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Abstract: 
 
The Learning Travel Product Development Workbook: A step-by-step guide for Yukon and 
northern entrepreneurs is an interactive tool that has been designed primarily for the independent 
entrepreneur wanting to create a learning travel experience for this special interest tourism 
market. The workbook will also be useful for visionaries in the business or not-for-profit sectors 
who want to enhance their activities by developing a tourism product for this market, or by 
integrating the principles and characteristics of learning travel to an already operating tourism 
oriented activity.  
 
 
 
Reference: 
 
de la Barre, S., Learning Travel Product Development Workbook: A step-by-step guide for Yukon 
and northern entrepreneurs, North to Knowledge (N2K), Whitehorse, Yukon, January 2005.  
 
 
Note: This is a public document that can be reproduced in whole or in part. As a courtesy, please 
reference as above. 
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“Yukon is a real wilderness destination featuring people 
whose northern lifestyle celebrates our nature, history, 

arts and cultures. Yukon’s tourism industry delivers 
hands-on, authentic and year-round cultural, historical 

and natural experiences in all regions.” 
 
 
 

- Yukon Territorial Government, Yukon Tourism Marketing Program, Marketing Positioning Statement, January 2001 
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Background 
 
In 1996 the Canadian Tourism Commission’s (CTC) Industry and Product Development 
Committee launched the Product Club Program. Its objectives are “to increase the range 
and quality of tourism products in Canada, build business networks to increase the 
exchange of information and to encourage cooperative ventures and partnerships.” 
Product Clubs help small and medium-sized businesses overcome impediments to 
tourism growth in a given geographic area or industry sector.  

 
A Product Club is a partnership or consortium of tourism industry stakeholders, usually 
in more than one region or province, who pool their efforts to increase the range and 
quality of existing tourism products or to develop new products to ultimately make 
Canada a more attractive and competitive tourism destination.  
 
Launched in October 2002, North 2 Knowledge, known also as “N2K”, focuses on the 
”creation of learning travel products that position the North as a vibrant, exciting, high 
quality destination for learning travel experiences.” N2K pays special attention to 
cultural, arts, educational, adventure and First Nation related learning travel products. To 
date, its main initiatives have included the creation of a website, regional networking and 
information sharing with operators and associations (Yukon, BC, and NWT), as well as 
national learning travel associations. It also has held several workshops. N2K’s mandate 
ends in 2006. See Appendix 1 for a list of N2K’s current and former partners. 
 
 
 

The growth of cultural tourism is being driven by a shift toward experiential  
learning-based, enrichment travel. Increasingly, travellers are seeking to  

explore other peoples, other places, and other cultures. 
 

- Burnett & Thorne, Whitehorse, December 2004. 
 
 
 
 
More information 
 

 Canadian Tourism Commission (CTC) and the Product Club Program: 
www.canadatourism.com 

 
 North to Knowledge (N2K): www.n2k.ca 
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Who is this workbook for? 
 
The Learning Travel Product Development Workbook: A step-by-step guide for Yukon 
and northern entrepreneurs has been designed primarily for the independent 
entrepreneur who wants to develop a learning activity or program for tourism purposes. 
From a tourism industry standpoint, this activity or program is called a “learning travel 
product.” The workbook will be most useful for small business visionaries who are 
looking for information on how to develop a learning travel product for this special 
interest tourism market. It will also be useful for visionaries in the business or not-for-
profit sectors who want to enhance their activities by developing a tourism product for 
this market, or by integrating the principles and characteristics of learning travel to an 
already operating tourism oriented activity.  
 
Tourism product development is a multi-faceted undertaking and involves many areas of 
knowledge, and a variety of skills. This workbook will provide basic information about 
what needs to be done to begin developing your learning travel product. As well, it will 
introduce you to some of the tools and resources that you will need to get things going.  
 
After reading this workbook and doing the exercises, you should be able to: 
 

• Understand what learning travel is (characteristics, market, etc.) and have some 
idea of how to develop or enhance an activity or program that can attract learning 
travel participants; 

 
• Be better able to assess if you think you are the right kind of person to get 

involved in this kind of tourism activity, and if you can run your own business; 
 

• Be able to identify the steps that you need to get things rolling; 
 

• And, finally, you should have a good idea of where to find the resources you will 
need to move forward. 

 
 
 

 
One of the things I love most about doing this work is the 

enthusiasm of people who want to learn. That just fires me… the 
excitement in people when they learn something new and the 

confidence that they leave with.  I just love that. 
 

- Nansi Cunningham, Vista Outdoor Learning Centre 
 

 
 
 
 
 



N2K Learning Travel Product Development Workbook 

 

3

How to use this workbook  
 
Start at the beginning and read through the workbook. Give yourself enough time to do 
the exercises included in each section. If you have already done the work presented to 
you in a section, move on to the next section. However, if you have only considered the 
questions or material in a section but don’t have your answers or ideas written down 
anywhere, you may wish to re-do the exercise just so that you can have your ideas and 
thoughts on paper. This can help you make sense of things in a useful and productive 
way. A few specific learning travel terms are highlighted in bold and are defined in the 
glossary at the end of the workbook.  
 
You will find a “More information” area at the end of many workbook sections. The 
resources found there can help you with specific follow-up tasks. Finally, a series of case 
studies, or “Exhibits,” have been developed to provide you with Yukon examples of 
learning travel products. They outline various stages of development and provide 
characteristics that allow you to see what kind of activities, programs and services are 
included in this niche market.  
 

 
1. Introduction 
 
1.1 What is learning travel?  

 

Have you ever excavated an archaeological site then ‘travelled the path’ of an artefact? 
Stepped behind the scenes into a world-class cooking school and winery?  Contributed 
to the well being of a national park? This and much, much more abounds in Canada’s 
natural, cultural, historical, and artistic wonderland. An emerging opportunity is on the 
horizon for Canada’s tourism industry. It’s called enrichment travel, and it’s one of the 
fastest-growing travel segments worldwide. 

Learning travel (also known as “educational travel” or “enrichment travel”) is a concept. It 
involves a series of formal and informal learning, travel, and social activities that, when 
cleverly packaged, engages people in memorable ‘ed-ventures’. Its unique selling 
proposition is quality-learning experiences, delivered by dynamic resource specialists. 
Privileged access to behind the scenes opportunities, not typically available to the 
general public is paramount. Educational travellers are willing to pay a premium for 
these experiences. 

Strategically choreographed learning vacation itineraries usually follow a theme, but can 
be built around a mix of opportunities representative of the host community’s distinctive 
assets. Participatory activities, led by subject matter experts, result in personal growth 
and lasting memories for the traveller. 

 - Nancy Arsenault in CTC’s monthly newsletter “Communiqué”, Volume 5, Issue 5, June 2001 
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Learning travel is a type of special interest tourism where “a person is away from their 
home town or country overnight, where education and learning are either the main 
reason for their trip or where education and learning are secondary reasons but are 
perceived as an important way of using leisure time” (Ritchie, 2003).  Learning travel can 
satisfy a curiosity about other people, their language and culture or stimulate an interest 
in art, music, architecture or folklore. It can also inspire concern for natural 
environments, landscapes, flora and fauna or deepen a fascination for cultural heritage 
and historic places. However, more than just satisfying a curiosity, an interest, or a 
fascination for a particular topic, it involves an organized learning component, whether 
that be formal or experimental (Ritchie, 2003). 
 
While it is true that “almost anything” can be called a “learning travel product” – because 
all tourism can be said to broaden the mind and therefore can be educational – what is 
particular to learning travel products is how learning is used to enhance the travel 
experience. You need to know that … 
 
 
 

… experienced providers of learning vacations caution that the integrity of the 
product line and Canada’s reputation as an educational destination could be 

jeopardized if new companies entering the market do not fully understand and 
value the importance of the experiential learning component in the product mix. 

 
- Canadian Ed-ventures, Volume 1, April 2001, CTC. 

 

 
 
Similarly, just because a product is primarily a wilderness tourism product, it does not 
mean that it cannot also be a learning travel product. In fact, you have nothing to lose by 
enhancing your current product with a learning dimension in order to attract a different or 
additional market to the one you presently target. You may even address different 
characteristics of your current market. This means that by enhancing the learning 
dimension for what you already do, you can increase the number and type of customers 
you can attract!  
 
For instance, if you currently run canoe trips, you can enhance the learning dimension 
by ensuring you have a qualified natural history expert along for the ride (one who knows 
how to share information in an engaging manner). The expert would be familiar with 
adult education principles and would provide lively sessions to trip participants, as well 
as be available to answer questions along the way.  
 
 
 

Much greater profits will accrue to those businesses with  
the wisdom to shift beyond goods and services to the use of  

experiences that will transform their customers. 
 

- Pine & Gilmore, The Experience Economy 
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Exhibit A: Aroma Borealis’ Weed Walk Wednesdays 
 
Background 
Bev Gray is a herbalist and aromatherapy practitioner. She operated out of her home 
until the growth of her thriving business led her to open up her 
shop, Aroma Borealis, in downtown Whitehorse in 1997. Bev 
offered her first workshop on her property at Rat Lake (about 30 
minutes from Whitehorse) in 1998. She started Weed Walk 
Wednesdays in the summer of 2004. The one-hour walks around town leave from her 
shop on Main Street in downtown Whitehorse. 
 
What got you started? 
“Opportunity knocked. Customers kept coming into the store and asking questions about 
our products and telling us they wanted to learn more about them.” 

 
Key product characteristics 
Herb walks and workshops are a hands-on 
experiential education activity that provide people 
with a greater knowledge of herbs and plants, 
and increases their self-sufficiency, personal 
empowerment, and ability to make healthy living 
choices.  

 
Market profile and demand 
Workshops and walks were locally promoted through flyers around town and word of 
mouth. Bev made few assumptions about who would take the workshops or go on the 
walks, but she knew they would be “into natural health and likely be outdoorsy.” Many 
residents participated in the herb walks 
but she also had a few travellers from 
across Canada and the U.S. join in. 
Despite the minimal amount of tourist 
oriented advertising, a number of 
travellers had become aware of the walks and were eager to join in. Bev plans on having 
a more detailed marketing strategy for the herb walk for the summer of 2005: one that 
will showcase her educational herb experiences to residents and tourists alike.  
 
What works? 
“We used a stepping stone approach to growth…actually, you could say our business 
‘grows organically’.” 
 

Challenges  
“At some point we had to figure out how much we were willing to 
compromise our lifestyle for the growth of the business…it’s still difficult to 
choose which opportunities we are going to work with. Sometimes it’s 
challenging to choose to take on an opportunity only to find there’s no 
time or resources to make it happen. And not all opportunities are risk 
free.” 
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1.2 History  
 

The Grand Tours of the 17th, 18th and 19th centuries are commonly claimed as the 
beginning of cultural and educational tourism. Generally, only scholars and aristocratic 
British youth participated in this type of travel at that time.  It was seen as a “rite of 
passage” necessary to pass the threshold from childhood into 
adulthood. It was also necessary for entry into high society.  
 
Today, many experts suggest that the transition from an 
industrial to a knowledge-based economy and society is 
increasing the emphasis on the extension of learning beyond 
initial schooling, and into recreational activities such as 
travel.  Tourism industry researchers claim that in the 
20th century “tourists want to live their travel experiences in the same way they live their 
recreation experiences. This means education, skill development, exercise and self-
actualization. It also means travel will need to be programmed in the same way that 
recreation experiences have been for years” (Fennell, 2003). Finally, learning vacations 
also reflect the growing trend toward socially and ecologically responsible tourism.   
 
 
 

I never wanted school to interfere with my education, or allow work to interfere  
with my life. Learning vacations only enhance both. 

 
- Peter Greenberg, Learning Adventures Around the World. 

 
 
 
1.3 Doing the conceptual twist: “Product” or “Program”? … “Tourist” or 
“Participant”? 
 
Like most specialized industries, the tourism industry has its own language. Becoming 
familiar with some industry terms will assist with tourism business development 
activities. It also will help you to better understand the tourism environment. In addition 
to the glossary provided at the end of this workbook, we should pause here and consider 
a few words, their usage, and how they can signify the need for a different approach: 
one that can have significant consequences for the kind of learning travel products you 
develop, as well as influence the kind of visitor experience you create. 
 
The tourism industry uses the word “product” to identify activities that are sold for 
tourism purposes (which suggests that tourism activities are considered to be a “goods” 
rather than a “services”). However, tourism does intersect with recreation (which 
provides “services” rather than “goods”) and therefore, “products” could (and some 
would argue “should”) also be considered as “programs” in the context of tourism.  
 
While this workbook uses the tourism industry term “product,” it recognizes that if your 
tourism “product” is going to succeed, you may need to treat it as a “program.” Similarly, 
you may need to see the “tourist” as a “participant.” At the very least, it may be useful in 
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the initial stages of product development to at least consider things this way from time to 
time (see Section 5 for more).  
 
 

Learning vacations don’t just take you to the threshold of discovery  
– they take you across it. You’re not a tourist but a participant. 

 
- Peter Greenberg, Learning Adventures Around the World.  

 
 
You may need to take a different approach to the design and development of learning 
travel products than for how you might design and develop a non-experiential-based 
product. In fact, you might say, you need to do a “conceptual twist.” For a more hands on 
approach to what this means, see Appendix 2: The Mind Flip (CTC, 2002). 
 
 
 

Goods and services are no longer enough! It is time to move up the scale of  
economic value and engage customers in the infinitely more challenging  

and more rewarding world of facilitating customer transformations. 
 

-  Schuman & Davar, “Out and About” Distinctly Canadian Tourism Experiences.  
Product Club Managers’ Workbook, 2002. 

 

 
 
1.4 Ok, so what exactly is a learning travel product?  
 
Both the Canadian Tourism Commission (CTC) and the Canadian Experience Travel 
Network (CETN, formerly LETA) have compiled theme-based lists under which learning 
travel products can be categorized. Examples of learning travel product themes include:  
 
 

 Aboriginal Travel 
 Agricultural Travel 
 Arts Travel 
 Culinary Travel 
 Cultural and Heritage Travel 
 Language Travel 

 Natural History Travel 
 Photography Travel 
 Spirituality and Wellness 

Travel 
 Wilderness Survival Travel 
 Wildlife Travel 

 
 
 

It is important that packages do more than take visitors to a destination.  
These people want to get involved, participate, and learn about  

local culture, history, and heritage. 
 

 - Schuman & Davar, “Out and About” Distinctly Canadian Tourism Experiences.  
Product Club Managers’ Workbook, 2002. 
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In 2001, the CTC identified a number of potential learning travel packages for the Yukon. 
They included: 
 

 Storytelling in the Land of the Midnight Sun: An Experiential Discovery of 
Storytelling and the Culture of the Yukon 

 Yukon Quest: Behind-the-Scenes with the Sled Dogs and Trainers of the North 
 Traditions and Customs of the Circumpolar Harvest  

 
These types of packages provide an understanding for the kind of learning travel product 
that is unique to the Yukon. For a selective list of learning travel experiences in the 
Yukon (compiled by the CTC), see Appendix 3. 
 
Other examples of Yukon learning travel products have been highlighted for you in the 
case studies in this workbook. The “exhibits” introduce you to different kinds of activities 
that are already positioned as learning travel products (though not always exclusively 
positioned as such).  For specific information on their learning components, go to the  
“Key Product Characteristics” sections in each exhibit. 
 
 
1.5 What is your learning travel product idea? 
 
Describe your learning travel product. 
 
 
 
 
 
 
 
 
 
 
 
What components or aspects of your learning travel product focus on learning or 
education? (e.g. what is it that people will be learning about?) 
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What do learners require for them to learn when participating in the activity? (e.g. guides 
and interpreters, the ability to walk or paddle, or nothing: they just have to show up and 
want to learn!). 
 
 
 
 
 
 
 
 
 

What you learn from experience, you seldom forget. 
 

- Ed Rose, 50 Ways to Teach your Learners 
 

 
 
More information 
 

 Contact YTG, Department of Tourism and Culture (Product Development), for 
information on their Yukon Tourism Essentials Workshop Series especially: 

 
o Module 1: Introduction to Tourism 
o Module 4: Exploring Niche Markets 

 
 Ritchie, B. (2003). Aspects of Tourism: Managing Educational Tourism. 

Clevedon, England: Channel View Publications. 
 

 Canadian Ed-ventures: Learning Vacations in Canada: An overview, Volume 
One, April 2001.  

 
 Canadian Experience Travel Network (Formerly “LETA”): www.cetn.ca 

 
 Educational Travel Conference  www.educationaltravelconference.com 

 
 Planetedu        www.planetedu.com 

 
 Arts in the Wild     www.artsinthewild.com 

 
 
2. Self-Assessment 
 
It is important to understand where you are coming from in order to better understand 
where you want to go. Knowing your current situation could affect how you approach 
your product development activities as well as your business. It also means you are 
thinking about your expectations. Which is a very good idea. 
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2.1 Situating yourself 
 
There are at least three different kinds of entrepreneurs in the Yukon that are 
considering developing a product for the learning travel market: 
 

 For many Yukoners, learning travel product development occurs as a sideline 
to a non-tourism oriented business that they are already operating. In these 
cases, Yukoners are building on the success of an already established business 
(usually a successful one – its hard to expand a failing or struggling business). 
They are keen to expand what they offer so that they can attract a different client. 
Learning travel product development allows them to create a sideline product in a 
way that complements what they are already doing. Their current business 
operations allow them to consider expanding into a tourism type activity at little or 
no risk. See Exhibits A, B, and E. 
 

 In other cases, the already operating business is already tourism oriented 
and the operator also wants to position his/her tourism product for the learning 
travel market. The tourism operator can “enhance” an existing tourism product so 
that it can become a learning travel product. In so doing, it does not need to 
become exclusively positioned as a learning travel product. It can remain or also 
become positioned as an adventure or wilderness or Aboriginal or cultural 
tourism product. You can create added value and new opportunities that will 
attract tourists who want an explicitly defined learning experience in addition to 
the tourism dimension you have already been offering. There may be less 
financial risk for you because your existing (primary) tourism product may 
continue to provide you with revenue as you try new things (and it may not cost 
much money for you to expand your product).  See Exhibit D. 

 
 Yet still other entrepreneurs are starting up new revenue-creating tourism-

oriented businesses. They want to create a learning travel product and are 
starting from scratch. They may expect and require a certain amount of revenue 
from this venture and may not be involved in other revenue generating activities. 
The financial questions may be riskier for this group of entrepreneurs than for 
those who are already operating successful businesses and who are adding 
additional products or enhancing existing ones. See Exhibit C. 

 
In all three cases however, you need to know what you expect from your learning travel 
product and how much risk you are willing to take – financially and personally. 
 
 

 
 

Follow your passion and stay within your means. 
 

- Nansi Cunningham, Vista Outdoor Learning Centre 
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Exhibit B: Vista Outdoor Learning Centre 
 

Background 
Nansi Cunningham and Clayton White have operated 
Vista Outdoor Learning Centre for three years. Located 
30 minutes from Whitehorse on the North Klondike 
Highway, the Centre’s property has everything needed 
to host a wide range of activities including willow 
furniture courses in the large shop space, yoga classes 
in the indoor studio, family gatherings, professional 
development retreats, Elderhostel and youth group 
programs. The outdoor facility is complete with a large 
outdoor kitchen, comfortable wall tent accommodation, 
tent sites and an engaging fire circle.  

 
What got you started? 
“A lifelong dream to create an environment where people learn together, expand their 
community of friends, and experience personal growth and increased confidence.” 
 
Key product characteristics 
Vista Outdoor Learning Centre offers events and skill development workshops all year 
round within a relaxing, natural environment that inspires learning. The Centre contracts 
local resource people thereby offering a uniquely Yukon flavour to its activities. The 
principles that underlie the Centre combine 
experiential learning with environmental awareness, 
and are geared towards enhancing people’s 
appreciation of our natural world.  
 
Market profile and demand 
The centre has marketed its activities primarily to 
Yukon residents. Youth groups from Faro and 
Whitehorse have enjoyed week-long outdoor 
education camps at the centre; non-profit groups 
have rented the facility for annual retreats; and many 
groups have used the facilitation services provided 
for meetings in this unique outdoor setting. The Centre offers a roster of workshops all 
year round including fireside cooking, wilderness survival, landscape painting, winter 
camping and map and compass.  Future plans include partnering with their wilderness 
adventure company, Cedar and Canvas Adventures, for trips designed to take the skills 
learned at the Centre into the more rigorous challenge of a wilderness adventure. This 
would address the demand of tourists looking for a learning adventure where they would 
feel safe and confident in their practiced skills. 
 
What works? 
“Providing a relaxed learning environment and a product that people want.” 
 
Challenges  
Sustainability issues: “How big do we want to be? This affects the footprint our activities 
will have on the land, our chosen lifestyle, and our local community.” 
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It is wise to consider the circumstances that have brought you to your learning travel 
business idea before you get too far into it.  
 
 
 
Know Yourself… 

 
Me 

 
Not  
me 

 
 
I have a non-tourism related business already and I want to create a 
new product that will be (somewhat or very) related to my current 
business. I will position it as a learning travel product (exclusively or 
not). 
  

  

 
I have a tourism business already and want to enhance a current 
tourism product so that it is positioned as a learning travel product 
(exclusively or not). 
 

  

 
I want to start a tourism business from scratch and develop a learning 
travel product. 
 

  

 
 
2.2 “Market Driven” product development versus “Lifestyle Driven” product 
development? 
 
The Yukon is a place where people value their lifestyle, their quality of life, and the 
environment they live in. It would be true to say that many Yukoners build their business 
ideas around the things they love to do.  This is particularly true for special interest 
tourism businesses. 

The key to a successful tourism product is to make sure that it answers to market 
demand. Yukoners however, sometimes (and maybe often!?), seem to prefer creating a 
tourism product around what they love to do first, and consider the market demand 
second (or not at all in any formal or researched way). Market-based decision-making is 
called “market driven,” while the Yukon style “going with your gut and following your 
heart” approach could be called “lifestyle driven” decision-making. 

Having said all that, it would be unfair to say that Yukoners don’t do their research. It 
does mean, however, that we often don’t write business plans until after we are in 
business. And we do this less for planning our business than because we are required to 
do so for funding assistance. Ideally, we would start thinking about writing a business 
plan before we open up shop for business!  

What we are getting at here is, before you “sell the farm” or quit your day job, you need 
to consider the fact that more new businesses fail than succeed. And those that fail don’t 
often fail because the idea was a bad one. The ideas are often excellent. It’s the 
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stamina, skills, product and market research, financing and continued vision that are 
usually lacking. Not to mention clearly defined and realistic expectations, not only for 
what the product is and who will want it, but also for how it will affect your life. Talk to 
owners of successful tourism businesses similar to the one you want to develop and ask 
them what you should expect.   
 
 

 
Listen to what people are asking for and  
then mould it into what works for you too. 

 
- Bev Gray, Aroma Borealis 

 

 
 
Identify some of the personal expectations you have with your learning travel product 
idea.  
 
 
 
 
 
 
 
 
It may be a good idea for you to consider more closely what is motivating you to create a 
learning travel product. Identify some of the market driven factors and/or lifestyle driven 
factors that are at play in your product development decision-making: 
 
 
Market Driven Factors 
 
 
 
 
 
 
 
 

 
Lifestyle Driven Factors 
 
 
 
 
 
 
 

  
 
 
Caution: Once you take something to market – that is, once you turn your interest into a 
“product” – you can significantly transform the meaning it has for you. If you are not 
careful, what was once “fun” can become just “a job.” Consider how you can best take 
your passion and sell it. You want to think about how you can protect the integrity of your 
”product”– as well as what it means to you (interest, hobby, passion). You should 
contemplate these issues now, at the very beginning, before it’s too late. 
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2.3 More about you 
 
Are you the right kind of person to be running a tourism business? Is your business idea 
feasible? What are your business goals and are they realistic? 
  
Successful tourism businesses require a particular personality and skill set. You don’t 
just have a “product”; you are offering a service (see Section 1.3). A tourism business 
may require that you be available all summer. The time commitments involved in running 
a tourism business can significantly affect your lifestyle. Tourism also requires that you 
be a “people person” (or at least know how to hire and manage people persons).  
 
More information 
 

 Contact YTG, Department of Tourism and Culture (Product Development), for 
information on their Yukon Tourism Essentials Workshop Series especially: 

 
o Module 2: Tourism Business Basics 

 
 Business Services Centre: www.cbsc.org/Yukon  633-6257 or 1-800-661-0543 

BSC offer useful (and free!) info-guides:  
 

o Checklists for Going Into Business 
o Can You Make Money With Your Idea or Invention? 

 
Hard copies available at their office: Suite 101, 307 Jarvis Street, Whitehorse 

 
 Däna Näye Ventures: www.dananaye.yk.net    668-6925 or 1-800-661-0448 

 
o Look into their Small Business Feasibility Study Workshops 

 
 

3. Getting Started 
 
3.1 Mission statement 
 
Mission statements are important vehicles through which organizations and other 
agencies articulate their philosophical direction. Mission statements should be bold and 
inspiring, and to be effective, must communicate direction to customers and workers 
within the organization.  They should be built around a purpose, values, strategy, 
standards and behaviour. In essence, all of the various things that the organization will 
plan on doing should emanate from the mission statement.   
 
While it is common for non-profit organizations and other kinds of institutions to have 
mission statements, your business might benefit from having one too. Certainly it could 
assist with your product / program development activities. The following are sample 
mission statements taken from three not for profit learning travel organizations or 
programs: 
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 The Sierra Club 

 
”To explore, enjoy and protect wild places of the earth. To provide members with an 
experience that instills in them the value of advocacy for wilderness preservations.” 
 

 The American Museum of Natural History 
 
“To further the understanding and appreciation of natural history through travel.”  
 

 Bear Treks Travel Program 
 
“The goal of (1) the Bear Treks Travel Program is to (2) provide exciting combinations of 
discovery, adventure, and educationally oriented travel opportunities for (3) a unique 
community drawn together by the University of California. The tours are designed for 
those who have (4) the University in common and who are (5) lively, inquisitive, and eager 
to (6) broaden their cultural and intellectual horizons. All tour members are expected to (7) 
enjoy travelling as part of a group  – and also to be tolerant of (8) the occasional 
changes, delays, or minor mishaps that are part of any kind of travel.”  
 
Now it’s your turn! Fill in the blanks and use the numbers in the Bear Treks Travel 
Program model above to help you write your own statement. Don’t stick to this model if 
you can make up your own: this is just a sample to help you get started! 
 
 
“The goal of (1) ___ ___________________ is to (2)  _____________________ for  
 
(3) _____________________. The product/program is designed for those who have  
 
(4) _____________________ in  common and who are (5) ___________________,  
 
_______________________, and eager to (6) ______________________.  All 
 
participants are expected to (7) _____________________________  and be tolerant of  
 
(8) ______________________________.“ 
 
Note: Consider reviewing your mission statement from time to time. Like most things in 
life, they are subject to changing needs, capacity and conditions.  
 
 
3.2 The “what” and the “why” 
 
You may already be in business or want to start a business to make a living. However, 
this fact alone will not create a viable business for you. Tourism especially requires that 
you offer a program that will satisfy complex human needs that are recreational and 
emotional in nature. So, while it is important that you know what your economic goals 
are and that you consider how you will achieve them (a business plan is a useful tool to 
ask and answer these questions), you also may wish to consider a mission statement for 
your business that speaks to what you offer and why.  
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First, refer back to your learning travel product description in section 1.5  (The “what”). 
 
Then, consider that a successful learning travel product has a compelling ”why.” There 
are two perspectives to answer this from: 
 
First, answer the “why” from your perspective (for instance, to make money, because 
you love doing X and think you could share your skill/knowledge, because you believe in 
the activity for X,Y,Z reasons, etc.). 
 
 
 
 
 
 
 
Then, ask yourself the “why” from a tourist’s perspective? That is, describe why you 
think someone might want to experience your learning travel product. Ask yourself: “Why 
is this program worth offering?” and  “what is attractive about what people will learn?” 
 
 
 
 
 
 
 
 
3.3 Goals and objectives 
 
Next, you need to establish what your product’s goals and objectives are.  
 
Goals are designed to reflect the mission of an organization or business. They also may 
be viewed as purpose(s) that are often communicated as statements (like the mission 
statement).  
 
What is the major educational goal of your learning travel product? Or, put another way, 
what is the primary purpose of your learning travel product? 
 
 
 
 
 
 
What are some of your learning travel product’s other goals? 
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Objectives are more specific than goals and are measurable and attainable. They are 
the steps you must follow in order to reach specific goals. Objectives should flow 
naturally from your goals. List your learning travel product’s objectives. 
 
 
 
 
 
 
 
 
4. Markets and Marketing 
 
In this section of the workbook, you will be introduced to some basic tools that will help 
you start thinking about who your learning travel product is for, as well as how to attract 
them to your product. The ideas presented here are meant to get you going and are not 
meant to be a comprehensive introduction to Markets and Marketing. The “More 
information” section at the end will help find the tools and resources you need if you 
decide to go further.   
 
 
4.1 What you need to know 
 

 Tourism businesses find their target markets by understanding who wants the 
experiences they have to offer. 

 
 41% or 9.6 million of Canadians have a travel interest that includes cultural and 

learning activities.  
 

 This sector of the travel market plans their vacations carefully and consults many 
information sources in their decision-making.  

 
 They can be reached most efficiently through print advertising.  

 
 The learning travel market view vacations as opportunities to learn. 

 
 Learning travellers are active in a broad range of outdoor activities (e.g. 

canoeing, kayaking, backpacking, etc.). 
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The educational traveler is an informed, articulate, well-educated consumer who  

seeks, demands, and is willing to pay for authentic, high-quality learning vacations 
 that are led by a resource expert … Educational travellers enjoy ‘venturing off the  

beaten track’ to learn about different people, cultures and histories, whether  
by discovering new ‘exotic’ destinations or revisiting familiar ones. 

 
- Canadian Ed-ventures: Learning Vacations in Canada: An Overview, Vol. 1, April 2001. 

 
 
 
Learning travellers are also more likely than the average traveller to: 
 

  Participate in viewing natural phenomena (e.g. whale-watching) and natural 
sightseeing (e.g. viewing wildlife and wild flora), and 

 
 Stay in B & B’s, to camp or stay in wilderness lodges. 

 
 
Source: Adapted from CTC research and a report produced by TAMS & Lang Research, 2001  
 
More information 
 

 Canadian Ed-ventures: Learning Vacations in Canada: An Overview, Vol. 1, April 
2001. Prepared by Nancy Arsenault for the Canadian Tourism Commission. 

 
4.2 Market information and tools 
 
In order to effectively answer the question of what your target market is, you will need to 
do some market research. This kind of research will help you to make sure that you 
develop a product that has a market (i.e. you will have “proof” that someone wants your 
product), and it also will allow you to focus your marketing efforts on them. Keep in mind 
also that: 
 

 A product will not succeed simply because you want it to, or because you can 
offer it. Your interests, abilities and enthusiasm must match what people are 
willing to spend their time and money on.  

 
 Thinking about who your customers are will help you to understand what your 

product is or could be to those who want it.  
 
More information 

 YTG, Department of Tourism and Culture, Resource Centre 
http://www.btc.gov.yk.ca/marketing/pdr/index.html. See especially: 

o YTG Tourism Marketing, Marketing Plan 2004/2005 
 
o YTG Tourism Marketing, Strategic Plan 2004/2005 
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Exhibit C: Elder Host Program 
 
Background 
For many years, the Fort Selkirk Co-management group wanted to have Elders visit Fort 
Selkirk and engage in traditional activities. They felt that having Elders on site would 
show great potential for visitors to be able to see an aspect of the Northern Tuchone 
people and traditional lifestyles. The Elder Host Pilot Project was conceived through 
discussions with the First Nations Investment Group (comprised of Kwanlin 
Development Corporation, 12028 Yukon Inc. [Ta’an Kwach’an Council], Selkirk 
Development Corporation, Chief Isaac Inc. and Selkirk First Nation), YTG Heritage Unit, 
YTG Tourism and culture and the Great River Journey (GRJ). These groups were 

seeking additional experience and insight into 
the business opportunities and challenges of 
incorporating First Nation traditional knowledge 
and “lifeways” into tourism activities. 
 
What got you started? 
“To date, there is not a lot of understanding for 
how Elder Host activities can become potential 
tourism products; neither by First Nation 
people, nor by the tourism industry. We want to 
change that. As well, we also had a desire to 
create an opportunity for First Nation Elders to 

share their life experience and their culture with Yukoners and visitors alike.” The Elder 
Host project objectives were:  To define, record and demonstrate, via a pilot 
demonstration project, traditional activities that Elders could and would engage in as a 
tourism product. The Selkirk First Nation is a natural choice to use as a model, based on 
the agreement that ‘Fort Selkirk should be preserved, protected and developed as a 
living cultural heritage site, the underlying concepts being spiritual learning, cultural 
renewal and sharing of history’ (Fort Selkirk Historic Site Management Plan, May, 2000). 
The project also produced a manual that may be used by other First Nations to assist in 
developing similar tourism products.  
 
Key product characteristics 
“The key is to provide personal programming that 
responds to the interests of the individuals on the journey. 
Activities and experiences need to be flexibly programmed 
to take advantage of both special interests and special 
opportunities. For example, opportunities to hike, fish, 
canoe, explore an historic site or view wildlife need to be 
matched with the clients’ interests and enjoyed as the 
opportunities arise. Understanding the needs and interests 
of the individual guests and having First Nations people involved, in day to day tasks, 
throughout the operation should lead to the natural, unscripted, personal interactions 
and experiences that the market seeks. A scheduled visit to a summer camp to have tea 
and see fish drying, or a stop along the river to have a river ranger explain his or her job 
and what to look out for in the next section of the river would be examples of stops with 
interesting, authentic, First Nations content.  
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Great River Journey recognizes the cultural potential for their prospective guests to 
engage with Elders on their river trip. Elders were enthusiastic with the idea of Fort 
Selkirk being used as an ideal location for the demonstration aspect of the pilot project. 
In the future, Fort Selkirk will be a scheduled stop on GRJ’s river trip from Whitehorse to 
Dawson City. Visitors take a riverboat from Pelly Farm to Fort Selkirk and participate in 
different activities that allow them to learn about, and participate in, First Nation culture. 
Elders demonstrate traditional skills such as drum and snowshoe making, traditional 
food preparation, and sewing. The underlying program components are also geared 
towards First Nation self-learning. These include opportunities for First Nation people to 
participate in activities that strive to enhance spiritual learning and cultural renewal. The 
activities also provide an opportunity for Elders to share their (lived) history. The visitor 
experience is all the more attractive given that learning takes place at Fort Selkirk: a 
living cultural heritage site.” 
 

Market profile and demand 
“Research confirmed that First Nations content on 
this journey is a very desirable component of the 
product, both in terms of First Nations ownership of 
and involvement in the tour. This market wants 
genuine, personal interactions with contemporary 
First Nations people in their own environment. To be 
hosted and guided by local people, particularly the 
First Nations people whose traditional lands are 
being visited, is a very desirable component for this 
product. The product is built on simple, authentic, 
opportunities for insight into First Nations lifeways, 
crafts, and their interpretation of the landscape, 
wildlife, and peoples of the region.” 

What works? 
“Demonstrating cultural and traditional activities helped to determine the level of comfort 
the Elders have with guests on site, and also gauge reaction from family, children and 
visitors as to the potential product.” 
 
Challenges  
“All First Nation tourism product development involves a consideration of complex 
issues, including the sensitivities of maintaining and encouraging a traditional lifestyle 
balanced with adapting to the commercial and corporate aspects of the tourism 
industry.” 

Adapted from Elder Host Manual: How to start an Elder Host Program in your community. 
 
 
 
4.2.1 Types of learning travellers 
 
Canadian Tourism Commission (CTC) research on learning travel suggests that there 
are four main types of learning travellers: 
 

a) Explorers are looking for programs, near or far, that offer the opportunity to 
actively explore a new part of the world. They wish to learn about the local area, 
history, people and customs. 



N2K learning travel product development workbook 

 

21

b) Activity-Oriented learning travellers enjoy programs that are held outdoors and 
are interested in the natural environment. 

 
c) Content-Committed are individuals who look for a specific subject (e.g. 

genealogy, photography). 
 

d) Convenience-Oriented look for programs close to home – destinations within a 
six-hour driving radius that could be reached in one day, by car, and on one tank 
of gas.  

 
While the above categories are a good place to start thinking about your market, you will 
need more specific information on your particular market to develop your learning travel 
product. 
 
 
4.2.2 Market data 
 
You will need market data as part of your research.  
 
“Primary data” is information generated first-hand by your business through customers, 
employees, suppliers, etc.  
 
If you already have a business, you may already have some primary data. List some of 
this information here (e.g. “X # of persons a day last summer requested we take them 
out and show them herbs they could use to enhance their health or well-being”). 
 
 
 
 
 
“Secondary data” is information that already exists. It includes statistics and census 
reports, and other market data that is collected and distributed in reports (eg., YTG 
tourism reports). Are you aware of any market data that already exists and that you can 
use for your own research? List some of this information here.  
 
 
 
 
 
More information 

 YTG, Department of Tourism and Culture, Resource Centre 
http://www.btc.gov.yk.ca/marketing/pdr/index.html. See especially: 

o YTG Tourism Marketing, Marketing Plan 2004/2005 
 
o YTG Tourism Marketing, Strategic Plan 2004/2005 
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4.2.3 Client profiles 
 
Client profiles can be useful tools and will help you figure out what your target market is. 
A client profile is an information summary that provides details on the characteristics of 
your potential or real clients. 
 
Sample Client Profile for “Yukon country foods day trip” 
 

 Mostly women 
 In their 30’s and up 
 Self-employed, service sector, health sector, homemakers 
 Annual incomes of $30 000 to $50 000 per year 
 Interested in nature 
 Enjoys being outside 
 Interested in health and nutrition 
 Interested in country foods 
 Interested in cooking 

 
 
4.2.4 Market segments 
 
A market segment corresponds to a statement on who the people are in your target 
market given the information you have gathered from your research. For example, based 
on the information provided in 4.2.3 above, the corresponding market segment would be: 
 
“Middle income, female, self-employed or homemakers, in their 30’s who are interested 
in learning new and natural ways to take care of themselves and who like cooking, the 
outdoors, and nature.” 
 
 
4.2.5 Your turn 
 
Now it’s your turn! Create your own client profile by brainstorming the characteristics of 
those people who you think will be interested in your learning travel product: 
 
Gender:  ____________________      Age: _____________ 
 
Profession: _______________________ 
 
Income: _______________________ 
 
Interests: _____________________________________________________ 
 
  _____________________________________________________ 
 

_____________________________________________________ 
 
  _____________________________________________________ 
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Now sum it up and you have your market segment: 
 
 
 
 
 
The next step involves making sure that your market segment shows up in your market 
research. Of course, you will need to get more information and do more research than 
what is proposed here. However, if you consider these exercises, you’ll have started to 
think about the market for your learning travel product.  
 
More information 

 YTG, Department of Tourism and Culture, Resource Centre 
http://www.btc.gov.yk.ca/marketing/pdr/index.html 

 Travel and Tourism Research Association of Canada  www.ttracanada.ca 
 
 Tourism Research links     www.waksberg.com 

 
 Contact YTG, Department of Tourism and Culture (Product Development), for 

information on their Yukon Tourism Essentials Workshop Series especially: 
 

o Module 5: Product, Packaging and Pricing 
 

 Canada Business Service Centres: www.cbsc.org/Yukon  633-6257 or 1-800-
661-0543. They offer useful (and free!) info-guides:  
 

o Market Research Guide  
o Market Research Basics 

 
Hard copies available at their office: Suite 101, 307 Jarvis Street, Whitehorse 

 
4.3 Product inventory 
 
In order to successfully consider a product development idea, you need to know what 
else is out there and where your product fits in.  
 
Ask yourself: “Are there others who offer your product?”  Note: other products that exist 
may or may not be sold as “learning travel.”  For example, a similar product may be 
billed as  “wilderness” or “cultural” tourism.  Try and highlight how your product is or 
could be different and unique.  
 
Are there others who offer the exact same product? 
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Exhibit D: Equinox Rox 
 

Background 
Christopher Gishler and Ellen Thomas both have extensive 
backgrounds working in the outdoor education field. After 
moving to the Yukon in 2000, they created Equinox Rox so 
that they could make use of their respective talents and 
hopefully enhance their new community. 
 
What got you started? 
“On a personal level, we started with our desire to work at 
something that used our past education, employment 
experience, our values (promoting respect for self, others and 
the environment), and our lifestyle priorities (wanting to work 
outside). On a business level, we wrote a business plan and 
researched the market.” 

 
Key product characteristics 
Equinox programs provide individuals and groups with opportunities to develop effective 
interaction, expand problem solving skills, realize strengths, and develop valuable 
interpersonal skills. Staff are highly  skilled experts in trust building, communication, 
team work and leadership development. Equinox Rox offers a broad selection of 
activities: low ropes initiatives and 32 foot 
outdoor climbing wall are designed to challenge 
groups and provide breakthrough experiences 
in a safe and supportive enviornment.  
 
Market profile and demand 
Christopher and Ellen want to do some directed 
marketing to teambuilding and adventure 
programs in the incentive and conference 
market segments. They are still working on 
finding ways to market day adventure products 
to tourists at large. Future plans include pumping up the wall/zip and climbing with their 
“real rock day program” (probably through a broker/agent). Importantly, the business is 
located at the Takhini Hot Springs so they have access to a steady flow-through of 
tourist and local trafic.  
  
What works? 
“Use the start up support services offered in the Yukon – Däna Näye, Wilderness 
Tourism Association of the Yukon, North to Knowledge, and YTG Department of 
Tourism and Culture ... They are fantastic!” 
 
Challenges  
“It’s sometimes difficult to balance the economic needs of business development with 
the need for personal / family revenue. It makes you think about how you will grow a 
business idea and when you will choose to implement new program components. It 
takes time and patience.”  
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Are there others who offer a similar product? 
 
 
 
 
 
 
Are there others who offer a complementary product?  (Note: These might become 
partnership opportunities!). 
 
 
 
 
 
 
More information 
 

 Yukon tourism product inventories  http://www.yukonweb.com 
       www.touryukon.com 
 

 For a selective list of learning travel experiences in the Yukon (compiled by the 
CTC in 2001), see Appendix 3. 

 
 
4.4 Market readiness 
 
Ok. You think your learning travel product is ready for market. But how can you know for 
sure?  
 
It is recommended that you use the criteria developed for the Yukon and Canada as a 
checklist to assess your market readiness. Furthermore, it’s a good idea to have a close 
look at the criteria before you start your product development activities. For Yukon 
guidelines on market readiness, see Appendix 4: Market & Export Criteria. 
 
 
More information 

 
 Contact YTG, Department of Tourism and Culture (Product Development), for 

information on their Yukon Tourism Essentials Workshop Series especially: 
 

o Module 6: Travel Trade and Market Readiness 
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4.5 Marketing  
 
This workbook is about getting you to think about learning travel product development 
and to consider what will be required when you decide to take your idea to market. 
Marketing involves making a marketing plan and using the resources available and 
affordable to you so that you can sell your tourism product. A marketing action plan will 
require three steps: 
 

 Develop a marketing strategy 
 Create a list of specific marketing contacts (individuals, email distribution lists 

from professional or other associations, newspapers and newsletters, 
magazines…your budget will dictate what is on the list) 

 Identify and use some marketing tools that will work best for you, your business 
and your learning travel product 

 
 
More information 
 

 Royal Bank small business guides and on-line business development tools can 
help you better understand what is involved with marketing and how to go about 
it: http://www.rbcroyalbank.com/business/definitiveguide/marketing.html 

 
 Examples of marketing initiatives or opportunities in the Yukon can be found at: 

 
o Tourism co-operative marketing fund: www.touryukon.org 
o Wilderness Tourism Association of the Yukon: www.yukonwild.com 

 
4.6 Product pricing 
 
What should you charge? What is your learning travel product worth? 
 
Part of the answer to the pricing question depends on the value of the product. If your 
product is unique, as in “one of a kind,” then you can charge more than if your product 
has competitors.  Learning travel principles as they are described in this workbook can 
help turn your product into a one of kind product by enhancing the experiential 
components of an activity. If you can differentiate your product from your competitors, 
then you will have more options for pricing. 
 
 

If your product is a unique experience that cannot be found anywhere else, 
then you must charge whatever your customer is willing to pay, for what 

they’ll get from the experience. However, if your product is not so 
different from other products in the marketplace, you will pretty much 

have to price it competitively with your competition. 
 

- Adapted from Out and About: Distinctly Canadian Tourism Experiences, CTC, 2002 
 
 
Assess how unique your product is by reviewing sections 3.3 and 4.3.  
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Ok, but the question remains: “How do you price a learning travel product?” Let’s go 
back to our “Yukon Country Foods Day Trip” example from section 3.2.  Remember that 
the market segment for this activity is: “Middle income, female, self-employed or 
homemakers, in their 30’s who are interested in learning new and natural ways to take 
care of themselves and who like cooking, the outdoors, and nature.” 
 
Pricing Worksheet for Yukon Country Foods Day Trip: 10 participants 
 
 
Fixed costs 

 

Facility rental fees  $ 150.00 
Facilitator fees per day (i.e. country foods history and collection expert, cooking 
methods, nutrition and healing components, women and self-care) 

 
$ 300.00 

Transportation (2 small vans @ $100.00 each: includes gas and insurance) $ 200.00 
Contributions (to conservations/preservation/heritage/cultural projects) (sometimes 
suggested in a Code of Ethics. See section 8.2) @ $150.00 per group visit to the site 

 
$ 150.00 

Visit and storytelling from a local Elder on traditional uses of local country foods found 
in the area (2 hours only) 

 
$ 100.00 

 
Variable costs (depending on number of participants) 

 

Meals: 1 lunch @ $25.00 each x 10 (includes cook at the facility) $ 250.00 
Educational/teaching materials: Booklet on country foods and recipes (take home) @ 
$10.00 each x 10 

 
$ 100.00 

 
Sub-Total: 

 
$ 1250.00 

 
Overhead/Administrative costs (usually 10 to 16% of the total 
product cost). Can include the following (for example): 
 

 Promotional materials 
 Contract negotiation and associated legal fees 
 Office supplies and communications 
 Market research 
 Participation in local marketing initiatives 
 Program monitoring and evaluation 

Add 15%: 

 
 
 
 
 
 
 
 
 
$ 187. 50 

 
Total: 

 
$ 1 437.50 

 
Divided by 10 participants: 

 
$ 143.50 

 
Plus 8% GST (per participant): 

 
$ 11.48  

 
Total cost per participant for this learning travel activity: 

 
$ 154.98 

 
Now you know how much it will cost you to cover all your costs. Next you need to find 
out how much people will pay, and what the market will bear.  The difference is your 
profit. So, if you charge $200.00 per person for this day trip, you will make $45.02 profit 
per person at 10 people per trip (or $ 450.20). NOTE: This amount will change if you 
increase or decrease the number of people you have on the trip.  
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Now it’s your turn! 
 
Pricing Worksheet for ______________________________: ___ participants 
 
 
Fixed costs 

 

 $  
 $  
 $  
 $  
 $ 
 $ 
 
Variable costs (depending on number of participants) 

 

 $  
 $ 
 $ 
 $ 
 $ 

 
Sub-Total: 

 
$  

 
Overhead/Administrative costs (usually 10 to 16% of the 
total product cost). Can include the following (for example): 
 

 Promotional materials 
 Contract negotiation and associated legal fees 
 Office supplies and communications 
 Market research 
 Participation in local marketing initiatives 
 Program monitoring and evaluation 

Add 15%: 

 
 
 
 
 
 
 
 
 
 

 
Total: 

 
$  

 
Divided by 10 participants: 

 
$  

 
Plus 8% GST (per participant): 

 
$  

 
Total cost per participant for this learning travel activity: 

 
$  

 
 
IMPORTANT: A successful learning travel product is often built on the idea of individual 
attention and small group dynamics. Don’t assume your product will have the same 
appeal if you increase the number of participants from 10 to 15 or 20. 
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Exhibit E: Klondike Institute of Art and Culture 
 
Background 
In the spring of 1998 a group of local artists, with a deep breath and a leap of faith, 
decided that art education based in Dawson City, was an idea whose time had come. 
They formed the Dawson City Arts Society (DCAS), a non-profit organization with a 
mandate to create an environment for advancement of the arts. The overarching goal of 
DCAS is to position Dawson City as an Arts Education Destination. In 2000, the Klondike 
Institute of Art and Culture (KIAC) was established as the operating arm of DCAS. It is a 
campus-based centre offering a broad range of high quality Community, Continuing 
Education and Professional Development programs. As part of its mandate to expand its 
art education programming, KIAC developed its Wilderness Arts programs. 
 
What got you started? 
KIAC’s original business plan hinged on the delivery of the Wilderness Arts program as a 
revenue generating program that could support its other organizational activities, as well 
as complement its goals of building an arts community: “Since that time, our 
expectations for the Arts in the Wilderness program have evolved. We are contemplating 
the role we want the program to have within the organization, and are moving towards a 
more partnership-based model: one where we would contribute the arts instruction 
component to wilderness outfitters who want to enhance their outdoor and wilderness 
programs with our expertise.” 
 
Key product characteristics 
Art instruction with experienced guides takes place in wilderness settings across the 
Yukon. For instance, trips include watercolor in Keno (Keno City Explorations), 
photography along the Yukon River (Yukon River Journey) or the Ogilvie Range 
(Dempster Highway Odyssey), and a drum-making workshop in a First Nations camp 
(Ancient Voices Wilderness Camp). 
 
Market profile and demand 
Arts in the Wilderness programs are built on the appeal they will have for anyone with an 
interest in the arts and culture in a uniquely northern setting. More specifically, there are 
three broad target groups. They require three different marketing initiatives – though 
there will be overlap:  Professional Artists will be recruited through advertising and 
articles in trade publications, arts newsletters and through Internet advertising. Art 
Students will be sought through the distribution of KIAC calendars to more than 500 
institutions and schools throughout Canada and the United States, as well as Internet 
solicitation to linked associations worldwide.  Amateur/Hobby Artists are to be targeted 
through advertising placement in travel/vacation publications, contra arrangements with 
wilderness gear manufacturers, through wilderness tour operators, European 
wholesalers and Internet exposure to links and mailing lists. 
 
What works? 
“Staying true to our founding vision.” 
 
Challenges  
“Organizational learning around the Arts in the Wilderness program has centred on how 
we can develop the program so that it complements rather than competes with other 
programs and organizational priorities.“                                                         
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More information 
 

 Contact YTG, Department of Tourism and Culture (Product Development), for 
information on their Yukon Tourism Essentials Workshop Series especially: 

 
o Module 5: Product, Packaging and Pricing  

 
 
5. Whoa! It’s also about what your participants 
want… 
 
It’s not just a question of who your “market” is and how you will successfully attract them 
to your product: it’s also about what your participants want… 
 
Section 3 highlights many of the business side activities involved in creating you 
“product.” Sections 4 and 5 are meant to remind you that you are offering a “service” and 
not just producing a “product” (see section 1.3).  In fact, if we believe the research 
presented to us on learning travellers, you should be thinking about how to  “orchestrate 
an experience.” To help you do this, you need to consider what you are assuming about 
the kind of experience your learning traveller wants (Section 4). Thinking about your 
assumptions will also help you with program design considerations (Section 6). 
 
 
5.1 Checking out Assumptions 
 
First you need to figure out what assumptions you are working with. Ask yourself the 
following questions: “What am I assuming …” 
 
…about what my clients want to learn? 
 
 
 
 
 
…about how they will learn it? 
 
 
 
 
 
…about the services they want? (For instance, facilities: cabins with an outhouse or a 
fully serviced hotel?) 
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Have you checked if the assumptions you are making about your potential clients are 
accurate?  
 

Examples were given of how everyday life is of great interest  
to others from afar, and the simple task of going fishing can  

spark many lively comments from visitors. 
 

- Elder Host Manual, September 2004. 

 

6. Program Design 
 
In the following section, you will be asked to answer some questions that will help you to 
understand what will make your learning travel product an effective and sought after 
experience.  
 
6.1 Experience checklist  
 
Use this checklist to assess which learning travel attributes you can incorporate into your 
learning travel experience. Ask yourself how you will accomplish this and jot down some 
ideas. 
 
Memorable: It must have impact, enough to be filed into the most treasured memories 
of the participants. 
 
How accomplished? 
 
 
 
Enriching: The participants must feel that they’ve grown or that their lives have become 
better as a result of the experience. 
 
How accomplished? 
 
 
 
Authentic: The experience cannot be contrived. It must be real and the people whom 
they encounter must be real and relevant. 
 
How accomplished? 
 
 
 
Interactive: Participants must be involved in the activity, not merely observers being 
entertained. 
 
How accomplished? 
 
 



N2K learning travel product development workbook 

 

32

Sensory: All the senses must be engaged. Smell, taste, touch, sight and hearing. 
 
How accomplished? 
 
 
 
Educational: Participants must be provided with opportunities to learn interactively.  
 
How accomplished? 
 
 
 
Aesthetic: The experience creates opportunities to be immersed in the experience, but 
have little negative impact on the environment.  
 
How accomplished? 
 
 
 
Entertaining: Basic fun, enjoyment and fulfillment. 
 
How accomplished? 
 
 
 
Escapist: The experience must transport the person to a new reality where they see 
themselves and their environment as they’ve never seen them before. 
 
How accomplished? 
 
 
 
Adapted from: Out and About: Distinctly Canadian Tourism Experiences. CTC Product Club, 
December 7, 2002. 
 

 
Know your subject well.  

Be grounded in what you offer.  
Be solid with it. 

 
- Bev Gray, Aroma Borealis 

 
 
6.2 Educational tools 
 
Learning travel research suggests that participants who engage in this type of tourism 
welcome educational information prior, during and after a trip. Participants feel that this 
kind of access to information engages them and enhances their overall experience. Are 
there educational materials that you can, should or will provide? 
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Prior to the trip? 
 
 
 
 
 
During the trip? 
 
 
 
 
 
After the trip? 
 
 
 
 
 
 
 

As much as we are perhaps awed by a visit to another part of the country,  
visitors to the Yukon are truly impressed by our wilderness spaces and  

traditional lifestyles, and are keen to learn more in a special setting. 
 

- Elder Host Manual (Draft), September 2004. 
 
 
 
More information 
 

 For more information on how to understand and integrate experiential 
components into learning travel products, see Appendix 2: The mind Flip (CTC, 
2002).  

 
 Contact YTG, Department of Tourism and Culture (Product Development), for 

information on their Yukon Tourism Essentials Workshop Series especially: 
 

o Module 1: Introduction to Tourism 
o Module 4: Exploring Niche Markets 

 
 
Resources that can give you learning travel program ideas include: 
 

 North to Knowledge      www.n2K.ca 
 

 Canadian Experience Travel Network (Formerly “LETA”): www.cetn.ca 
 

 Educational Travel Conference  www.educationaltravelconference.com 
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 Planetedu        www.planetedu.com 
 

 Arts in the Wild     www.artsinthewild.com 
 

 Routes to Learning Canada    www.routestolearning.ca 
 

 Responsible Travel     www.responsibletravel.com 
 
 
7. Assets and Resources 
 
What equipment or supplies do you need to deliver your learning travel activity? Do an 
inventory of the things you require (e.g., canoes, cooking equipment for learning 
campfire cooking skills, maps and compasses).  
 
At some point, you will need to develop a business plan that will go into more detail 
about what you need and how much it will cost you. However, you can think about the 
big picture here. It will help you to make decisions about taking your idea one step 
further … or not. 
 
 
7. 1 Quick overview 
 
 Make a preliminary list of what you already have and what you will need: 
   

 
Things you already have 

 

 
Cost 

 
Things you need to get 

 
Cost 

    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    

Total:  Total:  
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7.2 Attractions and resources inventory 
 
This is an inventory of the attractions and resources that exist and that may complement 
your learning travel product. The presence of an event that will attract customers to your 
site could be one of your assets (see Exhibit D), or an asset could be a facility you can 
use to deliver your learning travel program (see Exhibit B). Make a list of some of the 
attraction and resource assets that are available to you: 
 
 
 
 
 
 
 
 
 
 
A final word: Business’ needs and assets will change over time so you may need to 
reassess them. This means that your business plan also needs to be updated as your 
business grows or changes (see Exhibits A and E).  
 

 
8. Professionalism 
 
8.1 How will the educational component of your program be delivered? 
 
Learning travel participants have been described as requiring credible experts in the 
learning areas they are investigating. Who will facilitate participant learning for your 
activity? Are your facilitators recognized experts in their field locally, regionally, 
otherwise? Are they certified? Should they be? What about the credentials of other 
service delivery personnel (cooks, drivers, etc.)? 
 
Briefly describe your human resource needs and identify what certification exists or is 
required. 
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More information 
 

 Yukon Tourism Education Council (YTEC)    
www.yukontec.com   667-4733 

 
 Tourism Industry Association of the Yukon (TIAY)    

www.tiayukon.com  668-3331 
 

 Yukon College, Tourism Studies and Management Program 
www.yukoncollege.yk.ca 668-8850 

 
 
8.2 Codes of Ethics and Codes of Conduct 
 
Learning travel participants are often keenly aware of the potential impacts their travel 
activities might have on the areas they are delivered in (for instance, in terms of social, 
cultural or environmental impacts).  
 
Codes of Ethics or Codes of Conduct are increasingly recognized by hosts and guests 
alike as a means to prevent or control some of the potentially negative effects of tourism.  
 
 

 
Code of Conduct for Tour Operators in the Arctic 

 
 
1. Make Tourism and Conservation Compatible 
 
2. Support the Preservation of Wilderness and Biodiversity 
 
3. Use Natural Resources in a Sustainable Way 
 
4. Minimise Consumption, Waste and Pollution 
 
5. Respect Local Cultures 
 
6. Respect Historic and Scientific Sites 
 
7. Arctic Communities Should Benefit from Tourism 
 
8. Educate Staff 
 
9. Make the Tour an Opportunity to Learn About the Arctic Environment and Arctic 

Conservation 
 
10. Follow Safety Rules 
 

- World Wildlife Fund  
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Consider how a Code of Ethics or a Code of Conduct might benefit your learning travel 
product? How might they be useful in the delivery or marketing of your learning travel 
product? How might they influence visitor behaviour or contribute to the communities 
that are involved in the delivery of your tourism product?  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
More information 
 

 See Appendix 5: WTAY’s Code of Conduct for Operating Wilderness Tours, 
October 2002.  

 
 World Wildlife Fund (WWF) Arctic Tourism Project     

    www.panda.org/resoruces/inthefield/arctic 
 
 
8.3 Risk management 
 
In the Yukon, learning travel activities, like most tourism activities, often take place in the 
outdoors. You may need to consider risk management issues in a similar manner to 
wilderness tourism operators. Wilderness tourism operators are required to carry 
$1,000,000 public liability insurance coverage to be licensed in the Yukon.  
 
What are the insurance and liability issues that might impact you and your learning travel 
product? Consider the aspects of your product that may require you consider a risk 
management program? For example, if your learning activity involves going down the 
river in a canoe, or entering an old mine shaft, you may wish to consider developing a 
waiver form.  
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Helpful tips: 
 

 Use a release form for protection as well as to establish a database of client 
profiles. 

 Ensure your promotional material stipulates your liability policies (Important: use 
same font size…no “fine print”). 

 Assume accidents will happen and establish a back up plan to deal with them. 
 Follow-up accidents with in-person visits or phone calls. 
 Ensure your staff sees the world through your guest’s eyes. 

 
Source: Best Practices Tour in Adventure Travel and Ecotourism, CTC, 2000. 
 
 
More information 
 

 Contact YTG, Department of Tourism and Culture (Product Development), for 
information on their Yukon Tourism Essentials Workshop Series especially: 

 
o Module 3: Wilderness Tourism  
 

 Contact the Wilderness Tourism Association of the Yukon (WTAY) for an update 
on wilderness operators insurance issues and how they might impact upon you. 

 
 Go to www.wtay.com/insuranceInfo.aspx for links to these Canadian Tourism 

Commission (CTC) reports (in .PDF files): 
 

o CTC’s Database of Insurance Service Providers for Adventure and 
Ecotourism Operators (First Edition, December 31, 2002) lists insurance 
providers, including some that specifically target the Yukon.  

 
o CTC’s Risk Management and Insurance Guide for Tourism Operators 

contains industry-specific risk management tools that can be applied to 
businesses in all tourism sectors.  

 
o CTC’s Insurance Tutorials for Outdoor Tourism Businesses (December 

31, 2002). 
 
 
9.  Best Practices 
 
9.1 Evaluating your product  
 
Once your learning travel product is ready for market, you might want to consider inviting 
some people to “test drive” it.  There are many advantages and benefits to having 
“customers” participate in your learning travel product evaluation and give you feedback 
(the “customers” can be friends, colleagues, or people you don’t know but who have an 
interest or an expertise in your learning travel product area). Additionally: 
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• You can get honest and constructive comments about what the experience of 
your product is without risking your products’ reputation. 

 
• You can make any necessary changes before you you go to market with your 

product, and make it better than it already is before you ask people to pay you for 
it. 

 
There are a number of ways to get feedback. Two of the easiest and least formal ways 
include you participating in the activity and observing the responses people have to the 
experience. You can also listen to the comments people make and discuss with them 
questions you and they might have about how to make the experience more attractive or 
meaningful. 
 
Other more formal ways to get feedback include: 
 

 Host a focus group discussion (get a group of participants to discuss together the 
product with a facilitator). 

 
 Interview individual participants for more in-depth in-person feedback. 

 
 Create evaluation forms (simple is best) that give people an opportunity to tell 

you about what the experience was like for them and give you ideas about what 
can make it better. 

 
A final word: “Best Practices” are about customer service, but they are also about 
responsible and sustainable tourism. Being aware of best practices means that you can 
ensure you operate a tourism business that takes into consideration the environment as 
well as the people who are involved – hosts and guests.  
 
 
 

No project is complete without doing an evaluation.  
We needed to ask ourselves what worked well and what would work better. 

 
- Elder Host Manual (Draft), September 2004. 

 
 
 
More information 
 
While these resources are not specifically about learning travel, they provide useful 
information for special interest tourism activities that often overlap with learning travel: 
 

 Contact YTG, Department of Tourism and Culture (Product Development), for 
information on their Yukon Tourism Essentials Workshop Series especially: 

 
o Module 6: Travel Trade and Market-Readiness 

 
 Best Practices in Natural Heritage collaborations: Parks and Outdoor Tourism 

Operators, CTC Product Development, September 2001.  
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 Best Practices Tour 2000 in Adventure Travel and Ecotourism. Adventure Travel 
and Ecotourism Best Practices Tour 2000: Leading Ontario and Quebec 
Operators Share Their Exemplary Practices, CTC, July 2000. 

 
 On the Path to Success: Lessons from Canadian Adventure Travel and 

Ecotourism Operators, CTC, March 1999.  
 

 Catalogue of Exemplary Practices in Adventure Travel and Ecotourism, CTC, 
March 1999.  

 
 
9.2 Considering your community  
 
What do community impacts have to do with product development?  
 
 

The enthusiastic support of the Selkirk First Nation Elders was,  
and will be, critical to future activities in their community. 

 
- Elder Host Manual (Draft), September 2004. 

 
 
Tourism can potentially affect your community in both positive and negative ways 
(“community” might mean your immediate neighbors or the actual “official” community 
where you live). If you want your learning travel product to be successful, it would be 
best to consider some of community impacts while you are designing it. This might 
involve talking to some people and letting them know what you are planning to do and 
how you plan to do it. Ask them how they feel about your project. They may have some 
good ideas to contribute and be able to assist you in ways you had not anticipated. At 
the very least, it is common courtesy to inform your community of certain product 
development components, especially if they might have an impact on the people or the 
environment or the businesses in your area (or the area where the product will be 
delivered). All of the Exhibits in this workbook involve community considerations in some 
way. 
 
 

Community acceptance of the project was critical to the overall  
success of the pilot project, and a local First Nation member  

was recruited as Project Coordinator. 
 

- Elder Host Manual (Draft), September 2004. 
 
 
Remember that in some cases it is required that you get consent from people to use 
their land or other resources. Make sure you know what kind of consent is required from 
who and for what with regard to land and resources (environmental or cultural) before 
including them in your product development planning. In the end, it just makes good 
sense to keep your community in mind when you are getting involved in tourism 
activities.   
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Be committed to providing a high quality product  
and stay in touch with your community. 

 
- Christopher Gishler, Equinox Rox 

 
 
 
9.3 Sustainable tourism 
 
What is “Sustainable tourism”? 
 
According to the Tourism Industry Association of Canada (TIAC) sustainable tourism 
“actively fosters appreciation and stewardship of the natural, cultural and historic 
resources and special places by local residents, the tourism industry, governments and 
visitors. It is tourism which can be sustained over the long term because it results in a 
net benefit for the social, economic, natural and cultural environments of the area in 
which it takes place.”  
  
The World Tourism Organization defines sustainable tourism as “meeting the needs of 
present tourists and host regions while protecting and enhancing opportunity for the 
future. It is envisaged as leading to management of all resources in such a way that 
economic, social and aesthetic needs can be fulfilled while maintaining cultural integrity, 
essential ecological processes, biological diversity, and life support systems.”   
 
On a practical level, sustainable tourism strives to: 
 

 Develop greater awareness for contributions tourism can make to the 
environment and the economy. 

 Promote equity and development. 
 Improve the quality of life of the host community. 
 Provide a high quality experience for the visitor. 
 Maintain the quality of the environment on which the tourism objectives depend. 

 
And finally, sustainable tourism considers:  
 

 How tourists value and use natural environments. 
 How communities are enhanced through tourism. 
 Tourism’s social and ecological impacts as well as how impacts are managed. 
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Learning vacations embody the fundamentals of sustainable tourism as  
they can contribute to improving the quality of life of the host community,  

promote the appreciation of local cultures and heritage, offer a high quality  
experience for the visitor, and maintain the quality of the environment for  

both the community and the tourist over the long term. 
- Learning Thru Leisure 

 

 
 
 
More information 
 

 Tourism Industry Association of Canada: Go to “Issues” and then “Sustainable 
Tourism” for a link to Canada’s Code of Ethics and Guidelines for Sustainable 
Tourism (draft) (PDF. file): http://www.tiac-aitc.ca. See also Appendix 6. 

 
 The publication Indicators of Sustainable Development for Tourism Destinations - 

A Guidebook is the result of an extensive study on indicator initiatives worldwide, 
involving 62 experts from more than 20 countries and represents the most 
comprehensive resource on this topic. The guidebook is available from the World 
Tourism Organization:  

http://www.world-tourism.org/cgi-bin/infoshop.storefront/EN/product/1369-1 

 See also the Association for Tourism and Leisure Education’s Sustainable 
Tourism website: www.gdrc.org/uem/eco-tour/eco-tour.html 

 
 
10. Next Step 
 
10.1 Writing a business plan 
 
At some point in the product development process, you may realize you want to apply 
for a small business loan, attract some investors, or negotiate a partnership. In all of 
these cases, you will require a business plan. However, even if you aren’t looking for a 
loan, investors or partnership opportunities, business plans can be extremely useful. 
Just putting one together is an exercise that will allow you to better understand your 
product idea and your market, and it will help you to become aware of all the 
expectations you have for your business (personal and other). Business plans can also 
help you to reach realistic financial goals.  
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The key to making an Elder Host Program a success is planning. With a solid  

outline to guide you through the process, you will be able to reach your  
goals more smoothly than if you start without a good plan.  

 
- Elder Host Manual (Draft), September 2004. 

 
 
 
More information 

 YTG, Department of Tourism and Culture, Resource Centre 
http://www.btc.gov.yk.ca/marketing/pdr/index.html. See especially: The Tourism 
Business Fact Sheets – Business Planning 3.1 Write a business plan and 3.5 
Write a financial plan. 

 
 Canada Business Service Centres: www.cbsc.org  633-6257 or 1-800-661-0543 

CBSC offer free guides on:  
 

o Checklists for going into business 
o Can you make money with your idea or invention 
o Preparing a business plan: Info Guide 
o Useful internet sites for business 
o Market Research Guide 
o Market Research Basics 

 
Hard copies available at their office: Suite 101, 307 Jarvis Street, Whitehorse 
 

 Däna Näye Ventures: www.dananaye.yk.net   668-6925 or 1-800-661-0448 
 

o Yukon micro loan program: a small business loan for individuals who 
want to start, maintain or expand a small business.  

o Youth business program 
o Business planning courses 
o Small Business Feasibility Study Workshops 
o One-on-One consultations 
o Enterpriser “On-Line” Business Planning Course for rural clients 

 
 Royal Bank small business guides and on-line business development tools: 

http://www.rbcroyalbank.com/business/definitiveguide/marketing.html 
 
 
 

It is the experience itself that is key to a successful learning vacation. A large portion 
(86%) of learning travel providers report that educational programming is part of the core 

experience and that participants want unforgettable experiences! 
 

- Canadian Ed-ventures Learning Vacations in Canada: An Overview, Vol. 1, April 2001. 
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Glossary 
 
 
Adult education principles: Learning environments that take into consideration the 
special needs of adult learners. Experiential, participatory and “hands-on” are key 
learning tools used to engage learners who have already accumulated a variety of skills 
and a knowledge base through their life experience.  
  
Niche market: A highly specialized segment of the travel market that travels as a group 
with unique and special interests: “It is a focused and targetable part of a market where 
a number of individuals can be identified as having common interests, passions, 
incomes, affiliations, etc.  The more strongly the members identify with the attributes that 
bind them together, the more focused is the niche” (Schuman & Davar, 2002). 
 
Market demand: The amount of a specific product or service that may be purchased 
during a certain period of time in a particular geographic area. 
 
Market segment: A specific and smaller portion of a broad market defined by customer 
characteristics, buying power, and other variables.   
 
Special interest tourism: Tourism activities targeted at a market segment with specific 
interests, such as learning. It is a type of tourism that is designed to respond to a group 
of persons with a unique and common interest. This type of tourism is usually facilitated 
by an expert tour leader and visits places or events or special interest to participants.  

Stakeholders: Individuals, community members, organisations, institutions, private 
industry and other bodies that have a vested interest in decision-making processes and 
their outcomes.  

Tourism: The set of activities of a person travelling to a place outside his or her usual 
environment, for at least one night and for less than 12 months and whose trip purpose 
is other than the exercise of an activity remunerated from within the place visited.  

Tourism products: Packages, events, activities, programs or experiences that are 
developed and sold to tourists.  
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Appendix 1: N2K Partners 

 
Current Partners 
 

 
 

 
 

 
 

  

Carcross/Tagish First Nation 
Carcross/Tagish First Nation is a self governed First Nation, which is working towards signing 
their land claims agreement.  The First Nation is also developing a resort that will host the inland 
Tlingits' culture. 
 
For more information visit: www.ctfn.ca and www.fourmountains.com 
Contact person:  Janet Lee 
Box 31246  
Whitehorse, Yukon   Y1A 5P7 
Phone: (867) 668-2285  Fax: (867) 393-2205  E-mail: janet@klondiker.com  
 
 

    
 
Department of Tourism and Culture  (Yukon Territorial Government) 
The Department of Tourism and Culture is responsible for assisting with and facilitating product 
development with Yukon tourism businesses. The vision of the department is to be the unique, 
legendary Yukon through real experience, real history and real nature. 
 
For more information visit: www.btc.gov.yk.ca or www.touryukon.com 
Contact person:  Derek Endress E-mail: Derek.Endress@gov.yk.ca 
 
 
 

 
First Nations Tourism Association 
Incorporated in December of 1994, the Yukon First Nations Tourism Association is an industry-
driven association directed by a board of First Nation Tourism owners. Some of the YFNTA’s 
guiding principles are: To assist in the development of Yukon First Nations tourism products 
which promote cultural awareness and maintain cultural integrity; and to provide First Nations 
tourism training and education in a manner consistent with cultural requirements and national 
standards.  
 
For more information visit: www.yfnta.org 
Contact person: Geraldine Van Bibber, Manager 
Phone: (867) 667-7698  Fax: (867) 667-7527  E-mail: admin@yfnta.org  
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Klondike Institute of Art and Culture 
The Klondike Institute of Art and Culture (KIAC) was established in January 2000 as the 
operating arm of the Dawson City Arts Society.  KIAC’s mandate is to develop and implement art 
education programming with expanding local, regional, national and international outreach.  
Based at the multi functional Odd Fellows Hall campus in Dawson City, current programs include: 

 visual, performing and literary arts courses & workshops   
 full time Arts for Employment program 
 Odd Gallery and Macaulay Artist Residency  
 annual International Short Film Festival and Yukon Arts Festival  

 
For more information visit: http://www.kiac.org 
Contact person:  Gary Parker  E-mail: dawsonarts@yknet.yk.ca 
 
 

 
 
Wilderness Tourism Association of the Yukon (WTAY)/Yukon Wild  
WTAY is a member-driven non-profit organization. The association is primarily concerned with 
the Yukon and issues affecting wilderness and adventure tourism operators in the territory.  
Yukon Wild is the cornerstone of the association's marketing efforts. This website features a large 
consortium of wilderness and adventure tourism operators. 
  
For more information visit: http://www.yukonwild.com/activityLearningAdv/index.php or 
www.wtay.com  
Contact person:  Maxine Mattinson, Office Manager       E-mail: wtaymarketing@klondiker.com 
 
 

 
 
Yukon College 
Yukon College’s main campus is situated in the city of Whitehorse, a community of twenty 
thousand people.  In addition to our Whitehorse campus, Yukon College has twelve community 
campuses located in smaller rural communities throughout the Yukon.  Because of our highly 
qualified and highly flexible faculty and staff, Yukon College is able to customize programs to 
reflect the unique interests of groups requesting educational tour packages.  For people who 
enjoy the outdoors, we offer educational packages that highlight summer and winter activities in 
Yukon’s pristine wilderness.  Educational tour packages may include an exploration of northern 
environmental or cultural issues; or experiential activities combined with English as a Second 
Language instruction. 
 
For more information visit:  
Contact person:  Yoshi Kumagea or Sheila Beairsto 
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E-mail: ykumagae@yukoncollege.yk.ca or sbeairsto@yukoncollege.yk.ca 
 
Former Partners 
 
 

 
Yukon Convention Bureau 
The Yukon Convention Bureau is responsible for marketing the YUKON as a meeting, convention 
and incentive travel destination. Each year we take inventory of the meeting/convention product 
available in the YUKON; we package it and promote the products to meeting planners all over the 
world. Continued product development is critical to our marketing efforts, and hence our clients, 
the meeting planners. We support all initiatives taken to further develop the unique and wondrous 
meeting/convention product available in the Yukon. 
 
For more information, visit: www.meetingsyukon.com 
Contact person: Meg Smith, Manager, Client Relations      E-mail: meg@ycb.ca or info@ycb.ca 
 
 
 

 
 
 
Yukon International Storytelling Festival 
The YISF was first held in 1988. The YISF focuses on, but is not restricted to, performers from 
the circumpolar world. The annual festival is held on the banks of the Yukon River and offers a 4-
day multi-cultural event featuring traditional and contemporary storytelling, dance and music from 
around the world. In addition to the festival, YISF hosts an annual Circumpolar Banquet and hosts 
3 Elderhostel programs. YISF is the third largest festival of its kind in the world. 
 
For more information, visit: www.yukonstory.com  
Contact person: Lil Grubach-Hambrook, Executive Director 
104 Strickland St.  
Whitehorse, Yukon Y1A 2J5  
Phone: (867) 633-7550    
Fax: (867) 633-3883 
E-mail: yukonstory@yknet.ca 
 
 
 
 
Yukon Music Camp 
Contact person: Debbie Peters 
Box 33017 
Whitehorse, Yukon Y1A 5Y5 
Phone: (867) 633-2800 
E-mail: info@petersdrurytrio.com 
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Appendix 2: The Mind Flip 

THE MIND FLIP: Enriching the Product Mix in Tourism, With Experiential Design 

The Traditional Mindset for Creating 
Tourism Product Mix 

Sell the product once. Hope that the 
customer comes back. 

-- 

Put logether a g r z p  of different goods 
and services, and give it a catchy title. 

Ad hoc planning - sometimes one or 
more of the senses are engaged, but 
not deliberately. 

Build relationships with Guests, rather than selling 
them travel products 

Theme the Experience & reinforce continuously in 
Product Mix 
Engage all five senses throughout the Product Mix 

Seek to transform guests = move away from just 
providing the service 

Mass commodity -just another I Customize & Personalize 
xstomer 

am the local expert I Cultivate learning relationships with guests 

3scounts, higher volumes, low 
season discount 

Bgmplas Pdr EnfWing the Product Mix With Experiential 
~hrnents 

Shift the selling price up, as the value Increases 

See the guest as the first of many visits - who else will they 
bring back the next time (Family, children, intergenerational 
children). Start the experience before they arrive, deliver the 
experience, give them a hidden web page to go to after the 
experience -to see photos of themselves and share with 
others. 

Many examples from Product Clubs 

Purposeful and intentional staging of experiences whereby 
each of the five senses is engaged. Fresh Baked Bread waits 
in each room of the Bed and Breakfast when guest arrives. 

An aboriginal sharing circle; behind-the-scenes with a curator 
at the museum or art gallery; in the Chefs kitchen. 
Transformation occurs as a result. 

Hand made Name Tags; Activities are planned specifically to 
meet the needs of a group rather or each FIT arrival. 

Many examples: Provide No discounts; Offer Off-Peak 
premium prices for NEW activities that include exclusivity of 
access to specific authors or artists or musicians. 

Engage guests in sharing their talents. 
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THE MIND FLIP: Enriching the Product Mix in Tourism, With Experiential Design 
The following table is one of the first attempts to guide Product Club Managers and Tourism Operators in Canada with a prototype of the KEY ELEMENTS to 
include as EXPERIENTIAL QUALITY STANDARDS, to enrich Tourism Product Mixes. These criteria have been drawn from Canadian Ed-Ventures, personal 
experiences of Canadian operators, and The Experience Economy. WE WELCOME YOUR FEEDBACK FOR A STANDARD LIST of experiential criteria. 

The Traditional Mindset for Creating With Experiential Elements 
Tourism Product Mix 

Use traditional costumes, period costumes, musicians, chefs, historical . 
buildings, and go behind the scenes.at museums, ballets, golf courses, airports, 
and in ~arks. 

Use generalized guides, who deliver a 
standard script. 

Enrich with authenticity. 

Show and tell. 

Lectures. 
Slide Shows. 

Adding "souvenirs" that are generic. Orchestrate community resources 
(people and craft) in new ways 
Add Interactivity to each 
component of the Product Mix 

Take them to entertainment. 
Passive watching of a show. 

- 

Find the farmwomen, the seamstresses, the artists, the musicians, and the 
crafters and ask them to create new retail products. Educate them, price fairly. 

Ing the Thing, says Pine & Gilmore. SO, TEACH & INVOLVE guests in - 
cooking, sailing, dancing, elk tracking, composting, building, gardening, boating, 
exploring, impersonating, sharing circles, making original objects, crafting with 
artisans, farming, wildlife researching WITH REAL LOCALS or EXPERTS! 

Customers -sell, provide the service, 
high volume, low margins. 

I Engage & Enrich the experience I Tracking wolves with an ecologist. 
through a balance of: 
Entertainment, Aesthetics, 
Education, and Escapism 

Treat clients as guests 

- 
Interactive cuisine with a local chef 
A botany walk with a horticulturist 

Behind the scenes electric cart golf course tour with the Golf Course 
superintendent 

A letter on the pillow at the Bed and Breakfast, personalized to the guest 

Emphasis on entertainment I Keep the FUN - because we know I Mountain biking for a group of,women in their fifties 

Retailing the package independently, 
because you want to have control. 
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that when are having fun, 
learning happens all by itself. 

Add Value (Retail items, Partner 
with competitors) 

- - .  

Don't hire students for front line programs - hire fifty-year-old community elders 
who bring humour and wisdom, as your guides. 

Find new retail items that are ONLY made locally - hand-turned wooden pens 
made with Ontario woods, or NB maple; elk antler letter openers. 



THE MIND FLIP: Enriching the Product Mix in Tourism, With Experiential Design 

I am the operator or manager. 

Clients know in advance which places 
they are going to, or they are "herded" 
to specific places where they are 
expected to buy on demand. 

Give them the itinerary in advance, 
and structure the program hour by 
hour. 

"I just manage the Bed and Breakfast 
place." 

"It's too much effort to take care of all 
of the little details." 

Recognize your new roles as choreographers and 
transformation specialists. 

The Product Mix and associated experiences are 
revealed over a duration of time, than available on 
demand. 

A 4 

Stage customer surprises and increase the 
suswnse 

- .--- - ..- - 
Twvel is Theatre - So, Stage the Experience (Get 
inb character, write the script, deliver the 
experience, ACT with intention.) 

Give them a vague itinerary; add surprises; manage the 
surprises effectively. Add adventure quests. Create 
Geocaches. 

Make this a full-time profession. Get training. Get certified as 
a HOST, A BEST guide, take acting classes at the university, 
or hire people who know how to be "on stage". 

You are the'choreographer and are responsible for the 
sequence of activities, surprises, educational experiences, and 
customer satisfaction throughout the entire product mix. 

I While the work of the Experience Stager perishes, the value of the 
experience lingers. 

-Pine & Gilmore. The Experience Economy 
While the work of Product Club members and tour operators disappears 
after guests leave, the memorability of the experiences remain, and 
cause word-of-mouth to spread. Canada is seen as THE destination for 
experiential learning in travel. 

- Celes Davar, Inspirational Provocateur 
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endix 4: YTG Market & Ex ort Criteria 

Businesses and tourism products are considered Market and Export Ready when they meet the following criteria: 

Market Ready Criteria -establish a business as 
ready to sell to consumers and travellbooking agents 

Mandatory Criteria -The Business must: 

Maintain good standing of all appl~cable licenses, 
insurance, and codes of practice. 

Display brochure, rack card or webs~te with 
profess~onal photography, writing and layout. 

Maintain a 72-hour or less turn around time of 
all requests for information throughout the year. 

Provide telephone, fax and email contact - 
7 days a week. 

Provide 24 hour message/reservat~on servlce 
(i.e. answering machine). 

Have an established consumer or~ented bllllng, 
payment and cancellation policy. 

Provide a minimum of 10'70 commission on 
retaillpublished rates. 

Preferred Criteria (as applicable) 

GENERAL 
A current website that lists all servlces and 
products with contact information. 

A membership with a related tourlsm 
assoclation to stay current with industry events 
(TIAY. WAY, YFNTA, "CB, YOA etc.). 

Part~c~pated in Tourism Yukon's co-operative 
advertising campaigns and 1 or vacation guide. 

A consumer trackinglmonitoring system. 

A pricing system that includes group and 
seasonal rates. 

An emergency response plan. 

A business and marketing plan. 

DAYIADVENTURETOURS 
Day tours should be a package of elements 
that make the tour entertaining, educational. 
enriching, hands-on. well-themed, value-added, 
and exceed expectations. 

Minimum numbers clearly stated (booklng policy). 

Safety orientation as part of the tour. 
Satellite telephone contact while on the road or 
in the wilderness. 

Complimentary services to guides andlor dr~vers 
for groups over 15. 

ACCOMMODATIONS 
No seasonal blackout per~ods. 

Grading by Canada Select. AAA or CAA 

Baggage handling services. 

A booklng policy that lncludes Industry standards 
like 1 free room for every 15 paid rooms 
booked by a wholesaler or group operator. 

Adequate motorcoach, van and car park~ng 
Opt~onal meal plan servlce. 

AlTRACTIONS 
Facilit~es strive to be open 7 days a week from 
at least May 1 to September 30. 

Provide compl~mentary servlces to guides and 
drivers for groups over 15. 

Export Ready Criteria - establishes a business as 
ready to work withTravelTrade (Wholesalers,Tour 
Operators, and ReceptiveTour Operators) 

Mandatory Criteria - a business must: 

Meet all of the market ready criteria as applicable. 

Have a trade oriented billing, payment and 
cancellation pol~cy. 

Prov~de net rate discounts or a mlnlmum 
commlsslon of 10Y0. 

Expect requests of 20% commlsslon or h~gher on 
retaded multi-day packages. 

Advert~se and guarantee prlces for 12 months in 
advance of travel. 

Prov~de a wholesale tariff w ~ t h  net rate packages. 
business policies and contact ~nformat~on. 

Accept tour operator vouchers as negot~ated. 

Preferred Criteria (as applicable) 

GENERAL : 
Provide marketing support mater~als i.e. CD of 
colour photography. 

Accept deposits of no more than 15Y0 180 days out. 

Guarantee to provide equal or better value when 
substituting products that become unavailable. 
Be willing to participate inTour~sm Yukon trade 
and media FAM tours (according to the conditions 
of theTourismYukon FAM tour policy). 

Prov~de staff tralned to work with travel trade. 

Provide special welcome and orlentation services 
for groups. 

Institute customtzed payment and booktng 
pol~c~es for trade. 

Offer block bookings and make them ava~lable 
at least 12 months In advance of arrival for 
accommodations and 6 months in advance for 
day or multiday tour products. 

Following is a SAMPLE group cancellat~on p o k y  
(accommodat~ons, day and packaged tours) 

*T~me of booklng - depos~t requ~red (somet~mes 
non-refundable) 

Up to XX days before departure - further payment. 
no penalty, full refund. 

XX to XX days - depos~t transferred to another 
booking or refund. 

W~thin XX days - loss of depos~t, refund of payments 

W~thin XX days - loss of depos~t and payments 

SAMPLE cancellat~on poky  for FIT 

Cancellatton up to XX days out 
(X days for accommodat~ons), full refund 

W ~ t h ~ n  XX days loss of deposlr 

Cancellat~on pol~cy for anractlons can be much more lenlenr 



VISITOR SAFETY 

Recognizing the need to conduct safe trips for 
visitors, guides are recommended to: 

Be familiar with potential hazards and 
seasonal conditions In area of operations; 
Have some form of reliable 
communications; 
Have an up to date emergency 
contingency plan; 
Cany adequate first aid supplies; 
Hire fully qualified guides; 
Have a guide to client ratio that's suitable 
for activity undertaken; 
Educate clients as to what Is appropriate 
behaviour with possible hazardous wildlife 
encounters. 

BEAR SAFETY 

Travelling in the Yukon wilderness involves 
certain risks, including the possibility of a 
bear encounter. Guides should be 
knowledgeable of appropriate bear safety 
protocol based on bear ecology and 
behavior: 
1. Plan ahead - learn about bear natural 

history and behavior, how to Identify 
bear sign, measures to take to prevent a 
bear encounter; 

2. Take precautions - 
a. Don't surprise a bear; 
b. Don't crowd a bear; 
c. Don't attract a bear; 

3. If you see a bear - 
a. Stay calm. Stop and assess the 

situation; 
b. If the bear is not aware of you, avold 

it; 
c. if you can't avoid it, gently alert it of 

your presence; 
I. Know what to do if the bear approaches 

you or your surprise it; 
5. If the bear attacks know when to play 

dead or fight back; 
i. Know how to use bear spray effectively. 
:or more detailed InforrnaUon see the 
lepartment of Environment web site: 
www.environmentyukon.gov.yk.calfishwild/bearsa 
fetyshtml 

GUIDE STANDARDS 

Guides are the front line for companies in the field. 
The qualifications and temperaments of the guides 
directly relate to the quality of experience guests will 
have on their excursions into Yukon wilds. Guides 
should: ~ ~ 

Have appropriate levels of skill and experience 
for activity being conducted; 
Have strong leadership ability; 
Be safety conscious; 
Have an appropriate level of first aid and 
emergency rescue skills; 
Be knowledgeable about leave No Trace 
practices; 
Be well informed about the local environment 
and any conservation issues affecting the 
integrity of that environment; 
Be knowledgeable about the natural and cultural 
history of the area being travelled through and 
be able to effectively interpret this to clients; 
Have interpersonal communication skills; 
Have good activity teaching skills (i.e. paddling, 
hiking, etc.) 
Have proper cooking and food safe skills. 

The Yukon's backcountry is perceived as an area of 
true wilderness where people expect to see few 
signs of human activity. Residents also expect 
visitors to behave respectfully in the backcountry as 
well as in their communities. In order to ensure this 
experience operators and their guides need to: 
1. Keep noise levels to a minimum; 
2. Communicate with other parties to ensure 

adequate spacing; 
3. Respect other user groups and their activities; 
4. Ensure their clients know how to behave 

appropriately in communities; 
5. Respect privacy and property of local residents; 
6. Be considerate. 

LOCAL BENEFITS 

To support the local economy and people of the 
Yukon operators should make every effort to: 
1. Buy supplies locally; 
2. Hire locally; 
3. Inform clients of local events and where to 

purchase locally manufactured goods; 

L' wilderness tourism 
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The International Ecotourism Society 
defines "Ecotourism" as 'responsible travel 
that conserves natural environments and 
sustains the well being of local people". 
W A Y  supports this definition and 
encourages its members to embrace the 
following guidelines. These guidelines 
have been prepared by W A Y  in 
consultation with Yukon operators, first 
nations people, as well as non government 
groups and government departments 
involved with managing and looking out for 
the Yukon's natural and cultural resources. 
Ecotourism guidelines from jurisdictions 

around the world have been researched 
and incorporated where appropriate. 

Wilderness tour operators who follow these 
guidelines will set an exemplary example 
for other operators and for all wilderness 
travellers to follow. 

CONSERVATION OF WILDERNESS 
AND BIODIVERSITY 

Operators have a responsibility to 
minimize the potential negative impact of 
wilderness tourism on the environment 
and people of the Yukon, and maximize 
the positive. Contributing to the work of 
conservation initiatives is one way to do 
this: 

Support appropriate conservation 
initiatives (eg. through donation of 
time and resources); 
Be familiar with current conservation 
issues and initiatives in the Yukon; 
Promote responsible conservation of 
Yukon Wilderness; 
Promote responsible resource 
development; 
Oppose resource development that 
would have a negative impact on an 
existing wilderness tourism operator; 
Oppose resource development that 
can have a negative impact on 
critical wildlife habitat; 
Encourage recognition of 
environmentally responsible tourism 
as an important sector of the Yukon's 
economy; 
Encourage clients to support 
northern conservation initiatives. 

WlL DLlFE VIEWING: 

Wildlife viewing is an important component of 
wilderness trips. Operators need to recognize the 
potential for negative impact on the wildlife species 
they encounter and take precautions to minimize 
these. 

To minimize negative impacts: 
Maintain ample viewing distance to minimize 
animal's stress; 
Encourage the use of binoculars, scopes and 
telephoto lenses (300mm or more) in observing 
wildlife; 
Do not camp where there are signs of obvious 
wildlife use such as nesting, denning, feeding or 
rutting sites; 
Don't follow fleeing or retreating wildlife (to avoid 
separating a mother from her young, depleting 
the animal's energy reserves or putting yourself 
in a dangerous situation);. 
Be especially wary of what seem to be orphaned 
young as the mother is likely near by; 
Learn behavioural characteristics of the wildlife 
species you expect to encounter; 
Take your time and be quiet; 
Do not feed wildlife; 
Don't approach nest or den sites; 

CULTURAL 

Acknowledge and respect the first Nations 
culture and traditional activities as well as 
their concerns regarding visitors to First 
Nation's cultural sites. Operators and guides 
need to: 

1. Learn about the First Nation's culture and 
customs in the area(s) you will be 
operating in; 

2. Learn what is appropriate behaviour 
when interacting with First Nations (eg. 
respectful behaviour when photographing 
First Nation's people or sites); 

3. If cultural interpretation is part of your 
tour, consider using a First nation's 
member to provide it. If this is not 
possible, know what is appropriate to 
interpret, when and how; 

4. Know and understand implications of 
Final Agreements in your area of 
operation, and ensure that your clients 
understand their responsibilities as well; 

5. Make sure your clients respect and 
understand any cultural differences that 
they may encounter in the backcountry 
(i.e. subsistence hunting or trapping in a 
---I.\ 

Be familiar with acceptable viewing practices for par nl 

the areas and seasons of your operation; 
6. Know which sites are protected and what 

Operators should not market wildlife viewing is allowed and appropriate at those sites; 

opportunities that are unrealistic or would 7. Understand and respect the cultural 

negatively effect the animals being viewed; significance of sites in areas you travel 

Know about reaulations or restrictions that mav through. 

apply in parks and Special Management  rea as. 
LEAVE NO TRACE 

Operators have a responsibility to maintain the 
wilderness quality of the Yukon in the areas they 
operate. W A Y  supports the No Trace Yukon 
Camping Principles established by the Department 
of Renewable Resources and outlined in the 
document entitled Into the Yukon Wilderness. 
1. Plan to leave no trace behind; 
2. Camp and travel on durable surfaces; 
3. Pack in, pack out; 
4. Properly dispose of what you can't pack out; 
5. Leave what you find; 
6. Use stoves and small campfires; 
7. Be considerate. 
8. When possible and feasible pack out garbage left 

by others. 

HISTORIC AND ARCHAEOLOGICAL 
SITES 

Visiting archaeological and historic sites 
can be a significant aspect of a wilderness 
trip. It is important that guides and 
operators: 
1. Have knowledge of the archaeological 

and historical sites in areas of 
operation; 

2. Respect the sites and leave any 
artifacts in place; 

3. Abide by guidelines set out by Cultural 
Services, Heritage Resources. 
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Appendix 6: Canada's Code of Ethics & Guidelines for Sustainable Tourism 

Canada's Code of Ethics & Guidelines for Sustainable Tourism 

The Canadian Tourism Industry: Vision 

Canada will be the premier four-season destination to connect with nature and to experience diverse cultures and 
communities. 

The Canadian Tourism Industry: Mission 

Canada's tourism industry will deliver world-class cultural and leisure experiences year round, while preserving and 
sharing Canada's clean, safe and natural environments. The industry will be guided by the values of respect, integrity and 
empathy. 

The Tourism Industry Association of Canada and Parks Canada: Definition of Sustainable Tourism 

Sustainable tourism actively fosters appreciation and stewardship of the natural, cultural and historic resources and 
special places by local residents, the tourism industry, governments and visitors. It is tourism which can be sustained over 
the lqng term because it results in a net benefit for the social, economic, natural and cultural environments of the area in 
which it takes place. 

Ethics - 
The Canadian tourism industry is guided by the values of respect, integrity and empathy in designing, delivering and 
marketing sustainable tourism products, facilities and services. 

Ends 
A sustainable tourism industry that: 

Balances economic objectives with safeguarding and enhancing the ecological, cultural and social integrity of 
Canada's heritage; 

Promotes sensitive appreciation and enjoyment of Canada's natural and cultural heritage, contemporary landscapes, 
cultures and communities; and 

Shares responsibility for an economically viable, environmentally sound and culturally acceptable tourism industry 

Benefits 

The tourism industry recognizes that fostering sustainable tourism practices addresses its triple bottom line of economic, 
environmental and social performance. 

Travellers benefit from: 

Access to highquality services that align with their environmental and social values. 

Opportunities, now and in the future, to experience natural, cultural and social environments that have retained their 
integrity. 

Tourism providers benefit from: 

Lowered costs through more efficient use of resources and the reduction of waste. 

Canada's improved global competitive position through heightened recognition as a world leader in the implementation 
of sustainable tourism practices. 

Host communities benefit from: 

Positive contributions to their natural, social and cultural environments and economic well-being. 

Respect for the rights and values of communities. 



Guidelines 

We regard sustainable tourism as a guiding concept for the sound management of Canada's tourism experiences. 
We will honour the following guidelines in balancing economic objectives with respect for the natural, cultural and 
social environments in which we work. 

To this end, we will: 

1. Protect Natural and Cultural Heritage Resources 
Support and contribute to the protection, enhancement and restoration of the integrity of natural and cultural 
heritage resources and places; encourage the establishment of parks, sites and reserves; support legislation to 
ensure protection of historic resources; condemn wilful destruction of heritage resources; and work to enhance 
public awareness and involvement in the protection of heritage. 

2. Promote Appreciation and Enjoyment 
Enrich travel experiences, understanding and enjoyment by providing accurate information, engaging presentations 
and ~pportunities to connect with Canada's natural and cultural heritage; and foster support for the protection and 
sensitive use of heritage resources and places. 

3. Respect and Involve Host Communities 
Respect the rights and values of host and local communities, property owners and Aboriginal peoples; provide the 
communities with a meaningful role in planning and decision-making for the design, development and delivery of 
tourism programs and services; and maximize the long-term economic, social, cultural and environmental benefits 
to the community. 

4. Influence Expectations and Use 
lnfluence traveller expectations through marketing and tripplanning materials which encourage responsible use 
and enjoyment of our nature, culture and communities; and support leadingedge activities, services and facilities 
that balance respect for heritage resowces and places with the achievement of economic goals. 

5. Minimize impacts 
Limit the impact of tourism on the natural and cultural environment through the responsible use of resources, 
effective waste management and minimizing of pollutiorr; limit activities, services and facilities to levels that do not 
threaten the integrity of heritage resources or systems; and seek innovative solutions to mitigate or avoid 
environmental impacts. 

6. Rgise Awareness 
Conduct research to expand the knowledge base upon which sound sustainable tourism decisions depend; share 
the knowledge through education programs, staff training and scholarships; and recognize excellence and best 
practices through awards and accreditation programs. 

7. Work Together 
Advance sustainable tourism by working with governments, communities, stakeholders, travellers and other 
industries to agree upon common goals, contribute to co-ordinated and co-operative actions, exchange information, 
technologies and solutions, and develop shared plans. 

8. Contribute Globally 
Show leadership in sustainable tourism by honouring international commitments; participate in international policy 
development and initiatives; contribute to the building of capability on a world scale; and share best practices and 
technologies with other countries. 




