wilderness settings, such as northern 

Native communities like Mistissini. This type of development requires a sustained. 

healthy natural environment and includes activities in that environment. Examples 

include interaction with the local culture while others focus on providing an adrenaline 

rush. The key difference between the four sectors is that although they share certain 

attributes, they attract visitors with different motivations which must be considered in the 

product development and the formulation of a marketing strategy. 

The next step is to explore the current issues surrounding Aboriginal tourism planning 

and its relationship to local community economic development. 

2.3 ABORIGINAL TOURISM PLANNING: KEY ISSUES 

Native tourism has been viewed by supporters as an opportunity to develop local 

economies and by critics as a comrnoditization of culture. Different communities and 

even members within a community such as Mistissini have different opinions about how 

tourism should be developed. These opinions must be considered case by case, place by 

place because an Aboriginal tourism product relies on and impacts the whole community. 

The common factor is, nonetheless that a community's culture, a community-owned land 

base and a positive, authentic community experience an necessary to the success of 

tourism. Therefore, the community ought to be involved in the planning process to 

determine the appropriate types and level of tourism development. According to Johnson 



and Thompson (1984), 'Planning is the basic tool by which a community can best assess 

needs and available resources and determine its ow11 course of action to reach these 

goals" (Johnson and Thompson, in Wolfe, 1988). Further, the procedures for preparing a 

community tourism plan should facilitate the fullest possible community participation 

(Murphy, 1985 in Hinch 1995; INAC, 1993). As Wolfe (1988) puts it, participation is 

key because it helps to fill the gaps between conventional mainstream technical planning 

practices and traditional Native decision-making processes. 

Although there is a limited amount of literature that takes an in-depth look at 

Aboriginal tourism planning, interest in this area is increasing. For example, a recent 

volume of the Journal Tdoros, published in 1998 by the University of Quebec, focuses 

exclusively on Aboriginal tourism, (primarily in Quebec). Different authors present case 

studies (Bedard and Corntois, 1998; Noel; Girouard, 1998); the role of the Societb 

Touristique des Autochtones du Qudbec is discussed (Gill, 1998); and other issues such 

as sustainable cultural-tourism planning are discussed (Jamieson and Galloway-Cosijn, 

1998). However, the greater part of articles in the literature are written tiom an external, 

mainstream perspective; while they amply recommend what communities ought to do, 

they tiequently lack a perspective that recognizes the day-to-day planning, management, 

business development and other realities in Aboriginal communities. Certain authors 

acknowledge and support the need for a Native perspective (e.g., Hinch & Butler, 1996; 

Getz, Jamieson, Cosijn and Zorilla, 1999). In the latter, a discussion of the knowledge 

gaps identified in the Native tourism literature cited in the annotated bibliography 

included the following statement: ''The interaction between native businesses and their 

communities must be examined in greater detail, from their perspective." 

The goals and outcomes expected of a community plan as identified in the 

literature and in the Mistissini-CWAP context are briefly discussed in Section 2.3.1. 

Section 2.3.2 discusses the balance to be sought between mainstream market demand and 

community needs. Ultimately, tourism development, although influenced by visitor 

demands, must be guided by the unique needs and wishes of the community (Hinch, 

1994). Issues that affect this balance are ownership, control, authenticity and the 



resulting impacts of tourism development. The relationships between these various 

issues are highlighted in Section 2.3.2. 

23.1 Developing a Plan 

Many authors and government publications recommend developing a community 

touxism plan (or action plan) as an initial step in implementing tourism development 

projects winch, 1994; Jamieson, 1997, NAC 1993). The definition of plan used in the 

present context is as follows: 

A tourism action plan defines the who, what, where, when and how of 
making tourism happen. It provides a framework for businesses, local 
government and other organizations to analyze tourism resources and 
concerns, and to encourage development and promotion within your 
community ([NAC, 1993). 

This step was taken in Mistissini; as discussed in Chapter2, a document was prepared in 

1994 -- The Mistissini Tourism Working Docunrenr (MTWD) as discussed in Chapter 1. 

The benefits of the MTWD are outlined below. 

When a community tourism plan is developed by the community, with 

community involvement and approved by the members, it is a powerful tool to assist the 

Administration with the implementation of community goals. The MTWD was 

developed and approved in the manner and spirit of the action plan concept just 

descnied; and as a result the Mistissini Tourism Sector now has a clear direction to 

follow when developing community projects or encouraging community members to 

develop their own enterprise. The MTWD also prioritizes proposed actions, thus giving 

attention to the matter of scarce human and fmancial resources. For example top priority 

is given to developing products such as fishing, canoeing, living with Cree families and 

the tourism lodge. Therefore the Tourism Sector has focused its resources on developing 

these areas since 1994; as a result the fishing camps are operating smoothly, the lodge is 

slated for construction and the CWAP combines both the canoeing and the interaction 

with Cree families. 



The MTWD also provides the Council of the CNM with a mission statement and 

set of goals to think about when considering CNM suppon for new projects. The CWAP 

clearly fitted the goal, "Promote appropriate tourism activities to enhance community 

identity by venturing into Cree culture activities and by promoting the Cree way of 

life9'(MTWD, 1994); and therefore received support fiom the Council. On the other 

hand, when a project disregards the goals and objectives identified by the community in 

the MTWD, then the Council has reason for not approving it. 

The MTWD is readily available to the members of the community, and many are 

aware of it due to either direct participation in its development or due to the Tourism 

Sector's public awareness initiatives at the Local Annual General Assembly (LAGA). 

Therefore, the members are able to develop projects based on research and other 

information compiled in the document, such as potential products and markets, the 

natural resource inventory, and the community goals. 

It is important to note that the success of the MTWD is linked to the fact that the 

Tourism Sector was given the mandate from the Council of the CNM to write the plan 

with the guidance of the Tourism Steering Committee which was, in turn, made up of 

various stakeholders. From the author's first-hand experience, it can be said that the 

document is user-friendly and is referred to often in the day-to-day work at the Tourism 

Sector. It might further be noted that this would not likely have been the case if an 

outside f m  was hired to simply prepare a generic Tourism Plan for Mistissini. Plans 

commissioned from outside consultants are often excessively costly and tend to remain 

on the shelf because those who must implement them have not been involved. This has 

been the experience for not only tourism plans but also for numerous community- 

planning initiatives; as noted by Wolfe (1988): 

Plans were prepared by Department officials or consultants. Community 
understanding of and commitment to the resulting plans was non-existent, 
and the planning efforts made had little impact on the economic and social 
problems of the communities. 



Although there are many resources currently available that explain this early step 

in the tourism planning process, there is a need to expand on the literahue in subjects 

such as product development and plan implementation. Hinch (1994) noted this need 

when in his research on Native communities in Alberta, the respondents identified 

product development as their top priority. For example, a community could have the 

most comprehensive tourism plan, detailing the opportunities available, but if it lacks the 

support programs to help local businesses provide the tourism services, the plan will not 

bring results. This brings to light the fact that a plan is only one part of an extended 

process, and that it must be integrated with other aspects of community development. 

This relationship is fiuther discussed in Section 2.4. 

23.2 Local Control and Balancing Visitor and Community Needs 

Tourism is a function essentially of the community's assets and the market's 

demands. The weight or importance of these two factors is constantly being compared 

and juggled in the planning process in order to balance economic, social, cultural and 

environmental impacts. These relationships are partly captured in the following 

observation by Wolfe-Keddie (1 993): 

The challenge of community-level planning is to work out with and find 
ways to direct powefil sets of outside interests, which include the tourism 
industry and government economic development staff, and to work not 
only with local interests which benefit economically but also with those 
which suffer from its impacts. 

Wolfe-Keddie recognizes the players and the potential power struggle that can be created 

by tourism development, not only between the external and internal environment but also 

between the various community stakeholders. 

When a community does not have the power to control tourism development it is 

at risk of upsetting the balance and becoming exploited by outside interests looking for an 

economic opportunity. This has been the experience in the past, as described in the 

following statement: "Aboriginal and traditional cultures have often been exploited 

through tourism development, and until the early 1990's there were few examples of 



aboriginal people acting as entrepreneurs or owners of tourism enterprises" (Getz and 

Jarnieson, 1997). As a result, "Many indigenous peoples have come to view tourism as a 

new form of exploitation by external forces" (Hinch and Butler, 1996). External forces 

include compmies such as "tour operators, travel agents and airlines, who control and 

benefit &om tourist expenditures through their direct dealings with clients" (Grekin and 

Milne, 1996). Consequently, this negative view of tourism, based as it is on local 

experience, is very difficult to change; it can make community leaders wary of embarking 

on tourism as a means to develop their local economy and subsequently ignore an 

opportunity to create benefits such as employment and cultural awareness. Or in a worst 

case scenario: "A negative experience with non-native or external tourism operators may 

prompt a community to deny an opportunity to one of their own" (Chairman of the Inuvik 

Hunter's and Trapper's Committee, in Notzke, 1995)." 

Encouragingly in more recent times planning practice has evolved to include 

Aboriginal community members in the process. A United Nations statement urges it: "[It 

is] important to involve indigenous peoples in the planning, implementation and 

evaluation of projects affecting them" (United Nations 1992: 17, in Sotield and Birtles, 

1996). Hinch takes the notion of community involvement one step fbrther: 'Tourism 

development is not something that happens to communities but rather it is something that 

happens within them" (Hinch, 1995). This and other, like propositions found in the 

literature begin to imply local control. According to some, "The tourism planning 

literature has been slower to acknowledge and highlight the important role that local 

people play in influencing tourism's development path" (Grekin and Milne, 1996, in 

Notzke, 1998); and other researchers have "stressed the need for tourism to be locally 

controlled in order to maximize direct benefits for local people" (Nickels et al, in Grekin 

and Milne, 1996; Woodley, 1993). Fortunately, due to the JBNQA, the CNM is able to 

control the tourism development process, and this has led to the current success and 

acceptance of tourism in Mistissini. 

The fator of control is crucial because it not only enables the community to 

establish its own direction for tourism development, but it also helps to reduce the 



potential impacts of tourism by including local community needs in the tourism equation. 

For example, when the community is given the right and responsibility to control 

tourism, it can do so in a way that contributes to the local economy without destroying 

either the culture or the environment (Wolfe-Keddie, 1993). One method of balancing 

the equation is "to determine the [appropriate] scale, speed and nature of development" 

(Hinch and Butler, 1996) and base it on Cree cultural values and the community's ties 

with the land instead of external demands exclusively. For example, as Altman and 

Finlayson (1993) state, a slow growth approach will increase the likelihood of creating a 

sustainable Cree cultural tourism product. Traditional values must be included and 

limits established or we risk damaging our culhual integrity by simply repeating the 

exploitative tourism approaches of the past. Moreover, past experience has shown that 

when a community lacks control of development it can lead to a "substantial degree of 

antagonism towards tourists"(Smith, in Grekin and Milne 1996). This must be avoided 

because in a small community these adverse actions of a few can erode the present 

market and ruin hture tourism opportunities. 

The CWAP is designed not only to introduce and explain elements of the Cree 

culture to visitors by taking them out on the land but also to help the local youth gain an 

understanding of their culture if they do not have the opportunity to do so with their 

family. In the process of developing a Program many people were consulted such as the 

Cultural Director, the Cree Culture teacher at the school and the trappers who make their 

living from the land. Once completed the Program will be presented to the public for 

approval and input. Although this process is time consuming, it is a necessary step in 

presenting an accurate and authentic Cree cultural experience for both the community and 

the visitor -just one more measure used to strike a balance between the market and the 

community. 

The CWAP is a cultural product and therefore opens the risk of transforming the Cree 

culture into a commodity. However, as suggested in the literature, it is expected that 

Mistissini will be better able to present the Cree culture with less negative impacts than if 

the product development were solely controlled and dictated by outside interests (Hinch, 



1995). One approach used in the NWT to reduce adverse impacts was "staged 

authenticity". It involves a "cultural demonstration" that is readily recognized as a fonn 

of theatre by both its presenters and its audience (MacCannell, in Hinch, 1995). Although 

disputed in the literature, this approach, appears to alleviate the suspicious overtones 

associated with bbauthenticity" by making it clear that it is not a 'ritual' or 'secret' 

performance; instead it is theatre. One of the most interesting comments in this regard is 

Cohen's (1988): 

Comoditization does not necessarily destroy the meaning of cultural 
products for the tourists, since they are frequently prepared to accept such 
a product, even if transformed through commoditization, as "authentic", 
insofar as some at least of its traits are perceived as "authentic". Most 
tourists entertain concepts of "authenticity" which are much looser than 
those entertained by intellectuals and experts such as curators and 
anthropologists. 

This distinction is very important to make because the tourist target market for the 

C WAP is not intellectuals but ordinary people; and if the community deems an outward 

display or 'performance' of cultural activities important, appropriate and not an 

endangerment to their culture, then they should be seen as 'authentic'. 

Tied to the issue of authenticity is the often ignored fact that Aboriginal tourism 

products are diverse and that their development is influenced by the different cultural, 

political and social values held by the distinct First Nations across Canada What is 

common to one Nation may not be common to another. One of the most damaging 

perceptions that non-natives have of Canada's First Nations is that we share a uniform 

culture not only in regards to tourism but more broadly as Canada's first peoples. 

Evenson (1998) articulates the Native perspective in the following statement: 

Many Natives believe governments have for decades promoted a kind of 
pan-Indian nation, with a common spiritual belief system, cultural 
hallmarks, and aspirations. AAer all, it is easier to deal with a 
homogeneous group than with a fractious collection of tribes with different 
political goals. 

When controlled by the individual communities, culhual tourism has the ability to help 

increase mainstream awareness of our distinctive cultures and histories. Although we 



may have lived through common experiences in the recent past, each Nation - such as 

the James Bay Cree and the Cree Nation of Mistissini -- has its own story to tell. 

Although the remote geographic location of Mistissini will probably by itself 

induce slow growth, it is important to heed the advice of research conducted in areas that 

have experienced negative effects of tourism. One model, the Tourist Area Cycle of 

Evolution (TACE) states that, initially, when there are a small number of visitors, the 

community can exert substantial control. However, as the destination gains popularity 

external developers are required for large capital and organizational investments to build 

and manage more modem facilities that can better cater to the demand of a growing 

number of guests; thus occurs a shift from local control and benefits to external control 

and benefits (Keller, in Grekin and Milne 1996). 

While Cree tourism development may never grow to the extent that the TACE 

model depicts it is nonetheless important to bear in mind the possible outcomes of an 

increase in tourists. Maintaining control and developing slowly must be taken seriously. 

Steps that could be taken include establishing both conlmunity and private enterprises to 

provide tourism services, developing not only Cree cultural products but also other 

tourism businesses such as travel agencies, wholesalers and airlines such as Air Creebec; 

and setting clear limits for the Cree tourism industry with the involvement of community 

members. Recommendations in this regard are offered in the concluding Chapter 5. 

2.4 TOURISM AND THE CONNECTION TO COMMUNITY ECONOMIC 

DEVELOPMENT 

As developments based on natural resource extraction such as mining, forestry and 

hydro-electricity continue to destroy or seriously alter the land base and threaten the 

traditional way of life, Native communities are looking for alternative economic 

development opportunities to diversify their local economies, create employment for their 

members and improve the overall community situation. Hinch (1995) suggests that ''The 

development of tourism appears to represent one of the more promising strategies which 



northern people can use to achieve their economic, socio-cultural and environmental 

goals in a sustainable context (Hinch, 1995)." The CNM has therefore included tourism 

as one of the components of its community development strategy. 

The CNM recognizes the need to protect the Cree way of life because it is 

inextricably linked to who we are as a people, and many people in the community depend 

on the land for their livelihood. For example, Thomas Coon, the Vice President of the 

Cree Trapper's Association In-land, said that 38% of the population still lives off of the 

land. Tourism products, such as the CWAP, can be developed in conjunction with the 

protection and enhancement of the Cree way of life, this combined with the relatively low 

environmental impacts and potential benefit, make tourism a promising tool available for 

community development in Mistissini. The importance of tourism to the overall 

community development strategy is apparent in the organizational structure of the 

Administration. The Tourism Sector is nested in the Economic Development Department 

(EDD) that falls under the control of the Director of Community Development. This 

structure highlights the direct relationship between the three departments and supports the 

inclusion of broad community development goals in the implementation of tourism 

projects. The following section will briefly define and discuss community economic 

development and related terms as they relate to tourism in Mistissini. 

In the context of the present study, development is defined as "Modification of the 

environment to whatever degree and the application of human, financial, living and non- 

living resources to satisfy human needs and improve the quality of human life" 

(McIntosh, Goeldner and Ritc hie, 1 995). Community development is therefore similarly 

interpreted as a broad concept aimed at improving local conditions; and that integrates 

social, cultural and economic objectives by involving not only the EDD, but also other 

local organizations responsible for health, education, culture and housing. This holistic 

approach makes it possible to include capacity-building and healing as key components 

of community development. Perks and Sellers (1998) articulate this link in the following 

statement: 



Capacity-building and the process of healing are mutually-dependent 
factors for success in Aboriginal development, and for the efficacious 
management of sel'govenunent and the hctions and responsibilities of 
community-based organizations/institutions. 

Unfortunately, many community development projects fail because they do not include 

social and community health issues and do not incorporate healing and empowerment in 

either the process or content (Pisandawatc, 1997). Therefore, when appropriate, tourism 

projects such as  the CWAP ought to contribute to healing and empowerment. 

As noted in the tntroduction, the CWAP has two development objectives: to 

expand the local economy and create employment; and to encourage local capacity- 

building combined with a local cultural-recreational service. The content for the initial 

Program is discussed in Chapter 3. However, in the fbture the link to healing and 

empowerment will be realized when the resources developed or purchased for the CWAP 

(such as canoes and camping gear, trained guides and certain program components) are 

modified and expanded in scope to include community initiatives. For example, healing 

programs focusing on alcohol and drug-abuse treatment, family counseling, family 

violence and youth at risk could be improved by ensuring that a portion of the program is 

delivered out on the land. This is particularly true in an Aboriginal context because of 

the cultural ties to the land. By the time that these programs are implemented, the CWAP 

staff will have gained the expertise to take these groups and health care workers out on 

the land safely. Thus, the holistic approach encompassed in community development is 

anticipated by the CWAP. 

According to Lewis and Hatton (1992), "economic development in its truest 

sense, must help to transform dependent, distressed communities into healthier, more 

sel'reliant communities." Therefore, although the focus has been oriented more toward 

the economic environment and business development, the approach remains holistic in 

that it engages a large array of community resources (Perry, 1989). In this sense, it has a 

very strong aflkity with the concept of community development noted above. The 

community economic development strategy put forth by Lewis and Hatton (1992) 



focuses on building community self-reliance and the capacity of community members to 

plan an economic fuRue that is conducive to their values and priorities. It stresses that 

economic development ought to bring benefit and betterment to the whole community; in 

short to improve the quality of life. 

Once the direction of the economic development process is established, one of the 

steps involved in implementing the plan is "to decrease the leakages by improving the 

linkages of the tourism industry to local supplies and services" (Grekin and Milne, 1996). 

This will result in greater economic benefit for the overall community as a result of direct 

spending and the spin-offs created by the multiplier effect. Mistissini is well aware that 

"currently 95% of all Cree money is spent outside of the community" (Nation, 1997). 

Therefore steps have been taken to support local businesses by ensuring that the CWAP 

will purchase its supplies locally and by including existing businesses such as restaurants 

and outfitters in the Program. 

It has to be recognized that the CWAP is but one component of the Mistissini 

tourism development strategy. Additional products and services are required to attract a 

broad range of markets as well as to further enhance economic benefit. For example, if 

the CWAP is the only service, then tourists will pay the package price to visit the 

community but may not m l e  a return visit. If, however, there are additional services 

and products available, the tourist could, for example, purchase souvenirs, stay an 

additional few days to try a new activity, or perhaps make a return visit to go on a 

different type of trip or make a visit at a different time of year. These spin-off and 

"linked" s e ~ c e s  and opportunities can generate additional tourist expenditures and lead 

to additional employment and revenues. 

Last, training and capacity-building are needed to help the local community 

actively participate in the tourism industry and gain the economic benefits (Woodiey, 

1993). Therefore, local members will be encouraged to build upon their existing 

knowledge and to develop the new skills required for running the CWAP operation. The 



need for a comprehensive training program was recognized early in the process and 

awareness-building initiatives were started in 1997. 

These are examples to illustrate how the CNM has adopted a holistic approach to 

integrating the CWAP into the economic development strategy and the overall 

community development process. 

Chapter 3 elaborates the CWAP Program and discusses the development of the 

intended training. 





CHAPTER 3 

THE CWAP PROGRAM 

The Cree Wilderness Adventure Project (CWAP) Program sets out the activities 

that the tourist will experience in Mistissini and out on the land. The rationale for the 

activities selected, and the training required to offer the Program are now discussed. The 

Program proposals presented are guided by a desire to develop a product that fits Pearce's 

(1 995) conception of a quality program: 

A good tourist attraction is one in which the (visiting) public has clear 
conceptions of what the place is about; it is one where the activities in the 
setting are understood, accessible and excite public imagination. 
Furthermore, the physical elements which comprise the setting should be 
distinctive and aesthetically pleasing. 

Previous chapters have served to establish the current Cree context and to examine 

the tourism theory and practices applicable to the CWAP. This chapter now reviews the 

process used to develop the initial CWAP Program by discussing the components and 

their associated research and reasoning. The Program includes four components: culture, 

nature, adventure and education; these were selected after completing a review of the 

theory and market research pertaining to Aboriginal tourism and related sectors in 

Chapter 2. Subsequently, interviews were conducted in Mistissini during the spring of 

1999 to determine the appropriate content of the components, in particular the cultural 

component (Section 3.1). Following the interviews and the literature search to determine 

the market potential, the Program was drafled. This is the focus of Section 3.2. 

Following the Program description, in Section 3.3 the requirements for a training 

prograrn are identified because it is important to include training early in the planning 

process (as suggested by Woodley (1993) and others. A brief summary of the key points 

concludes the chapter. 



3.1 INTERVIEWS 

The Cree Nation of Mistissini (CNM) has already developed a long-term tourism 

plan viz. the Mistissini Tourism Working Document (MTWD, 1994); and the Coordinator 

of Economic Development mandated the CWAP. For these reasons, it was not necessary 

to conduct extensive research to determine the level of public support for tourism or to 

assess the readiness of the community to develop a tourism product. According to the 

MTWD, a tourism project is well supported if it makes a good fit with the goals outlined 

in the M W  -- such as "Preserve sustainable livelihoods" and "Reflect the respect for 

the f i l l  values of the environment". 

However, the CWAP Program relies on community resources, and it includes a 

strong cultural component; therefore, it was deemed necessary to enquire into and 

incorporate community views and concerns. To this end, informal interviews were 

conducted during the spring o f  1999. Essentially, this consisted of key informant 

interviews to complement both the theoryllitenttw review (Chapter 2) and the author's 

experience gained from several years of work in the community in areas of economic 

development and tourism. The interviews were intended to test the soundness of the 

guidance given in the literature; to solicit ideas for the content of the program; to assess 

the level of community support for the CWAP; and to consult local trappers - the 

Tallymen- about cultural appropriateness and proposed routes and activities 

contemplated for the Program. 

Interviews were conducted - with persons involved in cultural affairs and tourism, 

including a Cree culture teacher at the school, the vice-president of the Cree Trapper's 

Association (In-land), the Local Environment Administrator, the Tourism Planner, the 

Director of Cultural Affairs, operators currently involved in tourism, and the Tallymen 

whose traplines are located in the project's geographic area. 

An attempt was made to interview a good balance of both men and women, but 

due to cultural norms, the wives of the Tallymen were reluctant to voice opinions. 



Traditionally, it is the men who spend the majority of their time out hunting, while the 

women are responsible for maintaining the camp; therefore, the women preferred that the 

men describe and discuss the territory. No women in administrative positions related to 

the project were willing to be interviewed. It ought to be noted that information 

regarding this project had been publicized for two years at the Local Annual General 

Assembly and, therefore, a majority of community members were aware of the project at 

the time of the interviews. 

Interviews were conducted during April 1999, just prior to the spring goose hunt, 

in the hope of catching people after they returned from their winter camps and before 

they left for spring camps. Following Robson, interviews were conducted based on a 

"Preliminary Interview Protocol": 

Semi-structured interview is where the interviewer has a clearly defined 
purposes, "where the interviewer has worked out a set of questions in 
advance, but is free to modify their order based upon the perception of 
what seems most appropriate in the context of the 'conversation', can 
change the way they are worded, give explanations, leave out particular 
questions which seem inappropriate with a particular interviewee or 
include additional ones. (Robson 1997) 

This interview protocol is flexible and easily adaptable to the Cree cultural context, 

which is much more informal than customary in a southern urban context. According to 

Allan I. Wolf Leg of the Siksika Nation, in a presentation to Parks Canada (March 1998), 

"surveys on First Nations are often alienating, dominating or oppressive in character". It 

was this type of interview that the researcher wanted to avoid; therefore a strict format 

and statistical approach were waived. The type of qualitative infonnation sought, also 

determined the type of procedure. The disadvantages of this type of interview, such as 

lack of standardization and statistical reliability of information, the difficulty in ruling out 

biases, and the amount of time required were considered acceptable due to the goals and 

context of the research (per Robson, 1997). 

Another modification or limitation ought to be noted: a language barrier affected 

the infonnation gathered- Although the majority of the individuals inteniewed speak 



some English, it is not their first language; and the researcher has only a small grasp of 

the Cree language; therefore, the help of a translator was required. This resulted in a 

certain amount of lost inforrnation and nuance, partly because there is not always an 

English word to capture the full meaning of a Cree word or phrase. 

The CWAP intends a Rupert River route from Louis blliet to Mesgouez Lake. 

hterviewees were limited to the Mistissini Tallymen whose traplines cross the route. 

The Cree Nation of Nemaska traplines begin on the other side of Route du Nord and are 

followed by those of the Cree Nation of Waskaganish as the river nears the coast of 

James Bay. The CNM has been in contact with both communities (Nemaska and 

Waskaganish) with the intention of extending the route to the coast; however, no formal 

agreement has yet been reached. 

The interviewees were all very helpfbl and willing to share their knowledge of the 

temtory and their culture. The Tallymen interviewed support the proposal to run trips 

through their traplines. However, they did not want permanent structures (such as camps, 

lodges etc.) built without their permission. Summer tent frames would be acceptable as 

long as they are removed before winter sets in. With the increased access to the Cree 

traplines via forestry roads, hydro lines, non-Cree charter flights to remote locations and 

the increase in motorized all-terrain vehicles, trappers are having problems with increased 

theft and vandalism at their camps. Several Tallymen therefore asked that their camps be 

respected and left in the same condition that they are found. It was further noted that the 

CWAP could actually help monitor the temtory by running trips during the summer 

months and reporting damage or vandalism of winter camps. From the interviews, 

information such as the location of portages, good camping spots, areas to avoid, and 

permanent camps was transferred onto maps. This information will be used later during 

the training trip to identify the exact route. 

The second set of interviews included members of the CNM administration and 

other Regional Cree entities, for example the Cree Trapper's Association. Again there 

was general support for the CWAP; and interviewees believed it to be a good project both 



for tourism and for the community youth. Specific reference to the interview findings 

appears throughout the present chapter, reported as they relate to the Program 

components. 

3.2 THE PROGRAM COMPONENTS 

Multi-day canoe trips out on the land to experience the Cree way of life form the 

core of the Program. Figure 3.1 is a map of the general route (in blue), and following that 

is a sample itinerary for an eleven-day Rupert River trip based on existing flight 

schedules, and realistic timelines for excursions and the proposed cultural activities. 

Using alternative canoe routes can easily modify the length of the trip. The pre- and post- 

trip activities would remain the same. 

The Program has four components: culture, nature, adventure and education. 

These are discussed in sections 3.2.1 to 3.2.4. It should be noted that they form a 

'synthesis' to create the tourist experience: for example, the Cree culture revolves around 

our relationship to the land; the canoe has been central to the traditional way of life since 

time immemorial; and by experiencing the Cree way of life a visitor cannot help but l e m  

new practices and gain a new perspective. 

3.2.1 Cultural Component 

In response to the growing interest of global travellers to experience the 

traditional way of life of indigenous people (Sofield and Birtles, 1996; Hinch, 1995), and 

given a community desire to venture into Cree cultural activities to enhance community 

identity and promote the Cree way of life (MTWD, 1994), the CWAP proposes an 

explicitly cultural component in the Program. "Any tourist product in the lames Bay 

region should include activities with the Crees, respecting the Cree way of life 

(Enviroscope, 1995)". The potential of a cultural component to increase understanding 

between Natives and Non-Natives is well discussed in the literature - D'Amore (1988); 



Figure 3.1 The Proposed Route (Evans, 1978) 

Hinch & Butler (1996); Browne and Nolan (1989). This cultural component will also set 

the CWAP apart from the competition specializing in solely nature or adventure based 

activities. 

The basis for the cultural component is the people, the places and the heritage of 

Eeyou Astchee, a notion drawn from Sofield & Birtles (1996). It will offer visitors a 

glimpse of, and a certain lived-experience with, the Cree 'way of life'. Smith in Sofield 

& Bides (1996) offers an acceptable def~t ion  of the elements involved in culture as 

applicable to the CWAP: 



Heritage culture of a society is the set of values, beliefs, attitudes, symbols 
(traditions, customs, dress art, crafts, architecture, language and forms of 
learned behaviour) which together constitute the 'way of life' shared by 
members of a society and passed fiom generation to generation. 

Similar to many indigenous peoples, the Cree culture is inseparable from the 

natural environment. The Cree way of life consists of bush activities -- hunting, trapping, 

gathering - and traditions of lifeways and survival that have sustained the Cree people 

for thousands of years. "We care about our bush way of life, for we know that its 

survival is crucial to the continued existence of our communities and our culture" 

(GCCQ, n.d.). The Cree culture is very much alive in Mistissini. A significant 

percentage of residents still participate in traditional activities, either on a part-time or 

full-time basis. According to Thomas Coon, Vice President of the Cree Trapper's 

Association (In-land), 38% of the population still live off the land. Therefore, the guests 

of the CWAP will have the opportunity to experience the authentic Cree way of life, out 

on the land, while canoeing with local guides, and when possible, with the Tallymen and 

their families who maintain camps along the routes. 

Several appropriate activities were identified during the interviews. These are 

outlined below and referenced in the sample itinerary of an 1 1-day trip presented in 

Figure 3.2. 

Survival in the bush: 

- leam about the basic food supplies, try Cree recipes such as bannock and 

doughnuts, and sample traditional foods 
- proper dress, warm clothes, rain gear and boots 

- how to make a fire, set up a tent and set up camp 

- how to portage properly so one does not injure themselves 

Fishing systems: 

- observe how to set gill nets and night lines 

- sample smoked fish 

- learn how to properly clean and cook fish 

[text continued on page 761 



Sample Itinerary for an 11-day Rupert River Trip 

Friday 9:30 Flight fiom Montreal to Chibougamau aboard Air Creebec 
Day 1 10:40 Airport pick-up by CWAP and transport to Mistissini 

12:OO Check-in to Lodge* 
13:OO Meet for lunch and welcome presentation. This will include a brief introduction to 

the guides, the community, the history and the visitor guidelines. 
15:OO A Walking Tour will be offered to highlight the changes and contemporary Cree 

culture. Sites to be visited include the Isaac Shecapio Sr. Administration Building, 
Voyageur Memorial Schw I, Mistissini Co-op Store, and the clinic- 

18:00 Supper with guides 
I9:00 An evening paddle to the CuIturc Camp, and an introduction or review of paddling 

strokes. 

Saturday 9:00 Breakfast and presentation on required clothing and equipment 
Day 2 10:OO Distribute the personal gear supplied by CWAP and pack personal items, transport 

to Waasheshkun Airlines 
12:30 Lunch, answer any last minute questions 
14:OO Presentation about geography and geology of the region. Flight aboard the Otter to 

Louis Jolliet (the group will require two flights to transport everyone) 
17:OO Unpack and settle into the already set up camp at Louis Jolliet. The 

accommodations wilI either be the cabins if available or prospector type tents. 
19:OO Supper and tour of the camp 
20:OO Tea and stories of the area told by the Shecapio family 

Sunday 6:30 Rise and shine with the sun to make the most of the first travelling day 
Day 3 9:00 Leave camp, after having breakfast and packing gear 

Travel**, stop and rest when required, practice canoeing skills, and complete the 
first portage. 

18:OO Stop and set up camp, introduction to Cree Camp skills such as baking bannock for 
supper and the following day.*" 

Monday 6:30 Rise and shine, enjoy a hearty breakfast 
Day 4 Travel* * 

13:OO Shore lunch of b h  fish cooked over an open fire 

Tuesday 
Day 5 

Wednesday 
Day 6 

TravelL* 
Introduction to traditional Cree paddle making techniques**+ 
Learn how to sew and embroider.*+* 

Travel++ 
Enjoy a good night's rest in a tipi at an established camp. 
Listen to stories told by the guides around the camp fire**+ 



Thursday 

Day 7 

Friday 
Day 8 

Saturday 
Day 9 

Rest day at the camp. Enjoy great fishing. Work on carving a personal paddle or 
sewing projects. Learn how to make doughnuts or volunteer to bake bannock! *** 
Demonstration of Cree fishing techniques will be demonstrated along with 
traditional cooking methods such as smoking fish and boiled fish.*** 
Portable showers and wash basins will be set up for clients wishing to bath and do 
laundry. 

Travel** 
Rise eariy and experience a long day on the water, just like the voyageurs of the 
past, Learn about how the hr industry changed the Cree liftstyle and discover the 
meanings of Cree place names. 
Stop in the evening and set up camp while the guides prepare a hot supper. 

Travel** 
The last fill day of travel. Photographs will be encouraged, and if time permits 
short hikes could be included at this time if guests have not yet had the chance. 
Camp an established camp and sleep in prospector tents. 
Demonstration of snaring techniques. If successful sample the catch for Sunday's 
breakfast.** * 

Sunday Travele* 
Day 10 15:OO Pick-up at Mesgouez Lake on Route du Nord 

18:OO Return to Mistissini Lodge for a Feast* 

Monday 1 1:00 Brunch, opportunity to purchase souvenirs such as C m  arts and crab. 
Day i 1 L 6:30 Depart Chibougarnau aboard Air Creebec 

17:45 Arrive Montreal, end of tour 

*This itinerary assumes that the lodge will be completed by the time the trips are offered. 

** This is a proposed itinerary and subject to change. The specific campsites will be 

identified and cleared (if required) during the Guide Training Program. It will take 7 

days to travel fiom Louis klliet to Mesgouez Lake at a slow speed. 

***The listed activities will be included when time allows. The itinerary is very flexible 

while out on the land because the environment is better experienced without tightly- 

scheduled activities. This is one of the highlights of being in the bush. 

Figure 3.2 Itinerary for m 1 l-day Rupert River Trip 



Cree place names for the lakes, rivers, portages and mountains and the stories 

associated with them. 

Visit historic sites such as the old Hudson's Bay posts. 

How to make traditional Cree canoe paddles, axes and small bags -that can 

easily be carried with them on their journey. 

Rabbit snaring and blueberry picking were also proposed by the intewiewees, 

as were the traditional use of certain plants. 

The interviews also helped to identify areas that ought not to be included for 

tourist activity. These focus primarily on religious and spiritual beliefs as they relate to 

the relationship that a hunter has with the land. This desire to keep certain activities out 

of the Program is also shared by other Native groups, as indicated in a survey conducted 

in the western United States (Browne and Nolan, 1989). The guides will need to be 

trained to explain to the tourist why certain parts of the culture are not included, most 

especially with regard to Native spirituality. 

Also, the CWAP must avoid tourism activities that interfere with traditional 

activities on the land such as Goose Break in late spring and moose hunting in early fall 

and late winter. A similar priority has been established by the Hunten' and Trappers' 

Committees of lnuvialuit who are well aware of the possible conflicts and unhappy 

consequences (Notzke, 1999). One interview also brought to light the possibility of 

conflict with anglers at the Outfitting camps during the summer season; although this 

would seem to be slight, given that only one evening would be spent near the camps. 

Cultural tourism is very broad in scope. Several key issues were identified in the 

literature review, which pertain to how cultural activities are presented to towists. The 

following section gives a brief description of the issues and discusses the steps taken to 

resolve them. 



Issues Surrounding Cultural Tourism 

'There is a general agreement . . . that it is the Native people themselves who should 

be the planners and managers of tourism initiatives" (Csargo, Native Council of Canada, 

Parker, Tourism Canada in Hinch, 1993)". Although the issue of control is discussed in 

detail in Chapter 2, it needs to be briefly reiterated at this point. The CWAP is a 

community-sponsored project, planned by the local Tourism Sector of the CNM, and 

developed according to the MTWD guidelines. Therefore, there is no outside ownership 

that could control the project. There have been several proposals for a variety of joint 

ventures fiom outside entrepreneurs, but these have all been rejected, and it remains the 

view of the administration that the CNM is capable of promoting this Program under its 

own auspices, 

If culture is to form a part of the tourism product, steps must be taken to 
ensure that it is respected and not exploited. Such damage can be reduced 
or eliminated when communities maintain control . . . (CNATA, 1996) 

The CNATA and other sources (e.g., Altman and Finlayson, 1993; Jamieson, 1994; 

Hinch 1995; Grekin and Milne, 1996) all stress the importance of the community 

retaining control of the direction of the project. By developing the Program based on 

traditional values and practices drawn fiom interviews with community members, by 

following the objectives of the M W, and by presenting the fmd project for public 

review, the CWAP should be able to maintain cultural diversity and authenticity. 

In her article, Wolfe-Keddie (1993) cites numerous researchers who identified 

specific negative impacts related to tourism. Examples are "loss of community identity 

and indigenous languages (Nunez, 1 989)", "undesirable commercialization of culture and 

local activities, and the loss of authenticity of cultural events" (Adams, 1990; Cohen, 

1979,1989) and "changes in nature and strength of community identity" (Britton, 1989; 

Hill, 1990; Nash, 1989). Although these undoubtedly present challenges for some 

isolated communities, the Cree have had a long-standing relationship with the western 

culture. The Cree have always recognized the importance of preserving the language and 

traditional way of life by including clauses in the James Bay and Northern Quebec 



Agreement (JBNQA) that created programs such as the Cree Trapper's Association and 

Income Security to ensure that the people could continue to live off the land. There are 

also local programs in place that promote the use of the Cree language and help to 

preserve a traditional way of life, such as time off for cultural activities. During the 

interviews, no one believed that this Program would hurt the cultural activities and many 

saw it as a way to promote an understanding of the Cree culture for both visitors and Cree 

youth in the community. 

Most of the visitor's time is spent out on the land (e.g. 8 out of 11 days); thus, 

impacts on the everyday life of community members is minimized. A walking tour, 

already developed by the Tourism Sector, will be included in the Program to highlight the 

contemporary Cree context and culture. There are also plans to begin construction of the 

Mistissini Tourism Lodge. This will provide comfortable accommodations, fine dining 

and interpretive displays explaining the history of the James Bay Cree in the mainstream 

format. The lodge will provide a staging area from which to begin the Program 

experience. This fint section of the trip will offer guests a glimpse of contemporary 

culture. Among other things, this aspect will help the visitors appreciate that Cree culture 

is not static, and although it retains a close link with the land and traditional lifeways, it is 

also evolving alongside mainstream Canadian culture and social developments. Stated 

more broadly: 

While these learning opportunities might occur in a wide range of formal 
settings, it is clear that the focus should be on developing products which 
emphasize understanding and experiencing a diversity of native cultures 
from a variety of perspectives (Williams & Dossa, 1995). 

The Prognun will adopt low-impact camping procedures and techniques to 

minimize the impacts on the natural surroundings (Litz and Anderson, 1993; Hart, 1984). 

For example group size will be limited, as will the number of cleared campsites; the trips 

will pack out what they pack in; and culturally significant areas will be respected. This 

small-scale, Cree-led educative tour fits the definition of a 'soft' and considerate tourism 

path (Mercer, 1995, ed. Theobold). To this end, there are many examples - 
pndominantiy in the Ecotourism literature - that promote the development of both staff  



and visitor guidelines to help minimize the impacts on the host community and the 

ecosystem (Blangy and Wood, 1993; Notzke, 1999; Jamieson, 1994). For example, they 

define appropriate behaviour, how to introduce the visitor to the culture prior to or upon 

arrival, and how to ensure a quality experience of Aboriginal lifeways in line with the 

visitor's expectations. A sample of guideline topics is presented below (from Blangy and 

Wood, 1993). 

Ecological Guidelines 
Group size 
Collection of natural souvenirs 
Suitable distances for wildlife 

Social Guideiines 
Local customs and traditions 
Invasion of privacy 
Permission for photographs 
Alcoholic beverages 

Economic Guidelines 
Purchasing local products 
Paying user and entry fees 
Using locally owned restaurants and lodging 

Tour operator Guidelines 
Proper dress 
Activities to refrain from when working 
Elements to exclude from tourist consumption 

Guidelines for each of these topics will be written up and included in the guide 

training curriculum, marketing material, and will be available at the Tourism Sector. 

Consequently, the opportunity presented itself to begin the process of writing Cree 

specific guidelines during the Cree Cultural Tourism Training Course. The course was 

designed for the Cree Cultural Coordinators from the nine Cree communities of the 

James Bay Region and was held in December 1999. This was an excellent group to 

begin the discussion with because the guidelines must reflect Cree values and priorities, 

and the participants are very knowledgeable about the issues surrounding our culture, and 

the areas that need to be protected. Only the initial step of identifying the key areas of 

focus for both industry and visitors was completed during the week, however it provides 



a good base from which to draft the guidelines. Although Mher  development of the 

guidelines is beyond the scope of this MDP, a sample of some of the main areas are 

presented below: 

Guidelines for Local Tourism Industry 

Protection of environment is critical 
Ensure tourism products and information are authentic (true representation/respectfbl 
of Cree culture) 
Provide background information to tourists before and upon arrival 
Respect Tallymen's authority 
Respect the Cree way of life, traditional activities, seasons, lands which take priority 
over tourism needs (e.g. avoid taking tourists into territory during goose breaks, 
moose breaks etc.) 
Ensure clients and tourists do not damage or remove any Cree property, historical 
artefacts or sites, campsites, natural features, wildflowers, wildlife, burial grounds etc. 
Ensure ongoing public involvement and consultation with stakeholders - community 
members, cultural co-ordinators, CTA, Tallymen, elders, tourism operators, 
businesses 
Develop partnerships within the community and with other communities to ensure 
economic benefits are spread out and information is shared 

Guidelines for Tourists 

Do not leave litter, garbage, animal carcasses etc. - pack in, pack out - leave no trace 
Protection of privacy is important, please ask before taking photographs, respect 
people's homes and private space 
Respect any request to limit numbers, group size, permit requirements and fees etc. 
and request permission for any access or activities on Cree lands 
Do not damage or remove any Cree property, historical artefacts or sites, camp sites, 
natural features, wildflowers, wildlife, burial grounds etc. 
Be open to learning a few key phrases of Cree 
Use ethical hunting practices 
Support Cree tourism operators who use sustainable practices (environmental, social, 
economical, cultural) 

3.2.2 Nature-Based Component 

The traditional Cree territory, known as Eeyou Astchee, is located in northern 

Quebec and is contained by the lakes and rivers draining into James Bay (GCCQ, n-d.). 

The territory is vast, and the number of possible canoe routes is virtually limitless. It is 

this pristine environment and many routing opportunities that together form the second 



component of the CWAP program. According to a review of tourism-related databases 

by Angus Reid, wilderness experiences are second on the list of preferred aboriginal 

tourism products (the first being visiting Native heritage sites), with Canadians believing 

that the best products are found in the west and the north (Campbell, 1994). As the cities 

continue to grow, and the southerly natural areas such as Algonquin Provincial Park, La 

Mauricie National Park and Laverendrye Provincial Reserve become overcrowded, the 

opportunity to experience the natural environments in the Mistissini region become 

increasingly attractive. For global travellers such as Europeans, the sheer size of the 

territory is fascinating in itself. Therefore, the CWAP has chosen the natural component 

as the setting for the majority of the Program activities. 

In summary: "Northern native people are the best mediators between southern 

visitors and their homeland - not a Iast fiontier, not an untouched wilderness, but a 

homeland which has shaped and sustained their communities, their culture, and their 

economy (Notzke, 1999)"; the Cree share this belief, and many of the interviewees 

signified that being out on the land is of key importance to the cultural purposes and 

expectations of the CWAP. 

3.2.3 Educational Component 

An educational component is considered desirable in order to complement and 

consolidate the visitor's experiences with the cultural and nature-based components. The 

educational component will focus on teaching visitors about the Cree culture by actively 

involving them in a hands-approach to learning. Research has shown that in similar 

contexts, such as the Eastern Arctic for example, the adventure, eco-tourist and culture 

tourist would welcome an expanded educational component (Wolfe-Keddie, 1993). The 

literature further suggests that the community ought to take the initiative and assume 

some responsibility to educate tourists if they - the community -- are truly interested in 

increasing cultural awareness (Grekin and Milne, 1996). And other studies have linked 

an operator's level of success to a desire to inform visitors about the realities of northern 

land-based economies (Notzke, 1999). 



Therefore, based on the research tindings and a general desire to increase cultural 

awareness, the CWAP will provide visitors with an opportunity to not only observe but 

also to participate in a variety of activities designed to inform the visitor about the Cree 

way of life. Given that the traditional Cree method of teaching centers primarily on 

observation and doing, with little explanation, the CWAP is aware that for many or most 

visitors this learning style will not be effective. Therefore, certain activities will be 

"broken-out" of the holistic, integrated traditional knowledge and taught on a step-by- 

step basis. For example, it was suggested in the interviews that the participants learn how 

to make paddles. Prior to the trip the guides would complete the first steps of selecting 

the proper tree and carving the initial shaft. These steps would be explained during the 

trip. The guests would then complete the final steps of carving and finishing work. They 

would learn how to properly carve with the knives used to make the traditional paddles, 

and they would paint the paddles with their own designs. The paddles would make nice 

souvenirs to take home - in the genuine sense of souvenir, an item for recall and 

reflection on a learning, cross-cultural experience. There are other things that the tourist 

could learn; the length of the trip, the time of year, the availability of local persons to 

facilitate or 'teach' and the availability of natural resources would determine the scope of 

educational activities to be included in a given excursion. Some of the possibilities 

identified so far are: teach participants how to embroider on smoked moose hide and sew 

a small bag; teach them how to make andlor weave snowshoes, and teach them how to 

smoke fish. In addition to the specific educational activities, the very experience of being 

out on the land is a very effective teacher about the northern way of life. 

3.2.4 Adventure Component 

The adventure component uses the attributes of the natural environment as a 

backdrop for an exciting and exhilarating outdoor activity. The focus of this component 

is on the activity, in this case the primary activity is canoeing, and developing the skills 

required to enjoy and participate in it safely. A definition and discussion of adventure 

tourism is available in Chapter 2. The adventure component uses people's perception of 



the north as a wilderness to excite an adventurous spirit best described by the following 

passage: 

But if adventure has a final and all-embracing motive, it is surely this: we 
go out because it is in our nature to go out, to climb the mountains and to 
sail the seas, to fly the planet and to plunge into the depths of the ocean. 
By doing these things we may touch with something outside or behind, 
which strangely seems to approve our doing them. We extend our 
horizon, we expand our being, we revel in a mastery of ourselves which 
gives an impression, mainly illusory, that we are masters of our world. In 
a word, we are men and women, and when we cease to do these things, we 
are no longer. (Wilfred Noyce in Cloutier, 1998) 

It is this need for adventure and a desire to seek out distant places that is driving the 

adventure travel industry. Technological advances, ease and speed of trans-global travel, 

and increases in disposable income contribute also; but without the inner drive, few 

would discover the beauty and stimulation of destinations such as the deserts, the 

rainforests and the tundrat 

The adventure component in the Program consists essentially of canoeing the 

northern waterways of Eeyou Astchee. Guests will canoe and portage routes that have 

been used for hundreds of years. In doing so, they challenge their personal capacities for 

strength and endurance; while at the same time they retrace the steps of the Cree trappers 

and Canada's early European adventurers who faced similar challenges. This trip will 

help them to experience in part, the same sentiments of wonder and excitement that early 

travellers may have felt. 

In 1993, canoeing, trail riding and rafting attracted approximately half of all 

adventure travellers in Canada. Although Quebec has thousands of lakes and rivers, in 

1993, it had only seven Adventure Travel Operators offering canoeing as their primary 

activity (CTC survey of 669 adventure travel operators from across Canada; CTC, 1995). 

Although the CWAP is initially offering only canwing packages, long-term goals are 

being formulated to diversify the product offerings - to include, for example, activities 

such as whitewater rafting and sea kayaking. Even at present, due to its cultural 



component, the CWAP has a more diversified product offering than many of its 

competitors in the adventure tourism segment. 

Activities classified as adventure travel can be divided into two categories, 

depending on the level of risk and the physical exertion required. "Soft adventure is 

considered travel with mild physical activity to an interesting area with comfortable 

accommodations, and tends to emphasize visual excitement (CTC, 1 995)." "Hard 

adventure refers to activities that demand strenuous physical exertion, and that often 

require the participant to prepare and/or train for the experience (CTC, 1995)." 

Fortunately for the CWAP, canoeing can be made accessible to both of these markets. 

For example, shorter trips with few or no portages would cater to the 'soft' while the 

eleven-day Rupert trip outlined in Section 3.2 would be geared more toward the 'hard' 

adventure enthusiasts. 

It might also be noted than within the canoeing activity itself there are two 

classifications -- recreational paddling and whitewater canoeing. The CWAP will begin 

by offering recreational paddling and portage at most of the rapids. One reason is to 

reduce the risk to clients, especially due to the isolated setting. Another -- more 

importantly -- is to respect the traditional Cree mode of travel; traditionally, the Cree 

would not risk overturning a canoe full of winter supplies or precious furs simply for the 

expedience of running a dangerous rapid. Likely in the fbture, as the guides themselves 

develop their whitewater paddling skills, (should they so choose), packages can be 

developed to include whitewater canoeing for experienced paddlers and return clients. 

In summary, the four components have been presented separately here for ease of 

discussion. In reality, they will be combined in the daily activities of the CWAP as 

presented in the sample itinerary (Section 3.2). Some activities may be related to all of 

the components; for example, a participant may want to learn how to pole up a small 

rapid. This adventurous activity is part of the traditional Cree way ofdoing things and it 

is dependent on the natural environment and could be taught to a visitor. Therefore, this 



activity, like many others, combines all of the components discussed to create the unique 

and unforgettable experience that visiton seek. 

3.3 TRAINING 

The literature research indicated the importance of considering the current market 

demand in the product development process (Altman and Finlayson, 1993; Eagles, Paul 

and Joseph Cascagnette, 1995; Envuoscope, 1995; and CTC, 1996). For example, one 

researcher indicated the growing demand for Inuit guides who can interpret the land fiom 

both the Inuit cultural perspective and the western natural science perspective (Wolfe- 

Keddie, 1993). 

The success of the above Prognun components will be dependent upon the ability 

of the CWAP staff to present engaging and accurate information, and to safely guide the 

visitor's experience fiom beginning to end in a variety of environments. In this regard, 

the CNM acknowledges the importance of proper training and has included a range of 

requirements for the guide training program drawn fiom a variety of sources. 

The tourism industry has several agencies that develop guidelines and standards, 

such as the Canadian Tourism Human Resource Council (CTHRC) and Aboriginal 

Tourism Team Canada; and there are also industry standards that, although not written 

down, are the accepted practice. These needed to be included in the Program for quality 

control and risk management. Finally, there are the traditional skills used when living 

and travelling on the land that although not part of a national certification process are 

equally important: for example, portage technique and camp set-up. 

In brief, the CWAP is faced with the task of incorporating training material from 

a variety of sources into a workable curriculum. The first portion of the training due to 

equipment and classroom requirements will be given in the community; however, the 

majority of the training will take place on the river and include a hands-on approach to 

learning. Rescue and first aid scenarios, supervised practice time and individual 



instruction will be key components of the training program. A proposed outline of the 

cuniculum is presented below: 

I .  Advanced Wilderness First Aid (5 days) 

2. Swiftwater Rescue Technician Level 1 (3 days) 

3. Pre-trip planning / skills development (2 days) 

4. Training River Trip (20 days total) 

5. Follow-up Trip (the following pre-season) 

The guides who successfblly complete the training would be able to work for the CWAP, 

for community programs and for the local outfitters. As a result, the ability to employ the 

guides for a variety of positions helps to justify the added costs of training; and it also 

allows human resources to be shared between community and commercial operations, 

thereby providing guides with additional employment opportunities. For example, a 

guide could work the commercial trips when there are clients booked, and could also 

work local youth trips when there are no commercial trips available. This would help 

ensure steady employment for the guides and it would maximize the use of the 

equipment. 

A h  determining the standards and basic curriculum, the next step in the 

development of the training program was to fmd reliable and respected training partners 

qualified to provide the mainstream training standards. They had to be experienced 

outdoor guides and operators, qualified to certify trainees in Wilderness First Responder, 

Swif? Water Rescue, and CPR, and willing to provide assistance in the development of 

the overall training curriculum. The selection process involved asking professionals in 

the field for their recommendations and then visiting a few of the potential partners. As a 

result, both Wilderness Medical Associates (WMA) and Rescue 3 Northeast were 

approached to co-instruct the mainstream safety, technical and inter-personal content of 

the cuniculum. These are summarized, as follows: 

Safety skills: 
Swiftwater Rescue Level 1 
Advanced Wilderness First Aid 
Safety procedures on the river 
Emergency evacuation procedures 



Technical skills: 
Whitewater paddling skills 
Meal planning and preparation 
Map and compass skills 
Preparation and maintenance of equipment 
Personal preparedness 

Inter-personal skills: 
Group leadership 
Hospitality 
Conflict resolution 

Interpretive skills 
Local geography and nature interpretation skills 
Cree culture and history 

The majority of the interpretive skills will be provided by two Cree trainers in 

addition to the staff of WMA and Rescue 3. The Cree staff will be responsible for the 

cultural aspects, and the traditional campcraft and bush skills. One of the Cree trainers 

also has experience in the hospitality industry and will be help deliver the training with 

regards to the inter-personal skills. 

The goal was to design a balanced training program that would provide the safety 

requirements recognized down south and additionally -- and more importantly - that 

would honour the Cree way of life by recognizing and promoting in the Program, the 

importance of the Cree traditional knowledge of Eeyou Astchee. These inclusions 

differentiate the CWAP training fiom other mainseeam guide schools. 

Finally, a proposal wos prepared detailing the goals and objectives of the project 

and the estimated costs of implementation. The proposal was then forwarded to the Cree 

Human Resources Department (CHRD) for their review and approval. Although part of 

the Wing was approved, it was too late to implement the training program during the 

summer of 1999, as originally planned. Therefore, plans are to re-apply early in the new 

year in hopes of securing the bding for the summer of 2000. 



Without financial support the training cannot be carried out. First there is the 

high cost of travel and accommodation associated with bringing trainen in from outside. 

Second, it is the generally accepted practice that during the training the participants will 

also receive a small daily wage. These two factors result in costly training programs. 

Therefore a significant financial burden is put on the sponsor, in this case the CNM. The 

high cost creates a barrier to small business development by individuals within the 

community who require additional skills themselves or for staK 

The training program will continue to evolve. It is expected that within a few 

years outside assistance will no longer be required as more Cree become certified and 

qualified to train new guides. There are also long-term plans to develop a tourism- 

training centre in Mistissini. The training relevant to the Program has not yet been 

completed; therefore a discussion of its effectiveness or outcomes is beyond the scope of 

the present work. 

The Program is designed to meet the demand of the potential markets and to 

satisfy community objectives, such as employment, economic development and 

recreation. Four components - culture, nature, adventure and education - work together 

to create a unique and exciting Program; the kind that tourists are looking for today. 

"Tourists who are drawn to adventure, cultural and ecotourism are looking for unique 

experiences that engage them actively" (CTC, 1997). Tourists will be given the 

opportunity to experience Eeyou Astchee and the beautihl Cree culture both out on the 

land and in the community, and at the same time they will learn new skills by observing 

the highly mined guides and participating in cultural activities. Furthermore, the 

Program experience will help strengthen the relationship between Cree and nonoCree 

people by encouraging interaction and dismantling the pre-conceptions that the two have 

of each other. 

The CWAP relies on the land, people, history and culture of Eeyou Astchee. 

These are all community resources; therefore, it is necessary for the community to be in 



control to reduce the negative impacts and maximize the benefits. The Program 

development process included interviews with community members, and their 

suggestions were incorporated throughout. Everyone was helpful and offered to share 

their knowledge of the land and culture. One thing learned for fbture interviews involved 

the scheduling of interviews in the spring. Most of the Tallymen were in and around the 

community, however it was a hectic time because everyone was preparing to leave the 

community for a two to three week period. In the future, the summer season may be an 

optimum time tbr any consultation process. 

The Program will also provide community members with direct benefits by 

including a comprehensive training program designed to prepare Cree guides to work for 

the CWAP, and by offering canoeing programs for community members, in addition to 

the commercial programs for visitors. In the following chapter, the business development 

processes in mainstream society and in Mistissini will be examined, and the barriers 

facing the CWAP will be discussed. 





CHAPTER 4 

BUSINESS DEVELOPMENT IN A CREE CONTEXT 

To this point, the study has dealt with the community planning - community 

development aspects of the Cree Wilderness Adventure Project (CWAP) for the Cree 

Nation of Mistissini (CNM). This has included an exposition and discussion of theory 

and practice. the Cree culture's specific context and situation issues, the procedures and 

community process engaged in, and the development of the CWAP Program. But the 

CWAP is also a business enterprise (fitted within the community's economic 

development and tourism-specific goals and strategies). In this regard, the author's work 

on the CWAP extended to the feasibility study and business plan preparation required by 

the CNM Administration and its various supportive agencies. Appendices A and B 

provide the reader with the completed documents. The present chapter now discusses the 

"what" and the "how" of business development planning and implementation in 

Aboriginal communities. Observations are provided with regards to aspects and issues 

"of differences" between mainstream criteria and procedures and organizational features, 

and the culture-specific, governance-specific needs and issues that exist in an Aboriginal 

community context. 

Business planning and development practices in Native communities are founded 

upon and emulate the mainstream business planning system. However, there are cultural, 

economic and environmental factors that are unique to the Native context that dictate a 

Cree business perspective that has to differ fkom the mainstream model. In Chapter 3, the 

CWAP Program development followed closely a mainstream planning process, but it was 

ultimately guided by the particular cultural elements present in the Cree context. 

Although influenced - and in some respects governed - by mainstream structural models 

and processes, the process must likewise conform to the Cree cultural norms and 

community goals and values. Wuttenee (1994) states it in this way: 

The focus on the bottom line has resulted in our environment being in 
danger. When I talk about small business achieving opportunities h m  



cultural tourism, it is not only with a concern for the bottom line. The 
bottom line has to be there, but the objective has to be to achieve a 
reasonable return with social and cultural goals. It is not a matter of profit 
maximization. 

The purpose of this chapter is to discuss the similarities and differences between 

mainstream business development and Cree business development. The focus is on small 

businesses and the steps required for start-up in the northern Quebec Cree community 

context. Chapter 4 further highlights and discusses issues particular to the Cree cultural 

context and situation, and particular to the transactions between the Cree community and 

public and private mainstream agencies. 

Section 4.1 offers a brief discussion of the CWAP 'feasibility study' and the 

'business plan' (See Appendices "A" and "B"). In section 4.2, a simple business 

development fkamework is used to elucidate some of the specific issues facing Cree 

business development, including tourism. Most of the issues discussed were identified 

through the business planning process the author engaged in for the CWAP. In section 

4.3, the three final issues - the current structural realities, the different development 

objectives (e.g. defmition of success), and the lasting effects of historical relationships -- 
are discussed; the objective being to present a clear picture of the unique features of 

business development in the Cree context. Chapter 5 then concludes the Study by 

explaining lessons gained from the MDP and the business planning processes engaged in; 

and recommendations are offered based on the Mistissini MDP work. 

4.1 THE CWAP FEASIBILITY STUDY AM) BUSINESS PLAN 

The present study was carried out in conjunction with the planning and 

development of the CWAP for the Cree Nation of Mistissini (CNM). The project was 

initially conceived as a whitewater rafting excursion, proposed to the CNM by an 

American businessman. It was placed on hold due to the high capital investment 

required, and upon review of the project by the community it was decided to focus on 

canoeing and traditional activities instead of whitewater rafting. The goal would now be 

to organize trips for both commercial and local community clients; and a strong focus 



would be on local capacity-building and local community control of the project. Outside 

companies would only be used if and as required, and then only as resource people, not 

owners or operators. 

Figure 4.1 illustrates the steps involved in the business planning process. Shading 

indicates the activities that fell to the responsibility of the author. The first step involved 

broad-scoped research into industry standards, potential markets, financial requirements, 

community resources and needs, and training requirements. This initial research was 

intended to help decision-makers understand more clearly the full set of likely benefits 

and costs: a feasibility study was therefore developed based on a format designed 

specifically for tourism projects - essentially, according to Tonge (1993). (see Appendix 

"A"). It is not often that local businesses develop a feasibility study prior to setting out 

the business plan; although it might be noted, no models used previously in the Cree 

context were available for guidance, Aboriginal Business Canada (ABC) had required 

this step before funding for business plan would be considered. The preparation of a 

feasibility study proved to be a beneficial step. It helped to secure not only the remaining 

business planning funds, but it was also instrumental in securing training h d s  from Cree 

Human Resources Department (CHRD). They were impressed with the extent of 

research completed prior to requesting h d s  and readily supported the project. 

Although feasibility included all aspects of the project, the main preoccupations 

were with a sustainable approach to product development, the characteristics and interests 

of the target market, and the community benefits. The study included an analysis of 

estimated costs and expected revenues which concluded that the project was financially 

feasible and self-sustaining by the third year provided that grants for start-up, marketing 

and training could be obtained. The mainstream feasibility study format was helpful, but 

modifications were made to account for the particularities of the context such as expected 

grant revenues and inclusion of community goals as distinct h m  enterprise-profitability 

objectives. Without financial assistance of the order of $90 000 l b m  agencies such as 

ABC and CHRD, the high costs of project development and training would make most 
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projects of the CWAP type non-viable. Seen from another perspective, however, the 

ABC and CHRD contributions are investments in capacity-building. 

In a next step, a training program was conceived, based on current industry 

standards that would provide the guides with the tools to offer safe, high quality trips 

(See Chapter 3). Given the CNM's experience with numerous consultants with 

inadequate or dubious qualifications proposing joint ventures, a search was undertaken in 

order to ensure that only quality trainers would be invited into the project. This involved 

travelling and meeting with companies in the south, contacting professionals in the field, 

and obtaining industry standards from agencies such as the Canadian Tourism Human 

Resource Council (CTHRC), the Canadian Recreational Canoeing Association (CRCA), 

the Ontario Recreational Canoeing Organization (ORCA) and L'Association des 

Producteurs en Tourisme d'Aventure du QuQec (APTAQ). 

In the outcome, two individuals were consulted for assistance in the training 

development and delivery: James Coffey, owner of Rescue 3 Northeast and Esprit 

Rafting, and Len James, owner of Wilderness Medical Associates. Both individuals had 

worked well with the Cree in the past, had been highly recommended by other 

professionals in the field, including Outward Bound instructors; they were qualified to 

provide trainees with the required certifications; and they were willing to let the CWAP's 

control remain in Cree hands. Their proposal for a training program was inserted into the 

CNM's proposal submitted to CHRD for training funds. Initially the training was 

scheduled for the summer of 1999, and the project was to begin operation in the summer 

of 2000; but the b d i n g  application took longer than expected and training was delayed 

until summer 2000. 

The find stage of the planning process involved the prbduction of a business plan 

required by the CNM; this was to include more details and analysis than the feasibility 

study - for e.g., financial projections, market details and program development. The 

business plan would be suitable for presenting the project to the Council of the CNM for 

community approval; it would also be used to access any additional W i n g  sources; and 



it would help the manager and owner guide the development and operational 

management of the project. 

Again, the main models used for the feasibility study and business plan were 

taken fiom the mainstream literature, with specific reference to the adventure travel 

industry (Cloutier, 1998). Other models or cases were examined, including plans 

previously prepared by consultants for the CNM or available from the economic 

development department of the CNM, and other ones found in the Aboriginal business 

literature not specifically designed for tourism (e.g. Chiste, 1996). The review 

highlighted certain weaknesses in the documents and therefore heiped avoid such 

problems in the CWAP plan -- for example, the fmancial statements did not always 

follow the generally accepted accounting principles; often the expected revenues were 

inflated by forecasting unrealistic visitor numbers, thereby, creating an expectation for 

unattainable profits. Investment made on these types of errors could lead to significant 

financial loss for the sponsor (and indirectly to the community). 

The end product was developed to meet the needs of both the community and the 

mainstream fbnding agencies. The focus was two-fold: the bottom line and the 

community and cultural benefits. Although h d i n g  agencies such as ABC are primarily 

concerned with the economic benefits of the CWAP, the CNM is also interested in the 

cultural benefits. Therefore the CWAP strives to meet both commercial and the 

community goals by providing community members with the opportunity to get involved. 

Modifications were made concerning the business plan format or procedure. For 

example, the Income Statement does not include grants as revenues; consequently, losses 

are to be expected for the fmt couple of years. The grants only appear in the Cash Flow 

Statement and the Financing section, as requested by ABC. Upon completion of the 

worksheets such as product development and marketing, additional modifications were 

made. For example, the amount forecasted in the feasibility study for marketing was $13 

500; this was increased to $47,370 in the business plan after ABC suggested an increase 



in the marketing budget, and after additional research led to costs being more realistically 

determined. 

One important aspect of the CWAP planning process engaged in (Fig. 4.1) was 

the knowledge gained from the research into and execution of, the various steps. 

Notably, as a member of the CNM community, my capacities and my confidence in being 

able to develop such plans were substantially expanded; and thus, the community's 

overall capacity is being enhanced. This is a small, but nonetheless significant step, in the 

directions set out in Gathering Strength:Canada 's Aboriginal Action Plan (INAC, 1997). 

4.2 A COMPARISON OF THE BUSINESS PLANNING PROCESS 

The importance of small business development and its contribution to the local 

and national economies is being recognized (Chiste, 1996). According to a 199 1 post- 

census survey conducted by Statistics Canada, at least 18,000 aboriginal people owned a 

business and another 34,000 indicated that they intended to become business owners or 

operators within two years (Hinch, 1994). Economic enterprise alone is not the only way 

that a community or an individual can benefit from doing small business development. 

According to Wuttenee, in Simmons (1992): 

Small business is a wonderful way to be empowered, to have a say in how 
you run your own life. I think native people are looking for things like 
that. We need to take advantage from the people who have done it and 
pick up the best and then make it culturally appropriate. 

The current emphasis in Canada to encourage small business development is also 

present in the Cree context. There are policies and programs at all levels designed to help 

local entrepreneurs start their own business. For ease of discussion, the formal process at 

the local level is outlined in Figures 4.2 and 4.3. Figure 4.2 is a copy of the information 

given to promoters when they inquire at the Economic Development Department (EDD) 

about the business development process. Figure 4.3 is a graphic representation of the 

entire process, including the steps in Figure 4.2. The representation presented in Figure 

4.3 aims to demonstrate the complexity of the process as well as its formalities. 



I Step I: I A letter to Coordinator of Economic Development concerning your I 
I Step 2: i your letter is forwarded to the Management Committee for approval to I 

Step 3: 

I from the Economic ~evelo~ment ~e~artment.  

start your project/business. 
Meet with the Economic Development Department to review and give 

Step 4: 

I - Promoter has to activciv h~voived. ' 

you the technical assistance on your project/business. - The Economic Development Department opens a personal file on 
your pmject/busincss and a personal data has to filled-out, - Develop 1" draft of your business plan with technical assistance 

Figure 4.2 Steps to Start a Businea The Mistissini EDD 

There is extensive literature available that explains "how" to start a small 

business. Examples range tiom management textbooks (e.g., McCarthy and Perreault, 

1990), to self-help books (e.g., Cook, 1989)' to free publications such as the Royal 

Bank's "Starting Out Right" and government agencies such as HRDC's "Minding your 

own business", and industry-speci fic texts like The Business of Ahtentwe Tourism (e.g ., 
Cloutier 1998). These provide a substantial base of information, and they explicate 

various stages in the business planning process, including variations on the six steps 

outlined in Figure 4.1 - viz., Preliminary Concept, Feasibility Study, Business Plan, 

Marketing Plan/Strategy, Financing, and implementation. (See Section 4.1). 

Still, despite the variety of sources, few offer concrete advice for small business 

owners operating within the Aboriginal reserve context. Only Chiste's (1996), 

Aboriginal Small Business and Entrepreneurship in Canada focuses solely on the Native 

context. (Although Wuttenee (1992) In Business for Ourselves focuses on the North and 

includes some case studies that are in a reserve context). Chiste (1996) provides the 

reader with a clear overview of the context by including topics such as business 

opportunities, taxation and operations management; and by compiling case studies, 

articles, and examples fiom a wide variety of sources relevant to the topics. 
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However, the context is complex and always changing. For example, new land 

claim agreements are being settled, and they differ fkom those of the past. The terms 

outlined in the different agreements create unique situations for each Nation. Therefore, 

different Nations must design programs and policies to meet their own situations and 

traditions, and they should not assume that one approach used in one Native context will 

lead to success in their own situation. Generalizations and universally-applicable "rules", 

"procedures", etc. should not be counted upon to always work. 

The issues surrounding development are deeply rooted and cut across education, 

health, economic development, and culture. They stem from years of policies designed to 

suppress autonomy and self-sufficiency (Pisandawatc, 1997); and they created a 

dependency that led to "incapacitation and apathy'' - and as Pisandawatc and others have 

noted, to community, family and individual dysfunctional problems that now inhibit 

Aboriginal community and enterprise development. It is only in recent years that federal 

and provincial governments have attempted to redress these impediments (INAC, 1997). 

An in-depth discussion of these issues is beyond the scope of this MDP, however, the key 

issues relating to formalities and criteria of business development in the Cree context can 

be highlighted. 

4.2.1 Preliminary Concept 

This is the idea development stage. Past work experience, personal interest, lifestyle 

change or identification of a market niche may prompt an entrepreneur to put together a 

business concept. The literature stresses that this stage should not be rushed; and that it 

takes time to develop an idea suited to an individual's skills and background (Cook, 

1989). 

Experience gained by working in the CNM's EDD has led to the observation that 

perhaps the time spent on this tirst step can be insufficient. Frequently, the decision to 

start a business is motivated by an individual's economic or employment situation, 

instead of the actual need and market for the product or service in the community. For 

too 



example, the lack of employment in Mistissini has led many individuals to propose 

projects they do not have the skills or resources to run, in hopes of having sufficient 

income to support their family. 

In Aboriginal communities, there are misconceptions about how much time, effort 

and dedication are required to profitably operate a small business. The misconceptions 

are also prevalent in the mainstream business environment. Many individuals like to 

believe they will get rich if they start their own business, and this has led to business 

planning manuals that include a "reality check" or a questionnaire that force 

entrepreneurs to take a close look at thei capacity to run a business. The CNM likewise 

provides examples of questionnaires at local economic conferences; and local business 

owners have been invited to speak about the commitment required to run a successfbl 

business with the intention of helping educate the community about the realities of small 

business development 

Although the distinction between entrepreneur and manager is made in the literature, 

the two separate skill sets are not always clear at the community level. Chiste (1996) 

offers the following distinction: Entrepreneurial skills and/or traits include creativity, 

flexibility, innovativeness, risk-taking, independence, idea-oriented, tolerance for 

ambiguity, and ability to think for the long-term. Managerial skills include the ability to 

develop strategy, set organizational goals, develop methods to achieve the goals and 

knowledge in functional areas such as finance, marketing, personnel, and operations. 

The skills required of an entrepreneur are further expanded when the project involves 

a community resource, such as a tourism project that relies on Cree land. Currently, all 

projects in Mistissini are subject to the approval process outlined in Figure 4.3. Thus, the 

community, as represented by the Council of the CNM and the Economic Review Board, 

has a strong say in what projects will be approved. 

Further, the type of project customarily proposed is often influenced by the 

availability of firnds controlled by outside agencies (e.g. ABC, INAC); unfortunately, in 



this 'scenario', product development is consequently based on available h d i n g  instead 

of well-researched and confirmed need or demand (Cree Economic Development 

Workshop, 1996). This in effect, is another form of dependency. For example, ABC's 

hding policies are developed based on National data regarding emerging industries 

such as tourism. Research indicates that ecotourism, for example, has substantial growth 

potential; therefore the ABC b d i n g  is limited to projects that fall within the definition 

of that narrow segment -viz. "distinctive Aboriginal cultural tourism and ecotourism 

products that are commercially viable yet remain sensitive to Aboriginal traditions and 

values"(Aborigina1 Business Canada, 1996). On the s d a c e  these are acceptable criteria; 

however, they serve to limit the wide range of tourism services found in a comprehensive 

tourism development strategy. This narrow definition would exclude start-up funds 

required to start supporting businesses not directly related to ecotourism but nonetheless 

desirable to meet the needs of tourists and the community (e.g., a lodge to accommodate 

visitors, a bus service to transport visitors and community members to the airport, or 

additional services such as gas stations, or restaurants). 

These programs therefore influence the "idea development" stage. They limit 

projects to areas clearly covered under the prognun definitions. Although the federal and 

provincial policies may intend to increase the probabilities for success, the reality is that 

once again forces other than community or the market drive project development, and as 

Wuttenee (1994), quoted earlier, points out, the bottom line has to be there. 

During the idea development stage clear links between market demand and the 

characteristics of the proposed project to meet the demand need to be demonstrated; and 

the actual or evidently-potential capacity of the proponent needs to be assured. Also, if 

community resources are to be used, approval by the CNM is required to avoid fitwe 

conflicts. Entrepreneurs need the tools that will help them develop their ideas and run 

their businesses successfilly. It is after this initial idea-stage that a feasibility study 

comes into play. 



43.2 FeasibWy Study 

The goal here is to test the project's viability before financial commitments are 

made for grants, studies or investment. A feasibility study ought to look at extensive 

market research beyond the project location and regional factors. This will help identify 

industry trends globally and nationally. As Tonge (1993) states it, "If you cannot afford 

to complete a feasibility study - you cannot afford to proceed with the project". Some 

sources combine both the fea~ibility study and the business plan in one document, or the 

terms are used interchangeably; however feasibility should correctly be seen as a separate 

step. 

Unfortunately, in the Cree context, this stage has been overlooked in many cases; 

and the promoter proceeds directly to the next step and will seek funds from the 

government to develop a Business Plan. The experience I gained by developing a 

feasibility study for the CWAP has been invaluable; that experience has reinforced for 

me the importance of this step (See Appendix A). Even a short feasibility study forces an 

enterprise proponent to clarify and rationalize the project, and it helps to highlight areas 

that may cause problems in the future or that may require more research. It is this 

experience that leads to the following suggestion. 

A better alternative to skipping the feasibility step would be to have the promoter 

develop a feasibility study from a general outline, with enough detail to assess the 

potential viability of the project and the critical factors to be taken into account in the 

business plan that will follow. This would force the promoter to do some initial research 

and more thoroughly think through the project components. A template could be 

developed to assist the promoter in developing the financial section of the feasibility 

study; and support can be made available fiom the staff of the EDD. This suggestion is 

given M e r  attention in Chapter 5. 



4.2.3 Business Plan 

While doing a feasibility study is sometimes passed over, the preparation of a 

business plan is absolutely mandatory (Cook, 1989). According to Cloutier (1998), the 

business plan ''articulates the critical aspects, basic assumptions and fuancial projections 

regarding a business venture". It serves several purposes: creates interest in the project, 

attracts financial support, and guides the project's growth. Cloutier (1 998) favours the 

idea that the entrepreneur rather than exclusively a consultant do the business plan -- it 
forces the entrepreneur to "think through his or her business concept in a systematic 

way". "A good business plan will not enhance the success of a poor idea but a poor 

business plan and hence poor planning will do nothing other that militate against the 

success of a good idea9'(Cook, 1989). Cook expands on this; he lists six main benefits in 

general of the business planning exercise: 

Forces the entrepreneur to be realistic; 
Exposes the entrepreneur to the whole planning, forecasting, budgeting, 
and reporting process; 
Creates a budget (viz. "the allocation of scarce resources against 
competing demands"); 
Establishes and defines the facton critical to the success of the business; 
Discloses the timing and the amount of the sources and uses of funds to 
be secured; 
Indicates the required resources, and their utilization and timing of 
allocations. 

These benefits can only be realized if the proponent himhemelf researches and 

writes up the plan, or at very least heishe is an active participant with a consultant in the 

preparation of it. When proponents work with professionals to develop the plan, they 

should be entering the information into the correct formats, researching the potential 

markets and thinking out the specific tasks to be reviewed by the consultant, instead of 

the other way around. 

In reality these benefits are frequently not forthcoming in the majority of projects 

because the business plans are prepared by either the staff of the EDD or a consultant "at 

arm's length" from the proponent. One reason fot this is that the firads available for 



business planning are only available to pay an outside consultant, not to pay the project 

proponent for hisher time in preparation of a business plan. This creates the situation 

whereby it becomes simpler and more cost efficient to hire a consultant. Such, in turn, 

denies capacity-building among local business ownen and would be entrepreneurs. In 

this circumstance, the outside consultant reaps all the financial benefit, with no spin-offs 

to the Cree community in either income or capacity-building, This is one area where an 

adjustment in outside agency policies would be desirable. 

4.2.4 Marketing Strategy / Marketing Plan 

Business planning practice customarily calls for a marketing plan that is 

conceived according to the objectives outlined in the marketing strategy. According to 

McCarthy and Perreault, Jr. ( 1 990) a marketing strategy "specifies a target market and a 

related marketing mix", while a marketing plan is "a written statement of a marketing 

strategy and the time-related details for carrying out the strategy". The marketing plan, 

according to McCarthy and Perreault (1990) spells out in detail: 

What marketing mix will be offered, to whom (that is, the target market), 
and for how long; what company resources (shown as costs) will be 
needed at what rate (month by month perhaps); what results are expected 
(sales and profits perhaps monthly or quarterly); and include control 
procedures. 

The many elements in the marketing mix have often been grouped into categories 

called the "four Ps": product, place, promotion, and price (McCarthy and Perreault, 1990; 

Rothschild, 1987; McIntosh, Goeldner and Ritchie, 1995). The customer is to be seen as 

not just part of the marketing mix; they are the target of all of the elements (McCarthy 

and Perreault, 1990). 'Product' would include physical attributes, product planning, 

product development, breadth of line, branding, and packaging. 'Place' involves 

distribution and the selection of agencies, channels, and institutions to provide the 

consumer with access, 'Promotion' would cover communication to the customer -- 
including advertising, sales promotion, public relations, and personal selling. 'Price' 

must satisfy both the customers and the projects profit objectives. While this is an 



oversimplification, it provides a clear framework to understand and remember the 

elements in a marketing mix. 

The CWAP considered several of the elements mentioned above in the marketing 

section of the Business Plan (See Appendix B). For example, several distribution 

channels were considered, such as wholesalers and direct sales at tradeshows; product 

development included the wants of the target market; and price considered both what the 

market was willing to bear by analyzing competition and what the CWAP required in 

profits. Therefore, most of the elements have been considered, either implicitly or 

explicitly, in the process of developing the most appropriate marketing mix for the 

CWAP, although a formal marketing strategy and plan are yet to be developed. 

In the local community context, very little marketing is done, particularly 

advertising. Most businesses rely solely on 'word of mouth' or a few flyers in public 

areas. While this approach may be adequate for the local resident market, tourism 

opetations rely on external markets; therefore, a clearlydefmed approach is required. In 

the hture, local businesses aimed at local markets may also benefit from outlining their 

marketing goals, including advertising, and increasing their usage of local media such as 

The Nation, a regional magazine; Mist-cable, the local cable station; or CINI-FM, the 

local radio station. 

4.2.5 Financing 

In a recent newsletter, Western Economic Diversification reports that an Aboriginal 

Business Survey of 1000 businesses found that 55% of Aboriginal businesses stated 

inadequate access to capital, including equity and debt. As discussed in Chapter 1, there 

are a considerable number of services available in Mistissini; however, there are needs 

not yet met, as well as opportunities to develop products geared toward export. 

Unfortunately, in the Cree context, the availability of grants and h d s  (as mentioned in 

Section 4.2.1) tends to influence an entrepreneur's decision instead of the actual market 

needs. Furthermore, government grants and loans programs are subject to regular review 



and can be cut at any time, thereby making long-term planning difficult, if not 

impossible. 

Other realities can influence financing. For example, outside institutions are not 

able to seize assets on a reserve if a loan is defaulted; which makes it difficult to access 

loans even if the operator has sufficient assets to provide as collateral. The result is that 

the CNM is often called upon to guarantee loans for individuals. This can lead to crucial 

financial difficulties for the administration when loans are not repaid. Assuming the role 

of guarantor puts an increased burden and risk on already-tight community financial 

resources; this severely limits their growth and development prospects. 

42.6 Implementation 

While the procedure and decision steps shown in Figure 4.3 and discussed above 

are required when starting a small business, the actual realization of a project faces many 

unforeseen difficulties. It takes a considerable amount of time to have a project approved 

and a business plan developed, financing is often insufficient, and the financial 

management skills such as accounting may be weak. The steps and approvals required 

depicted in Figure 4.3, are generally more complicated than those found in mainstream 

mainly because of the approval points required by the CNM and the community. 

Although an approvals process including development permits, land-use by-laws, and 

financing requirements exists in the mainstream context, these are significantly more 

complicated in the Cree context. Another factor is that a community member may not 

always be aware of all of the required steps, despite the many efforts of the EDD. 

Therefore, a clearer picture of the business development process in the Cree context has 

to be devised and communicated. 

4 3  ADDITIONAL ISSUES 

The Native content is different than mainstream, and approaches to development 

used in mainstream may not apply to different Native communities. Several authors have 



acknowledged this fact (Wuttennee, 1992; Christie, 1989; Elias, 1995). As Elias 

expresses it: 

Aboriginal spokespersons have long argued that development cannot be 
approached as though their communities were vulnerable to the same 
problems, and amenable to the same solutions, as communities anywhere 
else in Canada. They have argued for a comprehensive approach to 
development that explores the political and cultural consequences of any 
initiative, as well as the economic consequences (Elias, 199 1). 

Therefore, it should be no surprise that within the Cree context there are specific issues 

that face small business owners that stem fiom current structural realities, differing 

development objectives, and differing historical relationships. Given that the issues are 

complex and could form an MDP in themselves, the following sections aim only to touch 

on the main issues involved in Cree business development. Specific reference is made to 

tourism examples where appropriate. 

4 . 1  Current Structural Difficulties 

Four key issues arise fiom the structure of local and regional Cree business 

organizations. Although the bureaucracy and structures created by the JBNQA (1975) 

transferred a certain amount of administrative and developmental control into Cree hands, 

it failed to consider traditional Cree organizational structures and ways and means of 

decision-making. Therefore, these structures were not "congruous and compatible with 

traditional values" as deemed imperative by Boldt (1993). As a result, the current 

structures are generally inefficient and do not always reflect community values, and they 

impede the Cree fiom exercising full control over their future development. Newhouse's 

(1991) definition of control summarizes the notion as follows: 

Control implies more than just being able to make one's own decisions; it 
also means &at one can make decisions using one's own values and 
implement the decisions in ways that are consistent with the community's 
way of doing things. 



If one accepts this definition, than it is reasonable to expect that the structures used to 

facilitate Cree decision-making and administration should reflect Cree values. By 

contrast, the JBNQA created complex organizations based on mainstream models. This 

resulted in organizations with mainstream problems such as unclear mandates and 

decision-making powers in the hands of few individuals, some being distant bureaucrats. 

The rules and procedures developed by these external models to administer the Cree 

business environment also reflected mainstream practices and conventions. The overall 

situation is reflected in the critique given by Simeonie Nalukturak in Elias (1995): 

In the field of economic development and especially small business, the 
existing rules and regulations were conceived for a southern business and 
such existing rules cannot apply to our territory, and we need to find new 
ways to sustain smaller fums which will provide the employment 
opportunities in the future. 

In addition, certain cultural values were not incorporated adequately. For example, the 

structures did not accommodate the Elder's participation and benefit of wisdom in the 

decisions; instead, elected officials alone were made responsible for governing and 

administrating the Cree Nation. Critics of this political system cite that the political race 

in the Cree context is nothing but a popularity contest and does not necessarily produce 

the best leadership. 

Second, the division of power between regional (e.g. CRA, CHRD) and local 

organizations (e.g. CNM) established by the JBNQA has led to the emergence of a power 

struggle between the two parties. Often the regional administration is perceived by the 

communities as trying to take over -- by trying to control community-level decisions, and 

by insisting on being the conduit between community and government. Although this 

power struggle is a reality, it is not unlike the relationship between mainstream regional 

organizations and the communities they represent. The reason that it is mentioned is that 

it can affect individual promoters in the community (e.g. limited access to capital, 

additional step in the approval for some businesses). 

Third, the present bureaucratic structure at the Cree community level centers on, 

but is not limited to, the CNM Council, the b'Administration" of the CNM (formerly the 



Band Office) and various review committees such as the Community Economic Review 

Board, the Management Committee, the Selection Committee, the Housing Committee, 

etc. These organizations are expected to work towards balancing a variety of objectives 

that are established in the most part by the Council. However, a newly-elected Council 

may have a different new vision for the community, including economic objectives, 

employment objectives, cultural preservation objectives and social objectives. Therefore, 

similarly to mainstream, the newly-elected Council may no longer support certain 

projects fkom the previous government. This political reality may result in a lack of 

continuity, projects being stalled or ignored, and an erosion of confidence in the system 

that inspires apathy rather than entrepreneurship. 

Problems are particularly complicated when there is a shortage of human resources 

to fill all of the various committees; which is the case for the Mistissini community. This 

leads to a few people sitting on the majority of the committees, being overworked and 

eventually suffering burnout. In Mistissini, a reasonable estimate would be that Board 

members, committee members or councillors sit on at least three different organizations 

each. The numerous committees also complicate and lengthen any approval process (as 

indicated in Figure 4.3). This problem -- although outlined here for the local level - is 
also evident at regional levels of government. 

Fourth, elders are not formally included in the local structures such as the Council; 

therefore, a rich source of knowledge and wisdom is not incorporated. There are local 

and regional Elder's Councils that do discuss issues concerning the Cree Nation; 

however, a representative of the Elder's Council does not typically have a seat on the 

Council of the CNM, or on other committees. There are cases, however, where an elder 

as an individual is either elected or appointed by the administration or the public to a 

specific committee. 

In any structural arrangement, there are internal and external relationships. 

External relationships involve outside agencies and investors; i n t e d  relationships 

include the CNM administration, local business owners and community members at 



large. Often the views of the external agencies do not match those of local residents. 

This is the focus of the following Section 4.3.2. 

43.2 Development Objectives and the Community Reality 

A crucial question surfaces in all Aboriginal contexts regarding the division or 

tension between the individual's and the community's interests. Thomas (1994) 

summarizes the generally accepted social-ethical position in Aboriginal communities: 

The community as a whole is held in higher regard than the individual. 
Many Aboriginal businesses have been launched to benefit not one or two 
owners but rather the community as a whole through provision of a new 
service or creation of employment or training opportunities. 

This is also apparent in the Cree context. As a result, Cree business development is not 

conducive to the same model as mainstream business development, due to potentially 

different goals (individual and community), definitions of success and methods of 

achieving goals. 

The issue of "success" and how it is to be measured is placed at the forefront of the 

discussion; it illustrates the main difference between Cree business development and 

mainstream business development. In brief: outside partners or funding agencies are 

concerned only with the bottom line, whereas the Cree take a more holistic approach and 

include into a business project evaluation community needs and community 

development, and the protection and enhancement of the Cree way of life. Similar 

definitions of success from a Native perspective are found in the literature, for example: 

"the end goal, although it includes the bottom-line must incorporate and acknowledge 

that social and cultural goals play equally important roles and must also realize a return 

(Wuttunee, 1994)." Further, according to Elias (1 995), "Therefore any measure of 

success must incorporate the needs of the community and a comprehensive approach to 

development ought to include the political and cultural ramifications of any initiative 

(Elias, 1995)." Given the context then, Cree businesses must therefore continually strive 

to balance mainstream gods such as economic self-sufficiency and "bottom-line" with 



broader community goals of social equitability in business benefits, and capacity- 

building. 

Mainstream's primary, if not exclusive criterion is profit maximization (return on 

investmentba measure of success that is monetary and does not include social or 

cultural elements. However, according to Mchtosh, Goeldner and Ritchie (1995): "A 

concern for the environment has become a major trend that is still gaining 

momentum.. .Protection of the environment has been embraced by the tourism industry". 

This factor is particularly evident in nature-based and ecotourism. (The latter includes 

both environmental and cultural protection criteria). For example, "Ecotourism is 

responsible travel to natural areas which conserves the environment and improves the 

welfare of local people" (Ecotourism Society, in Patterson, 1997). Therefore, by 

including cultural and ecological goals in the mainstream definition, the balance between 

the mainstream view of success and with the Cree view of success is easier to achieve. It 

helps close the gap between traditional Cree values and mainstream values regarding 

tourism. 

The generally practiced Aboriginal holistic approach to lifeways and defming 

achievements extends as a matter of community policies and development goals to 

privately-owned businesses operating within the Cree context. Success for a band-owned 

business is achieved by harmonizing CNM Administration goals such as economic 

development, job creation, capacity-building, and the political reality with the broad 

objectives of community cultural enhancement. While private enterprise in mainstream 

society is focused on the "bottom-line", by contrast, goals and policies in the Mistissini 

context require the individual to include community-wide benefits and cultural 

development that respect holism and harmonization. Moreover, broad-based community 

approval has to be obtained. Research indicates that in other Native communities the 

more successfbl local enterprises have been tailored to balance business and community 

demands (Wolfe and Convey, 1986; Weeden, 1985; Wuttenee, 1992). And as Wuttenee 

(1994) has noted, "Most aboriginal communities want a chance to say something with 

regard to the way that a business is run." Such is also required in the local Cree context. 



Another issue to note is the balancing of healthy competition and the Cree tradition 

of sharing. Traditionally, two or duee Cree families would hunt together on a trapline, 

away fmm the community except for the summer months when they would return to the 

settlement. They would be sel'sufficient; the two or three families would work together 

and share their harvest. And if the hunting were poor, other neighboring families would 

share their harvest with them so that none would starve. This tradition of sharing 

continues today. And, those community members who work in the wage economy 

commonly help out members of their family who may not be currently employed or who 

rely on Income Security while they continue to live a more traditional lifestyle. In tum, 

their relatives share with them theu knowledge of the bush, and when possible, some of 

their "country foods" harvest. Further, the tradition is also present among local business 

operators; they are often asked to contribute to local community projects by donating 

money or merchandise, or by sponsoring a local team or community event. Business 

support of this type just described is, of course, also present in mainstream society; 

however it seems to be a key factor of business success in small, close-knit communities 

such as Mistissini because it engenders strong local support of the business, and because 

it is easy to notice when support is not given by a certain enterprise. The common 

occurrence of this kind of sharing owes itself to a carry-over from tradition and to the 

example of those who today carry on traditional lifeways. 

Thus, the holistic approach to business and development seems to create special 

opportunities for success, but it also creates difficulties. As Elias (1991) has observed: 

The comprehensive approach to development adopted by aboriginal 
people creates dificult problems for those who must direct and control 
change. In comprehensive development, economic, political, and cultural 
initiatives must proceed simultaneously and achieve a balance of tradition 
and innovation. 

This ''balancing" challenge has been discussed throughout this Chapter. What might be 

W e r  noted is that Cree management policies will require an inclusion of mainstream 

ways and methods (to lesser or greater extent depending on situation and chumstance) 

simply because rnahtmm agencies are unlikely to significantly change their practices 

to reflect traditional Cree values. Thus, Cree leaders both official and natural are 



constantly seeking innovative ways to conduct business development and to manage 

scarce resources in a manner that will benefit the community as a whole and not erode the 

traditional Cree way of life. 

The conflict most often encountered is how to properly balance profit maximization 

and employment creation. Statistics Canada has reported that unemployment is the 

primary concern among Indian, Inuit and MCtis people; consequently, aboriginal leaden 

are putting considerable effort into creating employment opportunities (Elias, 1995). Far 

too often, however, job creation becomes a sole or narrowed focus, and the result is that 

local enterprises come to rely on subsidies to support the workforce; usually because they 

are not able to generate the level of revenues or capitalization required to meet payroll. 

This is particularly evident in contracting businesses where contracts are lost because 

companies outside of Mistissini with lower overhead are able to do a job for less, usually 

due to well-capitalized mechanization and a lower number of employees. 

A similar situation can occur in the tourism business if the cost of the packages is 

forced up due to the relatively high wages that are prevalent in the north (e.g. $10.00/hour 

for casual labour); and because of higher costs of transporting supplies and equipment 

from the south. Prices could climb to a level where an initially sound market shrinks to 

an extent that makes a project no longer viable. Therefore, the CWAP is considering 

paying guides a daily wage slightly lower than the community norm, although still above 

the current industry average, and including ownership opportunities such as shares in the 

business for the resident-guides. 

While the creation of a small business typically provides new employment and can 

help meet a variety of goals, there are several factors that can generally inhibit successful 

development in Aboriginal communities. For example, there is a lack of trained 

individuals to run new businesses, a shortage of start-up h d s  for new businesses, and 

buildings to house new ventures. Often, individuals do not have the fmancial resources 

required to start a business, including seed money to access grants and loans; only the 

CNM has access to capital. At the same time, however, the CNM is trying to move away 



from simply supplying investment capital to new ventures. In addition, as shown in 

Figure 4.4 the CNM has begun to explore business models that can better promote skills 

development and create an environment of success and opportunity (e.g., Landholding 

Corporation and family-run outfitting camps). Similarly, alternative policies, such as 

Band-owned companies with management taking an equity position and having the 

opportunity to buy into the company, have been suggested in the literature (Wuttenee, 

1994; Elias, 199 1). 

One benefit of having the CNM own a business is to take advantage of the tax laws. 

Chiste (1996) summarizes the extent of the tax-exempt status as follows: "All businesses 

located off-reserve owned by individuals and all non-band owned incorporated 

businesses, regardless of location, are subject to income tax." For example, a Cree 

individual could open a business in Mistissini as a sole proprietorship and be tax exempt; 

but if the business were to grow or be required to separate the assets of the company fiom 

the owner's personal assets to protect fiom liability, then it could benefit fiom 

incorporation; and once incorporated, the business (although operating in Cree temtory) 

would no longer be exempt because "Indian Status" does not transfer to a corporate 

entity. As Chiste explains, "Corporations are not considered to be Indians, even if all of 

the shares of the corporation are owned by aboriginal people living on a reserve, and 

therefore also subject to tax." In this circumstance, it may be strategically beneficial to 

have the CNM be the majority owner of a business - particularly in an industry such as 

adventure tourism where there is a strong element of risk and considerable potential for 

liability lawsuits that could financially cripple an individual entrepreneur. 

CNM ownership can, however, have its downsides. One is the possibility of 

competing with a local private business that offers a similar service or product. This 

delicate situation may be complicated if the private individual is not running a successfbl 

operation, thus relying on subsidies from the CNM. One alternative in this kiad of 



Figure 4.4 Burinnt Moddr in Misthini 

Type of Business Description Example 

Band owned businesses 
Corporations 

Management 
Agreement 

Joint ventures 

- Band is incorporated either provincially or nationally 
- Board of Directors - Tax exempt if main office is located on reserve 

- The Band administration owns the assets and a manager 
would is hired to run the operation. - It differs fiom the Landholding Corporation because the 
manager would receive hidher salary h m  the Band and a 
share of the profits. 

- An agreement between the Band and an outside company to 
hire locally, train and develop expcctise in a specific field in 
exchange for access to the local market 

Eenatuk Forestry Inc. 

The Tourism Lodge is 
reviewing this option 

Mis-Terr Inc. (Mistco 
Ventures Inc and Mist- 
err Construction) 

Band and community ownership 
Co-operative 

Landholding 
Corporation 

I 

Partnerships 

- The Band makes an initial investment and then shares in the 
business are sold to community members. When profits are 
earned the Board of Directors may choose to issue dividends 
to the shareholders. - This structure helps to promote a sense of community 
ownership, encourage community members to support local 
business and return the profits to the community owners. 

- Thelandholdingcorporationownsthecapitalassetsofa 
business, and a family runs the business. If they realize a 
profit it is theirs to keep as  long as the family pays an annual 
maintenance and lease fee. - This structure fkcs the Band administration h m  the day to 
day operations involved in running a business and helps a 
famify to be self-employed without having to produce the 
initial capital outlay. - Agreement between the Band and a community member to 
co-own a business - Financing by the Band for latge capital expenses - Band and the community member have representation on the 
Board of Directors 

Mistissini 
Attaukarnikw ( T N ~  
Value Co-op Store) 

Louis Jolliet Outfitting 
Camps 

Waasheshkun Airways 
Inc. 

Private ownership 
I 

Native Adventures 
Registered 

Tommy Husky 
George Shecapio 
Sam Awashish 

No example 
No example 

, 
Sole 
proprietorship 

Tallymen 

Partnership 
a Corporation 

- The individual has h l l  responsibility for the company, owns 
all of the assets and assumes all of the risk. - This type is relatively simple to set up and is the most 
common structure used by local businesses 

- Another type of sole proprietorship would be the Tallymen 
' 

who are self-employed and earn their living fiom the land in 
a traditional manner by hunting and trapping. - An Income Security Program was established to supplement 
their income and ensure that the way of life was maintained. 

- An agreement between individuals to co-own a business 
- Privately held corporation 



situation is to offer support and training to increase the capacity of the individual to run 

the business; but such is only effective if the individual is willing to cooperate with the 

CNM. As a result, it is sensitive and difficult for the CNM to open a similar business 

even if it will create employment and enhance community benefits. This, one could 

expect, leads to missed opportunities and conceivably slower economic growth. 

Last, the issue of arms-length. In such a small community like Mistissini - and in 

other Cree communities - the possibility of conflict of interest is always present. The 

CNM, a public, community entity, must be particularly aware of the issue, particularly 

when running a business or proposing to do so. Whereas in mainstream society and even 

in the Cree context it is acceptable to hire family or friends in a private enterprise, a 

public authority such as the CNM cannot allow itself to do the same. 

In summary, it is evident that businesses in the Cree context strive to find a balance, 

and to cope with the structural and ethical conditions not normally encountered by 

mainstream business enterprise. While it is widely accepted that projects ought to be 

economically viable, they must also be culturally appropriate and benefit the community 

as  a whole. The balancing act that Band-owned operations in particular must include in 

their operations requires a significant amount of work; and decisions take more time than 

a company focused on the bottom-line alone. As a result, opportunities are sometimes 

missed because the mainstream agencies that Cree people must work with cannot wait 

out or work their way through the decisions to be reached. 

4.3.3 Historical nlationships 

Grand Chief Fontaine (1997) summarized the reason why historical relationships 

must be dealt with prior to improving the current situation. 

You may be asking yourselves, why must we go back to history to talk 
about the fitwe? The answer is a simple one. The barricades will not fall 
unless we understand how they were built. Without an understanding of 
who we are and where we come hm, the serious tensions between 
Aboriginal and non-Aboriginal people will not be resolved. This must be 
in order for progress to occur. 



The government of Canada has begun to renew and re-define the historical relationship 

that it had with the First Nations in Gathering Strength Canada 's Aboriginal Action Plan 

(INAC, 1997). The document stems from the Royal Commission on Aboriginal Peoples 

and acknowledges and regrets the impacts caused by historical relationships, (Statement 

of Reconciliation, INAC, 1 997). Unfortunately, one document alone cannot lift the 

constraints caused by past actions. In this respect, Elias (199 1) summarizes the situation: 

The goals that aboriginal people have set for themselves will pit them 
against a formidable array of constraints and obstacles that must be 
overcome if they are to succeed. ... Aboriginal people must deal with 
constraints found within their own communities, the origin of which, it 
seems, can also be attributed to the historic relations aboriginal people 
have had with Canadians. 

Elias goes fkther in the same discussion to state his view of the Canadian context: 

The constraints are a moving target. ..every arcane particle of Canadian 
tradition is scrutinized to see what might be used to deny aboriginal 
peoples their land, resources, aboriginal rights, independence, and cultural 
autonomy. Contrived constraints seem to proliferate just slightly faster 
than do aboriginal people's abilities to overcome them. 

While this may be an over-exaggeration written almost ten years ago, examples of the 

constraints felt in the Mistissini context such as, certain ramifications of the "Indian Act" 

and the dependency created by the legislation, are still present today and are discussed in 

greater detail in the remainder of this chapter. 

Historical relationships and the resulting legislation, primarily the Indian Act 

continue to strongly influence government policy, despite the promises outlined in 

Gathering Strength (INAC, 1997). Pisandawatc (1 997) summarizes succinctly the 

overall effect of the Indian Act: 

The Indian Act (1876) made "Indian" people and their lands ward of the 
Canadian government. The Act .. . is the principle mechanism for both the 
Federal and Provincial governments to apply control over decision making 
and responsibility for Aboriginal people and their future* Although 
amendments . . .have emerged.. .changes to the policies of the Act have not 
altered the relationship of control and dependency. 



One example of the existing constraints created by historical legislation is the lasting 

effect of the Royal Proclamation of 1763 that "stipulated that Indians could cede title to 

their lands only to the Crown. And Indians could not mortgage their reserve lands to 

obtain capital for economic projects" (Gagne, 1994). In the present day, a similar 

condition pertains: assets located on a reserve cannot be seized, and thus, personal assets 

located in Mistissini cannot be used as collateral to obtain loans ftom mainstream banks 

and lending institutions. 

A second example involves the Indian Act and it's cross-effect on housing 

"rules". According to Canadian Mortgage and Housing Corporation (CMHC) 

regulations, a business cannot be opened in a band-owned home. Increasingly, there are 

private homes being constructed in the Cree community by those able to afford them, but 

it is understood that these are not subject to the same CMHC regulations. Still, given that 

the majority of the population live in band-owned housing, this legislation creates a 

barrier for business development by limiting the opportunity to start a home-based 

business that would require less start-up capital than one outside the home. In addition, 

there are very few locations in the community for local businesses to rent, even if they 

have sufficient cash flow to rent office space. Currently, Mistissini is looking into the 

possibility of opening a mini-mall that can provide rental space to small businesses. 

These are but two examples observed by the author while working in the Cree 

context; they continue to influence development prospects on a daily basis. Although 

further examination of additional sections of the Indian Act and related legislation are 

beyond the scope of this MDP, it seems there is a widely accepted notion that the 

historical relationships continue to have negative effects on local business development 

(Gagne 1 994, Elias, 1 99 1, Frideres, 1 988). The effects are summarized nicely by 

Frideres, in Gagne (1 994): 

The combined effect of the paternalistic restrictions in the Indian Act has 
crippled the economies of most reserves. In 1 98 1, a federal memorandum 
admitted that the government's policies had created dependent and 
alienated Indian societies which demonstrate many characteristics of 
undeveloped nations of AfEca, Asia, and Latin America. 



The IBNQA (1975) redefmed the relationship between the Cree and the two senior 

govenunents. It provided for an increase in the amount of control the Cree could exercise 

over their political, economic and social evolution (Frideres. 1988). As a result, Cree 

bureaucratic structures had to be developed so as to come into line with mainstream 

structures. Political and administrative organizations had to be fonned to manage the 

increased responsibilities, such as the delivery of health care (Cree Health Board) and 

education (Cree School Board). And overall administrative entities like the Cree 

Regional Authority (CM) were interposed between local and senior governments. In 

some respects, this transfer of responsibility from a government bureaucracy to the new 

Cree bureaucracy included a transfer of the effects, viz., dependency and apathy, of the 

historic relationships. While the Cree have come a long way since 1975, dependency and 

apathy continue to hold at the community level. 

The Indian Agent represented the government in the dependent relationship. This 

relationship has been transferred in a subconscious manner to the relationship between 

the now, locally-controlled Administration and some community members. For example, 

members expect the administration to provide more resources and services than a 

mainstream municipality might. In one sense, some members are dependent on the CNM 

to provide assistance; moreover, there is an expectation of assistance. For example, there 

is a widely held belief that the CNM has the firnds to subsidize Cree businesses or at the 

least guarantee loans; and it is their duty to do so. Unfortunately, the reality is that 

financial resources are severely limited, and that the CNM can no longer afford to invest 

in multiple small businesses like they could in the past. 

Historically and contemporaneously, the Cree of James Bay -- like most other 

First Nations across the counhy - had very little say regarding decisions affecting their 

territory. For example, the Cree were not consulted prior to the decision taken to 

construct the James Bay hydroelectric project; they heard about it on the radio. They 

soon joined forces and fought against the flooding of Cree lands; and this eventually 

resulted in the signing of the JBNQA. There is clear evidence here of the capacity of the 

C m  Nation to be empowered, and to construct anew their historical relationship with the 



government. However, the point is that this particular "success" story has not affected 

substantially the underlying notion of dependency and a lack of local community control. 

Dependency in various forms is still evident, and it has led to a cunent situation wherein 

it is sometimes difficult to empower community members to take initiative and to 

participate in local capacity-building programs, whether through business/economic 

development or other community-based or CNM programs. 

Last, community members do not always believe that they have - or are able to 

gain - the skills required to develop a business plan, or to run a successfbl business. 

Therefore, they assume that the staff of the Economic Development Department will do 

all of the planning and development work for them. This "distancing7' fiom involvement 

and personal capacity-building is one reason that local business ventures fail. The 

observations made here may seem harsh; but one of the goals in the present study is to 

bring to light the difficulties faced by the CNM - and entrepreneurs themselves - while 

trying to create small business development and at the same time attempt to redress 

historical relationships. 

Chapter 5 concludes this MDP by offering recommendations regarding the 

external environment, the organization, the CWAP and firther Native tourism research. 





CHAPTER 5 

RECOMMENDATIONS AND CONCLUDING THOUGHTS 

This fmal Chapter provides the reader with a summary of the recommendations for 

resolving issues discussed in earlier chapten; and it provides a brief exposition of the 

teachings the author received while participating in the CWAP and in researching and 

writing this Master's Degree Project. It begins with the recommendations grouped into 

four areas: 

Relationships with the external environment(Section 5.1) 

The internal organization (viz. the Cree administration and local community; Section 

5.2) 

Action regarding the Cree Wilderness Adventure Project and other tourism projects in 

Mistissini (Section 5.3) 

Further Native tourism research (Section 5.4) 

The first two deal with business development in general and the last two deal more 

specifically with Aboriginal tourism. The Chapter concludes with the personal 

reflections of the author (Section 5.3). 

The recommendations are presented in point form, generally beginning with a 

statement of the recommendation, followed by a reference to the discussions in the 

document, and concluding with the expected outcome of the proposed action. 

5.1 RECOMMENDATIONS REGARDING WLATIONSHIPS WITH THE 

EXTERNAL ENVIRONMENT 

These are quite broad; and it is acknowledged that not all may be equally feasible, or 

exactly timely, nor necessarily shared by all policy- and opinion-makers in the Cree 

and/or mainstream societies. 



a Exert Cree control over Eeyou Astchee and ensure the subsequent protecfion of 

tourism assets, such as the Rupert River. 

Adverting to Chapter 1 and the situational analysis, the issue of control over resources 

is constantly in the forefront of debates. Although the JBNQA gave the Cree a measure 

of control over Eeyou Astchee, there are many provisions in the Agreement that do not 

clearly delineate the balance of control. Therefore, different parties interpret the 

provisions differently, and according to their personal or agency agendas. 

In this instance, Hydro-Qudbec is committed to pursuing Phase II (Nottaway- 

Broadback-Rupert (NBR) Complex) of the James Bay Hydro Project despite 

unfavourable environmental and social impact assessments from earlier developments. If 

Phase I1 proceeds, the Rupert River will be significantly altered and Cree land flooded. 

As a result, an opportunity to participate in sustainable tourism development conducive to 

the Cree way of life will be lost, and the tourism assets of natural resources (e.g. pristine 

environment and wild rivers) and aspects of Cree culture will be variously destroyed or 

eroded. If, however, the Cree could exert substantial control over the territory and 

prevent fkher  hydro development they could continue to explore alternative sustainable 

uses that are not only compatible with the Cree way of life but actually enhance it. 

Initiate and push /br o review of government (Federal and Provincial) programs. 

policies and legislation to reflect the new relationship outlined in Gathering Strength 

( ' A C ,  1997). 

As discussed in Chapter 4, this review is particularly important with regards to 

fbnding programs designed to encourage business development in the Native context 

(e.g. Aboriginal Business Canada (ABC) under Industry Canada). Currently, 

communities have little or no say in the development of programs designed to help them. 

In some cases, the policies actually inhibit local capacity-building. For example, one 

ABC policy requires that a consultant to be at arm's length fiom the company or agency 

requesting b d s  to develop a business plan. The pro- does not allow for hding 



qualified proponents to complete the Business plan on their own. The result is, it 

becomes simpler and more cost efficient for a local operator to hire a consultant 

(typically, from outside and mainstream); and therefore, experience and skills potentially 

gained from writing a business plan go to the consultant instead of the local operator, and 

in general inhibit local capacity-building. 

Another aspect is the antiquated Indian Act. Based on my work experience in 

Mistissini, there is a pressing need to review and consider removing those sections that 

ban assets on a reserve from being used as collateral and those that prohibit business 

development in band-owned housing (Chapter 4). Currently, one's assets cannot be used 

as collateral for those mainstream fmancial institutions commonly accessed for start-up 

capital. Second, there is such a shortage of both housing and office space in the 

community that there is no other option for many small business but to begin in their 

home. Therefore, by preventing the operation of small businesses in band-owned homes, 

economic growth i5 stifled. 

In light of the Gathering Strength Action Plan, it would be timely for the Grand 

Council of the Crees (and in the broader sense, the Assembly of First Nations) to push for 

a review of the current policies, programs and legislation. Specific goals should include: 

assume control over the design and delivery of programs aimed at community 

development, remove the shackles put in place by the indian Act and establish a new 

structural relationship - viz., Nation to Nation - with the governments concerned. Such 

actions would increase the effectiveness of programs by incorporating the knowledge and 

experience of those practitioners and managers who deal with the delivery of programs 

on a daily basis. The removal of the "Indian Act" would help foster community 

development and self-reliance by allowing communities to accept the responsibility for 

managing their resources and planning for their fbture. It is time to enter into a new and 

healthier relationship with government and work toward self-determination by breaking 

out of the still-present traps of dependency. 



Establish a Cree regional tourism association 

As noted frequently in this present study, the overall success of Cree tourism and new 

venture initiatives could well be dependent upon the establishment of a regional tourism 

association. Currently there is no such organization despite the fact that section 28.6 of 

the JBNQA (1975) provides for the establishment of a 'Cree Outfitting and Tourism 

Association'. Different Cree communities are at very different stages of development, 

working independently tiom one another, and sometimes unaware of the opportunities 

and cross-impacts associated with their tourism projects and programs. 

A new association could coordinate tourism efforts in Eeyou Astchee, and create an 

environment that would increase the chances of success for communities and individuals 

wanting to be involved in tourism. The association would be responsible for activities 

such as: 

the facilitation of information sharing between communities, 

the provision of required resources (e.g. training programs, business development 

materials) to community tourism departments, 

the development of a regional image, 

the coordination of marketing efforts required to attract distant visitors and 

maximize the effectiveness of marketing dollars, 

the establishment of partnerships with mainstream organizations and other Native 

organizations in the Province (e.g. ATTC, STAQ, APTAQ), 

the development of regional tourism plans to avoid overlap and ineffective use of 

resources, the coordination of meetings to encourage the sharing of knowledge 

and experience between communities instead of always relying on outside 

assistance, 

the development of a book of standards to authenticate products offered, 

and the initiation of research aimed at providing operators and communities with 

usell infinnation to guide sustainable tourism development in Eeyou Astchee. 



5.2 RECOMMENDATIONS FOR THE INTERNAL ORGANIZATION 

C1atz;'L the existing policies and procedures with respect to starting a business in 

Mistissini and include a training requirement. 

For an understanding of the definition / scope of Internal Organization, see Figure 

1.1. As noted in Chapter 2, the steps required to start a small business in Mistissini are 

quite complex and often not understood or easily negotiated by the public and project 

promoters. They create a barrier to business development initiatives and something of a 

"dampener" of enthusiasm. Clear and transparent guide1 ines for local business 

development are therefore badly needed. These would include a set of criteria used to 

evaluate the various types of projects, one distinction being those that require the use of 

community resources and those that do not. These policies would need to be transparent, 

applicable to all projects and adhered to by all proponents. Three possible examples af 

new criteria would include: 

4 An understanding of basic business skills such as bookkeeping, budgeting, operation 

management and marketing. This is particularly important when requesting a loan 

guarantee or grant fiom the CNM Administration. If the proponent lacks some or all 

of these skills, they could be offered in a course held twice a year through Adult 

Education. 

+ Completion of a feasibility study. As discussed in Chapter 4, this stage of the 

business planning process is usually ignored. One option is for the proponent to 

prepare the initial feasibility study based on an outline or template provided by the 

CNM. This could replace the simple letter of intent at the initial stage of the approval 

process (Figure 4.3) and likely reduce the associated administrative costs. Another 

option: if a proponent lacks the skills to write the study with the help of an outline, 

then the staffof the Economic Development Department (EDD) could provide 

assistance or better yet, it could be developed during the Adult Education course. The 



completed feasibility study would force the proponent early on, to properly evaluate 

the costs and benefits involved; it would better their understanding of the process; and 

it would improve their chances of success by developing higher confidence and 

demonstrated ability to run a successfbl business. 

Finally, the training component should include both the planning stages of small 

business development and the business management/operations stage. Thereby 

providing businesses with resources and assistance during both the initial phase and 

the first few years of operation. Importance would be placed on decision-making and 

leadership skills and accountability. These additional training and aftercare services 

could be provided either in follow-up courses with Adult Education or through a 

business incubation center in Mistissini. 

5.3 RECOMMENDATIONS FOR MISTISSINI ACTION REGARDING THE 

CREE WILDERNESS ADVENTURE PROJECT AND OTHER TOURISM 

ENTERPRISE 

Promote sustainable tourism development for both individual and community-run 

operations by maintaining control of ddopment.  

As discussed in Chapter 1 and 2, Mistissini has already taken the initiative to promote 

sustainable tourism development by creating the Mistissini Tourism Working Document 

(MTWD). The challenge now is implementing it and developing products that meet the 

criteria outlined. This will be particularly important in ensuring sustainability when it 

comes to limiting numbers or slowing growth. As the TACE model suggests, local 

control will be lost as Mistissini's popularity increases and outside interests come to 

assert more control over product development and availability. 

Having now completed this work, the impacts of tourism development are 

considerably more apparent to me than they were previously. It is imperative that local 



control be maintained and the benefit of gradual development be taken seriously. Steps 

that ensure control over development is maintained could include: 

+ Establishment of both community-basedowned and private enterprises to provide 

tourism services. 

+ Development of not only Cree cultural products but also other key tourism 

businesses such as visitor services, travel agents and wholesalers, and transport 

firms (local or regional). 

Develop a set of guidelines for both local operators and visitors with the 

involvement and approval of local community members (e.g., maximum number 

of visitors per trip or per season, geographic areas to avoid with a group and 

aspects of the Cree culture to exclude from the Program). 

+ Focus current efforts on establishing a tourism lodge in Mistissini and developing 

a local association of operators. 

Ensure that the impacts of tourism projects are carefitly monitored and evaluated 

according to well-accepted methodology with independent oversight. 

This point is related to the previous recommendation but is presented separately due 

to its importance. As mentioned in the previous recommendation and as noted in Chapter 

2, the factor of control allows the community to direct tourism development; however, 

with this control comes the responsibility to implement sustainable tourism projects. One 

key step that deserves focus is the monitoring and evaluating of projects over the long- 

term to determine the related impacts (both positive and negative). 

Therefore, either individual projects or the Tourism Sector of the CNM must 

carefilly develop a set of indicators and measures, according to well-accepted 

methodology, and including an element of independent oversight. This step will serve to 

highlight the impacts (egg., economic, environmental, social) and will assist the decision- 

makers in making any modifications required to maximize the positive impacts and 

minimize the negative impacts. Although this step may add additional costs to the 



project, or increase the budget of the Tourism Sector, it remains imperative to the 

implementation of sustainable tourism in Mistissini. 

Ensure that marketing initiatives for the C WAP and other operations present an 

honest and authentic image; and maintain this for the whole Cree territory through 

@ossibly) the regional association recommended above. 

The potentials for the development of Native tourism were noted in Chapter 2. 

One challenge that flows directly fiom this is how to change the visitor's perception and 

their expectation that they will encounter Native people wearing feathers and living in a 

tipi when they visit an Aboriginal community in Canada. This perception is particularly 

prevalent in the European markets and is rooted in early literature and films (Campbell, 

1994); and it is often perpetuated by current marketing materials. Therefore, the 

challenge facing the Cree is to develop marketing materials that introduce visitors prior to 

their arrival, to both the traditional lifestyles out on the land that is so often portrayed in 

the literature; and to the contemporary Cree culture of community life today. The goal 

would be to show how the Cree culture is alive and flourishing alongside mainstream 

Canadian culture. This challenge must not be taken lightly: if tourists feei like they have 

been misled, they will leave unhappy and share that 'negative' experience with others. 

In addition to marketing efforts, services must be delivered in an authentic and 

engaging manner that meets the tourist's expectations shaped by marketing. These must 

not promise activities that are not guaranteed, because the operator and the wholesaler 

can be held liable (Interview, Hal Eagletail), and it can create a great deal of hstration 

for visitors. 

Therefore, it is recommended in respect to the CWAP Program that only activities that 

are not dependent on specific individuals, such as baking bannock, canoeing, portaging, 

storytelling etc. should bc listed in the marketing materials. A clause explaining the 

uncertainty of additional activities due to weather and the availability of materials and 

teachers also has to be included in brochures. 



5.4 RECOMMENDATIONS FOR FURTHER NATIVE TOURISM RESEARCH 

Encourage community controlled research projects that include a commurtity 

perspective. 

The literature concerning Aboriginal tourism planning is increasing and has helped to 

better define it and shape its character. At present, it is mainly non-native researchers 

who have done short-term investigations with various communities who write it. 

Although this body of literature provides a basic understanding of the issues and often 

offers recommendations for action that are logical and helpful, the fact remains it is 

written from an outside perspective that too frequently omits an appreciation of the 

community realities. Better, then, that Native communities take control of research 

projects. Communities should take the initiative and begin to design and cany out 

research projects that monitor and evaluate, and that search and test methods and 

strategies on various aspects of planning, development and management. This may 

require additional training in some areas; however, there are a considerable number of 

Cree university and college graduates, in a variety of fields, who are qualified for this 

type of work in Eeyou Astchee. 

The research for this MDP helped to identify areas where W e r  research and 

suggestions for conducting it could be usefbl: 

+ Product development and plan implementation (Chapter 2): expand the research past 

simply writing the "plan", and develop solutions to overcome current constraints 

faed in the product development and implementation stages. 

6 Base research projects on long-term relationships and a better understanding of the 

context. Researchers ought to develop long-term relationships with communities so 

that the context may be progressively better understood and incorporated into 

planning, marketing, and project-specific research. An additional approach would be 

to establish an equal partnership between researcher and individual members of the 



community and work more cooperatively together not as an external expert and 

internal informant. A ''participatory" model helps to better define and develop 

projects that benefit the community; and thus stronger commitments to community 

development. 

* Engage youth to participate in the design and execution of research projects, through 

school programs or during the summer months. 

+ Take stock of, and apply fmdings of, past research projects that can inform actual 

community projects. Material generated by academic and agency-sponsored research 

must be made available to the communities in a form that will be usefbl to them. 

Case studies of "success" stories among all First Nations should be part of this 

activity. 

+ Schedule research activities with more attention given to the seasonal implications for 

a traditional way of life. Certain activities take place at certain times during the year 

and have for many thousands of years (e.g., almost everyone, including staff of the 

CNM, leave the community to pursue traditional activities for a two to three week 

period during the spring goose hunt). Therefore, researchers would not likely be 

welcome during this time because the focus is on spending time with family and 

fiiends; and they would find it difficult to conduct studies because there is no one in 

the community to assist them. Therefore, a preferred time of year to conduct research 

would be during the summer when most people are around the community and are not 

occupied with traditional activities. The obvious exception to this would be 

anthropological research that examined traditional activities such as hunting practices. 

5.5 CONCLUDING THOUGHTS 

The above recommendations notwithstanding, this work cannot be concluded 

without acknowledging the many strengths that the cornmunit-- of Mistissini possesses in 

tourism- and community-development. At the same time, the Cree Nation of Mistissini 

(CNM) continually works hard to develop tourism in a responsible manner that can 

benefit kture generations as well as the contemporary one. They place importance on 

developing local capacities by encouraging youth to complete their education, by 



showing confidence in community members, and by developing community-based 

programs for a spectrum of participants - e.g. canoe and kayak instruction for children, 

youth and adults, local economic conferences, small business courses, healing 

workshops, and traditional gatherings - who will go on to enhance Mistissini's collective 

well-being and cultural life. 

The CWAP is a community tourism project designed to increase the tourism 

capacities of Mistissini, not only in the guiding and delivery aspects but also in the 

planning and development stages. Therefore as a member of the community, the 

opportunity to be involved in the project's development provided the chance to apply 

planning skills and theories learned at university. By combining theory and practice 

presented in class with an actual project in Mistissini, my knowledge and skills were 

reinforced and expanded, and issues not addressed in the theory were generated and 

thought through. The teachings were cumulative and expansive, and the end result was 

far greater than the sum of the parts. It was the combination of information presented in 

class, the literatwe review required for this MDP, the hands-on learning gained fiom 

writing-up a Feasibility Study and a Business Plan for the CWAP, and the work 

experience in Mistissini that provided an exceptional learning experience. Therefore, I 

would like to again express my thanks the Cree Nation of Mistissini - in particular the 

staff of the Economic Development Department- for their continued support, sharing of 

wisdom and material assistance during the planning and development of the CWAP and 

the completion of this Master's Degree Project. Meegwetch! 
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Executive Summary 

Cnc WII&mess Adbentwe Project is positioned to meet the needs of today's sophisticated 

and experienced worldwide ecotourism and adventure traveler. The blend of culture, adventure and 

learning create a once in a lifetime experience for a visitor to Eeyou Astchee. The Cree have a long 

history of providing high quality hospitality to visitors within their territory and are now preparing to 

continue the tradition by developing products founded on sustainable development principles to meet 

new and emerging tourism markets. 

Initially Cree WiI&rness Adventure hoject will offer single day canoe trips on the Rupert 

River in the area of Mesgouez Lake and multi-day canoe expeditions along the length of the Rupert 

river, h m  Mistassini Lake to James Bay. The trips will be open to all ages and abilities and can be 

customized to meet the needs of the client The trips will include cultural, natural, educational, and 

adventure components that will enable the client to experience the Cree way of life. 

The Cree are committed to a sustainable approach to tourism development; therefore the Cree 

Wilderness Adventure Project (CWAP) is designed for progressive and gradual growth. They 

recognize that the remote wilderness and ecological integrity of Eeyou Astchee is their greatest 

tourism and cultural asset. The Cree recognize their role in reducing the impacts of adventure tourism 

and are committed to a sustainable product. The CWAP is designed to maximize existing 

community resources and distribute the benefits throughout the community. 

Cree Wilderness Adventure Project will set the precedentfir communities to take control of 

their own tourism projects and n ~ l y  embrace sustainable tourism. 



Introduction 
-- - -- - - . -- 

Adventure travel is the fastest growing sector of the tourism industry in North America today 
(Canadian Tourism Commission, 1995). Adventure travel appeals to travelers who are no longer 
satisfied with traditional vacation choices. In 1994 there were 4 17 billion adventure travelers 
according to the Adventure Travel Society. 

Given the f a t  that twenty percent of the remaining wild places in the world are here in Canada, there 
is a huge opportunity for adventure and ecotourism operators. The number of businesses that offer 
travel packages has tripled in the past decade (Williams, 1994,23). The adventure travel market is 
growing and could be effectively combined with traditional C m  and ecotouri*sm ethics to produce a 
more environmentally sustainable Aboriginal tourism operation. The Canadian Environmental 
Advisory Council defines ecotourisrn: 

Eco-tourism is an eniightening nature travel experience that contributes to the 
conservation of the ecosystem while respecting the integrity of host communities 
(Wight, 1995,6). 

It is this ethic of respect that will guide the product development of the Cree Wilderness 
Ahenme Project (C WAP). 

Basis of the report 

The first step toward starting a tourism business is the production of a feasibility study. The main 
goal of a feasibility study is to minimize the risk involved in starting a business by testing the idea 
for viability prior to investing additional time and money into a project. The Business Plan and 
Marketing Plan will expand on the research presented in the Feasibility Study. 

Therefore, this study has been produced by the Cree in order to determine if it is feasible to start an 
adventure travel company specializing in canoeing to be operated on the Rupert River. The project 
may be owned by the three Cree communities concerned (Mistissini, Nemaska and Waskagaaish). 
This study will help to identify areas of concern and areas requiring modification. This study will 
help operators assess the viability of the project, make any necessary changes and give greater 
confidence in the decision-making process. 

Objectives of the study 
- - --  - -- 

A fca~ibility study must consider the end-users of the npon (Cree Nations of Mistissini, Nemaska 
and Waskaganish; government funding agencies and private investors). The Cree Nation of 
Mistissini has requested that an initial feasibility study be undertaken in order to compile four years 
of research. The feasibility study will: 

1. Document owners' ideas and serve as a starting point for developing an ecotourism and 
adventure tourism business plan and marketing plan. 

2. Ascertain the financial viability of Cree Wilderness Adwewe Pruject based on cumnt prices 
and market trends. 



3. Assist in obtaining local government approval, as required. 
4. Assist in securing financing or joint venture participation, as required. 

Scope of the report 

The study will focus on these three elements: 

Figure 1 Elements of the Study 

Market FeagibUty: 
1. A study of the market characteristics and identification of target markets, and 
projected level of demand. 
2. Consideration of all location factors 
Financial Feasi bllity: 
3. An analysis of all fnancial aspects including projected revenue, development 
and operating costs. 

Limitations of tbe study 

Ecotourism is an emerging market that is growing. However there is very little data available for 
specific locations and segments, such as the interest in Aboriginal tourism products. Therefore many 
of the figures are based on national or provincial averages. Research data obtained h m  the 
Canadian Tourism Commission (CTC) was used for the identification of trends and a majority of the 
market projections. Several articles discussing ecotourism and adventure tourism were used to 
further develop market profiles and the product offered. However, due to a lack of data in a majority 
of areas assumptions were made and are identified throughout the text. 

Disclaimer 
-- - - -- - -- - - - - 

The information contained in this document is not directive or comprehensive. It is intended to be a 
starting point from which to carry on subsequent research. The information contained in this 
document is provided on the basis that the author is not responsible for any errors or omissions 
contained in it or the results of any action taken in reliance on it. 



Project Location & Site 

Description of the location in relation to the -on 
- - - - . - -. - -- - - 

Canada is home to twenty percent of the remaining wild places in the world and a significant portion 
of them lie in the vast northern regions. The James Bay Region of northern Quebec is no exception. 
Boreal forests and beautiful lakes cover the region. Mighty northern rivers, such as the Rupert, flow 
from the interior of the territory to James Bay dividing the northern landscape. The CWAP will use 
the spectacular scenery along the Rupert River as a backdrop for canoeing adventures that combine 
cultural, nahual and educational experiences with adventure travel. 

The James Bay territory covas 350,000 km2 equal to one-fifth of the area of Quebec. It is accessible 
by plane with airports located in Nnnaska, Waskaganish and Chibougamau. The tenitory is 
accessible throughout the year by road The west route, the James Bay Highway is paved &om 
Matagami to Chisasibi (620 km). The Route du Nord (437 km) is the eastern link that joins the 
inland communities with the James Bay Highway. It begins just outside of Chibougamau, which is 
approximately nine hours north of Montreal. 

The territory of Eeyou Astchee is the traditional homeland of the Cree. The culture, traditions and 
language are alive today. The territory is divided into traplines that are managed by individual 
Tallymen. The Rupert River flows through many different traplines and wildlife reserves such as 
"Reserve Faunique Assinica" and "Reserve Faunique des Lacs Albanel, Mistassini-et-Waconichi". 

Description of the site 

o Area 
The Rupert River starts at Mistassini Lake and makes its way to Lac Mesgouez and then continues 
dl the way to James Bay and the Cree Nation of Waskagamosh. It offers a wide variety of challenges, 
everywhere from Class D[ to Class W rapids. The large rapids are separated by long stretches of flat 
water. The river is braided and can be confusing; this is especially apparent at the headwaters. 

o Access 
There will be at least two staging areas to accommodate a variety trips. 
Access to the staging area # 1 on Mistassini Lake - The Cree Nation of Mistissini is located on the southern end of the lake. It will serve as a staging 

area for the longer trips. It is located 9 0 h  fiom Chibougamou along route 167 which is a gravel 
road. Chibougamou is accessible by air from Montreal, Val D'Or and other northern centers. - The Cree Nation of Mistissini has a facility to land float planes. Therefore transportation to the 
actual put-in located hakvay up the lake will be either by Otter or powerboat. - The long expedition will finish at James Bay where powerboats will pick up guests and bring 
them to the Cree Nation of Waskaganish. From Waskaganish they can fly to Chiiugamou or 
directly to Monacal. - A shorter version will take-out at the staging area of Mesgoua Lalce descnied below. 

Access to the departwe area #2 Mesgoua Lake 



- The area is located along the Route du Nord. It is a gravel road that joins Chibougamou to the 
Cree Nation of Nemaska and the James Bay Highway. The put-in is then located near a trapper's 
cabin another kilometer in on a 4x4 road. - The closest airports would be either at the Cree Nation of Nemaska or Chibougamou 

Overall constraints 

The main constraint is not the lack of rivers or the lack of adventwe travelers. It is how to attract 
those travelers to Cree Wilderness Adventure Project, keep them returning and ensure that the 
products offered fit the target market. In order to be successful in the funue, operators must consider 
the global forces that are at work, what is happening in the industry and visitor markets on a global 
and national basis. There is too much competition to adopt the "build it and they will come 
philosophy" when developing products. Therefore C W M  has taken a proactive approach by 
considering the forces listed when developing products to fit the ever-changing market. 

Figure 2 Futwe Prospects 
L 

Future Prospects: 
1. The customer base is aging and lifestyles are changing. 
2. Greater consumer sophistication will translate into increased demand for higher quality in 

all market segments and more flexible packages. 
3. Competition will grow fiercer. 
4. Technology will put pressure on operators to keep abreast of change. 
5. The environment will become an even more important factor influencing travel decisions. 
Source: Canadian Tourism Commission, 1995, p. 15 

Furthermore Cree Wilderness Advetzture Project will strive to operate at a high capacity. Research 
has shown that most operators operate well below capacity. This is a serious constraint because by 
not operating close to capacity the operator is losing primarily profits because the initial revenue is 
used to pay the expenses. This lack of profit can seriously impact the growth of the operation by 
limiting the amount of capital that is available to be reinvested. Therefore the project will be 
developed incrementally and focus on resources that are available in the community. The project 
will build on mall  successes and keep start-up and overhead to a minimum. 

The following table details the current capacity of kayaking and river r a h g  operations. 

Table 1 Percent Utilization National Averages 
I 

National Avo- 

Whitewater kayaking 
White water fafting 

JNational Ave- taken from Adventure Travel in Canada. CTC, 1985 

Utilization per Day 
(Actual) 

593 
2948 

Maximum 
capacity 
Per Day 

91 7 
7025 

Percent 
Utilization 
(Actuao 

65% 
4% 

Durabon 
of 
package 
(Days) 

3.6 
4.3 

Price per 
day 

100 
135.28 



The Project 

Description of the project 

L 

MISSION STATEMENT 

Cree Wilderness Adventure Project is an adventure tour operator guided by a strong cco tourism ethic and dedicated to 
providing a superior quality of customer service. 

L 

CANOEING 

Canoe travel is part of Cree culture and on a larger scale Canadian culture. Canoes are 
designed to glide through the calm water of a lake or slice through the rapids of a 
river. They range in size tiom solo boats to large fireight canoes capable of carrying 
many men and supplies. Canoes have provided bansport in the north for thousands of 
years. Traditional Cree canoeing involved portages around the rapids. The canoe 
expeditions will do the same, however there will be opportunities for thrill seekers to 
test their ability in rapids at various campsites. 

Canoeing is a wonderful activity because it is accessible to a wide range of people and 
age groups. Basic paddle strokes can easily be learned on flatwater and applied in 
moving water in the same day. Canoes are open boats that allow for a high degree of 
s a f a y  when the appropriate safety gear is worn. The canoes that will be used by 
CWAP will be plastic boats capable of transporting the camping gear necessaw to be 
self-sufficient. 

A variety of trips will be offered to cater to a variety of clients, ability levels, ages and 
interests. Research has shown that on average, operators with diversified offerings 
have better capacity utilization and are more profitable. They also attract more foreign 
travelers who stay longer and spend more than domestic travelers (Canadian Tourism 
Commission, 1995). 

The trips offered by CWAP will include: 
Mul t i-day expeditions 
Weekend adventures 
Single day introductions 

The CWAP will also cater to the needs of the Cree communities. Trips can be 
arranged for schools, cross cultural events, and the canoes when not in use will be 
available for rent to local residents. 1- have also been a series of training and 
instructional courses offad and these will continue and expand as demand dictates. It 
is important to involve the local communities and ensure that the sport of canoeing is 
accessible for those interested 



CULTURE 

The cultural component is important because it offers clients an experience fiom the 
Cree perspective. The experience is unique and not easily replicabk by other 
canoeing operations or even most adventure/ecotourisrn operations. 

The Cree culture is a way of life. The activities form integral parts of everyday life. 
The CWAP will be run and guided by the Cree and will therefore incorporate aspects 
that are deemed appropriate. The following are only a few simple examples that will 
be developed in the Program portion of the Business Plan. (setting up camp, 
portaging, cooking bannock, sewing and Cree storytelling). The clients will be given 
the choice to watch or actuaily participate. 

ECOTOURISM ETHICS 

Ecotourism practices will be incorporated throughout the operation and the project 
will develop gradually in an ecologically sustainable manner. For Cree Wilderness 
Adventure Project this means a commitment to good environmental practices, 
especially good energy and waste minimization practices. Good environmental 
practices will benefit Cree Wi/demesss Adventure Project's bottom line and meet the 
needs of the discerning international and domestic markets. In other words good 
environmental practice is good business practice - it makes good economic sense 
(Best Practice Ecotourism, 1995, iii). 

Practices that will be adopted by Cree Wilderness Adventure Project are hniting the 
group size when leading a backcountry experience, using "Leave No Trace" 
backcountry practices and using proper human waste disposal methods while on the 
river. For more information a series of eco-tourism best practices guidelines and a 
sample code of ethics are available in the Appendix. 

ADVENTURE TOURISM 

The canoe trips offered by CWAP tit the definition given by the Canadian Tourism 
Commission. Adventure travel is an outdoor leisure activity that generally takes place 
in an unusual, exotic, remote or wilderness setting, involves some fonn of 
unconventional means of tramportation and tends to be associated with high or low 
levels of physical activity. 

According to a 1993 survey conducted by Statistics Canada, the adventure travel 
sector was actually driving the Canadian tourism industry. However Canade accounts 
for only a fraction of the North American adventure and ecotoutism market. 
Moreover, a swey conducted in 1993 revealed that 41 percent of the Canadian 
sector's capacity went unused. (Canadian Tourism Commission, 1997,3) Therefore 
Cree WiI&rness Adventure Project believes that its new environmental and cultural 
approach to adventure travel will be able to attract a significant portion of the unused 
capacity. 



EDUCATION 

To meet the needs of the new adventure traveler an educational objective has been 
included on all trips. For example clients will leam new skills such as flatwater and 
whitewater paddling, the art olportaging, '2eave No Trace" backcountry travel tips 
and safe backcountry camping skills. 

River travel was instrumental in North American history. Rivers provide a link to the 
past because clients are able to retrace the steps of our forefathers. Therefore, by 
canoeing the Rupert river with Cree guides, clients will gain a better awareness of 
Cree culture, the history of the region (before and after Eumpean contact), the flora 
and fauna along the river and the current situation. 

There is also a wonderful opportunity to foster an awareness of the environment on 
river trips. The river offers a vantage point not often experienced by the majority of 
the population. It allows access into areas not visible h r n  the fkquently traveled 
highways. Therefore the impacts of industries such as logging and hydro-electricity 
are more evident. This creates an o p p o d t y  to increase the awareness of what is 
actually happening in our "wilderness areas". Therefore a discussion of the issues 
facing the local environment will be encouraged. 

This educational component will help to differentiate Cree Wilderness Advenntre 
Project from other companies. It will also seek to broaden guests' awareness of the 
surrounding area and create a sense of stewardship for the natural environment. 

This study focuses on the initial operation. There are additional stages of developmeat planned but 
they require a great deal of additional research. The Program and specific itineraries will be 
developed during the preparation of the Business Plan. 

In order to reduce tk initial cash outlay there will be no base camp built until a later date. Traditional 
dwellings will be used both at the put-in and the take-out as well as during the multi-day trips. Initial 
research helped to continn that the high cost of either renting or building a base camp would 
essentially put the operation out of reach for the sponsors. By eliminating the construction of a 
permanent year-round facility, Cree Wilderness Adventure Project is also able to reduce its 
ecological footprint at present. This gradual approach will help to reduce start-up costs, allow time 
to research environmentally sound construction metbods to be used when a permanent facility is 
finally established and will delay construction and financial investment until the company is sure of 
its firm success. 



-- - 

The following positions are required to begin the operation. Descriptions of individual 
responsibilities will be developed m e r  in the Business Plan. 
1. Manager 
2. Trip Leader 
3. Guides 
3. Driver 
5. Support stafr 

Training will play an important role in the implication of this project. Introductory courses have 
already begun in the areas of canoeing, river safety, fint aid and guide training. 

All staff will be required to have the following qualifications: 
Cree guide certificate 

). Advanced Wilderness First Aid or above 
'r Swift Water Rescue Level I 

Solid communication and interpersonal skills 
i Teaching experience in some format 
4 A willingness to continue learning by attending staff training 



Market Analysis 

1. Existing kvel of tourist numbers 

In 1993, adventure travel operators in Canada accounted for 1, 126,826 traveler-days according to a 
survey done of 535 operators who's primary activity was adventure travel services. In the United 
States over 73 million adults have taken adventure vacations; nearly 55 million have taken an 
adventure vacation in the last twelve months. Worldwide the number of adventure travelers 
continues to grow with the growth of tourism in general. International tourism is a growing business 
that generates more than a half a billion dollars in global sales every year. Since the beginning of the 
decade, tourism has averaged annual revenue growth rates of 12.5 percent. (Canadian Tourism 
Commission, L997,2) 

2. Existing segments of the market 

Adventure travel and ecotourism together form one of the fatest growing tourism sectors in North 
America Both adventure travel and ecotourism hold appeal for travelers who are no longer happy 
with traditional vacation choices. Instead, they want excitement, an element of risk, or at least aa 
"authentic" outdoon experience. Adventure travel and ecotourism deliver on such promises. 
(Canadian Tourism Commission, 1997,3) 

2.1 Adventure Traveler 

Adventure travel products appeal to the "new" tourist - learning or growth type vacations, value 
type vacatio as, participatory, authentic. In its 1997 the Canadian Tourism Commission defined 
adventure travel as 

An outdoor leisure activity that generally takes place in an unusual, exotic, remote or 
wilderness setting involves some form of unconventional means of tramportation and 
tends to be associated with high or low levels of physical activity. (CTC, 1997,3) 

The ecotourism market both in Canada and worldwide is growing. A growing awareness of the 
natural environment, a decline in the quality and number of natural areas experienced during our 
daily lives and a desire to experience the remaining natural regions is driving the ecotourism 
trend. The market has been studied and is cunently defined by the Canadian Tourism 
Commission as 

Puposefbl travel that creates an understanding of cultural and natural history, while 
safeguarding the integrity of the ecosystem and producing economic benefits that 
encourage presemation. Ecotourism implies a scientific, aesthetic, or philosophical 
approach with a high level of interpretation. (CTC, 1997,3) 

According to research done by Pamela Wight, Tourism Development Consuitant with the Alberta 
Economic Development and Tourism travelers in this market are increasingly seeking products 



that respect the environment. They are looking for a wide range of products and experiences. 
Therefore operators such CWAP need to offer a variety of products and experiences and have 
partnerships with others that can provide complementary services. Also CWAP recognizes that 
although these individuals are interested in ecotourism, they expect to incorporate other 
experiences into their total trip. 

2.3 Cultural and Heritage Tourist 

A recent study of future trends in tourism by the Conference Board of Canada, the CTC and 
Baxter Publications states "the kind of tourism products that will hold the most appeal are those 
that add value to the individual's life experience." Cultural, Aboriginal and heritage tourism 
feature prominently among this next generation of tourism experiences with growth 
potential.(CTC, 1997) 

3. Market profile 

Tourists who are dram to adventure, cultural and ecotourism are looking for unique 
experiences that engage them actively. They also base their decisions on convenience, 
quality, and value for their dollar (CTC, 19997,S). It was noted that perhaps Canadian 
products cumntly do not always meet these criteria Therefore there is an opportunity for 
CWM to set itself apart from other operators by focusing on developing a product that 
meets the needs of its target market 

Finally, it is assumed that ecotourism involves a specialized type of travel that can be 
discriminated b m  other forms of travel through a unique set of travel motives and 
associated destinations. Chart on the following page will identify the market preferences 
and motivations for the ecotouxisrn market. 



Figwe 3 Ecotourism Market Preferences and Motivations 
ECOTOURISM MARKET PREFERENCES AM) MOTIVATIONS 

EMERGING TRENDS 

Increase in soft adventure 
Travel trade growing 

Environmental concerns a factor 
in destination selection 

Specific activities growing in 
popularity 

Increase in educational travel , 

I 
ECOTOURISM MARKETS 

General Consumers 
Interested in Ecotourism 

Preferences 
- Walking and hiking 
- Multiple activities 
- More passive activities 
- Cultural leaming/wildlife viewing 
- Touring and camping 
- Mid-range accommodation 

(hotels/motels preferred) 

-Motivations 
- Scenerylnature 
- New experiencedplaces 
- Revisit familiar places 
- Studyflearn nanue/culnue 
- Wilderness 

Source: Wight, 1996, page 9 

Experienced Ecotourism 
Travelers 

Preferences 
- Walking, hiking and backpacking 
- Multiple activities 
- Active, specialized activities 
- Nature- and water-based activities 
- Cwping - Mid-range accommodation 

(intimate, adventure types) 

Motivations 
- Scenerylnatue 
- New experiences/places - Wildlife viewing 
- Wilderness 
- Uncrowded 

1. Seasonality factors & impact on the area 
- - - - 

Adventure travel businesses are generally seasonal, only L6% of the operators surveyed by CTC were 
open twelve months a year. CWM will follow this trmd at the beginning by running trips during the 



summer and early fall. This schedule will take into account traditional activities such as spring goose 
hunting and autumn moose hunting. This is an important aspect because many of the guides 
participate in these activities. As the operation grows a variety of winter trips will be developed such 
as ski touring, snowshoeing and skidooing. The development of these trips will depend on fiture 
market research and demand. 

5. Tourists: 

5.1 Demographic characteristics 

The growth in adventure, cultural travel and ecotourism reflects fundamental demographic and 
lifestyle shifts. Many tourists are looking for enrichment rather than escape. CWAP is focused on all 
three interrelated markets. The demographics are similar in all of the areas however, the research 
consulted in determining the demographics separates the h e  markets therefore they will be 
presented as such. 

Adventure Travelers 

The demographics of adventure travelers vary with the activities sought; in general they prefer to 
travel with Wends and/or in leisure groups. This works well for CWAP because the trips will require 
a group of at least four clients. 

The trips will include cultural activities, fly-fishing and nature obsemation in order to capture a 
larger percentage of the market. The trips can be customized to a degree to meet the needs of the 
clients. Trips could potentially be designed to attract a mature clientele, families or young 
adventurer seekers. 

According to a Canadian Tourism Commission report in 1995, a summary of key demographic 
information for adventure travelers is provided below: 

Table 2 Demographic Characteristics 

I DEMOGRAPHIC CHARACTERISTICS BY ACTIVITY 1993 1 

Eco tourists 

The following figures represent the profile of the Canadian ecotourist as presented in the article 
"Canadian Ecotourists: Who are They?" by Paul Eagles and Joseph Cascagnette. Overall ecotourr*sts 
tend to show a high level of interest in their attractions and they want to see as much as possible 
during their trip. They tend to be older, more highly educated and have a much higher income than 
the average traveler. 48% tend to spend more than !§4,4,000 a year on travel. Research has indicated 
that the market will continue to grow as more people complete a post-secondary education. 



l+ Age 
The following table indicates the age distribution of the three categories of individuals in 
Canada. The younger age brackets are under-represented. One reason suggested by the 
author was that the young travelers do in f s t  have an interest in name based travel however 
they tend not to sip up for guided trips, instead they go on thei own with friends. 

Table 3 Age Comparison 
L 

Atst e 

25-34 22.9 27.3 11.3 
3544 19 22.5 19.9 
45-54 13 14.7 22.9 
55-64 11.5 11 22.1 
64-89 4.8 3.8 10.6 
70 UP 9.2 3,4 10.4 

Source: Eagles & Cascagnette, 1995.25 

3 Education 
Table 4 provides a comparison of the levels of education attained by t h e  segments of the 
population. The ecotourist group has over five times the level of university attainment than 
found in the general population. This suggests that these people are in learning mode 
throughout their lives. This finding increases the importance of providing solid learning 
opportunities on d l  the trips 

Table 4 Education levels 

Source: Eagles & Cascagnette, 1995,25 

EOUCATlON 

3 Income 
The mean household income for the ecotourists was approximately $64,000 in 1989 or 1990. 
Over one third of the population has a household income greater than 570,000. These 
findings need to be taken into account when developing products and more importantly when 
selecting marketing tools in order to successfilly reach the high-yield ecotourist. 

CATEGORY 

HIGH SCHOOL OR LESS 
SOME POST 
SECONDARY 
UNNIWERSITY 

Table 5 presents the idonnation relating to income. Please note that the figures for the 
Canadian and Canadian traveler ace h r n  1988 and that the figures for the ecotourist are h r n  
1989 or 1990. 

CANADIAN (%) - 

47.9 

24.1 
12.4 

TRAVELER (%) 

43.3 

28.7 
20.7 

ECOTOURIS;' (36) 

10.7 

23 
66.4 



Table 5 Household Income 

Source: Eagles & Cascagnette, 1995,25 

Travel expenditures 
Approximately 50% of ecotourists spend up to 34,000 a year on travel. However, many 
spend in h e  much higher range with close to 8% spending over b 12,000 a year. These 
figures are tkom 1988 and it can be assumed that the travel expenditures have since increased. 

Figure 4 Money Spent on Pleasure Travel 

MONEY SPENT ON PLEASURE TRAVEL 
BY ECOTOURISTS PERCENT . ~S2.000 

$2,000-3.999 

0 s,000-5.999 
0 56,000-7,999 
rn $8.000-9.999 
0 $1 0.000-1 1.999 

~ ~ $ 1 2 * 0 0 0  

Source: Eagles & Cascagnette, 1995,25 

Culture and heritage tourists 

The demographics of this fual category are quite similar to those addressed in the two prior 
categories, however they differ in the following mas:  

* Have a higher than average incomes, particularly among long haul travelers * Spend more money during their aips 
3 Spend more time in a given area and spend more money in the area 
B Are more likely to stay in hotels and motels, and often choose a bed and breakfast 
B Are more likely to shop 

Are more likely to be women 

5.2 LiCr cycle stage 

The 'baby boom' segment of the North American population has fireled the growth in the adventure 
travel market. According to Travel Weekly 66% of adventure travelers in the United States p r e f d  
soft adventure activities; in 1994 the number grew to 73%; anci the projection for 1997 was 76% 



(CTC, 1995,97). As the 'baby boomers' grow older their interests change. Therefore C W M  targets 
not only active travelers aged 20-34 but also offers float trip catering to the older segment of the 
population. 

CWM also recognizes the need to provide the growing number of active young families with 
products that meet their needs. By attracting and catering to young families, CWM is able to 
develop a return clientele that may continue well into the fbture. 

5.3 Purpose and method of travel 

The motivations for travel were discussed earlier in section 3. It can be assumed that the majority of 
foreign travelers and western Canadians will arrive via Dorval Airport in Montreal. From there they 
can get connecting flights directly to Chibougamou or Nemaska. Local participants from the 
surrounding communities such as Robervd, Lac St. Jean, Chapais, Chibougamou, Val D'or, 
Waswanipi and ouje-Bougoumou will most likely drive to the meeting place for the particular trip. 

5 4  Length of stay 

The majority, over 75% of all adventure excursions in Canada last more than one day. The average 
length of time an adventure traveler spends on a !ravel package is 5.3 days, according to the 
Canadian Toourism Commission in a 1995 report. 
Therefore, CWAP will offer a variety of trips ranging h m  one day to fifteen days. 

Adventure Travellers 

National averages have been used in order to get a complete picture of the origin of 
adventure travelers visiting Canada and also partly due to the unavailability of local 
data. 
Canada 
Canadians constitute the single most important market for Canadian adventure travel 
operators. 
Foreign 
3 United States travelers are the single most important foreign market. 
3 Germany 
P United Kingdom 

France 
2+ Japan 

The following table provides a national perspective on the origins of adventure 
travelers in Canada, 



Table 6 Concentratim of Adventure Travelers 

Travellers interested in culture 

PERCENTAGE OF CONCENTRATION OF 
ADVENTURE TRAVELERS 
DOMESTIC VS. FOREIGN 

3993 

Table 7 Summary of tbe market chuacteristks of populationr that could be drawn to Canada 
to experience culture, including Aboriginal tourism products. 

FOREIGN 
32.8 

30 
53.5 
31.2 
48.3 
23.9 
54.3 

38.3 

62 
41.6 
58.6 
72.8 

r 

L 

NEWFOUNDLAND 

P.E.I. 
NOVA SCOTIA 
NEW BRUNSWICK 
QUEBEC 
ONTARIO 
MANITOBA 

SASKATCHEWAN 

ALBERTA 
BRITISH COLUMBIA 
YUKON 
NORTHWEST TERRITORIES 
Source: Canadian Tourism Commission, 1995, piage 7 

Country 
of origin 
United 
States 

United 
Kingdom 

France 

OWN PROVINCE 
43.3 

8.8 
24.9 
392 
44.8 
71.5 
362 

48.4 

26.1 
42.7 
22.3 
9.4 

OTHER PROVINCE 
23.9 

6t .2 
21.6 
29.6 
6.9 
4.6 
9.5 

13.3 

11.9 
15.7 
19.1 
17.8 

Areas of interest 

Culture is one of top 4 
reasons to travel to Canada 

Natural sites, 
archeological sites, small 
towns and experience 
Aboriginal culture 
Drawn at least partly by 
Canadian culture 

# of visitors 
in 1996 
12,951,000 

70 1,000 

46 1,000 

% increase 
h m  1995 
4% 
(decrease) 

9% 
increase 

6% 
increase 

Market segment 

-Retired mature 
travellers 
-Working middle- 
aged travellers 
-Baby boomers 
Not available 

-dn!amers, 
Adventurers, 
Explorers, 
Tourists and 
c ~ m a l  tourists 



Germany 454,000 -r 
I 

Source: "Fulfilling the pron 
1997. 

6% I Not available 1 Nature and wildlife, 
increase I I Aboriginal culhw, 

increase I travellers I foreign cultures and learn 
10% 

I travellers I 
lise of cultural and heritage tourism in Canada: A discussion p 

-Middle-aged 

-older travellers 
-students 
-hlly independent 

Table 8 Participation in Natural and Cultural Heritage Activities 

Canada's cultural mosaic 
Desire to understand 

new languages 

Participation in Natural and Cultural Heritage Activities by Canadian Travellers 

?er" CTC, 

AboriginaVNative cultural event 936,000 person-trips 
National or provincial park 10,O 12,000 visits to 
Historic site 5,720,000 visits to 

I 1 

Source: 'Fulfilling the promise of cultural and heritage tourism in Canada: A discussion paper" CTC, 
L997. 

5.6 Demand factors 

Factors that influence demand are sirniIar to those that affect all sectors of tourism. 
For example the growth of both domestic and foreign tourism is dependent upon an increase in 
the amount disposable income and the overall strength of the economy. It is logical to assume 
that travel, especially travel abroad, would be one of the fmt items forgone in slow economic 
times. However, the cment value of the Canadian dollar against the US dollar is a strong draw 
for United States travellers to visit Canada and Canadian travellers to explore their country. 

The ability of operators to preserve the exceptional natural environment for fiture use will also 
have a significant effect on the demand for the products. It is for this reason that CWM is 
committed to incorporating a strong ecotourism ethic. 

3 The ability of CWAP to deliver a high quality product will probably have the greatest influence 
on demand. As well as the ability to stay c m t  in traveler preferences. 

6. Projectioas of tourbm growth 

4 According to analysts, baning another major recession, international tourism will continue to 
register healthy increases in revenue well into the next century (CTC, L997,2). 

* 37% of all i n t d o n a l  trips include a cultural component, and these types of trips are expected 
to increase by 15% annually to the turn of the cen tury... World Tourism Organization(CTC, 
1997,l) 
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9 Experiences focusing on Aboriginal culture and history are increasingly recognized as a key 
component o f  Canada's tourism offerings.(CTC, 1997,B) 

9 The potential of the North American adventure travel is huge. It is able to offer a wide variety of 
attractions and is able to draw ihm both its own domestic market and h m  those abroad. 

9 Adventure travel has shown and will continue to experience growth rates higher than the tourism 
industry as whole in the medium tern (CTC, 1995, 104) 

- 

Cree Wilderness Ahenwe Project is seeking travelers of all ages, b m  all comers of the world who 
bring with them a sense of adventure and who are looking for more than just a vacation. They seek 
an experience that will excite, educate, and inspire. This market will be accessed with partners, 
wholesalers and advertising on the World Wide Web. 

CWAP will target both foreign and domestic markets with the above characteristics. 
-Adventure travellers 
-Cultural and Heritage travellers 
-Ecotourists 

8. Projected demand for the project 

The number of adventure travel operators is growing. The simple fact that Canada has twenty 
percent of the wildlands remaining in the world is a solid indicator that as natural areas become 
scarce the demand to experience them will increase. 



Competition Analysis 

Location 

Global competition 
Competition in the adventure tourism industry must be looked at hrn a global perspective. Many 
countries are now offering products and services that cater to the adventure travel and ecotourism 
market segments. The competition is no longer the canoeing company in the next town, nor solely 
canoeing operations amund the world; instead a broader view including all of the operators offering 
adventure travel packages must be considered competition. Local operators must therefore be 
increasingly aware of international travel trends and global competition so that they can offer unique 
products that will fit with the market and be superior to that offered by the competition. 

Figure 5 Main Competitors for the Canadian Adventure Travel Industry 

1. United States - According to the World Tourism Organization the U.S. is the top destination for 
foreign travelers after France. 3,000 operations are now offering a complete range of adventure 
activities (similar to Canada) to over 9.6 million prospective customers. There are 290 canoeing 
operations with 3,625,000 clients that generate a gross fet of $102,587,500. 

2. Corto Rica - is a respected international center for conservation, 20% of the total area is 
designated as national parks or reserves. In recent years it has rezeived worldwide attention and 
has increased its promotion of nature tourism. 

3. AMca -estimated 5,000 operators offer an array of packages to eager adventure travelers. 
4. Europc - Europe is the world's most important international tourist destination, accounting for 

over 60% of world tourist arrivals. A wide range of outdoor activities are available, 
predominantly in the Alps. 

5. China - has en- the competition, hoping to capture some of the adventw travel market. It 
offers a variety of unique travel experiences. 

6. New Zealand - local operators have been developing and expanding their offerings steadily 
since the early 1980s. It is expected that New Zealand will receive over two million visitors by 
the year 2000. 

7. Australia - something for everyone. A model of successful co-operation between the private 
and public sectors in the organization and resource management of tourism. The tourism 
industry experienced unprecedented growth in recent years and made a substantial contribution to 
the nation's economic development. 

Source: Canadian Tourism Commission, 1995,5766. 

Local competition 

There are several companies that offa trips in the region. The following is a list of the operators, 
their location, their mono if advertised and a product and price description if available. It is 
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important to note that this is a list of the other canoeing companies offering similar trips in the region 
and in similar remote settings in Canada but it is not exhaustive. Realistically the competition 
extends to the operaton offering other types of adventure travel experiences. 

1.2.1 Operators running trips in Northern Quebec or Northern Ontario: 
3 Tuckamor Trips 

(8 19) 326-3602 
Canoe expedition Moisie Canyon1 5 days, $2,060 
Cross-country ski tour across James Bay, 7 days, 9 1,980 

3 Tidewater goose camp 
Moose Cree First Nation 
P.0,  Box 190 
Moose Factory, ON POL 1 WO 
(705) 65846 19 ext. 109 

3 Gunner Papamiskau 
3 Native Adventures 

1.2.4 Operators based in other similar locations or offering similar products: 
3 Great Canadian Ecoventures 

(800)667-WILD since 1976 
Canoeing, rafting, w e  observation 

3 Ecosu~ner Expeditions 
(800) 465-8884 
1 l day expeditions rafting on the Tatshenshini price 32495 

3 Esprit Rafting 
(800)596-RAFT 
rafting, kayaking, canoeing, instruction 
Canoe Canada Outfitters 
(807) 597-64 18 
Canoe expedition along voyageur route h m  French Lake to Lac Lacroix, 6 days, $2,900 

3. Black Feather Wilderness Adventure 
(800)574-8375 
Caweing the Nahanni expedition, 3 weeks, S3,495 
Mountain Equipment Co-op 

Very little information regarding the number of clients and the size of the operations was available 
because it is difficult to reach any of the operators until later in the spring. This is an area requiring 
additional research in the final Business Plan. The information above is meant as a starting point. 

Demand factors & trends 

3 There is very little published information about the local adventure travel market. Information 
provided by the Canadian Tourism Commission is generally on a provincial or national level. 

3 One trend noted is that adventwe travelers are seeking and will continue to seek more and more 
unique and intriguing packages in more remote locations (CTC, 1997,8). 



B Many of the foreign operators are vegy good and have many activities to offer. Therefore 
Canadian operators must begin to use partnetsbps in order to provide a complete product, pay 
attention to the competition, continually strive to improve their products and provide better value 
for the money in order to attract more customers away from international competition. 



Financial Analysis 

Am FEASIBILITY 
1. Summary FedbUty Statement 
2. Summary Reveaucr & Expenditures generated corn Trip Sales 
3. Summary of  Operating cosb 

B. ESTIMATES OF OPERATING COSTS & EXPENDITURES 
1. Unit Trip Cost 
2. Cost of Periphenb 
3. Other Operating Costs 
4. Capital Costs 

C. ESTIMATES OF SALES REVENUES 
D. ESTIMATES OF OTHER REVENUES 
Em ANTICIPATED CREE NATION INVESTMENT 



A. FEASIBILITY 

9 SUMMARY FEASlBlUlV STATEMENT: 5 YEARS 

IlEM 

1 Investfnant Cree Nation 

REVENUE 
2 Trip sales 

3 Sale of peripherals 

4 G m ~ l w o n w  
Less Cost of Goods Sold: 

5 Cost of trips 
6 Cost of peripherals 
7 G r o ~  Proftt 

0th.r revmw 
8 Capital grant 

9 Startup 8 operating Grants 

OPERATING EHPENDITURES 
f0 Annual operating 

11 Capital cost disbursements 
12 TOW m i n g  mrp.nd)tum 

13 NET REVENUE 

YEAR Additional 
Infomation 

2000 2001 2002 2003 2004 
I 

$ 21,255.0 -$ 5,975.00 -$ 23,493.75 -$ 13,104.31 -S 9,191.46 

$ 54,000.00 $ 85,200.00 $1 24,800.00 $1 42,800.00 $1 70,400.00 A . 2 . R e v d  
Expenditures: Trip Sales 

$ 1,875.00 $ 2,156.25 $ 2,479.69 $ 2,851.64 $ 3,279.39 c.2. E S - ~  of Sales 
Revenue 

$ 55,175.00 $ 87.3S6.25 $127,279.69 $1 45,651.61 $1 73.679.39 2+3 
I 

$ 1 8,900.00 S 28,820.00 $ 43,680.0 S 49,980.00 $ 59,640.00 @*1*udt T ~ P  wb 
$ 900.00 $ 1,035.00 $ 1,190.25 S 1,368.79 $ 1 , 5 7 4 , 1 1 ~ 2 * ~ t o f p ~  
$ 36,075.00 $ 56,501.25 $ 8 2  $ W,302.85 $1 12,466.28 4-(5+6) 

$ 10,537.50 $ - $  - $ - 8  -0.1 Estimates of ~ t h e c  
Revenue- Capital Grant 

$ 53,477.50 $ - $ - $  - $ - 0.2 ~stimatea of ~ t h e r  
Revenue- Start-up 6 
operam grant 

$103,270.00 $ 74,020.00 $ 72,020.00 $ 90,390.00 $ 90,390.00 A.3.SmmaryofOW 
Operating E x ~ i t w e s :  

$ 54,050.00 $ - $ * $  - S - B.4, Capital Costs 
$157,320.00 $ 74,020.00 $ 72,020.00 $ 90,390.00 $ 90,390.0010+11 

I 

-$ 5,975.00 -$ 23,493.75 -$ 13,104.31 -$ 9,191.46 $ 12,883.82 1+7+8+9-12 



2 REVENUES & EXPENDITURES: TRIP SALES 
1 Z S 4 3 CT 7 u 9 1V 

Trip Lmoth Tripsale Gross tvip TotalTour Grosstrip Tdps salosper ca~bp.r Prof i tp  
v.# Dascrlption of trip # Clkntr pica sales cost i n w m  per year ttineriuy Itinerary Itinwary 

I 

41) lrtl a 5  ("JJ q-3 l Wl 3x1 a-Y 

2000 Rupwt River 9 8 $1,350.00 $10,800.00 $ 3,780.00 $ 7,020.00 2 $ 21,600.00 $ 7,560.00 
Rupert River 15 8 $2,250.00 $18,000.00 $ 6,300.00 $ 11,700.00 1 $ 18,000.00 $ 6,300,OO 
R u m  River 23 8 $3,450.00 $27,600.00 $ 9,660.00 $ 17,940.00 0 $ - s - 
-2 3 8 $ 450.00 $ 3,600,OO $ 1,260.00 $ 2,340.00 4 $ 14,400.00 $ 5,040.00 

T O ~ ~ I S  S ~,Wb.oo  s wMmm- I . 
2 8 2 1 m 7  t . / s m  , 

Rupert River 15 8 $2,250.00 $18,000.00 $ 6,300.00 $ 11,700.00 1 $ 18,000.00 S 6,300.00 
Rupert River 23 8 $3,450.00 $27,600.00 $ 9,660.00 $ 17,940.00 1 $ 27,so0.00 $ 9 , ~ , 0 0  
M e w =  3 8 S 450.00 $ 3,600.00 $ 1,260.00 $ 2,340.00 5 $ 18,000.00 $ 6,300.00 

iotals 9 s a , ~ . o o  r m,azor~rr- 
zRR nupen KlVer 9 8 d g 3 2 m ~  I .  $11- I + 

Rupert River 15 8 $2,250.00 $18,000.00 $ 6,300.00 $ t1,700,00 2 $ 36,000.00 $ 12,600,OO 
Rupert River 23 8 $3,450.00 $27,600.00 $ 9,660.00 $ 17,940.00 1 S 27,600.00 $ 9,660.00 - 3 8 $ 450.00 $ 3,600.00 $ 1,260.00 $ 2,340,OO 8 $ 28,800.00 $ 10,080.00 

Totals ~1nJIlm.w 8 43,mmlS= 
d!B u u p e n n  8 . , .  , I + w 4 $413m100 I ti ? ~ 1 ~ f l ~ 1  , . 

Rupert River 15 8 $2,250.00 $18,OOO,OQ $ 6,300.00 $11,700.00 2 $ 36,000.00 $ 12,600.00 
R u m  River 23 8 $3,450.00 $27,600.00 $ 9,660.00 $ 47,940.00 1 S 27,600.00 $ 9,660.00 
-2 3 8 $ 450.00 $ 3,600.00 $ 1,260.00 $ 2,340.00 10 $ 36,000.00 $ 12,soO.00 

Totals m m o U  8 s Ir9wrUU $ 

$ s o u  102000 , I @ .  4 $ s ~ T $  I 131 , 
Rupert River 15 8 $2,250.00 $18,000,00 $ 6,300.00 $ 11,700.00 2 $ 36,000.00 $ 12,600.00 
Rupert River 23 8 $3,450.00 $27,600.00 $ 9,660.00 $ 17,940.00 2 $ 55,200.00 S 19,320.00 
-Z 3 8 $ 450.00 $ 3,600.00 $ 1,260.00 $ 2,340.00 10 $ 36,000.00 $ 12,600,00 

~ o t a ~ s  ~1- 8 . 9 ?Wm-UU 1 

Number ot days 
(11) Sale price is based on $150.00 a day, assume constant unlt costs and no discounts (section C1) 
(iii) Total tour cost details are available in section B1 
(iv) Trips per year increase is only an estimate 



3. Sumry d Other w n g  kpadbas :  Year ##DYau 24W 

$ 1,000 S to00 $ 1,000 S 1,000 S 1,000 
hdvdsing and promdon S 13,500 $ 13,SOO $ 13,500 $ 13,500 $ 13,500 
H C m P S  S 275 $ 275 $ 275 $ 275 $ 275 
6qrim mar*-& rapei'r S 2m S 2000 S zoo0 S zaoo s 2m 
Dqmiation $ 5,406 S $405 $ 5,406 S 5,405 S 5,405 
Bedtidty S 2!5OS 250$ 2 5 0 s  250s 250 
F w ~ 8 9  S 2000 S 2000 S 2aX) S 2000 s 2000 
I- S 3,000 S 31m $ 3,m S 3,000 S 3,m 
Intaw $ $ $ - $ - $ - 
Wf-3 $ l,m s 1 , m  S 1,000 $ 1,000 $ 1 , m  
maw== S 2m S 2(300 S 2000 S 1m $ 2m 
W i d  fees S 8,000 S 2 0  0 0 0 
Red S 1.500 $ 1,sOo $ 1,500 S 1,500 S 1 , m  
Salarie~and~sges S 16,m $ l6,9UI S 16,m $ 33,600 $ 33,600 
Tdefhneandk S 1,000 S 1,000 S 1,000 $ 1,000 S 1,000 
StafF Tining & rOQsdng S 28,250 S 5,000 $ 5,000 S 5,000 S 5,000 
Travel - $ 1,000 S 1,000 S 1,000 $ 1,000 S 1,000 
Vehide I- S 7,000 S 7,000 S 7,OM) S 7,000 S 7.000 
Ve)r'de operating mrts S 2500 S 250 $ 2,500 S 2500 S 2500 
W a k f s  ampwatMn inwmm S 1,890 $ 1,690 S I,= S 3,360 $ 3,360 
CUlti-~, $ $000 $ $000 $ 5,000 $ Woo $ 5 , m  
Whdeeder mmim S - $  - $  - S - 



8. Estimatas of Selected Capital & Operating Costs 

C) Food 10 oeople @ S20 day S 200.00 S 600.00 S 1,800.00 $3,000.00 
d) Fuel (see 'other operating costs) $ - S - $ S - 

r m p q  3 &.UU V T-W a V 3 a ~  a a 

1 Unit Trip Costs 
TfiP aryr 

UUIY cat  3 P 

2 Cost of Pariphemlr 
I-n -pmzm5r 

5 m * w  
video 40@S10 S 400.00 

r THKW 
7) tnese are only earnam am ba not w e  ~nto account 
discounts for large d e r s  

a) 
b) 

3 other Operating Co* 

'~uiae web 2 g u m  a $TIXI day s 2m-w 
Benefits total wge x 10% S 20.00 

a)+b) S 220.00 S 660.00 $ 1.980.00 3 3,300.00 

8)  &I* 

mnagm 1 3 i u m U @ ~ ~ ~  I 

M v e r  & 
Maintenancestaff 13wdcs@ S O O k d c  S 500.00 S 6,500.00 

I) In 2003 an extra driver is hired and the season is extended to 16 
salaries also increase to $9WM and S6OOM 



b) Madcating & Promotion 

Promotion material 
(ie- bmchures) 2000@$2.00 S 4,000.00 
Postage 2000@ $ .50 $ 1,000.00 
Magazine 
advertising (estimate) S 2,000.00 
CTC advertising S - 
Regional tourism 
guide S - 
Tourism shows $ 2,000.00 
Alliance 
advertising S 500.00 
Web-site 8 email S 3,500.00 
Miscellaneous S 500.00 

MARKETING & 
PROMOTION S 13,500.00 
I) The costs will vary according to alliances with CNM, tsprit 
Rafting 8 CTC 

c) Oapnciation 
om  tails 

capital costs stra~ght-hrte over 10 years 

d) Insumcr 
I e i l s  pnnur~ coat 

.L GW-~ ~ t c l  ~lnlrnurn premium -7 # m  

Profeuionat 
a) Fen 

om Cost c 
easiblltty Wudy 

Business Plan $ 5,OOO.OO 
Marketing Plan E 1,000.00 $ 2000.00 

f) sita Dovdopnrmt 
I-rN p n u a l  COW 

5 - 
Portage clearing S - 

I) them items will be indudd in other existing programs 



g) Staff Training 
1-8 I 

Wilderness first aid 40 houri ovw Sdays $ 7,000.00 
Swiftwater rescue $2250/day x 5 $ 1 1,250.00 

Canoe Instruction $lOO(day per boat xl0days $ 10,000.OQ 

Corn S 28,250.00 $ 5,000.00 

I) The estimated cost of training is based courses previously offered in the 
communities. A set training budget is allocated to the subsequent years for 
staff upgrading. 

4 Capital Costs 

a) Trip Equipment 
om 

Canoes 
Paddles 25@ $40 S 800.00 
Lifejackets 2- wI S 1,250.00 

stoves, sleeping bags, first- 
Cam ping aid kits, kitchen kit, repair kit 
equipment etc. S 10,000.00 
Canvas for tents 8 tipis S 5,000,OO 

$ 34,0~.00 

b) Office Equipmrnt 

Office furniture S 2,500.00 
Computer 8 
modem S 4,000.00 
Printer, scanner, 
software S 2,500.00 
Renovat ions S 1,000.00 
EQUIPMENT $ 20,000.00 

Note: Assume that 75% of Capital Costs are recoverable from 
Grants. Please see "Potential Capital, Start-up,& Operating 
Grants" 



1 Trip Salrr 
Similu axirting Daily Sale 

Pricing: operations Pricm 
Native Adventures(Canoe e $ 175.00 
Tuckamor Trips (Ski tour) % 285.00 
Tuckamor Trips (canoeing) S 1 37.00 
Maim Sport Outdoor School $ 160.00 
Great Canadian Ecoventure $ 24 5.00 
Esprit Rafting(canoeing) $ 1 15.00 
Canoe Canada Outfitters(Ca S 300.00 
Black Feather Wilderness A % 166.00 
Canadian Recreational 
Canoeing Association $ 256.00 

summary or D ~ I I ~  $a# rnce 
Mean S 20 4 .OO 
Median S 175.00 
Minimum $ ? 15.00 
Maximum $ 300.00 
Count 9 

I) Pricing was deterrn ined by analyzing existing operations. 
CWA is able to offer a unique product that includes a cultural 
component that may not be present in all of the others. A 
conservative estimate of $150.00 lday was used to calculate 
the sales. 

ii) For purposes of the Feasibility Study there was no 
discounting (ie.multip(e days or advandced booking) 
iii) Details see A.2.Revenues & Expenditures: Trip Sales 

Video 2S@S25.00 S 625.00 

I) it is assumed that everyone would buy a t-shirt and that half 
would buy a video because of potential clients being couples, 
they would only need one copy of the video. 



D. Estimates of Other Revenue 

1 Capital Equiprnont Grants 

Business 
Canada 

Office Equipment cost X75% S 15,000.00 
L-- P 

2 Start-up and Operating Grants 

 mount Agency 
s b,ooo.oo rounsme 

studies Quebec 
Training total cost? S 28,250.00 CHRD 

Aboriginal 
75% of remaining costs Business 

Project Costs assdated with project S 20,227.50 Canada 
OF OPERATING s m,m.so 

E. Anticipated Project Investment from the Cree Nation 

1 Capital Equipment 

am 1-18 
~ n p  Equ~pment cost x 2596 
Offlce Equipment cost X 25% S 5,000.00 

2 Start-up and O-lng Costs 

I 

Development 
studies 

perhaps cost wii be 
Training covered? S - 

25% of remaining costs 
Project Costs associated with project S 2,742.50 

[,- 

SUMMARY 

START-UP & OPERATING COSTS $ 7,742.S 

9 rnls IS Dam on me assumption mat me above grants am avbi~ab~e. 



F. RECOMMENDATIONS 

The financial analysis led to the following conclusions and raised the following questions: 

I. Ownership 
The project is an opportunity to combine a tourism operation with programs that would serve the 
local community. However, the question of ownership needs to be addressed. There are several 
options: 

3 Private operator-The project could be turned over to an individual community member. 
This may make it difficult to combine community needs with commercial client needs. An 
individual may have more success in obtaining equity financing but may have trouble with a 
personal contribution. 
Community-The Cree Nation of Mistissini could own and operate the program. This would 
involve hiring a manager for at least part of the year. Perhaps an agreement similar to the 
fishing camps could be reached, whereby the community would own the assets but an 
individual would run it. 

3 Three commuaities-There were three communities involved in the initial whitewater d i n g  
project; Cree Nations of Waskaganish, Nemaska and Mistissini. This option would involve 
investment from the three communities, all would be involved in the project. This would 
allow the benefits of the project to contribute to the economic development of all three and 
training could involve members fiom all communities. There would need to be one main 
oftice in one c o m m ~ t y  to manage the project. In order to cut costs, it is suggested that 
Mistissini be considered for the main office due to its proximity to both the reception area of 
Chibougamou and the proposed staging areas of Mistissini Lake and Mesgouez Lake. 

2. Cogt of  project vs. Community benefits 
The costs ofimplementing this typeproject are high, although they are more reasonable than the 
initial whitewater rafting proposal. This plan tries to maximize resources that exist in the 
communities and spread the economic benefits throughout the community thereby offsetting the 
costs, 

3 An individual in Mistissini owns a fleet of canoes and the Cree Nation of Nemaska also owns 
a fleet. These are only used part of the time, therefore the project could rent the canoes 
instead of buying them. This would cut costs and spread the economic benefits throughout 
the community. 

3 There are talented canoe paddle makers in the communities, therefore the paddles could be 
ordered fiom local ctaftsmen. 

3. Training 
The cost of training staff is high. The cost included in the feasibility analysis is only an estimate 
based on the cost of courses offered last summer and does not include recreational instruction comes 
off& to community. There are opportunities to seek hding for human resource development 
through the Cree Human Resource Development to offket the cost of Wnhg. 

4. Marketing 



Marketing will rely on partnerships with both Esprit Rafting and ideally a wholesaler. It is also 
important to try to cooperatively market tourist products both at the local level and the regional level. 
For example the cost of tradeshows are extremely high, so much so that they are out of reach of smdl 
operators, therefore it was assumed that one representative could attend with the Tourism Sector 
representative thereby decreasing the cost. 

5. Site Development 
The river is already used by youth for summer canoe programs, therefore there is an opportunity to 
combine resources. Perhaps the portages and campsites required for the commercial Rupert River 
trips could be cleared gradually by the youth groups. This should begin during the summer of 1999. 

Conclusions: 

The Cree Wilderness Adventure Project is reasonable in scope. It offen opportunities to develop 
sltills for both staff and community members. The same hfbtnrcture can be used for commercial 
client trips as for community members. 

It is difficult accurately forecast sales when this type of tourism business because the level of sales 
depends on the program delivery and the effectiveness of the marketing. There are many variables 
such as price of any given trip, number of potential clients, the minimum number of clients that you 
need to run a trip or how will partnerships effect the level of sales? Therefore this is only the first 
step towards determining the forecasts. 

The next step, once the project is approved is to develop a Business Plan that fUrther researches the 
associated costs. For example suppliers could be approached to offer discounts and partners could be 
contacted for their input. Also the sales projections could be reviewed with operators in the industry 
to solicit their opinions. 

The project has the potential to draw visitors to the Cree communities. The communities will serve 
as staging areas, therefore the economic benefits associated with the project will be felt Also the 
majority of the trip will be spent on the river so that the tourism impacts in the communities will be 
reduced. 



Regional Analysis 

Planned DeveIopment and possible impact on tourism in the area 

In 1975 the James Bay and Northen Quebec Agreement was signed between the Cree, the federal 
government and the Quebec government. It allowed Quebec Hydro to proceed with the first phase of 
the James Bay Hydro Project in exchange for a financial settlement. 

It did not however permit the second phase. It is this second phase that concerns the project. It 
proposes to divert and flood parts of the Rupert River and it tributaries. This would destroy an 
important natural, cultural and tourism asset. The implementation of the CWAP must be done 
efficiently in order to establish itself before it is too late. 
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APPENDIX B 
Best Practice for Ecotouxism 

The following information is taken &om the publication Best Practice Ecotourism - A Guide to 
Energy and Waste Minimization distributed by the Office of National Tourism Australia Many of 
the practices were modified to fit with CWAP initial operation. Many o f  the examples may seem to 
be obvious although it was seen as a focus of the operation and therefore merited inclusion. 

1. Reaaons for choosing energy and waste minimization practices: 

o Good environmental practices benefit a company's bottom line and meet the needs of discerning 
international and domestic markets. 

CI The option to include them in promotional literature. 
a The ability to use them as a basis for magazine stories, articles in local papers and more 

importantly as an educational tool to increase awareness of the possibilities. 

2. Strategies which con help to ensure a positive response from clients: 

Q Keep clients well informed as to the reasons why the practices are being used. 
o Provide the client with explanatory information in advance so that the client will know what to 

expect and the reasons why certain practices are wed. 
CJ Provide feedback on performance, including comparisons of current performance against 

previous performance, so clients feel a sense of achievement end participation. 
o Focus on practices that deliver significant environmental benefits. 

3. Consideradom: 

D The biggest opportunities to save energy usually occur during the design, construction, 
refurbishment and replacement stages. The decisions taken at these stages can lock in long-term 
energy efficiency or inefficiency and influence the environmental impact of energy use for many 
years. 

4. Steps involved in minimizing waste: 

o Identlty and quanm waste streams. 
Some understanding of what the wastes are, how they arrive at a site and what 
function they play is needed. 

o Reduce the consumption of raw materials that generate wmtt. 
For example buy in bulk when purchasing food for the trips and avoid over packaged 
items. Also stay up to date with maintenance schedule to prolong the life of 
equipment. The use of self contained toilets on the river so that all the waste is taken 
out of the backcountry. 

Q Re-using materials increages tbt number of times a product is lgcd before disposal thereby 
reducing consumption. 
For example sturdy plastic camping utensils and plates will be used repeatedly instead of one- 
time use paper plates. 



Recycling Invoives recovering materials that would othernhe be thrown away and 
reprofesslng them into useful pmducts. 
An example would be to separate the recyclable items, collected throughout the day every 
evening aftet supper. Clients could be included in the process and the operators would be 
providing a positive "lead by example" message. Taken one step further, clients may continue 
the practice of recycling at home. 

Another example of recycling comes in the form of cornposting the organic material collected 
during a trip. This can later be used as a soil conditioner or nutrient source. 

U s 4  products made from recycled mterWs Yeloses the loopw by creating markets for 
recycled materials. 
CWAP will be committed to buying products made fmm recycled materials such as paper for 
flyers and office communications and toilet paper on the river. 

Litter ir not simply an aesthetic problem - it is a waste of material mources. 
Our rivers are being used by more end more people, therefore CWM would like to encourage 
staff and clients to leave a site cleaner than it was found. 
Clients and staff will respect the sensitive riparian environment by not using harmful detergents 
and by using biodegradable soap when absolutely necessary. 
All gray water will be disposed of at least 50 meters from the water and scattered over a large 
area so that it filters through the soil before returning to the stream. 

Use transport more efficiently. Transport is the major energy impact of tourism. For tour 
operators, it L the main direct energy impact. 

Staff will be encouraged to travel to the site together and transportation for clients will be 
included in the price of the trips. Therefore the number of vehicles used will be reduced. 
As soon as it is financially possible a diesel minibus will be purchased to nanspon clients and 
staff. 

"A nine to eleven-seat, diesel minibus uses about as muchjbel as an average sLr 
cylinder car. " 
"Did-powered vehicles are 20 to 40 percent morefLel e m e n t  than their 
petrol counterparts. '" 

All vehicles will be maintained for optimum vehicle performance and driven for fbei-efficiency. 



APPENDIX C 

I An Exampk of a Potential Code of Ethics for Operators and Visitors 

O It should not degrade the resource and should be developed in an environmentally sound manner. 
.Cc It should provide first-hand, participatory, and enlightening experiences. 
.O It should involve education among all parties - local communities, government, non- 

governmental organizatioh industry, and tourists (before, during and after the trip). 
It should encourage all-party recognition of the intrinsic values of the resource. 

9 It should involve acceptance of the resource on its own terms, and in recognition of it limits, 
which involves supply-oriented management. 

.O It should promote understanding and involve partnerships between many players, which could 
include government, non-governmental organizations, industry, scientists, and locals (both before 
and during operations). 

O It should promote moral and ethical responsibilities and behaviour toward the natural and cultural 
environment, by all players. 

Q It should provide long-term benefits - to the resource, to the local community, and to industry 
(benefits may be consewation, scientific, social, cultural or economic). 

9 It should ensure that underlying ethics of responsible environmental practices are applied. 

Source: Wight, 1995, page 6 
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Executive Summary 

Company Sbtw 

The Cree Wilderness Adventure Project (CWAP) is currently sponsored by the Tourism 
Sector of the Cree Nation of Mistissini. It is not yet in operation but training is scheduled to 
begin in summer of 2000 with commercial trips beginning in 2001. The marketing strategy 
will be formalized in the spring and summer and will be ready for implementation during the 
fall winter 2000/2000 1. Up to this point, considerable planning and product development has 
been completed and the project has incredible potential to generate revenues and benefit the 
community. 

Mission Statement 

The Cree Wilderness Adventure Project is a Native tour operator guided by a strong 
ecotourism ethic and dedicated to providing a superior quality of service to a growing market 
of travelers looking for an authentic and rewarding experience. 

Management 

The project is currently under control of the Tourism Sector of the Cree Nation of Mistissini. 
Robin McGinley has been hired on contract to develop a feasibility study and a Business Plan 
that are required to implement the project. She has experience in the adventure tourism 
industry and is currently completing a planning degree at a post-secondary institution. Due to 
the fact that the project is still in the developmental stages, no manager has been hired at this 
time. 

The CWAP's product is highquality canoe trip packages that include four components; 
Nature, Culture, Adventure and Education. The trips will take place on the Rupert and 
Chalifour Rivers located in Category I and I1 lands subject to the James Bay Agmment, and 
the Aibanel-Mistassini-Waconichi Wildlife Preserve. The CWAP will also offer custom 
trips when required on any of the surrounding riven and will continue to research new routes 
in the region. 

Product Benefits 

Canoeing is a truly Canadian pastime and the best way to experience the adventure is with the 
help of Canada' first people who have traveled the country's waterways for centuries. 
Therefore the primary benefit of CWAP trips is their ability to provide guests with a unique, 
authentic, quality experience. "A trip of a lifetime". 

Due to the variety of rivers and lakes, the CWAP is able to offer a variety of trips from a 
weekend getaway of 3-days, to a 5-day trip down the Chalifour to the longer 1 1-day trip 
down the historically significant Rupert River. All will include the basic components, and 
are accessible to all ages and abilities. 
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Market 

Canoeing is growing in popularity along with an increased awareness and enjoyment of other 
outdoor activities by mainstream society. Canoeing is an accessible activity that can be 
relaxing or exhilarating depending on the environment and it allows participants a unique 
mode of transport to view the nature and wildlife in the territory. Therefore it is an excellent 
activity for the growing 'bbaby boomer" segment of the population who is w longer happy 
with the traditional vacation choices. Instead they are looking for a quality, authentic 
outdoors experience. The CWAP intends to establish itself as a Native tour operator capable 
of providing such a quality product, thereby differentiating itself from solely canoeing 
operat ions. 

In recent years, several small operators have begun offering trip in the region, in close 
proximity to the Cree territory. They are still small and are not able to offer a cultura1 
component therefore the CWAP will be able to cater to a niche market interested in adventure 
and culture. Several of the other Cree a d  Native communities offer cultural tourism 
products. However the CWAP will strive to form partnerships with them because it 
recognizes that the true competition comes &om the multitude of ecotourism products outside 
of Canada and that the best way to compete on the global market is to establish partnerships 
in the local region. 

Financial Vfrbilty 

There is a significant market for the CWAP product and although the initial costs of training, 
start-up equipment and marketing are high, there an grants available to help defer these 
initial costs. Training appears as a separate budget in Attachment D because is will provide 
staff for other local enterprises, including the CWAP. Once the operation is up and running it 
is expected to begin turning a profit in its third year of operation. This is according to the 
revenues (Sales) less expenses, not including the grants and initial investment. The CWAP 
will have capital assets of $80 000.00 (canoes, trailer, camping gear and office equipment). 
The manager will receive a starting annual salary of $20 000.00 for a six-month contract. 
Guides and support staff will be hired on contract as required at a rate of S 120.00 for the head 
guide, 190.00/day for the assistant and S L2h for support staff. 

The CWAP is offering a high quality product for which there is a growing market, identified 
by the Canadian Tourism Commission. This growth will help the CWAP realize increased 
sales in the years to come by increasing the capacity of the initial trip offering and by adding 
additional packages as the market demands. Overall, the profitability of the company looks 
excellent using the present assumptions and projections. See "Financial Section" in the 
Business Plan. 
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The CWAP will require an investment from the Cree Nation of Mistissini to match the finds 
provided by the Cree Human Resources Department (CHRD) @lease refer to the training 
budget in Attachmeat D) and Aboriginal Business Canada (ABC). 

Tke Cree WI"1dkmess Adventure Project is seeking: 

A $32,000 loan with a five-year tern from the Caisse Populaire 
An investment of S 25000 fiom the Cree Nation of Mistissini 
Financial support S 83,000 in the form of a grant tiom Aboriginal Business Canada 
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The Company 

I. Origins 
The Cree Wilderness Adventure Project (CWAP) has been an ongoing file for the Cree 
Nation of Mistissini (CNM). It was first introduced as a whitewater rafting company when 
several outside entrepreneurs fhm the United States had a vision of starting a rafting 
company on the Rupert River and approached the Cree for support. An initial recomaissance 
hip took place during the summer of 1993 and a Business Plan followed outlining the 
required investment. The amounts requested were high and the management of the company 
rested with the American entrepreneurs. Therefore, due to the risks involved there was no 
movement on the file. 

During the summer of 1998, the file was reviewed and several recommendations were made 
on the direction of the project. First, it was believed that outside management would not be 
needed, although partnerships could prove beneficial once the company was started. Second, 
canoeing instead of whitewater rafting would focus on the capacities and traditions already 
present in the community. Third, the training ought to be done by both local Cree paddlers 
and outside professionals who would be able to provide local guides with industry wide 
certifications. Therefore, the CWAP is designed to focus on the strengths and the culture of 
the community, increase the capacities of community members by including a comprehensive 
training program and provide tourists and community members with an opportunity to canoe 
the rivers of Eeyou Astchee. 

ii. Mission Statement 

The Cree Wildemess Adventure Project is a Native tour operator guided by a strong 
ecotourism ethic and dedicated to providing a superior quality of service to a growing market 
of travelers looking for an authentic and rewarding experience. 

iii. Objectives 

For thousands of years, the C m  of James Bay have traveled and lived on the land; this is the 
Cree way of life. It is important that development does not compromise this way of life and 
where possible it ought to enhance it. Responsible tourism development in Mistissini should 
also conform to the mission statement outlined in the Mistissini Tourism Working Document 
(MTWD). 'To provide social and environmental tourism at a profit through sustainable 
tourism" (MTWD, 1994). Therefore the CWAP program will be compatible with the goals 
and objectives in the MTWD. 

Northern Quebec, Eeyou Astcbee, with its vast natural environment, offers a variety of 
recreational opportunities. In the summer canoeing is one way to enjoy the scenery dong the 
miles of waterways found in the territory. Increasingly more visitors are coming to the 
region, primarily h m  the northeastern United States to visit the North. They enjoy activities 
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such as fishing and canoe tripping and are curious to leam more about the Cree culture. 
Therefore the Cree Wilderness Adventure Project (CWAP) is designed to offer visitors an 
opportunity to experience the Cree way of life out on the land, led by knowledgeable Cree 
guides. 

The CWAP will concentrate on the following four objectives: 
1. To offer high quality packages to attract the demanding high-end markets 
2. To provide employment opportunities for local community members 
3. To develop a training program to ensure the safety and enjoyment of guests and hosts 
4. To promote canoeing as a recreational activity within the community 

iv. Current Status 

At present the CWAP is in the beginning stages of development, although considerable work 
has already been invested in the project. Extensive industry and market research was 
conducted in order to identify trends and current developments in the areas of ecotourism, 
edvenhue tourism, nature-based tourism, culturaf tourism and the Native interest travel 
market. This research was used to develop a detailed feasibility study and provided the 
background information for this busimss plan. 

During the summer of 1999, the manufacturers and suppliers of boats and essential 
equipment were contacted and prices were obtained for the larger items. The training 
program was developed with the trainers from Rescue 3 and Wilderness Medical Associates 
and a proposal was submitted to the Cree Human Resources Department (0). The 
training although scheduled for the summer of 1999 was rescheduled for summer 2000 due to 
financial constraints. Therefore, the commercial operations have been postponed until the 
following summer. There is however an opportunity to take one or two groups that have 
already expressed an interest, down the Rupert River in August 2000 after the initial training 
is complete, these trips will include a familiarization tour for potential wholesalers and 
adventure writers. 

The unforeseen delay will allow the CWAP to work out the details and expand the marketing 
initiatives outlined in this document. The promotional materials will be developed during the 
first half of200 and will include a web site, pamphlets and other promotional tools. The 
remainder of the time will be used to advertise the guide-training program and a thorough 
selection process will be used to select the best possible candidates. 

2. Organization of the Company 

. 
I. Legal and Financial Status 
The CWAP is a pilot project sponsored by the CNM and is not yet registered in the Province 
of Quebec as a company. The main office is currently at the Isaac Shecapio Sr. Building in 
the Tourism Sector, however this is subject to change once the new Tourist Lodge is 
consa~cted or the ownership is transferred to an individual in the community. 
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i i .  Share Structure 
The current sponsor is the CNM; as such they are the sole shareholder. 

iii. Management 
The Economic Development Department is currently overseeing the project, through the 
Tourism Sector. Robin McGinley was hired on contract to develop the feasibility study and 
the business plan. The decision regarding a management structure has not yet been taken, 
however discussions on the topic are currently taking place. 

iv. Roles 
Robin McGinley has assumed the responsibility for the planning and development of the 
project up to the completion of the Business Plan. After such time a manager will need to be 
hued to ensure the implementation of the plans. The following required positions will be 
filled using the standard selection process at the CNM; they include Manager, Booking and 
Inquiries Receptionist, Guides, and Suppon staff. 

v. Role Descriptions 
Manager: The manager is responsible for all the financial, administrative and marketing 
concerns. Both a solid base of business administration skills and experience in the 
tourism/semice industry are required. 

Booking and Inquiries Receptionist: This important position will require a person with 
exceptionally good communication skills combined with excellent organizational skills. 
When the new lodge is built the towism information center will hire this individual to serve 
all of the local operators. 

Guide: The guide's position is a challenging job requiring people skills, technicai expertise, 
solid judgement and experience-based decision-making skills. Successful completion of the 
training program will be required 

Support StaE The support staff are essential to the smooth operation of the company. They 
are responsible for jobs such as pick-ups and drop-offs, food pack-out, and client requests 
while in the community. Participants of the training program will be offered support work if 
then are not enough trips for all of the guides to work. 

vi. Personnel Policies 
An employee handbook will be developed outlining the policies and procedures developed 
based on those of the CNM and other operators such as Outward Bound and Esprit Rafting. 
These will be discussed with each mw employee upon employment. The policies will 
include but are not limited to eventualities such as layoffs, termination, sick leave, 
grievances, discipline, holidays, working conditions and salary scales. 
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vii. Contractors 

In the event that work is contracted out to another guide or company, the contractor will have 
to sign a written Contractor Agreement with the CWAP. See Attachment A. Contractor 
Agreement. 

3. Stmhgy ibr the Futum 

i. Where is the Company Going? 
The long-tern goal of the CWAP is to become a viable, well-known Cree cultural tourism 
operator able to attract a global market due to the quality and authenticity of the trips. Within 
the next two years a client list will be developed and additional packages will be developed in 
the b e  to meet the ever-changing needs of the market. Research has shown that operatoa 
that are able to diversify their offerings have better capacity utilization and generate higher 
profits (CTC, 1995). Therefore the program base will be expanded to include canoe trips in 
other areas such as the Chalifour and Temiscamie Rivers. The CWAP will continue to work 
with other operatoa and other tourism files to increase the diversity of packages to include 
activities such as white water rafting and sea kayaking, and winter packages that include 
snowshoeing and snowmobiling. Custom packages will be available for groups requesting 
certain activities or requiring a specific timeline. The long-haul overseas markets will be 
attracted by aggressive marketing techniques leading to a global client base for the CWAP. 

The CWAP is committed to developing a quality guide-training program that will lead to the 
establishment of a guide school. There is currently a market for a Native company to provide 
a Native guides training program that is delivered h m  a community perspective. Therefore, 
the CWAP would like to work towards developing its staff to be leaders in the guiding 
industry and potentially trainers of those interested in entering the profession. The goal is to 
develop a guide certification process that includes cultural and technical skills specific to the 
context. This will set the CWAP and other local operators apart from the competition. If the 
process is acceptable to the other Cree communities, it is hoped that the CWAP would 
expand to be a tourism-training center for the region. This will give experienced local guides 
the opportunity to become trainers and will increase the tourism capacity in the community 
by reducing the reliance on southern trainers. 

The CWAP will operate all trips under a policy of environmentally and culturaily friendly 
guidelines, specific to the territory. It will strive to meet both the commercial goals and the 
community goals by providing community members with the opportunity to get involved. It 
will offer courses to the community including introductory, intermediate and advanced 
canoeing lessons, safety courses and trip planning workshops. 

ii. Company Strategy 

The initial research has identified a variety of channels to access the target markets located in 
the south. A web site will be developed and linked to related sites such as the Canadian 
Tourism Commission, the Canadian Recreational Canoeing Association and the CNM 
hornepage. Advertisements will be placed in publications aimed at the domestic target 
markets such as Kanawa, Live the Legacy, and Voyageur. The CWAP will also work closely 
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with other local operators, the Toutism Sector and regional tourism associations to help share 
the high costs of marketing* For example representatives from the Tourism Sector and local 
operators can go to trade shows together, thereby sharing the associated costs. Brochures will 
be produced and included in the information packages that are distributed by the CNM, they 
will also be available for distribution to wholesalers, travel agents and visitors at trade shows. 
An ongoing evaluation system will be implemented to improve and modify existing 
marketing strategies and overall product delivery. This will include an outgoing survey of 
the client's overall experience, including recommendations and e ffoctiveness of advertising. 

Flexibility and adaptability will help the CWAP to take a pro-active approach to the ever- 
changing tourism markets. The commitment to quality, and excellent customer service will 
be crucial to the success and growth of the company. This will be emphasized during the 
comprehensive training program offered during the summer of 2000 and will be included in 
all in-house training. It will be important to include respect and professionalism within the 
company's culture both between staff and guests but also between staff members. 

When required, the company will access support fiom professionals such as accountants, 
lawyers, advertising agencies, web site designer, graphic artists, business coasulting firms, 
bankers and other business associates, 



The Product 

1 Product hscipdlon 
The CWAP provides reliable, market-ready tour packages to meet the demand of both 
domestic and international travelers looking to experience Native culture in the natural 
environment as well as visiting a contemporary community. 

The CWAP offers both market-ready and custom canoeing packages for individual and 
groups to experience the Cree culture out on the land. The packages begin and end in 
Chibougamau and include accommodation and meals, all transportation to and fiom the put- 
in and take-out, all required permits and professional guide service. Assistance will be 
provided to visitors needing to book flights from southern centers such as Montreal, 
additional night's accommodation, airport service etc. 

All packages will include the following four components identified as key in the initial 
market research: 

The Nature component that will include explanations of the flora, fauna and geology of 
the local region while out on the land fiom both a Cree and a western perspective. 

The Cultural component that will highlight the traditional and contemporary Cree culture. 
Activities such as visiting archeological sites, leaming about Cree place names, learning 
how to carve or sew and sampling smoked fish will be included in the trip subject to 
availability of local resources. 

Adventure component will be centered on following traditional canoe routes such as the 
Rupert River, hiking along portages used for thousands of years and simply living in a 
foreign environment. 

The educational component will be taught both by observation and by actual lessons 
when applicable. For example all of the trips will begin with an introduction to basic 
canoeing skills and the first few portages will begin with a demonstration and explanation 
of the proper technique. 

The CWAP is also committed to providing services to the local community. For example all 
levels of canoeing instruction, organized weekend trips and longer youth or adult programs 
will be developed subject to need and availability of staff and equipment. These services 
will help to increase the utilization of the equipment when the tourist season is slow and will 
help encourage a heathy alternative to sedentary activities. Also they will help develop 
tomonow's guides. 

2 Positioning 
The CWAP is positioned to offer highquality experiences to the ever-expanding ecotourism, 
adventure and cultural tourism markets. Adventure travel and ecotourism together form one 
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of the fastest growing sectors in North America, the lack of entry barriers to the industry has 
led to an increase in the competition, however due to the distinct nature of its product the 
CWAP has a competitive advantage. 

The CWAP is positioned to offer an authentic experience because it is not controlled by a 
non-Cree company that could potentially force the product to be molded to fit external 
goals and it was developed according to the mission an goals stated in the Mistissini 
Tourism Working Document. According to the research, Aboriginal tourism cwently 
consists of Pow wows, interpretation and ecotourism, and there are a significant number 
of outside operators who run trips in wilderness areas near or in the traditional territories 
of First Nations. These offer few benefits and may include non-natives interpreting the 
local culture (Peter Kapas, Native Cultural Tourism in Ontario, Northern Ontario Native 
Tourism Association). The CNM does not want this and is hoping that the quality and 
authenticity of the trips will enable the C WAP or other Cree owned businesses to be the 
sole operators offering a Cree cultural experience. 

The Cree culture is distinct from the Ojibway, Montagnais or other Native cuitures and 
Mistissini's attributes are different from those of other Cree communities in the region. 
Therefore the product is positioned as unique and this is what tourists are looking for 
according to the Canadian Tourism Commission research (CTC, 1997). 

Tourism in Mistissini must be sustainable according to the MTWD; this is taken to 
include environmental, cultural and economic sustainability. Therefore the CWAP will 
be positioned as an environmentally responsible operator and will include practices that 
will reduce the impacts of the trips. These will include but are not limited to low-impact 
camping techniques, slow and progressive growth, and development of visitor guidelines 
and limited group sizes. 

The trips will take place in remote locations, and therefore risk management becomes 
crucial to prevent incidents and to deal effectively with accidents if they occur. Therefore 
the guide training includes certifications far above the national standards of the industry. 
This combined with their knowledge of the land will allow the CWAP to advertise 
exceptional stafT This professionalism will contriiute to company's position to provide a 
high quality experience. 

These attributes will help differentiate the CWAP fiom the competitors and will enable the 
company to capture a significant market share. Customer satisfaction will be paramount and 
it is hoped that %ord of mouth" will lead to an increase in fitwe sales and return clientele. 

As recommended by the research, the CWAP will start with a higher quality and moderately 
high pricing strategy (Cloutier, 1998) than the competition to give it the appearance of being 
a well-established business. This will allow the CWAP to focus on maintaining rather than 
worry about increasing its positioning in the market. This position will force the CWAP to 
effectively plan for the entire operation and focus its resources on exceeding customer's 
expectations of a Native tourism operator. Chart A- 1 is a graphic representation of the 
CWAP product positioning. 
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Chart A-1 * The CWAP Pmduct Position 

High Quality 

3. Market N d s  tbr the Product 
International tourism is a growing business that generates more than half a billion dollars in 
global sales every year. Since the beginning of the decade, tourism has averaged annual 
revenue growth rates of 12.5% (CTC, 1997). Adventure travel and ecotourism together form 
one of the fastest growing tourism sectors in North America (CTC, 1997). The World 
Tourism Organization has estimated that 37% of all current trips have a cultural element in 
them, and that travel of this kind will continue to grow at a rate of 15% annually to the end of 
the century (Bayswater, 1993 in Williams and Dossa, 1995). In Canada, "it is apparent that 
the market for aboriginal travel products and services are at an embryonic but promising 
stage of development (CTC, 1995). 

High Price Lowpricc 

This data describes the potential for the markets selected by the CWAP, adventure travel, 
ecotourism, and cultural or native tourism. From a marketing perspective, it is a good time to 
get involved in the industry because there is a strong growth rate; few quality products on the 
market and the current markets an seeking the authentic experiences that the CWAP offers. 

Low Quality 

Ftuthermore, canoeing is an excellent con activity because it is not as physically strenuous as 
others are such as whitewater kayaking, rock climbing or white water rafting. Therefore it is 
accessible to the large "baby boomer" segment with the resources and interest in ecotourim. 
In a few hours guests can leam the padding skills required to enjoy the activity and by the 
end of a longer trip will be confident in their abilities. There is also a growing demand for 
activities available for young families and once again canoeing has been recommended as an 
excellent option due to the adjustable difficulty level. 

Competition * 
v 
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The Market 

1. Market Statlsttcs 

While native-based tourism is assumed to have substantial latent appeal in some domestic 
and international long haul pleasure travel markets, there is limited empirical research 
available (Williams and Dossa, 1995). Therefore, this market analysis will begin with 
information regarding the related segments to identify the size of the market, trends and 
estimate growth rates. A summary of the potential Native-interest markets based on the 
limited research will be incIuded at the end of this section. 

. 
I. Size of Market 

These segments are directly related to the CWAP and the statistics available help to identify 
trends that will undoubtedly influence the success of the CWAP. Therefore the segments are 
described below to facilitate any additional references. 

Adventure Traveler 

Adventure travel products appeal to the "new" tourist - learning or growth type vacations, 
value type vacations, participatory, authentic. In 1993, a survey of 535 operators who's 
primary activity was adventure travel services indicated that the potential market for 
adventure travel in Canada is huge and that adventure travel operations accounted for 1, 
126,826 traveler-days (CTC, 1995). In the United States over 73 million adults have 
taken adventure vacations; nearly 55 million have taken an adventure vacation in the last 
twelve months. Worldwide the number of adventure travelers continues to grow with the 
growth of tourism in general. International tourism is a growing business that generates 
more than a half a billion dollars in global sales every year (CTC, 1997). The market is 
there, and the CWAP must act now to establish itself in this growing industry. In its 1997 
report entitled Adventure Travel & Ecotourism: The ~hallenie   he-&, the ~anadian 
Tourism Commission defined adventure travel as: 

An outdoor leisure activity that generally takes place in an unusual, exotic, 
remote or wilderness setting involves some form of unconventional means of 
transportation and tends to be associated with high or low levels of physical 
activity. 

The ecotourisrn market both in Canada and worldwide is growing. A growing awareness 
of the natural environment, a decline in the quality and number of naaual areas 
experienced during our daily lives and a desire to experience the remaining natural 
regions is driving the ecotourism trend. A Canadian smdy found a potential ecotourism 
market of 13.2 million tavelers in only seven major metropolitan areas in the United 
States and Canada (Patterson, 1997). In the United States, S 18.1 billion in economic 
activity was generated by non-consumptive wildlife recreationists (Patterson, 1997). The 
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market has been studied and is cunently defined by the Canadian Tourism Commission 
as 

Ruposefbl travel that creates an understanding of cultural and natural history, 
while safeguarding the integrity of the ecosystem and producing economic 
benefits that encourage preservation. Ecotourism implies a scientific, 
aesthetic, or philosophical approach with a high level of interpretation. (CTC, 
1997) 

According to research done by Pamela Wight, Tourism Development Consultant with the 
Alberta Economic Development aml Tourism travelers in this market ate increasingly 
seeking products that respect the environment. They are looking for a wide range of 
products and experiences. Therefore operators such CWAP need to offer a variety of 
products and experiences and have partnerships with others that can provide 
complementary sem'ces. Also CWAP recognizes that although these individuals are 
interested in ecotourism, they expect to incorporate other experiences into their total trip. 

Cultural and Heritage Tourist 

A recent study of future trends in tourism by the Conference Board of Canada, the CTC 
and Baxter Publications states "the kind of tourism products that will hold the most 
appeaf are those that add value to the individual's life experience." Cultural, Aboriginal 
and heritage tourism feature prominently among this next generation o f  tourism 
experiences with p w t h  potential (CTC, 1997). According to the research, "successfbl 
cultural and heritage tourism ventures help define the unique history and character of a 
place, and relate to the contributions of past generations and the cultural dynamics of 
today (CTC, 1997). The chart A-2 on the following page is taken from Fulfilling the 
Promise of Cultural and Heritage Tourism in Canada: A Discussion Paper and illustrates 
the size of the current market in Canada and internationally for native-interest travel 
market. 
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Chart A-2 * Participation in Nature and Culture-based Activities by travelers in Canada 

L 

Table 1 
Participation in Natural and Cultural Heritage Activities by International Travelers, 1994 

Person-trips (000's) 
Person-trip including attendance at- 

Festival or Fair 1,430 
Culturai events (plays, concerts, etc.) 2,864 

Visits to - 
Museum zoo or natural exhibits 4,615 
National or provincial parks 6,463 

h u  IS a multlple response im. Tmclcn m y  have pnrclpacd in mnr d m  one activity p r  pMn-cnp (*& on vuit lo a 
I 

museum during the samt uip axe counted once in each mtcgary). It is not possible to derive o tom1 for the acnrPi number of 
activities participated in by these tmvekn. No dotn is avaifabke for anrndence at Aboriginal /Native cuItud events or for 
visits to historic sim a d  galkmics. 
Soum: S u i n i a  Canada, "Culture on the Go", Focus on Cuitu~~. Vo1.9, No. I, Spring 1997, p.9 

1 

ii. Rate of Growth 

b 

B 
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Table 2 
Participation in Natural and Culhlral Heritage Activities by Canadian Travelers, 1994 

Person-trips (000's) 
Person-trip including attendance at- 

Festival or Fair 6,593 
Cultural events (plays, concerts, etc.) 4,819 
AboriginaVNative cultural event 936 

Visits to - 
Museum or gallery 5,466 
Zoo or natural exhibits 4,503 
Historic site 5,720 
National or provincial parks 10,012 

Source: Sti~mcs Canah, "Culture ocl thc Go", Facu on Culturn, Vot.9, No.1, Spring 1W7, p.9 

J 

Since the beginning of the decade, towism has averaged annual revenue growth rates of 12.5 
percent (Canadian Tourism Commission, 1997,2). Adventure travel and ecotourism together 

I 

b 

B 
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form one of the fastest growing tourism sectors in North America. Both adventure travel and 
ecotourism hold appeal for travelers who are no longer happy with traditional vacation 
choices. Instead, they want excitement, an element of risk, or at least an "authentic" outdoors 
experience. Adventure travel and ecotourism deliver on such promises (CTC, 1997). This 
impressive gmwth ate creates opportunities for the CWAP to attract a percentage of these 
travelers. 

According to the World Tourism Organization, 37% of all current trips have a cultural 
element in them and these types of trips are expected to grow at a rate of 15% annually until 
the end of the century (Williams and Dossa, 1995). 

iii. Purchasing Characteristics of the Target Market 
Mistissini is an ideal location for came tripping. The river systems offer world class 
canoeing away h r n  crowded parks of the south such as the Boundary Waters on the border 
of Northern Minnesota and Western Ontario or Algonquin Park in central Ontario. Outdoor 
sports have gained popularity in the recent years; subsequently canoeing has become a 
popular pastime. Reasons for the increased appeal include: 

Accessibility to the sport. The basics can be easily learned and it is versatile enough that 
it also appeals to those looking for mote of an adrenaline rush. 

Canoeing is a sport that families can enjoy. 

The equipment has become user-fiiendly and more durable with the introduction of 
materials such as Royalex. 

The equipment is accessible for purchase or rent in most areas, such as Trailhead and 
Mountain Equipment Co-op in Ottawa 

A greater awareness of the sport through the efforts of the Canadian Recreational Canoe 
Association's publications, web site and annual symposium. 

Canoeing is inextricably linked to the history and heritage of Canada and the canoe is 
almost a symbol of Canada itself. Therefore canoeing is seen as a romantic or nostalgic 
mode of transportation that not only allows one to experience the Canadian wilderness 
but it is also a link to the past. 

Canoeing has become one of the alternative outdoor experiences available to a growing 
market interested in adventure travel. Consumers who are searching for hands- learning 
experiences that take them away h m  the daily urban routine. Tourists are looking for 
enrichment rather thaa escape (CTC, 1997). 
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iv. Native Interest Travel Markets 

It is apparent that while existing native based tourism activity in 
Canada is relatively limited at the present time, significant 
opportunity exists for its expansion particularly in the European 
market place (Williams and Dossa, 1995). 

According to research at Simon Fraser University, Native interest tourists are looking for a 
range of benefits such as an opportunity to gain more knowledge, experience the exotic and 
unusual, observe local work and leisure lifestyles of indigenous peoples (Williams and Dossa, 
1995). The following section is based on a report published by the Centre for Tourism Policy 
and Research in 1995 because it offers the most comprehensive information about the Native 
interest travel market and has been referenced by other tourism sources consulted. This 
section will summarize the market data provided for the three potential market segments, as 
illustrated in Chart A-3. 

Chart A-3 * Native Aboriginal Interest Tourism Market Analysis Focus 
(Williams and Dossa, 1995) 

History & Hospitality 

Tourism Markets 

Domestic Travekrs 

Combined 

Overall Market Size Estimates 
European Market Profiles 

Dommtic Travelers 

Native-interest represents only 1% of the total Canadian domestic-tourism travel market; 
however, the research tends to indicate that there is an overall affinity for Native tourism 
products. Quebec was the third most popular province for the domestic traveler to originate 
from and visit. Therefore the marketing strategy will include mechanisms to attract the 
regional markets to Mistissini. A summary of the travelers attending AborigidNative 
Events in Eastern Canada is available in Chart A-3. 
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Chart A-4 Characteristics of travelers attending Aboriginal / Native events 

Canadian Outbound Travelers 

Average Age 
Average one-way 
distance 
Average party size 
Average duration 
Average reported 
expenditures 

Two primary segments, 'History and Hospitality' and 'Culture and Nature Seekers' represent 
24% of this market travelling to the United States and Mexico. Quebec ranked in the top 
third most popular origin for these markets after Ontario and British Columbia. The 'Culture 
and Nature" seem to be the most interested in native and other cultures, they were risk-takers 
who wanted value for money and were willing to spend more than other travelers. They 
represent a potential market for the CWAP if they can be convinced that they will get a 
unique experience here in Canada for a better price than travelling abroad. The significant 
characteristics of both segments are outlined below. 

Chart A-5 * Significant Characteristics of Outbound Travelers 

Canada West 

40.22 years 
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Canada East 

4 1.23 years 

Characteristics 
Market Share 
Overnight annud non- 
buainess visitJ 
Number of Canadian 
Tdpa over the last 3 
yeam 
Average nights per trip 
Overnight annual 
pleuure trip 
Number of US. trips 
over the last 3 years 
Travel behaviour 

Ikmogmpbks 

Potential products 

Total Canada 

40.73 years 
664.07 km 

2.44 persons 
4.67 nights 
$332.34 

587.6 1 krn 1 741-79 km 

History and Hospitality 
13% 

2,88 1,000 

2.7 

12.6 
1,171,000 

2 3  

Local history, hospitality, seek 
knowfcdge, short group tours, 
easy access, organized trips, good 
service, comfortable 
accommodations 
Female, 55% over 55,63% 
married, lower/avcr;lgc income 

Historic sites, museums and 
galleries, local &, performing 
am, Native and other culturn 

2.5 1 persons 
4.9 1 nights 
$30 1.96 

Culture and Nature 
11% 

2,438,000 

2.9 

9.8 
99 1,000 

1.6 

Spontaneous, w ilderness, new 
and different lifestyles, 
independent, pure outdoor, 
longer trips, discounts/rtduccd 
farts 
Average income, spend more, 
morc female, 55% single, 
highly educated, age 34 years 
Climbing/ hiking, wildlifd 
wilderness, parlcs/ forest, 
native C U ~ U ~ ,  archeology 

2.37 persons 
4.41 nights 
$363.22 

I 



International Market Size Estimates 

Europeans (German, Italian and French) represent 67% of the international travel market and 
an average proportion of those showed an interest in native product attributes. "Nature based 
native interest travelers were especially interested in wilderness and undisturbed nature, wide 
open spaces to get away from crowds, outstanding scenery, national parks/forests, lakes and 
rivers, seeing wildlifelbirds they do not usually see (Williams & Dossa, 1995). In 1995 
Canada received 42 1,000 Gennan arrivals and this number is expected to grow at a rate of 
7% per year (CTC. 1996). Although all of these visitors may not be interested in cuitural 
tourism it remains a significant market with a strong potential. 

Significant Recommendations from the Report 

Marketing should focus on the distinctive lifestyles of different native communities 

Experiences should emphasize traditional and contemporary dimensions 

Emphasize the diversity of learning activities in varying settings 

Community involvement and contro 1 to ensure sustainability 

Native tourism operators enjoy no special monopoly with potential tourists; therefore 
their only competitive advantage is the fact that international markets are looking for 
authentic native cultural qeriences. 

I. Product Line 
The Mistissini region is laced with extraordinary rivers and lakes ranging tiom class I to class 
V. These waterways have been used for travel since time immemorial and therefore their 
shores hold sarets of the past. Several of these points of interest will be visited during the 
various trips. This variety of landscape will allow the CWAP will to offer different trips to 
suit the different market needs. 

The mighty Rupert River will serve as the route for the long expeditions (I l-days). Guests 
will be given the opportunity to experience first hand the beauty and culture of Eeyou 
Astchee. They will learn a variety of skills such as the paddling skills required to navigate 
moving water and cooking and camping skills in the bush These extended trips offer the 
most complete experience for travelers willing to go out on the land, however research has 
shown the need for shorter trips with formal accommodations. Therefore trips will be 
developed from the hnue Mistissini Tourism Lodge and partnerships will be created with the 
outfitting camps to offa tours from the camps. The two additional trips included in the initial 
product offering are a 3day Rupert trip and a 5-day Chidifour trip. 
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ii. Market Trends 
The success of the Cree Wilderness Adventure Project will depend on the ability to adapt to 
the trends in the ecotourism, adventure and Native travel sectors. 

The increasing '%baby boomer" segment of the North American population, now in their mid 
forties, fuels the present growth in the adventure travel sector. As a mult interest in soft- 
adventwe/specialty travel is increasing. Soft adventure is defined by the CTC as travel with 
mild physical activity to an interesting area with comfortable accommodations, and tends to 
emphasize visual excitement. Activities that appeal to the 35-Sage bracket include nature 
observation, wildlife viewing, canoeing, bicycling and hiking. 

Consumers are becoming increasingly more environment conscious (CTC, 1995). In 
response to changes in consumer attitudes, the trend in recent years has been for companies to 
operate in ways which help preserve the environment and to be culturally sensitive to local 
people within the operating area (Cloutier, 1998). The CWAP is committed to implementing 
policies that will meet and exceed the public 's expectations of a responsible tourism operator. 

According to the research, technology is a key driving force and operators who use electronic 
information technology can expect greater sales (CTC, 1995). Therefore the CWAP will 
include the latest technological advances in its operations, such as on-line registration. 

As competition worldwide increases, consumers are becoming more sophisticated and are 
demanding a high quality experience with better sewice, more options and better-packaged 
products. Therefore the CWAP has based its product development on the market demands 
and is committed to quality in all areas of the operation. It will remain flexible and strive to 
develop additional packages to meet emerging market demands. 

3. ReactJon to Market 

I. Introduction Difficulties 

The entry barriers that the CWAP wiil fxe  will include: 

Developing professional relationships with wholesalers in the south. 

Reaching the target markets. 

Establishing partnerships with non-Cree operators and organizations to improve the 
effectiveness of marketing and promotion. 

Attracting visitors to the northern region of Quebec, due to the high cost of travel. 
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Competition 

1. Overview 
There are few operators in close proximity to Mistissini, however the past few have seen an 
increase with new companies such as "Les Expeditions Rupert Enregistre" and Les 
Expeditions Opawica inc. According to the website, "Les Expeditions Rupert Enregistre" is 
the only company offering trips on the Broadback, Rupert and Harricana Rivers, although 
there are several camps h m  the United States that run trips in the region every summer. Les 
Expeditions Rupert offers 2 trips on the Rupert. One is for inexperienced paddlers and lasts 8 
days; the second is 10- 12 days and is geared to experienced paddlers. Although he mentions 
that the Cree live in the region, his mps do not include the cultural component that the 
CWAP is able to offer. This provides the CWAP with a competitive advantage over 
operators offering only canoeing packages. Attempts during the summer to contact Les 
Expeditions Opawica for more information were unsuccessfbf, however the operation is 
believed to be relatively small. 

There are several Native packages available in the region and in the community. There are 
several local enterprises in operation that offer related services, however there are very few 
steps being taken to increase sales and pornote the products. It is hoped that the CWAP, as 3 
community project will work with existing local enterprises to increase the effectiveness of 
marketing initiatives and contribute to the overall success of local tourism businesses. 
Therefore they are viewed as important partners, working toward the similar goal of 
responsible tourism promotion. 

In the north, the Cree in Chisasibi offer cultural tourism packages through the Chisasibi 
Mandow Agency, in the south Passeport Aventure offers trips that includes visits with the 
Atikamekw. The Cree in Moose Factory operate a cultural Organization tour and a spring 
goosecamp. Finally, several other Cree communities have begun to develop tourism products 
that are at various stages of development. 

The main activity in the northern regions of Quebec is currently outfitting. This activity may 
be seen as competition, however in reality it can provide a source of potential customers for 
the CWAP. In order for this to occur, this segment must be convinced that the region has 
many more opportudies for adventure in addition to hunting and fishing. 

Although the operators listed above can be viewed as competition for the CWAP, they offer 
slightly different services, ad the Native operators have a distinctive culture and 
environment fbm Mistissini. Other Native communities offering touijsm products should be 
viewed as partners rather than competitors. According to the research the main competition 
for adventure and ecotourism customers comes h m  outside Canada (See Chart A-6). 

According to research conducted by the CTC, ''Only Canada's most unique adventures to the 
Arctic, Pacific Coast and Rocky Mountains can compete with African safaris, mountain 
trekking, jungle expeditions and other exotic adventures (CTC, 1997). Although Mistissini is 
not quite in the Arctic region of Quebec it is still in the North, viewed similarly to the Arctic. 
This provides the CWAP the opportunity to attract the international long-haul traveler. 
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Chart A d  Main Competitors for the Canadian Adventure Travel Industry 

L 

1. United States - According to the World Tourism Organization the U.S. is the top 
destination for foreign travelen after France. 3,000 operations are now offering a 
complete range of adventure activities (similar to Canada) to over 9.6 million prospective 
customers. There are 290 canoeing operations with 3,625,000 clients that generate a 
gross fee of S 102,587,500. 

2. Cmta Rita - is a respected international center for conservation, 20% of the total area is 
designated as national parks or reserves. In recent years it has received worldwide 
attention and has increased its promotion of nature tourism. 

3. AMca - estimated 5,000 operators offer an array of packages to eager adventure 
travelers. 

4. Europe - Europe is the world's most important international tourist destination, 
accounting for over 60% of world tourist arrivals. A wide range of outdoor activities is 
available, predominantly in the Alps. 

5. China -has entered the competition, hoping to capture some of the adventure travel 
market. It offers a variety of u ~ q u e  travel experiences. 

6. New Zealand - local operators have been developing and expanding their offerings 
steadily since the early 1980s. It is expected that New Zealand will receive over two 
million visitors by the year 2000. 

7. Australia - something for everyone. A model of successful co-operation between the 
private and public sectors in the organization and resource management of tourism. The 
toutism industry experienced unprecedented gmwth in recent years and made a 
substantial contribution to the nation's economic development. 

Source: Canadian Tourism Commission, 1995, '7-66. 
,' 



There are several companies that offer trips in the region. The following is a list of the 
operators, their location, and a product and price description if available. It is important to 
note that this is a list of other companies offering similar trips in the region and in similar 
remote settings in Canada but it is not exhaustive. Realistically the competition extends to the 
operators offering other types of adventure travel experiences in Canada and abroad. 

Chart A-7 * competition 

The following competitors offer trips, however the prices were not included on their 
website or brochures. 

3 Les Expeditions Opawica Inc. 
C.P. 42 1, Chapais, Quebec GOW 1HO 
Dany Girard 
Tel: (41 8) 745-3667 
Fax: (418) 745-3686 

Cost per 
day(est.) 

$230.00 
$180.00 

$137.00 
$282.00 

$225.00 

% 1 0OcO0 

$480.00 

$165.00 

% 140.00 

Company 

Expeditions Rupert Enr. 
704 - R. des Pionniers 
Montbrun, Quebec JOZ 1PO 

Tuckamor Trips 
(8 19) 326-3602 

Ecosummer Expeditions 
(800) 465-8884 
Esprit Rafting 
(800) 596-RAFT 
Canoe Canada Outfitters 
(807) 597-641 8 

Black Feather Wilderness 
Adventure 
(800)574-8375 

Canadian Recreational 
Canoeing Association 
P.O. Box 398 
Memckville, ON KOG IN0 
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Trip 6) 

8 day Rupert River Trip, S 1,849 Cdn 
10-12 day Rupert River Trip, 
$1,999.00 Cdn 

Canoe expedition Moisie Canyon 15 
days, $2,060 
Cross-country ski tour across James 
Bay, 7 days, $1,980 

1 l-day expeditions rafting on the 
Tatshenshini price S2495 
8-day Coulonge River, $800.00 

Canoe expedition along voyageur route 
tiom French Lake to Lac Lacmix, 6 days, 
$2,900 
Canoeing the Nab& expedition, 3 
weeks, 33,495 

Moisie River, 1 bdays, $2095.00 



R Tidewater goose camp 
Moose Cree First Nation 
P.O. Box 190 
Moose Factory, ON POL 1 WO 
(705) 658-46 19 ext. 109 

P Chisasibi Mandow Agency 

P Passeport Aventure 
7-day Introduction to Native Life 

> Adventure Boredes 
6830 avenue du Pam, suite 201c 
Montreal, (Quebec) H3N 1 W7 
(5 14) 27 1-1230 
Mistassibi River, 20 nights, Cost not stated 

B Great Canadian Ecoventures 
(800) 667-WILD since 1976 
Canoeing, d i n g ,  nature observation 

3. The CWAP 2000 pricing 

The best price for a product is the price that maximizes the difference between total =venue 
and total costs. Adventure packages tend to price-elastic, therefore volume of sales fluctuates 
with price changes (Cloutier, 1998). Therefore the CWAP pricing was developed by 
examining the price charged by competitors. The average daily cost of a trip according to 
Chart A-7 was $2 15.00. If the lowest and the highest costs were discarded the average 
becomes S 194.00. The uniqueness of the CWAP product and the exotic nature place the 
product in the upper levels of the market. Therefore the pricing for the CWAP, for the 
purpose of this document, is based on the competitors pricing and will be set at S200/per day. 

For comparison a contribution approach to pricing was developed based on the total cost of 
the packages. Chart A-8 illustrates the price required to break-even given a set number of 
packages and the variable and fixed costs associated with those packages. The prices 
required fluctuate with the initial high fixed costs and by the third year of operation it is quite 
close to the price developed by examining the competition. 
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Chart A-8 

Contribution Approach to Pricing 

Ruport-3 day Rupert 1 l d a y  Chrllfour S d r y  
Variable trip costs $ 3,869.80 $ 10,277.30 $ 3,869.80 
Fixed Costs $ 5,693.1 1 $ 12,485.58 $ 5,693.1 1 
Total Coats $ 9,562.91 S 22,762.88 % 9,562.91 
Divided by the number of clients 10 10 10 
~ o s f i  $ 956.29 $ 2,276.29 $ 956.29 
Divided bv !he number of davs 3 11 5 
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Sales and Marketing 

1. Advertising a d  Promotion 
The CWAP will start marketing its product in the fall of 2000 after the initial training and 
familiarization tours are complete. This will allow 9 months to expand, implement and fine 
tune the marketing strategy briefly outlined in section entitled "Reaching the target market". 

Brochum will be designed by a graphic artist during the spring and summer and will be 
ready to distribute in the fall of 2000. They will be included with all of the Mistissini tourism 
information packs distributed through direct mail, conferences, trade shows etc. Several will 
also be made available for the tourism offices in surrounding towns such as Chibougamau, 
Lac St. Jean and Val D'Or. They will also be used when contacting travel agents and 
wholesalers, and will be available for their clients. These contacts will be important because 
they will defer the high cost of marketing alone. 

In recent years the Internet has become one of the most efficient means to reach the target 
market, although there is little research available on the effectiveness the fact remains that 
consumers have grown to expect companies to have websites. Two limitations mentioned in 
the literature are that there are relatively few people who know how to access the system 
compmd to the population base and that the adventure seekers would have to be actively 
searching information on the internet (Cloutier, 1998). As the number of homes with Internet 
access continue to grow these limitations decrease. It is also recognized that operators who 
maximize the benefits of technology generate higher profits. Therefore CWAP will develop 
a website to help increase the reach of its marketing strategy. 

. 
I. Introduction Difficulties 

The CWAP will focus on making its products attractive and accessible by offering complete 
packages to visitors. The first years of operation will include an extensive marketing 
prognun. A familiarization tour will be offered to writers, wholesalers, tour agents and 
potential partners during the summer of 2000, after the training program has been completed. 
Promotional trips may also be offered at reduced rates to professionals in the tourism industry 
of the surrounding region. It is expected that these trips will create an awareness of the 
product and lead to a variety of articles written about the CWAP in magazines and local 
newspapers. 

b) Reaching the Target Market 

A CTC Adventure travel report produced some interesting findings that will help define the 
potential markets in a geographic context. According to the report, Quebec draws 44% of its 
travel market from within its provincial borders, only 6.9% from other provinces andlor 
territories and nearly half of its visitors are foreign (483%). The low percentage in the 
domestic market outside of Quebec could in pact be attributed to the language banier between 
French and English. Furthennore, the o v d l  market interested in canoeing is concentrated 



domestically in Ontario while Germany (30.9%) and the United States (14. I%) lead :he 
foreign markets. This research presents an opportunity to focus on these three markets 
because the Cree are not faced with the language barrier as the community is English, this 
combined with the proximity to the dense Ontario markets, make Ontario an ideal domestic 
target market. 

The CWAP has developed a marketing mix to reach the target markets. The strategy is 
outlined below. First several publications will be used to advertise CWAP. They were 
selected due to their reach and the affordability of advertising. 

Magazines 
Explore Magazine 
Outpost Magazine 
KanawaMagazhe 
Voyageur Magazine 

Govemment Publications 
Live the Legacy 
Adventure: New Joint U.S. and Canada Leisure Opportunity 2000-200 1 

The CWAP will afso attend several trade shows either with the Tourism Sector or 
individually to make coz'mt with both individuals and tour agents. Several potential trade 
shows include: 

Ottawa Paddlesport & Outdoor Adventure Show 
Toronto Outdoor Show 
State of Maine Sportsman Show 
Rendez-Vow Canada 
Internationale Tourismus Bone (ITB), Berlin 

As previously discussed, familiarization tours will also be included in the initial marketing 
strategy. More details are available in the following section. 

The effectiveness of the initial marketing strategy will be monitored and changes made as 
required. Asking the participants to fill out a questionnaire specifying where they fust heard 
about the CWAP will help determine the cost-benefit of the various marketing initiatives. 
Guests will also be asked for their input regarding overdl satisfaction and recommendations 
for future trips or modifications to existing trips. This will help the CWAP keep abreast of 
industry needs or market shifts. 

c) Establishing Sales Contacts 

The importance of partnerships cannot be underestimated. According to the research, 
operators must begin to work together to develop effective cooperative marketing 
opportunities (CTC, 1997). Currently, the CWAP is working with Esprit Rafting who also 
offer a limited selection of canoe trips to complement their rafting operation. They are 
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willing to help promote the CWAP once its operations are underway. At this time no formal 
arrangement has been signed. Several other existing operators have shown interest in 
possible partnerships with the CWAP, such as Aventures Boreals, Orvis Oufining and Living 
Waters. However the CWAP was not at the stage whae these partnerships were possible, 
therefore further communications have been postponed until such time that the CWAP has a 
clear product to offer. 

The CWAP also recognizes the importance of establishing relationships with travel agencies 
and wholesalers. Two such organizations have been contacted and are interested however no 
formal agreements are in place. A firm guaranteed product must be ready for the market prior 
to these arrangements being formalized There are also several tourism associations that will 
be potential partners. 

A familiarization tour is planned, after the training during the summer of 2000. It is planned 
at the end of the season to enable the professionals the following months to promote the 
CWAP for the following summer season. It will include up to 15 guests including 
representative &om the various organizations and potentially a few journalists from 
magazines with similar target markets to the CWAP. The trip will most likely be the S-day 
Chalifour trip and will include a brief look at several of the activities offered on the longer 
trips. It will help to illustrate the CWAP experience to the tourism professionals with the 
goal that they will be better equipped to promote the CWAP after being on the trip. 



Company Operations 

1. Product Packaging 

I. Facilities 

The CNM Tourism Sector currently sponsors the CWAP. As a result the ofice is located in 
the tourism office. However there are plans to provide the local touri0sm operators with 
shared ofice in the memine  level of the new tourism lodge. Therefore the CWM would 
then lease office space in the lodge and make a contribution to the shared ofice expenses and 
secretarial services. The new lodge would potentially provide storage space for the 
equipment, a base for a hture rental operation and a staging area from which to begin trips. 
This would be the ideal location for all of these tourism services. Another option is to 
renovate the warehouse located at the end of Riverside St. and use the building to house the 
office, rental and equipment. This option is recommended if the lodge construction is 
delayed indefinitely. However the shared ofEce space in the lodge would provide significant 
benefits due to the proximity to the clients and the ease of doing business. 

ii. Equipment 
The CWAP like most adventure tour operator requires a substantial amount of equipment The 
following list will describe the necessary equipment for each section of the operation, 
including office supplies and equipment, boats and accessories, vehicles, safety equipment 
and camping and kitchen supplies. 

Ogce 
The office will require one large desk computer table, 3 chairs, a filing cabinet, a multi-use 
fax-scanner-printer, computer system with the appropriate software and internet access, 2 
phone lines, and a bookshelf. Office supplies will include letterhead, accounting journals and 
ledgers or a parailel computer based system, company minute book, base maps, trip 
itineraries and staff work schedule. 

Boots 
The canoes selected are manufactured in Canada by Swift. The initial order will be for 15 
boats to allow for extras, rentals and community programs. Lifejackets (PFD) will be ordered 
in a variety of sizes, 35 in total. 40 Canoe paddles will be ordered h m  local paddle makers 
in Mistissini. Additional equipment will include; 20 rainsuits, bailing bucket, 2 repair kits 
and accessory cord A detailed list including associated costs is available in the Start-up 
Expenses located in the Financial Section. 

Vehiclflrailer 
One LSpassenger van with a trailer capable of holding LO canoes will be requid, in addition 
to one 4x4 pick-up truck to be used for shunles and equipment transport. Additional 
equipment to be carried in vehicles include; tiedown straps, fire extinguisher, first-aid kib 
roadside emergency kit, axe and CB radio. 



Sam Equipment 

Safety is of the utmost concern for the CWAP trips. All trips will carry at least 2 first aid 
kits, throwbags and gear required for river rescues, a GPS system with email access for 
emergency communication and h e  guide will have personal rescue gear on their person when 
on the river. There will also be emergency evacuation plans in place for all of the routes 
offered, 

Camping and cooking supplies 

The gear will include dry bags, canvas portage bags. tents, axes, gills, sleeping bags, 
sleeping pads, kitchen supplies such as pots and pans and a wood stove. A detailed list of the 
equipment and estimated costs and quantity is located in the Financial Forecast Section. 

iii. Trip Preparation 

The trip preparation will take place at the warehouse or storage area, prior to the start of the 
trip. The pre-trip planning will take two days for the extended trips. A11 of the food and 
equipment will be checked and packed prior to the arrival of the guests and armngements for 
support staff(i.e. pick-ups, food drops etc.) will be confirmed and posted. Checklists will be 
developed to ensure that nothing at this stage gets overlooked. This part of the trip is crucial 
and as such it wili be covered in the training program. 

The trip preparation for the day or weekend trips will also be done prior to the departure and 
will be the responsibility of the head guide, although the assistant or intern will provide 
assistance. The preparation will include the checking all of the equipment, packing the meals 
including one extra day for emergencies, and meeting with guests to ensure that they have the 
appropriate personal gear. 

iv. Qualified Staff 

One of the objectives of the CWAP is to develop the local tourism capacity and provide 
employment for the members of the CNM. Therefore a comprehensive training program was 
developed to include d e w  and technical skills, cultural knowledge, and hospitality/se~ice 
skills required to provide the high quality that the CWAP guarantees. The initial training 
course will facus on canoeing a d  is scheduled for summer 2000. In the hture, additional 
training will be developed to provide skills required for other non-consumptive activities that 
the market demands such a hiking, sea kayakkg and snowshoeing. Canoeing is only a 
starting point for development because it is able to build on the existing capacities in the 
community. 

Many Cree guides already possess a thorough knowledge of the temtory, therefore the 
training aims to build upon the existing skills. The certifications included in the training 
exceed the cumnt industry standads and will help to funher differentiate the CWAP from its 
competitors. The certificatiom include Swiftwater Rescue - Level I, Wilderness First 
Responder and potentidly level I canoeing with the Ontario Recreational Canoeing 
Association (this depcads on the availability of trainers). 
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The training was developed in conjunction with Leonard James from Wilderness Medical 
Associates and James Coffey h r n  Rescue 3/ Esprit Rafting. They are both experienced 
operators who are highly respected within the industry. Their involvement continues to be an 
asset to the CWAP. This project is also currently being coordinated by Robin McGiniey, a 
Cree h m  Mistissini, who has had experience leading trips for Outward Bound both in 
Northern Ontario and Colorado. Therefore she will be able to include her experiences to help 
develop the CWAP. 
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Financial Forecast 

Tke C m  Wilrterness ArPventute Project is seeking: 

A 532,000 loan with a five-year term fiom the Caisse Populaue 
An investment of 3 25000 fkom the Cree Nation of Mistissini 
Financial support S 83,000 in the form of a grant from Aboriginal Business Canada 

Financial Assumptions 

The following documentation is based on assumptions that include: 

Number of trips offered 
Client capacity 
The revenues increase in the first three years due to increases in capacity utilization; 
therefore no additional expenses are incurred. This will be as a result of marketing efforts 
and increased confidence of wholesalers. 
The package prices were based on the industry average, and assumptions on what the 
market would be willing to pay. 
Availability of funding for planning, training, capital expenditures and marketing from 
various sources. 
Investment fiom the Cree Nation of Mistissini to provide the base h d s  required to 
access funding programs offered by Aboriginal Business Canada 
A 10% interest rate over five years 
The CNM will initially own the operation and therefore it will be exempt h m  tax. 

The investment of the Cree Nation of Mistissini is based on the "cash on hand" required by 
h d i n g  programs. The remainder of the financial requirements is assumed to be a loan for 
$32,000 eoom the Caisse Populaire. This may require a guarantee from the administration. 
The loan represents 23% of the total cost of the project. If the CWAP defaults on the loan the 
Caisse Populaire could recover the value of the loan by selling the capital equipment that will 
retain its value. 

The Pro-forma Income Statements due wt include revenues from grants or initial investment 
and are based solely on the revenues generated by sales. Therefore a loss is realized for the 
first two years. In reality, the grant revenue and initial investment will cover this loss. The 
Cash Flow Statements presented illustrate this. By the third year of operation the CWAP is 
able to generate enough revenue to sustain itself without M e t  investment h m  the Cree 
Nation of Mistissini. 

All cash flow projections are based as accurately as possible on actual costs of products and 
services and on the projected requirements for these products and services. The cash flow 
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statements include depreciation in the operating expenses, although it is not an outflow of 
cash. 

The variable trip costs are developed per trip and costs such as guides and transportation do 
not decrease with fewer guests. Only costs such as f d ,  accommodation and permits vary 
with the number of guests. Therefore in order to increase revenues it will be crucial to 
maximize the capacity utilization to increase the profit margin. 

Finally the reyenues from sundries such as T-shirts, group photos and small souvenirs were 
not included because it was assumed that the store in the lodge would take care of these 
products to simplify the accounting of the CWAP. 

It was noted in the research that the average net income for whitewater rafting, canoe and 
kayak instruction, canoe rentals and similar companies equaled 4.75% of all revenues 
(Cloutier, 1998). This data is not provided to discourage investment but included to place the 
projected results within a larger frame of reference. It is important to note that non-financial 
benefits will add value to the project. For example the community will build skills in 
tourism, guiding, management etc., the members will have improved access to equipment and 
propuns provided by qualified individuals and the Cree way of life will be promoted. 
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C m  Wilderness Adventure Project 

r- or I 

Type of total project 
Financing Sourto COW Amount 

Personal i n v e e n t  
Cree Nation of 
Mistissini 16% $ 21,230.47 

Tarm Loan 23% $ 3 t ,842.45 

Contributions 
Aboriginal Business 
Canada 61% $ 82,796.88 

Cree Human 
Resources Department 0% $ - 
Building Healthy 
Communities 0% $ - 

1199% 9 
1 

Project Coar 

Business Planning S 8,500.00 
Equipment S 80,000.00 
Training $ - 
Pre-opening Marketing $ 47,369.80 
Working Capital $ - 

L 9 
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Parcantage of 
Sourems of financing cost Amount Ymar 1 Y-2 
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Feasibility Study and Business Plan $ 8,500.00 
subtotll $ 8,SOU.oO 

Boa& and Equipment 

S 21,440.00 
Paddles(40) $ 1,600.00 
PFD's (25 Adult) $ 1,850.00 
PFD's (10 Junior) $ 740.00 
Bands $ 1,200.00 
Canoe packs (1 5) S 2,250*00 
Dry Bags (20 large) $ 600.00 
Dry bags(20 small) $ 400.00 
Boat trailer $ 3,000.00 
Tiedowns $ 200.00 
Tents (5) S 2,000.00 
Sleeping bags (20) $ 2,600.00 
Sleeping bag liners (20) $ 560.00 
Steeping pads (20) % 400.00 
Compression stuff sacks S 600.00 
Stoves (3 indudes repair kit) $ 230.00 
Fuel bottles (20) $ 260.00 
Kitchen Sets (4) S 480.00 
1 litre bottles(20) $ 160.00 
place settings (20) $ 140.00 
coleman lantern (2) $ 140.00 
Pdican boxes (4) $ 440.00 
1st aid kit (expedition) (2) $ 250.00 
Rain Gear (20) $ 2,200,OO 
Outfitter Tarp (2) S 200,OO 
Canvas for temt sites $ 10,000.00 
Rescue gear % 720.00 
Axe (2) $ 100.00 
Map (20) $ 200.00 
GPS (ernail) $ 1,700.00 
Miscellaneous $ 3,340.00 
Subdobl S 60,000.00 
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P ~ p a n i n g  coats continud... 

M c e  Equipment 

Computer and Software 
Multi function fax machine 
3esk 
Chain 
Misc. Equipment 
Storage shed 

Tnining 
W ildemess Canoe Guide Training 

Pm-upanlng Markethg Costs $ 47,369.80 

Total m a u p  costs $ 2f5,86#.80 

Less: Tmining Budget % 80,000.00 
Nat S m W D  costs s- 9 

AswmpCions: 
The training budget will appear as a separate project due to the high costs and 
community benefits. 
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Tho Cmo Wildomass Adventun P t ~ j a ~ t  
Condensod Income Statement 

Yarr ondad Yarr andad Yorr andad Year endad 
2001 2002 2003 2004 

Total Trip Rovarrua S 154,000.00 $176,800.00 $206,000.00 S 228,000.00 

Expenses 
Fixed expenses( administratiive) 9 1 q7,788.50 8 96,788.50 $ 94,288.50 $ 95,288.50 
Variable expenses (cost of goods sold) $ 80,292.30 S 84,367.80 S 89,587.30 $ 99,864.60 

Total axperrams 
- - -- $ 1 98,080.80 $181,156.30 S 183,875.80 $195,.153.10 

I 

Net profit befora taxes S (44,080.80) S (4,356.30) S 22,124.20 S 32,846.90 

L 



C m  WOIchmass Adventorr Pm@t 
Pro Fama Income Sbhtnent 

Year mndod Year ended Yoar andad Ywr andd 
2001 2002 2003 2004 

Cost of Goods Sold 

Rupert 1 1 day 
Rupert M a y  
Chalifour 5day 
Tobl cost of goods sold 

Fix& Cosb 
Advertising and promotion 
Bank charges 
Depreciation: equipment 
Equipment maintenance 
Finance charges 
Insurance 
Office 
Professional fees 
Rent 
Telephone 8 fax 
Utilities 
Vehicle lease 
Vehicle insurance 
Manager's Salary 8 Benefits 
(6 month contract) 
Contingencies 
Total F \xd  Coats 

Net income (loss) before taxes 
Taxes (33%) 
#at Income (IOU) 

Auumptionr: 
'Perml costs a n  indudd in the Cost of Goods Wd betcause they are a variable cost 
'Revenues increa~se due to increased capacity utilization 
%rants equaling approximately $80 000 are not indudetd in the Income Statewnt however t h y  help to 
offset the cost of marketing 8 professional fees 
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Cree Wilderness Advmntun Project 
ANNUAL CASH FLOW FORECASTS 

Cash On Hand 
Cash Receipts: 

ABC-grant 
CNM - invmtmat 
Sales - Cash 
Salss- On Account 
Bank toan 

Start 2000 2001 2002 2003 TOTAL 

Totrl-ah migcr 51 35,869.80 $154,000.90 $1 76,800.00 5206,000.00 $672.669.80 
Total Caah S135,86@.80 $1 $9,566.20 $1 83,470.31 S2t 0,3t 4.01 W@S,220.33 

Cash Disbunemenb: 
Cost of Goods Sold S- $80,292.30 $84,367.80 $89.587.30 $254.247.40 
Operating Gpsnses $32.1 84.90 S74.484.90 586.669.80 S86,169.80 5279,509.40 
Bank Loof! Repayment S8.118.70 $8,118.70 $8.1 18.70 $8,118.70 $32,474.78 

Capital Expenditures 580,000.00 E I S S0,OOO.OO 
total Cash Diabwwmonts 

8120,303.60 S162.895.90 $179,156.36 S183,8?S.W S648,231 ,S 

Auum@hs: 
50% of the marketing costs were induded in the start-up year because they will need to be paid prior to the new fiscal 

year. Abw included in ma start-up operaling casts ware the professional fees related to business planning. 
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The C m  Wlldemass Adventure Pmj8~t 

Pm Fonna Balance Shed 
For fhe years ending 

Start-up 2001 2002 2003 

Assets 

Cumnt Assets 
Cash $ 15,566.20 S 6,670.31 $ 4,314.01 $ 26,438.22 
Accounts Receivable 0 S - S  - $ - 

Capital Ass& 
Office equipment I Misc. 
office equipment $ 20,000.00 % 20,000.00 S 20,000.00 S 20,000.00 
Boats and equipment $ 60,000.00 % 60,000.00 S 60,000.00 $ 60,000.00 
Less: Accumulated 
Depreciation $ - S 8,000.00 S 16,000.00 S 24,000.00 
TOW capi&l assets $ 80,000.00 $ 72,000.00 S 64,000.00 $ 56,000.00 

Tobl Assefs 

Liabi/lffas and Slockno1d.n Equities 

Cunrnt LiabiIifias 
Bank Loan $ 8,118.70 $ 8,118.70 $ 8,118.70 
Accounts Payable $ - $  - $ - 
Tobl cumnt liabilitias $ - $ 8,118.70 $ 8,118.70 S 8,118.70 

Long fwm IiabiIIiles 
tong term debt S 31,842.45 $ 26,675.44 $ 20,967.37 $ 14,661.59 
Note payable to the Cree 
Nation of Mistissini S - S  - S - S - 
Tobl lirbilitias 

SdPcRh0ldrrr0 EquIty 
Cree Nation of Mistissini's 
Equity $63,723.75 S 43,876.18 $39,227.95 $ 59,657.93 
TOW sdockholdkso 
~ u i @ f  $ 63,723.75 $ 43,876.18 $38,227.95 S 59,657.93 
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C m  Wildemoss Advmntun Projec! 
9nakdven analysis 

Number of client days requid to bnak+van 

2001 2002 2003 
Varfrble costs $ 80,292.30 $ 84,367.80 $ 89,587.30 
F i rd  costs $ 64,399.29 S 57,899.29 % 57,399.29 
total coats %I44691 I . 59 S 1 4 - 6  I I 

B - -"-.-- * ---.OO s 7 n m  LI1.ww 

Total number of days n q u i d  to 
bnak*ven 723 71 1 735 
Actual number of days 770 884 1030 
0 0  

Assumptions: 
' The selling price per day is $200 

The figures represent the loss incurred in the first 2 years as represented on the 
Income Statement. These will be offset by grants and investments required for start- 
UP 
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Subtotal 

Subtotal 

Subtotal 

MARKETING BUDGET 

CATEGORY Details & Assumptions (Yarr t ) Year 1 Yarr 2 Yarr 3 

DIRECT SALES 
direct mail Postage 2,000 S 2,000 S 2,000 
direct sales - fax 
direct sales - telephone 
direct sales - in Oerson 

Subtotal $ 2.000 S 2,000 S 2,000 
L 

8ROCHURES 
brochure development S12Slhour graphic artist $ 4.000 $ - $ 
brochure printing 3000 @ 52.00 each (t st year) $ 6.000 S 4,000 S 4,000 

Subtotal 3 10,000 S 4,000 $ 4,000 
I 

INTERNET 
internet development S125lhour graphic artist S 4,000 
internet maintenance S 1,000 S 1,000 $ 1,000 

Subtotal S 5,000 S 1.000 $ 1,000 
VIDEO s 
SIGN AGE $ 3,000 
PRINT MEDIA 

(Tourism Associations Brochure, 
directories Joint Leisure Opportunity (CTC) $ 3,000 S 3,000 S 3,000 
newspaper ads S - S - S 
magazine (Voyageur, Explore 8 Kanawa) S 5,000 S 5.000 $ 5,000 

Subtotal S 8,000 S 8,000 S 8,000 
TRADE SHOWS 
registration S 4,000 $ 4,000 S 4,000 
travel costs S 8.000 S 8,000 S 8,000 

s 12,000 5 12,000 S 12,000 
CONFERENCES 
conference fees 
travel costs 

$ - S - s 
TELEVlSlONIRAOIO 

I 

television 
radio 

3 

S - s - S 
PUBLICITY 
press kits & releases $ 1,000 S SO0 S 500 
complimentary items S t ,000 $ - S - 

Subtotal S 2,000 $ 500 S 500 
FAMlLURUATlON TOURS 
travel writers cost of one 5-day trip per year 
travel agents 
wholssakrs 
packagers 

Subtotal S 3,870 S 3,870 S 3,870 

COUPONS - Ravanua Fongena 

MARKET RESEARCH S 500 S SO0 S SO0 

MONITORIN0 S 1,000 S 2.000 S 2,000 

TOTAL MARKETING COSTS 
I 

S 47.370 S 33,870 S 33,870 
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NAME OF 
BORROWER Cree Wlldrrnmss Advonturm Projoct 

CAPITAL 
IU f  E I L S T  RATE 
TERM 
u o M t n L r  CAYM ENTS 

BtOlMMlMG 
8ALANCf 

1 s 
2 
3 
4 

5 
6 
7 
6 
9 

r o 
1 1  

i 2 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
3 1 
32 
33 
34 
35 
36 
37 
38 
3 9 
40 
4 1 

4 2 
43 
44 
4 5 
46 
47 
48 
49 
SO 
5 1 
52 
53 
54 
55 
56 
57 
58 
50 
60 

CAPITAL 
166.67 
164.S1 
t 67-34 
t60.16 
157.95 
155.72 
1 53.48 
151.22 
148.94 
146.64 
144.32 
141.98 
139.62 
137.24 
134.05 
132.43 
129.99 
127.53 
125.06 
122.56 
120.04 
1 17.50 
114.93 
112.35 
109.75 
107.12 
104.47 
tOt.80 
99.1 1 
96.39 
93.65 
90.89 
86.1 1 

85.30 
82.47 
79.62 
76.74 
73.04 
70.9 1 

67.96 
64.99 
61.99 
51.96 
55.91 
52.84 
40.74 
46.6 t 
43.46 
40.28 
37.07 
33.84 
30 3 8  
27.30 
3 - 9 8  
20.64 
17.27 
13.l7 
10.45 
6.90 
3.59 

LMOIUO 
CAVY L N t  BALANCE 

-258.27 424.94 f 19.742 
-260.43 424.94 s 19.481 
-262.60 424.94 1 19.219 
-264.79 424.94 f 16.954 
-266.9B 424.94 S td.687 
-269.22 424.94 S t6.418 
-271 .46 424.94 S 16.1 46 
-273 -72 424.94 S 17.673 
-276.00 424.94 S 17.S97 
-278.30 424.94 S 17,318 
-280.62 424.94 S 17.038 
-282.96 424.94 S 16.755 
-285.52 424.94 S 16.469 
-287.70 424.94 S 16.t 02 
-2SO.OO -424.94 S t5.802 
-292.59 424.94 S 15.599 
-294.95 424.94 S t 5.304 
-297.41 421.94 s 15.007 
-200.89 424.94 S 14.707 
-302.38 424.94 f 14,404 
-304.90 424.94 S 1 4 .099 
-307.45 421.94 S 13.792 
-310.01 424.94 S 13,462 
-312.59 424.94 S 13.1 60 
-3 15.20 424.94 S 12.654 
-3 17.82 424.94 S 12.536 
-320.47 424.94 S 12.216 
-323.14 -414.94 s r r ,893 
425.83 424.94 S t t ,567 
*328.SS 424.94 1 1 1  338 
933 1.29 424.94 J t 0.907 
4 ~ r . 0 5  -424.94 s 10.573 
436.83 424.94 1 10.236 
-33g.64 424.94 S 9.897 
$42.47 424.94 S 9.554 
-345.32 -424.94 S 9.209 
-348.20 424.94 S 0.861 
451.10 424.94 s a.sto 
-354.03 -424.94 S 8.156 
-356.98 424.94 S 7.799 
-359.95 424.94 S 7.439 
-362.95 424.94 S 7.076 
-365.98 -424.94 S 6.710 
36g.03 424.94 S 6.341 
-372.10 424.94 S 5.969 
-375.20 424.94 5.593 
370.33 424.94 S 531 5 
-38 1 .48 -424.94 S 4.033 
-384 66 4 4 - 9 4  s 4.449 
-387.67 -4tr.gr s 4 .OU t 
-391.90 424.94 S 3.670 
304.36 -424.04 S 3.276 
-397.65 -424.94 S 2.878 
400.96 424.94 S 2.477 
404.30 -424.94 S 2.073 
4 7 . 6 7  424.94 S 1.665 
4 1  1.07 -424.94 S 1.254 
414.40 424.94 S 839 
-4 17.9s -424.91 s 421 
421.43 -424.94 4 0 
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tr ip pricing and Client Capacity Assumptions 

Rupert River Tilpr 
June July August % Capacity Clients Trip pr lc .  2 Revenue 

3 day 2 2 2 50 30 % 600.00 S 18,000.00 
f l  day 1 2 2 80 40 $ 2,200.00 $ 88,000.00 

Chrlihur Trips 

5 days 2 2 2 80 48 $ 1,000.00 $ 48,000.00 

l o b /  number of clients 8 Totrlmvenue SfS4,006.06 
1 P ~ t a g e c a p m t y r o l k r g i s b ~ o n  10dhntsportrip 

2 Tnp prier basal an t200.00 a day 

Ru* Rivar T 'ps 
June July August Capacity ' Clients Tdp prlce 2 Revenue 

3 dry 2 2 2 80 48 $ 600.00 $ 28,800.00 
f l  dry 1 2 2 80 40 $ 2,200.00 $ 88,000.00 

Total number of clients 114 Total mvmue $ f76,800.00 
1 P w m t a g a ~ ~ i 8 ~ m l O ~ I p e r ~ o  

2Tl tpp~brrrdonS200.00ady 
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Trip pricing md Client Capacity Assumptions (continued...) 
Ymr 3: 

Rupert River Trips 
June July August ap8ciV ' ClhnLt fr lp prlc. 2 Remnue 

3 dry 2 2 2 100 60 $ 600.00 S 36,000.00 
11 day 1 2 2 100 50 $ 2,200.00 $110,000.00 

S days 2 2 2 t 00 60 $ 1,000.00 S 60,000.00 

Total numbor of clients 170 Tobl ?@venue $206,000.00 
1 PmtPgscap~r f f tng iJ -on  l o d k n u ~ t n p  

2 Tr@ plies b- an 5200.00 a day 

Year 4: 

Rupert River Trips 
June July August Capacity ' Clients Tdp prlcr 2 Revenue 

3 dry 2 2 2 100 60 $ 600.00 S 36,000.00 
f f  day 2 2 2 100 60 S 2,200.00 % 1 32,000.00 

rob/  number of clients f80 Total nvenue $228,000.06 
l P s n # r ~ c a p e a t y r o t l n g i s ~ o n  tocihntsparaip 

2 Trip prim emad on $200.00 a day 

Cttc Wildcrncss Adventure Project Page 53 of 64 



,Price EstimaZms 6 Assumpdlons: 
Number of guests 10 
Price per day for food S 25.00 
Head guidelday $ 120.00 
Assistant guidelday $ 90.00 

---- 

Support stafflday $ 75-00 
Mileagelkm $ - -  -- 0.35 -- 

Waasheshkun flight S -- 945.00 A- 

t night @ Louis Jolliet $ 100.00 ---------- ----- P -------- .- -- 
Supper @ Louis Jolliet % 20.00 

---.------ - -- 
Feast @ lodge $ 20.00 

--.- --- --- -- 
I night @ lodge $ 80.00 -- - -- 
Dance S 400.00 

Cost of goods sold 
Rupert River 3day 
Length of trip 3 days 

Cost per 
penon (brrad Cost at 50% Cost at 80% 

Doscription Total Cost on 8 guosts) capacity capacity 

Hoad guida 3 days $ 360.00 $ 36.00 $ 360.00 $ 360.00 
Assistant guide 3 days S 270.00 $ 27.00 $ 270.00 $ 270.00 
Support staff none rS - $  - S - $ 

one day for guide and 
pm-trip plr nning assistant $ 210.00 $ 21.00 $ 210.00 $ 210.00 

one day for guide and 
post-trip cleanlup assistant $ 210.00 S 21.00 $ 210.00 $ 210.00 

Delivery to put-in 
Trrvml (350km) $ 122.50 S 12.25 $ 122.50 $ 122.50 

Pick-up from take-out 
(350km) S 122.50 S 12.25 $ 122.50 $ 122.50 
S7.50lday SEPAQ 8 

Pornits CNM $ 225.00 $ 22.50 S 112.50 $ 180.00 
Food Guests 8 guides $ 750.00 S 75.00 S 375.00 S 600,CC 
Sub-total S 2,270.00 S 227.00 S 1,782.SO $ 2,075.00 
Contingency 10% 227.00 $ 22.70 178.25 207.50 
TOTAL TRIP COSTS $ 2,497.00 S 249.70 S 1,960.7S S 2,212.50 
Overhead 17% of total fixed cost 3,337.34 $ 41 7.1 7 3,337.34 3,337.34 
Total Not Coat 5,834.34 S 666.87 $ 5,296.09 $ 5,619.84 

Assumptions: 
The guides meals are included in the $ZS.OOlday per person 
'Support staff will not be required for the short trips because the van will remain 
at the put-in for the length of the trip 
'Guides will be responsible for pre-trip and post-trip clean-up 
The  3day trips account for 17% of the total trip days 
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The guides meals are included in theS25.001day per person 
30th guides will be responsible for trip planning and dean-up 
''~vcrrhead costs represent 53% of total trip days 
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b b 

Cost of goods sold 
Chalifour River Sdays 
Length of trip 5 days 

Cost par 
parson (based Cost at SO% Cost at 80% 

Dasctiption Total Coat on 8 guasts) capacity capacity 

Head guide 5 days $ 600.00 $ 60.00 S 600.00 $ 600.00 ' 
Assistant guide 5 days S 450.00 S 45.00 S 450.00 $ 450.00 
Support staff 2 days $ 150.00 S 15.00 $ 150.00 $ 150.00 

one day for guide and 
Pro-trip planning assistant S 210.00 $ 21.00 $ 210.00 S 210.00 

one day for guide and 
Port-trip clean-up assistant $ 210.00 $ 21 .OO $ 210.00 $ 210.00 

Travel Airport pick-up (1 20km) $ 84.00 8.40 S 84.00 $ 84.00 
Transport to put-in 
(1OOkm) S 35.00 $ 3.50 $ 35.00 S 35.00 

r 

Pfck-up from take-out 
(200km) $ 70.00 % 7.00 $ 70.00 $ 70.00 

Airport drop-off (1 20km) $ 84.00 $ 8.40 $ 84.00 S 84.00 
S7.50iday SEPAQ & 

Pormits CNM $ 375.00 $ 37-50 $ 187.50 $ 300.00 
Food Guests 8 guides S 1,250.00 $ 125.00 $ 625.00 S 1,000.00 

Feast S 200.00 $ 20.00 $ 100.00 $ 160.00 
Accomodrtion 1 night @ lodge S 800.00 S 80.00 $ 400.00 $ 640.00 
Dance Optional $ 400.00 S 40.CO $ 400.00 $ 400.00 
Sub-total $ 3,511.00 S 351.80 $ 2,705.SO S 3,193.00 
Contingency 10% 351.80 $ 35.t8 270.55 3 19.30 
TOTAL TRIP COSTS S 3,868.80 S 316.98 $ 2,976.0s S 3.S12.30 

29%% of total fixed 
Overhead cosU#trips 5,693.1 1 S 71 1.64 5,693.1 1 5,693.1 1 
Total Mat Cost 9,562.91 $ 1,098.62 $ 8,669.16 S @,20S.41 

Assumpfions: 
"The guides meals are included in the S25.001day per penon 
'Both guides will be responsible for trip planning and clean-up 
'Overtread costs represent 29% of total trip day- of trips 



Attachment A - Sample Contractor Agreement 
From The Business of Adventure by Ross Cloutier 

Contract No. 
Owner Approval 

THIS AGREEMENT, made on @ATE) 

BETWEEN: uTHE CREE WILDERNESS ADVENTURE PROJECTw 
(Herein called the 'Company") 

OF THE FIRST PART 
kW: 

(Herein called the uContractorH) 
OF THE SECOND PART, 

WITNESSETH that the parties hereto agree as follows: 

APPOINTMENT 

1. The Cree Wilderness Adventure Project retains the Contractor to provide the services 
(herein called the uServices") described in Schedule "A" attached hereto and forming 
a part hereto. 

TERM 

2. The Contractor shall provide the Services during the term of this Agreement (herein 
called the aTERM") which Term shall, notwithstanding the date of execution and 
delivery of this Agreement, be conclusively deemed to have commenced on h e  

st day of 20-  and ending on the st day of ,20, 

PAYMENT 

3. The Cree Wildemess Adventure Project shall pay to the Contractor, in full payment 
for providing the Services and for the expenses incurred in connection therewith, the 
amount, in the manner and at the times set out in Schedule " B  attached hereto, and 
the Contractor shall accept the same as full payment as aforesaid. 

INDEPENDENT CONTRACTOR 

4. The Contractor shall be an independent contractor and not the servant, employee or 
agent of the Cree Wildemess Adventure Project. The Contractor shall purchase and 
maintain adequate worker's compensation liability insurance. 

Cree Wilderness Adventure Project Page 57 of 64 



5. The Contractor shall not in any manner whatsoever commit or purport to commit The 
Cree Wildemess Adventure Project to the payment of any money to any person, firm 
or corporation. 

6. The Cree Wildemess Adventure Project may, from time to time, give such instruction 
to the Contractor as he considers necessary in connection with the provisions of the 
Services but the Contractor shall not be subject to the control of the Cree Wildemess 
Adventure project I respect of the manner in which such instructions are carried out. 

7. All employees of the Contractor providing services under this Agreement will remain 
at all times the employees or agents of the Contractor and not of the Cree Wilderness 
Adventure Project. Such employees are not entitled to and will not receive any 
benefits, allowances or rights in any way associated with persons having the status of 
employees or functioning as employees of the Cree Wildemess Adventure Project. 

REPORTS 

8. The Contractor shall upon request, from time to time, of the Cree Wildemess 
Adventure Project, hlly inform the Cree Wildemess Adventure Project of the work 
done and to be done by the Contractor in connection with the provision of the 
Services. 

en consent 9. The Contractor shall treat as confidential and shall not, without prior w i d  
of the Cree Wilderness Adventure Project, publish, release or disclose or permit to be 
published, released or disclosed, either before or after the expiration or sooner 
termination of this Agreement, any information supplied to, obtained by, or which 
comes to the knowledge of the Contractor as a result of this Agreement except insofar 
as such publication, release or disclosure is necessary to enable the Contractor to 
hlfill his obligations under the Agreement. 

ASSIGNn(iENT .AND SUBCONTRACTING 

10. The Contractor shall not without the prior written consent of the Cree Wilderness 
Adventure Project: 

a) assign, either directly or indirectly, this Agreement or any right of the Contractor 
under this Agreement; or 

b) subcontract any obligation of the Contractor under this Agreement. 

11. No subcontract entered into by the Contractor shall relieve the Contractor fiom any of 
his obligations under this Agreement or impose any obligations of liability upon the 
Cree Wilderness Adventure Project to any such subcontractor. 
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CONFLICT 

I?. The Contractor shall not, during the Term, perform a service for or provide advice to 
any person, f m  or corporation where the performance of the service or the provision 
of the advice may or does, in the reasonable opinion of the Cree Wildemess 
Adventure Project, give rise to a conflict of interest between the obligations of the 
Contractor to such other person, fum or corporation. 

13. The Contractor shall indemnify and save harmless the Cree Wildemess Ad 'enture 
Project from and against any and all loses, claims, damages, actions, causes of action, 
cost and expenses that the Cree Wilderness Adventure Project may sustain, incur, 
suffer or be put to by reason of any act or omission of the Contractor or any servant, 
agent or subcontractor of the Contractor. 

TERMINATION 

14. Notwithstanding any other provision of this Agreement, if the Contractor fails to 
compiy with any provision of this Agreement then, and in addition to any other 
remedy or remedies available to the Cree Wilderness Adventure Project, the Cree 
Wildemess Adventure Project may, at its option, terminate this Agreement by giving 
written notice of termination to the Contractor. 

15. This Agreement may be terminated by the mutual agreement of both parties, signified 
by the exchange of letters executed by both parties, citing the date of termination 
agreed to and the arrangements agreed to for concluding the service. 

16. If the option described in paragraph 14 is exercised or if both parties agree to 
terminate the Agreement as described in paragraph 15, the Cree Wildemess 
Adventure Project shall be under no further obligation to the Contractor except to pay 
to the Contractor such amount as the Contractor may be entitled to receive, pursuant 
to Schedule "B" attached hereto, for Services provided and expenses incurred to the 
date the termination notice is given or delivered to the Contractor or agreed to by both 
parties. 

17. No provision of this Agreement and no breach by the Contractor of any such 
provision shall be deemed to have been waived unless such a waiver is in writing 
signed by the Cree Wildemess Adventure Project. 

18. The written waiver by the Cree Wildemess Adventure Project of any breach of any 
provision of this Agreement by the Contractor shall not be deemed a waiver of such 
or any subsequent breach of the same or any other provision of this Agreement. 
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APPROPRIATION 

19. Notwithstanding any other provision of this Agreement, the payment of money by the 
Cree Wilderness Adventure Project to the Contractor pursuant to this Agreement is 
subject to meeting the minimum requirements as identified in Schedule "B .  

20. This Agreement shall be governed by and constructed in accordance with the laws of 
the Province of Quebec. 

21. The Schedules to this Agreement are an integral part of this Agreement as if set out in 
length in the body of the Agreement. 

22. In this Agreement, wherever the singular or masculine is used it shall be construed as 
if the plural or feminine or neuter, as the case may be, had been used where the 
context or the parties hereto so require. 

23. The headings appearing in this Agreement, have been inserted for reference and as 
matter of convenience and in no way defme, limit or enlarge the scope of any 
provision of this Agreement 

IN WITNESS WHEREOF the parties hereto have executed this Agreement the day and 
year first above written. 

CREE WILDERNESS ADVENTURE PROJECT: 

(Authorized Signature) 

CONTRACTOR: 
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Attachment B: Program Development Worksheets 

Rupert River 1 1 -day 
Rupert River 3-day 
Chalifour 5-day 

C t n  Wildtrncss Adventure Project Page 6 1 of 64 



Cree Wilderness Adventure Project I 

PRODUCT DEVELOPMENT WORKSHEET I 

Rupert River 11 day Wp 
? I I 

I 

I cost per 
I Schduk Item/Attivity Provider Cost person 
I (band orr to 

grmh) 
I 

Breakfast 
Morning Activities 10:40 
Lunch 13:OO 
Afternoon Activities 14:30 

I 15:OO 
Dinner I t8:OO 
Evening Activities 19:OO 

Day 2 I 

Breakfast I 8:00 
Morning Activities 1 9 : 0  

I 
I 
I i 1 :30 

Lunch I 12:30 
I 

I 
Afternoon Activities 1 :30 
Dinner 1 19:W 
Evening Activities 1 20:OO 

1 

airport pick-up 
welcome lunch 
check-in 
walking tour 
buffet 
evening paddle 

buffet 
pack guests gear 

transport gear to plane 
light lunch 

flight to Louis Jolliet 
supper at Louis Jolliet 
Tea and stories 

D.Y 3 I 
I 

support staff 
Lodge 
Lodge 
guides 
Lodge 
guides 

Breakfast I 6:30 

I 
Morning Activities 
Lunch I 

I 1 2:00 
Afternoon Activities f 
Dinner I 6:OO 
Evening Activities i 

I 

I 
my4 I 

S t20.00 
$ 130.00 
$ 640.00 
d - 
S 150.00 
$ - 

breakfast in camp 
pack up camp and 
travel 
shore lunch 
ttavel& portage 
stir-fry 
bake bannock 

$ 15.00 
$ 10.00 
$ 80.00 
$ - 
$ 15.00 

S - I 

, 
$ 10.00 
S - < 

$ 3.00 
S 10.00 

S 200.00 
$ 25.00 
$ - 

I 

guides 
guides & 
guests 
guides 
guides 
guides 

Breakfast I 6:30 
I 

Morning ~cthr i t ie~ I 
Lunch I 12:OO 
Afternoon Adivitks : 
Dinner i y  
Evening Adivities i 

i 
0.y 8 i 
Breakfast + 6:30 

I Morning Activities 
Lunch I 12:W 

Lodge 
guides 

support staff 
Lodge 
Waashesh ku 
n Airways 
Louis Jolliet 
Louis Jolliet 

breakfast in camp 
pack up camp and 
travel 
shore lunch 
travel 6 por1-e 

paddle making 

breakfast in camp 
pack up camp and 
tfavel 
shore luncft 

$ 700.00 
S - 
S 30.00 
$ 100.00 

$ 1,600.00 
$ 250.00 
S - 

S 5.00 

s 28.25 
$ 7.50 

$ 7.50 
S - I 

1 

S 5.00 

S 26.25 
S 7.50 

S 50.00 

S 210.00 
I $ 75.00 
s - 
S 75.00 

guides 
guides & 
guests 
guides 
guides 
guides 
guides 

guides 
guides & 
guests 
guides 

$ 5.00 

$ 26.25 
$ 7.50 
s = , 
$ 7 .SO 

$ 50.00 

s 210.00 
$ 75.00 -- 
S 75.00 
S - 

$ 50.00 

$ 210.00 
S 75-00 

8 - I 
guides S - 



I 

'camping permits 
Permits required SEPAQ $ 60.00 $ 7.50 
Afternoon Activities travel & partage guides S - $  * 

Dinner I 6:OO fish guides $ 75.00 $ 7.50 
Evening Activities sewing guides S - $ I. 

I 

I 

Day 6 I 
Breakfast 630 breakfast in camp guides S 50.00 S 5.00 

pack up camp and guides 6 

Lunch 

Permits 

12:OO Shore lunch 
Camping pemlits 
required 

Afternoon Activities f 
Dinner 1 8:00 
Evening Activities i 

travel & portage 
stew & bannock 
fishing nets 

r 

Day 7 
Breakfast 

Morning Activities 
Lunch 

Permits 
Afternoon Activities 
Dinner 
Evening Adivities 

Day 8 
Breakfast 

Morning Activities 
Lunch 

guides 

SEPAQ 

630 

12:OO 

6:OO 

8:30 

12:W 

guides 
guides 
guides 

$ 75.00 

3 60.00 

Permits 
Afternoon Activities , 

$ 7.50 

$ 7.50 
$ - $  
S 75.00 
S - 

i 
I 

Dinner 
Evening Adhities 

my 9 
Breakfast 

,Morning Activities 
bunch 

* ( 

$ 7.50 
$ - 

$ 50.00 

S 210.00 
$ 75.00 

S 60.00 
$ - $  
S 75.00 
$ - $  

breakfast in camp 

test day at camp 
camp lunch 
Camping permits 
,required 
rest day at camp 
buffet 
storytelling 

8:00 

6:30 

12:00 

S 5.00 

$ 26.25 
S 7 .SO 

S 7.50 - 
S 7.50 - 

guides 
guides & 
guests 
guides 

SEPAQ 
guides 
guides 
guides 

$ 5.00 

$ 26.25 
$ 7.50 

$ 7.50 
S I) 

S 7 .SO - 

S 5.00 

, $ 26.25 
S 7.50 

$ 7.50 
S . 
S 7.50. 

. 

I I 

Permits 
Afternoon Activities 
Dinner 
 in^ Activities 

6:W 

S 50.00 

$ 210.00 
S 75.00 

S 60.00 
$ - 
S 75.00 
S S 

breakfast in camp 

travel 
camp lunch 
Camping permits 
required 
travel 
spaghstti 
paddlemaking 

my 10 1 

guides 
guides & 
guests 
guides 

SEPAQ 
guides 
guides 
guides 

$ 50.00 

$ 210.00 
$ 75.00 

$ 60.00 
S - 

. S 75.00 
$ 0 s  

breakfast in a m p  

travel 
camp lunch 

t I 

guides 
guides & 
guests 
guides 

Camping permits 
required 
travel 
spaghetti 
paddlemaking 

I 

SEPAQ 
,guides 
guides 
gu#es 
I 



Breakfast 

Morning Adivities 
lunch 

Afternoon Activities 
Dinner 

8:30 

12:W 

7: 00 

breakfast in camp 

travel 
,camp lunch 
pick-up at Mesgouez 
lake 
feast 

,Evening Activlles 1 
I 

Dance 

Brunch 
shopPh2 
Bntrrch 

Day 11 
Breakfast 11:W 

$ 5.00 

$ 26-25 
$ 7.50 

S 67.50 
$ 20.00 

QUM~S 
guides & 
guests 
guides 

SuPPofl 
Lodge 

Morning Activities i 
Lunch 1 12:W 
Afternoon Activities I 

$ 02-50 

$ 10.00 
S 26.25 A 

S - 

J 
I I 1 

$ 50.00 

S 210.00 
$ 75.00 

$ S40.00 
$ 220.00 

Fiddler & 
dancers 

Lodge 
guides 
lodge 

guides 

Guides 
Guides 

~epanure 

PmMp plenning $ 420.00 
$ 2t0.00, .$ 
$ 8,rcU.W 
S 848.80 

. S 8,468.00 
, S t7,762.~O 

$ 34.1 2 

$ S00,OO 

S tW.00 
S 210.00 
S - 

T ofll Nat Cost I 1 I 
I 

0 
$ 52.50 

26.25, 
$ 988.37 
S 96-84 
$ W8.37 
$ 2,OtS.M 

S 273.00 ,Drive to Chibougarnau'support 

,Post-Hp Ckm-up 
Total Cost i 

10% Contlmency 1 
Overhead I 





C m  Wilderness Adventure Project 
PRODUCT DEVELOPMENT WORKSHEET 

Chalifour River Iday 
I ! I I 

x 

I 

my 1 1 

airport pick-up 
welcome lunch 
check-in 
walking tour 
buffet 
evening paddle 

buffet 
pack guests gear 
transport guests & 
gear to put-in 
light lunch 
leave for trip 
set up camp & eat 
supper 
Tea and stories 

breakfast in camp 
pack up camp and 
travel 
shore lunch 
travel & portage 
,stir-fry 
bake bannock 

breakfast in camp 
pack up camp and 
tmel 
shorn hnch 
fishing systems 
fried fish 
paddle making 

.breakfast in camp 
pack up camp and 
travel 
srraclrs 
pick-up 
clean-up 

Breakfast 
Morning Activities 
Lunch 
Afternoon Activities 

10:40 
13:OO 
1 4:30 

i 

support staff 
Lodge 
-Lodge 
guides 
Lodge 
guides 

Lodoe 
guides 

support staff 
suppott staff 
guides 

guides 
guides 

guides 
guides br 
guests 
guides 
guides 
guides 
guides 

I 

guides 
guides 6, 

I 15:OO 
Dinner 
Evening Activities 

(based on 10 guests) 

$ 15.00 
$ 10.00 
$ 80.00 
S 26.25 
S 15.00 - 

$ 10.00 
$ 26.25 

S 22.50 
S 7.50 

a 

. 

. 

$ 5.00 

$ 28.25 
$ 7.50 - 
S 7.50 

I 

, S 5.00 

18:OO 
19:OO 

$ 120.00 
$ 130.00 
S 040.00 
S 210.00 
S 150.00 
$ - $  

$ 100.00 
$ 210.00 

$ 180.00 
$ 75.00 
$ $ 

S S 
$ S 

S 50.00 

$ 210.00 
S 75.00 
$ $ 
S 75.00 
$ d 

S 26.25 
S 7.50 - 
S 7-50 - 

S 5.00 

S 26.25 
S 5.00 
$ 2250 * 

S 50.00 

guests S 210.00 
guides S 75.00 

I 

A 

guides 
guides 
guides 

guides 
guMes & 
guests 
guides 
supportstaff 

D8y 2 
Breakfast 
Morning Activities 

S $  
S 75.00 
S - $  

S 50.00 

S 210.00 
$ 50.00 
S 180.00 

8:00 
9:00 

Lunch 
Afternoon Activities 

Dinner 
Evening Activities 

pay 3 
Brsakfast 

1 1 :30 
1230 
1 :30 

1Q:W 
20:OO 

7:00 

I Morning Adivit ies 
Lunch 
Afternoon Activities 
Dinner 
Evening Activities 

Day 4 

12:00 

6:OO 

1 

BreaMast 

Morning Activities 
Lunch 
Afternoon Activities 

630 

12:OO 

Dinner ! 6:W 
Evening Adhrlirs 

I 
Day 5 
Breakfast 

,Morning ActIvRfes 

830 

Lunch I 1 2 : ~  
Afternoon Adivlies / 13:W 

1 1430 



Feast 
Drive to 
Chibougamau 
End of tour 

Lodge 

SUPPOe 

Dinner 

Lunch 
Afternoon Activities 

PreMp plenning 
Post-trip cteen-up I 

Totrl Cost f i 1 
10% Contingency I I 
Overhead I I 
Tot81 lYItCost I I 

10:W 

18:OO 

$ 240.00 

S 100.00 

S 210.00 
$ 210.00 

j I I I 

S 20.00 ' 

$ 10.00 

S 26.25 
$ 26.25 

S 3,88S. 00 
$ 388.50 

S4.273.50 

S 446.28 
, $ U.63 

S 490.88 
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Attachment D: Cree Wilderness Canoe Guide Training Proposal 

Proposed Budget 

Wilderness Canoe Guide Training 
Implementation during Summer 2000 

Original Coat CLMB CNM Details 
Ravanua 
CLMB $62,496.00 $62,496.00 approved in summer 1999 although 

must re-apply in the winter of 2000 

Cree Nation of Mistissini $24,780.00 not irrduded in CWAP budget 

Total Revanua $1 36.1 39.40 $87,276.00 

E J c ~ 8 . r  
Salaries 8 Benefits for $32,805 .W $32,956.00 $- covered by CWB 
participants 
Training cost and salary $27,550.00 $21,850 .OO $5,700.00 C O V ~  by Cum 
for trainers 
Travel S3,900.00 $3,900.00 $- coversd by CMB 
Meals 8 $3,240.00 $3,240.00 $- covered by CUB 
Accommodation 
Materials (handbook) $550.00 $550.00 $- C O V ~  by CLMB 
Rivet Trip Costs $9,800.~ $9,800.00 Cannot reduce ~~ because 

support s W  b required 

Equipment Costs $48,014.40 

Canoe rental 51,000.00 

Misc. Graduation gifts $2,400.00 
Awards supper S 8 0 0 . ~  

$- If the CWAP purchsss the 
equlpmmt with a partfal grant than 
the equipment will not be addillanal 

Q- No need to rent if equipment [s 
purchoaed 

$2.480.00 First kie 
w 0 * 0 0  Feast 

unforeseen S6,OQ0.00 $6,000.00 
TOW Exponsoa 51 36.139.40 $62,496.00 $24,780.00 

Additional information regarding the training program is availabb in the original proposal submitted to 
CLMB Summer 1999 
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