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Phase  I  Highlights 

Phase  I  of  the  Northern  Alberta  Product  Needs  Study  was  a  qualitative  investigation  of  the  needs  and 

perceptions  of  the  current  and  potential  tourism  market  for  the  region  north  of  Highway  1 6.  The 
purpose  of  the  study  was  to  investigate  whether  the  role  played  by  tourism  infrastructure  and  built 

attractions  is  of  sufficient  importance  in  encouraging  discretionary  visitation  to  merit  further  investment 
in  the  region. 

The  findings  from  the  focus  groups  indicated  that  the  market  for  a  northern  experience  regarded 
outdoor  activities  and  attractions  as  the  major  motivators  for  visiting  a  destination.  Interest  was  highest 
in  natural  attractions  such  as  scenic  locations  for  camping,  lakes  for  fishing,  rivers  for  canoeing,  trails  for 
hiking,  biking,  quadding,  horseback  riding  etc.  Of  secondary  importance  were  facilities  offering  a  cultural 
experience.  These  appeared  to  be  regarded  as  complementary  attractions  once  at  a  destination,  and 
were  sometimes  viewed  as  exciting  discoveries,  but  were  rarely  destination  motivators  in  themselves. 

The  market  was  also  characterized  by  a  need  for  solitude  and  isolation  and  typically  chose  outdoor 
destinations  and  accommodations  which  would  offer  a  feeling  of  privacy  and  seclusion. 

To  the  extent  that  these  requirements  are  or  could  be  met  in  Northern  Alberta,  the  region  should  be 
an  attractive  destination.  However,  there  appeared  to  be  major  awareness  and  perceptual  barriers  to 
luring  the  potential  market  or  increasing  use  in  the  current  market.  These  included  varying  definitions  of 
what  area  is  covered  by  Northern  Alberta  and  a  lack  of  awareness  of  destinations,  the  attractions  and 
activities  they  offer  and  what  can  be  seen  and  done  along  the  way  to  the  destination.  Certain  features 
of  the  region  also  appeared  to  present  an  important  barrier  to  its  consideration  as  a  destination.  One 
barrier  was  the  perception  of  vast  distances  and  sparse  habitation,  which,  together  with  the  lack  of 
knowledge  of  the  region,  suggested  that  was  inaccessible  and  offered  boring,  dull,  barren,  nothingness. 
Other  major  barriers  were  the  perception  of  cold,  plentiful  mosquitos,  blackflies  and  bugs  and 
environmental  destruction  through  forestry  activity. 

In  contrast,  positive  images  included  the  presence  of  vast  forests,  big  lakes  and  large  rivers,  fishing, 
wildlife/birds  and  camping  opportunities.  However,  these  features  were  also  perceived  to  be  offered  in 
the  competitive  areas  of  Northern  B.C.  and/or  Northern  Saskatchewan,  though  there  were  differences 
in  the  experiences  to  be  had  in  each  province. 

Since  lack  of  knowledge  was  a  major  problem,  participants  were  reluctant  to  suggest  what  further 
product  development  was  needed.  What  was  clear  was  that  product  needs  centered  primarily  around 
campgrounds,  which  were  the  preferred  form  of  accommodation  and  were  regarded  as  a  destination 
themselves;  also  the  natural  (and  to  a  lesser  degree  cultural)  activities  and  attractions  in  the  region,  and 
the  local  community,  which  was  regarded  as  the  supply  base  for  gas,  groceries  and  propane. 

There  were  indications  that  at  least  two  distinct  market  segments  could  be  found  in  the  camping 

market:  family  camping  with  resort-type  features  and  amenities  (e.g.,  playground,  swimming  pool, 
laundry  facilities,  concession  or  shopping  nearby,  trails  and  other  facilities  to  keep  children  entertained) 
and  younger  or  empty  nest  adult  couples/groups  requiring  a  range  from  primitive  to  limited  facilities. 
Their  priorities  were  for  a  scenic  location,  privacy,  quiet,  outdoor  activities,  clean  washrooms  with 
warm  showers  and  a  well-maintained  campsite. 
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Alberta  is  not  thought  to  serve  the  needs  of  the  first  group  well  at  all.  Northern  Alberta  may  also  be 
deficient  in  meeting  the  needs  of  the  second  group.  Prevalent  perceptions  suggested  that  more 
modern  facilities  and  amenities  were  required,  including  upgraded  bathroom  facilities  and  cleanliness, 
better  patrolled  sites,  and  a  greater  variety  of  things  to  do  at  the  destination. 

Due  both  to  high  interest  in  camping  and  apparently  limited  funds,  there  was  no  spontaneous  demand 
for  fixed  roof  accommodation  of  any  type.  This  was  not  to  say  that  the  market  did  not  use  such 
accommodation,  but  that  in  the  context  of  their  preferred  outdoor  trips,  such  accommodation  was 
rarely  mentioned.  When  specifically  discussed,  there  was  some  interest  in  cabin  development  which 
offered  the  same  advantages  as  camping,  plus  an  additional  level  of  convenience. 

What  did  capture  the  imagination  of  the  groups  was  the  concept  of  an  adventure  lodge.  However,  the 

real  attraction  was  the  idea  of  having  one-day  trail/waterway  linkages  between  sites,  or  from  the  main 
site,  rather  than  the  lodge  itself.  In  fact,  camping  and  cabin  accommodation  were  at  least  as  frequently 
preferred  for  the  concept,  if  not  more  so.  The  response  to  the  concept  taps  into  the  real  motivation  for 
this  market,  namely  the  activities  they  go  to  pursue  at  a  destination. 

This  type  of  development  was  most  frequently  favored  for  the  scenic  region  around  Grande  Cache, 
supporting  the  other  major  motivator  identified,  that  of  the  natural  attractions  at  a  destination. 
However,  it  was  clearly  adaptable  to  each  of  the  regions  discussed,  including  Lesser  Slave  Lake, 

Lakeland,  the  Edson  -  Hinton  region  and  Kalyna  Country,  east  of  Edmonton. 

Strengths  and  weaknesses  of  each  of  the  regions  as  a  place  to  visit  were  identified,  and  these  too 
centered  primarily  around  the  natural  environment  and  what  it  had  to  offer.  Comments  about  built 
product  generally  related  to  the  quality  of  local  camping  facilities,  the  services  available  at  nearby 
communities  and  events  or  cultural  facilities  in  the  region.  The  Lakeland  area  was  most  strongly 
associated  with  lakes  and  fishing.  Lesser  Slave  Lake  was  most  impressive  for  its  size,  beach,  fishing  and 

First  Nations  community.  The  Edson  -  Hinton  region  was  best  liked  for  the  area  south  of  Highway  1 6 
(Cadomin  and  Coal  Branch  region).  The  image  of  the  anchor  communities,  Edson  and  Hinton,  was 
negatively  affected  by  the  presence  of  extraction  industries,  as  was  that  of  Grande  Cache.  Grande 
Cache,  though  perceived  as  the  most  scenic  region  of  the  five  discussed,  was  thought  by  some  to  be 
difficult  to  access.  Kalyna  Country  had  a  very  different  image  to  all  the  other  areas,  being  predominantly 

influenced  by  its  sparser  vegetation  (prairie,  less  scenic,  windy)  and  its  location  in  Ukrainian  country  -  a 
primarily  cultural  attraction.  This  made  it  a  less  desirable  place  to  visit  and  probably  not  an  overnight 
destination  for  the  northern  market  which  was  under  study  in  this  project. 

Overall,  the  results  of  Phase  I  suggest  that  Northern  Alberta  would  benefit  firstly  from  a  better  defined 
image  and  greater  knowledge  of  what  is  currently  offered,  and  secondly  from  upgraded,  but  not  luxury, 
camping  and  service  facilities.  To  the  extent  that  awareness  and  knowledge  is  not  the  issue,  but  lack  of 
things  to  do  is,  new  development  may  need  to  be  focused  on  new  outdoor  activity  options,  an 
increased  variety  of  activities  and  more  to  do  between  destinations.  Better  and  more  widespread 
promotion  is  a  key  concern  which  intrudes  into  product  development  through  the  vital  component  of 
roadside  signage. 

Since  this  study  was  entirely  qualitatively  based,  it  is  strongly  recommended  that  any  major  Northern 
development  initiatives  be  preceded  by  a  quantitative  investigation  of  likely  market  demand, 
requirements  and  reactions. 
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1.  Introduction 

Alberta  Economic  Development  and  Tourism  assists  the  Northern  Mayors  in  developing  and 
enhancing  products  in  their  jurisdictions  to  meet  the  need  of  visitors  to  the  region.  While  the 
Mayors  have  a  tourism  strategy,  and  the  Department  has  a  workplan  to  assist  them,  the  voice 

of  the  consumer  has  not  been  heard  in  a  systematic  way  which  would  provide  the  confidence 
needed  to  pursue  new  development  ventures. 

A  series  of  Tourism  Destination  Area  Studies  inventorying  product  and  outlining  opportunities  in 
the  then  existing  tourism  zones  was  conducted  in  the  North  a  decade  ago,  followed  by  various 
more  recent  ad  hoc  projects  which  have  investigated  particular  regional,  accommodation  and  niche 
opportunities  for  the  North,  particularly: 

■  Tourism  destination  resort  plans  for  Lakeland,  Lesser  Slave  Lake,  Cold  Lake  (centered 
around  Fort  George/Buckingham  House  as  the  generator)  and  Peace  River  (centered 
around  Historic  Dunvegan  as  the  generator); 

■  Accommodation  facilities  including,  a  system  of  adventure  lodges,  cabin  development, 
rustic  lake-based  accommodation  and  private  campgrounds;  and 

■  Eco-tourism. 

In  addition,  Community  Tourism  Action  Plans  prepared  by  Northern  communities  identified  the 
perspectives  of  local  suppliers  as  to  what  might  be  needed  in  their  areas.  Together,  these 
documents  provide  a  background  on  Northern  assets  and  development  opportunities. 

Two  other  studies,  the  Non-resident  ( 1 990)  and  Resident  ( 1 99 1 )  Travel  Surveys,  provide 
complementary  information  in  the  form  of  more  recent  (but  not  current)  demographic  and 
behavioural  data  about  visitors  to  the  region.  These  surveys  showed  that,  based  on  overnight 
visitors,  the  largest  markets  for  the  region  were  other  Northern  residents,  Edmonton,  Calgary  and 
British  Columbia  (see  table  overleaf). 
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Origin  of  Visitors  to  Alberta's  North  j 

 1  1 
ight  Visitors  Total  Expenditures1 Overnight  Visitors 

Total  Expenditures1 
Thousands % $  millions  % 

Origin 
Northern  Zones 

8982 

26.8 
n/a 

n/a 

Edmonton 
1,210 36.1 

164.4 25.9 

Calgary 215 

6.4 
34.2 5.4 

Other  Alberta 

5583 

16.7 n/a  n/a 

TOTAL  ALBERTA 
2,881 

86.0 540.9 85.3 

British  Columbia 194 
5.8 

n/a 
n/a 

Saskatchewan 86 
2.6 n/a n/a 

Other  Canada 
i  

95 2.8 
n/a n/a 

USA 72 2.1 
n/a n/a 

Overseas 
23 

0.7 

n/a n/a 

TOTAL  NON-RESIDENTS 
470 14.0 93.3 14.7 

TOTAL  VISITORS 
3,351 

100.0 634.2 
100.0 

Published  data  includes  expenditures  for  all  visits,  same  day  and  overnight. 

2  As  the  published  information  was  incomplete,  the  number  is  larger  than  this,  but  something  less  than  1 ,456,000. 
Includes  some  travel  by  Northerners  in  Northern  Zones 

n/a         Not  available 

In  addition,  5 1 6,000  trips  by  Albertans  (an  estimated  443,000  overnight  trips)  were  "lost"  to 
Northern  Saskatchewan  as  the  main  destination.  However,  the  proportion  that  was  for 
pleasure/vacation  might  be  quite  low  since  76%  of  overnight  trips  by  Albertans  to  this  province 
were  for  VFR  purposes.  Some  of  these  visits  would  have  necessitated  travel  through  Northern 
Alberta,  but  not  necessarily  an  overnight  stay.  VFR  was  also  a  more  frequent  reason  for  overnight 

travel  to  Northern  Alberta  than  for  all  travel  in  the  province,  both  by  residents  and  (especially)  non- 
residents. 
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Objectives 

The  classic  chicken  or  egg  question  comes  to  mind  when  reviewing  these  travel  motivations.  Why 
do  people  not  travel  more  for  pleasure  to  Northern  Alberta?  Is  there  a  lack  of  necessary 
development,  which,  if  it  were  in  place,  would  generate  more  trips  or  longer  stays?  Are  the  reasons 
rooted  in  such  marketing  tasks  as  awareness,  knowledge  or  image?  Or  is  it  simply  a  function  of 
travel  time/distance? 

In  Phase  I,  this  study  was  intended  to  identify  which  of  these  possible  answers,  or  any  others,  play  a 
role,  while  Phase  II  will  quantify  the  extent  to  which  such  barriers  influence  behaviour.  For  the 
purposes  of  this  study  the  key  question  was  whether  the  role  of  tourism  infrastructure 
and  built  attractions  in  Northern  Alberta  is  sufficiently  large  to  merit  investment. 

Thus  the  Phase  I  objectives  were: 

1 .  To  investigate  the  role  of  tourism  services,  amenities,  activities  and  attractions  as  a 
motivator,  barrier  or  facilitator  of  discretionary  travel  in  Northern  Alberta. 

2.  To  explore  specific  product  needs: 

■  Identify  product  gaps  and  what  products  might  be  improved; 

■  Examine  the  perceived  value  which  specific  new  products  might  add  to  the 
destination;  and 

■  Investigate  whether  the  satisfaction  of  product  needs  would  be  likely  to  change 
existing  travel  patterns  and  increase  demand  (e.g.,  encourage  new  visitors,  draw 
business  currently  flowing  to  other  Northern  destinations,  result  in  more  frequent 
visits,  extended  stays  or  greater  expenditures). 

3.  To  identify  the  locations  where  development  is  likely  to  prove  most  beneficial. 

The  Study  Area 

For  the  purposes  of  the  qualitative  investigation  conducted  in  Phase  I,  the  study  area  was  loosely 
defined  as  everything  North  of  Highway  1 6  (The  Yellowhead  Highway),  in  Northern  Alberta, 
Northern  Saskatchewan  and  Northern  B.C. 

Research  Approach  and  Design 

Three  different  target  groups  were  identified:  (i)  current  visitors,  (ii)  those  going  to  competing 

destinations  (Northern  Saskatchewan  and  Northern  B.C.),  and  (iii)  non-visitors. 

Based  on  the  data  presented  earlier,  the  research  was  concentrated  in  the  two  key  Northern 
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markets,  that  is,  among  residents  of  Alberta's  North  and  Edmonton  residents  who,  together, 
accounted  for  approximately  two-thirds  of  all  overnight  visitors  to  the  region. 

Phase  I  was  designed  to  explore  the  subject  with  past  and  potential  visitors.  Focus  groups  provided 
the  advantage  of  allowing  participants  to  express  themselves  freely,  in  a  relatively  unstructured 
situation,  and  to  exchange  opinions  with  others  who  were  like  or  unlike  themselves.  In  this  way,  a 
full  range  of  motivations,  perceptions,  attitudes,  values,  opinions,  beliefs  and  experiences  were 
identified  very  quickly.  However,  the  flexibility  and  spontaneity  inherent  in  focus  groups  precluded 
the  scientific  quantification  possible  in  structured  attitude  and  opinion  surveys  of  large  samples  of 
individuals.  Thus  the  findings  in  this  report  must  be  regarded  as  preliminary  hypotheses,  subject  to 
testing  and  verification  through  more  rigorous  survey  research. 

The  Interview  Guide  used  to  stimulate  discussion  in  the  focus  groups  is  appended.  A  brief 

questionnaire  was  used  during  one  task  to  allowed  participants  to  record  their  personal,  top-of- 
mind  impressions,  and  this  is  also  appended. 

The  findings  from  the  focus  groups  are  reported  in  this  document  with  the  expectation  that  the 
results  will  be  used  to  prepare  a  survey  in  Phase  II  to  test  ideas  arising  from  the  discussions,  to 
measure  how  many  people  feel  a  particular  way  and  how  many  believe  they  would  be  influenced 
by  particular  types  of  development.  We  do  not  recommend  that  development  decisions  be  made 
on  the  basis  of  qualitative  research  alone. 

Methodology 

Five  focus  groups  were  conducted,  three  in  Edmonton  and  two  in  the  Northern  location  of 
Barrhead.  Barrhead  was  chosen  for  its  reasonable  population  base  and,  particularly,  its  central 
location.  As  statistics  from  the  1 99 1  Resident  Travel  Survey  suggested  that  people  were  most  likely 
to  travel  in  their  own  and  immediately  adjacent  tourism  zones,  it  appeared  that  Midnight  Twilight 

Zone  residents  were  likely  to  have  the  most  diverse  experience  travelling  in  Northern  Alberta  — 
and  thus  would  be  able  to  comment  on  both  the  Eastern  and  Western  parts  of  the  region. 

The  focus  groups  were  distributed  as  follows: 

1. Edmonton N.  AB  Non-visitors 
Age  40+ 2. Edmonton N.  AB  Non-visitors 
Age  18-39 3. Edmonton N.  AB  Visitors 
Age  18+ 4. Barrhead N.  AB  Visitors 
Age  40+ 5. Barrhead N.  AB  Visitors 

Age  18-39 

Twelve  people  were  recruited  by  referral  for  each  focus  group,  and  between  9  and  I  I  actually 

participated.  None  had  ever  attended  a  focus  group  before.  All  discussions  were  audio-taped. 
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Attendees  at  the  Barrhead  focus  groups  included  Barrhead  urban  and  rural  (farm  and  acreage) 
residents  as  well  as  some  from  Tiger  Lily,  Ft.  Assiniboine,  Westlock  and  Mayerthorpe. 

Visitors  were  defined  as  those  who  had  taken  a  I  +  night  pleasure  or  vacation  trip  in  the  past  two 
or  three  years  to  Northern  Alberta  (at  least  8  per  group),  Northern  Saskatchewan  or  Northern 
B.C.  (at  least  3  per  group).  In  addition,  commercial  accommodation  was  used  on  at  least  one  such 
trip  (i.e.,  not  the  home/cottage  of  a  friend  or  relative)  and  the  main  purpose  of  at  least  one  trip  was 
something  other  than  to  visit  friends  and  relatives. 

Non-visitors  were  people  who  had  taken  a  I  +  night  pleasure  or  vacation  trip  in  the  past  two  or 
three  years,  but  not  to  Northern  Alberta,  though  at  least  3  in  each  group  had  visited  Northern 
Saskatchewan  or  Northern  B.C.  To  qualify,  these  travellers  had  to  have  participated  in  three  or 
more  of  the  types  of  activities  available  in  Northern  Alberta  and  be  interested  in  a  trip  involving 
outdoorAouring/cultural  activities  in  the  near  future  as  well.  These  activities  were  defined  as: 

Camping  or  hiking 
Bird  watching,  nature  walks  or  wildlife  viewing 
Fishing,  boating  or  other  lake  activities 
Canoeing,  jetboating,  rafting  or  other  river  based  activities 
Trail  riding  or  hunting 
Skidooing,  skiing  or  other  winter  activities 
Golf,  tennis  or  other  sports 
Viewing  interesting  countryside  or  landscapes 
Visiting  small  towns  and  villages 
Attending  community  festivals  and  events 
Visiting  museums  or  historical  sites 
Native  or  ethnic  culture  and  history 

The  screener  used  for  recruiting  is  appended. 
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2.  Research  Findings 

Consistent  with  the  format  and  flow  of  a  qualitative  research  investigation,  the  issue  of 

product  development  needs  in  Northern  Alberta  was,  for  the  most  part,  dealt  with 
indirectly.  Respondents  discussed  experiences,  what  they  looked  for  on  a  vacation  or  short 
pleasure  trip,  their  reasons  for  choosing  the  destinations  they  visited  etc.,  and  from  the 

information  put  forward,  preliminary  conclusions  were  drawn  about  the  role  of  tourism-related 
products. 

For  the  purposes  of  this  report,  tourism  product  was  viewed  as  including  both  natural  and 
built/man-made  features,  and  could  be  an  attractor  or  a  deterrent.  It  covered  services,  amenities, 
activities  and  attractions  in  the  broadest  sense. 

The  Current  and  Potential  Northern  Alberta  Markets  Are 

Primarily  Young  and  Middle-Aged  Adults,  Middle-Class, 

Active  Outdoor  People 

Age 

There  were  some  striking  differences  between  participants  in  these  focus  groups  and  those 

attending  an  "average"  group  in  the  same  age  category.  As  with  all  observations  which  follow,  these 
require  verification  in  a  quantitative  setting,  since  both  the  screening  questions  employed  and  the 
referral  process  had  the  potential  to  influence  who  was  invited  to  attend. 

The  first  notable  difference  was  that  there  were  few  participants  of  retirement  age,  and  that  most  of 
those  who  were  retired  were  under  65  years  old.  Discussion  with  recruiters  verified  that  they  had 

immense  difficulty  in  identifying  older  people  who  travelled  to  Northern  Alberta  for  non-VFR 
purposes  or  who  participated  in  more  than  two  of  the  types  of  activities  that  can  be  enjoyed  in  the 
region.  This  raises  important  questions  about  the  real  size  of  the  discretionary  seniors  market  for 
Northern  Alberta. 

The  second  notable  difference  occurred  in  the  younger  Edmonton  non-visitor  group,  where  most 
participants  were  aged  1 8  -  34  —  the  group  often  labelled  as  Generation  X.  Their  comments  about 
what  they  look  for  and  enjoy  on  a  pleasure  trip  emphasized  two  values  not  found  to  the  same 
extent  in  the  other  groups: 

■  getting  away  from  day  to  day  expectations  and  pressure  and  relaxing  ("/  like  going 
anywhere  you  turn  life  off',  "the  best  part  is  just  being  me  -  you  do  what  you  want,  just 
turn  off  real  life",  "the  highlight  was  being  in  a  different  country  and  not  having  a  care  in  the 
world  -  go  when  you  want,  where  you  want  and  how  you  want");  and 

■  the  particular  enjoyment  derived  from  the  people  with  or  around  one  ("It  was  really 
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enjoyable  mostly  because  of  the  company  we  went  with",  "the  big  part  is  the  camaraderie  - 

just  hanging  out"). 

Social  Standing 

Participants  in  the  focus  groups  covered  a  wide  range  of  socio-economic  levels,  from  blue  collar  to 
professional.  However,  in  manner  and  appearance,  as  well  as  occupation,  the  major  concentration 

appeared  to  lie  with  white-collar  workers  —  self-employed  small  business  owners  and  managers, 
sales  and  clerical  positions. 

Interests  and  Activities 

Almost  without  exception,  focus  group  participants  were  devoted  to  the  outdoors,  following  a  wide 
variety  of  outdoor  pursuits  and  sports.  They  enjoyed  travelling  and  participated  regularly  in  such 
activities  as  camping,  hiking,  climbing,  skiing,  fishing,  hunting,  boating,  canoeing,  quadding,  biking, 
riding  horses  and  flying. 

The  sports  activities  they  mentioned  included  hockey,  golf,  water  sports,  softball,  volleyball, 
basketball,  rugby,  running,  martial  arts,  yoga,  bowling  and  curling. 

Though  physically  active  and  busy  people,  they  made  time  for  and  valued  the  time  spent  with  their 

families  —  their  children  and  grandchildren  —  and  much  of  their  travel  appeared  to  be  with  their 
immediate  families.  Most  of  their  other  interests  were  also  home-based,  including  reading,  cooking, 
gardening,  doing  crafts,  puzzles,  woodwork,  fixing  old  cars. 

Significant  by  their  absence,  or  the  infrequency  with  which  they  were  mentioned,  were  cultural 

interests,  community-based  activities  and  volunteering,  and  personal  development. 

Outdoor  and  Warm  Weather  Destinations  Predominated 

Numerous  stories  about  destinations  were  told  during  the  focus  groups  and  others  were 
mentioned  as  places  that  had  been  visited  or  which  participants  might  like  to  visit.  Review  suggested 
that  they  encompassed  primarily  (i)  reasonably  accessible  outdoor  locations,  (ii)  more  distant, 
unusual  and  rugged  adventure  spots  and  (iii)  warm  weather  destinations.  While  there  were 

mentions  of  cities  —  Edmonton  to  see  a  show  or  a  hockey  game  (from  the  Barrhead  groups),  and 
Las  Vegas  for  the  excitement  and  totally  different  environment  -  such  destinations  were  rarely 
brought  up. 

Accessible  outdoor  locations  included  lakes  in  Northern  Alberta  (Whitney,  Laurier,  Calling,  Rock 
Island,  Carson,  Lesser  Slave  Lakes  etc.),  less  frequented  scenic  sites  along  the  Forestry  Trunk  Road 
or  in  the  David  Thompson  region  (Cadomin,  Robb,  Nordegg,  Ram  Falls,  Sundre),  places  where 
one  could  quad  or  bike  (e.g.,  Sand  Hills),  and  destinations  along  the  Yellowhead  Highway  in 
Northern  B.C.  (Prince  George,  Terrace,  Kitimat,  Kitwanga).  Other  destinations  in  B.C.  included 
the  Okanagan  and  Vancouver  Island,  and  in  Alberta,  Drumheller  and  the  National  Parks  (more 
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often  Jasper  than  Banff).  What  was  most  striking  about  the  destinations  was  how  many  were  "off 
the  beaten  track",  and  this  was  by  design:  "I  don't  like  touristy  places.  We  go  where  everybody  else 
isn't  and  have  a  unique  experience",  "not  too  touristy  - 1  avoid  Banff  at  all  costs  these  days,  just  too 
many  people".  Visits  to  B.C.  and  Saskatchewan  were  mentioned  about  equally  in  the  Northern 
Alberta  visitor  and  non-visitor  groups,  but  Alberta  was  a  more  frequent  destination  in  the  visitor 
groups. 

Unusually  frequent  references  were  made  to  vacations  taken  in  the  Yukon  and  North  West 
Territories,  Alaska  and  on  the  west  coast  of  B.C.  (the  West  Coast  Trail  and  Queen  Charlotte 
islands),  which  were  often  highly  adventurous  in  nature.  To  this  group  could  be  added  the  very 
different  cultural  experiences  reported  by  visitors  to  the  Far  East  and  Africa.  These  respondents 

were  likely  to  seek  new  experiences,  by  way  of  destinations  or  activities  "/  like  to  see  territory  I 
haven't  been  before". 

Warm  weather  destinations  were  more  typical  tourist  haunts  such  as  Florida,  Hawaii,  Mexico  and 

the  Caribbean,  and  were  mentioned  by  both  Northern  Alberta  visitors  and  non-visitors. 

Nature-based  Activities  and  Natural  Attractions  Were  the 

Basis  of  a  Good  Travel  Experience 

The  two  themes  which  predominated  in  discussions  about  good  and  bad  pleasure  travel 
experiences,  and  which  were  also  prime  considerations  in  choosing  a  destination,  were  natural 
attractions  and  the  activities  enjoyed  at  a  destination. 

Natural  Attractions 

The  lure  of  nature  was  vital  to  enjoyment  in  all  focus  groups,  but  particularly  in  the  older  non-visitor 
group,  among  whom  activities  were  less  frequently  mentioned. 

What  types  of  natural  attractions  were  mentioned?  Scenic  splendor,  mountains,  water,  vegetation, 
wildlife  and  long  hours  of  daylight,  frequently  in  combination. 

Comments  on  the  scenery  ranged  from  "it  was  so  beautiful"  to  "the  scenery  is  the  big  thing,  more 
than  the  convenience  of  niceties,  the  luxuries  of  motels,  because  I  go  to  relax,  I'm  there  for  nature". 
Mountains  were  a  dramatic  scenic  feature:  "the  contrast  between  the  flatness  in  Yellowknife  and 

the  beautiful  huge  crest  out  of  nowhere  at  Wild  Bird  Bay". 

Water  in  any  form  was  appealing,  with  lakes  and  rivers  being  mentioned  most  often:  "water  is  a 
pre-requisite  for  a  good  time  -  lots  of  moving  water  and  big  water",  "my  best  experience  was 
Meadow  Lake  as  there  are  seven  or  eight  different  lakes  all  together",  "we  went  up  and  down  the 
Yellowhead  Highway  in  B.C.  -  there  were  beautiful  lakes,  especially  Lake  Tchesinkut,  with  clear 

water  -  you  can  see  40  foot  down  and  see  all  the  logs  on  the  bottom". 

The  vegetation  at  a  destination  was  mentioned  repeatedly  in  various  different  contexts.  Trees  and 

forests  were  a  major  attraction.  One  visitor  to  the  Queen  Charlotte  Islands  remarked  about:  "lots 
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of  old  growth  forest  with  huge  trees  that  I  had  never  seen  before"  while  others  found  their  practical 
function  as  a  windbreak  critical  to  enjoyment:  "If  a  lake  has  no  trees  it  will  get  windy  and  I  won't 

enjoy  myself  when  fighting  the  boat  all  day". 

Other  types  of  vegetation  were  notable  for  the  unique  contribution  they  made  to  the  travel 

experience.  They  included  specific  plants:  "the  landscape  was  dry,  there  were  wellwitcha  plants 
which  are  the  oldest  in  the  world,  the  area  [Swakop  River  Canyon  in  Namibia]  was  so 

incredible"  "there  are  ferns  under  the  balsam  trees  at  Carson  Lake  -  we  go  out  in  the  evening  and 
identify  the  species";  mushrooms:  "at  Kitwanga  we  had  a  great  time  hiking  and  looking  for  these 
wild  mushrooms";  flowers:  "there  were  beautiful  flowers  in  Alaska,  just  growing  wild";  and  the 
ambience  created  by  the  surrounding  vegetation:  "on  the  Nahani  River  we  came  across  a  natural 
hot  spring  in  the  middle  of  the  bush  with  thick  dark  green  foliage  all  around". 

Wildlife  viewing  for  these  travellers  was  rarely  something  they  set  out  to  do,  but  it  was  usually  a 
welcome  surprise  to  find  animals  in  their  natural  habitat.  Seeing  wildlife  was  a  particularly 

memorable  experience:  "when  visiting  my  property  west  of  Price  George  with  my  dad  we  saw  one 
of  the  biggest  bull  moose  I  have  ever  seen  and  he  was  so  excited  he  couldn't  get  the  camera  up  to 
take  a  picture  -  we  also  saw  bear,  elk,  everything,  cougar  tracks" ,  "we  saw  some  of  the  biggest 
black  bear  I  have  ever  seen  and  some  of  the  smallest  deer  -  they're  miniatures  [Queen  Charlotte 
Islands]".  Wildlife  can  also  provide  a  memorable  scare.  Two  respondents  described  incidents  with 
bear,  one  while  asleep  in  a  tent  (he  subsequently  bought  a  trailer  for  protection)  and  another  who 

came  across  a  bear  blocking  a  winding  mountain  trail  on  which  she  was  quadding,  "/  jammed  on 
brakes,  he  didn't  move  and  I'm  trying  to  find  reverse  [shaking]  and  it  seemed  like  hours". 

Long  daylight  hours  were  also  mentioned  as  a  reason  for  choosing  a  destination,  "I'd  like  to  go 
to  the  Yukon  to  see  the  sun  never  set"  and  a  memorable  feature  of  such  trips:  "/  took  a  trip  on  the 
Tatshenshini  River  with  nothing  but  mountains  and  glaciers  and  water  and  no  other  signs  of 

civilization,  and  to  listen  to  the  things  at  night,  and  daylight  to  midnight,  and  good  weather  -  it  was 

an  incredible  experience" 

Nature-Based  Activities 

Along  with  being  in  and  viewing  nature,  focus  group  participants  liked  to  participate  in  a  wide  variety 

of  nature-based  activities.  Chief  among  these  was  fishing,  though  this  sport  was  mentioned  as  a 
highlight  or  a  reason  for  destination  choice  almost  exclusively  by  northern  pleasure  visitors  and  may 

be  a  key  factor  distinguishing  visitors  from  non-visitors. 

Various  types  of  fishing  were  mentioned,  with  destination  choices  being  influenced  by  one's 
preference  for  challenging  fighting  trout,  tasty  walleye  or  fly-fishing.  Good  experiences  were  often 

described  as  catching  "big  fish"  for  which  one  needs  to  get  to  "really  untapped  lakes".  In  this 
context,  many  participants  spoke  of  the  "dream"  of  going  fly-in-fishing,  but  could  not  afford  to  do 
so.  Fly-in  fishing  lodges  were  perceived  to  be  patronized  primarily  by  Americans.  The  one 
respondent  who  had  been  fly-in-fishing  at  Grist  and  Winefred  Lakes  piloted  his  own  plane. 

Good  fishing  experiences  were  also  characterized  as  catching  many  fish:  "I  went  out  alone  at  Clear 
Lake  at  5:30  and  caught  fish  just  coming  out  of  my  ears,  just  trolling,  you  hook  one,  try  to  operate 

the  boat  and  rod  at  the  same  time,  getting  into  the  weeds  -  it  was  just  great" . 
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Backpacking,  hiking  and  walking,  boating,  houseboating,  ocean  kayaking,  zodiacs  and  Whitewater 

rafting,  waterskiing,  snorkeling  and  boogyboarding,  biking  and  quadding,  horseback  riding,  beach 
combing,  children  playing  on  a  beach  and  at  playgrounds,  golfing,  snowmobiling  and  skiing  were 
other  activities  mentioned  as  being  integral  to  good  experiences  or  to  destination  choice  in  this 
market. 

Enjoyment  of  high  energy  self-propelled  activities  like  backpacking/hiking,  biking  and  skiing  occurred 
more  often  among  younger  participants  and  was  enhanced  by  the  diversity  and  challenge  of  the 

trails  and  the  scenic  surroundings:  "/  did  lots  of  hiking  and  biking  in  Jasper  -  the  rental  bikes  were 
good  which  made  it  that  much  better  -  there  was  dirt,  up  and  down,  steep,  moderate,  trees,  roots, 

scenery,  wildlife  on  the  trails",  "the  West  Coast  Trail  was  72  kilometers  hiking,  up  and  down 
ladders,  gondolas  across  rivers,  beach  hiking". 

Some  water  based  activities  provided  a  challenging  new  experience  ... 

"We  went  to  Maui  and  snorkeled  for  the  first  time  and  boogy  boarded  for  the  first  time" 

"You're  looking  for  experiences  that  you  haven't  done  before  -  ocean  kayaking, 
Whitewater  rafting,  canoeing,  horseback  trips  - 1  have  aspirations  to  get  out  of  my  country 

some  time  but  I'm  having  so  much  fun,  particularly  in  B.C." 

while  others  were  recreational  and  relaxing  ... 

'We  sit  on  the  beach  and  water  ski,  hang  out  with  relatives,  get  away  from  everything 

[Laurier  Lake]" 

"We  could  sit  and  relax  on  the  beach  and  the  children  had  a  great  time  because  they  were 
right  on  the  shore  all  the  time  [Calling  Lake]". 

Solitude  and  Isolation  Were  Characteristic  Market  Needs 

Pleasure  trip  destinations  in  this  market  were  notable  for  being  somewhat  off  the  beaten  track. 

Participants  were  quite  vociferous  in  their  need  for  privacy  and  separation  from  the  "madding 
crowd".  This  did  not  mean  that  they  were  unsociable  -  far  from  it  --  but  that  their  enjoyment  was 
enhanced  by  feeling  alone  in  a  natural  setting. "  /  like  to  go  some  place  where  it  is  bone  quiet,  very 
peaceful,  not  very  populated",  "if  a  campsite  is  overcrowded  we  drive  by".  As  will  be  discussed 
later,  this  value  significantly  affects  accommodation  choice. 

Some  respondents  sought  and  were  thrilled  by  .real  isolation:"/  Wee  to  go  where  it's  remote,  take 
the  quad  back  in  the  bush  to  small  lakes  where  there  is  nobody",  "my  ultimate  WOW  experience 
was  being  totally  alone  in  nature,  without  other  people.  The  area  was  so  incredible  that  without 
thinking  of  what  I  was  doing,  I  took  off  all  my  clothes,  put  on  my  headphones  and  listened  to  the 

Jupiter  Suite.  I  felt  like  everything  was  just  right  -  this  is  how  it  is  supposed  to  be,  man  in  nature, 

with  the  music  adding  something" . 

For  the  most  part  the  destinations  which  participants  described  visiting,  and  which  they  enjoyed, 
strongly  supported  their  stated  need  for  seclusion. 
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Younger  people  particularly  emphasized  a  need  to  get  away  from  it  all:  ''just  get  away  -  the  phone's 
not  ringing,  leave  the  cell  behind",  "you  don't  want  to  read  the  newspaper  or  listen  to  the  news  or 
anything  else  -  no  phones  -  and  when  you  come  back  your  batteries  are  recharged  and  you  can 

deal  with  things  again". 

Culture  and  History  Was  Not  A  Major  Motivator 

Among  the  focus  group  participants,  virtually  no  one  stood  out  as  being  most  interested  in  visiting 

historic  sites  or  enjoying  a  cross-cultural  experience.  This  is  not  to  say  that  such  experiences  were 
rejected,  but  that  they  were  quite  secondary  to  the  draw  of  the  great  outdoors  -  and  for  some, 
there  was  no  interest  at  all. 

Much  of  the  enthusiasm  generated  occurred  where  the  individuals  felt  they  had  made  a  discovery, 

found  a  historical  site  by  accident  or  had  an  authentic  cultural  experience  —  as  one  respondent 

described  it,  this  was  part  of  the  "romance  of  the  north"  and,  as  another  put  it,  "it  should  stay  hard 
to  find,  that's  what  makes  it  special". 

The  good  experiences  cited  included  visiting  graveyards,  finding  trappers  cabins,  canoeing  along 
historical  routes  and  visiting  native  villages: 

"We  visited  a  number  ofHaida  villages  along  the  way  and  met  native  people  who  were 
much  different  from  the  mainland  Indians.  They  had  a  good  attitude,  confidence  and 
openness  and  were  obviously  proud  of  their  heritage.  We  learnt  a  bit  about  the  lifestyle 

they  live  and  saw  totem  poles,  the  real  ones,  not  the  ones  made  in  the  last  few  years" 

"It  was  serendipity  stumbling  on  something  I  really  enjoy.  At  a  campground  in  Battleford  we 
decided  to  walk  down  to  a  mass  grave  on  the  map  and  it  turned  out  to  be  related  to  the 
Riel  Rebellion,  so  it  was  very  historical.  There  was  such  a  feeling  of  historical  importance  to 

that  area" 

"I  quad  along  the  landing  trail  along  the  Athabasca  Rjver  and  there's  old  trappers  cabins. 
When  I  was  younger  I  liked  to  look  at  what  was  left  of  them  and  the  telegraph  lines  and  the 

odd  gravestone" 

Other  points  of  historical  interest  on  a  pleasure  trip  fell  into  two  categories:  exploring  old/ancient 
sites  and  historical  stories  in  foreign  countries  (e.g.,  Aztec  pyramids,  old  Spanish  churches  in 
Mexico,  how  slaves  were  bought  in  Florida,  the  Chilkoot  gold  rush  in  Skagway)  or  visiting  small 
local  museums/interpretive  centers  at  a  destination  or  along  the  way  as  one  of  the  things  one  could 

do.  Side  visits  to  museums  appeared  to  be  more  popular  among  the  older  groups,  "I  don't  look  for 
them  but  if  I  see  one  that  may  be  interesting  I  go  through  it",  "that's  important  to  me  -  outside  of 
recreational  merit  I  look  for  forts,  native  history,  small  museums  in  rural  areas,  old  graveyards, 

historical  pioneering  stories". 

Younger  respondents  were  more  likely  to  view  museums  as  educational  experiences  which  were 

not  consistent  with  a  vacation:  "it's  kind  of  boring  for  me",  "one  side  of  me  likes  to  read  everything 
in  a  museum  but  that's  not  when  on  holiday" ,  "your  parents  decide  that  they  want  to  expose  you 
to  as  much  as  possible,  to  teach  you,  so  when  we  were  younger  we  went  to  Fort  Edmonton  Park, 
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the  Ukrainian  Village,  Drumheller" . 

Interesting  "finds"  on  a  pleasure  trip  were  not  confined  to  exposure  to  new  cultures,  museums  or 
points  of  historical  value,  but  also  included  unusual  landforms  such  as  hoodoos  and  desert  areas, 
portages,  small  towns  and,  for  children,  train  watching. 

People  Could  Add  To,  or  Detract  From,  an  Experience 

Participants  in  the  focus  groups  talked  about  three  groups  of  people:  the  family  and  friends  they 

travelled  with,  the  stranger  who  was  a  friend  they  hadn't  met  and  people  at  the  destination.  All 
three  had  the  potential  to  make  the  trip  memorable,  either  positively  or  negatively. 

Generally,  group  members  travelled  with  family  or  friends  and  made  remarks  like:  "It  was  a  great 
group  of  people".  Sometimes  they  became  quite  passionate  about  the  opportunity  to  strengthen 
their  relationship  during  a  vacation,  "We  fly  in  to  our  cabin  in  the  Yukon  and  it's  a  real  good  family 
quality  time.  We  really  enjoy  the  time  to  ourselves  -  to  renew  yourselves  and  each  other"  but  the 
opposite  also  occurred:  "We  went  with  an  old  friend  who  turned  out  to  have  the  girlfriend  from 
hell.  She  ruined  our  holiday" . 

Proximity  to  strangers  which  occurs  on  lengthy  bus  and  train  rides,  in  group  activities  or  tours,  at 
hostels  or  campsites,  also  created  some  memorable  impressions: 

"/  went  to  Whitehorse  and  could  fly,  drive  or  take  a  bus.  The  bus  took  30  hours  and  was 
an  experience  in  itself.  I'd  do  it  again  just  to  meet  the  people" 

"/  like  to  be  close  to  everyone  -  it  gives  a  different  atmosphere,  like  one  big  party.  There 
are  other  kids  for  our  kids  to  play  with  and  people  next  to  you  that  you  can  meet" 

"Now  I  have  friends  all  over  the  world" 

Memorable  experiences  reported  with  residents  or  service  personnel  at  a  destination  were  usually 

not  of  the  nature  of  "it  was  wonderful  having  Mr.  McCoy,  the  butler,  serving  Pimms",  but  quite  the 
opposite,  with  this  group  making  one  feel  unwelcome  and  creating  considerable  antagonism: 

"We  camped  at  [the  cheapest]  place  in  Drumheller  run  by  this  lady  who  felt  anyone  under 
the  age  of  30  you  hang  onto  with  a  tight  leash  —  we  all  shared  our  hatred  of  this  woman 

because  she  made  our  trip  miserable  when  there  was  no  need" 

"We  stayed  at  a  hotel  in  Quebec  and  nobody  would  talk  English  to  us" 
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Unpleasant  Experiences  Occurred  for  Different  Reasons  Than 

Pleasant  Ones 

In  discussing  vacations  which  were  the  opposite  of  good  experiences,  the  types  of  things  that  were 
most  frequently  mentioned  generally  did  not  stem  from  controllable  factors  at  the  location  itself. 

Weather  Could  Make  or  Break  a  Holiday 

Spontaneous  comments  frequently  occurred  about  the  contribution  made  to  trip  enjoyment  by 

both  good  —  and,  more  often  ~  bad  weather.  While  weather  was  of  concern  on  every  type  of  trip, 
for  the  outdoor  northern  market  which  was  heavily  into  camping,  and  particularly  tenting,  it  can  be 
critical. 

"Perfect"  or  "gorgeous"  weather  equates  to  warm  or  even  hot  weather,  no  wind  and  no  rain.  In 
winter  it  means  moderate  temperatures,  "not  30  ° below",  or  being  away  from  the  cold  and  snow. 

More  eloquent  were  the  descriptions  of  the  discomfort  caused  by  rain,  wind,  cold  and  unexpected 
snow: 

"The  wind  blew  off  our  tent  trailer  canopy,  and  then  it  rained  and  hailed" 

"It  snowed  in  August  and  we  were  not  prepared.  The  tent  caved  in.  It  was  just  horrible. 
Everything  was  wet  and  we  had  to  find  a  laundromat  to  dry  our  blankets." 

Since  few  of  the  episodes  resulted  in  the  family  packing  up  and  going  home,  it  would  appear  that 
northern  travellers  have  both  fortitude  and  resilience. 

Danger,  Mechanical  Failure  and  Illness  Were  Memorable  Unpleasant 

Experiences 

A  few  hair-raising  stories  were  related  about  running  into  danger,  such  as  the  bear  story  related 
earlier,  facing  a  hurricane  and  descending  a  forestry  road  on  a  B.C.  mountain  after  having  lost  the 
bolts  fastening  the  engine  to  the  vehicle.  Other  stories  about  the  delays  faced  when  mechanical 
failures  occurred  were  also  told. 

Illness  while  away  from  home  and  being  highly  pregnant  and  stranded  in  an  isolated  area  by  the 
weather  were  other  bad  experiences. 

A  Social  Conscience  Could  Create  Discomfort 

A  few  of  the  stories  related  had  an  underlying  theme  which  reflected  a  conflict  in  the  value  systems 
of  the  visitors  with  some  experience  at  the  destination.  One  such  case  was  the  guilt  felt  by  a 

camper  who  found  a  dead  squirrel  near  her  tire,  another  by  a  visitor  to  Cuba  who  said:  "It  is 
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unbelievably  beautiful,  but  also  falling  apart.  The  people  were  fantastic,  well  read,  but  the  whole 

time  we  were  saying  'This  is  great'  then  'Oh  my  God,  I  feel  so  bad  for  these  people.'" 

Environmental  damage  resulted  in  similar  feelings  of  conflict:  "We've  been  to  Whistler  for  the  last 

couple  of  years  but  are  not  going  to  go  anymore.  They  have  signs  about  the  delicate  fauna,  'This 
was  damaged  20  years  ago  and  hasn't  grown  back'  but  people  just  walk  all  over.  We  can't  bear  to 
see  this  -  it's  so  horrifying." 

Services,  Facilities  and  Amenities  Influenced  Destination 

Selection 

Access 

While  far  from  being  a  major  factor  in  selecting  a  destination,  accessibility  did  play  a  role.  The 
distance  to  a  location  was  most  important  if  a  weekend  trip  was  being  planned.  However, 

acceptable  travel  times  varied  from  a  couple  of  hours  to  four  or  five  hours.  Whether  the  distance 
was  acceptable  depended  on  the  relative  attractiveness  of  the  destination. 

The  condition  of  the  road  was  a  factor  for  some  people.  Gravel  roads  which  result  in  dust 

permeating  the  vehicle  (car,  trailer,  motor  home  etc.)  were  a  particular  bugbear  of  one  lady,  while 
roads  unsuitable  for  trailers  presented  problems  to  those  with  such  equipment.  It  was  noteworthy 
that  others  favored  these  types  of  roads  specifically  as  a  way  of  finding  more  isolated,  less  popular 
spots  (i.e.,  without  big  trailers). 

The  route  was  also  considered  an  intrinsic  part  of  the  trip,  and  the  scenery  offered  along  the  road 

was  particularly  important  on  long  drives.  "Part  of  the  trip  is  the  ride.  I  hate  it  when  you  have  to 
travel  a  few  hours  on  a  road  and  the  scenery  puts  you  to  sleep."  The  virtually  unbroken  road  to 
Fort  McMurray  was  one  such  "endless"  trip. 

Services 

The  primary  need  of  this  market  from  local  communities  was  a  service  center,  a  place  to  obtain  gas, 
food  and  propane.  After  that,  a  museum  or  heritage  center  was  appreciated.  However,  some  of 
the  women  in  the  Barrhead  groups  emphasized  the  need  for  shopping,  either  at  malls  which  they 

don't  have  in  their  local  community,  or  for  unusual  items  such  as  the  arts  and  crafts  available  in 
Jasper.  One  talked  about  the  largest  mall  in  the  world  and  how  she  was  sure  she  knew  every  store 
in  it. 

A  ceo  m  mod  a  tion 

When  discussing  good  and  bad  experiences  on  pleasure  trips,  accommodation  facilities  themselves 
rarely  contributed  to  positive  memories,  though,  like  the  weather,  they  could  be  the  source  of 
much  discomfort  and  disillusionment. 
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"We  selected  a  campground  from  a  guide  which  had  an  outdoor  pool,  game  rooms, 
several  bathrooms,  recreational  area  and  was  treed  and  grassed.  When  we  arrived  we 
found  a  big  empty  valley  with  one  tree,  the  outdoor  bathroom  was  a  hole,  the  pool  had 
scum  all  the  way  around,  at  the  concession  a  guy  with  a  cigarette  hanging  out  of  his  mouth 
was  flipping  burgers,  the  change  room  was  filthy,  there  was  no  grass,  it  was  dusty.  We 
really  objected  to  the  book  depicting  this  as  an  oasis  when  it  was  exactly  the  opposite 

[Drumheller]" 

The  impact  that  poor  facilities  can  have  was  underlined  when  one  considers  that  the  experience 

described  above  was  followed  by  the  statement  "That  was  the  last  year  we  travelled  Alberta". 
Other  participants,  notably  in  the  non-visitor  groups,  also  talked  about  never  going  back  to  a 
particular  facility  —  and  probably  warn  their  friends  away  as  well. 

Since  camping  was  both  a  form  of  travel  and  a  type  of  accommodation,  and  the  campground  itself 
was  integral  to  the  destination  experience,  it  could  be  a  lure  or  a  barrier  to  visiting  a  destination. 

Camping  Facilities  for  Children  Were  Different 

The  amenities  which  attracted  the  respondent  quoted  above  appeared  to  be  attractive  primarily  to 

those  who  had  children  (pre-teens  or  young  teens).  Other  amenity  preferences  in  this  life-stage 
included  laundry  facilities,  a  nearby  shopping  center  or  on-site  concession  the  children  can  walk  to 
for  treats,  playgrounds,  a  good  MacDonalds  Playland,  a  swimming  pool  or  shallow  lake,  mini-golf, 
safe  walking  paths  or  hiking/biking  trails  at  their  level,  interesting  natural,  historical  or  cultural 
interpretation/facilities,  fishing,  horseback  riding,  or  other  activities  and  facilities  to  keep  children 
entertained. 

Safety  was  also  an  issue:  "with  kids  we  like  to  have  activities  located  where  we  are  staying  so  they 
can  go  off  and  do  what  they  do  and  we  don't  need  to  be  a  part  of  it,  but  we  know  where  they  are, 
that  they're  safe,  not  too  far  away". 

Finally,  noise  was  an  issue  where  there  were  small  children  who  were  expected  to  go  to  sleep 
early  (and  give  parents  a  break).  This  gave  rise  to  suggestions  about  specific  sections  of  a  campsite 
being  reserved  for  young  families.  The  same  suggestion  was  made  by  adult  campers  who  find  the 
noise  children  make  to  be  disturbing. 

The  opinion  was  expressed  in  a  number  of  the  focus  groups  that  Alberta  lacks  facilities  of  this  type, 
and  those  who  are  in  this  market  go  to  B.C.  since  even  the  few  that  do  exist  are  not  up  to  an 
acceptable  standard. 

Camping  for  Adults  Requires  More  Privacy  and  Less  Facility  Development 

Camping  was  both  the  preferred  method  of  accommodation  and  the  preferred  type  of  travel  of 
most  of  the  focus  group  participants.  And  even  those  who  did  not  prefer  it  for  a  long  vacation 

enjoyed  a  short  camping  break.  It  was  a  "way  of  getting  back  to  nature,  away  from  the  T.V.  and 

phone". 
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Respondents  were  quite  particular  about  their  preferences.  These  ranged  from  primitive  (an 
outhouse,  waterpump  and  garbage  can)  to  limited  services.  Few  among  either  the  past  northern 
visitor  groups  or  those  who  had  not  recently  travelled  in  Northern  Alberta  would  even 

contemplate  luxury  resort-type  facilities.  Sometimes  cost  was  a  factor,  but  more  often  it  was  the 
camping  experience  itself. 

The  overwhelming  need  was  for  campsites  that  provided  at  least  the  illusion  of  being  far  from 

anywhere  and  everyone:  You  [want  to]  feel  like  you're  the  first  people  that  have  been  there",  "I 
want  isolation  from  other  people,  it  doesn't  matter  how  primitive  it  is".  While  some  truly  wanted  to 
be  alone,  most  wanted  to  feel  they  were  away  from  people,  and  crowded  campsites  were  avoided 

"If  it  looks  crowded  we  drive  by".  Privacy  was  the  real  issue:  "I  don't  like  those  places  that  say 
'here's  your  stall'.  I  like  to  go  back  in  the  bush  so  you  can't  see  your  neighbor",  "it  can  be  quite  nice 
even  with  stalls  if  you  go  around  some  bushes  to  get  in  and  then  feel  totally  enclosed  in  a  tree-  in 

area". 

The  need  for  separation  by  dense  trees  or  bushes  also  caters  to  the  desire  to  be  in  natural 

surroundings:  7  don't  just  want  a  cement  pad  with  a  picnic  table".  In  this  context  trailer  parks  and 
parts  of  a  campground  with  trailers  were  also  avoided  because  they  defeat  the  feeling  of 
communing  with  or  enjoying  nature:  7  feel  quite  vulnerable  surrounded  by  big  machines,  they  eat 

up  the  [vertical]  space".  Trees  provide  other  advantages  as  well:  7  prefer  a  campground  with  trees 
for  privacy,  shelter,  shade,  cutting  sound  and  wind". 

While  the  preceding  examples  referred  to  visual  proximity,  noise  was  an  important  factor  as  well: 

"If  I  know  there  will  be  someone  next  to  me  with  a  loud  stereo  I'd  sooner  be  out  with  the  bears". 
Reference  was  made  to  the  intrusion  of  noise  from  generators  being  run  for  trailers,  the  noise  of 
people  drinking  and  partying  late  at,  or  through  the  night  (especially  local  youngsters),  and  the  noise 

of  kids  tearing  around  the  camp  on  motor  bikes  or  ATV's.  Noise  was  particularly  likely  to  be 
associated  with  bad  travel  memories  and  gave  rise  to  discussions  about  the  effectiveness  of  owners 
or  park  rangers  in  policing  the  property.  The  particular  aversion  to  noise  in  this  group  was 
consistent  with  their  need  to  get  away  from  civilization,  to  find  quiet  and  serenity. 

The  types  of  campgrounds  offering  numerous  facilities  (see  children's  needs  above)  were  also  seen 
as  the  campgrounds  where  "everybody's  close  together"  or  described  as  "parking  lot 
campgrounds".  They  were  described  as  providing  "too  much  resortiness  -  tent  beside  tent  beside 
tent  and  hardly  any  trees".  Given  their  need  for  privacy,  it  was  no  surprise  that  the  adult  northern 
market  preferred  the  more  rustic  style  of  facility.  However,  even  for  these  hardy  campers, 
washrooms  were  frequently  a  bottom  line  requirement.  In  this  context,  most  —  but  not  all  ~ 
talked  about  clean  and  preferably  warm  showers.  This  was  especially  true  for  women  and  the  male 

participant's  wives,  but  many  of  the  men  expressed  their  own  preference  for  clean  washrooms  and 
a  place  to  shower  and  shave,  especially  if  a  stay  of  more  than  two  days  was  planned.  For  those  with 
campers  or  trailers  it  was  a  little  less  important  than  for  tenters,  but  they  too  liked  the  space  and 
appreciated  not  having  to  drain  their  water  tanks  or  use  their  propane  for  heating  water.  For  those 
who  did  not  mind  not  having  a  shower,  a  dip  in  a  lake  or  river  was  frequently  the  alternative. 

Few  were  happy  with  outhouses  with  a  smelly  hole  in  the  ground,  though  there  were  some  who 
had  no  objections.  Discussion  suggested  that  the  issue  was  primarily  with  the  smell,  since  this 

implied  a  lack  of  appropriate  maintenance  and  cleanliness  "if  they  smell  bad  they're  dirty,  just 
unkept".  In  this  context  there  was  also  frequent  reference  the  dearth  of  rest  areas  along  highways 
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in  Alberta  (particularly  compared  to  B.C.),  and  to  the  maintenance  of  those  that  do  exist. 

The  only  other  service  raised  was  electricity  for  motor  homes,  trailers  and  tent  trailers,  though 

some  of  the  participants  were  self-sufficient  in  every  respect. 

A  key  need  which  was  expressed  was  for  a  well  maintained  campsite.  Respondents  had 

difficulty  describing  just  what  this  was,  but  it  appeared  to  include  removal  of  litter,  having  smooth 

level  sites,  and  the  appearance  or  state  of  repair  ("not  run  down")  of  any  physical  items  provided, 
including  the  impression  made  by  the  main  office.  Picnic  tables  seemed  to  be  assumed  to  be 
standard  equipment,  while  a  cookhouse  was  not.  Complaints  about  sites  were  made  when  fires 
were  prohibited  since  campfires  are  integral  to  the  experience.  An  empty  woodpile  or  lack  of 
availability  of  firewood  was  also  considered  a  maintenance  problem.  In  this  context,  frequent 
complaints  were  voiced  about  the  current  cost  and  the  constantly  rising  cost  and  decreasing  size  of 
wood  bundles,  and  even  about  the  type  of  wood  supplied. 

Although  adults  did  not  need  entertainment  facilities  on  site,  few  were  content  "to  sit  at  the  picnic 
table  all  day".  Their  need  while  camping  was  for  outdoor  activities  such  as  provided  by  water 
(fishing,  swimming,  boating,  canoeing  etc.)  or  trails  (hiking,  biking,  horseback  riding  etc.)  or  local 
museums. 

Since  the  natural  surroundings  were  fundamental  to  the  enjoyment  of  camping,  there  was  also  high 

preference  for  lots  of  trees,  a  river  or  lake  or,  more  generally,  scenery:"/t's  nice  if  its  along  a  lake 
and  you  can  park  close  to  water  -  water  seems  to  make  a  holiday".  Several  groups  also  talked 
about  the  special  feeling  of  waking  up  outdoors:  "there's  nothing  better  than  waking  up  in  a  tent  in 
the  morning",  "I  love  the  early  morning  -  it's  inspiring  -  it's  so  peaceful". 

From  a  operations  management  point  of  view  the  issues  which  concern  campers  are  noise  and 

security  ("/  prefer  sites  where  you  have  to  pay  because  they're  the  safest  because  they're  patrolled 
and  you're  not  so  apt  to  have  weekend  parties").  One  of  the  areas  in  which  bad  experiences  were 
related  was  the  theft  of  property  and/or  food  from  a  campsite  or  vehicle.  Upkeep  (discussed  above) 
was  also  an  operations  issue  as  was  the  ability  to  book  in  advance.  Searching  for  a  campsite  which 
was  not  full,  or  having  to  stop  early  to  avoid  this  problem  was  frustrating.  Lack  of  advance  booking 
was  a  particular  problem  in  Northern  Alberta  where  people  may  not  know  the  area  and 
campgrounds  are  so  widely  dispersed. 

There  was  some  debate  over  the  merits  of  private  versus  government  ownership  of 

campgrounds  in  terms  of  which  provided  better  facilities,  maintenance  and  service.  Opinions  were 
divided  depending  on  the  particular  experiences  of  the  participant,  but  it  was  notable  that 
government  was  equated  with  federal  or  provincial  levels  while  municipally  owned  sites  were 
regarded  as  being  private. 

Cleanliness  was  a  repeated  theme,  with  reference  being  made  to  places  where  "everybody  seems  quite  respectful  of 
the  area  -  there's  not  a  lot  of  problems  with  garbage"  and  the  distastefulness  of  beaches  covered  with  cigarette  butts. 
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Other  Types  of  Accommodation  Have  More  Limited  Appeal 

There  was  far  less  discussion,  and  far  less  passion  to  the  discussion,  of  other  types  of 
accommodation  facilities.  Type  of  accommodation  used  was  linked  to  the  destination  and  to  the 

type  of  vacation. 

Thus  for  extended  vacations  such  as  a  trip  across  Canada,  a  ski  trip,  a  trip  without  children  or  a  visit 
to  a  sun  destination  (Hawaii,  Florida,  Mexico,  the  Caribbean),  preference  was  sometimes 
expressed  for  hotels  or  motels.  For  one  respondent  this  was  the  only  way  she  could  take  a  break 
from  cooking  and  cleaning.  It  provided  the  opportunity  to  relax  and  be  served.  However,  for  really 

exotic  outdoor  vacations,  camping  remained  the  preferred  option:  "if  you  want  to  go  to  Timbuktu 
you  will  want  to  sleep  under  the  stars",  the  method  which  was  also  most  frequently  used  when 
adventuring  in  the  Yukon,  North  West  Territories  and  Alaska. 

For  those  who  wanted  to  do  outdoor  activities  or  view  scenery  during  the  day  and  also  enjoy 
service  and  amenities  (e.g.,  water  toys,  a  swimming  pool,  pool  table,  hot  tub  with  bar),  or  have  an 
opportunity  to  meet  people  at  night,  a  resort  had  some  appeal.  However,  positive  responses  in 
the  focus  groups  were  limited. 

Bed  and  Breakfast  was  generally  an  unknown  option.  Only  two  respondents  had  tried  it,  both 
from  the  Barrhead  groups.  One  enjoyed  the  experience,  the  other  did  not: 

You  get  to  know  people  who  live  in  the  area  and  find  out  things  that  you  don't  as  a 
tourist.  You're  treated  like  royalty  with  the  comforts  of  home  and  come  home  having 

made  friends" 

"You're  in  too  close  proximity  with  people  -  it's  like  having  strangers  in  your  own  home. 
You're  at  their  table  and  feel  like  you  have  to  pretend  you're  somebody  that  you're  not" 

Given  the  need  for  privacy  in  this  market,  the  very  closeness  and  coziness  of  a  B&B  is  unlikely  to 
have  widespread  appeal. 

Cabins  were  probably  the  most  popular  accommodation  option  to  camping,  especially  for  the  less 
avid  campers.  Actual  experience  most  often  involved  use  of  a  cottage  belonging  to  family  or 
friends,  since  few  are  available  for  rent  in  Alberta.  Experiences  reported  with  rentals  were  both 

positive  and  negative  —  as  stated  by  one  respondent  "you  take  your  chances".  The  key  complaints 
were  dirt,  worn  out  furnishings  and  disappointing  outdoor  attractions:  "the  lake  turns  out  to  be  a 
sludge",  "seadoos  were  going  up  and  down  all  the  time". 

The  concept  of  renting  a  cabin  had  appeal  for  those  who  like  to  stay  at  one  place,  provided  that  it  is 
not  too  expensive.  Cabins  appeared  to  offer  privacy  and  as  much  freedom  to  do  what  one  wants 
as  camping,  without  the  hassle,  while  being  located  away  from  the  city.  Desirable  attributes  were 

for  a  rustic  building  but  with  creature  comforts  —  power  and  water,  a  washroom,  a  microwave  and 
beer  fridge,  perhaps  a  kitchen,  a  fireplace,  a  central  gathering  place  and  even  a  hot  tub  were 

mentioned.  There  was  also  a  need  not  to  be  situated  virtually  on  top  of  one's  neighbors  and  to  be 
located  in  a  similar  location  to  a  campground,  i.e.,  a  scenic  lake  or  river,  with  outdoor  activity 

options. 
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The  Image  of  Northern  Alberta  Was  Different  among  Visitors 

and  Non-visitors 

Where  is  Northern  Alberta? 

Focus  group  participants  were  asked  to  describe  what  area  they  thought  of  as  "Northern  Alberta". 
In  all  groups  the  responses  fell  into  two  categories.  One  line  of  thought  included  all  country  north  of 
Edmonton,  and  some  also  included  Edmonton.  The  other  was  not  as  clearly  defined,  but  was 
significantly  north  of  the  study  boundary.  Answers  in  this  group  ranged  from  Redwater  or  Swan 

Hills  (the  geographic  center  of  Alberta),  through  to  "way  up  there  on  the  northern  border".  The 
Peace  Country/  Peace  River/  Grimshaw  and  Fort  McMurray  were  frequently  mentioned  as  being 
Northern  Alberta,  while  others  suggested  the  north  started  at  Athabasca,  Lesser  Slave  Lake,  Fort 
Vermillion/  La  Crete/  ID23. 

This  perception  of  where  Northern  Alberta  is,  even  among  Barrhead  area  residents,  was  an 

unexpected  discovery  with  major  implications  for  region-wide  marketing. 

Northern  Alberta's  Image 

The  predominant  images  associated  with  Northern  Alberta  were  of: 

■  lakes,  rivers  and  streams, 
■  forests, 

■  fishing,  and 
■  wildlife  and  birds. 

This  was  followed  by: 

■  camping, 
■  not  many  people, 
■  long  distances  and  inaccessibility, 
■  cold, 

■  mosquitos,  blackflies  and  bugs, 
■  scenery,  and 

■  rough,  rugged  country  and  wilderness. 

Other  images  identified  included: 

■  wide  open  spaces, 

■  boring,  dull,  barren  nothingness, 
■  muskeg,  bogs  and  swamp, 
■  quiet  and  peacefulness, 
■  history  and  cultural  facilities, 
■  native  villages  and  native  history, 
■  forestry,  pulp  mills,  logging  and  clearcuts, 
■  oil,  oilsands, 
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■  hunting,  and 
■  sightseeing,  exploring. 

Visitors  and  non-visitors  alike  agreed  on  the  major  image  dimensions  of  forests,  water  and  fishing. 
Those  who  had  recently  travelled  in  Northern  Alberta  were  more  likely  to  also  mention  wildlife 

and  birds,  camping  and  opportunities  for  sightseeing  or  exploring.  However,  non-visitors  were 
noticeably  more  likely  to  think  of  the  region  as  involving  long  distances  or  being  inaccessible, 
sparsely  inhabited,  infested  by  insects,  cold  even  in  summer,  boring  and  having  suffered  from 
forestry  activity. 

The  Images  of  Northern  Saskatchewan  and  Northern  British  Columbia 

Were  Similar,  but  Also  Different 

When  asked  what  they  associated  with  Northern  Saskatchewan,  the  predominant  image  that 

emerged  ~  by  far  -  was  of  lakes.  This  was  followed  by  no  image  at  all  (don't  know  or  unknown); 
fishing;  boring,  barren,  nothingness;  vast  distances  and  inaccessibility. 

Northern  B.C.  was  predominantly  defined  by  three  images:  those  of  mountains,  forests  and  water 
(lakes  and  rivers).  Additional  images  of  fishing;  scenery;  wildlife;  hiking/ trails;  remoteness;  logging 
and  mining  were  fairly  frequently  mentioned. 

While  many  of  the  features  of  Northern  Saskatchewan  and  Northern  B.C.  were  the  same  on  the 
surface,  they  were  qualitatively  different  to  each  other  and  to  those  in  Northern  Alberta: 

■  Water  in  Northern  Alberta  was  distinctive  for  its  size  "big  lakes  and  large  rivers",  "when 

they  say  the  Mighty  Peace  they  mean  it  - 1  was  just  awestruck".  In  Northern  Saskatchewan 
the  lakes  were  characterized  as  plentiful  and  beautiful  and  good  for  vacationing,  while  in 
B.C.  their  depth,  colour  and  clarity  stood  out.  Northern  B.C.  rivers  were  also  different  in 
that  they  were  notable  for  the  sound  of  rushing  water  and  waterfalls.  There  was  some 

question  about  one  respondent's  perception  of  Northern  Saskatchewan  lakes  as  being 
clean  and  swimmable,  compared  to  Northern  Alberta's  shallow,  swampy,  algae  infested 
sloughs. 

■  Forests  in  Northern  Alberta  were  generally  characterized  by  their  size  (vast)  while  in 
Northern  B.C.  it  was  the  size  and  types  of  trees  (big,  cedars  and  especially  their  smell)  and 
the  density  of  the  trees  that  came  to  mind. 

■  Fishing  differed  between  the  three  regions  in  terms  of  the  type  offish  mentioned  (salmon 

and  trout  in  B.C.,  walleye  and  pike  in  Saskatchewan)  and  the  perception  of  "great"  fishing  in Northern  Saskatchewan. 

■  Accessibility  issues  in  Northern  Alberta  centered  around  distance,  long  distances 
between  small  towns  and  single  lane  roads.  Distance  was  an  issue  in  Northern 
Saskatchewan  too,  with  the  additional  images  of  few  roads  and  boring  driving.  In  Northern 
B.C.  the  concerns  centered  more  around  remoteness  and  isolation. 
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■  Notable  wildlife  in  Northern  B.C.  included  moose  and  bear  while  in  Northern  Alberta 
birds  and  buck  were  more  often  mentioned. 

■  Scenery  in  Northern  B.C.  was  frequently  described  as  beautiful  and  dramatic  as  a  result  of 
the  mountains.  In  Northern  Alberta  the  scenery  was  more  subtle  and  praised  for  its 
diversity  and  how  the  landscape  changes  as  one  travels,  including  open  farmland  with 
varying  colors  depending  on  the  grain  crop,  changing  vegetation,  lakes,  forest  and  hills. 

In  the  younger  non-visitor  group  responses  to  the  question  of  how  the  three  provinces  compared 
for  a  pleasure  trip  were  revealing: 

"B.C.  's  got  mountains,  Saskatchewan's  got  lakes,  what  does  Alberta  have?"  followed  by  the 
reply  from  someone  else  "Mosquitos". 

"In  my  mind  every  town's  like  Fort  McMurray,  rough  and  tumble,  in  the  middle  of 

nowhere" 

"There's  more  to  do  in  B.C.,  more  to  look  at  than  flat  prairie"  and  "B.C.  seems  like  a  fun 
place  to  go  whereas  Saskatchewan  all  you  hear  is  jokes  about  how  boring  it  is.  For 

Northern  Alberta  all  I  visualize  is  one  big  bog  and  a  bunch  of  trees" 

Among  recent  visitors,  comments  were  made  about  the  roads  in  Northern  Alberta  being  better 
than  B.C.  (broader  shoulders,  not  on  steep  cliffs),  greater  privacy  because  there  are  fewer  foreign 
tourists,  and  better  campgrounds  in  Saskatchewan.  Northern  Alberta  was  thought  to  be  more  for 
canoeing  than  backpacking  because  of  its  waterways,  but  there  were  also  comments  about  a  lack  of 
heritage  river  trails. 

Northern  Alberta  Was  Perceived  to  Have  Both  Strengths  and 

Weaknesses  as  a  Destination 

Participants  were  asked  to  complete  a  number  of  sentences  about  Northern  Alberta  as  a  vacation 
or  pleasure  travel  destination.  Their  responses  were  quite  revealing  about  their  perceptions  of  and 
attitudes  to  the  region. 

Northern  Alberta  is  really  not  a  place  for ... 

Most  of  the  responses  to  this  question  centered  around  the  services,  facilities,  amenities  and 

activities  available  —  or  rather  which  are  not  available  ~  in  the  region.  Thus  Northern  Alberta  is  not 
a  place  for: 

■  Luxury  vacations,  five  star  facilities,  rich  pampered  tourists,  big  city  dwellers  who  want  all 
the  amenities  of  home,  sophisticated  camping,  resorts  or  resort  towns;  or 

■  City  night  life,  nightclubs,  indoor  activities,  those  who  don't  like  the  great  outdoors,  city 
people  afraid  of  mud  or  bugs,  sissies. 
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Since  the  above  descriptions  generally  did  not  apply  to  the  current  and  potential  visitors  who  made 
up  the  focus  groups,  they  are  probably  not  of  concern.  However,  the  following  descriptions  do 
suggest  that  upgrading  may  be  needed.  Northern  Alberta  was  either  seen  as  not  being  a  place  for, 
or  as  requiring  improvement  in  having: 

■  Enjoyable  facilities,  the  amenities  we  like,  convenient  facilities,  civilized  amenities,  clean 
toilets,  well  patrolled,  modern  camping  facilities,  well  maintained  hotels  and  motels,  rental 
cabins,  good  bathroom  facilities  at  lakes; 

■  A  holiday/vacation,  the  typical  vacation  we  enjoy,  the  traditional  family  holiday,  for 

young  kids; 

■  Exciting  destinations,  an  action-packed  holiday,  lots  to  do,  events,  self-guided  tours, 

developed  trail  systems,  hiking,  backpacking,  nature  tours,  mountain  biking,  lots  of  off-road 

areas  for  ATV's,  horses  and  snowmobiling,  sailing,  houseboating,  swimming,  beaches; 

■  Rest  stops; 

■  Tourist  facilities,  towns  or  commercial  development,  gas  stations,  grocery  stores, 
shopping,  restaurants  or  fast  food  outlets. 

What  is  different  about  Northern  Alberta  is  ... 

What  was  most  often  seen  as  different  about  Northern  Alberta  as  a  pleasure  travel  destination  was 
its  large,  relatively  undeveloped,  sparsely  populated  area  and  lack  of  tourists.  Overall  this  appeared 
to  have  appeal  to  the  market,  though  a  lack  of  perceived  development  could  be  intimidating  to 
those  who  had  not  been  there: 

■  Wide  open  spaces,  room  to  roam,  huge  area,  vast  distances; 

■  Unpopulated,  isolated,  few  people,  no  large  cities; 

■  Undeveloped,  not  compromised  by  modernization,  get  away  from  excessive 
commercialization,  not  as  much  changed  by  man,  not  hospitable  as  far  as  civilization  goes; 

■  Non-crowded,  not  congested,  not  heavily  travelled  so  if  you  want  to  be  alone  you  can 
be,  less  people  go  there,  chance  to  find  places  with  relatively  few  people. 

Three  other  points  differentiate  the  region  as  well: 

■  The  Northern  lights; 

■  Wildlife,  more  wild  animals  running  across  the  road  or  by  the  side,  birds,  the  sound  of 
loons;  and 

■  Historical  background,  historic  trading  centers,  historical  points  of  interest  such  as  old 
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trappers  cabins,  history  of  forestry,  farming,  mining,  oil  and  gas,  ethnic  villages. 

What  I  like  (or  might  like)  about  Northern  Alberta  is  ... 

Participants  found  many  items  which  had  appeal  for  them,  including: 

■  Natural  beauty,  enjoy  scenery,  interesting  land,  variety  of  land,  mixed  terrain,  own  kind  of 

beauty;2 

■  Good  fishing,  fishing  in  northern  lakes,  lots  of  good  fishing  lakes,  good  rivers  for  fly-fishing; 

■  Camping,  available  campsites,  many  different  places  to  camp; 

■  Peaceful,  quiet  places  with  nobody  around,  tranquil,  serene  feeling  when  travelling; 

■  Long  summer  days,  twilight,  long  evenings; 

■  Unexplored  area,  untouched  wilderness,  chance  to  discover  something  new,  a  sense  of 
adventure,  frontier  spirit,  freedom,  a  place  to  test  your  limits,  find  yourself; 

■  Rivers,  big  rivers,  canoeing  the  rivers  and  creeks; 

■  Lots  of  lakes,  impressive  lakes; 

■  Friendly  people,  hospitality,  sense  of  community,  laid  back,  slower  pace,  feel  secure; 

■  Diversity  of  recreation,  natural  types  of  activities,  places  for  children,  for  family  recreation; 

■  Can  relax,  escape  the  everyday  hustle  and  bustle,  get  away  from  it  all; 

■  Fresh  air,  clean  air; 

■  Big  blue  sky,  starry  skies. 

What  I  didn't  like  (or  would  not  like)  about  Northern  Alberta  is ... 

One  feature  of  the  region  stands  out  above  all  as  a  dislike  about  travel  in  Northern  Alberta: 

■  Mosquitos,  mosquitos  like  helicopters,  dragonflies  this  big  that  buzzed  me,  bugs,  blackflies 
and  insects. 

2     The  scenery  was  also  mentioned  frequently  as  a  way  in  which  Northern  Alberta  was  different. 
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Other  dislikes  were: 

■  Weather,  cooler,  cold,  lakes  too  cold,  not  hot,  not  for  warm  weather  holidays,  weather 

extremes,  harsh  winters,  long  winters,  amount  of  snow; 

■  Environmental  exploitation,  mining,  forestry,  exploration,  extraction,  cut  lines  and 
access  roads,  use  of  clear  cutting,  amount  of  logging,  destruction  of  forest,  wildlife  and  bird 
habitat,  pulp  and  paper  mill  poisoning  offish,  polluted  streams  and  rivers,  lakes  full  of  algae, 

dirty  lakes,  dead  water;3 

■  Vast  distances,  travel  time  required,  too  many  miles  between  centers,  poor  access; 

■  Higher  prices,  expensive,  wouldn't  want  to  pay  more  to  go  there. 

What  Northern  Alberta  needs  is  ... 

Above  all,  what  Northern  Alberta  appeared  to  need  was  more  and  better  marketing: 

■  Promotion,  better  publicity,  more  information,  more  advertising  of  locations  to  vacation, 
things  to  do,  tell  us  what  is  there,  get  us  excited  to  come  and  see,  tell  us  how  beautiful  it  is, 
provide  reliable  information  on  facilities,  show  pictures,  say  what  it  has  to  offer  families. 

Part  of  the  result  of  being  uninformed  was  that  those  who  had  never  been  to  Northern  Alberta 

made  comments  like:  "it  has  no  drawing  cards,  I  don't  want  to  go  and  investigate  it",  "nobody  thinks 
of  it  as  a  vacation  spot",  "I  wouldn't  spend  my  meager  holidays  there",  "a  place  to  go  when  you 
retire,  when  you  have  nothing  better  to  do" 

Choice  of  a  destination  in  this  market  was  influenced  by  personal  experience,  by  word  of  mouth, 
by  what  was  read  in  guidebooks  (AMA/CAA,  Alberta  Tourism,  Alberta  Accommodation  Guide, 

fishing  guides,  The  Lonely  Planet),  magazines  like  Explore,  library  materials,  sportsmen's  shows, 
advertisements,  chambers  of  commerce  or  information  centers,  and  by  cost.  Few  respondents  "just 
like  to  blindly  explore  -  pick  a  point  I've  never  been  and  go  there",  even  though  many  reported 
wanting  to  visit  places  they  had  never  been.  The  key  requirement  was  for  clear  and  honest 
descriptions  of  the  product,  preferably  with  pictures  so  that  one  could  see  for  oneself. 

This  issue  was  also  raised  quite  strongly  under  the  next  section  on  Northern  Alberta's  needs,  in  terms  of  more 
conservation,  limiting  forest  and  habitat  destruction  and  new  development. 
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Few  Locations  or  Regions  in  Northern  Alberta  Have  a 

Distinctive  Image 

Peace  River/ the  Peace  Country  was  probably  the  area  most  strongly  associated  with  Northern 
Alberta.  The  varying  landscape,  the  ambience  of  the  town  and  the  river  itself  were  the  most 
notable  things  in  the  region. 

In  the  Barrhead  groups,  the  Swan  Hills,  Sand  Hills  and  Lesser  Slave  Lake  were  nearby  regions  that 
were  referred  to  fairly  often. 

Alberta  Economic  Development  and  Tourism  was  particularly  interested  in  potential  development 
in  five  northern  regions: 

■  Lesser  Slave  Lake 

■  Lakeland  (Lac  La  Biche  -  Cold  Lake  -  Grande  Center  -  Bonnyville) 
■  Grande  Cache 

■  Edmonton  Region  -  east:  Kalyna  Country  (Counties  of  Lamont  -  Two  Hills  -  Thorhild  - 
Smoky  Lake  -  St.  Paul  -  Beaver  -  Minburn) 

■  Edson  -  Hinton  region 

Participants  were  asked  about  their  knowledge  of,  or  previous  experience  in  the  regions  and  what 
types  of  development  might  make  them  a  more  attractive  destination.  The  responses  provided 
were  somewhat  fragmented  as  the  images  were  not  clearly  defined.  The  items  mentioned  are 
simply  listed  below. 

Lesser  Slave  Lake 

Lesser  Slave  Lake  was  known  for: 

■  A  marvellous  beach,  the  nicest  sand  anywhere  in  Alberta,  white  sand; 

■  Cold  for  swimming; 

■  A  big  body  of  water,  reminds  you  of  the  ocean  because  you  can't  see  the  other  side,  it 
makes  you  feel  so  good; 

■  Fishing,  love  fishing  there  for  pickerel,  great  walleye  fishing; 

■  Can  boat  but  not  in  the  middle  of  the  lake  because  of  sudden  squalls; 

■  Remote,  4-4/2  hours  from  Edmonton; 

■  Many  First  Nations  communities  and  businesses; 

■  A  developing  area,  a  working  town,  the  hotels  fill  up,  have  really  nice  bars  comparable  to 
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the  city; 

■  Not  too  much  development,  no  little  villages,  not  too  many  marinas; 

■  The  Cadillac  of  all  campgrounds,  nice  campsites  but  bathrooms  need  to  be  cleaned, 

campground  is  clean  because  you're  on  sand; 

■  Events:  a  well  known  sandcastle  competition,  fantastic  folk  music  festival  at  joussard, 
rodeo; 

■  Good  for  a  combination  holiday,  camping,  fishing  and  nightlife  on  the  weekend; 

■  Fairly  expensive; 

■  Beautiful; 

■  A  few  wilderness  areas  around  it; 

■  More  people  go  there  because  its  publicized  more. 

Suggestions  for  development  included  more  boat  launches  and  information  on  native  culture. 

Lakeland 

Associations  with  the  Lakeland  area  and  its  history  were  as  follows: 

■  Water,  lots  of  lakes,  could  camp  at  a  different  one  every  night,  water  level  has  been  going 
down  for  a  few  years; 

■  Lac  La  Biche  is  lovely,  has  too  many  cabins  around  it,  seadoos; 

■  Cold  Lake  has  a  beautiful  beach,  showers,  crystal  clear  water,  trees,  you  can  be  isolated, 
is  not  that  well  known; 

■  Lac  Sante  is  I  Vi  hours  from  Edmonton,  is  nice;  enjoy  Laurier  Lake;  Frog  Lake  is 
historical; 

■  Steep  Bank  Lake  has  lots  of  sand  hills  and  trails  for  quadding  and  fishing,  but  its  a  long 
dusty  road  to  get  there; 

■  Fishing  anywhere  up  north  where  there  are  lakes; 

■  Camping,  campgrounds  are  not  too  full; 

■  Nice  beaches; 
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■  Lot  of  history  in  Lac  La  Biche,  has  all  kinds  of  neat  cultural  activities  involving  the  whole 
community,  will  be  developing  a  historic  residential  school; 

■  Has  wonderful  little  spots,  little  places  like  St.  Paul; 

■  Air  force  base; 

■  Lot  of  First  Nations  communities. 

Siting  of  a  collection  of  historic  buildings  was  favored  for  this  region  because  it  would  provide  a 
combination  of  things  to  (i.e.,  with  the  lakes). 

Grande  Cache 

Grande  Cache  was  discussed  somewhat  more  enthusiastically  than  the  other  regions,  primarily 
because  it  was  scenic  yet  uncrowded.  Perceptions  included: 

■  Mountains,  hilly,  pretty  much  in  the  wilderness; 

■  Really  nice  scenery,  pretty,  beautiful,  gorgeous; 

■  Lakes,  streams; 

■  Good  fishing,  brook  and  rainbow  trout; 

■  Wildlife; 

■  Lots  of  mushrooms; 

■  Quiet; 

■  I  Vi  hours  from  Hinton,  good  road,  need  four-wheel  drive  and  good  brakes,  didn't  find 
access  hard,  Highway  40  is  pretty; 

■  Mining,  forestry,  the  prison; 

■  Town  getting  quite  large,  is  covered  in  coal  dust,  more  pollution; 

■  Have  all  the  facilities  and  activities  there. 

When  asked  about  development,  the  general  response  was  to  ensure  that  there  were  activities 

available  (e.g.,  cross-country  ski  trails,  a  horse  ranch)  and  a  commercial  center  like  in  Jasper,  so  that 
facilities  are  available  while  the  area  around  can  be  preserved. 
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Edson  -  Hinton 

This  region  was  most  familiar  for  its  position  along  Highway  1 6,  but  many  specific  sites  and  facilities 
were  known  as  well: 

■  Hinton  is  a  mill  town,  not  clean,  smells  gross  from  pulp  mill,  scrubber  has  cleaned  this  up, 

wouldn't  go  back,  an  incredibly  ugly  community,  boring,  has  good  view  of  mountains; 

■  Edson  has  good  restaurants,  fast  food,  mill  town,  a  great  place  to  go  from,  campground 
has  only  a  bathroom; 

■  Extraction  industries,  coal  dust,  strip  mining,  timbering,  oilfields  are  polluting  streams, 
destroying  nature; 

■  Silver  Summit  ski  hill; 

■  Black  Cat  Guest  Ranch  offering  riding,  cross-country  skiing,  and  artistic  retreats  (wine 
tasting,  mystery  theater); 

■  Blue  Lake  Center  used  for  education  but  offers  only  dormitory  accommodation,  quite 
expensive; 

■  View  of  Athabasca  Valley  from  towers,  wildflowers; 

■  Pretty,  beautiful,  next  best  to  being  in  mountains; 

■  Hunting; 

■  Little  creeks,  fishing; 

■  Close  to  mountains; 

■  More  civilized  than  up  north,  closer  to  help  if  in  trouble; 

■  Like  area  around  Cadomin,  Obed  campground  a  good  place  to  stop. 

There  were  no  suggestions  for  development  in  this  area  and  some  indication  that  it  should  be  left 
alone. 

Edmonton  Region-east:  Kalyna  Country 

Associations  with  Kalyna  Country  were  as  follows: 

■  Ukrainian  country,  lot  of  interesting  Ukrainian  culture,  Ukrainian  Cultural  Heritage  Village, 
Vegreville  Pysanka  festival,  Easter  Egg,  interesting  small  towns  where  live  like  in  the  Ukraine 
200  years  ago,  speak  only  Ukrainian; 
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■  Prairie,  doesn't  have  the  scenery  of  the  others,  desolate,  so  many  towns  that  have nothing; 

■  Too  windy,  dry  for  vacation  spot,  not  a  place  to  stay; 

■  Not  that  much  for  camping,  sparse  vegetation  at  campsites,  prefer  campgrounds  with 
trees; 

■  Closer,  would  go  more  often  for  weekends; 

■  Sand; 

■  Horseback  riding; 

■  Duck  and  goose  hunting; 

■  Birds; 

■  Nice  little  lake; 

■  Golf  course; 

■  Animal  science  center. 

While  the  climate  and  terrain  were  less  interesting  to  this  market,  those  who  were  interested  in 
history  would  also  be  interested  in  visiting  old  sites  in  the  region. 

Interest  in  an  Adventure  Lodge  Was  High,  Learning  About 

Nature  Was  Important,  but  First  Nations  Cultural  Experiences 

and  Product  Packaging  Had  Limited  Appeal 

Adventure  Lodge 

The  concept  of  an  adventure  lodge  was  broadly  described  to  the  focus  group  participants  as  a 
series  of  lodges,  campgrounds,  cabins  or  mixed  facilities  linked  to  one  another  by  trails  or 

waterways  within  one  day's  journey  of  each  other.  Reactions  in  all  groups  were  positive,  ("that 
appeals  to  me",  "I'd  go",  "that  would  go  over  big")  but  it  was  clearly  the  linking  activities  that  were 
the  attraction,  not  the  facility  itself: 

"You  don't  just  go  because  of  the  lodge,  the  reason  is  to  do  a  trail  or  an  area,  the  lodge  is 
just  there  to  support  you" 

"By  a  nice  river  or  sandhill  and  have  hiking,  rafting  and  horses  in  one  spot" 
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"Haifa  dozen  sites  five  hours  or  a  day's  hike  apart  would  be  just  ideal" 

"Horse  riding  would  be  a  really  big  thing  and  really  wicked  trails" 

"People  want  to  see  wildlife  and  undeveloped  forest  so  you  can't  spoil  those  things  with 

development.  It's  a  fine  line" 

Participants  imagined  the  layout  in  various  ways,  depending  on  their  interests: 

"It  would  be  neat  because  you'd  get  further  and  further  out" 

"Would  be  nice  to  be  able  to  do- a  part  of  it,  just  what  you  want" 

"It  should  keep  people  in  one  place  so  they're  not  going  to  be  scattered  through  the  bush 

with  their  garbage" 

"Have  a  central  area  that  come  back  to  every  night  but  still  have  rugged  and  rustic  things  to 

do  on  day  trips  out" 

The  type  of  facility  was  also  discussed,  with  most  preferring  a  mixed  facility  (e.g.,  a  lodge  and  a 
campground)  at  a  low  or  reasonable  price: 

"A  combination  of  facilities  because  not  everyone  likes  to  rough  it" 

"I'd  go  for  inbetween  modern  and  mediocre  as  long  as  the  price  matches  what  you  get" 

"I'd  expect  to  see  a  cabin,  not  necessarily  hot  and  cold  running  water" 

"As  long  as  it  wasn't  too  expensive  and  you  could  just  go  out  and  do  things  on  your  own 

for  free" 
"You  wouldn't  have  to  take  your  own  gear,  horses,  everything  supplied" 

When  asked  where  such  a  facility  should  be  developed,  Grand  Cache  was  suggested  most  often, 
though  at  least  one  group  mentioned  each  of  the  other  regions  too. 

The  environmental  awareness  and  propensity  for  conservation  in  this  market  entered  the 
discussions  relating  to  development  of  tourist  facilities  and  attractions.  It  was  repeatedly  stated  that  a 
development  like  Banff  or  Jasper  was  not  acceptable,  even  though  the  convenience  of  nearby 
restaurants  and  shopping  was  an  important  consideration.  One  respondent  outlined  how  she 
hoped  a  new  facility  might  be  developed: 

"/  hope  any  development  will  be  environmentally  sensitive,  like  sewers  and  incorporating 
solar  power  rather  than  electricity.  If  there  was  something  termed  a  zero  impact  resort, 
people  would  go  there  just  to  see.  They  should  show  us  how  they  built  the  building,  what 
materials  they  used  like  super  wood,  what  Alberta  technology  was  incorporated.  It  should 
not  be  expensive  but  you  never  want  to  be  embarrassed  that  you  put  it  there.  It  should 

have  really  high  standards,  not  a  Motel  6  in  the  backwoods" 
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Nature-Based  Attractions 

This  market  quite  clearly  was  interested  in  all  types  of  activities  which  take  place  outdoors.  During 
the  discussions  it  became  apparent  that  learning  about  nature  was  also  of  importance. 

Several  participants  indicated  that  they  usually  carried  field  guides  and  binoculars  with  them  in 
order  to  identify  trees,  flowers,  plants,  wildlife,  mammals  or  birds.  Others  talked  about 
accompanying  parks  personnel  or  naturalists  on  nature  walks  or  attending  evening  interpretive 
talks  and  shows,  particularly  when  there  were  children  with  them. 

This  led  to  discussion  in  one  group  about  the  idea  of  a  host  or  "pro",  like  a  golf  pro,  who  would 
show  you  around  on  your  first  day  or  provide  advice  on  fishing,  trails  or  other  activities  at  the 
destination. 

The  idea  of  a  forestry  interpretive  center  was  raised  and  was  considered  both  educational  and 

interesting.  However,  there  was  concern  that  a  balanced  view  be  presented,  not  "propaganda  from 
the  forestry  companies". 

Security  while  out  enjoying  nature  was  raised  as  an  issue  a  few  times.  In  one  case  a  participant 

described  how  she  liked  to  be  "all  alone  in  the  wilderness  in  a  very  remote  place  with  a  beeper 
where  you  can  instantly  call  for  help  if  you  have  difficulty"  while  another  expressed  a  need  for  trail 
maps  "to  give  me  a  general  idea  of  where  I  am  in  the  wilds,  to  feel  safe". 

First  Nations  Cultural  Experiences 

Notwithstanding  the  fact  that  several  focus  group  participants  had  enjoyed  visits  to  native  villages  in 

British  Columbia  and  Alaska,  or  enjoyed  a  visit  to  Head-Smashed-ln  Buffalo  Jump,  the  idea  of  a  First 
Nations  interpretive  center,  or  a  visit  to  native  settlements  in  Alberta,  was  greeted  with  very  mixed 
reactions.  This  was  based  primarily  on  each  participants  own  experiences  with,  or  perceptions  of, 
the  Alberta  native  community. 

A  minority  were  very  interested  in  hearing  about  native  culture,  legends  and  the  traditional  way  of 

life  in  an  authentic,  non-commercial  (Indian  dresses  made  in  Taiwan,  white  actors)  way,  in  their 
own  (non-city)  environment.  Others  were  not  interested  because  of  unpleasant  experiences  (theft, 

being  made  unwelcome)  or  negative  perceptions,  or  because  they  felt  they  might  end  up  "on  a  guilt 
trip".  For  some  of  the  Barrhead  respondents  the  idea  had  nothing  new  to  offer  because  they  had 
grown  up  and  attended  school  with  natives. 

One  final  item  was  a  story  told  by  a  respondent  who  had  attended  a  powwow  as  a  child  and  been 
utterly  overwhelmed  and  frightened  by  the  large  figures  in  costume. 
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Product  Packaging 

The  idea  of  an  all-inclusive  package  to  Northern  Alberta,  without  airfare,  also  received  mixed 

reactions.  At  best,  such  a  package  would  be  useful  for  a  "different"  adventure  tour  such  as  rafting  or 
horses  or  flying  historical  bush  pilot  routes;  another  potential  use  would  be  when  going  to  a  new 
destination  since  it  ensured  accommodation,  food  and,  particularly,  that  one  would  know  what  to 

see.  However,  unless  it  was  fairly  inexpensive,  it  was  rejected.  Suggestions  for  "little  tours"  or  a  first 
day  orientation  package  were  made,  but  in  reality  it  was  the  need  for  information  that  was  being 

expressed  here.  At  worst  it  was  seen  as  unnecessary  and  too  structured:  "that's  for  Las  Vegas", 
"Albertan's  are  not  into  this  package  stuff,  we  like  to  do  things  on  our  own". 

The  idea  of  adding  airfare  was  somewhat  confusing  to  respondents.  If  it  meant  driving  to  Edmonton 
to  catch  a  plane,  there  was  little  time  advantage  to  Barrhead  residents.  Costs  were  expected  to  be 

high,  and  would  only  be  acceptable  at  "West  Jet"  prices,  and  then  would  mean  having  to  rent  a  car 
at  the  destination.  While  convenient  for  attending  a  weekend  event  in  Grande  Prairie,  there  would 
be  problems  in  taking  along  needed  outdoor  equipment.  The  general  consensus  was  that  the  idea 

was  most  appealing  if  the  package  meant  one  would  fly-in  to  a  remote  and  inaccessible  region,  like 
Wood  Buffalo  National  Park,  but  this  would  appeal  only  as  long  as  the  experience  remained 

individual:  "drop  me  and  pick  me  up  in  5  days  - 1  wouldn't  want  500  people  there  with  me". 
However,  as  with  the  "dream"  of  fly-in-fishing,  cost  was  seen  as  a  major  barrier. 
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3.  Recommendations 

The  five  focus  groups  conducted  with  recent  and  potential  discretionary  travellers  in  Northern 

Alberta  suggested  that  the  market  was  fairly  homogeneous,  linked  by  its  love  of  the  outdoors. 
Few  systematic  differences  between  current  and  potential  visitors  were  identified  (interest  in 

fishing  was  one)  and  quantitative  research  will  be  needed  to  check  the  influence  of  awareness, 
negative  images,  and  product  availability  (especially  scenic  values,  activities  and  amenities)  on 
whether  Northern  Alberta  was  or  was  not  a  destination  in  the  past. 

While  most  recent  and  potential  visitors  used  and  preferred  less  than  luxurious  facilities,  there 
appeared  to  be  at  least  two  clear  segments  involved:  those  travelling  with  and  without  children. 
Each  of  these  groups  required  different  types  and  levels  of  amenities.  There  was  also  some 
question  as  to  whether  there  is  an  important  discretionary  seniors  market  for  the  region. 
Quantitative  research  is  needed  to  identify  the  size  of  the  current  and  potential  markets  and  the 

family/non-family  and  seniors  segments  and  their  requirements. 

Marketing  was  observed  to  be  a  large  barrier.  There  appeared  to  be  no  commonly  understood 
region  called  Northern  Alberta,  and  within  the  vast  region  covered,  there  were  few  distinctive 

destinations  with  a  well  formed,  widely-held  image.  There  was  a  lack  of  awareness  of  what  is 
available  to  interest  one  in  northern  Alberta  by  way  of  destinations  and  activities,  of  the  support 
services,  of  the  distances  involved  and  the  things  to  see  and  do  along  the  way.  The  relative 
importance  of  this  barrier  compared  to  the  importance  of  upgrading  or  developing  new  products  as 
a  means  of  attracting  more  tourism  revenues,  needs  to  be  explored. 

Based  on  the  consistency  of  the  findings  from  the  various  focus  groups  held  in  Phase  I,  their 
apparently  limited  product  needs,  and  their  positive  reaction  to  only  one  new  development 
concept  (the  adventure  lodge)  we  believe  that  unless  Phase  II  is  structured  to  provoke  reactions  to 

new  development  ideas,  the  results  of  a  broad-based  'needs'  approach  may  prove  disappointing. 
The  question  which  should  be  addressed  is  that  if  additional  product  needs  in  "Northern  Alberta" 
are  primarily  for  various  types  of  upgrades  to  campground  facilities  (e.g.,  better  maintenance, 
security,  washroom  facilities),  what  can  be  done  with  the  information?  And  is  it  adding  to  what  has 
been  fairly  clearly  demonstrated  by  the  focus  groups? 

In  view  of  the  many  specific  ideas  that  have  been  outlined  in  past  consulting  projects,  we 
recommend  that  the  scope  of  Phase  II  be  narrowed  to  focus  on  a  few  innovative  ideas  for 
upgraded  or  new  development,  in  specific  areas,  rather  than  attempt  an  overall  scan  of  product 
needs  in  a  less  than  well  understood  generic  region.  For  example,  interest  in  the  adventure  lodge 

concept,  a  family-resort  campground  and  lakeside  cabins  could  be  explored  in  a  statistically  valid 
fashion.  The  reaction  to  each  concept  and  its  various  components  could  be  captured,  market 
demand  assessed  (including  willingness  to  pay),  likelihood  of  seasonal  use  established  and  most 
attractive  location  region(s)  identified. 
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Phase  II  would  then  have  three  major  components: 

■  Determination  of  current  and  potential  market  size  and  of  key  demographic  segments 
within  the  market; 

■  Examination,  in  a  quantitative  manner,  of  the  barriers  and  facilitators  to  travel  in  the  region, 
including  positive  and  negative  images  and  awareness  of  product  availability; 

■  Testing  of  high-potential  product  development  concepts  and  identification  of  locations  for 
their  development. 

Infact 
RESEARCH  AND  CONSULTING 

34. 



Appendices 
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Northern  Alberta  Tourism  Product  Needs: 

Focus  Group  Guide 

I.  INTRODUCTIONS 

II.  WARMUP:  LIFESTYLES 

1 .  In  your  own  life,  in  people,  in  the  world  around  you,  what's  important  to 

you  and  why? 

2.  What  kinds  of  things  do  you  most  enjoy  doing  ...  and  actually  do  ...  what 

else  do  you  do  with  your  time? 

3.  Tell  me  about  a  really  good  experience  you  have  had  when  on  a  pleasure 

trip  or  vacation  ...  and  a  bad  experience? 

III.       DESTINATION  CHOICES:  FACILITATORS  AND  BARRIERS 

4.  What  types  of  1  +  night  trips  do  you  most  like  to  take  ...  actually  take? 

5.  Where  have  you  travelled  for  pleasure  or  on  vacation  for  1  +  nights  in  the 

past  2  or  3  years  ...  why  that  destination? 

6.  How  did  you  go  about  deciding  on  the  destination  ...  what  was  the  catalyst 

...  what  was  the  role  played  by       in  the  decision? 

Distance/travel  time/transportation  Where  stay 

Places  to  visit  Services  and  facilities 

What  see  and  do  Cost 
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7. What  makes  you  decide  NOT  to  choose  a  destination? 

PROBE  ROLE  OF: 

Distance/travel  time/transportation  Where  stay 

Places  to  visit  Services  and  facilities 

What  see  and  do  Cost 

8.  Have  you  revisited  an  area  for  pleasure  in  the  past  few  years ...  where  ... 

why? 

9.  Have  you  stayed  at  a  place  for  longer  than  you  originally  planned  ...  where 

...  why? 

10.  Are  there  destinations  you  haven't  been  to  in  the  last  few  years  but  would 

like  to  go  ...  where  ...  why  haven't  you? 

1 1 .  Are  there  destinations  you  have  been  to  at  any  time  in  the  past  where  you 

would  NOT  want  to  go  again  ...  where  ...  why? 

IV.       NORTHERN  ALBERTA  AS  A  DESTINATION 

1 2.      Hand  out  questionnaire  and  discuss 

a.  What  words  come  to  mind  when  I  say  "Northern  Alberta" 

b.  What  words  come  to  mind  when  I  say  "Northern  Saskatchewan" 

c.  What  words  come  to  mind  when  I  say  "Northern  BC" 

Now,  thinking  about  vacations  or  pleasure  trips,  complete  the  remaining 

sentences: 

d.  Northern  Alberta  is  really  not  a  place  for  

e.  What  is  different  about  Northern  Alberta  is  

f.  What  I  like  (or  might  like)  about  Northern  Alberta  is  

g.  What  I  didn't  like  (or  would  not  like)  about  Northern  Alberta  is  .... 
h.  What  Northern  Alberta  needs  is .... 
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Non-visitor  groups 

1 3.  Most  of  you  in  this  group  have  not  travelled  for  pleasure  anywhere  in 

Northern  Alberta  recently  ...  any  other  reasons  why  not? 

14.  For  those  who  have  been  to  Northern  Saskatchewan  or  Northern  BC,  why 

was  this  your  choice  rather  than  Northern  Alberta? 

1 5.  What  would  it  take  to  make  you  take  a  pleasure  trip  in  Northern  Alberta? 

PROBE  REGARDING: 

Distance/travel  time/transportation  Where  stay 

Places  to  visit  Services  and  facilities 

What  see  and  do  Cost 

Visitor  Groups 

1 6.  Some  of  you  have  been  to  Northern  Saskatchewan  or  Northern  BC.  Why 

was  this  your  choice  rather  than  Northern  Alberta? 

All 

1 7.  Would  you  be  interested  in  purchasing  a  Northern  Alberta  package,  where 

for  an  all-inclusive  price  you  would  get  some  combination  of 

accommodation,  meals,  activities  and  admission  to  attractions  ...  why/not? 

1 8.  Would  you  be  interested  in  travelling  to  a  Northern  Alberta  destination  by 

air ...  why/not? 

1 9.  If  discounted  airfares  were  available,  would  you  be  interested  then  ...  in 

packages  that  included  airfare  ...  why/not? 

Infact 
RESEARCH  AND  CONSULTING 3 



V. SPECIFIC  NORTHERN  REGIONS:  IMAGE  AND  PRODUCT  NEEDS 

Reveal  Map 

20.      Various  regions  are  shown  on  this  map.  I'd  like  to  hear  what  you  know  or 

have  heard  about  as  a  destination  area  for  a  vacation  or  pleasure  trip. 

Lesser  Slave  Lake 

Lakeland  /  Lac  La  Biche  -  Cold  Lake  -  Grande  Centre  -  Bonnyville 
Grande  Cache 

Kalyna  Country  /  Counties  of  Lamont  -  Two  Hills  -  Thorhild  -  Smoky  Lake  - 

St.  Paul  -  Beaver  -  Minburn 

Edson  -  Hinton 

21 .      How  interested  would  you  be  in  each  of  these  regions  for  a  vacation  or 

pleasure  trip.. .why? 

22.      If  changes  were  to  be  made  or  new  developments  built  involving  in 

Northern  Alberta: 

•  where  would  you  like  to  see  it  happen 

•  what  change/development  did  you  have  in  mind 

•  non-visitors  would  you  be  more  interested  in  visiting  then  ... 

season  ...  for  how  long  ...  how  often 

•  visitors  would  you  be  more  interested  in  staying  for  longer 

periods  ...  going  more  often  ...  in  other  seasons 

Camping  and  lake-based  activities 

Nature  based  activities  or  sports 

Cultural,  heritage  or  historic  sites 

First  Nations  cultural  experiences 

Accommodations  such  as: 

-  rental  cabins  (on  lake) 

-  adventure  lodges  (with  hiking,  X-C  ski,  trail  riding, 

canoeing,  wildlife  viewing) 

-  Country  inns  or  B&B  inns 

-  Resorts  (RV,  golf/tennis,  ski,  marina,  spa/fitness) 
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RESPONDENT  NAME  GROUP  #_ 

ADDRESS  CITY 

PHONE  #    WORK* 

Hi  My  name  is  and  I'm  calling  on  behalf  of  Infact  Research  &  Consulting.  We  are 
currently  working  on  a  research  project  on  the  subject  of  travel  and  wc  were  wondering  if  you  have  the 
time  to  answer  a  short  survey. 

1.  Which  of  the  following  age  groups  do  you  fall  into? 

18  to  24  1 
25  to  34  2 
35  to  39  3 
40  to  44  4 
45  to  54  5 
55  to  64  6 
65  &  Over  7 

2.  RECORD  SEX  BY  OBSERVATION    Male  1    Female  2 

3.  Do  you  or  docs  anyone  in  your  household  work  for  any  of  the  following  types  of  Companies?  IF  YES  TO 
ANY  TERMINATE 

Travel  Agency  1 
Tourism  jnd»?Hy,,T.ttMM„r2 
Market  Research  Firm  3 
Advertising  Agency  4 
TV  or  Radio  Station  5 
Newspaper  6 

4  Have  you  taken  any  pleasure  or  vacation  trips  in  the  past  2  or  3  years  which  involved  staying  away  from 
home  for  at  least  1  night? 

Yes.  1GOTOQ#5 
No  2  TERMINATE 

5.Did  any  of  these  trips  involve  staying  at  least  1  night  in: 

Northern  Alberta  (N  Of  Highway  16)  t  Was  this  more  than  i  trip?  Y.„  1  N...2  ASK  6A 
Northern  Saskatchewan  2  Was  this  more  than  1  trip?  Y...1  N...2  ASK.  6B 
Northern  British  Columbia  3  Was  this  more  than  I  trip?  Y...  1  N...2  ASK  6B 
None  of  these.  4  GO  TO  Q#8 



6.  What  type  of  accommodation  did  you  use  during  your  visit/s  to  (a)  Northern  Alberta  (b)  Northern 
Saskatchewan/  British  Columbia?  PLEASE  CIRCLE  OR  UNDERLINE  THE  RESPONDENTS  EXACT 
RESPONSE  WHERE  MORE  THAN  1  ITEM  IS  LISTED  IN  A  GROUP 

(A) (B) 
Campground 1 I 
Hotel/motel 1 1 
Rental  Cottage/cabin 1 I 
Bed  &  Breakfast  home/Inn 1 I 

Fishing/Fty-in  fishing/Hunting  Lodge 1 1 
Resort 1 1 

SPECIFY 
Own  vacation  cottage 1 1 

Home  or  Cottage  of  family /friend t 
17 

ACCOMMODATION  USED 

7.  Was  the  main  purpose  of  your  vacation/pleasure  trip/s  to  Northern..,(Alberta,  Saskatchewan/BC)  when 
staying  in... (type  of  accommodation  in  Q#5)  to  visit  family  or  friends,  or  was  the  main  purpose  something 
else? 

All  trips  =  Visiting  Friends/Relatives  1  TERMINATE 
Any  Trip*Oher  2  SKIP  TOQ#10 

♦EXCLUDE  SHOPPING,  LAWYER,  BUSINESS  TRAVEL  ETC.  UNLESS  RECREATION/LEISURE 
WAS  THE  MAIN  PURPOSE  FOR  THE  TRIP 

8. During  your  vacation/pleasure  trips  in  the  past  2  or  3  years,  did  you  participate  in  any  of  the  following 
types  of  activities?  IF  YES  TO  LESS  THAN  3  TERMINATE 

Camping  or  hiking  .  ,  1 
Bird  watching  or  nature  walks/wild  life  viewing  2 
Fishing,  boating  or  other  lake  activities  3 
Canoeing,  jet  boating,  rafting  or  other  river  based  activities  4 
Trail  riding  or  hunting.  5 
Skidooing,  skiing  or  ofcer  winter  activities  6 
Golf,  tennis  or  other  sports  7 
Viewing  interesting  countryside  or  landscapes  8 
Visiting  small  towns  or  villages  9 
Attending  community  festivals/events.  10 
Visiting  Museums/historical  sites.  11 
Native  or  ethnic  culture  and  history  12 
Other  :  12 

SPECIFY 

9.  Would  you  be  interested  in  taking  a  trip  in  the  next  couple  of  years  which  involved  doing  those  types  of 
activities? 

Yes, 
No... 

.1  CONTINUE 

.2  TERMINATE 



10  Have  you  ever  participated  in  a  Focus  Croup  or  Research  Project  that  was  arranged  in  advanced  for 
which  you  received  a  sum  of  money  for  your  participation? 

Yes,  1  TERMINATE 
No  2  CONTINUE 

1  l.How  many  people  including  yourself  live  in  your  Household? 

#  of  people  in  Household 

12.IF  2  OR  MORE  AT  Q#10  ASK..  And  how  many  arc  under  the  age  of  18 

#  of  people  under  18 

13.  /  
OCCUPATION  TYPE  OF  COMPANY 

14 The  next  question  allows  you  to  use  your  imagination.  There  arc  no  right  or  wrong  answers  and  we 
would  like  you  to  be  as  creative  as  you  can.  Could  you  please  give  me  3  uses  for  a  city  telephone  directory 
other  than  the  obvious? 

1.  

2.  

3.  .  

REVIEW  SPEC  SHEET  BEFORE  INVITATION 

INVITATION 
We  would  like  to  invite  you  to  attend  a  Research  Project  on  the  subject  of  travel  destinations  within 
Alberta.  It's  a  2  hour  round  table  discussion  or  Focus  Group  and  we  pay  you  a  sum  of  $40.00.  No  attempt 
will  be  made  to  sell  you  anything  as  we  are  only  interested  in  your  views  and  opinions.  Focus  Groups  are 
used  by  many  industries  to  help  manufacturers  of  products  and  services  learn  how  consumers  are  affected 
by  the  ever  changing  market  place.  We  are  only  inviting  10  individuals  to  attend  each  group. 
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