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Message from the ITA Chair and Executive Director

Dear Tourism Colleagues,
We are proud to present the inaugural Indigenous Tourism Strategy for Alberta.

Indigenous tourism generates $130 million of spending in Alberta, providing jobs and supporting entrepreneurs,
businesses and communities.

The Indigenous Tourism Alberta Strategy 2019-2024 is an opportunity to grow Indigenous tourism spending by $35 million
(25% growth). It  wi I I all ow i ndustry, partners and governments to
Indigenous tourism industry. As we enter the first year of an ambitious five-year plan, we are excited to share our vision

and strategy with Indigenous Alberta, including Indigenous Tourism Entrepreneurs, Indigenous communities, tourism
operations, tourism marketing partners and municipal and provincial government organizations who want to learn about

and participate in the energy and power of Indigenous tourism.

Indigenous tourism has the power to change perspectives, preserve culture, language and traditions and provide our
Indigenous Tourism Entrepreneurs and Indigenous communities with a platform to be the leading voice in reclaiming our
space in history 8 both ancient and modern.

It is our tradition and culture to share with and welcome visitors to our territories since time immemorial. Our communities
are guided by values of respect, honour and integrity. The experiences listed in this guide demonstrate how Indigenous
Tourism Entrepreneurs and Indigenous communities, both urban and rural, welcome visitors to learn, share and celebrate
together.

This strategy is industry driven, industry lead and directed by Indigenous People. Through a unified industry voice,
Indigenous Tourism Alberta focuses on creating partnerships between associations, organizations, governments and
industry leaders from across Alberta to support the growth of Indigenous tourism.

We are happy to share these experiences with you over the next pages and invite you to experience the power of
Indigenous tourism for yourself one day soon.

This is the dawn of a new and exciting age of Indigenous tourism.

Sincerely,

e

Brenda Holder Lori Beaver
Chair, Indigenous Tourism Alberta Executive Director, Indigenous Tourism Alberta
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Introduction to the Strategy

The Indigenous Tourism Alberta Strategy 2019-2024 lays out the strategy we are following for the next five years to help
grow Al bertads I ndigenous tourism industry and hQuipmanférl ber t
how we will win, together.

The tourism marketplace is demonstrating a significant demand for authentic, meaningful experiences. This five-year
strategy is designed to respond to this demand through development and marketing of Indigenous experiences that are
market and export-ready delivering a meaningful and memorable experience to travellers to Alberta.

Extensive research has recently been completed measuring the economic impact of Indigenous tourism in Canada. This
research shows that the Indigenous tourism industry in Canada employs more than 33,000 people and produces $1.4
billion of Canadads annual GDP. This research also identif
sustainability of Canadadds I ndigenous tourism industry.

From this research and in response to the identified barriers, this strategic plan is based on understanding the reality of
the challenges and identifies key opportunities to strategically overcome obstacles to success and foster a thriving
Indigenous tourism economy.

STRATEGIC PRIORITIES OF THE FIVE-YEAR PLAN
T Lead the growth and devel opment of Albertads I ndigenou:
1 Develop sustainable market-ready and export-ready Indigenous tourism products;

T I'ncrease demand for Al bertadés I ndigenous tourism exper.

KEY OPPORTUNITIES

A Strengthen the quantity and quality of Albertads I ndig:
Canadian travel destinations;

A Increase awareness and demand for Indigenous tourism in Alberta;

P

Change the common traveller perception that all Indigenous tourism experiences are the same;

A Align the efforts and interests of Al bertadsgategyour i sm i |

ECONOMIC GROWTH TARGETS

A Increase provincial Indigenous tourism expenditures by $35 million (+25%) by 2024;

A Increase provincial Indigenous tourism market-ready businesses from 34 to 52 (+52%) by 2024.
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Regional Engagement Sessions Undertaken to Develop the Strategy

In addition to the comprehensive research conducted in the development of the Indigenous Tourism Alberta Strategy
2019-2024, Indigenous Tourism Alberta in partnership with the Indigenous Tourism Association of Canada has carried out
targeted discussions with key Alberta Indigenous cultural tourism stakeholders to seek input and guidance on the
strategy.

Feedback and data were collected from May to October 2017 through the following programs:

In-person discussions with 135+ total participants during eight regional engagement sessions in Alberta from May
to June, 2017

78 feedback forms filled out by regional engagement session participants

60 on-line survey forms filled out by contacts involved in Indigenous tourism in Alberta

The key goals and actions in this Strategy were presented to the Indigenous Alberta board members as well as a range of
key stakeholders and industry leaders between February and June and 2018.

The goals outlined in the Strategy will be implemented in collaboration with industry partners over three years.

Ongoing engagement and partnership at a provincial and local level is imperative to its successful implementation.
Achievements will be monitored, reviewed and shared with stakeholders on an annual basis.

- ,
.," i Blackfoot Crossing Historical Park




Organizational Overview

Incorporated in 2018 as a not-for-profit society, Indigenous Tourism Alberta (ITA) provides leadership in the development
and marketing of authentic Indigenous tourism experiences through innovative partnerships. The ITA board consists of 8
board members from across Alberta.

Our Mission
To provide leadership in the development and marketing of authentic Indigenous tourism experiences through innovative
partnerships.

Our Vision
A thriving Indigenous tourism economy sharing authentic, memorable and enriching experiences.

Our Strategy
TogrowAl bertads I ndi genous T o 8BMiby2024 bydnspiringntogal, mationad and ihternmatioal
visitors to experience Albertads indigenous culture and

BOARD OF DIRECTORS
As of June 1, 2018

The primary duty and responsibility of the ITA Board of Directors is to provide appropriate governance and strategic
oversight of Indigenous Tourism Alberta such that Indigenous Tourism Alberta fulfills its mandate following good corporate
governance practices.

Members of the Board were recruited from qualified Indigenous tourism leaders who collectively have the full range of
competencies, experience or personal attributes required to provide effective governance of the Corporation.

Brenda Holder i Chair Hal Eagletail i Board Member
Mahikan Trails Eaglestar Enterprises
Canmore Tsuut atioma N
Tim Patterson i Vice Chair Joe Urie i Board Member
Indigenous Hiking Guide Jasper Tour Company
Calgary Jasper
Charmaine Willier-Larsen i Treasurer Dion Redgun i Board Member
Sucker Creek First Nation River Ranche Tourism

Siksika

John Vernon Ritchie 1 Secretary
Hideaway Adventure Grounds
Kikino Métis Settlement
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MISSION

To provide leadership in the development and marketing of authentic Indigenous
tourism experiences through innovative partnerships.

VISION

A thriving Indigenous tourism economy sharing authentic, memorable and
enriching experiences.

STRATEGY
To grow Al bertads | ndi genou3Mbydbys m ec o |
inspiringl ocal , national and international Vi

indigenous culture and history.



Our Guiding Principles

1. Work to enable collective support, promotion and marketing of authentic Indigenous tourism businesses in a
respecting protocol.

2. Support the improvement of the socio-economic situation of Indigenous people through tourism growth within
Alberta via provision of:

a. economic development and marketing programs;

b. professional development including training, education, industry research, trends, best practices and
market expectations;

c. advocacy, leadership and representation;

d. meaningful and effective long-term partnerships.
Maximize the opportunity to inspire excellence in Indigenous tourism across Alberta.
Demonstrate | TA®&s i mp @nowneialecononynt ri buti on to the

Support the authority of each Indigenous community to determine their own cultural protocols and boundaries and
recognize all the diverse values and beliefs of our First Nations, Métis and Inuit members.

6. Encourage authentic experiences involving Indigenous people in the development and delivery of the experience.

7. Partner and collaborate with multi-level destination marketing organizations, individual tourism businesses, sector
tourism organizations and government agencies.

8. Develop and deliver strategic priorities based on recent research and tourism market intelligence in Alberta from
multiple and highly informed sources.

9. Foster collaboration through efforts to unite the Indigenous tourism industry in Alberta.

Indigenous tourism offers the experiential traveller a cultural, spiritual and meaningful tourism experience that they cannot
get anywhere else. Art, crafts, food, music, dance and cultural experiences bring the visitor closer to a proud and
compelling culture. This is an experience that cannot be found anywhere else.

Our Ancestors have shared our culture with visitors to our traditional territories since time immemorial, closely guided by

their community values of respect, honour and integrity. To succeed, our industry needs to respect those same values. It
makes for an fAauthenticodo experience for our visitoame whil e
opportunity. Within our industry of Indigenous cultural tourism, it is equally important to protect the authenticity of the

experience.

ITAC has endorsed the following definitions specific to Indigenous tourism, as they resulted from previous national and
extensive consultation of industry, Elders and community.

Indigenous Tourism i all tourism businesses majority owned, operated and/or controlled by First Nations, Métis or Inuit
peoples that can demonstrate a connection and responsibility to the local Indigenous community and traditional territory
where the operation resides.

Indigenous Cultural Tourism T meets the Indigenous tourism criteria and in addition, a significant portion of the
experience incorporates Indigenous culture in a manner that is appropriate, respectful and true to the Indigenous culture
being portrayed. The authenticity is ensured through the active involvement of Indigenous people in the development and
delivery of the experience.

Indigenous Cultural Experiences i does not meet the Indigenous tourism criteria however offers the visitor a cultural
experience in a manner that is appropriate, respectful and true to the Indigenous culture being portrayed.

Indigenous Culinary Tourism T provides culinary experiences, including foraging and preparing that represents or
respects indigenous culture and traditions.
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Tourism Industry Context

Tourism has become one of the largest and fastest growing economic sectors in the world. It is expected to continue to
grow over the next 10-15 years due to the rapidly growing middle class in emerging economies such as China, steady
economic growth in developed countries and they rebound from the 2008 global economic crisis, and the importance of
travel from a rapidly growing millennial traveller segment.

According to the World Tourism Organization (UNWTO), international tourist receipts grew by 4.4% worldwide in 2015 to
an estimated $1,260 billion USD spend by 1.186 billion travellers.

Canada welcomed close to 20 million international overnight visitors in 2016, just shy of the record 20.06 million arrivals in
20021, With world tourism growth at 3.9%,Canadadés gr owt htrongestitd 30.yehr% Not since Exgo 8&has
Canada seen such arise in demand.

Approxi mately 17. 7visitois brliveddrom 1d marketa Gamatia atts/ely markets to, representing a
combined $15.5 billion? in revenue for the nearly 200,000 tourism businesses across Canada3, and support for over
637,000 jobs in the sector.

In Alberta, 34.8 million total person visits were made in 2016 to destinations in Alberta by residents of Alberta, other parts
of Canada, the United States and overseas countries. Of the 34.8 million total visits in the province, 29.1 million (83.8%)
were by Albertans. Another 3.7 million (10.6%) were by residents of other parts of Canada. The remaining 1.8

million visits (5.6%) came from the U.S. (2.6%) and overseas (3.0%). In 2016, 34.8 million total person-visits were made
to Alberta. Direct tourism expenditures by these visitors amounted to approximately $8.5 billion®.

INDIGENOUS TOURISM IN CANADA
The 2015 National Aboriginal Tourism Research Project measured the economic impact of Indigenous tourism in Canada:

1 33,100 workers employed;

1 $2.65 billion of gross output;

1 $1.4 billion GDP;

1 $870 million in wages and salaries;

1 $67 million of consumption tax revenue®

The Indigenous tourism industry, and its economic impact, has grown substantially in Canada:

Direct employment of the Indigenous tourism sector has increased. In 2002, there were an estimated 12,566 people
employed. Today it is estimated to be three times larger at an estimated 33,100.

Direct gross output from Indigenous tourism businesses has increased. The growth is an estimated $0.37 billion at
$2.65 billion in 2014, up over 16% from $2.28 billion in 2002.

Extrapolating the Canadian data, Indigenous Tourism in Alberta is worth $130 million of GDP today with tremendous
upside potential.

1. Statistics Canada, International Travel Survey, 2016.

2. Destination Canada Research estimates

3.Destination Canada Research using data from Statistics Canadaés Tourism Satellite
4. Statistics Canada, National Tourism Indicators, 3rd Quarter, 2016.

5. Tourism in Alberta 2016, Alberta Government

6. National Aboriginal Tourism Research Project 2015, April 2015, page xiii
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Visitor Demand for Indigenous Tourism Experiences

A review of ITAC research and a global scan of Indigenous tourism research reveals several key insights that guide this
strategy.

INTERNATIONAL MARKET DEMAND

Indigenous tourism operators often overestimate international visitor demand for Indigenous experiences. Despite claims
about international visitor interest, visitors have generally low spontaneous / top-of-mind awareness of Indigenous tourism
experiences.

The incidence level of travelers in Canada participating in an Indigenous tourism differs by market; based on the 11 target
markets of Destination Canada, importance is highest in France, China, India, Germany, South Korea and Mexico;
importance is lower in the United States, Brazil, the United Kingdom, Australia, and Japan.

Travellers seeking cultural and authentic experiences are significantly more interested in indigenous experiences than
other traveller segments.

In terms of types of experiences, international travel markets are most interested in:

1 Enriching, engaged, immersive experiences with Indigenous people;

Experiences that are related to nature and learning;

Authenticity;

Seeking benefitesdobaddjentovesibesd a

Connection to nature and Indigenous way of life in context of spirituality and culture and traditions;
Entertainment oriented experiences and those that distance the traveler from Indigenous people are of lesser
value and interest.

=A =4 =4 =4 A

DOMESTIC MARKET DEMAND

Research suggest that domestic visitors have only moderate interest in Indigenous tourism. There is low awareness
amongst the domestic Canadian market that Indigenous tourism experiences are available.

Significantly, consumers seetheproduct of ferings as reasonably homogenous. A
one, seen them all o attitude t hat Tdishsasbheen identfiedsas aypiiosityihthis t o mu
strategy.

A lack of time, involvement in other activities, and expensive/budget are repeatedly cited as reasons for not participating
in Indigenous tourism.

TRAVELLER PURCHASE BEHAVIOR

Results from research led by Destination Canada, Travel Yukon and the Travel Activities and Motivation Survey

Aboriginal Tourism Report lead to the conclusion that for most travelers, engagement in Indigenous tourism experiences

is a much wvabuetdabdtaddi ses as an unanticipated side benefit
opportunities are normally sought out while on trips, as opposed to during the pre-trip destination planning process.

INDIGENOUS TOURISM IS AN EMERGING SECTOR

Indigenous tourism is an emerging sector in the tourism industry with significant potential to help Canada attract travelers
from their major target markets around the world. As a result, the tourism industry, governments and associations at all
levels (federal, provincial and local) have identified an opportunity to develop and market Indigenous tourism in Canada.
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& am doing my best to help contribute knowledge that | collect through
traveling and cooking in indigenous communities. If you can speak through
food, then you can speak through a ton of different concepts and platforms
and always remember who you are with and the stories you are going to
create

Shane Mederic Chartrand
Chef De Cuisine/ SC, River Cree Resort & Casino




Alberta Indigenous Tourism Product Analysis

Having a wide range of authentic products and experiences is the essential foundation for the success of the Indigenous
tourism sector. Businesses may be export-ready, market-ready or developing. Without a critical mass of tourism
experiences, it is very difficult to sustain visitor interested and market demand.

In looking at tourism experiences, we categorize them as follows:

Export-ready experiences meet the diverse needs and expectations of diverse international markets. This includes
reservation, marketing, pricing, tour operator and travel trade needs.

Market-ready experiences provides a consistent, experience for visitors with year-round marketing and reservation
services.

Developing experiences Is building an authentic and compelling product or experience, but not yet ready to go to
market.

In Alberta, the current inventory of Indigenous tourism experiences is equally distributed across the three stages of
development:

Market
27%

Export3% Developing

64%
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ALBERTA INDIGENOUS TOURISM PRODUCT GEOGRAPHIC DISTRIBUTION

An analysis of the distribution of existing Indigenous tourism experiences across Alberta reveals strengths in the Calgary
I Banff corridor, Edmonton and area and southern Alberta. This will help focus future product development.

Fart Smith
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