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This presentation will examine the characteristics of :

} the Outdoor Adventure market that traveled to the
Northwest Territories in 2006 , and

} the broader North American Outdoor Adventure travel
market ða potential source market for the Northwest
Territories,

and pull out target markets for the Northwest Territories



Who Visited the Northwest
Territories : May ðSept 2006



}Approximately 2,100 visitors traveled to the Northwest
Territories for the purpose of Outdoor Adventure
between May and September 2006
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}Visitors from Ontario, Alberta and BC accounted for
95 %of Canadian Outdoor Adventure travelers
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} The largest share of US Outdoor Adventurers originated
in the Pacific West (California, Washington, Alaska)
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}Of Outdoor Adventurers to the NWT, 59 % purchased
guided trips and 41 %traveled independently

} The vast majority of Outdoor Adventurers from
Ontario (79 %) and BC (72 %) took guided trips

}Most Albertan Outdoor Adventurers (53 %) and all
from the Pacific West travelled without an outfitter

Country
Guided Unguided

Frequency % Frequency %

Canada 967 68% 465 32%

US 182 39% 283 61%

German - Speaking Europe 29 27% 80 73%

Other 51 71% 21 29%

Total 1,229 59% 849 41%



}Outdoor Adventurers spent $7.1M in the Northwest
Territories between May and September 2006

}On average, guided visitors spent $1,405 per person
compared to $862 per person for unguided visitors

}Guided adventurers spent about four times as much
on commercial accommodation ($299 per person) as
did unguided travelers ($65 per person)

}Unguided visitors spent more on campground fees on
average

}Guided visitors, on average, spent more on arts and
crafts, tours and dining in restaurants



} There was a relatively even split between Canadian
Outdoor Adventurers who traveled to the NWT by car
(51 %) and by plane (49 %)

}More Americans drove (67 %) than flew (33 %)

} The vast majority of Outdoor Adventurers from other
countries came by air (84 %)

}Of Outdoor Adventurers who purchased a guided
package, more came by plane (60 %) than road (40 %)

}And vice versa for Outdoor Adventurers who traveled
without a guide - more drove (68 %) than flew (32 %)



}More men traveled to the NWT: 60 %of unguided, and
57 %of guided, Outdoor Adventurers were male

} The largest share (34 %) of Outdoor Adventurers were
in the 51 - 60 age range

}Most were well educated : 40 %had a University degree
and another 24 %had a post - grad education

} The majority were employed ð32 % in a professional
or managerial occupation ðand 23 %were retired

}Over 40 % of Outdoor Adventure visitors to the NWT
had annual household incomes in excess of $90 K
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}Most travelers (78 %) who purchased guided services
used the outfitter or tour operator for information

}Unguided adventurers made greater use of the
Internet to plan their trip and used print material in
higher proportion, such as the Explorers Guide (24 %)

}Word- of - mouth was important for planning almost a
quarter of guided (23 %) and unguided (22 %) trips

}A large proportion of Outdoor Adventurers (46 %) had
visited the NWT previous to their current trip



}Wilderness camping was the most common form of
accommodation (66 %) used by guided adventure
travelers in the NWT

}Guided visitors also stayed in hotels/motels (55 %), bed
and breakfasts (28 %) and government campgrounds
(28 %)

}Unguided adventurers stayed in hotels/motels (29 %),
camped in the wilderness (27 %) and at government
campgrounds (26 %)



} Last year, compared to 5 years ago, the Northwest
Territories received approximately 300 fewer visits
from Outdoor Adventure travelers and $1M less in
visitor spending
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Potential Market : Canadians &
Americans who traveled in
Canada and who traveled mainly
for Outdoor Adventure, ô04 - õ06
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} There is a travel market that exists of Canadians and
Americans who have vacationed in Canada and who
have vacationed mainly for Outdoor Adventure
(hiking, flora/fauna viewing, canoeing/kayaking,
whitewater rafting)

} This ômain- reason Outdoor Adventureõtravel market
has been largely untapped by the Northwest
Territories and represents a potential source market

} 2.7 million Canadians and 4.2 million Americans
traveled for the main reason of Outdoor Adventure
between 2004 and 2006

}Only 1% of the Canadian segment and 3% of the US
segment has vacationed in the NWT
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}Canadian main reason - Outdoor Adventurers were
predominantly residents of Ontario and Québec
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}Many US main reason - Outdoor Adventurers resided in
California (12 %), New York (9%), Michigan (8%),
Washington (6%), Ohio (6%) and Florida (5%)

Place of Residence of US Main Reason-Outdoor Adventurers: 2006



} There were slightly more men in the US segment
(54 %) than women (46 %)

}Most Americans were aged 45 or older (60 %) and
most Canadians were between 25 and 54 (66 %)

}Many were well educated : 58 % of the US group and
40 %of the Canadian group held a University degree

} The majority were employed, but more Americans
than Canadians were retired (20 %vs. 10 %)

} The largest share of the US group (36 %) had an
annual household income greater than $100 K and the
largest Canadian share (33 %) earned $60 K- $100 K



Any Participation in Travel Activities Characteristic of the Northwest Territories

Canadian Main Reason - Outdoor 
Adventurers

%
US Main Reason- Outdoor 

Adventurers
%

Hiking 69% Flora/Fauna Viewing 71%

Camping 64% Visiting a Nature Park 62%

Flora/Fauna Viewing 60% Hiking 62%

Visiting a Nature Park 58% Camping 48%

Kayaking/Canoeing 42% Fishing 32%

Fishing 32% Aboriginal Culture/Events 31%

Aboriginal Culture/Events 23% Kayaking/Canoeing 30%

Cross- Country Skiing 17% Whitewater Rafting 18%

Viewing Northern Lights 13% Viewing Northern Lights 15%

Snowshoeing 12% ATVs 13%

ATVs 11% Cross- Country Skiing 12%

Whitewater Rafting 11% Hunting 11%

Ice- Fishing 9% Ice- Fishing 7%

Snowmobiling 6% Snowmobiling 7%

Hunting 6% Snowshoeing 7%

Dog - Sledding 2% Dog - Sledding 3%



}Dining and shopping, however, are what main
reason - Outdoor Adventurers do most while traveling

}Aside from dining out and shopping, the top 3
activities main reason - Outdoor Adventurers engage
in while traveling are:

Canadian Main Reason - Outdoor 
Adventurers

%
US Main Reason- Outdoor 

Adventurers
%

Hiking 69% Flora/Fauna Viewing 71%

Camping 64% Visiting Historic Sites/Buildings 62%

Flora/Fauna Viewing 60% Attending Fairs/Festivals 62%



}Compared to the Canadian group, US main reason -
Outdoor Adventurers are more interested in history,
culture and entertainment and they tend to
participate in higher proportion in these types of
activities than in those more characteristic of the NWT

}US main reason - Outdoor Adventurers exhibit a lot of
variety in their travel activities and they want to do a
lot and see a lot while traveling

}Aboriginal culture/events could be an edge for the
NWT in the US segment : 24 % have visited Aboriginal
heritage attractions while traveling and 16 % have
attended Aboriginal arts and crafts shows



} The activities that in highest proportion drove
Canadian main reason - Outdoor Adventurers to travel
were more closely aligned with Outdoor Adventure
compared to some that drove the US group to travel

}Canadian main reason - Outdoor Adventurers
participated in larger proportions than Americans in
hiking and kayaking/canoeing

} They also participated in larger proportions in
camping, motor - /sail - boating and some outdoor
winter activities



}Alone, certain Outdoor Adventure activities may not be
enough to attract the mass main reason - Outdoor
Adventure market to the NWT

}But, some sectors may be enthusiastic enough to
travel specifically to engage in certain types of
Outdoor Adventure travel activities

Ɓ62 % and 73 % of Canadian and US main reason -
Outdoor Adventurers over 55 , respectively, traveled
mainly to view flora/fauna

Ɓ59 % and 60 % of Canadian and US main reason -
Outdoor Adventurers 18 - 34 , respectively, traveled
mainly to hike



}Different age groups participated at significantly
different levels in òOutdoorAdventureó

}Participation in hard outdoor adventure was highest
among the 18 - 34 cohort and decreased with age

}Participation in soft outdoor adventure increased with
age

Outdoor Adv Activity

Canadian Main Reason - Outdoor 
Adventurers

US Main Reason- Outdoor 
Adventurers

18 - 34 35 - 54 55+ 18 - 34 35 - 54 55+

Flora/Fauna Viewing 50% 62% 76% 51% 69% 87%

Hiking 75% 68% 57% 76% 66% 49%

Kayaking/Canoeing 52% 41% 23% 42% 34% 18%

Whitewater Rafting 16% 10% 3% 25% 23% 10%



} The majority of Canadian (60 %) and US (71 %) main
reason - Outdoor Adventurers have viewed flora or
fauna while traveling

}Potential is greatest among the following subsets

Canadian Main Reason - Outdoor Adventurers

Stayed in 
Remote Lodge

Female Age 55+ Under $60K

74% 63% 76% 64%

US Main Reason- Outdoor Adventurers

Stayed in 
Remote Lodge

Female Age 55+

80% 76% 87%



} The majority of Canadian (69 %) and US (62 %) main
reason - Outdoor Adventurers have hiked while
traveling

}Potential is greatest among the following subsets

Canadian Main Reason - Outdoor Adventurers

Age 18 - 34 Univ. Grad

75% 73%

US Main Reason - Outdoor Adventurers

Male Age 18 - 34 Age 35 - 54 Univ. Grad $100K+

64% 76% 66% 66% 65%



}Of Canadian and US main reason - Outdoor Adventurers,
42 % and 30 %, respectively, have kayaked or canoed
while traveling

}Potential is greatest among the following subsets

Canadian Main Reason - Outdoor Adventurers

Stayed in 
Remote Lodge

Age 18 - 34 Univ. Grad

52% 52% 47%

US Main Reason - Outdoor Adventurers

Stayed in 
Remote Lodge

Male Age 18 - 34 Univ. Grad $100K+

38% 32% 42% 32% 34%



} Just 11 % of Canadian and 18 % of US main reason -
Outdoor Adventurers went whitewater rafting while
traveling

}Some subsets show more potential

Canadian Main Reason - Outdoor Adventurers

Age 18 - 34 $60K - $99.9K $100K+

16% 13% 12%

US Main Reason - Outdoor Adventurers

Stayed in 
Remote Lodge

Age 18 - 34 Age 35 - 54 Univ. Grad $100K+

26% 25% 23% 20% 21%



}Close to a third (32 %) of each of the Canadian and US
main reason - Outdoor Adventure segments have fished
while traveling

}Potential is greatest among the following subsets

Canadian Main Reason - Outdoor Adventurers

Stayed in 
Remote Lodge

Male Age 35 - 54
Not Univ. 

Grad
$60K - $99.9K

57% 38% 36% 35% 35%

US Main Reason - Outdoor Adventurers

Stayed in 
Remote Lodge

Male Age 18 - 34
Not Univ. 

Grad
$60K - $99.9K

48% 35% 39% 36% 34%



} The majority of Canadian (64 %) and almost half of US
(48 %) main reason - Outdoor Adventurers have camped
while traveling

}Potential is greatest among the following subsets

Canadian Main Reason - Outdoor Adventurers      

Stayed in 
Remote Lodge

Age 18 - 34 $60K - $99.9K

76% 71% 66%

US Main Reason- Outdoor Adventurers

Stayed in 
Remote Lodge

Age 18 - 34 Under $60K

65% 62% 51%



}Of main reason - Outdoor Adventurers, 23 %of Canadians
and 31 % of Americans engaged in Aboriginal culture or
events while traveling

}Potential is greatest among the following subsets

Canadian Main Reason - Outdoor Adventurers      

Stayed in 
Remote Lodge

Female Age 55+

40% 26% 28%

US Main Reason - Outdoor Adventurers

Stayed in 
Remote Lodge

Age 55+ Univ. Grad $100K+

46% 37% 33% 34%



}Canadian main reason - Outdoor Adventurers engaged
more in self - guided touring (55 %) than organized
group tours (43 %)

}US main reason - Outdoor Adventurers engaged
equally in self - guided (51 %) and organized group
tours (51 %)

}Day tours were most popular : 56 % of the Canadian
segment and 55 %of the US segment took one

}Of organized day tours, wilderness/outdoor tours
were well - received : 55 % of Canadian and 48 % of US
main reason - Outdoor Adventurers took part



}Camping was the most popular form of lodging :

} Though not in the top 5, 15 % of the Canadian group
and 22 %of the US group stayed in a wilderness lodge

Canadian Main Reason - Outdoor 
Adventurers

%
US Main Reason- Outdoor 

Adventurers
%

1. Public Campground 52% 1. Public Campground 41%

2. Lakeside/Riverside Resort 34% 2. Lakeside/Riverside Resort 35%

3. Private Campground 32% 3. Seaside Resort 34%

4. Seaside Resort 27% 4. Ski Resort or Mountain Resort 28%

5. Ski Resort or Mountain Resort 25% 5. Private Campground 22%



Canadian Main Reason - Outdoor 
Adventurers

%
US Main Reason- Outdoor 

Adventurers
%

1. Internet 72% 1. Internet 80%

2. Friends or Relatives/Word - of - Mouth 58% 2. Past Experience/Been There Before 63%

3. Past Experience/Been There Before 57% 3. Friends or Relatives/Word - of - Mouth 56%

4. Maps 44% 4. Maps 53%

5. Travel Guides or Brochures 40% 5. Travel Guides or Brochures 48%

6. Visitor Information Centres 37% 6. Auto Club (e.g., AAA) 43%

7. Travel Agent 34% 7. Visitor Information Centres 40%

8. Newspaper/Magazine Articles 30% 8. Newspaper/Magazine Articles 40%

9. Travel Guide Books (e.g., Fodorõs)22% 9. Travel Information Received in Mail 33%

10. Auto Club (e.g., CAA) 20% 10. Travel Agent 32%

11. Travel Information Received in Mail 13% 11. Travel Guide Books (e.g., Fodorõs)31%

12. Television Programs 11% 12. Newspaper/Magazine Ads 23%

13. Television Ads 7% 13. Television Programs 19%

14. Trade, Travel, Sportsmenõs Shows6% 14. Electronic Newsletter/Magazine 13%

15. Electronic Newsletter/Magazine 6% 15. Television Ads 8%



}Stress relief and taking a break were highly important
for more ôyoungõthan over 55

}Gaining knowledge of history, other cultures and
places was highly important to more over 55 and
more with a higher income

}ôBeingpamperedõranked highest as of no importance

Canadian Main Reason - Outdoor 
Adventurers

%
US Main Reason- Outdoor 

Adventurers
%

1. Break from day - to - day environment 74% 1. To relax and relieve stress 66%

2. To relax and relieve stress 67% 2. Break from day - to - day environment 65%

3. To create lasting memories 56% 3. To create lasting memories 64%

4. See or do something new & different 56% 4. See or do something new & different 63%

5. Enrich relationship with partner/kids 52% 5. Enrich relationship with partner/kids 56%



}With age, health concerns, safety were more important

}Proximity is a factor ; ôconvenientaccess by carõwas
ranked highly important in choosing a trip destination

}Compared to those 55 +, more of those younger want
lots to see and do, and destination information online

Top 5 Highly Important Conditions for Vacation Destination Choice

Canadian Main Reason - Outdoor 
Adventurers

%
US Main Reason- Outdoor 

Adventurers
%

1. Feeling safe at the destination 56% 1. Feeling safe at the destination 67%

2. Convenient access by car 46% 2. Lots of things for adults to see/do 54%

3. Lots of things for adults to see/do 44% 3. Convenient access by car 41%

4. No health concerns at destination 42% 4. No health concerns at destination 40%

5. Availability budget accommodation 27% 5. Availability mid - range accommodation 35%


