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Abstract 

The wine industry in the South Okanagan has experienced considerable growth and change over the past 

decade. With an ideal climate and topography for grape growing, the Oliver area has welcomed many 

new wineries, and celebrated the increasing success of its established vineyards and experienced wine 

makers. The opportunity for the development of tourism based on wine has only recently been pursued. 

Recognizing the potential benefits of wine tourism for both the wineries, and the Oliver community, the 

Town of Oliver has initiated a campaign to promote itself as the Wme Capital of Canada. There are 

currently 13 wineries in the Oliver area, many of which are beginning to invest in additional facilities and 

services that cater to tourists. The development of wine tourism is supported by recent forces and 

trends in tourism, which reveal an increasing demand for forms of cultural tourism, including special 

interest and recreation vacations, agri-tourism, and activities such as visits to historic sites. 

This :MDP strives to assess the planning implications of wine tourism development in the Oliver area. A 

thorough review of local documents, visitation to the area, key informant interviews, and a review of 

literature focused on tourism planning, sustainable tourism, and wine tourism allow for discussion of the 

possibility of sustainable wine tourism development at the local level. The result is a compilation of the 

perceived issues surrounding tourism development in Oliver, and a set of guiding actions. These 

guidelines outline how the Town can best proceed in its development as a wine tourism destination, and 

how principles of Sustainable Tourism can be incorporated into wine tourism planning. 

In general, this :MDP reveals that although the Oliver community is well-positioned to become a wine 

tourism destination, many issues need to be addressed to ensure tourism development is sustainable. 

This implies balancing the demands of tourists with the needs of locals, while ensuring preservation of 

the town's natural and cultural environments. 

KEY WORDS: DESTINATION, TOURISM PLANNING, SUSTAINABLE TOURISM, WINE 

TOURISM, AGRI-TOURISM, WINERY, VINEYARD, OLIVER 
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CHAPTER 1: INTRODUCTION AND APPROACH 



Gi. 1: Introduction and Approach 

1.1 Introduction and Project Definition 

The Town and District of Oliver, in the South Okanagan region of British O:>lumbia are at the 

initial stage of what is expected to be its development into a successful wine tourism destination. 

O:>ntemporary trends in tourism, coupled with the existence of a significant number of wineries and 

lush vineyards position Oliver as an ideal location for the expansion of services and facilities 

associated with tourism The Town has thus far been active in its preliminary efforts to engage in 

the tourism development and marketing process. This Master's Degree Project (11:DP) strives to 

assess Oliver's current situation, and provides recommendations and methods to continue on its 

current tourism development path in the most informed and responsible manner. O:>ncepts and 

principles of destination planning and sustainable tourism, along with recognition for the unique 

characteristics of the wine industry form the general framework for background research, analysis, 

and the development of recommendations. The Oliver case study provides a unique opportunity to 

integrate planning with the fields of tourism and product marketing. 

The product of wine is significant in terms of land used for grape-growing, and Oliver's economy. 

As the focus of tourism development, wine production will affect the long-term sustainability of 

both agriculture and tourism Wme tourism is becoming increasingly popular with those searching 

for a unique travel experience that allows for exploration, education, and personal indulgence. This 

11:DP discusses the advantages of wine tourism for winery operators, as well as the supporting 

attractions and seivices necessary for the development of a wine tourism destination. 

Development into the 'Wme Capital of Canada' will put Oliver on the map. This 11:DP highlights 

issues for consideration in proceeding with this campaign, and offers a set of guiding actions, based 

on a thorough review of relevant literature and documents, and first-hand research in the Oliver 

area. The remainder of this chapter will provide a general overview of the 11:DP objectives, 

methodology, and documentation. 

1.2 Project Purpose 

This 11:DP focuses on a background analysis and contextual research, and the creation of guidelines 

to assist in the development of a sustainable wine tourism strategy for the Town and District of 
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Ch. 1: Introduction and Approach 

Oliver. To ensure maximized benefit for the community and the wine indusny, the Town must 

anticipate the potential effects of tourism development. Tourism is comprised of a set of integrated 

systems, with implications for any destination's economic security, ecological integrity, and quality 

of life. Development of a tourism plan must take place with consideration for a broad range of 

issues, both general and specific to the destination. This 11DP integrates general tourism planning 

concepts with issues and opportunities identified through the Oliver case study. 

1.3 Importance of the Research 

This 11DP is intended as a reference for the municipal staff at the Town and District of Oliver. 

The research for this 11DP occurred at a time when the Town was beginning to revisit its 

community plan and economic development strategies, recognizing that they did not provide 

enough guidance for tourism development, particularly in regards to its growing wine industry. 

Initial contacts from the Oliver area expressed interest in learning of sustainable tourism, and 

welcomed this study, which compiled issues, opportunities and ideas specific to their small town. 

However, the information presented will be of interest to any person affected by the development 

of tourism in Oliver, as well as stakeholders in similar developing tourism destinations. This 110P 

examines the initial stages of the development of a local wine tourism strategy. In this respect it is 

somewhat original, as wine tourism strategies are typically created at the regional or national scale. 

1.4 Project Objectives and Methods 

This 110P is generally oriented to the "provision of information for decision making on the need 

for some new or enlarged facilities or services" (Pizam, 1987:65). This research was conducted 

under the premise that the Town of Oliver is interested in how to best proceed in its development 

of wine tourism, and how principles of sustainability can be incorporated into planning efforts. In 
addition this project contributes to the knowledge in the tourism field. 
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Ch. 1: Introduction and Approach 

The following objectives guided this research: 

1. To explore concepts and practices of Sustainable Tourism Development 

2. To gain an understanding of what various stakeholders in the Oliver region 
desire to achieve through wine tourism development, and how this development 
can be achieved 

3. To examine existing strategies that focus on sustainable tourism, and 
sustainable viticulture, in other wine tourism destinations 

4. To provide recommendations to the Town of Oliver on how to proceed m 
developing as a wine tourism destination. 

This 1vIDP involved both exploratory and descriptive components. Exploratory research "serves 

primarily to acquaint the investigator with the characteristics of the research problem" (Pizam, 

1987:69). This type of investigation was used to become more familiar with, and clarify the 

processes and concepts of tourism planning and sustainable tourism The compilation of the Oliver 

context phase of research was both exploratory and descriptive, as it involved "systematic 

description of facts and characteristics of a given population or area of interest" (Pizam, 1987:69). 

Most tourism research is conducted using descriptive methods "because in tourism, like in most 

other social sciences, the problems do not lend themselves to experimental design" (Pizam, 

1987:70). Interviews are one form of descriptive research, and are used in this 1vIDP to supplement 

information gathered from literature and secondary sources. 

This 1vIDP is generally qualitative in nature, and knowledge and recommendations serve to broaden 

the view of tourism development and to uncover issues and topics which should be considered in 

developing a tourism destination such as Oliver. 

1.4.1 Objective 1: To explore concepts and practices of Sustainable 
Tourism Development 

The objective of this phase of research was to gain an understanding of the principles of Sustainable 

Tourism, and to identify principles that can guide the development of tourism in Oliver. 

Sustainable Tourism Development functions within the larger scope of tourism or destination 

planning. Therefore, this phase of research aimed to investigate the advantages of developing a 
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Ch. 1: Introduction and Approach 

tourism plan, as well as potential costs and benefits of tourism development for a rural community 

such as Oliver. 

The exploration of tourism planning and Sustainable Tourism Development was shaped by the 

following inquiries: 

Tourism Planning 

• 

• 

• 

• 

What are the current trends in tourism that will influence tourism planning? 

What are the goals and components of a tourism plan? 

What specific considerations must be made for tourism development in a rural 

community? 

How is tourism development perceived by Oliver tourism businesses? 

Sustainable Tourism D evelopment 

• 

• 

What values underlie sustainable tourism development? 

How can principles of sustainable tourism be incorporated into plans for wine tourism 

development in Oliver? 

Research Method 

Investigation into tourism planning and sustainable tourism occurred through a review of relevant 

literature, which included published books and articles, web-based material, theses, and guides 

produced by the World Tourism Organization. Pizam (1987) notes that concepts are often 

impossible to observe directly. Hence, this review of the theory of sustainable tourism is 

supplemented with the presentation of existing case strategies (Objective 3). 

1.4.2 Objective 2: To gain an understanding of what various stakeholders 
in the Oliver region desire to achieve through wine tourism 
development, and how this development can be achieved. 

The objective of this phase of research was twofold: first, to provide the context for Oliver, the 

project site; and second, to develop an understanding of the characteristics and processes specific to 
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Ch. 1: Introduction and Approach 

wine tourism In any planning exercise, it is imperative to understand what and whom you are 

planning, and ideally, to incorporate the perspective of community members and business 

operators. Hence, a case study approach was used to investigate the current context for Oliver. 

C.ase studies are especiallyvaluable when the researcher is beginning to explore a problem and is not 

sure of the significant variables and relationships, as is the case with a relatively new and unexplored 

topic (Macionis, 1997:54) . Furthermore, a thorough understanding of the concept of wine tourism 

is necessary to begin to recognize the relationship between planning for the town and planning for 

tounsm 

The following inquiries were used to guide the exploration of the Oliver context and wine tourism: 

Oliver Omtext 

• "W'hat are the characteristics of Oliver that make it a suitable wine tourism destination? 

• "W'hat are the current levels of tourism attractions, facilities and services offered in 

Oliver? 

• "W'hat is the current profile of the wine industry in Oliver, and what level of facilities 

and services are offered? 

• "W'hat is the policy environment for tourism planning in Oliver? 

• "W'hat is Oliver doing to increase and promote tourism? 

Wine Tourism 

• "W'hat are the advantages and disadvantages for wineries offering tourism activities? 

• "W'hat are the characteristics of supply and demand for wine tourism - who is the typical 

wine tourist? 

• "W'hat are the current trends in wine tourism, and what is anticipated in the future? 

• How might Sustainable Wme Tourism be characterized? 

Oliver Omtext and Potential: Methods 

A thorough presentation of the context and potential for wine tourism development in Oliver was 

developed through a range of methods. Secondary data, such as maps, Statistics Canada and British 
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Columbia statistics, municipal websites, local pamphlets and advertising, as well as personal 

observation during a series of site visits, were used to compile Oliver's physical, industrial, and 

demographic profile, as well as an overview of the policy environment. 

The current supply of tourism attractions, facilities and services was determined through locally 

produced pamphlets, local and regional tourism information websites and brochures, articles, and 

personal observation. This information was supplemented with information collected from 

interviews conducted by the researcher with winery operators, accommodation providers, golf 

course and ski hill operators, municipal and First Nations staff. 

Key Irformmt Intenieus 

As a research method, interviews off er flexibility in data collection techniques and are relatively low-

cost (Pizam, 1987). In this case, interviews were generally open-ended and semi-structured, with a 

list of questions to guide, but not limit conversation. Through interviews with winery 

owner/ operators, a current profile of the wine industry in the Oliver area was compiled, along with 

comments on the anticipated positive and negative aspects of tourism for the wine industry and 

community, and plans to expand on existing facilities. Interviews with non-winery respondents 

were intended to gain a perspective of other businesses in the area towards the development of wine 

tourism. The following table outlines the range of key informants interviewed by the researcher in 

the summer of 2002. A complete list of questions that guided winery and non-winery interviews is 

located in Appendix A 

Figure 1.1: Range of interviews conducted from July - September 2002 

Winery Owner/ Operators 
Government 
Agriculturalist 
Accommodation Provider 
Recreational Tourism Provider 

Taal 

11 
5 
2 
5 
3 

26 

The above key informants were crucial to understanding both the most current context and 

perspectives of community and business members in Oliver, as well as offering general attitude and 
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sentiment towards the development of tourism in Oliver. These people provided insights beyond 

that available in written documents. All winery operators (there are 13) in the Oliver area were 

approached for interviews, however, two were not available at the time. Wmeries chosen were 

limited to those located within the Town and rural district of Oliver. Wmeries in Okanagan Falls to 

the north, and Osoyoos to the south were considered outside of the scope of this project. 

Government staff were chosen by referral from initial contacts in the area, noting that the Town 

Hall staff is small. Agriculturalists were chosen by referral and were limited by availability of the 

participants during this busy time of year, as well as by time limitations of the researcher. 

Accommodation providers were chosen at random, and included 2 bed & breakfasts, one larger 

motel, and two businesses offering both campsites and motel rooms ( one additional motel was 

contacted, but chose not to participate). Recreational tourism providers included the two golf 

courses and one ski hill in the Oliver area. The names of specific respondents remain anonymous, 

to protect confidentiality. 

All interviewees were contacted by phone to identify interest in participation, and to schedule the 

interview. Interviews were face-to-face and typically took 30 to 60 minutes, depending on the 

responsiveness of the participant. The researcher took notes during the interview, and added to 

these notes following the interview, while conversations were fresh. Later, quantitative responses 

were compiled into a spreadsheet, and open-ended and qualitative data were summarized and 

compared. The information collected from these open-ended interviews is not meant to be 

representative or conclusive of the general population. The intention of the interviews was 

exploratory in nature, to achieve the objective of understanding the context of Oliver, and the 

perspectives and attitudes of a few key informants. 

Since the small samples used in qualitative research are in no way projectable to the 
population at large, an idea expressed by one individual may be critically important 
to the success of the final study. Thus, the purpose of qualitative work is to explore 
the full range of views, developing the range of issues which need to be addressed 
in the final study (Peterson, 1987:434). 

To develop an understanding of the current state of the wine industry and level of wine tourism 

facilities and services, a number of methods were used. These included the interviews mentioned 

above, as well as review of winery websites, promotional pamphlets, and articles from the Oliver 

archives. As most of the winery owner/ operators in the Oliver area were interviewed, a near-

complete picture of the status of the industry was possible. 
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Finally, to gain a sense of what Oliver is doing to promote and increase wine tourism in the area, the 

researcher consulted newspaper articles and press releases, referred to inf onnation gathered in 

interviews, and attended meetings which included: a brainstorming session for the Wme Capital of 

Canada campaign, a town council meeting, meeting of the Wme Capital of Canada C.Ommittee, as 

well as meetings with Oliver's Economic Development Officer. 

Wine Tourism: Methods 

The concept of wine tourism was explored through articles and books, drawing largely on the work 

of Don Getz and C Michael Hall, each of whom provide an extensive focus on wine tourism The 

advantages and disadvantages of wine tourism for the winery are examined through literature, as 

well as through interviews with Oliver winery operators. The characteristics of the demand for 

tourism were focused on identifying market segments that demonstrate an interest in wine tourism 

C.Omponents of the Traw Acthities and Motimtions Surrey (TAMS) were used to identify the 

demographic and behavioural attributes of those Canadians and Americans who have taken part, or 

are interested in participating in activities associated with wine and culinary tourism The discussion 

of the supply of wine tourism drew on both literature and interviews, with literature providing the 

framework for what a wine tourism destination must have to succeed. This was balanced with 

discussion of the portion of the interviews that identified the current supply of wine tourism in 

Oliver, as well as plans for expansion of facilities and services. 

Examination of existing trends in the supply and demand of wine tourism was necessary to project 

the future of the industry in general, as well as the future of the wine tourism industry in Oliver. 

Potential negative benefits of wine tourism on the local community were identified in review of the 

literature. This review was augmented with key informant interviews, which sought to identify 

potential negative outcomes of increased tourism, and perceived barriers to increasing and 

improving on the level of wine tourism in the Oliver area. 
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1.4.3 Objective 3: To examine existing strategies that focus on 
sustainable tourism, and sustainable viticulture, in other wine 
tourism destinations. 

Ca.se studies off er valuable information about phenomena that are new and/ or ongoing, and that 

may not be well represented in published documents. The objective of this phase of research was 

to identify examples of where principles of sustainability have been used in strategies within the 

wine industry, and in tourism development plans. The following questions guided case study 

evaluation: 

• Are there examples of sustainable tourism strategies specifically applied to the wine industry 

or a wine tourism destination? 

• If so, what are the components of such strategies? 

• How can these components be applied to the development of wine tourism in Oliver? 

Research Method 
Ca.se studies are appropriate when a current or contemporary entity is being studied (Hackett, 199 8), 

and the study of wine tourism in Canada, and particularly Oliver, is contemporary, as is the study of 

sustainable wine tourism. Ca.se studies are particularly useful in attempting to answer the haw - in 

this case, existing wine tourism and sustainable viticulture strategies demonstrate how principles of 

sustainability can be incorporated into a region's planning and development. The Ollario Wine and 
Odina:ry Tourism Strategy was chosen for its specific attention to wine tourism in a Canadian context. 

The Gxle if Sustainable Wirxgrmeing Practia!s (in California) was chosen for its sustainable approach to 

grape growing and winemaking practices. For each case strategy, the following were identified: 

• Background and Motivation for Strategy Development 

• Intended Scale of Application and Audience 

• Strategy Vision and Goals 
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• Strategy C.Omponents and Principles 

Through an understanding of the above components, it was then possible to env1s1on such 

strategies in the Oliver context. Hence the implications of each for Oliver were identified, and the 

knowledge gained in this phase of research influenced final recommendations. 

1.4.4 Objective 4: To provide recommendations to the Town of Oliver on 
how to proceed in developing as a wine tourism destination 

This phase of research involved the integration of what was learned through research objectives 1, 2 

and 3, into recommendations as to how the Town should focus on proceeding as a wine tourism 

destination, and how principles of sustainability can accompany such efforts. 

The following questions were addressed to foster integration of concepts and contextual 

information explored through this 1v1DP: 

• What is Sustainable Wme Tourism? 

• How should the concept of Sustainable Wme Tourism influence the tourism development 

plans in Oliver? 

• What issues must be addressed for Oliver to best proceed in wine tourism development, in 

a more sustainable manner? 

Research Method 

In order to respond to these research questions, 1t was necessary to identify the issues and 

opportunities identified in each research phase, and to develop actions necessary to tend to issues, 

maximize opportunities, and minimize potential negative effects of wine tourism development in 

Oliver. A list of issues and/ or opportunities was compiled at the end of each chapter. This list is 
provided in Appendix C This comprehensive list was then grouped into general issue categories 

that would lend themselves to a succinct set of recommendations. For each general issue a 

recommended action and sustainability component were suggested. Figure 1.3 presents the 

framework used to organize final recommendations. 
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Figure 1.3 Framework for integration of research phases and guideline development 

1.5 Limitations 
This 1vIDP was conducted with a few limitations as a result of time, scope, and funding restrictions. 

A survey of Oliver residents would have offered insight into the needs, desires, and concerns of the 

community, with respect to tourism development. Similarly, a survey of tourists visiting Oliver may 

have revealed the preferences and behaviour of visitors, and could gauge interest and opinion in 

wine tourism It was not possible to conduct such extensive surveys due to time and budget 

constramts. 

Furthermore, in research and discussion of wine tourism, the researcher found few resources, and 

was limited to a few key books on the subject. Most literature is focused on the product and 

marketing of the product itself. Also, because the development of wine tourism is relatively recent 

in the Oliver area, there was a lack of local statistics regarding the current volume of tourists, 

spending, and behaviour. Hence, estimates were used where available. 

1.6 MOP Document Outline 
This document is organized into 5 chapters. Chapter 1 provides a brief description of the project 

purpose, objectives, and methodology. Chapter 2, CT-irrer O:mtext and Potenti,a/, presents a detailed 

account of the Town and District of Oliver, describing geographic, community, and industry 

characteristics, as well as the current policy environment, and tourism development efforts. Chapter 

3, Tourism Destination Planni,ng is largely literature based, providing the knowledge of tourism 

destination planning and sustainable tourism required to suggest valuable guidelines to the Town. 
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This chapter also gives a detailed account of the characteristics of wme tounsm, including 

discussion of the typical wine tourist, advantages and disadvantages of wine tourism for wineries, as 

well as speculation on the future of wine tourism Chapter 4, Sustainable Tourism Best Praa:ia:s 
provides an overview of two existing strategies related to sustainability and the wine industry, in 

areas of Ontario and Ctlif ornia. These strategies are useful in highlighting the components of such 

strategies, which can then be used to begin to construct a wine tourism strategy for Oliver. Chapter 

5, OJnduswn - Sustainable Wz~ Tourism in Ciiw- describes the systematic integration of issues 

identified throughout this project, with principles of sustainable tourism, and associated actions, or 

guidelines for tourism development in Oliver. 
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Ch. 2: O liver Context and Potential 

2.1 Introduction 
1bis chapter will highlight the characteristics of the Oliver area that position it as an ideal location 

for further development of the wine tourism industry. Of specific focus are the geographic setting, 

social and demographic characteristics, and economic activity in the Oliver area. Existing plans and 

strategies are also reviewed to provide the policy context within which any planning exercise must 

operate. Particular emphasis is placed on the topic of tourism and the wine industry. Based on an 

analysis of the present policy environment, as well as Statistics Canada data, economic development 

resources, and key informant interviews, the primary opportunities and challenges for Oliver's wine 

tourism industry will be identified. 

The following inquiries guide the exploration of the Oliver context: 

• What are the characteristics of Oliver that make it a suitable wine tourism destination? 

• What are the current levels of tourism attractions, facilities and services offered in 

Oliver? 

• What is the current profile of the wine industry in Oliver, and what level of facilities 

and services are offered? 

• What is the policy environment for tourism planning in Oliver? 

• What is Oliver doing to increase and promote tourism? 

2.2 Location and Landscape 
Oliver is located in the south central interior region of British C.Olumbia, at the south end of the 

Okanagan Valley. The town is a short 25 minute drive north of the US border, accessed by 

Highway 97, which runs through the town. It can be reached in approximately four hours from 

Vancouver (415 kilometers), 1.5 hours (112 kilometers) from Kelowna, the largest city in the 

Okanagan, and in eight hours from Calgary, Alberta (693 kilometers). The nearest airport is 

approximately 40 kilometers away, in Penticton. From there, one can make connections by air to 

the Kelowna International Airport, and to larger urban centers such as Vancouver, Calgary and 
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Seattle. Spokane, Washington is the closest US city of significant population, located about 320 

kilometers southeast. Seattle can be reached by car in about seven and a half hours. 

Figure 2.1: Oliver Context Map 

Source: Town of Oliver 

Visitors to Oliver will notice a landscape of contrasts, as dry hillsides look upon lush patches of 

orchards, vineyards and ground crops. The town and rural area are located at the northern tip of 

the Sonora Desert, which extends south as far as Mexico. Land once considered semi-desert was 

made suitable for agriculture through the construction of a concrete irrigation ditch, completed in 

1927 (Cancela, n.d.). This ditch serves many of the 400 orchards in the Oliver area. Vineyards are 

dominant in the landscape, as roughly 3,000 acres of grapes are planted in the Oliver area, 

representing half of the total acreage in the province. Oliver's rolling terraces, mild dry climate, 

gravel-based soil, access to irrigation, and the fact that it receives more hours of sunlight than 

anywhere in North America, make it ideal for producing high-quality grapes (Wagner & Hanna, 

2000). Figure 2.2 provides a map of the Oliver area, illustrating the density of wineries, most of 

which sit along what is called the Golden Mile, and Black Sage Bench. The wine industry, and other 

attractions displayed in this map serve as the visual for discussion throughout this chapter. 
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Figure 2.3: Oliver Vineyards and Landscape 

The 'Golden Mile' of Vineyards 

Vineyards on 'Black Sage Bench' 

'The Ditch' 
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2.2.1 Climate 

Figures 2.4 and 2.5 illustrate the general winter and summer weather patterns in the Okanagan and 

Similkameen Valleys, relative to other regions of British Columbia. Nestled in a break of the Coast 

Mountain Range, the Valley is protected from heavy cloud and precipitation, resulting in a sunny 

dry climate that is ideal for grape growing. 
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Figure 2.4: Typical Summer Weather Patterns in Southern British C.Olumbia 
Source: Association of BC Grape Growers, 1984 
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W'hile both low temperatures and precipitation occur during winter months, this enables a recovery 

period for the grape vines, in addition to creating the conditions necessary for the production of 

icewine1, which is only possible at a few locations worldwide. 

Implications: Location and Landscape 
The suitability of Oliver's climate, location and topography for the production of high-quality wine 

grapes is without question the most important characteristic required for both wine production and 

wine tourism Although blessed with grape growing conditions, it is important to recognize that 

should these climatic conditions change (e.g. due to global wanning), Oliver's suitability for the wine 

grape crop may decrease. Only one winery operator expressed concern with the long- term effects 

of climate change. S/he noted that operators should be aware that Oliver's suitability for grape 

growing is not indefinite. W'hile this is not certain, this should be considered in long range planning 

efforts. Such consideration would include ensuring that climatic conditions are monitored, and that 

the region's economy remains diverse and able to adjust to change2• 

Oliver's location presents both opportunities and weaknesses with regards to tourism development. 

The most obvious opportunity is its short distance from the United States border. Oliver would be 

a likely destination for Americans looking for a short vacation north of the border. The urban 

centers of Seattle and Spokane and even further south into California should be a focus of market 

research and promotion of the area. Also, it is reasonable to suggest that since these regions are 

also home to wine producing regions, residents may be attracted to the opportunity to visit a new 

region. The avid wine tourist will rarely visit just one. 

Another advantage of Oliver's location is that it is located within a larger region that has historically 

been a major draw for tourists. W'hile this tourism activity has focused on 'peaches and beaches' 

activities, and families, the shifting demographic (discussed later), means that these tourists may 

now have a taste for forms of cultural tourism, such as wine tourism Hence, Oliver exists within a 

region that is relatively well known, and marketing efforts can be focused on promoting wine, and 

Oliver's place within the Okanagan. Furthermore, the growing popularity of activities like golf, and 

1 Icewine is a unique wine product, whereby grapes are left on the vine into the winter, until they have frozen 
on the vine. They are then picked while at optimum temperature of - 8 degrees Celsius ( often in the middle of 
the night), and pressed frozen. The outcome is a super-sweet dessert wine. 
2 This flexibility to change should remain true for changes environmental, social, and economic conditions. 
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an increase in purchase of second homes, and retirement resorts make Oliver an attractive place to 

live for part of the year or year-round. 

2.3 Community 
2.3.1 Population 
In 2001, there were 4285 people living within Oliver's municipal boundary. The surrounding rural 
area has an estimated additional 4500 people, bringing the total population to nearly 9,000 (BC 

Stats, 2001). As future growth is anticipated to occur within town boundaries, population 

proJect1ons prepared as part of Oliver's Official C.Ommunity Plan consider only the town 

population. Furthermore, rural matters fall under the jurisdiction of the Regional District of the 

Okanagan-Similkameen. 

In recent history, Oliver experienced steady growth in the 1980s. The population grew by nearly 

1500 in 1991, with the expansion of municipal boundaries. The early 1990s were times of 

substantial growth rates, reaching over 5% per year between 1992 and 1993. Minor increases 

continued to occur in the mid-1990s, while there has been a trend of population decrease since 

1997, with the annual rate of population change as low as -1.53% between 1997 and 1998. Oliver's 

Official C.Ommunity Plan, prepared in 2002, considers future population estimates, based on low 

(1 %), medium (2%) , and high (3%) projections, for a 7 year time horizon, or until 2009 (Town of 

Oliver, 2002). Figure 2.6 depicts these growth estimates. 
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Figure 2.6: Town of Oliver Population Projections (rural population not included) 
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The low growth estimate of 1 % annual growth would result in a population of 4639 in 2009 

(increase of 354 people); the medium annual growth rate of 2% would result in a population of 

5021 (J36 person increase); and the high estimate of 3% annual growth would place Oliver's 

population at 5428 in 2009 (increase of 1143 people). These estimates are useful in planning for the 

amount of land for residential, commercial and industrial development required in the near future. 

A background report for the Oliver OCP does recognize, however, that "the full impact of the baby 

boom retirement phenomenon, although it has started to occur, is still unknown. One can only 

speculate on the magnitude of the desire of the large volume of upcoming retirees to choose Oliver 

as their retirement destination" (Town of Oliver, 2002:4) . 
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2.3.2 Demographic Profile 
A review of Oliver's age profile reveals trends that are important in any planning or policy 

development exercise. First, the median age of Oliver residents is 51, significantly higher than the 

provincial median of 38. In 2001, 33% of the population was over the age of 65, much greater than 

the proportion of seniors in the province, at approximately 14%. This figure has increased slightly 

since 1996, when roughly 31.5% of Oliver's population was over the age of 65. It is reasonable to 

assume that this proportion will continue to increase, as the baby boom generation retires and seeks 

the climate and lifestyle afforded by places such as Oliver. Moreover, "the proportion of Oliver's 

population in the age categories 0-14, 15-24, and 45-64 has remained relatively static over the past 

five years" (Town of Oliver, 2002:6). Figure 2.7 presents the distribution of Oliver's population and 

is compared to the population distribution of the Okanagan and British Columbia. 
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Figure 2. 7: 2001 Age/Sex Distribution of Oliver vs. Okanagan vs. British Columbia 
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The above population pyramids clearly reveal that Oliver is dominated by an older population, with 

relatively few under the age of 25. While the dominant age group is 25-34, this is not as 

pronounced as in British Columbia, or the Okanagan. It seems then, that Oliver is becoming 

relatively less attractive for new younger families, and those in mid-career, and more attractive to a 

senior population. The Okanagan and British Columbia have similar distributions, as the 

population is more balanced, with the exception of those between the ages of 25 and 55, a portion 

of the baby boomers. The Okanagan does, however, have a slightly greater proportion of seniors. 
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Implications: Population and Demographic Profile 
The trend toward an aging demographic should be positioned at the forefront of current and future 

planning efforts in Oliver. On one hand, the town staff should plan for appropriate housing, 

infrastructure and services, to satisfy the needs and desires of its most representative population. 

However, the town should make an even greater effort to attract and maintain younger segments of 

the population, as well as families. A monolithic demographic base is not adaptive to shifts in 

economic condition. 

There are several reasons why Oliver should seek to maintain a diverse population base. First, in its 

desire to become a tourist destination, the town will need to develop its service industry. This will 
translate into more accommodation, restaurants, retail, and tourism services. Accordingly, such 

development will require a stable supply of employees. In 1999, the source of approximately 38% 

of the total income earned in Oliver was from pensions and investments - much greater than the 

provincial measure of 21% (Town of Oliver, 2002). In 2001, less than half (46%) of Oliver's 

population aged 15 and older were participants in the labour force, compared to a provincial labour 

force participation rate of 66% (Town of Oliver, 2002). The region's Econonic Deu:/,opm!nt Strategy 

argues that with a large proportion of total income coming from pension and investment funds, 

"community income is not as exposed to private sector employment disruptions" (ODCC,, 1999a:8). 

However, a more active labour force would support greater economic growth. By providing for a 

broader range of household types, Oliver will become attractive to a larger number of potential 

tourism industry employees. Furthermore, a population based largely on seniors implies that 

maintenance or increases in the total population occur through migration alone. 

The development of wine tourism will attract a greater range of activity and services that will be 

attractive to a range of new residents. Increased tourism will communicate that Oliver is 

prospering, and that opportunities for employment, and investment are available. While Oliver will 
continue to attract retirees, an increase in jobs, services, and amenities will invite a range of 

household types. 
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2.3.3 Osoyoos Indian 

Band 

The Osoyoos Indian Band (OIB) 

plays an important role in the area, 

managing over 32,000 acres of 

reserve land adjacent to Oliver's 

town and rural area (purple area of 

Figure 2.8). Known as k'Mip in its 

native language, the band was 

formed in 1877, and currently has 

about 400 members. While a 

Physical Development Plan exists 

for the reserve, the land is not 

subject to municipal zonmg 

restrictions. The land is governed 

under the Federal Indian Act, and 

the Town of Oliver has no formal involvement in 

reserve development, taxation, or health, social, 

educational, or municipal services for band members. 

Figure 2.8: Osoyoos Band Lands 
Source: International Travel Maps, 1999 

The band is committed to achieving economic self-sufficiency, and welcomes proposals from those 

considering land and business development in the Oliver area. Reserve land is available to non-

band members only for lease, and tax revenue from such development will be collected by the 

Osoyoos Indian Band, not the Town of Oliver (Interview Respondent, personal communication, 

September 3, 2002). The town would, however, experience indirect economic growth from the 

development of reserve land, given its close proximity. Recent developments which add much to 

the local economy include a golf course and clubhouse, a joint venture with Vincor International, 

and the first winery in orth America owned and operated by aboriginals 0ocated in Osoyoos). 

Although the Band and the Town operate independently, the band expressed their willingness to 

work with the Town when potential conflict may arise. 
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Implications: Osoyoos Indian Band 
The opportunity for partnerships with the OIB should continue to be explored, as they are certainly 

open to development proposals. While under independent jurisdiction, the Town of Oliver, 

Regional District of Okanagan-Similkameen, and OIB should work towards common goals, as 

decisions made in any one jurisdiction may affect another. In addition, the OIB lands and people 

add a unique cultural and historical element to the Oliver area. This should be recognized in 

tourism plans, as there is opportunity for attractions and activities focused on native heritage. 

2.4 Industry Profile 
The 1996 Canadian Census reveals that no single industry dominates Oliver's labour force. 

Agriculture, manufacturing, retail, health service, and hospitality service each represent between 

10% and 13% of the local labour force. In comparison to the province, the proportion of jobs in 

the agriculture sector in Oliver (10.1 %) is much greater than in BC (2.4%). A more detailed 

discussion of agriculture in Oliver occurs later in this chapter. Oliver also has a greater proportion 

of jobs in the health service sector compared to the province, due to presence of the South 

Okanagan General Hospital which serves several communities. 

Oliver's Economic Development Strategy also highlights the following industry trends in Oliver 

(using data for 1991 and 1996): 

• Agriculture continues to be a major industry - the proportion of total jobs in Oliver 

represented by the agriculture industry was 4 .3 times greater than the proportion of 

agriculture jobs in BC 

• Forestry grew significantly between 1991 and 1996, and is now an important part of 

Oliver's labour force. This includes logging and forest services. 

• Manufacturing declined but remains above that of the province. 

• Tourism and hospitality gained representation, from below the provincial standard in 1991 

to well above the province in 1996. 

• A decline in retail and manufacturing is noteworthy, and is likely due to both increased 

leakages to other economies, and Oliver's low average incomes. 

Hence, as agriculture and forestry remain dominant in Oliver's economy, the town is not following 

the provincil trend of shifting from resource to a service sector-based economy. "The local 
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economy is simply not diversified enough, nor has it the infrastructure, to replace traditional 

industrywith the emerging technology and knowledge-based sectors" (OD~ 1999b:13). 

Implications: Industry Profile 
Oliver must capitalize on its noted comparative advantages, while aiming to improve its status in 

those sectors that show a relative disadvantage. Namely, Oliver should maintain its agricultural 

land, so long as there is a market demand for produce, but must remain flexible to changes in 

market forces, and open to new innovation in crop production. Tbis flexible approach is 

encouraged at both the municipal and provincial levels. Oliver's Economic Development Strategy 

notes that "clusters of industries that do not innovate and add value will weaken competitively'' 

(OD~ 1999b:13). 

In addition, the town should contmue its efforts to find ways to attract retail and service 

development which will benefit local residents, support increased tourism, and decrease leakages 

into neighbouring economies in the region. An economic developer for the Town noted that the 

following attractions would serve supporting roles in Oliver's economy: spas, culinary schools, 

health related businesses, airport development, and photography and filming. In short, efforts 

should be focused on Oliver's agricultural strengths, while developing a more diversified, and 

therefore more self-sufficient economy. 

2.4.1 Agriculture 
Oliver is one of a few agriculture-based communities remaining in British C.olumbia. While most 

rural economies have diversified, the fruit and vegetable industry in Oliver has thrived, and 

hundreds of farms prosper. There are over 400 orchards in Oliver, and at least one variety of fruit 

is available from June until November. Although the fruit market (particularly apples) has suffered 

from decreases in demand for certain varieties, and cross-border competition, growers remain 

competitive with new varieties and growing methods. A prominent cherry grower in the area noted 

that 'a sustainable industry has to move and change', and that the fruit industry in Oliver has been 

flexible, with progressive planting techniques and changing of fruit varieties to match market 

demand. Figure 2.9 illustrates the practice of planting very small 'dwarf' species. Tbis is a high 

density method of planting, in comparison to traditional methods. Using this method, an orchardist 

will produce many more apples per acre. 
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Figure 2. 9: High Density vs. Traditional Orchard Planting 

High-density Planting with Dwarf Trees Traditional Large Trees 

Most of rural Oliver is designated as Agricultural Land Resecve (ALR) property, meaning it is only 

permitted to be used for agriculture purposes. While in many towns, conflict has resulted when 

property owners of land within the ALR want to sell their land for a use other than agriculture (as 

profits are much higher), this is not the dominant trend in Oliver. Of greater concern in Oliver is 

the potential for the development of the lower valley floor for grapes. As vineyard lands sell at top 

dollar, it is likely that property owners will be tempted to sell land to those looking to plant grapes. 

The problem is that the valley floor is not ideal for growing high-quality grapes, and this will result 

in poor quality wines. It is the sloping bench lands along the valley that are best suited for grape 

growing, known to produce the best wine grapes in the province, and, arguably, Canada. These 

benchlands, referred to as the Black Sage Bench on the east side, and The Golden Mile on the west 

side, receive maximum sun exposure, and have gravelly soil which, along with the sloping terrain, is 

good for drainage. Although it is not feasible to control land use to this degree (i.e. according to 

crop suitability), it is important for agriculturalists and prospective buyers to be informed that this 

condition exists. This would be of benefit to both the wine industry (as high-quality wine 

production is maintained), and to the prospective buyer who may suffer the economic hardship of 

unsuitable planting. Furthermore, effort to preserve agricultural land in general is essential to 

maintaining Oliver's rural character (important for tourism), limiting sprawling development, and 

ensuring a sustained local food supply. 
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2.5 Tourism 
In 2002, the Oliver Visitor Information C.entre recorded approximately 14,000 VIs1tors, with 

significant increases thus far for 2003 (i.e. an increase of 50% for June, and 10% increase for Jul;? 

(personal communication, 2003). The actual number of visitors (this is not measured) to Oliver is 

likely much higher than this, as these figures only account for those tourists who choose to stop at 

the information centre. While interviews revealed that most of Oliver's wineries do not keep track, 

of those that did, one recorded 30,000 visitors in 2002. Vehicle traffic through the town may be a 

crude measure of the tourism potential of the area, with approximately 12,200 cars traveling 

through on a summer day, and about 4,000 on a winter day in 2000 (personal communication, 

2003). Hence, while an estimate of total tourist traffic is not available, both the Oliver Chamber of 

O:nnmerce, and all but one winery experienced an increase in visitors from previous years. 

2.5.1 Attractions 

C.Ommunities in the Okanagan have long relied on long hot summers and mild winters to attract 

visitors from Alberta and British Columbia's lower mainland. The Okanagan Valley has historically 

been considered a 'peaches and beaches' destination, primarily attracting families looking for an 

affordable vacation spot. Due to its relative location and geography, Oliver has not historically been 

a competitive tourist destination. Orchards have dominated the landscape, and agriculture has been 

the dominant industry. 

Oliver's relative disadvantage as a tourist destination has been rooted in the fact that it is not 

directly situated on a lake. There is one public beach on Tue el Nuit Lake, but it is small and does 

not allow for motorboats. The Gty of Penticton to the north and resort community of Osoyoos to 

the south are both situated on large lakes and have developed tourist infrastructure and services 

superior in quantity and variety to those found in Oliver. While many people have likely stopped in 

Oliver to purchase produce and tour the countryside, the town does not have enough tourist 

attractions, activities or facilities to warrant many overnight trips. 

In recent years, Oliver has experienced both an increase in tourism and diversification in the types 

of attractions and activities it offers. Most notable has been the growth and development of wine 

tourism. Otherwise, two golf courses are now located in Oliver, offering championship quality 

greens and clubhouse and restaurant facilities (see Figure 2.2). 

Towards a Sustainable Approach to Wine Tour.ism Development - 28 -



Ch. 2: Oliver Context and Potential 

In addition to wmenes, agri-tourism development has expanded, including an increase in the 

number of produce stands, some 'u-pick' operations, and a limited number of farm tours (Figure 

2.10) 

Figure 2.10: "Covert Farms" in Oliver 

Recreation opportunities have been enhanced, including the completion of an 18 kilometre hike-

and-bike trail along the Okanagan River, and the 10 kilometre Golden Mile Trail. Other existing 

recreation activities include horseback riding, cross-country skiing, and downhill skiing at the Mt. 

Baldy Ski Area, approximately one hour away. Heritage resources include the old Fairview townsite, 

historic CPR station, and a small museum and archives collection. Several opportunities for viewing 

natural features include a range of orchard and vineyard scenery, the area's unique topography, 

surrounding lakes, and backcountry roads. The locations of such attractions are found in Figure 

2.2. 
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Implications: Tourism Attractions 
W'hile there are an increasing number of things to do in Oliver, further development of attractions 

and activities, along with supporting services and infrastructure is necessary to achieve growth in the 

tourism sector. Of note, however, is that Oliver has recently gained a few new businesses, including 

a Wme Omntry Welcome Centre in an historic building along mainstreet. Tbis project is 

envisioned as a one-stop food and wine experience, which includes a wine information centre, wine 

and regional food shop, restaurant and wine bar, boutique, and commercial winery services. There 

are many more opportunities for similar businesses, catering to those looking for a cultural 

experience (i.e. outdoor recreation, culinary exhibits). 

Until Oliver has positioned itself as a complete wine tourism destination, it may be necessary to also 

promote the Okanagan region, as tourists are sure to satisfy the desire for any service or activity 

within a short distance from Oliver. While Oliver's greatest potential lies in wine tourism, it will 
take several years for enough momentum and critical mass to accumulate to justify solely a local 

marketing approach. Currently, Oliver is one of 5 jurisdictions in the South Okanagan that form 

part of a marketing initiative called Desert Wme C.Ountry, which promotes the wine industry. The 

other members are the Town of Osoyoos, the Osoyoos Indian Band, and two areas of the Regional 

District. The Oliver District Economic Development Society is hoping that the Town and Regional 

District will consider making the Wme Capital of Canada marketing initiative a funding priority, as 

the program evolves. In addition, Oliver is considered part of the Okanagan Cultural C.Orridor 

Project, which promotes arts, heritage and agri-tourism attractions throughout the Okanagan Valley, 

with wineries serving as the backbone (see '7.im.R)ckanaganadturalwrridar.mnt;. Besides wineries, other 

attractions in Oliver could be promoted through the Okanagan G.tltural O:>rridor Project, including 

fruit and vegetable production, farm tours, agricultural history, and aboriginal history and culture. 

2.5.2 Visitor Accommodation 
The current status of available accommodation in Oliver was at the forefront of most discussions of 

the town's future as a tourist destination, during key informant interviews, as well as strategy 

sessions held by the Oliver Wme Capital of Canada 0:>mmittee. When prompted to list the biggest 

barriers to increasing tourism in Oliver, nearly all respondents noted the lack of accommodation 

available, and several felt the current stock of accommodation was not suited to high-end tourists 

(tourists with high disposable incomes that prefer higher end services, such as upper scale hotels). 

Towardc; a Sustainable Approach to Wine Tourism Development - 30 -



Ch. 2: Oliver Context and Potential 

Much of the current accommodation was built in the 1950s and 1960s, and will require renovation 

to respond to the changing needs and preferences of the contemporary tourist. 

Currently, the accommodation capacity in Oliver is approximately 500 units, 300 of which are in 

campgrounds. Oliver's largest motel contains only 46 units, and has limited space available for 

conferences or group functions. Several bed and breakfasts operate in the Oliver area, offering an 

alternative to motels and campgrounds. Owners of these small businesses are able to provide 

services tailored to the preferences of each tourist, as the total number of units in a given bed and 

breakfast is between 2 and 5. Moreover, discussion with winery operators revealed plans to explore 

the opportunity for the development of accommodation along side winery and vineyard operations. 

This idea of the 'wine country inn' has recently been recognized by the Town and District of Oliver, 

with the introduction of agri-tourist accommodation regulations in its zoning bylaw. The bylaw 

states that "the Land Reserve Commission recognizes agri-tourism, a secondary use to farming, as a 

way to enhance farm income and contribute to the stability of farming" (RDOS, 2002c:1). Figure 

2.11 presents two examples of accommodation in Oliver: 

Figure 2.11: Oliver Bed n' Breakfast and RV Park/Motel 

Vtlla Sonora Lakeside Resort 

Implications: Visitor Accommodation 

If wine tourism continues to increase the town must provide the kind of accommodation these 

types of tourists are looking for, which tends to be higher-end hotels. Having more money to 

spend, wine tourists are generally more willing to pay a premium for accommodation, compared to 

the beach-bound tourists of the past (this is noted again in Chapter 3, with discussion of the 
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preferences of wine tourists) . Keeping these high-end tourists in the Oliver area for one or several 

nights will have positive economic benefits for other town businesses. Several respondents believe 

that the town would benefit from the development of a large hotel, complete with conference 

facilities, and the ability to accommodate large groups. 

While the Oliver area has a total of 11 bed and breakfast operations, the total number of units for 

this type of accommodation is approximately 3 5. Determining the ideal number of rooms for 

Oliver is difficult. While most agree that a large higher-end hotel is necessary, it will also be 

imponant to maintain a variety of accommodation types. For example, for those going to Oliver to 

experience its natural amenities and recreation opponunities, camping may be the preferred type of 

accommodation. 

2.5.3 Visitor Seivices 
In addition to development of accommodation infrastructure, a tourist destination must provide a 

range of quality retail, food and beverage, and entenainment businesses. Grrrently, Oliver's 

restaurant stock is comprised of several moderately priced ethnic eateries, fast-food establishments, 

a couple of pizza joints, a few pubs and only one higher-end restaurant. Most establishments are 

not open beyond 8 pm, leaving the visitor with really nothing to do. There is one movie theatre, 

with one screen. Nighttime entenainment in Oliver is restricted to scheduled events such as 

performances in Tinhom Creek's amphitheatre. There has been an effon to develop once-a-year 

events such as the Festival of the Grape, the Tomato Festival, a rodeo, and a film festival. 

Funhermore, shopping in Oliver is limited to a strip mall and shops along the main street. Many of 

the propenies along Main Street are vacant. 
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Figure 2.12 : Main Street Businesses 

The decline of Main Street can be attributed to a few factors. Oliver's Economic Developer 

suggests that the decline in business was a result of consumers choosing to shop in nearby 

Penticton and Kelowna, which offer much more variety, the lack of parking along Main Street, and 

due to the street having a relatively unattractive place to spend time (personal communication, 

2003). In addition, the loss of 125 jobs due to the closure of a local furniture plant, and the profile 

of Oliver as an aging (and not growing) population served to both limit spending and detract 

investment. This year (2003), however, there has been much reinvestment into Main Street, both 

with the addition of new businesses, and a revitalization program funded by Town Council. 

Oliver's Economic Developer notes that "there is an air of optimism in the community as a result 

of the Wine Capital of Canada title claim and the new investment being attracted" (personal 

communication, 2003). 

Implications: Visitor Services 

While tourists' motivation for visiting are rooted in one or two activities, such as wine touring, or 

recreation, they expect to spend some time and money browsing in shops, eating and drinking, and 

even taking in a movie or play. By offering the tourist a variety of opportunities in these areas, 
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more money will be spent in Oliver, thereby limiting leakages to neighbouring communities that 

offer a variety of facilities and services. It is not uncommon for even a resident of Oliver to drive a 

half an hour to a restaurant in a nearby town, for something new, or better than can be found in 

their hometown. To succeed as a tourist destination, there must be a reliable stock of retail, food 

and beverage, and entertainment options. An effort to encourage downtown improvements would 

create an attractive business and investment climate. 

2.6 Policy Environment 
The policy environment in Oliver is divided into three jurisdictions, the Regional District of 

Okanagan-Similkameen (RDOS), the Osoyoos Indian Band, and the Town of Oliver (see Figure 

2.13). 

Figure 2.13: Regional, Municipal, and Native Reserve Lands 

2.6.1 Regional Planning 

s 
ROOS 
M nicipaHty 
Reserve 

Source: www.bcstats.gov.bc.ca 

Oliver is located within the jurisdiction of the Regional District of Okanagan-Similkameen (RDOS), 

responsible for the land in rural Oliver (see Figure 2.13). Development plans and decisions are 

guided by the Oliver "Rural Oifici.al Communiry Plan, and the Electoral Area C Zoning Bylaw. The RDOS 

Towards a Sustainable Approach to Wme Tourism Development - 34 -



Ch. 2: Oliver Context and Potential 

works with the Town of Oliver, and surrounding communities to promote co-ordination between 

the activities of the individual municipalities and rural areas. 

2.6.2 Oliver Official Community Plan and Zoning Bylaw 
Development and land use in Oliver are guided by the Oirer Rural, Cjfidd, Cmnuni,ty P!dn (hereafter 

referred to as 0(1)), adopted in 1993, and regulated through the Ci,iw Rural, Zoni,ng Bylaw This plan 

applies to all lands and water bodies within the Oliver town boundary, and excludes the reserve 

lands of the Osoyoos Indian Band, and what are considered the surrounding agricultural lands 

(RDOS, 2002a). Property located beyond town boundaries falls under the jurisdiction of the 
RDOS. 

The Oliver Official C.Ommunity Plan outlines its broad goals as the following: 

1. Ensure future development is compatible with Oliver's physical nature, resources and 

limitations of the land base, with consideration for protection of the environment 

2. Support and encourage agriculture through preservation of the land base and restrictions on 

uses which conflict with current or future agricultural activities 

3. Maintain the integrity of the resource base 

4. Maintain and enhance Oliver's rural character 

5. Accommodate residential growth by providing a range of housing options that are 

economically serviceable, environmentally acceptable, and will not conflict with the 

agricultural economy 

6. Protect the quality and quantity of ground and surf ace water 

7. Support settlement patterns that minimize risks from natural hazards 

8. Provide for effective and efficient transportation 

9. Provide services that reflect the community's rural character, while addressing the 

community's water, sewage and drainage needs 

10. Preserve outstanding natural features, including representative ecosystems, fish and wildlife 

habitats and movement corridors 

11. Promote economic development that reflects Oliver's unique character 

12. Encourage good stewardship of land 

13. Encourage conservation of sites and structures with cultural heritage value 
(RDOS, 2002a:11) 
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While broad, the above goals represent a balance of social, economic, and environmental values. 

The plan then outlines objectives and policies in areas including growth management, agriculture, 

housing, commercial, transportation, and parks. There is no explicit mention of the importance of 

tourism in the list of broad goals above. However, the C.Ommercial section of the OQ> highlights 

the importance of providing commercial activities that service both residents and tourists (RDOS, 

2002a). It supports resort commercial, agri-tourism and eco-tourism opportunities, and notes the 

intention to consider how tourist commercial developments will impact infrastructure and adjacent 

lands. 

The Cii'll?r Rural, Zoning Bj,awsei:ves as the tool for achieving the objectives outlined in the oa>. Of 
particular note are recent amendments to the 0(1) and Zoning Bylaw, which recognize the need for 

bylaws to protect the fanning industry, as well as opportunities for agri-tourism3 as a means to 

diversify and enhance farm income (RDOS, 2002c). This includes the introduction of agri-tourist 

accommodation, which would allow the development of a maximum ten-room facility on 

agricultural land. 

In 2001, the Town of Oliver committed to a comprehensive review of its 0(1), which included 

community participation and a review of the bylaw: 

Since the adoption of the current OQ> in 1993, certain cornmunityvalues, priorities 
and expectations have changed, and it was O:mncil' s intention to update the 
C.Ommunity Plan so it could assist in guiding the Town forward, in a direction, and 
with a focus that would be consistent with the needs, desires and aspirations of the 
residents (Town of Oliver, 2002:1). 

Public consultation focused on residents' perception of the present and future of their community. 

Analysis of recent population projections and land supply and demand reveals that, at the current 

0(1) designation of land supply for future development, the town has allocated enough land for 

multi-family housing, but will not be able to meet the demand for single-family dwellings if 

population growth rates of 2% or 3% occur (Town of Oliver, 2002). This issue will be addressed in 

land use designation in the revised OCP. 

3 Agri-tourism refers to the act of visiting a working farm or any agricultural, horticultural or agribusiness operation 
for the purpose of enjoyment, education, or active involvement in the activities of the farm or operation 
(http://www.sfc.ucdavis.edu/ agritourism/ definition.html). 
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Implications: Oliver Official Community Plan and Zoning Bylaw 
The review of Oliver's policy environment reveals that the Town recognizes the need to protect its 

agriculture and resource base, rural character, and cultural heritage. Population growth is expected 

and policy supports appropriate residential development, and economic growth. While the OCP 

does contain elements of tourism, the importance of tourism is certainly not explicit. As this push 

to develop tourism is relatively recent, it is expected that tourism development will have a stronger 

presence in the revised 0(1), currently in progress. Specific elements that support tourism 

development are downtown revitalization, improved accommodation, and the encouragement of a 

diverse population (and therefore, a diverse workforce, and housing suppl)?. 

Getz (2000) supports both engaging in a destination wine tourism planning process, and a separate 

wine tourism marketing plan. Chapter 3 highlights the components of this process, which strives to 

organize the development of tourist facilities and services for an appropriate market segment, 

maintain infrastructure, and sustain the resource base. 

2.6.3 Economic Development Strategy 
A comprehensive E canonic Dezeloprrent Strategy was prepared for the Town of Oliver in 1999. The 

plan identifies 11 strategy areas (see Appendix B), designed to "lay the foundations of a vigorous, 

long-term community economic development function" (ODCC, 19996:4). The plan notes that 

while tree fruit farming has dominated the area's economy, its share of total agriculture in the 

province is shrinking, and that its changing position within the regional, provincial and global 

contexts must be examined (ODCC, 19996). Hence, this document presents 40 recommendations, 

ranging within the areas of organization, capacity building, communication, marketing, business 

retention and development, infrastructure and land use, as well as recommendations specific to the 

sectors of tourism, agriculture, commercial development, and downtown revitalization. One of the 

first achievements from the E canonic Dezeloprrent Strategy was the formation of the Oliver and 

District C,ommunity Economic Development Society (ODCEDS). Recognizing that wine tourism 

ranked as the most promising opportunity for Oliver, ODCEDS began to develop the concept of 

the 'Wme Capital of Canada' as a method of local marketing and branding, and economic 

development. 

Towards a Sustainable Approach to Wme Tourism Development - 37 -



Ch. 2: Oliver C.,ontext and Potential 

2.7 Wine Industry and Vineyards 

2.7.1 History 
While there have been noted attempts to cultivate small vineyards south of the Oliver area as early 

as 1858, such experiments were overshadowed by the demand for large quantities of orchard fruit. 

The first significant vineyard development in the Oliver area occurred in the mid-1960s - about 540 

acres south of Oliver, along Black Sage Road. On the western side of the valley is what has become 

known as the Golden Mile, with lush vineyards and several wineries (see Figure 2.2 for a map of 

wineries in the Oliver area). Planting of Inkameep Vineyard, on a portion of the Osoyoos Indian 

Band reserve lands, began in 1968 (OIB, 2002). Grapes from this 230 acre vineyard are currently 

sold to several wineries in the Okanagan, in addition to providing grapes for wine production at 

Nk'Mip Cellars in Osoyoos. 

While much of the vineyard expansion in Oliver occurred in the 1980s, many of the wineries that 

exist today have only been in operation since the mid-nineties. The C.anada-United States Free 

Trade Agreement of 1988 greatly influenced grape production in the Okanagan. With this policy, 

domestic wines were no longer protected by tariffs on foreign wine. O:msequently, "the ghastly 

screw-top wines and bubbly products derived from Canada's hybrid grapes were no match for 

wines made from top vinifera varieties in other parts of the world" (Verburg, 1999:56). Devastated 

and unable to compete, growers were offered federal funds to uproot their crop, and replant with 

higher-quality varieties. While some growers decided to replant, many did not, significantly 

reducing wine production for several years. 

In Oliver, only four of the existing wineries were producing wine prior to 1995. Of the wineries 

surveyed (ten of thirteen), eight released their first vintage in 1995 or later. Hence, while vineyards 

have existed for nearly 20 years, there has been great expansion since, and the majority of wineries 

are young, in comparison those found further north in the Okanagan Valley, and the rest of North 

America. 

2.7.2 Profile 
Today, rural Oliver has the largest concentration of vineyards in British C.Olumbia. At approximately 

3000 acres, the Oliver region accounts for half of the grape supply in the province, and a quarter of 
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the country's crop. Oliver also boasts more wineries than any other community in Canada. There 

are now 3 new wineries destined for the area, which will bring the total to 16. Also, there are six 

additional wineries located in other communities in the South Okanagan - soon visitors will have 

access to 22 wineries within a half hour drive. The density of wineries around Oliver also creates 

the potential for the development and promotion of cycling between wineries . 

Collectively, the wineries of Oliver offer a range in size and style. Many of the wineries are family 

owned and operated, and they range in size from small farm wineries to large commercial wineries. 

The variation in type and size of wineries is reflected in British Columbia's winery classification, 

whereby wineries are designated as Major, Estate, or Farm, according to the following 

characteristics (see Figure 2.2 for identification): 

• 

• 

• 

Major Wineries are the largest and are not restricted in the quantity of wine they produce. 

They may import grapes and juices from other countries and label the resulting wine 

"Bottled in British Columbia". They may or may not have their own vineyards. 

Estate Wineries produce wine made from 100% British Columbia grapes, 50% of which 

must be grown on the winery property. All steps from crushing to bottling must be 

performed at the winery. By license, Estate Wineries can sell up to 40,000 gallons of wine 

per year. 

Farm Wineries produce wine made from 100% British Columbia grapes, 75% of which 

must come from their own vineyards. They can sell up to 10,000 gallons of wine per year, 

and cannot distribute through government liquor stores. 

Figure 2.14: Oliver Estate and Farm Wineries 

Burrowing Owl Estate Winery Fairview Cellars (Farm Winery) 
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Jackson Triggs is the largest winery in Oliver, with an annual production of 1.6 million cases per 

year, while operating 1200 acres of grapes. Burrowing Owl and Tinhom Oeek also manage 

relatively large vineyards of 292 and 160 acres respectively. About half of the wineries in Oliver 

have an annual production of less than 5000 cases, the smallest of which are Golden Mile Cellars 

and Fairview Cellars. Figure 2.15 lists all of the wineries located in the South Okanagan, 

highlighting those surveyed in Oliver in the summer of 2002, and describes their vineyard size and 

associated wine production. 

Figure 2.15: South Okanagan Winery Profile 

Jffl:nery 'Years of winery .Acres of Grn.pes CZases of wine produce 0. 
, operation per year 

Golden Mile 4 22 1000-1500 
Silver S e 3 22 3000-5000 
Black Hills 3 26 1800-2500 
Fairview C,ellars 5 6 1500 
Domaine C.Ombret 10 40 5000 
Tinhom Creek 7 160 35000 
Carri e House 7 8.5 1300 
Hester Creek 6 70 28000 

17 45 18000 
292 15-20000 

23 25000 

Blasted Church 1 42 4000 
Wild Goose 15 15 4500 
St 's Hollow 7 10 2500 
Blue Mountain 11 65 8000 
Hawthorne Mountain 7 100 30000 

Some wineries will use only a portion of grapes grown on their property, and sell the rest to other 

wineries, while others may purchase grapes from other wineries, or from local grape growers. 

Hence, the size of vineyard will not necessarily be reflected in the amount of wine produced. 
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2.7.3 Wine Tourism in Oliver 
Given that Oliver has developed much of its winery infrastructure over the past decade, the industry 

has focused primarily on increasing both the quantity and quality of its wines, as well as promoting 

and marketing products through provincial liquor stores, and agencies such as the British Columbia 

Wine Institute. The institute recognizes and promotes quality wines that have been produced with 

100% British Columbia grapes, and enables such wines to sport the VQA (Vintners Quality 

Alliance) label. In recent years, however, winery operators in the Okanagan have been looking for 

new methods of promotion and sales, as profits made from a bottle sold in a government store are 

much less than one sold directly from the wine shop (although the cost to the consumer is normally 

the same). Thus, operators have been looking for ways to attract visitors directly to the winery. 

Many Okanagan wineries have been adding services and facilities such as daily tours, picnic areas, 

restaurants, and space allocated for small concerts and special events. Not only do such facilities 

provide extra revenue themselves, but there is a resulting increase in on-site wine sales. 

Figure 2.16: Facilities at Tinhom Creek Vineyards 

Wineshop and Tasting Bar 

Amphitheatre 
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Wme tourism activity in Oliver varies among wineries. W'hile some wineries have or are planning to 

off er services and facilities beyond that of wine sales, others have no intention of expanding. Three 

of the wineries in Oliver had sold out of their 2001 vintage, and did not see tourism as a 

requirement for success in the industry. This, however, is likely due to the small size of many 

wineries in the area. Moreover, it is important to note that while not all winery operators view 

tourism as essential to their business, all winery operator respondents believe that increased wine 

tourism was very important to the development of the industry, and would bring benefits to the 

community in the form of economic growth and development, including improvements to Oliver's 

Main Street services and appearance. W'hile only a few of the wineries kept record of the number of 

visitors, nearly all recognized a significant increase in visitors in 2002, compared with recent years. 

Figure 2.17 describes the tourist services and facilities offered at each winery surveyed, as well as 

any plans for expansion. 

Figure 2.17: Oliver Winery Tourist Attractions and Planned Expansion 

• Existing 
• Future 

(1) Wmeries without scheduled tours, offers tours by request only 
(2) Self-guided tour 

Source: Oliver Wmery Owner/ Operator Surveys, 2002 
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The above table reveals that few of the wineries currently off er facilities and services beyond wine 

sales and wine tasting. The three wineries that do offer more variety in tourist activity are the 

largest surveyed. One respondent from a small winery expressed that she simply had no time to 

pursue anything beyond that of wine production and sales. Larger wineries are likely to have more 

staff, more capital and more physical space within and around the winery to allocate towards such 

value-added services and facilities. Surprisingly, only one winery offers regularly scheduled tours, an 

option now available at the majority of wineries in the north of the Okanagan. Many winery 

operators noted that their facilities were simply too small to accommodate large groups on a daily 

basis, and that group tours could be arranged upon request. Furthermore, with such a high 

concentration of wineries in one location, it would not be necessary for every winery to off er tours, 

so long as the wine tourist could tour two or three places. Generally, it is the wine tasting that 

tourists are ultimately seeking. While the addition of eating establishments and accommodation is 

not a requirement for success in the wine industry, such development could enhance the wine 

tourists' experience, and at the same time add to Oliver's current insufficient stock of restaurants 

and accommodation. 

Implications: Wine Tourism in Oliver 
Overall, the winery operators of Oliver believe that increased wine tourism will bring mutual benefit 

for the town and the local wine industry. Some potential negative impacts that might result were 

mentioned: an increase in people and automobiles, loss of open space to vineyard development, 

and negative feelings towards 'sharing' the community. 

When prompted with the question, "What are the biggest barriers to improving tourism in Oliver?", 

a range of responses prevailed from the key informant respondents. These are set out in Figure 

2.18. 
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Figure 2.18: Barriers to the Improvement of Wine Tourism 

Banier 

lack of accomodation - especially high 7 1 2 2 
end 
lack of services and amenities (e.g. 3 2 1 5 
cafes, restaurants) 
limited store hours 1 
no commercial flight connection 1 1 

Main Street needs revitalization 2 2 
congestion along Highway 97 5 1 
poor signage to v.ineries and other 1 2 
attractions 

production of low-quality non-VQA 2 
v.ines at some v.ineries 
water management 1 
land use regulations are too strict 2 2 
lack of partnerships and coordination 1 1 1 

The most commonly perceived barrier to tounsm development in Oliver is the lack of 

accommodation, and particularly the need for a high-end facility. The lack of supporting attractions 

and services in Oliver are also of concern. Also, congestion along Highway 97, which brings 

travelers into Oliver, and turns into Main Street, is a major issue. As there is no government 

funding available for the required upgrade, alternatives must be examined. And finally, there is the 

sentiment that some Oliver residents are close-minded towards development, and that this could 
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hinder development. Of note is that the above responses are a select sample, and the results are 

meant to present the range of issues, not be statistically representative of the population as a whole. 

2.7.4 Wine Capital of Canada 
The Wme Capital of Canada marketing initiative was formed through the Oliver and District 

0:>mmunity Economic Development Society, and is now positioned at the centre of tourism 

development. The claim of 'Wme Capital of Canada' was first made in 2001 and was based on the 

following facts: 

• Oliver is home to 13 wineries - more than any other community in the country 

• Approximately 3000 acres of quality wine grapes are grown in Oliver (20% of total 

Canadian production) 

• Wmes produced from Oliver grapes receive over one-half of all Canadian wine awards 

~ince 2001, a fourteenth winery has opened, a fifteenth will open in 2003, and a sixteenth will open 

in the fall of 2004. Also, since 2001, more than 600 new acres of grapes have been planted. 

Oliver's Wme Capital of Canada committee has been hard at work, and is currently engaging in 

strategic planning exercises to explore the wine village concept. The Wme Capital of Canada 

Masterplan has essentially replaced the Economic Development Strategy, and is generally positioned 

to attract tourists and investment in Oliver (Interview Respondent, personal communication, 2003). 

Discussion with an economic developer from the Town of Oliver noted that one of the goals of the 

Wme Capital of Canada is to foster a relationship between wineries and other stakeholders, such as 

the Town. The decision to pursue the plan was in part motivated bya need to coordinate the ideas 

and actions of the various parties interested in wine tourism development. 

2.8 Conclusion 
This chapter provides a thorough description of the current context of the Oliver case study. A 

number of topics were discussed that together, reveal many of the challenges and opportunities that 

Oliver will face in its effort to become a successful wine tourism destination. Variables such as 

location and landscape, community and industry profiles, policy environment, and an assessment of 

the current state of tourism and the wine industry served to support the suggestion that Oliver is a 

suitable destination for wine tourism Through this assessment, a number of issues or challenges 
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surf aced that must be considered in order for wine tourism development to achieve its maximum 

potential. The following list presents the issues identified through the Oliver case study. These 

issues are also listed in Appendix C 

Local and Regional Characteristics 

• Oliver is located close to the U.S. border, and major urban centers 

• The Okanagan Valley is a major draw for tourists, and has a developed tourist infrastructure 

• Increasing recognition and growth in forms of cultural tourism in the Okanagan 

• Oliver's ruralness attracts tourists - development threatens this 

• Increasing popularity of activities such as golf, retirement resorts, and purchase of second 

homes 

• Oliver is characterized by an aging population 

• Some Oliver residents are dose-minded towards any development in their community 

Oliver's location in close proximity to major population centers, and within the Okanagan, a well 

known tourist destination, positions the town ideally for promotion of its own attractions and 

amenities. Marketing strategies should consider market segments of both Canadian and U.S. urban 

populations that are looking to escape to the countryside, and perhaps to engage in cultural and 

agri-tourism opportunities such as visiting wineries. Chapter 3 identifies the characteristics of 

tourists most likely to engage in wine and wine-related activities. Demographic analysis revealed 

that Oliver has a relatively older population when compared to BC and the Okanagan. This may 

begin to change as increased tourism fosters investment and the creation of jobs. Younger people 

may then consider Oliver as a place to live, and raise a family. Marketing of wine tourism to 

potential visitors will inherently attract interest in Oliver as a place to live. The fact that some 

Oliver residents are dose-minded towards development is not swprising given the town's history as 

a small agricultural community. In Chapter 3, we will see that by involving the community in the 

preparation of community plans, residents can learn of the benefits of economic growth, and may 

then take ownership and pride in their prosperous community. Discussion of sustainable tourism in 

Chapter 3 also reveals that in order for tourism development to be sustainable, Oliver residents 

should benefit from the addition of facilities and services, along with the tourists. 
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Tourism Infrastructure and Attractions 

• Oliver's weak supply of retail and services results in leakages to neighbouring communities 

• Oliver's Main Street is dull and has many business vacancies 

• Lack of attractions and activities to entice tourists to spend more time in Oliver 

• Oliver's supply of accommodation is inadequate in quantity and variety- a large high-end 

hotel is needed to attract large groups and high-end tourists 

• Increased vehicle traffic along Highway 97 is already a problem in the summer months, and 

this is anticipated to get worse with increased tourism (both entering Oliver, and along Main 
Street) 

• Poor signage to the wineries and other attractions 

• The Osoyoos Indian Band has a strong presence in the Oliver area, and opportunity for 

partnerships and cultural tourism exist 

As Oliver is only in the initial stages of tourism development, there is much work to be done to 

achieve the status of a developed tourist destination. For Oliver, one of the biggest challenges will 
be increasing the number of things to do and see. "While the wineries are established, there is much 

opportunity for development of the town's supporting facilities and services. In addition, the task 

of enhancing the aesthetic quality of the town must accompany tourism development. In discussion 

of wine tourism in Chapter 3, the concept of a 'wine village' is presented as a way to organize and 

theme improvements to the overall visual presentation of the town. Of primaty concern to town 

staff and residents is the need for expansion of Highway 97. As there is no provincial funding for a 

major upgrade of the highway north of Oliver, research should be conducted to assess alternatives. 

A plan should also be developed to address the anticipated increase in congestion along the Main 
Street section of Highway 97, in the centre of town. 

Agriculture and Wine 

• Agricultural land represents a major part of Oliver's economy, community identity and are 

essential for the development of agri-tourism 

• Not all agricultural land is best suited for grape-growing 

• Opportunity for development of accommodation and restaurants on agricultural land 

• C.Oncem for the long-term effects of tourism and agriculture on the supply and quality of 

water 

• C.Oncem for loss of credibility with the production of a few poor quality wines 
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• Global warming may have long-term effects on grape growing conditions 

The preservation of Oliver's agricultural land base is a requirement for agri-tourism development, 

and maintenance of the town's sense of ruralness. Oliver's status as a rural or agriculture-based 

community is important for both tourists and the local community. It is both a draw for tourists, 

and valued by residents. Furthermore, research revealed that the maintenance of a diversity of 

crops is important, as not all land is best suited for grapes. This diversity will contribute to 

maintaining high-quality wine production, as well as supporting the production of other fruit and 

vegetable crops, which have long attracted consumers, and represents a large portion of Oliver's 

economy. Furthermore, the issues of water supply and the effect of global warming on crop 

suitability highlight the importance for long-term management consideration. Both issues require 

monitoring, as changes to their current status could translate into significant changes in agricultural 

production and tourism in the area. Discussion of sustainable tourism in Chapter 3 will note the 

importance of ensuring that tourism does not have a negative effect on the host area's resources, 

through consumption of land, or environmental degradation. 

Policy 

• Oliver does not have a tourism plan, or plan specific to wine tourism development 

• Oliver's OQ> places little emphasis on tourism development 

• There is no record or method of measuring tourist traffic in Oliver, or their characteristics 

and preferences 

Given the number of considerations for the development of wine tourism in Oliver, provision 

should be made to ensure informed decisions are made in an organized manner, according to a 

defined set of goals. This would be realized through a plan specific to tourism development in the 

Oliver area. Chapter 3 discusses the importance of tourism planning and describes the potential 

components of such a strategy. Chapter 4 presents two examples of formal strategies in place in 

North America, which direct wine tourism development and sustainable viticulture practices. A 

wine tourism plan for Oliver should respect existing community plans, and correspond with the 

town and regional bylaws. An finally, in order for tourism planning to evolve, there must be a 

measure of the number of tourists coming to the area, their motivations for travel, and their 

satisfaction with the attractions and services in Oliver. 
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2.8.1 Update of Initiatives 
While the majority of research for the Oliver case study was conducted in the summer of 2002, it is 

important to note the most current strategies and initiatives that have since been undertaken. Most 

of the initiatives listed below have evolved from the work of the Oliver and District C.Ommunity 

Economic Development Society ( ODCEDS), in its creation and promotion of Oliver as the Wme 

Capital of Canada. The following represent the response of various interests to the current and 

anticipated growth of tourism in the area: 

Oliver Official OJmmunity Plan: The new Official C.Ommunity Plan for Oliver 

is in the final stages of approval, and is due to be released in the fall of 2003. The 

document is much more comprehensive than the existing ()Q>, and includes 

recognition of the potential for tourism development, including wine tourism, and 

agn-tounsm 

W1ne Capital of Canada Masterplan: This plan was presented by ODCEDS as a 

vision for the community, and is intended as the first in a series of documents that 

will contain specific strategies for achieving the vision. Essentially, this plan calls 

for Oliver to become a 'wine village', and for 'smart growth' principles to guide 

development, so that agricultural lands are preserved. 

Oliver as a W1ne Village: This is a component of the Wme Capital of Canada 

Masterplan. A strategic planning session was held in May, 2003, to define 'wine 

village' and to determine what a wine village would look like. The result was the 

Wme Village Accord, which has been incorporated into the Town's draft oa>. 
The Accord includes such objectives as becoming the premier wine village in 

Canada, providing visual evidence of Oliver's wine and agricultural industries, and 

connecting the wine village with the surrounding rural area. 

W1ne Village Tni.ffic Flow Masterplan: Oliver Town C.Ouncil has engaged in 

conversation with the Department of Highways, to begin to develop solutions for 

the anticipated increase in problems related to high volumes of traffic along Main 

Street. This has included the exploration of a partnership with Land and Water 

British C.Olumbia Inc. for the purpose of redeveloping municipal, provincial, and 

possibly private sector lands on a strip of property parallel to Main Street. 

Main Street Revitalization: Oliver Town C.Ouncil has invested $100,000 in a tree 

planting and trellis program along Main Street, and $55,000 for entry signs and 

landscaping. 
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Heritage Site Feasibility: Feasibility and environmental studies have been 

conducted for the Fairview Townsite - an old gold mining town on the edge of 

Oliver. 

Hotel and Conference Centre Project: Town C.Ouncil is investigating the 

opportunity for the development of a hotel and conference centre, as part of a 

public-private partnership with an interested developer. 

Rural Area Strategic Planning Session: At the request of the RDOS, a planning 

session is scheduled for September, 2003 to discuss the creation of a Rural Accord 

to address development of rural Oliver. This Accord is anticipated to communicate 

commitment of rural stakeholders to the Wme Capital of Canada Masteiplan, an 

Agricultural Area Plan, an Agricultural Advisory C.Ommittee, and guiding principles 

for development on rural lands. 

The success of the above projects will depend on several variables, including: continued funding 

and investment, effective leadership, community support, a continued increase in tourists, 

monitoring, and flexibility to change. Although in the early stages, these various initiatives indicate 

some interest and willingness to explore many of the issues that were identified through the MDP 

process. The outcome of these initiatives are as yet unknown, but it is presumed that future 

planning and tourism policy development will build on the successes that are expected to be 

achieved. 

The Oliver case study reveals tourism development issues and opportunities specific to the Town of 

Oliver. As tourism in Oliver is not an isolated phenomenon, it is necessary to consider the larger 

context of regional, national and global tourism trends. This is discussed in Chapter 3. Chapter 3 

also provides information on the nature of tourism planning, and issue specific to rural areas. 

Principles of sustainable tourism are also presented to highlight the effects that tourism can have on 

the natural, economic, and social environments of any destination. And finally, a discussion of the 

characteristics of wine tourism provides a better understanding of the wine industry, and how the 

wine industry is influenced by tourism in an area such as Oliver. 
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Ch. 3: Tourism Destination Planning 

3.1 Introduction 

This Chapter will discuss the following: general trends in tounsm, components of tounsm 

planning, principles of sustainable tourism, and the characteristics of wine tourism. The 

information presented in this chapter will provide a comprehensive framework that can be applied 

to the Oliver case study presented in Chapter 2. This chapter utilizes literature, demographic data, 

tourism trends, and key informant interviews to address the following inquiries: 

Tourism Planning 

• What are the current trends in tourism that will influence tourism planning? 

• What are the goals and components of a tourism plan? 

• What specific considerations must be made for tourism development m a rural 
community? 

• How is tourism development perceived by Oliver tourism businesses? 

Sustainable Tourism Development 

• What values underlie sustainable tourism development? 

• How can principles of sustainable tourism be incorporated into plans for wine tourism 

development in Oliver? 

Wine Tourism 

• What are the advantages and disadvantages for wineries offering tourism activities? 

• What are the characteristics of supply and demand for wine tourism - who is the typical 

wine tourist? 

• What are the current trends in wine tourism, and what is anticipated in the future? 

• How might Sustainable Wine Tourism be characterized? 
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3.2 Global, National, and Local Tourism Trends: 
Quantitative 

The global tourism industry experienced tremendous growth throughout the 1990s, and this trend 

has extended into the new millennium, marking "one of the most remarkable economic and social 

phenomena of the past century'' (World Tourism Organization, 2002a:4). The World Tourism 

Organization reports that in 2002 the total number of tourist arrivals reached 715 million, an 

increase of 19 million in only 2 years, and substantially higher than the 25 million international 

arrivals recorded in 1950. Global tourist arrivals are projected to increase to 1.56 billion bythe year 

2020 (World Tourism Organization, 2002c). Historically, Europe has captured the largest 

proportion of tourist arrivals, and in 2001 claimed 58% of all international arrivals. While the 

Americas have consistently ranked as the second most popular destination since 1950, trends 

strongly suggest that East Asia and the Pacific will soon assume its position behind Europe, with 

the average annual growth rate of 5.5 per cent, compared to the world average of 4.1 per cent. The 

World Tourism Organization expects that the more mature regions of Europe and the Americas 

will continue to demonstrate lower than average growth rates (World Tourism Organization, 

2002a). Overall, the international tourism market has proven its resilience, with the terrorist acts of 

2001 resulting in a rather local and short-lived impact1 (World Tourism Organization, 2002a). 

However, the recent SARS outbreak in Toronto and continued concern for international security 

may continue to place some uncertainty on the future of tourism. 

Domestic tourism is estimated at ten times greater than international tourism. In Omada, domestic 

travel accounts for over 70 percent of tourism revenues ($38.4 billion)2 and 80 percent of all visits in 

2001 (Omadian Tourism C.Ommission, 2003a). This trend is likely to continue, and is encouraged 

through Omada Tourism C.Ommission's (CTQ marketing, utilizing a 'stay at home' message, and 

encouraging winter travel3• Together, CTC's campaign to encourage travel within Omada, the 

terrorist attack on September 11, 2001, and a recovering North American economy have convinced 

46 per cent of Omadian travelers to consider trips within Canada rather than another destination 

1 Due primarilyto the events of September 11, 2001 and the deterioration of economic conditions both before and 
after this event (WTO, 2002b), global international tourist arrivals decreased by0.6 per cent in 2001. The 
Americas suffered the most, decreasing by 6.0 per cent, with the largest impact in the United States, with nearly 11 
per cent decline in international arrivals. It is noteworthy that Canada experienced a 0.2 per cent increase in 
international arrivals in 2001. 
2 Non-resident spending makes up the remaining 30 per cent ($16.2 billion). 
3 See Canada: Strategjc Marketir,g, Plan 2003-2005. 
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(C.anadian Tourism C.Ommission, 2003a). Although travelers are beginning to resume cross-border 

and international travel, figures indicate a 4. 9 percent decline in travel to international destinations 

(C.anadian Tourism C.Ommission, 2003b). Recent figures also reveal the reluctance of U.S. residents 

to travel overseas, with U.S. travel to Canada increasing between January and November 2002, by 

3.7 percent from the previous year (with a particular increase in auto travel - more so in eastern 

C.anada than BC and Alberta). In contrast, Europe experienced a 19 percent decline in American 

visitors between 2001 and 2002. Following the worldwide trend, the number of overseas visitors to 

C.anada declined by 6.1 percent in 2002. Of note, however, is that visitation from Japan, Mexico 

and South Korea increase for this time period. Much recent policy development at the national 

level stresses that tourism "represents an increasingly important sector of the Canadian economy, 

providing vital jobs that support hundreds of thousands of individuals and families and are the 

economic lifeblood of entire communities" (Canadian Tourism C.Ommission, 2003b:6). 

Tourism is one of the fastest growing sectors of British C.Olumbia's economy, generating nearly $9.5 

billion in 2000. This represents a 4.1 percent increase from 1999. The number of overnight visitors 

increased by 2 percent in 2000, to 22.5 million (Tourism BC, 2002). Similar to most destinations, 

the number of visitors in 2001 declined (by one percent) in 2001. Data reveals an increasing 

number of visitors from· the U.S., Europe, and particularly, Asia/Pacific (up 8 percent in 2000). 

Analysis of data indicates that visitors from overseas spend more on average than domestic tourists 

(Tourism BC, 2002). Tourism British C.Olumbia describes the reasons for an increasing number of 

American visitors: "a strong US economy, a growing awareness of British C.Olumbia as a preferred 

travel destination and a favorable exchange rate combined to lure Americans here in record 

numbers" (Tourism BC, 2002:3). The number of U.S. overnight visitors totaled 5 million in 2000, a 

25 percent increase since 1996. 'When considered an export, tourism ranks as the third-largest 

earner of export income in 2000, after wood products and energy products. Tourism related 

employment accounted for 7.4 percent of the provincial labour force in 2000 ( 111, 890 jobs). 

Approximately half of all tourism related jobs are in Food and Beverage and Accommodation 

sectors. Tourism British C.Olumbia also notes that tourism is a significant source of provincial 

government revenue, contributing approximately $1.0 billion in 2000, generated from sources 

including: hotel tax, liquor tax, sales tax, corporate tax, personal income tax and license fees 

(Tourism BC, 2002). 
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3.3 Forces and Trends Shaping Tourism 

The continued growth and change of existing destinations, as well as the development of new 

destinations can be attributed to several recent trends in both the profile, motivations and behaviour 

of tourists. Local authorities and members of the tourism industry should understand such trends 

to best orient tourist products and services for visitors. This section outlines major qualitative 

tourism trends that should influence any tourism planning effort. 

Such qualitative trends in today's tourism market can be grouped into the following five themes 

(Volpe &Burton, 2000; World Tourism Organization, 1998): 

1. Grmeing (XJJ1(Ei11, far healthy liiing, and a desire to engage in activities that allow self-expression and 

that are intellectually stimulating. This is a force driven by changing values, and is reflected in a 

trend towards active holidays, including hiking, golfing; leisure learning and special interest 

holidays, including nature viewing, and visits to sites of cultural or historical interest. 

2. Increased uedth and discretionary inmm:. This force is related to demographic trends, with an 

increasing number of couples without children, empty nesters, and the continued transition of 

the baby-boom generation into retirement years. There is also corresponding growth of the 

'baby-echo' generation (aged 15-24), with more disposable income than previous generations. 

3. Increased enu:,vnmmtal ard socid sensitiuty if tatrists. This is also values-based. The gradual 

'greening' of governments, industries and lifestyles has and will continue to influence both the 

supply and demand of tourism products. Reflective trends include an increase in ecotourism 

and soft-adventure tourism, forms of cultural tourism and a demand for clean, attractive 

destinations. 

4. Tourists are lxmrring rrure experienarl, and demmmng. This trend is played out in an increasingly 

competitive market. Tourists are expecting high quality products, services and experiences at a 

good price. Tourists are also seeking experiences that are new and unique. 

5. T~ has been a farre in improud exfX$ure and acmsibility to tamst destinations. The use of 

websites for promotion, trip planning and booking, and destination reviews will continue to 

gain popularity. 
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3.4 Tourism Planning 

Tourism has become an integral part of the machinery of many governments. 
Tourism public policy is whatever governments choose to do or not to do with 
respect to tourism (Hall, M 2000:9). Planning may be able to minimize potential 
negative impacts, maximize economic returns to the destination, and hence 
encourage a more positive response from the host community towards tourism in 
the longer term (Hall, M. 2000:11). 

The demand for tourism planning typically arises in response to the existing or anticipated negative 

effects of tourism at the local level, as well as increased attention on the potential benefits of 

economic and regional development (Hall, 2000; Gunn, 1988). This demand may originate from a 

variety of sources, including local business operators, residents, or municipal staff, and depends on 

the nature of the tourism industry, whether tourism is new to the area, and the rate of growth and 

change that has occurred, or is anticipated to occur. Given the rapid growth of tourism in many 

areas, as well as the proliferation of many new tourist destinations, strategies are often not in place 

to guide development, and much of planning has been characterized by 'top-down' efforts and not 

local initiatives (Hall, 2000). Getz (1991) notes that "tourism planning has evolved as a poorly 

integrated collection of methods and approaches, based on the different and often conflicting 

perspectives of business, governments at all levels, and numerous special-interest groups" (p. 133). 

When concerned with maximizing social, economic and environmental potential, planning can be 

viewed as essential to the development of sustainable tourism, by anticipating how plans and 

policies will influence the future of both the tourism industry, and the host community. Tourism 

planning operates under the assumption that left unchecked, tourism development will lead to 

degradation of social, environmental, and eventually economic resources. 

While tourism planning at the local level occurs at the most obvious and visible scale, it is important 

to conceive tourism activities ranging from the local to global scale (Hall, 2000). At the local level, 

tourism planning has traditionally been associated with land-use zoning, with typical concerns 

centering around site development, accommodation, capacity, the presentation of cultural, historic 

and natural features, and infrastructure. Recently, this list has grown to include consideration of the 

environmental and social impacts of tourism (Hall, 2000). Given such a wide continuum, tourism 

planning and development is complex and multifaceted, with consideration for land and 

infrastructure development, organization, staffing, and marketing, and involving several levels of 

government, and numerous stakeholders at each level. Hall (2000) notes that governments have 
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increasingly become involved in the promotion of tourism, so as to maximize the potential for 

government revenue. 

3.4.1 The Tourism System 

Tourism is best conceptualized as a system based on supply and demand. It is a combination of 

entities at many cliff erent levels which come together to form a complex whole. This system can be 

conceptualized in a number of ways, depending on the emphasis or objective of study. Such 

components include geographical elements of a tourism system (travel), tourism marketing, and the 

elements of supply (the product or destination) and demand (the tourist). These components are 

both complex themselves, as well as interrelated to each other. The result is a system that is in 

constant flux, adjusting to changes in marketing approaches, travel conditions, the quantity and 

quality of the tourism product or destination, and the number of tourists. Other models of tourism 

market systems focus on the 'tourist experience', which highlight the factors affecting tourist 

behaviour and experience. 

3.4.2 Strategic Tourism Planning and the Tourism Plan 

Integrated approaches towards tourism planning are therefore neither top-dmm, 
'where goals at each level in the organization are determined based on the goals at 
the next higher level', or futtomup, where the goals of individual units are aggregated 
to become the strategic plan. Instead, integrated tourism planning is an interaaiie or 
ai1al:xJratiie approach which requires participation and interaction between the 
various levels of an organization or unit of governance and between the responsible 
organization and the stakeholders in the planning process (Hall, 2000:81) 

In general, a tourism strategy outlines a destination's goals, and the policies or regulations that are 

required to meet those goals. A strategic plan is oriented around the familiar questions of WJere are 

ue nm.ii When: do ue wint to~ Haw do ue g:t there?. Tourism planning can be incorporated into 

existing community plans, and hence become part of an area's development patterns. Alternatively, 

a tourism plan can be developed separately, which is often the case when the goal is to guide 

development as soon as possible (World Tourism Organization, 1998). 

A tourism plan, like many plans will include goals and objectives which are to be implemented over 

the short and long-term, with recognition for priority. Ideally the plan will include a method of 
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monitoring - both the progression of the plan, and success at later stages. In the most basic sense, 

a tourism plan will include the following elements: 

• Study Preparation 
• Determination of Development Objectives 
• Surveys and Evaluations 
• Analysis and Synthesis 
• Policy and Plan Formulation 
• Recommendations 
• Implementation and Monitoring 

It follows then, that a tourism plan should include analysis of the current state of the tourism 

industiy and supporting businesses, municipal and tourism infrastructure (i.e. accommodation 

facilities, roadways), existing policies and plans as well as investigation into the level of acceptance 

of potential tourism growth. A substantial portion of a tourism plan should be dedication to action, 

or specific steps that must be taken in order to reach stated goals. And finally, a tourism plan would 

include an implementation and monitoring plan. Hall notes that "the outcome of the strategic 

planning process is the impact that the process has on the organization, its activities and its 

environment, including the various stakeholders" (Hall, 2000:75). A strategic plan should remain 

flexible, and emphasize continuous progress. 

According to Hall and McArthur (1998), there are a number of advantages in adopting a strategic 

approach to herita~ management (in Hall, 2000). Here it is assumed that the same advantages would 

apply to a strategic approach to any tourism planning and management effort. These advantages are 

as follows: 

• It provides a sense of putpose and the foundation of criteria for the formulation of new 

proJects 

• It stresses the need for both short and long-term objectives which can accommodate 

changing circumstances 

• It gives stakeholders a clear indication of the current and long-term level of support 

required for tourism management programmes 

• It provides for potential integration of stakeholder objectives into an organizational or 

program strategy, thereby increasing the likelihood of success 
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• It encourages strategic and increased receptiveness to opportunities m the external 

environment 

• It can create a sense of ownership and involvement in planning processes and outputs with 

a consequent likely increase in performance and level of support 

• It can make organizations more effective and efficient in attaining programme and/ or 

organizational goals. 

Source: Hall, 2000:76 

3.4.3 Rural Destination Planning 

A destination can be simply defined as the location to which one is traveling. This can be discussed 

at a range of scales, including countries, regions and towns. Getz (2000) notes that the basic 

requirements for any destination include at least one service center, accommodation, information, 

dining, and supporting services. Any attempt at comprehensive destination planning will include 

consideration of physical planning, policies, community involvement, and marketing. 

In general, rural tourism should be characterized by the following attributes (adapted from Page & 

Getz, 1997): 

• 

• 

• 

Tourism is centred on a rural area 

Functionally rural - tourism focuses on 

rural features such as small-scale enterprise, 

open space, access to nature, heritage, 

traditional societies and practices 

Traditional character - tourism 1s locally 

controlled and grows over the long-term. 

Figure 3.1: Historic "Haynes Ranch" in Oliver 

Oliver has significant potential for rural tourism development. Besides promotion of wine tourism, 

which is the focus of this MDP, there is opportunity to attract tourists to experience the authentic 

rural culture that has persisted in Oliver. Unlike most other towns in the Okanagan, Oliver has 

resisted the typical transition away from an economy based on agriculture. This fact alone is likely 

to draw people to the are'½ to learn of the area's agricultural settlement history, and experience the 
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culture of an agricultural community. Hence, along with improving facilities and services related to 

the wine industry, emphasis should be placed on promotion of other forms of agri-tourism and 

heritage attractions. Figure 3.1 depict what remains of Haynes Ranch, one of the first settlements in 

the area. Although it is clearly run down, its rustic representation of rural history serves as a 

popular spot for photographs. These buildings could be restored, and become part of a tour or be 

promoted along with other sites such as the old CPR Station, and the old Fairview Townsite. 

Rural - Urban Issues 

For a rural community such as Oliver, there exists a range of issues which must be addressed to 

ensure successful development of tourism. As a form of agri-tourism, ''wine tourism faces many of 

the challenges applying to rural economics and life in general" (Getz, 2000:47). The most obvious 

concern is for potential conflict that 

may develop between farmers and 

orchardists and tourists. In Oliver, 

signs of this are already prevailing, 

with the occasional situation of 

tourists picking fruit without 

permission from orchard operators. 

Although farmers are protected 

under the Right to Farm Act4, 

Figure 3.2: Tractor in Oliver 

conflicts are likely to be enhanced as 

tourism continues to increase. While Hall et al. (2000) suggest a potential conflict between rural 

residents and viticulture operation, from the use of air guns to scare birds, for example, there was 

no evidence of this in Oliver. 

Mormont (1987) notes that "entrepreneurs and 'outsiders' (i.e. tourists) have affected the feeling, 

environment and sense of place among residents in rural locations" (cited in Page & Getz, 1997:10). 

It is not to say that all residents are opposed to business development. Getz notes that long-term 

rural residents are more likely to be open to change, while new residents desire to maintain the 

traditional 'ruralness' that attracted them there (Page & Getz, 1997:12). 

4 The Right to Farm Act is provincial legislation which removes liability for disturbances such as noise, dust, and 
odour, from the farmer, under 'normal' farm practices (Farm Practices Protection (Right to Farm) Act, 1996). 
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Gmflict between agriculturalists and increased tourist traffic is perhaps the most anticipated urban-

rural issue. This is common in rural areas, where farmers must operate slow-moving equipment on 

roadways, as depicted in Figure 3.2. In Oliver, the use of rural roads by tourists is necessary to 

access most wineries. This problem is exacerbated when tourists do not know their way around, are 

uncomfortable driving on poor roads (Getz, 2000), and when large multi-passenger vehicles are 

used to transport tourists. Directional signage and tourist maps will help tourists navigate the town. 

"While road upgrades are an option, it is possible that the development of roads "will simply 

encourage more traffic and diminish the original attractiveness of the area" (Page & Getz, 1997:23). 

It is generally assumed that increased tourism means that more large tour buses will frequent the 

town. ·This may create several problems, as buses will dominate rural roads, and parking at most 

wineries, and around Main Street cannot accommodate this type of vehicle. Furthermore, several 

wineries are simply not large enough to cater to such large groups of people at one time. 

To encourage lower-impact forms of transportation (less intrusive and less occupanc:0, an effort 

should be made to discourage general-purpose large tours. Getz (2000) notes that "large coach 

tours generally have tight, prebooked visits to wineries, and restaurants" (p. 111). As these tour 

operators will likely call ahead, winery and tourism business should guide these companies to those 

businesses that can accommodate large groups, and discourage visitation to small operators. It is 

also possible to suggest that large tour operators arrange other forms of transportation once in the 

Oliver area, such as cars, vans, or bicycles to travel between wineries. By marketing the region to 

high-yield tourists (those who are most likely to spend the most money in the shortest time - see 

Section 3.6.2), the majority of tourists will travel with a partner, or in smaller groups, thus placing 

less strain on infrastructure and local businesses, while continuing to generate high revenue. 

Moreover, the development of cycling tours in Oliver should be investigated as both a unique 

feature of the area, and as a more ecologically friendly form of tourist transport. 

This consideration for lower-impact development parallels the aforementioned tourism trends 

which note that today's tourists are becoming increasingly more aware of the effect they have on the 

environment, and demand activities such as ecotourism, and cultural tourism, in clean 

environments. Lower-impact activities, accommodation and transportation can be thought of as 

those which have the least potential to alter or negatively affect a physical, social, or cultural 

environment. As a leisurely activity, wine touring can be easily marketed with activities such as 
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hiking, cycling, and rural sightseeing, to these environmentally sensitive cultural tourists. These are 

activities that, when managed, will pose little threat to the surrounding environment. Low impact 

development options for Oliver should be explored. 

Through interviews the perception of the effect that increased tourism will have on the community 

of Oliver was explored. Both winery operators and other tourism businesses were prompted with 

this question. Of the ten winery operators interviewed, four did not predict that increased wine 

tourism would have any negative effects on the Oliver community. Although two respondents 

noted there would be an increase in the congestion of people and cars, they believed that people 

would adjust, and that the benefits would off set this. Eight winery operators identified economic 

growth as a benefit for the community, and believe that the community will not suffer from 

negative effects if they are prepared (communicated by two respondents) . The following were also 

mentioned as positive outcomes of increased tourism: Main Street revitalization, potential decrease 

in taxes, an increase in critical mass, and an associated improvement in quantity and quality of 

services for residents. 

In addition to the benefits identified by those interviewed m Oliver, the World Tourism 

Organization (1998) identifies the following as benefits of tourism development for local 

communities (if carefully planned, developed and managed): 

• Generation of new jobs 
• Stimulation of local capital investment and establishment of local tourism enterprises 
• Incr~ased economic independence of the local community with more variety in goods and 

seIVIces 
• Generation of local tax revenue that can be used to improve local services, facilities and 

infrastructure 
• Development of local human resources and skills and technology particular to tourism, 

which may transfer to other economic activities 
• Attraction of new markets for other local products, thereby stimulating other economic 

sectors 
• Potential for improvement in the overall environmental quality of an area, as a greater eff on 

may be placed on maintaining an attractive, clean environment. Related is the justification 
for conservation of local nature areas, historic sites, and cultural traditions 

• Fostering of a greater environmental awareness and sense of cultural identity by residents, 
and a renewed sense of pride in their community 

The WfO also recognizes a range of potential problems that tourism development may have on a 

community, which are summarized as the following (these are in addition to those mentioned by 

Oliver interviewees): 
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• Air pollution generated by increased vehicular traffic 
• Surf ace and groundwater pollution, if infrastructure is inadequate 
• Unattractiveness if inappropriate design of tourism infrastructure such as signage occurs 
• Facilities such as museums and parks may become crowded with tourists, deterring use by 

local residents 
• Deterioration of amenities, such as parks, historic· sites, and vandalism due to uncontrolled 

v1s1tors 
• Economic loss to outside sources if many jobs are occupied by people from outside the 

area 

The British C.olumbia Fruit Growers Association has recognized the need to reduce future conflict, 

with the establishment of the Rural-Urban C.ommittee Gohnson, 2003). They will strive to find 

ways to minimize conflicts associated with spraying, waste burning, air guns, water cost and quality, 

trespassing, slow moving farm equipment, and misunderstandings of what are considered normal 

farm practices. Possible solutions to noted rural-urban conflicts include better buffer zones 

between agricultural and residential land, neighbour notification of farm activities, and public 

education of farm practices and signage stating when one is in an agricultural zone Gohnson, 2003). 

Tourism and recreation in rural areas have shifted from passive and minor elements of the 

landscape to dominant forces shaping the rural economy, and physical and natural environments 

(Butler et al., 1998). Wme regions are becoming increasingly known for their recreation and tourism 

attributes. This can lead to negative feelings on the part of residents who feel their community and 

way-of-life have become a commodity (Hackett, 1998). This rise in interest in visiting rural 
destinations is in part due to a desire for peace and tranquility, the search for authenticity, and an 

aging population that is drawn to rural areas for reasons of health or nostalgia (Getz, 2000). Rural 

areas can especially benefit from government assistance in research, facilitation, infrastructure 

development, regulation and development of attractions and services, but also requires strong 

leadership, education of residents and stakeholders, a planning strategy, and technical expertise 

(Page & Getz, 1997:19). 
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3.4.4 Summary: Tourism Planning and Trends 
Thus far, this chapter has presented the general trends and forces shaping tourism today, and has 

described the importance of and components of tourism planning. Review of tourism trends 

support the suggestion that there will be a growing interest in wine tourism destinations such as 

Oliver. For example, the tourism market is characterized by a growing concern for healthy living, 

and increased environmental and social sensitivity. Oliver offers tourists a range of recreation 

opportunities, including golf, hiking and cycling, as well as wine touring, which can be considered a 

special interest. Wme tourism is a form of cultural tourism, which appeals to those with the desire 

to learn about a product intrinsically linked to the landscape. Agri-tourism and heritage attractions 

will appeal to the environmentally and socially sensitive, who will value the preservation of 

agriculture, and a community based largely on farming. Wme tourism will satisfy the contemporary 

tourists' desire for new and unique experiences and high-quality products. Appendix C lists the 

trends that were highlighted in this chapter, along with the issues identified in Chapter 2. 

Chapter 2 revealed that Oliver does not presently have a tourism plan. In this chapter, tourism 

planning is noted to minimize the negative impacts of tourism, to maximize economic profits, and 

to solicit a positive response from community members. The fact that there is some resistance 

(however small) to tourism development in Oliver warrants the creation of a tourism plan which 

respects the desires of the community, while providing attractions and services for visitors. A 

tourism plan should promote development and management of wine tourism and supporting 

attractions and services (the suppl)?, to meet the demands of tourists with wine and wine-related 

interests. Ideally, a wine tourism plan for Oliver would be created through an interactive and 

collaborative process that considers the needs and concerns of the variety of businesses, 

organizations, levels of government, and community representatives. The result will be a plan and 

planning process that is equitable, one of the principles of sustainable tourism described in the next 

section. Furthermore, a wine tourism plan for Oliver must anticipate problems common to tourism 

development in rural areas, including: noise from farm operations, conflict between tractors and 

vehicles, and increased pollution and deterioration of amenities with overcrowding. While the 

general sentiment from Oliver residents and business owners is that tourism will bring benefits to 

all, a tourism plan should include provision for monitoring of community satisfaction, and 

measuring changes in the built and natural environment. 
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The following discussion will present the concept of sustainable tourism, an approach to tourism 

development that strives for economic success, and preservation of a destination's natural and 

sociocultural environments. 

3.5 Sustainable Tourism 

The continued growth of this industry and its associated tendency to overcrowding, 
progresses in line with a stronger environmental awareness of consumers who will 
increasingly demand cleaner, safer and more environment-friendly tourist 
destinations. These two trends, one qualitative and the other qualitative, make it 
imperative to develop and manage a sustainable tourism industry 

- Francesco Frangialli, Secretary-General, World Tourism Organization (1998). 

Originating from the study, Our GJrmvnFuture in 1987 by the World C.ommission on Environment 

and Development, sustainable approaches to any type of development are becoming generally 

accepted. Tourism is no exception. According to the World Tourism Organization, "sustainable 

tourism implies that the natural, historic and cultural resources for tourism are conserved for 

continuous use in the future as well as the present" (World Tourism Organization, 1998:13). It 
follows that sustainable tourism development, while inevitably concerned with economic success 

( and hence tourist satisfaction), respects and maintains elements of the environment, and local 

social and cultural structures. Guided by this loose framework the World Tourism initiated the 

creation of Af:Pl{ia, 21 for Traw and Tatrism - Priority A mi IV: Plarrni,ng for Sustainable Tarrism 
Deiel,opmmt, with an overall objective "to develop and implement effective land use planning 

measures that maximize the potential environmental and economic benefits of travel and tourism 

while minimizing potential environmental or cultural damage" (World Tourism Organization, 

1998:23). 

3.5.1 Overview 

Sustainable tourism can be defined as "tourism which is economically viable but does not destroy 

the resources on which the future of tourism will depend, notably the physical environment and the 

social fabric of the host community'' (Swarbrooke, 1999:13). In order for tourism to be sustainable, 

tourists must be satisfied, and tourism levels sustained or increased; the needs of the host 

community must be met, and quality of life should be improved; the environment and elements of 
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cultural heritage must be maintained. The notion of sustainability is complex and requrres 

integration of several elements of the environment, economy, and social and cultural fabric of any 

place. When considered within the context of tourism, and the numerous stakeholders, businesses, 

and decision-makers involved, it can be challenging to arrive at consensus as to exactly what 

sustainable tourism is, and how consideration for principles of sustainability can be integrated into 

planning and development. Furthermore, sustainable tourism will mean different things to different 

destinations, each with a unique set of considerations ( e.g. geography, political context, economic 

situation, level of tourism development). This section introduces the concept of sustainable 

tourism, highlighting the integration of environmental, economic, and social considerations with 

regards to tourism. The goal of this section is to develop an understanding of what must be 

considered in an attempt to develop as a sustainable tourism community. Such information will aid 

in the development of the concept of a sustainable wine tourism destination in Oliver, BC 

Inevitably, the concept of sustainable tourism has its origins in the wider concept of sustainable 

development, or "development that meets the needs of the present without compromising the 

ability of future generations to meet their own needs" (WCED, 1987). The term sustainable 

tourism was first used in the late 1980s, following release of the Brundtland Report, although more 

commonly referred to as 'green tourism' at that time (Swarbrooke, 1999). The justification for the 

implementation of sustainable tourism principles varies greatly. Swarbrooke (1999) notes that 

governments are increasingly using tourism to help achieve sustainable development. For example, 

rural-based tourism is often used to achieve the sustainability of rural economies, as traditional 

agricultural practices have declined. The translation of sustainable development principles into 

sustainable tourism occurred in recognition of the dependence of the tourism industry on features 

of the environment. In general terms, the environment is what is demanded and consumed by 

tourists. Of note is that this is extremely difficult to quantify, as it is challenging to apply price to 

intangibles such as a beach, a mountain, or a rural town. Sustainable tourism recognizes that 

maintenance of a destination's environment is key to long-term viability, and an effort must be 

made to ensure this. This is, however, only one dimension, as management of economic as well as 

social and cultural impacts are as important. 

Before discussion of sustainable tourism principles, it should be noted that sustainability is a 

normative idea that implies the application of the valuation and control of resources, and how they 

should or should not be used. As sustainable tourism places value on a balance between 
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environmental, economic, and social resources, there is an implicit assumption that intervention is 
required in order to achieve public good (Hall, M., 2000). Sustainability is never a given, and its 

perceived benefits and vision for the long-term can be used to convince municipalities, industry, 

and individuals of its merits. This is not, however, an easy task 

3.5.2 Values and Principles of Sustainable Tourism 

The following statements apply principles of sustainable tourism used by the World Tourism 

Organization to a wine tourism destination: 

1. The natural, historical,, adtura/, and other re5atnE far tcurism are mnsen.ed for mnri11Ua1S use in the 
future, wile still bringing lxmefits to the present saiety. This principle draws on the necessity for 

maintenance and preservation of natural, historic, and cultural environments upon which 

tourism depends. 

In the case of wine tourism, this principle could be applied through practices of sustainable 

viticulture (see Chapter 4) and by developing attractions such as a museum, which account for the 

community history of agriculture and wine. 

2. Tamsm deudoprrmt is planrm and rrnna[J!d so that it dres not wzerate serious emironrrmtd ar 
soooodtural pro/ierr5 in the tmrism area. This implies consideration for a destination's 

environmental and social carrying capacity, as well as integration of environmentally friendly 

techniques and processes. 

As suggested by this lvIDP, a wine tourism plan would serve to balance the demands of tourists, 

with the needs of locals, and requirements of the wine industry. The plan would include a 

monitoring process to assess negative changes to the natural, built and social environments. 

Tourist Dermnd 
Section 3.6.2 discusses the demands of typical wine tourists, noting the importance of marketing to 

those most likely to engage in wine tourism. By catering to high-yield tourists, a destination can 

develop facilities and services to satisfy tourists that are most likely to spend the most amount of 

money, in the shortest time. Section 3.6.2 identifies the profile of these people, and the experiences, 

services and activities they seek out. 
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Lexa/, N<£ds 

A plan must also address the needs of the local population. Section 3.4.3 notes that for rural 
communities, residents can be either averse or welcoming to increased tourism, as many desire to 

maintain their sense of ruralness. A plan for Oliver should include public consultation to gain 

perspective on the specific needs, desires, and concerns of local residents. While a resident survey 

was not part of this 110P, a survey conducted as part of the initial stages of the Oliver 0(1) offers 

insight. Residents listed (top three responses) climate, the small town feeling, and friendly people, 

as what they liked most about living in Oliver (Town of Oliver, 2002). When asked what they 

disliked most about living in Oliver, the top three responses were lack of shopping, lack of jobs, and 

Highway 97 through Main Street. And when asked about their vision for Oliver, the top response 

was increased recognition as the Wme Capital of Canada, followed by maintenance of small town 

charm, and offering friendly welcoming people. In general, residents support tourism development, 

and desire to maintain its rural charm, while improving local services and amenities. Tourism 

development should not have a negative effect on locals, and residents should be consulted as 

decisions are being made. 

Wine Industry Requi:rerrmts 
A plan should recognize that successful wine tourism depends on the production of high quality 

wine, and that while relationships between wineries and other tourism interests such as the Town 

are important, the industrys priority will remain grape growing and wine making. For those 

wineries that wish to pursue tourism opportunities ( all wineries in Oliver have expressed this 

interest), zoning regulations should be flexible, to accommodate non-traditional ( tourism) uses on 

rural lands. Furthermore, Chapter 2 revealed the importance of the water supply and potential 

effects of climate change, which may have long-term effects on the wine and wine tourism industry. 

A plan might address these concerns. Also, for wine tourism to be successful, a destination must 

provide services, and attractions beyond onlywineries. This is outlined in Section 3.6. 

3. The merall emi:ronmmtd qual,ity if the tourism area is miint£1,i'J'W, and irrp;m,ed WJeYe needed 
Maintaining a clean, attractive destination is key to visitor satisfaction and return visits, and 

will improve community life for residents. 
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In a wine tourism destination such as Oliver, provision can be made to allocate business tax dollars 

for the maintenance and necessary upgrade of parks and natural areas, for the continued use of 

residents, enjoyment of visitors, and most importantly, to ensure sustained use for future 

generations. Also, areas at high-risk of degradation from increased tourist traffic could be 

identified, and their use limited. 

4. A hig/J /ere/, cf tourist satisfactwn is miintained so that the tourist cktinations uill retain tlxdr 
mirketability and popularity. Destinations should engage in periodic revitalizatio~ and renewal 

to maintain quality, and adjust to changing consumer behaviour. 

For wine tourism, this translates into maintaining the quality of product and services at wineries, as 

well as providing a supply of additional facilities, attractions and services within the community. 

Wme tourists will be looking for variety and value in their vacation. And as the demands of wine 

tourists may change, it is necessary to monitor tourist satisfaction, and adjust destination amenities, 

services, and marketing accordingly. 

5. The krefi,ts cf tourism are wddy spread throurfaout, the society. Social and economic benefits of 

tourism should be distributed evenly throughout a destination. 

This benefit can be achieved by encouraging locals to participate in what may be considered tourist 

activities, thereby fostering community involvement and pride. Facilities and services should not 

discriminate against any particular community member, and benefits of tourism should not be 

limited to economic growth. 

Sustainable tourism planning involves the promotion and achievement of a series of economic, 

social, and environment and resource goals. The broad goals of a community built around 

sustainable tourism, such as Oliver, would be as follows (adapted from Hall 2000): 

• Economic Security - a more sustainable community supports a variety of businesses, industry 
and institutions that are financially viable, provide jobs for locals, spend money within the 
community, and provide education and training. 

• Ecological Integrity - a more sustainable community respects its place within natural systems, 
and reduces and converts waste into non-harmful materials; and utilizes the natural ability of 
environmental resources for human needs without undermining the ability to function over 
time; development and design of tourism facilities are adaptive and consider ecological process; 

Towards a Sustainable Approach to Wine Tourism Development - 68 -



Ch. 3: Tourism Destination Planning 

• Quality of Life - a more sustainable community encourages an evolving sense of well-being; 
tourism development should not negatively affect citizens' sense of belonging, sense of place, 
sense of safety, sense of connection with nature, or provision of goods and services; tourism 
should bring employment and education opportunities. 

W'hile the above summary outlines general characteristics of a sustainable community, it is useful to 

consider each point separately to highlight specific considerations for each, and how these 

objectives can be met. 

3.5.3 Tourism and the Environment 

As much discussion of sustainable tourism has focused on conservation of the environment, it is 

helpful to gain an understanding of the relationship between tourism and the environment, as well 

as to note what is considered 'the environment' in a tourism context. C.Onsideration for 

environmental protection is justified by the assumption that sustainable development ( or sustainable 

tourism) is required to preserve the environment as an asset for the tourism industry (Buhalis & 
Fletcher, 199 5). 

Central to discussion of the need to preserve the environment is the ironic fact that tourism has 

historically been responsible for a range of environmental problems. Over-utilization of resources, 

particularly in the high season arises because the environment, like other intangible commodities, is 

zero-priced (Buhalis & Fletcher, 1995), especially where tourism planning and management is 

limited. It is for this reason that it is difficult to assess the impact that tourism has on the 

environment. Furthermore, it is difficult to isolate causes of environmental degradation within the 

complexity of tourism and the wider community. C.Ommon environmental impacts of tourism 

include: 

• Transformation of the environment due to consumption of natural lands for 

construction of tourism facilities; consequent irreversible destruction of flora and fauna 

(loss of biodiversity) from uncontrolled recreational activities 

In Oliver, this problem is mitigated by the existence of the Agricultural Land Reserve (ALR) which 

protects agricultural land from development. However, lands outside of the AIR that are of value 

as open space or that are of ecological significance are at risk, if provision to protect them is not in 

place. 
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• Pollution resulting from increased tourist traffic, in the form of: litter which can have 

effects on and physical and aesthetic degradation of the landscape; water pollution 

through discharge of inadequately treated effluent; air and noise pollution from 

increased vehicular traffic 

In rural towns such as Oliver, roadways may not have been intended to accommodate high volumes 

of traffic. Potential problems include increased vehicle emissions, and dust-control issues. Other 

pollution related issues such as litter, and water pollution can be addressed with investment in 

appropriate infrastructure upgrades. 

• Stress on water sources due to increased tourists from local sources which are often 

limited (this may be of more concern in agricultural-dependent areas that must carefully 

manage water usage) 

Of note is that grape-growing is less demanding on water sources than many forms of agriculture, 

as a mature grape crop requires watering only once or twice once a year ( over-watering dilutes 

flavour) ("A Year in the Vineyard", n.d.). 

In consideration for the relationship between the environment and tourism it is important to 

expand on the traditional definition of 'environment' beyond that of nature. The tourism 

environment includes elements of the built environment both historical and recent, which serve as 

attractions for tourists. With regards to sustainability what becomes important is the recognition 

that such attractions may serve separate functions for the local community, and others may have 

historic value. Hence, tourism development must attempt to respect elements of both the built and 

natural environment that are of both functional and cultural value to the local community. 

Furthermore, it makes sense to respect such relationships as many cultural tourists desire to 

experience authentic environments. 
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Swarbrooke (1999) supports an expanded consideration of 'environment' and identifies five types of 

environments: 

1. Natural Resources - water, climate, air 

2. Natural Environment - mountains, water bodies, caves, beaches, woodland 

3. Fanned Environment- agricultural landscapes, man-made forests, fish fanns 

4. Wildlife - mammals and reptiles, flora, birds, insects, marine life 

5. The Built Environment - buildings and structures, villages and townscapes, transport 

structures, dams and reseivoirs 

Tourism can affect all five environments in cliff erent ways, and tourism planning efforts should at 

least include an inventory of these 'environments' so that strategies can be developed to mitigate 

negative impacts and maintain a positive tourism-environment relationship. 

3.5.4 Tourism and the Economy 

The notion of sustainable tourism development suggests that economic development depends on 

the continued well-being of the social and physical environments. An economics-based approach 

"does not give any appreciation of the environmental and social implications on development or an 

empirical measure of the quality of life" (Hall, M, 2000). Nonetheless, the economic dimension is 
imperative to sustainable tourism as economic growth and profit is the driving force behind the 

increasing supply of tourism facilities and seivices. 

The economic impacts of tourism spending are difficult to estimate, given that it is difficult to 

quantify environmental and social costs (such as crime, cultural loss) and benefits. Economic 

impact will also vary with scale - "a project may benefit the region as a whole but may bring great 

costs to a small section of the community'' (Swarbrooke, 1999:59). In order to roughly determine 

the economic impact of tourism spending, direct, indirect and induced earnings would have to be 

estimated. Rather than discussion of such calculations, discussion here will be limited to identifying 

the potential economic benefits and costs of tourism These are set out in Figure 3.3. 
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Figure 3.3: Economic Benefits and Costs of Tourism 

Job creation 
Economic growth in local community 

Helping to maintain viability of local businesses 
Regeneration of economies of towns and cities in 
decline 

Stimulation of inward increased investment 

Many jobs are seasonal and low-pay 
Opportunity costs (money invested in toursim 
cannot be invested elsewhere) 

O:mgestion 
Need to invest in expensive infra.structure 

Over-dependence on tourism, making the host 
community vulnerable to changes in tourism market 

Difficult to get financing for rural tourism 
businesses 

Source: adapted from Swarbrooke (1999) 

"While complex to quantify exact estimates of the economic benefits or tourism, the potential for 

increased economic growth is perhaps the most convincing aspect of the development of tourism 

for any community. In order for such economic development to be labeled sustainable, prosperity 

should filter through the community, and not remain solely in the hands of tourism businesses. For 

a community that depends on tourism as its major industry, sustainable approaches will encourage 

the equitable distribution of all benefits - economic, environmental and social. Moreover, tourism-

based communities should not tum their back to other forms of industry, as economic variation 

helps to resist economic decline, should any one industry suffer losses. 

3.5.5 Tourism and the Social Dimension 

The social dimension of tourism receives less attention than both the environmental and economic 

dimensions, likely due to the fact that socio-cultural impacts are less visible, and occur over longer 

periods of time (Swarbrooke, 1999). Here, the scope of the social dimension is limited to those 

impacts that tourism has on the host community. The impact on a host community can be both 

positive and negative, and this depends in part on the existing strength and coherence of the local 

culture, the type of tourism being promoted, the level of economic and social development of the 
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local residents versus the tourists, and the existence of any measures taken to manage tourism 

(Swarbrooke, 1999). O:mflicts resulting from the effects that tourism has on the functioning of the 

local society and culture are more prevalent in developing countries. In developed areas, conflict 

most often arises when tourism affects the lifestyle of local people, be it from increased congestion, 

line-ups, or competition for services and institutions. In farm-based communities, conflicts can 

arise when tourist activity clashes with daily farm operation. 

For communities that value local heritage, increased tourism can be both positive and negative. 

Often tourism can facilitate improvements in museums, as well as conservation of historic 

buildings. Negative impacts on heritage include the construction of inauthentic buildings, and the 

censorship of heritage stories when presented to tourists. 

Tourism can also have an effect on the values and behaviour of the local community. Promotion of 

a community can foster pride and a sense of ownership among citizens that did not exist before. 

C.Onversely, there is the potential for negative feelings to develop towards tourists, should local 

lifestyles be disrupted (or instances of crime increase). This could contribute to a decline in tourism 

if tourists begin to feel unwelcome. One way to minimize the potential for such problems is to 

include community involvement in the development of tourism, so that concerns are heard, and so 

that citizens feel they are a valued part of the process. Hall (2000) refers to the importance of 

equity, noting that "one of the biggest challenges facing tourism planners is the relevance of their 

work in terms of who benefits" (p. 206). 

3.5.6 Summary: Sustainable Tourism 
Sustainable tourism encourages the integration of the impacts that tourism can have on the physical, 

economic and social environments of a community. A sustainable approach to tourism 

development is not an abstract idea, but a set of concepts that, when considered, can have benefits 

that trickle down to the level of the community. Peter Hall ( 1992) states that planning for 

sustainable tourism should "aim to help communities think clearly and logically about resolving 

their problems, and in particular some of the more subtle underlying issues that concern such 

matters as equity and growth" (cited in Hall, M., 2000:207). 
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For Oliver, sustainable tourism development translates into striving for economic success through 

the addition of tourist attractions and supporting services that satisfy incoming tourists, while 

maintaining the natural, social and cultural resources, for the enjoyment of tourists and benefit of 

the local community. Sustainable tourism requires that Oliver's vineyards and rural character 

persist, as these are the rrnin resources upon which tourism depends. Although rural tourism is 

most often promoted as a means of recovering a declining rural economy, this is not the case in 

Oliver. The grape growing and wine production industry, and the fruit and vegetable industry are 

generally healthy. Promotion of wine and agri-tourism would serve to enhance Oliver's assets, 

diversify the economy, and create increased economic prosperity for a range of business owners, 

and the community itself. Section 3.4.2 relates the basic principles of sustainable tourism to the 

Oliver case study. To summarize, Oliver can encourage sustainable tourism through the following: 

sustainable viticulture practices ( discussed in Chapter 4), developing cultural and heritage 

attractions, (such as a wine and agriculture museum), creating a comprehensive tourism plan, using 

increased tax revenue to maintain and upgrade parks and natural areas, identifying areas of 

ecological significance and protecting them, ensuring high-quality wine production and excellent 

service at all attractions, monitoring community and tourist satisfaction, and engaging locals in the 

tourism development process. 

One of the objectives of this project is to suggest ways that the principles of sustainable tourism 

discussed in this section can be incorporated into plans for the development of a wine tourism 

destination in Oliver, B.C Hence, the following section provides a detailed description of the 

characteristics of wine tourism, and concludes with suggestion on what sustainable wine tourism 

would imply. 
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3.6 Wine Tourism 

Wme is more than just a beverage, it has become a lifestyle product with a high 
degree of complementarity with food, hospitality, entertainment, the arts and 
tourism (Wmemakers' Federation of Australia, 1996) 

This section will introduce the unique attributes of wine tourism such as the factors that influence 

supply and demand, and general qualitative and quantitative trends from the local to the global 

scale. The overall pmpose of this section is to gain an understanding of issues specific to wine 

tourism, through consideration of potential advantages and disadvantages of wine tourism for both 

the wine industry and the host community and discussion of who is most likely to engage in wine 

tourism. Local perspective will be incorporated into discussion of factors influencing the success of 

wine tourism development, from interviews conducted in Oliver in the summer of 2002. Together, 

the above-mentioned topics will offer insight into the development of wine tourism in the Oliver 

area. 

3.6.1 What is Wine Tourism? 

For the pmposes of this :MOP wine tourism will be defined as trawl, related to the appeal, if wneries and 
wne country, a form if nuhe mlrketing and destination deudoprrmt, and an opportuni,ty for di:rect sak and 
mlrketing on the part if the wne industry ( Getz, 2000:4). Indeed, wine tourism can be conceived as a 

form of cultural tourism, a rapidly growing sector of the world tourism economy, which promotes 

activities and destinations associated with arts and cultural attractions. Unique to wine tourism is 

the implicit relationship between the land, production, the wine itself (the product), and travel. 

Wme is "not only tied irrevocably to particular regions, but also to individual terrains and producers 

within those regions" (Ravenscroft & Westering, 2001:3). The taste and character of a particular 

wine is tied to both the geographic origin of the grapes and the style or process of fermentation and 

aging. This highlights two interesting characteristics about the link between the wine industry and 

wine tourism. The wine industry, unlike most forms of manufacturing, seems to have sustained a 

great degree of on-site production - often, grapes are grown in local vineyards, pressed and 

fermented at the winery, and even bottled and labeled on-site. While this varies between regions, 

and may depend on the size of a particular winery, it is rare in this day that a complete production 

cycle can be witnessed in one location. Moreover, even more unique is that people are drawn to 

travel to grape growing regions to witness this process themselves, and are able to taste and take 
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with them a piece of the land - "the region's character, including that of its producers, is literally 

bottled" (Ravenscroft & Westering, 2001:3). Hence, wine is a tangible, portable product that can be 

enjoyed before, during and after a visit to a winery. 

Getz (2000) describes the wine tourism system as dependent on the successful integration of 

consumers, suppliers, and the destination. Figure 3.4 illustrates this concept: 

Figure 3.4: The Wine Tourism System 

CONSUMERS/ 
TRAVELLERS 

Wme Tasting 
Dining 
Sightseeing 
Shopping 
Leaming 
Recreation 

DESTINATION 
ORGANIZATIONS 

Resource Conservation 
Research and Planning 
Information: Signage 
Theming (Wme Routes) 
Marketing 
Special Events 
Education of Visitors 

SUPPLIERS 

Transport 
Accommodation 
Catering 
Wmeries 
Tours/ Guides 
Retailing 
Special Events 

Source: Getz, 2000 

The first component, the consumer or traveler is any person traveling to a destination whose 

activities include some aspect of wine tourism The consumer's motivation for visiting a wine 

destination can vary, and activities may include any or all of wine tasting, sightseeing, shopping, 

learning, and recreation ( Getz 2000). These activities are made available by suppliers who cater to 

the needs and demands of the tourist. Essential services include accommodation, catering and 

transportation. Wmeries, tours, retail, and special events compose a variety of tourist attractions 

and activities. And finally, destination organizations are involved in the design, planning and 

marketing of a wine tourism destination. Getz (2000) identifies the following (Figure 3.5) essential 

and supporting elements that should be developed by suppliers and destination organizations: 
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Figure 3.5: Essential Components of Wine Tourism 

Essential O:>mponents 

• A suitable resource base, including climate, soils, moisture and drainage 
• Viticulture (grape growing) 
• Wmemaking 
• Accessibility to the region and its wineries 
• Visitor services: transport, accommodation, dining, information 

Supporting Elements: 

• Interpretation of the region, winemaking, and the wines 
• Tours to and within the region 
• Festivals and special events with a wine theme 
• Recreational and social activities 
• Shopping at wineries and throughout the area 
• Authentic regional architecture and heritage attractions 
• Access to other aspects of the local culture/lifestyle 

Source: Getz, 2000 

The role that wine tourism plays can vary from region to region. In New World wine regions, 

where wine consumption is not an established part of everyday life for the majority of people, wine 

tourism introduces customers to wine tasting, and wine production in a non-threatening atmosphere 

(Mitchell et al., 2000). Over time, as wine tourism educates visitors the industry will grow, since a 

more educated marketplace results in increased sale of premium wine (Michell et al., 2000). 

Regardless of location, wine tourism is about creating and promoting an experience. Wme tourism 

experiences, as with most tourism experiences, "rely on the characteristics of the individual, the 

setting in which they occur, socialization with the personalities of wine, and interaction with other 

elements of the experience such as food, accommodation and other visitors" . 
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3.6.2 Supply and Demand 
By understanding the nature of winery tourists or visitors and recognizing the broad 
and multifaceted motivations for engaging in wine tourism, wine regions and 
individual wineries will be better able to develop and market their destination and 
wine tourism products. Also, by examining their entire market portfolios, rather 
than focusing on narrowly defined, single market profiles wine regions can take 
steps to cultivate new markets, facilitating their evolution through both the 
destination and market lif ecycle, thus ensuring that their wine tourism product is 
both sustainable and profitable (Macionis & Oimboume, 1998, cited in Mitchell et 
al, 2000). 

Demmd: W1Jo is the Wi~ Tatrist? 

For any tourism product, activity or destination to sell or succeed, there must be consumer demand. 

Here, it is assumed that there is a sufficient demand for the wine product itself, but what is the 

origin of the demand for wine tourism? While historically, visitation to wine regions involved 

primarily 'wine experts', there has been significant growth in engagement in wine tourism on the 

part of amateur wine enthusiasts, and those who may have little or no knowledge of wine. 

Together, motivations, perceptions, previous experience and expectations (Hall et al., 2000), along 

with personality traits, interests and lifestyle, make up the psychographic variables influencing the 

demand for wine tourism. Added to this equation are demographic variables such as age, gender, 

and income, which can be used to gauge an individual's potential interest in fonns of cultural 

tourism, such as wine tourism. 

Typically, cultural tourists are those of higher income and age, however, there are also many 

educated, younger cultural tourists ( Getz, 2000). These people represent a very competitive, sought 

after market segment often referred to as high-yield tourists. Essentially, high-yield tourists spend 

more money in a shorter amount of time. In return, they expect high quality experiences, excellent 

service, and value for their money. Getz (2000) identifies the following as cultural tourism products 

as applied to the wine industry: wineries and wine-themed events and facilities, packages featuring a 

wine destination, and tours to wineries and within wine regions. It is important to gain an 

understanding of the typical wine tourist, so that services, and facilities can focus on the needs of 

such visitors, thus enhancing the experience at any destination. 
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While there is a noted lack of data on the profile of tourists visiting wine regions5, information 

collected in Australia and New Zealand does show consistency, and will be used here as an indicator 

of the potential market for wine tourism. This, supplemented with data collected from TAMS, will 
provide a solid description of the profile of those demanding wine tourism. 

Typical wine tourists are regular consumers of wine (3-8 bottles per month), have an intermediate to 

advanced knowledge of wine, and visit wineries or wine regions 3-4 times a year (Mitchell et al., 

2000). They are between the ages of 30 and 50, with a moderate to high income, and live in close 

proximity to a wine region. 

The Travel Activities & Motivation Survey (TAMS) was commissioned by the c.anadian Tourism 

C.Ommission, Tourism Ontario, and various other tourism partners. Gmducted between September 

1999 and April 2000, the study offers much insight into the motivators for pleasure travel within 

c.anada6• The data collected from this survey has been used to develop a better understanding of 

the profile, motivations and behaviour of those interested in a number of tourist activities, including 

soft outdoor adventure, visual and performing arts, agritourism, and wine and culinary tourism. Of 
particular interest is the attention given to wine ( and culinary tourism). The study identifies the 

market potential for wine and culinary related travel, and reveals demographic characteristics of 

these tourists, as well as their other travel interests and preferences. Such information should aid 

tourism planners and developers in assessing the type of projects to pursue to best cater to wine 

tourists. 

The TAMS database was used to identify sectors of the market that have a high interest in travel 

activities associated with wine and cuisine. To develop an index of the overall interest in wine and 

cuisine, the following indicators were used: 

• Pursuing travels in the past two years with motivation "to experience the good life with fine 
cuisine, good wine, being pampered" (Lang Research Inc., 2001:2) 

• Participation in the following activities during the past two years: local outdoor cafes, local 
or regional restaurant dining, internationally acclaimed restaurant dining, touring wine 
regions, and visitation and/ or tasting at wineries 

5 Note Tourism BC surveys conducted summer 2002 - yet to be released 
6 Telephone survey was used to identify those who had traveled in the past two years or who planned to travel 
within the next two years (total of 40 271 people) . These people were then asked to complete a self-administered 
questionnaire, of which 11 892 (29.4%) were useable. 
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• Indication that visiting a wine region such as the Napa Valley or Cote d'Or in France would 
increase their interest in visiting Ontario. 

Responses to these questions were used to group respondents into three groups related to their 

interest in wine and cuisine activities Qow, moderate and high interest). Figure 3.6 describes interest 

levels of both Canadians and Americans who have either traveled in the last two years, or intend to 

travel in the next 2 years. 

Figure 3.6: Interest in Wine and Cuisine: Canada vs. United States 
(based on prior travel activities and future interest) 
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Data Source: Lang Research Inc., 2001 

The above graph illustrates that Canada and the United States express similar interest in wine and 

cuisine, with about 35% of Americans and 30% of Canadians having a moderate or high interest in 

such activities7. Of note, however, is the relative size of these estimates, with the number of 

Canadians with moderate to high interest at 5.9 million, compared with a U.S. market of 

7 The incidence of the total population (aged 18+) that exhibits an interest in wine and cuisine activities represents 
about 38% of the American market, and 33% of the Canadian market (Lang Research Inc., 2001:3). 
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approximately 60 million. Hence, marketing strategies should include promotion in both Canada 

and the United States. 

Focusing on the Canadian market, the TAMS survey reveals that young and mature singles as well 

as young and mature couples are the most likely segments of the population to have an interest in 

wine and cuisine travel activities8. This interest is even more pronounced for those of higher 

education and income (Figure 3.7). 

Figure 3. 7: Interest in Wine and Cuisine for Canadians, by Demographics 
(based on prior travel activities and future interest) 
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8 'Young' refers to those between the ages of 18 and 35; 'Mature' refers those between the ages of 36 and 65 for 
couples, and there is no age restriction on Mature Families; Senior refers to those aged 66 and older. See 
Appendix D for additional lifecyde stage descriptions. 
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Education Level (Percentage of those with moderate or high interest in wine-related activities) 
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What becomes interesting is speculation about the future interest in wine and cuisine activities. The 

above figures only represent interest at one point in time. Several factors will influence the future 

size of the market for wine tourism. For example, as current and future young singles and couples 

become more educated and wealthy, they will have more expendable income with which to spend 

on amenities such as travel and wine. Also, it is expected that the group of mature couples and 

singles, which encompass the babyboom generation, will have more money than ever before, as 

they will inherit the savings of their parents. Furthermore, it is difficult to anticipate the effect that 

an increase in wine tourism activities and facilities will have on the size of the market. As wine 

tourism becomes more accessible and visible, interest is likely to increase, so long as the quality of 

product and services persists. 

In order to identify strategic segments of the market, TAMS data is aggregated by lifecycle stage, 

education level and household income. These aggregates represent demographic sectors with 

common travel patterns and interests (See Appendix D). Figure 3.8 presents interest in wine and 

cuisine by market segment. 
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Figure 3.8: Interest in Wine and Cuisine by Market Segment (Canada) 
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It is clear that the 'Affluent Mature & Senior Couples' are the most interested in wine and cuisine. 

These people represent 4.5% of the total market (3.5% of Canadian market; 4.7% of U.S. market. 

The following outlines the characteristics of this group: 

• Lifecycle Stages: 85% mature couples (35-65); 15% senior couples (66+); 54.6% male 
• Average Age: 54.5 years 
• Education: 100% university or college educated (30.8% advanced degrees; 
• Average Household Income: $108,600 (100% $80,000 plus) (Canadian dollars) 

Four other segments are identified as important secondary markets: Affluent Young Singles, 

Affluent Young Couples, Affluent Families and Affluent Mature Singles. For a description of the 

characteristics of each segment, consult Appendix D. 
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In developing a wine tourism destination it is important to cater to the needs and desires of those 

most likely to visit. By providing desirable facilities and services, a destination is likely to experience 

an increase in visitation, and duration of each visit. The TAMS survey reveals that "those who 

exhibit an interest in vacation activities associated with wine and cuisine were considerably more 

likely to have sought out vacation experiences associated with exploration ( e.g., visiting historical 

sites, natural wonders), personal indulgence (e.g., to experience the good life, visiting a casino, 

experiencing city life such as night life) and romance and relaxation ( e.g., experience intimacy and 

romance, relax and recuperate)" (Lang Research Inc., 2001:14). 

Furthermore, those interested in activities associated with wine and cuisine are likely to have 

participated in both outdoor activities and cultural activities while on a trip in the past two years -

although there is a stronger association between an interest in wine and cuisine, and past 

engagement in cultural and entertainment activities. The most popular outdoor activities include 

water sports, fitness, swimming and sunbathing, team sports, natural sightseeing and golfing; this is 

especially true for affluent couples and singles. The association between an interest in wine and 

cuisine and cultural and entertainment activities is strongest for those who have engaged in 

shopping, dining, high art performance, concerts, carnivals, and visits to gardens and casinos. 

Development of the activities mentioned above is likely to increase the popularity and success of a 

wine tourism destination, offering a range of facilities and activities to a target market. 

A similar logic can be applied to the development of a supply of accommodation at a wine tourism 

destination. The TAMS data indicate that those with an interest in wine and cuisine have, in the 

past two years, preferred the following types of accommodation: bed & breakfasts, health spas, 

gourmet restaurants with accommodation, ski or seaside resort, lakeside or wilderness lodge. It is 
important to ensure a supply of these types of facilities. However, although few respondents stated 

that they had stayed in campgrounds, this type of accommodation should not be discouraged, as 

young wine tourists may not be able to afford other accommodation, and many may prefer to camp 

in areas such as Oliver. 
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Supply 

To meet the demand for a high quality wine tourism experience, a destination must supply a 

number of amenities, services and resources. These can be grouped into the following (as per Hall 
et al., 2000): 

• wine industry resources: wineries, wineiy amenities, vineyards, festivals 

• tourism industry resources: wine tours, accommodation, restaurants, hospitality 

• human resources: wine producers, vineyard workers, tourist operators, service staff 

• wine tourist terroir: infrastructure, scenery, regional cuisine 

• institutional arrangements: with all levels of government, legislation, regulations and 

planning frameworks which support tourism 

Transportation can also be added to the above list as an imperative element of any tourism 

destination. The quality and capacity of roads, as well as the accessibility of the destination can 

affect the flow of tourists into the area. This is one of the most contentious issues in the Oliver 

area. The anticipated increase in tourists and lack of funding available for highway improvements 

leave many wondering how increased tourism will affect locals, and whether increased congestion 

will eventually tum people away. 

In addition, while not necessarily required to meet the demand for wine tourism, information and 

promotion are imperative in becoming a successful wine tourism destination, and sustaining this 

success. Providing a supply of information will help to inform tourists about the destination, and 

enable them to know what to expect upon their visit - for example, what sort of services and 

facilities are available, hours of operation, and the range of activities offered in and around the area. 

For Oliver, the opportunity to inform visitors about what they may experience in the town may 

avoid potential conflict - specifically, it is important for visitors to understand that Oliver is an 

agriculture-based community, and regular farm activity does not stop for visitors. Such information 

can be communication through pamphlets and signage. 

Furthermore, Hall et al. (2000) note the importance of government assistance in the creation of 

tourism infrastructure and networks, stating that "in most circumstances, unless there is a direct 

perceived financial motive for wine businesses to create linkages with tourism businesses, it will 
often require an external inducement, such as the establishment of linkages by government at no or 
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minimal cost to individual businesses, to create relationships between the wme and tourism 

industries" (Hall et al., 2000). 

"While the foregoing outlines the basic elements for a wine tourism destination, both literature and 

interviews suggest that at the level of the winery, there is variability in the amount and quality of 

facilities and services, as well as a range of interest in increasing tourism traffic and improving 

facilities and services. This variability can be partly explained by the range in size of wineries, with a 

tendency for smaller wineries to lack either the space or capital for expansion or increase in 

amenities such as restaurants or accommodation. Larger wineries often have more capital with 

which to invest in additional facilities and services. In Oliver, 7 of 11 wineries interviewed were 

planning to eventually expand ( one winery was in the process of a major renovation). Of those that 

did not plan to expand, one was small and had reached production goals, one already offered a 

range of facilities and services, beyond most in the region, and one was for sale. For those wineries 

with planned expansion, this included increased production, renovation, scheduled wine tours, food 

services and accommodation. The same variability in both quantity and quality of tourism facilities 

and services can be seen at the destination, with variability occurring between destinations. The 

reasons for this are multifaceted and difficult to isolate. In the case of Oliver the underdevelopment 

of winery services and tourism infrastructure in the town can be attributed to the relative youth of 

the wine industry and only recent efforts to pursue the development of tourism on the part of the 

Town of Oliver. 

The components of supply and demand are inter-related, and it is generally unclear as to whether an 

increase in supply will necessarily result in an increase in demand. It is unclear whether an increase 

in the supply of wine tourism facilities and services has resulted in the increased tourism traffic, or if 

this increased demand would have occurred otherwise. Omversely, while it may seem reasonable to 

assume that an increase in demand for wine tourism will be met with an increase in supply (more 

wine tourism facilities), the rate of increase is difficult to predict, and is limited by factors such as 

geography (limited suitable locations for vineyard), and willingness of winery operators to expand 

facilities. 
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3.6.3 Advantages of Wine Tourism for the Winery 

There are several anticipated advantages and potential disadvantages of tourism for both the wine 

industry and the host community. When prompted with the question: In wat wzys do 'P4 bdieze uine 
tourism wl1 pc.iithdy ajfea 'flP' uimy?, few respondents offered specific advantages, which is 

surprising, considering that all respondents emphasized the importance of tourism development to 

their wineries. Of the few responses, two mentioned increased sales, one commented that 

promotion of tourism would support initiatives for winery expansions such as bed and breakfasts, 

and another believed that 'everything' would be positively influenced. Given that this question was 

open-ended, one cannot assume that respondents would disagree with other noted advantages. 

Several additional benefits of wine tourism for the wine industry are noted in literature, including 

the following (Gimbourne et al., 2000; Dodd, 1995; Hall et al., 2000): 

• increased exposure to products and opportunityfortasting 

• opportunity to test new products and receive instant feedback from the consumer 

• education of visitors that increase awareness and appreciation for wine 

• fostering of loyalty and brand awareness of wine regions and individual wineries 

• creation of new partnerships 

• attraction of new market segments 

• increased profit margins through direct sales 

• an additional sales outlet, or the only sales outlet for some small wineries 

3.6.4 Disadvantages of Wine Tourism for the Winery 
When prompted with the question: In wat wzys do pt bdieze that uine tourism cwld rK!gatiudy ajfea YJlU 

uimy?, 5 of 10 respondents did not predict any negative impacts, while the remaining responses 

were related to concern for how the increased number of tourists would affect traffic and bus 

congestion (2 responses), and theft (1 response). Two respondents were concerned that an 

increased number of visitors would mean that more low-yield (low spending) visitors would result. 

In addition, reflective of the variability of quality of service offered, one respondent believes that 

bad service at other wineries may reflect poorly on the reputation of other wineries in the region. 
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In addition to the above mentioned disadvantages of wine tourism for wineries, Hall et al. (2000) 

adds the following: 

• increased costs and management time associated with operation of a tasting room, 

particularly if tastings are offered at no cost to the tourist 

• capital required for facilities suitable for hosting visitors 

• inability to substantially increase sales may require wineries to seek other outlets for 

wine sales (particularly for small wineries) 

Again, the desire for a winery to develop tourism facilities and services is variable: 

The extent to which various wineries and wine businesses utilize wine tourism as a 
strategy for sales, consumer education, brand development and building positive 
customer relationships will depend on their size, markets, business strategies, and, 
for may owner-operated wineries, lifestyle choices (Hall et al., 2000). 

3.6.5 Wine Tourism Trends 

An overview of trends in the world wine market will highlight the larger market context within 

which C.anadian wineries operate. 

The world wine market is divided into two distinctions, the Old World wine regions of Europe, and 

the New World regions in Australia, C.anada, the United States, eastern Europe, New Zealand, 

South Africa, and South America. Essentially, Europe is considered Old World due to its long 

history of grape growing and wine production, primarily in Italy, France, Spain and Portugal. Wme 

consumption in Europe is part of everyday culture, while it remains a specialty beverage in many 

New World countries ( although this may be changing). Catalysts for recent exceptional growth in 

wine tourism in New World regions include rural decline, economic restructuring and industry 

decline, changing consumer preferences and industry growth ( Gimboume et al, 2000). With a 

decline in agricultural operations and increased urbanization, communities are looking for ways to 

diversify local and regional economies, in a global world of increasing accessibility and competition 

for markets. Those areas with suitable climate and grape growing conditions have begun to take 

advantage of their ability to harvest wine. 
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Although world wine consumption declined in the 1980s and early 1990s, it has since stabilized 

(Camboume et al, 2000). The top four wine consuming nations are France, Italy, the United States 

and Germany, who together drink about half of the world's wine. 

The New World 

New World regions, particularly C.anada, the United States and Australia are increasingly 

demonstrating trends towards greater wine consumption, as well as a demand for high quality wines. 

The New World has a much higher rate of winery participation in tourism (for example, 90% of 

Australian wine producers versus only 5% in Burgundy, a well lmovm wine region in France). 

California is one of the largest wine producers in the Americas, with over 900 wineries. The wine 

industry in the United States is much more developed than in Cmada, having several government 

funded marketing organizations, which focus on the development and promotion of the wine 

industry. Canada, although not historically famous for its wines, has shown a significant increase in 

both quantity and quality of wines produced. The C.anadian wine industry is dually focused on the 

Niagara region of Ontario, and the Okanagan region of the southern interior of British C.Olumbia. 

Rapid expansion of fannland dedicated to grape growing is evident in British C.Olumbia, with an 

increase of 182% from 1480 acres in 1990 to 4184 acres in 1999 and a predicted total of 5684 acres 

by 2003 (Williams & Dossa, 2001). Camboume et al. (2000) note a significant improvement of the 

quality of wines produced in the Okanagan, which is supported by numerous awards at both 

national and international competitions, as well as by trends in grape prices. The average price per 

ton for wine grapes in British Columbia has increased by about 45% since 1990, with a similar 

increase of 47% for the price of wine between 1995 and 1999 (Williams & Dossa, 2001). Senese 

( 1999) recognizes that although the Okanagan wine industry is young, its ancillary industry, wine 

tourism relies heavily upon the appeal, image, and history of 'old world' wines to attract tourists. 

Although winery development has been significant over the past decade, wine sales have only 

increased slightly. Williams and Dossa (2001) note that the British Columbia wine industry may 

face "significant challenges to its long-term economic sustainability... attributed to a relatively weak 

provincial economy; higher BC product price points; non-aggressive wine distribution channels; 

external competition from other wine producing regions, and generally low awareness of the 

internationally competitive quality of BC wines" (p. 22 4). 
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3.6.6 Wine Tourism: Rural and Regional Development 

Recalling that wine is branded on the basis of its geographic origin, wine tourism offers a distinct 

opportunity for regional development and promotion. Inter-relationships exist in the overlap of 

wine and destination promotion. An agriculture-based industry, and requiring large amounts of 

fertile, undeveloped land, grape growing and wine production are naturally concentrated in rural 
areas. This occurs alongside the "perceived need to retain or attract people in rural areas, maintain 

aspects of 'traditional' rural lifestyles and agricultural production, and conserve aspects of the rural 
landscape" (Hall et al., 2000:cll). Wme tourism may be considered part of rural tourism, which 

also includes other forms of agri-tourism, as well as heritage tourism The wine industry (and wine 

tourism) and 'ruralness' form an interesting relationship - the wine industry thrives on the arable 

soils of agricultural property, with access to irrigation, and the conditions necessary to operate any 

large farm operation. In turn, a region's sense of 'ruralness' can be said to be both enhanced and 

maintained by devoting land to profitable crops, diverting urbanization and conversion of land into 

other land uses. While some believe that vineyard development, or 'vineyard sprawl' is a bully to 

other types of agriculture ( as in Napa), others accept that the most profitable forms of agriculture 

should prevail. As mentioned in Chapter 2, the most suitable land for vineyard in Oliver exists on 

the valley slopes, with land on the valley floor best suited to other crops. Either way, grape growing 

can provide sustainable land use in previously uneconomic areas (Hall et al., 2000). Development 

of tourism serves to maximize the profit potential on any plot of land, as revenue is extended 

beyond that of grapes alone. Viticulture adds value to the resource base, the production and export 

of wine add millions to the economy, and tourism introduces economic and social benefits for the 

commuruty. 

Competition 

As with the development of any industry, it is important to consider the competition. With regards 

to wine tourism, this consideration is two-fold. O:msideration for competition for the product 

itself (wine) can be considered apart from competition for wine tourism - although the two are 

related. Competition for the wine product occurs at a much wider distribution scale, as wine can be 

purchased locally, provincially, and even nationally and internationally, depending on the size of a 

particular winery's production, and chosen sales outlets. In Oliver, the size of production at some 

wineries is too small to provide product for sale at government liquor stores or wineshops around 
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the provmce. However, some wineries' products can be found across the country, with few 

available internationally. 

CDmpetition for wine tourism is based on its relative proximity to large populations, its proximity to 

other wine tourism destinations, as well as the destination's reputation. While Oliver is promoting 

itself as the Wzn? Otpi,tal cf Canada, its position within the region should not be overlooked. Ousters 

of wineries to the north and south of Oliver may be considered competition, but it is to the 

advantage of the Oliver region to maintain connection to these neighbours. It is reasonable to 

assume that some prospective wine tourists will consider the entire Okanagan Valley as a wine 

destination. Furthermore, it should be recognized that other areas of the valley such as Kelowna to 

the north and Osoyoos to the south off er facilities and services that may not be provided by the 

Oliver area itself. For example, Kelowna offers a location on the Okanagan Lake, as well as a large 

commercial center. Osoyoos is home to the Native Interpretive Centre, a likely draw for those 

interested in culture and heritage. Hence, any tourism planning for Oliver should consider both the 

local and regional scale - with recognition for both the importance of promoting its own value and 

uniqueness, as well as its location amongst the range of activity offered by neighbouring towns. 

This 'piggy-backing' on other areas of the region will be relatively more important in the short-term, 

as Oliver continues to further develop its tourism facilities and services. 

3.6.7 Future ofWme Tourism 

It has been noted that wine tourism is linked by its nature, and by tourist demand to other cultural 

attractions and activities. Further development of wine tourism is likely to continue to support this 

relationship, with more packaging of 'wine tourism experience' vacations that may include wine 

tours and tastings, regional cuisine, and perhaps activities such as golf. Maintaining this diversity 

will serve to attract a broader range of tourists for whom wine is a secondary interest, and will 
support other businesses in the region. 

While various segments of the baby boom generation are likely to remain the largest group of wine 

enthusiasts, there is an anticipated increase in interest in wine and wine tourism for a younger 

generation. It will be important to monitor such new interest and nurture them by meeting their 

vacation needs and desires, as they are the future of wine tourism. 
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Gunboume et al. (2000) note that in the context of tourism development in rural areas, changes to 

the physical (reduction in vineyard acreage), social (overcrowding at wineries), and cultural 

( commercialization of wine tourism) aspects of the winescape can have a significant impact on the 

wine tourism potential of a destination. Change is inevitable, and monitoring of tourism 

development is essential to be able to mitigate negative impacts that may lead to a decline in 

tounsm. 

3.6.8 Sustainable Wine Tourism 

As wine regions become increasingly involved, and some dependent on wine tourism, the need to 

sustain tourism as an economic resource is essential (Skinner, 2000). Discussion of the principles of 

sustainable tourism reveals that in order for wine tourism to remain a viable economic resource, 

balance must be achieved between the environmental, economic, and social aspects of the 

community. While the industry independently produces wine, the community is inevitably tied to 

wine tourism, with the potential to both affect, and be influenced by its development. While one 

may argue that wine tourism can exist independently, this would prove unlikely in the long-term. 

The development of wine tourism according to sustainable development principles means that 

tourism is developed with the intention of sustaining a/1 elements of a destination (Skinner, 2000). 

[Sustainable wine tourism] requires careful planning and management which 
incorporates all interested parties, including local, regional, and national 
governments; tourism operators; vintners and viticulturists; other local business 
operators; and most especially the residents who will be forced to bear the 
environmental, social, economic, political, and aesthetic burdens of tourism 
(Skinner, 2000:295). 

Furthermore, given that tourism is relatively new for many winery operators, it is reasonable to 

suggest that they may not have the expertise to manage their own tourism activities. Like any 

business, wine producers are likely to focus on short-term economic goals at the expense of long-

term goals (Skinner, 2000). 
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3.6.9 Summary: Wine Tourism 

The discussion of wine tourism provided a detailed account of the nature of the wine production 

and wine tourism industries, upon which tourism planning in Oliver is focused. Reflecting on 

information gathered in Chapter 2, Oliver has most of the essential components of wine tourism as 

outlined by Getz (2000): a suitable climate and geology for grape growing, established viticulture 

and wineries, and accessibility to the region. As discussed, while some visitor services exist, there 

needs to be improvement to transportation infrastructure and services, accommodation, dining, and 

communication of information about the area. There is also need for the development of 

supporting elements, including: more tours, wine-themed events, recreation and social activities, 

shopping, and regional architecture and heritage attractions. 

The general discussion of the profile of cultural tourists, and the TAMS results are useful in 

highlighting the market segments that should be the primary focus of marketing. Mature couples 

(aged 35-65) and senior couples (aged 66 +), with post-secondary education and high average 

household incomes are identified as the most likely to be interested in wine ( and culinary? tourism 

It will be important to find the most effective ways of marketing to this group. However, it is also 

apparent that destinations should continue to seek out emerging markets. Younger affluent people 

are one such category. The TAMS results also support the development of secondary activities 

including historic, cultural and natural attractions, outdoor activities, and opportunities for personal 

indulgence, romance and relaxation. Furthermore, the demand for high-end resorts and full-service 

hotels, along with bed and breakfasts is confirmed through the TAMS study. 

The wine industry in Oliver is young, and the development of value-added services at wineries is 

likely to develop as tourism increases. The attraction of increased on-site promotion, increased 

sales, and opportunity for education of consumers, and building of brand loyalty, is likely to entice 

winery operators to venture beyond the production of wine. Challenges such as increase congestion 

in tasting rooms and in parking lots, potential for theft, and an increase in low-yield (low purchase) 

tourists are examples of anticipated negative effects of wine tourism for wineries. 

The production of high-quality wine is essential to the long- term success of both tourism and the 

wine industry. Wme production and sales are becoming increasingly competitive, and an aggressive 
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marketing strategy is key. As wine tourism extends beyond visits to wineries, and into wine shops 

and liquor stores, promotion of the Oliver area can be in part achieved through increased 

distribution to shops within and outside of the region. 

3.7 Chapter Conclusions 
This chapter provided a detailed discussion of tourism trends and tourism planning, sustainable 

tourism and the characteristics of wine tourism Together, these elements can be applied to the 

Oliver case study provided in Chapter 2, to begin to develop an understanding of how the town 

should proceed in developing as a wine tourism destination, and how principles of sustainable 

tourism can be incorporated into tourism planning. Figure 3.9 is a representation of the integration 

of what was learned about sustainable tourism planning and wine tourism, with the issues and 

opportunities identified in the Oliver case study ( Chapter 2). The diagram gives a general sense of 

the range of goals that must be balanced in order to achieve sustainable tourism development in 

Oliver. 
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Figure 3. 9 Gmceptual Diagram of Sustainable Wine Tourism in Oliver 

Environment and Resource Goals 
• Minimal resource degradation 

• Acceptance of the value of vineyards and agricultural land 
• Attracting tourists most suited to wine and 

wine-related tourism resources 
• Aesthetics reflective wine and rural resources 
• Maintenance of n ur and tourism resources 

for f u re ge rations 
• Overall nvironm ntal quality 

Sustainable 
Wine Tourism 

Economi~~:ls ~cial Goals 
• Economic benefits f aliit-tlr-f'b.,,..u+liisHfifl""'e-st'iils~e•'-t's------ • .,..9,...e~flffille++fit"""SHf~oj\"'"'·the Oliver community 

• Economically viable wine industry • Public participation in tourism planning 
• Economically viable supporting • Employment and business opportunities 

attractions and services • Cultural and heritage attractions 
• Attraction of high-end tourists • Maintenance of sense of rurality 

• Visitor satisfaction 

Source: Adapted from Hall, 2000 
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This chapter provided the framework for the planning of wine tourism in Oliver. The complexity 

of the tourism system was identified, and justifies the need for a comprehensive tourism plan. The 

merits and principles of sustainable tourism off er an approach to tourism that respects natural and 

tourist resources, and highlights the social objectives of sustainable tourism. Both the Oliver case 

study and discussion of wine tourism in this chapter provide a detailed account of community and 

tourism industry characteristics. Chapter 4 presents two examples of strategies in place in North 

America focused on either regional wine tourism development, or sustainable viticulture. 
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4.1 Introduction and Purpose 

This chapter introduces two examples of wine and tourism strategies in place in North America. 

The previous chapter discussed various theoretical approaches to tourism destination planning, 

including Sustainable Tourism, and described current trends and issues of both wine and rural 
tourism The case strategies presented in this chapter are intended to enhance understanding of the 

components of various strategies, and what they are designed to achieve. Each strategy offers a 

different perspective on viticulture practices and wine tourism The following questions guided this 

phase of research: 

• Are there examples of sustainable tourism strategies specifically applied to the wine industiy 

or a wine tourism destination? 

• If so, what are the components of such strategies? 

• How can these components be applied to the development of wine tourism in Oliver? 

Specifically, the following case strategies are included: 

• Wine and Odinary Tourism in Ontario - chosen for its specific attention to wine tourism in a 

Canadian context 

• Cale if Sustainalie Wi~r,g Praaices (California) - chosen for its sustainable approach to 

grape growing and winemaking practices 

Research indicates that while strategies exist for either wine tourism or the wine industiy (product 

marketing) , there appear to be no examples that specifically integrate concepts of sustainable 

tourism and wine tourism, particularly at the community level. This was confirmed through 

personal communication with Michael Hall, Head of the Department of Tourism, School of 

Business, at the University of Otago, New Zealand. He states that "most strategies I have come 

across are also regionally based rather than at the level of a community, but to me that isn't 
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surprising given the regional nature of wine" (personal communication, May 2003). While strategies 

have been developed in places such as Ontario, Australia and California, attention is focused at the 

regional scale, and often on the wine industry. Although the absence of a wine industry strategy or 

wine tourism strategy for the Okanagan Valley is noted, the purpose of this project is to propose 

guidelines for sustainable wine tourism development for the Town and District of Oliver, at the 

cun1n1.,mity level. In order to achieve this, it is necessary to integrate practices of sustainable 

viticulture with strategies for sustainable tourism development. The goal is to integrate these 

approaches with tourism planning approaches presented in Chapter 3, as well as issues arising from 

the Oliver C.ontext and Potential ( Chapter 2), and stakeholder interviews. The aim of this chapter is 

not to compare the two strategies, but instead, to extract information and approaches relevant to 

the Oliver context. 

The outline for discussion of each strategy will be as follows: 

• Background and Motivation for Strategy Development 

• Intended Scale of Application and Audience 

• Strategy Vision and Goals 

• Strategy C.omponents and Principles 

• Implications and C.onclusions. 

4.2 Ontario Wine and Culinary Tourism Strategy and 
Action Plan 

The Onta:ri..o Wine and Odinary Tourism Strategy is the result of a process initiated by the Ontario 

Ministry of Tourism, Culture and Recreation, and the Wme C.Ouncil of Ontario, in 1999. It 

provides the industry with a cooperative action plan to ensure a prosperous future for Ontario 

wines. It is important to note, however, that the WcStern A ustrdia,n Wine Tamsm Strategy served as 

the primary resource for the development of this strategy. In fact, they are similar in many respects. 

The focus remains on the Ontario strategy in this chapter, as it provides a Canadian precedent. 
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4.2.1 Background and Motivation for Strategy Development 
The Ontario wine industry has experienced a history similar to that of British C,olumbia, with its 

first plantings in the early 1900's, rapid planting in the 1970s, followed bya vast replanting following 

the 1988 C.anada-US Free Trade Agreement. The industry has grown from 18 wineries (grape-

based) in 1989 to more than 70 today. 

Despite significant growth and success for Ontario's wine industry over the past decade, new 

challenges are emerging, centering around "aggressive competition for sales at home and a 

challenging market for exports" (Ontario Ministry of Tourism, Gtlture & Recreation, 2001a:8). 

While per capita worldwide wine consumption decreases, the number of new wineries is growing, 

thus constricting the demand (note, however, that the demand for higp quality wines is increasing). 

In addition to a desire to enhance success of the wine industry, motivation for this strategy is 

derived from research (Tram Aaiuties andMotiwtions Sun..ey) that reveals changing demographics and 

tourism market trends. The plan notes that: 

The maturing baby boomer is expected to be more pre-disposed to independent 
travel than earlier generations of mature travelers. They will seek flexibility, 
authenticity, new and different kinds of travel experiences and ease of planning 
and purchasing. Quality and service are very important, and this is a demanding 
market with high expectations ( Ontario Ministry of Tourism, Gtlture & 
Recreation, 2001c:19). 

4.2.2 Intended Scale of Application and Audience 

This strategy addresses tourism issues on a range of scales. An overall strategy for the province of 

Ontario provides the framework and general principles by which sub-strategies are proposed. 

Strategies are then presented for the Niagara region, and the Toronto region, as both have 

demonstrated potential for future growth in the wine and culinary industries. The strategy also 

identifies areas at the community and project level that require planning and development of 

tourism activities and infrastructure. 

That said, the intended audience for this strategy is also widespread, meant as a guide for a variety 

of stakeholders in wine, culinary, and tourism industries, as well as policy makers at the provincial 

Towards a Sustainable Approach to Wme Tourism Development - 99 -



Ch. 4: Sustainable Tourism Best Practices 

and community levels. 1bis is typical of a strategy that considers areas as large as an entire 

provmce. 

4.2.3 Strategy Vision and Goals 

Wme and culinary tourism is defined as "tourism in which the opportunity for wine and/ or culinary 

related experiences contributes significantly to the reason for travel to the destination or to itinerary 

planning while at the destination" (Ontario Ministry of Tourism, Gtlture & Recreation, 2001b:6). 

The overall vision for the strategy is to "establish Ontario as a quality wine and culinary tourism 

destination in both domestic and international markets" (Ontario Ministry of Tourism, Gtlture & 

Recreation, 2001b:5). 

The strategy identifies 3 overarching goals: 

1. To establish high quality visitor experiences for high yield tourists ( domestic and 

international), for whom wine and culinary experiences are a lifestyle choice, and who 

have a high propensity to travel for such experiences 

2. To build on the region's world class winemaking, agricultural and culinary capabilities 

3. To build on the many complementary tourism attractions and visitor draws in the areas 

of Ontario. 

The plan calls for the continued focus on the following, only at a more competitive level: 

• Pursuing premium quality, 

• Targeting those varietals in which Ontario excels, 

• Investing in the VQA brand, 

• Nurturing wine tourism, 

• Making Ontario wines broadly available, 

• Forging partnerships within the industry. 

The majority of these objectives are focused on the industry or product itself. Tourism, however, is 

recognized among key objectives of Ontario's strategy. This evolves from the fact that "more than 

any other beverage, wine is identified with its origins and its region" ( Ontario Ministry of Tourism, 

Gtlture & Recreation, 2001a:12). The strategy identifies that much of consumer loyalty is 
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developed from memorable wine country expenences. Hence, the 'Nurturing Wme Tourism' 

component of Ontario's strategy is guided bythe following objectives: 

• Developing distinct wine and culinary tourism strategies for Niagara, Toronto and the rest 

of Ontario, 

• Research into which wine country experiences consumers find most attractive, and build on 

this knowledge to ensure consistent visitor satisfaction, 

• Basing wine and culinary tourism on current products and their strengths, 

• Encouraging clustered tourism developments within wine country commurunes, and 

improved ambiance and character, 

• Achieving appropriate land use regulations. 

The Ontario Wzn? and Odinary Tourism Strategy identifies two main regions requiring direction - the 

Niagara region and Toronto area. Toronto is recognized as the focus of the strategy geared to 

culinary tourism, while the Niagara region receives attention for its concentration of vineyards and 

wineries. The recommendations for Niagara are listed in the following section 4.2.4. 

4.2.4 Strategy Components and Principles 

The specific components of Ontario's strategy are extensive, and it would be excessive to discuss all 
of them here. Comprehensive documentation of the strategy includes separate documentation of 

the evolution of the strategy, the final strategy and action plan, a background report, and sales plans. 

The focus here will be on those components of the strategy that address wine tourism in particular. 

The following recommendations were proposed for the Niagara region (headings were added by the 

author of this :t\IDP): 

Events 

• Establish an annual internationally recognized "signature event" to raise Niagara's profile as an 

international quality wine destination and to attract high yield visitors to the region for a wine 

and culinary experience 

• Focus on a smaller number of quality events that will attract visitors, with a focus on the early 

spring and late fall periods. 
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Marketing 

• Develop packages and itineraries, 

• Develop a diverse mix of wine and culinary-based learning packages to cater to short-term 

leisure visitors as well as multi-day destination markets, 

• Develop experiences targeting the corporate and group markets as well as incentive travel 

markets. 

OJmmunity Enhancement/ Infnistrocture 

• Establish selected communities as hubs for wine and culinary experiences, and the primary 

focus for the development of accommodations and other services for visitors. 

• Enhance the Wme Route experience: 

o Establish Wme Country signs 

o Develop two sub-brands under the Wme Route brand- one for "Niagara-on-the-Lake", 

the other for the "Escarpment" 

o Add additional wine route signs 

o Develop a wine route guidebook (released in Summer 2001) 

o Improve the wine route map 

• Encourage the pnvate sector to establish more accommodation in the region, particularly 

quality inns and character properties, and particularly in the western part of the region 

• Undertake a detailed feasibility study on the wine discovery centre concept 

• Pursue proposals for a new-mid peninsula highway as well as other transportation modes that 

can provide improved access to the Niagara Region for wine and culinary tourists 

• Undertake a special study to identify models for 'sustainable' tourism-related development on 

protected lands addressing issues such as environmental quality standards, viable business 

models, and appropriate development on protected lands. 
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Management and Evaluation 

• Establish a number of quality standards programs, initially including: 

o basic market-readiness standards program for wineries, 

o 'Awards of Distinction' program for restaurants, 

o awards program for outstanding customer service for front line personnel 

• Introduce a 'tourism strategies outreach program' for the management of wineries, restaurants, 

cooking schools and other stakeholders to assist them in developing a better understanding of 

tourism success strategies and their benefits 

• Increase the level of training of front line staff throughout the tourism sector, in customer 

service and in their knowledge of the Niagara Region. Introduce a more in-depth wine 

knowledge and customer service training program for winery staff 

• Establish environmental quality standards, viable business models and appropriate limits and 

guidelines for approving development on protected lands. 

As is evident in the preceding list, the strategy includes recommendations for the development 

and/ or improvement of accommodation, transportation, and events, as well as incorporating 

programs for recognition of standards, education and training. All require attention in planning for 

a tourism destination. 

The strategy also provides an overall implementation plan, which assigns pnonty to each 

recommendation, suggests who should be responsible for implementation, and when the program 

or strategy should be implemented. Figure 4.1 represents a portion of the implementation plan. 
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Figure 4.1: Example of the overnll implementation plan for wine and culinary tourism 

in Niagarn 

Recommendation Priority Proposed Participants Proposed Timing Comments 
Yrl Yr2 Yr3 Yr4 Yr5 

Product Development 
Enhancement to the Wme High Wme Council of Ontario pilot project 
Route - Signage, Map and (Wm), Other Tourism • Guidebook Agencies 

101 Adventures Med-High Niagara Falls Tourism, pilot project 
Community DMOs, Wmeries, 
Parks, Accommodations, 
Cooking Schools, Tour • • • • Operators, Festivals &Events 

Wme and Oilinary Vacation Med-High wm, -wineries, pilot project 
Packages Accommodations, Cooking • • • • Schools, Tour Operators, ere 

Develop Communities as High Municipal Affairs&Housing, pilot project 
Hubs Economic Development & • • • • • Trade, municipalities, private 

sector 
Accommodations Med-High Private sector, NETffiRP paced 
Development development; 

• • • • • needs market and 
feasibility analysis 

D evelop Learning Packages Med Cooking Schools, Selected 
Wmeries, Accommodations, • • • • • Tour operators, ere 

Source: Ontario Ministry of Tourism, Culture & Recreation, 200 le 

The priority attached to each recommendation is based on tourism impact, importance to the 

overall strategy, availability of potential leaders or sponsors, and its do-ability (funding, simplicity, 

feasibiliaj (Ontario Ministiyof Tourism, Culture &Recreation, 2001c). 
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4.2.5 Implications 

While the Ontario Win? and Odinary Tourism Strategy considers issues and solutions beyond that of 

wine tourism development at the community level, it offers much insight into what should be 

included in a wine tourism strategy, and what potential recommendations may be. Its 

comprehensiveness suggests that tourism development issues are complex, and certainly not bound 

by government defined physical boundaries. 

Of particular value to Oliver in this strategy is the discussion of the development of communities as 

hubs in the region, where development of accommodation and other tourist services should be 

clustered. This approach will contribute to the economic development of towns or communities, 

while relieving pressure for the development of agricultural and conservation lands ( Ontario 

Ministry of Tourism, Culture & Recreation, 2001c). Key to this initiative will be streetscape 

unprovements, signage, and flexibility in plan and zoning requirements to allow for business 

development. 

The strategy comments that convincing wine and culinary operators to engage in pursuing tourism 

markets will be challenging (Ontario Ministry of Tourism, Culture & Recreation, 2001c). This is 

because many consider tourism to be an incidental part of business, while the focus has traditionally 

been on cellar-door sales. Hence, effective leadership is required to encourage participation. 

4.3 Code of Sustainable Winegrowing Practices 

4.3.1 Background and Motivation 

The Gxle if Sustainable Wmtgroza~ Practice (CSWP) is a joint initiative of the Wme Institute of 

Cilif ornia and the C.alif ornia Association of Wmegrape Growers. The code and corresponding 490-

page workbook were released at the end of October 2002. While it is too early to discuss the 

success of this project, it documents the range of issues related to the sustainability and viability of 

grape growing and wine making, and is a contemporary example of a strategy designed to encourage 

corporate responsibility for industry practices, and the impacts such practices may have on the 

future success of the industry. 
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The code was developed in reaction to increasing pressure for the development of agricultural land 

for residential use in areas of California. The state expects population to increase by 20 million 

people in the next 25 years, placing a significant strain on water, energy, and land resources that will 
influence farming and winemaking practices. The code and workbook promote industry practices 

that are "sensitive to the environment, responsive to the needs and interests of society-at-large, and 

are economicallyfeasible" (Wme Institute of California, 2003). 

4.3.2 Intended Scale of Application and Audience 

The CSWP is intended for application in the state of California. Being a voluntary initiative, the 

code is not legally binding under state or county law, as "it is better to avoid unnecessary legislation 

by self-governance" (Wme Institute of California, 2003). Only time will tell whether this strategy is 

effective at the statewide scale, given that participants are not obligated to engage in or maintain 

their status as sustainable operators. While the primary audience for the code is grapegrowers and 

vintners, secondary audiences are identified as employees, buyers, neighbours and local 

communities, and a larger audience includes media, policymakers, the environmental community 

and consumers. 

4.3.3 Strategy Vision and Goals 

The vision for the CSWP stems from the desire to maintain long-term sustainability of the 

Gtlif ornia wine community. While this captures what most sustainability strategies strive for, it 

remains unclear exactly how such ideals can be translated into winegrowing and winemaking 

operations (Wme Institute & California Association of Wmegrape Growers, 2002). The workbook 

is designed to address implementation. It is organized into 13 chapters, each explaining how 

winegrowing and winemaking practices can incorporate principles of sustainability. 

The specific objectives of this CSWP project are to: 

1. Facilitate voluntary adoption of the code bythe entire wine community; 

2. Achieve widespread use of winegrower and winemaking guidelines; 

3. Implement a statewide measurement system to provide science-based information to 

evaluate progress of such sustainable practices; 
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4. Validate that self-governance, education, and open dialogue with neighbours, 

communities, and stakeholders will enhance community economic viability and the 

future of wine country. 

4.3.4 Strategy Components and Principles 

The CSWP workbook includes 221 self-assessment questions, by which an industry operator can 

evaluate his or her own sustainability performance. Through the identification of performance level 

on a four-category continuum, an operator can identify areas in need of attention, or current 

practices that are not sustainable. Figure 4.2 illustrates how an operator would evaluate 

performance for one criterion, soil compaction. The arrow indicates an increasing level of 

sustainability, whereby Category 1 is the least sustainable, and Category 4 is the highest level of 

sustainability for this particular criteria. 

Figure 4.2: Example of the four-category self-assessment continuum of increasing 

sustainability 

Criteria 
Soil 
Compaction 

Cate or 4 
I choose or modify 
equipment to 
minimize compaction 
(e.g. lightest 
equipment possible, 
wider tires, tire 
pressure as low as 
possible) And 
Permanent cover 
crop or a non-tilled 
and reseeded annual 
cover crop is 
maintained And 
Equipment never 
enters vineyard 
during wet soil 
conditions 

Cate or 3 Cate or 2 
I choose or modify I choose or modify 
equipment to equipment to 
minimize compaction minimize compaction 
(e.g. lightest (e.g. lightest 
equipment possible, equipment possible, 
wider tires, tire wider tires, tire 
pressure as low as pressure as low as 
possible) And Annual possible) 
cover crops grown 
every year And 
Equipment use is 
minimized in the 
vineyard during wet 
soil conditions 

Cate or 1 
I do not consider soil 
compaction when 
choosing equipment 
and equipment is 
driven in the vineyard 
no matter how wet 
the soil even when 
there is a danger of 
getting stuck 

Source: Wme Institute & California Association of Wmegrape Growers, 2002 
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Tbis specific criterion is one of the criteria discussed in the 'Soil Management' chapter of the CSWP 

workbook The 13 chapters of the workbook correspond to major operational areas for 

winegrowers and winemakers, as follows: 

• Wme Quality • Neighbour and community relations 

• Viticulture • Waste reduction and recycling 

• Soil management • Energy conservation 

• Pest management • Crush, fermentation, agmg, bottling, 

• Water management and and materials management 

conservation • Habitat conservation and restoration 

• Human resources 

Self-assessment values for each criterion are then entered into a self-assessment sheet, a sample of 

which is given as Figure 4.3. The evaluation sheet will identify "which areas of your vineyard 

and/ or winery operations may need some changes to maximize performance or prevent 

environmental problems" (Wme Institute & Cilifornia Association of Wmegrape Growers, 2002:7). 

Figure 4.3: Sample self-assessment evaluation sheet 
4. SOIL MANAGEMENT Category 
Criteria V/W Pg# 4 3 2 1 N/A 
4-8 OrQanic matter V V 

4-9 Soil compaction V 

5. Energy Efficiency Category 
Criteria V/W Pg# 4 3 2 1 N/A 
9-3 Tanks and Lines w V 

9-4 Motors, Drives and Pumps V/W V 

Note: V and W denote applicability of criteria to Vineyard and/ or Wmery operation 
Source: Wme Institute & Ctlif omia Association of Wmegrape Growers, 2002 
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The next recommended step of the CSWP is to develop an action plan, based on what the vineyard 

or winery wnts to do, and when it can be done, preferably over a 5-year time period. Participants 

are encouraged to submit their self-evaluation and action plans for review by the Sustainable 

Wmegrowing Joint O:nnmittee, which will offer comments and suggestions for improvement. 

4.3.5 Implications and Conclusions 

The CSWP project is developed in the context of current land use and population growth trends, 

and recognizes the importance of encouraging practices that will not only improve the quality of 

wine, but will contribute to community economic development, and develop industry responsibility 

for the environmental effects of wine production. 

Its strengths lie in its comprehensiveness and specific applicability to the wine industry. It is a 

response to the vagueness of many sustainability strategies which seem to simply call for 

responsibility for environmental impact, or environmental conservation. The ~WP effectively 

translates concepts of sustainability into terms that will be familiar to wine industry operators, 

including those in the Oliver area. 

Conversely, this project's main weakness is the fact that it is not supported by a system of 

certification, and is not governed under state or county law. The acceptance of this system of 

voluntary assessment and change is likely to be variable. In Oliver, for example, many operators of 

small wineries would not have the time to dedicate to such activities. The ~WP packages a 

significant amount of information that should be considered as part of a sustainable tourism 

strategy. While is does not specifically address tourism, it focuses on the viability of the wine 

industry's future . In Oliver, the development of tourism will depend on the sustained success of the 

wine industry. 
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4.4 Chapter Conclusions 

The Ontario Wi~ and Odinary TourismStrat.egy and California's Cale if Sustainahle WintgroW~ Practias 
lead to conclusions of what a tourism plan based on wine, and incorporating sustainability might 

look like. A review of the components of each strategy suggests what a sustainable wine tourism 

strategy must encompass. Figure 4.4 outlines the specific components of each plan that would be 

of consideration in developing a plan for the Oliver area. Of note, is that consideration of many of 

the components of these strategies has already been established through literature review ( Chapter 

3) , key informant interviews, and the Oliver case study(Chapter 2). 

Figure 4.4 Summary of Strategy C.Omponents Relevant to Oliver 

1~71'.;J{)~i,:, :'::?- ~<~: -_-,, :, - ~ffld~'Mfm~ -~al ruwe ,, , , Eae ~fi-~ustiinaBle EitJ<;~witlg -_,\ r•tJi',,C, ,,J, .·. '•,, !!ff ... , -- .. < • • < Ir . . < • • :' < ''c" < < • 

'w,4;ts:,\!»,:-,;,',.>J%,''; '<, "] i, Cl~SE; , , I] , , , mcti\i,~~ ," 1 ' , , r ,,, ", ,&1;:~~~~~t{:!:.:,~::<":,,',::;,,: '.,," ';,',,, \ _, _,-_ 0
,::- ',, - , - _ ,,,;, , ; ,~ • ',_, ':', - :,'/,,::/: '; ,, '; ',' ,, :': 

Tourism Planning High-quality visitor experience n/a 
B~d on ~ttractions complementaryto 
Vl.llletounsm 

Develop local wine tourism plan for 
Niagara 

Wine Investigate creation of wine centre Management of wine making process 
and materials 

Food Build on region's culinary capabilities n/a 
Events Use events to attract visitors, especially n/a 

in off-season 

Infra.structure Establish signage to wineries n/a 
Improve access to wine regions 

Marketing Meet the needs of the wine tourism n/a 
market 

Promote the VQA brand and 
distribute broadly 

Develop package vacations for short 
and long-term tourists 

Establish a wine route map and 
guidebook 
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~~t:?; ::: ~::\ i\ ',:, :, : : , _, , ,' , ~-~<>,~~~~I~-~,•, · , ~le a!,Susta~lle Wut~gro~ing 
\\ ::1 '.:?,_\ , -- , , , , II<>mism lnt:egi , , , lmcdces 
:i~(:. ~:' ,, :,: , ' ,< , , , , :" , ,. , , , ,, "' , '" '" , , " , , • ,. ' ., 

Agriculture / 
Viticulture 

Land Use 

Environmental 
Issues 

Social Issues 

Build on agriculture and winemaking 
capabilities 

Focus on premium quality wine 
production 

Achieve appropriate land use 
regulations 

Establish community hubs for wine 
exp~riences, accommodation and 
services 

Encourage development of quality 
inns and character properties 

Create guidelines for use of wine 
growing and making 

n/a 

Improve ambiance and character of Water management and conservation 
wine country communities 

Investigate models of sustainable 
tourism development on protected 
lands 
Establish environmental quality 
standards 

Waste reduction and recycling 
Soil and pest management 

Energy conservation 
Habitat conservation 

Build partnerships with wine industry Maintain open dialogue between 
Improve staff training and local 
knowledge of wine industry and region 

Educate wineries and businesses of 
strategies for success 

residents, and stakeholders 

This Chapter outlined the components of two existing strategies that are relevant in the Oliver 

context. The Ouano Wi~and Odinary TourismStrategy is the only existing D.nadian tourism strategy 

identified that focuses on wine. While the strategy is developed at the provincial level, it identifies 

the merit in created locally based wine tourism plans. The Oxle if SustainaUe W~ng Practues is 

useful in its specific attention to achieving standards for sustainability in the wine industry. W'hile 

this code does not specifically address tourism, adoption of similar codes would strive for the long-

term sustainability of the wine industry in a town such Oliver, upon which tourism is planned to be 

based. 
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Thus far, this 11:DP has provided comprehensive discussion of the current context of tourism 

development in Oliver, the nature of the wine industry, and references the importance of tourism 

planning and sustainable tourism. Chapter 5 will integrate knowledge gained throughout this 

research process, into a series of guidelines for wine tourism development in the Oliver region. 

Towards a Sustainable Approach to Wme Tourism Development - 112 -



CHAPTER 5: CONCLUSION: TOWARDS SUSTAINABLE TOURISM IN OLIVER 



Ch. 5: Conclusion - Towards Sustainable Wine Tourism in Oliver 

5.1 Introduction 
This 11:DP uses a variety of sources and research methods to determine what the focus of tourism 

planning in Oliver should be at this time. In general, this :MDP integrates contemporary tourism 

trends, principles of tourism planning and sustainable tourism, and characteristics of wine tourism, 

within the context of wine tourism development in Oliver, British Columbia. It should be noted 

that the recommended actions to follow are based on research conducted primarily in the summer 

and fall of 2002. Since this time, the Town of Oliver has been active in its strategic planning efforts, 

and some of the recommendations made in this 11:DP are already being addressed. 

5.2 The Issues 
Throughout the research and documentation of this :MDP, a running list of issues was compiled. 

Such issues were identified through key informant interviews, literature review, and observations 

made in Oliver by the researcher. The issues vary in focus and scope. Appendix C outlines the 

complete list of issues identified, grouped into the general categories of Oliver Context, Tourism 

and Demographic Trends, Planning, and Wme Industry. While the list of issues is useful, to address 

each issue with its own recommendation would be complex and difficult to communicate 

effectively. Hence, this list of issues was used to develop more generalized issue categories that 

warrant more comprehensive recommendations. These broader categories are: 

1. Lack of framework for wine tourism planning and development 

2. Inadequate community and tourism infrastructure 

3. Oliver as a tourist destination is underdeveloped and relatively unknown 

4. Potential for overlapping of interests and activities of various committees and agencies 

that have a stake in wine tourism development 

5. Development threatens Oliver's rural character and agricultural lands 

6. Continued improvement and consistency in wine production is a requirement for 

long-term success of the wine and tourism industry 

7. Opportunity for enhancement of the tourists' experience. 

These issues, along with corresponding recommended actions and sustainability components are 

outlined in Figure 5.1. 
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Figure 5.1: Tourism Development Guidelines for the Town of Oliver 
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Figure 5.1: Tourism Development Guidelines for the Town of Oliver, con't .. 
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5.3 Recommended Actions 

Figure 5.1 outlines seven issues and corresponding recommended actions. This table also 

highlights: how the recommended action incorporates sustainability considerations. A more 

extensive discussion of each recommendation now follows. 

5.3.1 Lay the groundwork for creating and maintaining a tourism plan 
focused on wine 

The development of a local wine tourism plan is the most important, and perhaps the most urgent 

requirement as Oliver begins to develop its tourism industry. A comprehensive, organized effort is 

needed to develop a plan that addresses the complex tourist system, and that recognizes the impact 

that tourism development will have on the Oliver community and its built, natural, cultural and 

historic resources. The plan should identify the existing opportunities for tourism development, as 

well as barriers to developing as a successful wine tourism destination, as discussed in this 1-IDP. 

The plan should highlight the need to preserve natural resources and amenities, as well as 

monitoring the impact on the local population. Whenever possible, residents should be consulted 

regarding their concerns about proposed policy and development. The plan should encourage 

communication between the Town of Oliver, the Regional District, and the Osoyoos Indian Band, 

as all have considerable amounts of land, and a stake in development. 

It is recognized that there are no regional, BC provincial, or national wine tourism plans. Normally 

such a local strategic plan would be developed within the framework of larger-order plans. In this 

case, the Town of Oliver would be setting a precedent for an organized wine tourism strategy at the 

local level in Omada and abroad. Of note are the initiatives currently being pursued by the town 

(See Chapter 2), including the beginnings of a Wme C.apital of C.anada Master Plan, and Wme 

Village Accord, which are certainly steps towards coordinating tourism development in Oliver. 

Sustainability OJmponent 

Research revealed that in order for tourism development to be considered sustainable it must not 

generate serious environmental or sociocultural problems in the tourism area. Development of 

tourism facilities and services should improve the host community for both tourists and residents. 

Given the complexity of tourism and careful consideration that must be put into determining the 
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best use of land, tourism development must be planned and managed in an organized and 

comprehensive manner. Such plans should be formed alongside existing community plans and 

bylaws to ensure effectiveness and relevance to overall community planning goals. A plan that 

provides for mitigation and monitoring of the environmental and sociocultural impacts of tourism is 

expected to result in a more sustainable tourism development process. 

5.3.2 Invest in the research and development of appropriate infrastructure 

Addressing anticipated infrastructure needs is a concern with any type of growth in a town or 

region. Increased stress on roadways, sewers and water are the most obvious systems to bear a 

burden from increased population. However, in the case of tourism development, an increase in 

temporary visitors places strain on amenities such as parks and recreation infrastructure, and 

facilities such as museums and locally focused businesses. Due to the nature of tourism, this 

increased stress on various forms of infrastructure occurs in seasonal patterns. Hence, upgrade and 

maintenance of existing infrastructure is necessary to accommodate tourists, while attempting to 

minimize the impact that increased tourism will have on the quality of services and amenities for 

Oliver residents. Infrastructure that should be assessed includes roads and signage, and tourist 

infrastructure such as accommodation, and community infrastructure such as open space and 

recreation areas. Of note are current initiatives in Oliver, including investigation into the 

development of a traffic flow plan for Highway 97, funding for improvement to the appearance of 

Main Street, and discussion of the merits of a new larger hotel for the area. The plan would include 

a monitoring process to assess negative changes to the natural, built and social environments. 

Sustainability C.Omponent 

The maintenance and upgrade of infrastructure in Oliver serves to satisfy tourists and locals. 

Satisfaction of tourists upon their visit to Oliver can be influenced by the Town's infrastructure 

systems. \Xlhile this is rarely considered when choosing a destination, the state of a town's roadways 

to and within the town, an even water quality can give Oliver a negative reputation and influence 

visitor numbers. A high level of tourist satisfaction is required for Oliver to gain popularity, and 

retain marketability. Again, infrastructure upgrades may be needed to ensure locals are not 

negatively affected by an increase in tourism 
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5.3.3 Develop a comprehensive marketing plan 

Oliver lends itself to a number of unique marketing opportunities. While economic development is 
the justification for tourism development, in Oliver, this objective is inherently linked to elements of 

the town's climate, geography, agricultural history, and grape and wine production. These 

characteristics should be the focus of marketing strategies. A marketing plan should address the 

following areas: attracting tourists to the area, attracting investment in new businesses, and 

attracting new residents from a diversity of life-stages. The TAMS study used in this MDP provides 

a profile of the wine tourist, who can be targeted regionally, nationally, and internationally using a 

diversity of media. Marketing plans should remain flexible, as markets change. Attention should 

be given to attracting the high-yield wine tourist that has been mentioned throughout this MDP, 

while trying to attract new interest as well. Oliver will continue to promote itself as · the Wme 

Capital of Canada, which serves as a great platform for building awareness of the area, and inviting 

people to visit. 

Sustainability OJmponent 

Attracting the most suitable tourists will increase visitor satisfaction, which is a requirement of 

sustainable tourism. Marketing strategies focused on attracting a more diverse resident population 

are also very important as a more sustainable community supports a variety of resident types and 

ensures stable supply of employment. Hence, to achieve sustainability, marketing efforts must be 

strategic and focused, and respond to changes in supply and demand. 

5.3.4 Create a coordinated and progressive business environment to 
address concerns of business community and attract investment 

There are several organizational and business interests that have a stake in the development of 

tourism in Oliver. At the local level there are three government bodies whose decisions have a 

direct impact on tourism development in Oliver: The Town and District of Oliver, The Regional 

District of Okanagan-Similkameen, and the Osoyoos Indian Band. There are also a number of 

organizations and agencies that are likely to be involved in tourism development in Oliver in some 

respect, as identified in Chapter 2. This includes tourism agencies such as Tourism BC and the 
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Thompson Okanagan Tourism Association, and local business organizations such as the Oliver 

Chamber of C,ommerce and Economic Development Society. Other parties include agricultural and 

wine organization such as the BC Wme Institute. And there are likely a number of individuals that 

do not belong to any particular group, but become involved when they may be affected by a 

particular decision being made. Hence, there is a long list of groups that have a vested interest in 

the development of wine tourism in Oliver. In the interest of keeping all parties informed, 

eliminating overlap in ideas and discussion, and coordinating knowledge and resources, a central 

organization would seem reasonable. This may take the form of a committee with representatives 

from each interest, or through an organized newsletter or website as a forum for updates on new 

projects, and communication of problems or ideas. 

Susta.inability Component 

This coordination of interests and knowledge would help to ensure that the benefits of tourism are 

spread out amongst those individuals and groups affected. This idea of equity is one of the basic 

elements of sustainability. By striving for a tourism development process that involves as many of 

the stakeholders as possible, conflict is less likely to occur, and there will be a sense of ownership of 

the resulting success that wine tourism brings to the community. 

5.3.5 Ensure that tourism plans address dedication to maintaining 
agricultural land and a sense of ruralness 

That Oliver is a true rural community is one of its biggest assets. The hundreds of fanns that make 
up Oliver's fruit and vegetable industry currently attract more visitors than any other attraction in 

Oliver. The South Okanagan is renowned for its high quality fruit, and it is not uncommon for 

people to make the trip to Oliver for this reason alone. Furthermore, as interest in fonns of cultural 

tourism continues to rise, those interested in regional cuisine, and agricultural history will target 

Oliver as a most desirable destination. Rural towns are becoming increasingly rare, and have 

acquired a romantic quality. It follows that Oliver should ensure that it retains a rural quality, 

reflected in its size, architecture, and most importantly, preservation of agricultural lands. Market 

forces will dictate the demand for various crops. Potential methods of maintaining a sense of 

ruralness might include educating locals and tourists of the significance of agriculture in Oliver, 

highlighting the importance of the Agricultural Land Reserve and Right to Farm Act, and 
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developing agri-tourism attractions such as farm tours, demonstration gardens, and events similar to 

the Festival of the Tomato, held each year in Oliver. 

Sustainability OJmponent 

In order for tourism development to be deemed sustainable, the natural, historical, and cultural 

resources upon which tourism is based must be conserved. This is important for maintaining the 

attraction of tourists to Oliver, as well as to ensure that residents do not lose natural amenity, or 

parts of their history or culture. Agriculture is important as an economic staple that provides 

employment and generates local spending. Agri-tourism opportunities also depend on maintenance 

of these businesses. The community's identity is tied to agriculture and is necessary for the 

promotion of agri-tourism activities. Maintaining a culture of ruralness is important for permanent 

residents, and for tourist draw. 

5.3.6 Adopt voluntary sustainable viticulture program and promote the 
VQA 

The movement towards more sustainable viticulture practices is a recent development, and few 

regions have implemented sustainable viticulture programs. It is recogniz.ed, however, that forms of 

sustainable agriculture can have benefits for both farmers and the community. In Oliver, 

approximately 3000 acres of land are planted with grapes. A sustainable viticulture program would 

introduce several benefits, including: communicating a sense of responsibility among grape growers 

beyond simple economic gain, dedication to producing high-quality wine using techniques that 

minimize the long-term impact on soil conditions and water supply, energy conservation and waste 

management. Furthermore, the adoption of sustainable viticulture practices would serve as another 

point of promotion for Oliver, as tourists are becoming more socially and environmentally aware. 

The Vintner's Quality Alliance (VQA) label guarantees that all grapes used to make a particular wine 

are from British C.Olumbia, and that the wines meet quality standards. As the Wme Capital of 

Canada, Oliver wineries should strive to produce wines that meet this standard, and advertise that 

Oliver wines are of high quality and made with local grapes. Omently there is concern that lower 

quality wines will have a negative effect on the area as a whole. While VQA status cannot be 

regulated, it should be encouraged. It is important to note that there are some wineries in the 
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Oliver area whose wines meet VQA standards, but choose not to apply for VQA status, as the 

process can be expensive. Some wineries may consider including a Wme Capital of C.anada logo on 

bottles, or promotional materials. 

Sustainability OJmponent 

The long-term viability of Oliver's wine industry will depend on consistent production of high-

quality wine. Since the wine industry is to be the backbone of tourism in Oliver, maintaining a 

quality product is essential. To engage in grape growing and wine production that is sensitive to the 

surrounding environment and responsive to the community can be realized through a sustainable 

viticulture program Sustainable viticulture has benefits for both vineyard operators and tourism 

development, as it serves to minimize the impact of viticulture, and strives for long-term viability of 

vineyard lands. Moreover, the continued improvement in wine quality will result in greater wine 

tourist satisfaction, and sustained popularity of the area. 

5.3.7 Improve the variety and quality of tourism activities and services 
offered 

A successful tourist destination offers a range of activities and attractions that can be experienced by 

visitors. By providing a core of attractions and a variety of activities, tourists will be able to engage 

in activity according to their interests. W'hile wineries will form the backbone of tourism, other 

attractions must be developed to balance a tourist's day, and lengthen the amount of time spent in 

Oliver. This includes increasing the number of restaurants, caf es, pubs, galleries, retail outlets, 

accommodation facilities, and entertainment and recreation opportunities. Recreation activities 

could include vineyard cycling tours, and wine and golf weekends. In Oliver, a priority should be 

attracting business that cater to tourists during the evening, as there is currently little to do once the 

wineries and mainstreet businesses close. This may include pubs, late night caf es or ice cream 

shops, and live performances. Particular effort should also be placed on finding ways to attract 

visitors in the shoulder season by investigating the feasibility of festivals (such as music or literary 

festivals) , trade shows, recreational events (such as a cycling or running competition), and seminars 

such as wine and food pairing or cooking with local products. 

The town is currently assessing the possibility of building a hotel and conference facility that would 

welcome larger groups. W'hile it is important to provide appropriate accommodation for the high-
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end tourists (as discussed in Chapter 3), a variety of accommodation types should be maintained. 

Some wine tourists may prefer more rustic, low-impact forms of accommodation like campgrounds, 

and such establishments typically have less of an impact on its surroundings. If the town decides to 

allow for a larger scale hotel, a developer should be required to incorporate lower-impact design 

elements, such as using solar energy. 

Furthermore, there is great potential for development of heritage attractions, focusing on Oliver's 

agricultural history and settlement patterns, and creating interpretive sites at places such as the old 

Fairview Townsite (currently in progress), and Haynes Ranch. This would provide tourists the 

opportunity to witness what the town may have once looked like. The Osoyoos Indian Band has 

recently opened a Native Interpretive C-entre in nearby Osoyoos. "While a second interpretive centre 

would be redundant, it would be interesting to explore the opportunities for communicating 

aboriginal history in the Oliver area, through other means. G.tltural tourists, including those 

interested in activities like wine touring, are also likely to have interest in learning about local 

heritage, as identified in Chapter 3. 

Ensuring a quality tourist experience is as important as providing variety of activities. High-quality 

service entails informed staff, a welcoming attitude, and offering longer retail and restaurant hours 

than is currently available. Tourists should feel comfortable, and willing to return or recommend 

the area to friends. Information about what there is to do in Oliver should be accessible through 

staff at any establishment. Upon visiting Oliver, tourists should learn something about the area, feel 

comfortable, gain positive memories, and be satisfied with the service received. 

Sustainability GJmponent 

Literature suggests that a more sustainable community supports a variety of businesses, industry and 

institutions. This translates into more things for people to see and do while in Oliver. By 

increasing the variety of activities and services available, a broader range of tourists will come to the 

area, whether the motivation for their vacation is wine, or another cultural or recreation opportunity 

around Oliver. An increase in businesses will contribute to economic growth, provide jobs for local 

residents, and reduce the economic leakages to neighbouring communities. A particular challenge 

will be attracting businesses that can survive during the off-seasons. This means a balance of 

attracting tourists in the off-season, as well as catering to the local population that can support local 

businesses year- round. Furthermore, providing tourists with excellent service at all times is essential 
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for any tourist community. Tourists who feel unwelcome, uncomf onable or uninformed are 

unlikely to return, and unlikely to recommend Oliver to their friends. A friendly, lmowledgeable 

supply of staff will ensure long-term tourist satisfaction. 
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5.4 MDP Conclusion 
This 1YIDP suggests that sustainable tourism at the community level is possible, and that such an 

approach to tourism development serves to benefit tourists, tourism businesses, and residents of the 

host community. The Oliver case study provided a unique example of an emerging tourist 

destination based on its thriving wine industry. It is hoped that the background research and 

discussion of sustainable tourism development in the context of Oliver, will be of use to the Town, 

and all others involved in the promotion and development of the Wme C.apital of C.anada. This 

1YIDP concluded with a set of guidelines for the next steps Oliver should take in its wine tourism 

development endeavors. It will take dedication, and the commitment of time and resources to 

realize most of the recommended actions suggested by this 11:DP. It is the opinion of the 

researcher that the motivation for success in wine tourism in Oliver is strong, and that a 

collaborative effort will certainly have both short and long-term benefits. 
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Appendix A: Winery and Non-winery Questionnaires 
Winety Qµestionnaire 
This survey is being conducted as part of my Masters Degree Project, entitled A S ustainaUe A pprauh to 
Wi~ T amsmDeuioprrent in the CTiw; British O:iunvia Regjm As a participant, your input is essential to 
the creation of a profile of all wineries operating in the Oliver area. In addition, your opinions and 
concerns regarding the further development of wine tourism in the area are an important component of 
my research. 

Winery Name: Date: 

1. How many years has your winery been in operation? ___________ _ 

2. How many acres of vineyard do you operate? ______________ _ 

3. How many cases of wine do you produce each year? ___ _ 

4. What percentage of wine is purchased on-site? ___ _ 

5. a) Do you produce any other products besides wine (i.e. juices or jams)? ___ _ 
b) If so, what are they? ____________________ _ 

6. What types of tourist attractions do you offer? Check appropriate attraction(s): 

D Wmeshop 
• Wme tasting (If so, is there a tasting fee? __ ) 
• Wme education 
• Wme by-the-glass 
• Tours 
D Restaurant 
• Bed and Breakfast 
• Other ----------• None 

7. If you offer tours, please check the option( s) which best describes when they are 

available: 

Summer: • daily • by appointment • not offered 

Fall: • daily • by appointment • not offered 

Wmter: • daily • by appointment • not offered 

Spring: • daily • by appointment • not offered 
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8. a) Approximately how many people visited your winery in 2001? 
b) Has this increased from previous years? _____ By how much? 

9. a) Do you plan to expand current tourist-oriented facilities? 

b) Please comment: 

10. a) Which tourism organizations or agencies have you been involved with? 

b) Have you found these organizations to be effective? If so, how? 

11. Do you have a relationship with any other agricultural producers? __ If so, who and 
why? ___________________________ _ 

U. Do you have a relationship with any other tourism businesses or activities (i.e. 

restaurants, accommodation providers, golf courses)? __ If so, which ones? 

13. How important will the development of wine tourism in Oliver be to your winery? Select 

one: 

• Not important • Little importance • No opinion • Important • Very 

1IDp0 rtant 

14. If you answered important or veiy importantro the above question, what facrors 
influence your interest in rourism? ( examples: increased sales, wine education, 
increased recognition, putting Oliver on the map) 
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15. If you are not interested in wine tourism development, please explain why: 

16. a) In what ways do you believe wine tourism will positivelyaffect your winery? 

b) In what ways do you believe wine tourism could negatively affect your winery? 

17. a) In what ways do you believe wine tourism will positivelyaffect your community? 

b) In what ways do you believe wine tourism could negatively affect your community? 

18. a) What are the biggest barriers to improving wine tourism in Oliver? 

b) What are the most important actions necessary for you to improve/ increase wine 

tourism? -----------------------------

19. What role do you feel the following organizations should play in the development of 
wine tourism? 

a) Municipal government: 

b) Provincial government: 

c) Federal government: 

d) BC Wme Institute: 

e) TourismBC: 

f) Other: 
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Non-winety Questions 
The following is a list of interview questions that were use to guide discussion with various stakeholders 
in the Oliver area. In some cases, not all question were asked specifically. 

1. Accommodation Interview 

General: 
1. How long has your business been in operation? How long has the hotel been under its current 

management? 
2. What type(s) of accommodation do you offer? 
3. What is your capacity? 
4. Does your marketing target a specific type of tourist? 
5. Besides accommodation, what other services, facilities, or amenities do you offer? (i.e. meetings or 

food service, tours) 
6. Are you planning to expand or improve your services and/ or facilities? Please Explain. 
7. Has there been a noted increase in visitors to your motel/ campground/B&B in recent years? 
8. Do you reach your maximum capacity in the summer months? 
9. What is business like in the off-season? Has this changed in recent years? 
Tourism and Relationships: 
10. Do you get a sense of why your visitors are coming to Oliver? 
11. Do you have a relationship with any other tourist attractions or facilities? 
12. Which tourism agencies are you involved with? For what purpose? Are they effective? 
13. Do you have any particular relationship with the wine industry? 
14. How important will the development of tourism in Oliver be to your business? 

_ Not important _ Little importance _ No opinion _ Important _ Very important 
15. In what ways do you believe increased tourism will positively affect your~ 
16. Gm you foresee any n;gatiie effects that increased tourism may have on your~ 
17. How might such n;gatiie effects be minimized? 
18. C.an you foresee any n:gatiie effects that increased tourism may have on your busirBs? 
19. Does the current infrastructure in Oliver affect your ability to run the motel/ campground/B&B? 

(i.e. traffic, signage) 
20. Do you believe the current accommodation in Oliver is adequate in tenns of quantity and quality? 
21. What types of accommodation should Oliver try to attract to accommodate an increase in tourists? 
22. What are the biggest barriers to increasing tourism in Oliver? 

2. Golf / Ski Hill Interview 

1. How many years has the business been in operation? 
2. Do you off er any other tourist/ recreation opportunities other than golf or skiing? If so, what 

are they? 
3. What times of the year is the golf course/ ski hill in operation? 
4. Have you seen an increase in visitors in recent years? Can you attribute this increase to a 

general increase in interest in golf/ skiing, or increased tourist traffic in Oliver? 
5. Can you estimate the distribution of local vs. tourist golfers/ skiers? 
6. Is there a dual interest in wine and golf, wine and skiing, golf and skiing? 
7. Have you formed any specific partnerships with other tourist attractions or services in Oliver 

(i.e. wineries, Mt.Baldy, hotels)? ___ For what reasons ( i.e. marketing, employment)? 
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8. Gm the golf course/ ski hill accommodate other activities in the off-season? 
Is a slow off-season a concern, or part of the golf/ ski business? 

9. Describe any plans for expansion or addition of facilities: 
10. Which tourist organizations are you involved with? 

Have you found these organizations to be effective? 
11. How important will the development of tourism in Oliver be to your business? 

_ Not important _Little importance _No opinion _ Important _Very important 
12. If important or very important, which factors have the greatest influence on your interest:? 

(examples) 
Increased number of golfers Economic development/job creation 
Increased recognition for your golf course Increased recognition for Oliver 

13. Do you feel that there is too much focus on wine tourism development vs. other fonns of 
tourism? 

14. Gm you foresee any negatiie effects that increased tourism in Oliver may have for your golf 
course? 

15. How must the current infrastructure (roads, accommodation, parking) in Oliver be improved to 
accommodate an increased number of tourists? 

16. In what ways do you believe increased tourism may~itiudy affect your community? 
17. In what ways do you believe increased tourism may negatiudy affect your community? 
18. What are the biggest barriers to improving tourism in Oliver? 

3. Agriculturalist Interview 

Profile: 
1. How many years have you been working in the agricultural business? 
2. How many acres of farmland do you operate? 
3. Is your property within the Agricultural Land Reserve? 
4. Which types of produce are grown on your land? 
5. Do you produce any secondary (value-added) products, such as jams or juice? 
6. Are you involved in anyagri-tourist activity? 

Future Plans: 
7. Are you planning to expand your operation? 
8. Is the value of your produce increasing, decreasing, or remaining constant overall? 
9. Are you planning to change the specific crops that you grow? If so, why? 
10. Do you feel pressure from surrounding property owners to alter any activity on your property? 
11. Have you found there to be a trend in replacing traditional ground crop with vineyards? \X'lhat does 

this mean for the future of farms such as yours? 

Tourism Perspective: 
12. How important is the development of tourism in Oliver to your business? 

_ Not important _ Little Importance _ No Opinion _ Important _Very Important 
13. In what ways do you believe increased tourism will positively affect your a;rrm,mitf. 
14. Can you foresee any rxgatiie effects that increased tourism may have on your a;rrm,mitf. 
15. How might such negative effects be minimized? 
16. What are the n:,gatiie effects that increased tourism may have on your farm/ mrhardt 
17. How might such rxgatiie effects be minimized? 
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Awareness / Conflict 
18. Currently, how are conflicts which involve agricultural property dealt with? Is this method 

effective? 
19. What roles do the local and provincial governments play in regulating fann operations, and potential 

conflicts? 
20. Do you feel that tourists and residents are aware of the realities of operating a farm? 
21. Can you think of any ways to inform tourists and local people of what to expect when in proximity 

of a fann/ orchard? 
22. Are you concerned with water supply and water quality in Oliver? 
23. What are the biggest threats to your fann/ orchard operation? 
24. What are the biggest barriers to increasing tourism in Oliver? 

4. Economic Developer Interview 

Economic Development 
1. Where is investment currently most needed in Oliver? 
2. How are you attempting to attract investment in Oliver? 
3. What are the limitations of Oliver's existing infrastructure? (access, services, facilities, roads) 
4. Do you feel that it is important for Oliver to maintain its sense of rurality? 
5. Do you think that this may detract interest from some investors or developers? 

Relationships: 
6. What is the relationship between the Town and the wine industry? What would the ideal 

relationship be? 
7. What are potential conflicts that you can see developing between industries (i.e. golf and orchard); 

between residents and tourists; residents and industry, as tourism develops? 
8. Is there any one industry or interest group that is opposed to the Wzn? Gtpitd cf Canada marketing 

campaign? 
9. Which partnerships should the Town be most concerned with maintaining? 
10. Is regional economic development also important? Currently, is there correspondence with regional 

economic developers? If so, with whom? 

Future Development 
11. From an economic development perspective, is it important to maintain a variety of agricultural land 

uses? Why? 
12. What actions will be necessaryto help maintain this diversity? 
13. Which tourist attractions do you feel will serve as the 'anchors'? 
14. Which attractions do you feel will serve secondary or supporting roles? 
15. Are there non-tourist industries or activities that will be important to develop and/ or maintain in 

Oliver? 
16. Do you believe that any of Oliver's current strategies or regulations serve to constrict economic 

development? 
17. What are the biggest barriers to increasing/improving tourism in Oliver? 
How can these barriers be overcome? 
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5. Mayor Interview 

1. What is the current status of Oliver's Economic Development Strategy? 
2. Has the strategy been effective so far? How has this been measured? If this has not been 

measured, do you think it should be. .. How? 
3. Are there existing or planned environmental (protection) strategies? Social/ cultural 

development strategies? If so, are there links between these strategies and the ED strategy? 
4. What seems to be of greatest concern for Oliver residents regarding increased tourism (and 

population)? 
5. Does the question of capacity (economic, environmental, social) often arise? Do you feel that it 

is important to arrive at a specific target number? 
6. Are investment opportunities being marketed? 
7. Is there an Oliver growth management strategy, which focuses on population growth (i.e. rather 

than growth in the number of tourists)? 
8. Has the Town experienced problems related to the structure of its Land Use Bylaw? 
9. What are the biggest barriers to increasing/improving tourism in Oliver? 
10. How can these barriers be overcome? 
11. What do you feel are the limitations of Oliver's existing infrastructure (access, facilities, 

services)? 
12. Is the Town interested in maintaining its sense of rurality? Is this on behalf of the desire of 

residents? 
13. How would you define 'rural'? 
14. Is it important to maintain the orchards, or is the type of agricultural use irrelevant. Is this 

maintenance integral to developing and maintaining tourism in Oliver? 
15. Does the town do anything to ensure orchards remain viable? Gm this (is this) be controlled? 
16. Is it more important for Oliver to promote itself as a destination, or should there be an 

emphasis on regional promotion initiatives (or both)? 
17. Has the community been involved in developing a tourism vision, plan, goals? Is the 

involvement ongoing? 
18. Which tourist attractions do you feel are most important? 

6. Town Administrator Interview 

1. There is apparent concern that Oliver lacks the infrastructure necessary to accommodate and satisfy 
visitors. What is being done to address this (i.e. infrastructure plan)? 

2. Is there a method of predicting future infrastructure needs? 
3. What are the biggest barriers to increasing/improving tourism in Oliver (access, facilities, services)? 
4. How are/ should the effects of increased tourism be monitored? 

7. Water Councilor Interview 

1. As a Water O:mncilor for Oliver, what are your responsibilities? 
2. Is there a concern for a water shortage in Oliver? Is there a long-term supply? 
3. What are other concerns regarding Oliver's water supply? 
4. Are there concerns of residents as well? What are they? 
5. Are there issues relating to rights for water? 
6. What is the source of water for the irrigation canal? 
7. Are all agricultural properties dependent on the canal? 
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8. How (if) are agriculturalists charged for the water they consume? 
9. Is there a long-term water management strategy? 
10. Does Oliver's water supply pose any threats to tourism development in Oliver? 

8. Osoyoos Indian Band Interview 

General OIB questions: 
1. How is the OIB organization structured (including: part of national organization)? Are 

positions elected? 
2. Does the OIB have jurisdiction over all activity and development on OIB land? 
3. Please describe the system of taxation for residences and businesses located on OIB land. 
4. Do you have a map illustrating the OIB reserve? 
5. Does the OIB have a plan for future land use? 

Relationships: 
6. Please describe the relationship between the OIB and the Town and District of Oliver. 
7. How is correspondence made with the Town and District of Oliver? (I.e. regular meetings, 

meet when needed) 

Tomism: 
8. Please describe the existing tourism activity/ infrastructure on OIB lands, or that the OIB is 

involved with. 
9. Is the OIB actively pursuing the development of tourism activity/ infrastructure? 
10. If so, how - what are the plans? 
11. Does the OIB have any particular relationship to the wine industry- have any partnerships 

been formed? In what capacity (i.e. lease of land for vineyard development)? 
12. Have partnerships been formed with any other tourism organizations or agencies? 
13. How important will the development of tourism in Oliver be to the OIB? 

_ Not important _Little importance _ No opinion _ Important _Very important 
14. What does the OIB see as the positive effects that tourism has/ will have on the OIB 

organization/ community? 
15. Can you foresee any potential negative effects that tourism may have for the OIB and/ or Oliver 

community? 
16. If so, how could such negative effects be minimized or avoided? 
17. Do you feel that the Town's approach to tourism development is effective (Wine O:ipi,tal cf 

O:inada)? Has the OIB been included in this initiative? How? 
18. What are the biggest barriers to improving/increasing tourism in Oliver? 
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Appendix B: Oliver and District Economic Development 
Strategy - First Year Strategy Areas 

Establishing a Foundation 

1. Establish an Oliver economic development commission 
2. Source first year funding 
3. Establish an economic development office 
4. Hire an economic development officer/ facilitator 

Building C.apacit_y 

5. Work to build local government support for CED in the Oliver area 
6. Review and adopt "best practices" in community economic development 
7. C.Ommunicate the progress of Strategy Implementation 
8. Use the Internet for communications and marketing activities 
9. Develop economic development information services 
10. Investigate business retention services offered by utility companies 

Key Initiatives 

11. Prepare a community marketing plan 
12. Encourage more tourism interpretation of the region's agricultural sector 
13. Enhance access to agricultural information resources 
14. Establish basic services for encouraging a more proactive commercial/ retail sector 
15. Develop a long-term downtown focus/vision 

Source: ODCC, 19996 
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Appendix C: Summary of Issues 

~iver 
1 There is no regional, provincial, or national wine tourism plan 
2 Oliver does not have a tourism plan, and the Oa> places little emphasis on tourism 
3 No accurate record of the number of visitors to the area, tourist behaviour, tourist demands 

4 Oliver is located in close proximity to the US border and major Canadian and US urban centres 
5 Oliver is located within a region with developed tourist infrastructure and services 
6 Oliver is located next to the 32,000 acre Osoyoos Indian Band, of historic and cultural value 
7 Expensive transportation infrastructure is anticipated with increased congestion along Highway 97 

8 Agricultural land is important for economic development and tourism development 
9 Land suitability for particular crops in Oliver varies 

10 Over-dependence on one type of tourism can make Oliver vulnerable to changes in the tourism market 

11 Some Oliver residents are close-minded towards development 
12 Threat of loss of authentic ruralness 
13 Potential conflict between farmers and tourists 

14 Oliver's retail and services are weak, and business hours are limited, leakages result 
15 Oliver's Main Street is dull and has many vacancies 
16 Lack of tourist attractions and activities deter overnight and multi-day stays 
17 Oliver has very limited options for accommodation, with no high-end facility, or facility for large groups 

18 Potential exists for development of accommodation and restaurants in the rural area 
19 Oliver's aging population does not contain a the labour force needed for expanded tourist facilities 
20 It is easy to 'miss' the wine industry presence --when driving through - directional signage is poor 

21 Affluent Mature & Senior C.ouples are the most likely to engage in wine tourism 
22 Secondary markets include young and mature singles and young and mature couples (especially with wealth 

and education) 

23 Those with interest in wine tourism are also interested in cuisine, historic sites, nature, personal indulgence, 
romance and relaxation 

241:'rend towards increase in active holidays such as golf, special interest, leisure learning, historic and cultural 
sites 

25 Growing interest and development of cultural tourism in the Okanagan 

26 Those interested in wine tourism prefer to stay in Bed and Breakfasts, health spas, gounnet restaurants with 
accommodation, resorts 

27 Alternative accommodation types such as camping will be attractive to younger less-affluent wine tourists 

28 Increased use of technology for planning trips 
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flrends continued ... 
29 Tourists are more environmentally sensitive 
30Tourists expect high-qualityproducts, services and unique experiences 

31 Increasing popularity of second homes and retirement resorts in warm climates 

3 

3 

3 

3 

3 

3 
3 

]?fanning 
2 Marketing and promotion should relay information about what to expect when in Oliver 

3 Oliver's small tax base does not allow for significant local improvements 
4 Lack of local services and amenities results in economic leakage to neighbouring towns 
5 The seasonal nature of tourism poses challenges for businesses, and deters investment 

6 Increased stress on Oliver's water supply is expected 
7 Increased tourist traffic will result in increased air, surf ace, and ground water pollution 
8 Overcrowding will result in deterioration of amenities 

~me Industry 
The wine industry in the Oliver (and south Okanagan area) has a rich history 39 

40 
41 

42 

The area must continue to strive for the production of high-quality wines (suitable varietals, VQA) 
Potential loss of credibility and reputation from production of low-quality wines 
Oliver area wines should be broadly available to promote the region and encourage travel to the area 

43 Over-commercialization of wineries may influence the desirability of Oliver as a destination in the long-term 

44 Global warming may influence long-term suitability of land for grape-growing 
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Appendix D: Travel Activities and Motivation Survey: 
Lifecycle Stage and Lifespan Demographic Segments 
{http://www.tourism.gov .on.ca/ english/ tourdiv / tams/ pdf / tech-app.pdf) 

Household Lifecycle Stages 
The Household Lif ecycle Stage variable has been constructed taking the following variables into 
consideration: The age of the respondent; the age of all children under 21 living in the household 
and the marital status of the respondent. There are eight lif ecycle stages identified in this variable: 

Young Singles: Not married or living common law; No children (of respondent) under 21 living in 
the home; Age between 18 and 35 

Young OJuples: Married or living common law; No children ( of respondent) under 21 living in 
the home; Age between 18 and 35 

Young Families: At least one child ( of respondent) under 13 living in the home; No restrictions 
for age or marital status 

Mature Families: At least one child (of respondent) under 21 living in the home; No children 
under 13 living in the home; No restrictions for age or marital status 

Mature OJuples: Married or living common law; No children ( of respondent) under 21 living in 
the home; Age between 36 and 65 

Mature Singles: Not married or living common law; No children ( of respondent) under 21 
living in the home; Age between 36 and 65 

Senior OJuples: Married or living common law; No children (of respondent) under 21 living in 
the home; Age 66 and older 

Senior Singles: Not married or living common law; No children ( of respondent) under 21 living 
in the home; Age 66 and older 

Lifespan Demographic Segments 
Throughout this report the TAMS data will be examined using a market segmentation known as the 
Lifespan Demographic Segments. This scheme identifies various demographic sectors in the market 
with common vacation patterns and interests. The Lifespan Demographic Segmentation scheme is 
an anchored segmentation where the data has been aggregated by lif ecycle stage, education level and 
household income. Households may be assigned to any given segment with information about the 
household lifecycle stage, the respondent's education and household income. As such, this scheme 
is a powerful tool to identify strategic segments. 
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Youth Segments 

Affluent Young Singles 
• 5.9 % of market; 6.5 % of Canadian market; 5.8 % of U.S. market 
• Lifecycle Stages: 100 % young singles; 64.0 % of respondents male 
• Average Age: 25.3 years; Age Range: 54.5 % 18 to 25; 45.5 % 26 to 35 
• Education: 67.7 % university or college educated; 9 .7 % with advanced degrees ( e.g., 

masters) 
• Average household income: $72,000; Income Categories: 68.7 % $40K to $SOK; 31.3 % 

$SOK Plus 

Affluent Young GJuples 
• 2.7 % of market; 3.9 % of Canadian market; 2.6 % of U.S. market 
• Lifecycle Stages: 100 % young couples; 42.8 % of respondents male 
• Average Age: 28.9 years; Age Range: 18.8 % 18 to 25; 81.2 % 26 to 35 
• Education: 100 % university or college educated; 17.8 % with advanced degrees (e.g., 

masters) 
• Average household income: $74,400; Income Categories: 66.2 % $40K to $SOK; 33.8 % 

$80K Plus 

Mainstream Youth Market 
• 11.8 % of market; 13.2 % of Canadian market; 11.6 % of U.S. market 
• Lifecycle Stages: 73 % young singles; 27 % young couples; 56.9 % of respondents male 
• Average Age: 25.0 years; Age Range: 57.4 % 18 to 25; 42.6 % 26 to 35 
• Education Level: 53 % university/ college educated; 4.5 % with advanced degrees (e.g., 

masters) 
• Average household income: $24,600; Categories: 93.3 % less than $40K; 6.8 % $40K to 

$80K 

The three youth segments represent 20.3 % of the total market. Two of these are classified as 
Affluent Segments because of their household incomes and/ or level of education. These 
households are all under 35, do not have children and are single or married couples. 

Family Segments 

Affluent Families 
• 6.6 % of market; 5.8 % of Canadian market; 6.7 % of U.S. market 
• Lifecycle Stages: 69.9 % young families; 26.4 % mature families; 50 % of respondents male 
• Average Age: 41.2 years; Age Range: 23.9 % under 35; 46.8 % 36 to 45; 29.3 % 46 and older 
• Education: 100.0 % university or college educated; 29.1 % with advanced degrees (e.g., 

masters) 
• Average household income: $107,400; Income Categories: 2.3 % $40K to $80K; 97.7 % 

$80K plus 
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Mainstream Young Families 
• 23.0 % of market; 20.1 % of Canadian market; 23.4 % of U.S. market 
• Lifecycle Stages: 100 % families with children 12 or younger; 42.9 % of respondents male 
• Average Age: 35.3 years; Age Range: 52.8 % under 35; 37.1 % 36 to 45; 10.1 % 46 and older 
• Education: 50 % university or college educated; 5.5 % with advanced degrees (e.g., masters) 
• Average household income: $42,800; Income Categories: 49.0 % less than $40K; 51.0 % 

$40K plus 

Mainstream Mature Families 
6.6 % of market; 8.1 % of Canadian market; 6.4 % of U.S. market • 

• Lifecycle Stages: 100 % families with children between 13 and 21; 45.1 % of respondents 
male 

• 

• 
Average Age: 45.3 years; Age Range: 7.8 % under 35; 47.6 % 36 to 45; 44.6 % 46 and older 
Education Level: 47 % university/ college educated; 5.5 % with advanced degrees (e.g., 
masters) 

• Average household income: $48,200; Income Categories: 37.9 % less than $40K; 62.1 % 
$40K plus 

The three family segments represent 36.2 % of the total market. One of these is classified as an 
affluent segment because of its household incomes and/ or level of education. All of these 
households have children under 21 and are primarily married. The Mainstream Young Families have 
at least one child 12 or younger while the Mainstream Mature Families have children between the 
ages of 13 and 21 (but no children 12 and under). 

Mature Segments 

Affluent Mature Singles 
• 5.1 % of market; 2.4 % of Canadian market; 5.4 % of U.S. market 
• Lifecycle Stages: 100 % mature singles (36 to 65); 58.1 % of respondents male 
• Average Age: 48.5 years; Age Range: 40.2 % 36 to 45; 37.6 % 46 to 55; 22.2 % 56 to 65 
• Education: 100 % university or college educated; 26.5 % with advanced degrees (e.g., 

masters) 
• Average household income: $71,000; Income Categories: 72.8 % $40K to $80K; 27.2 % 

$80K plus 

Mainstream Mature GJuples 
• 12.8 % of market; 18.0 % of Canadian market; 12.3 % of U.S. market 
• Lifecycle Stages: 100 % mature couples (36 to 65); 52.1 % of respondents male 
• Average Age: 52.1 years; Age Range: 23.4 % 36 to 45; 38.4 % 46 to 55; 38.2 % 56 to 65 
• Education: 48 % university or college educated; 6.0 % with advanced degrees (e.g., masters) 
• Average household income: $49,600; Income Categories: 34.1 % less than $40K; 59.8 % 

$40K plus 

Mainstream Mature Singles 
• 8.6 % of market; 6.8 % of Canadian market; 8.9 % of U.S. market 
• Lifecycle Stages: 73 % mature singles (36 to 65); 58.1 % of respondents male 
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• Average Age: 50.2 years; Age Range: 35.0 % 36 to 45; 34.0 % 46 to 55; 31.1 % 56 to 65 
• Education Level: 42 % university/ college educated; 3.9 % with advanced degrees (e.g., 

masters) 
• Average household income: $28,800; Income Categories: 84.0 % less than $40K; 16.0 % 

$40K plus 

The three mature segments represent 30.4 % of the total market. One of these is classified as an 
affluent segment because of its household incomes and/ or level of education. These households are 
all between 36 and 64 and do not have children. (Note: 3.8 % of the mature market has been 
classified with seniors in the Affluent Mature & Senior O:mples). 

Mature/Seniors Segments 

Affluent Mature and Senior OJuples 
• 4.5 % of market; 3.5 % of Canadian market; 4.7 % of U.S. market 
• Lifecycle Stages:85 % mature couples (35 - 65); 15 % senior couples (66 plus); 54.6 % male 
• Average Age: 54.5 years; Age Range: 21.0 % 36 to 45; 37.3 % 46 to 55; 41.7 % 56 plus 
• Education: 100 % university or college educated; 30.8 % with advanced degrees (e.g., 

masters) 
• Average household income: $108,600; Income Categories: 100 % $80K plus 

Mainstream Senior OJuples 
• 5.0 % of market; 6.5 % of Canadian market; 4.8 % of U.S. market 
• Lifecycle Stages: 100 % senior couples (66 plus); 56.1 % of respondents male 
• Average Age: 72.7 years; Age Range: 100 % 66 plus 
• Education: 42.4 % university or college educated; 5.8 % with advanced degrees (e.g., 

masters) 
• Average household income: $37,900; Income Categories: 57.4 % Less than $40K; 42.6 % 

$40K plus 

Affluent and Mainstream Senior Singles 
• 7.3 % of market; 5.1 % of Canadian market; 7.5 % of U.S. market 
• Lifecycle Stages: 100 % senior singles; 35.6 % of respondents male 
• Average Age: 7 4.9 years ; Age Range: 100 % 66 plus 
• Education Level: 43 % university/ college educated; 8.0 % with advanced degrees (e.g., 

masters) 
• Average household income: $28,600; Income Categories: 78.7 % Less than $40K; 21.3 % 

$40K plus 

The three mature/ senior segments represent 16.8 % of the total market. One of these segments is 
classified as an affluent segment because of its household incomes and/ or level of education. The 
Affluent Mature and Senior O:mples are primarily (85 %) from the mature market while the 
Mainstream Senior Couples and Senior Singles are all over 66 years old. 
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