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EXECUTIVE SUMMARY

This document is the final report of the Terrace Bay Tourism Development Strategy
Phase Hl. It is intended to serve as the basis for Terrace Bay’s tourism development
initiatives for the next five years. This document very briefly summarizes the
background information which formed the basis for the updated Tourism Strategy.
The Strategy is then presented, followed by a chart outlining the initiatives the Study
Team is suggesting.

Background

During the study process, the consultants analyzed three separate questionnaires,
information provided by the NOTICE centre, and met with members of the Steering
Committee. They also inventoried existing tourism-related facilities and toured the
community on several occasions. Their findings are detailed in Sections 2 through 4
of the final report. Some of the conclusions are-

. There are a much greater number of tourists stopping in Terrace Bay;

. More of these tourists and the general tourism market are recreation-
oriented than in the past;

. Today, more tourists are stopping only for washrooms or information -
and thereby making brief, relatively unprofitable visits; and,

. Many desired facilities already exist, including traijls, beaches, and
accommodations, but could be improved or expanded.

In short, it was found that through the remarkable efforts of Council and the Tourism
Committee the original strategy had been almost entirely implemented, and that these
efforts are achieving the goal of .increasing the number of tourists stopping in the
community. The challenge remains to capitalize commerciaily on this success.

Strategy

The updated Strategy can be summarized in two points:

Continue to encourage more tourists to stop in Terrace Bay, and
increase the length of time they spend there, by providing facilities to
give them reasons to stop and stop longer;

Develop Terrace Bay as a destination for tourists through marketing of a
broad variety of outdoor recreation opportunities in all seasons.

In the first study, tourism improvernent was envisioned as a linear process, where
public investment leads to an increase in tourists, leading to more spending, which in
tumn leads to private investment. In this decade, and in the early part of the twenty-
first century, the process is fikely to be cyclical rather than linear. Private investment
in partnership with public investment will produce more tourists, and an increase in
spending.



Implementation Plan _

The Study Team recommends a three-phased plan to further tourism in Terrace Bay.
These initiatives have been designed with the goals of the strategy in mind, but kept
in context of the economic constraints which challenge such efforts at the present
time. The chart below summarizes the initiatives, which are outlined in much more
detail in the report.

PHASE |
1996-1998
. Tourism Conference |
. Adventure Centre
. Improvements {o Aguasabon Beach
. Improvements to Aguasabon Gorge
. improvements to Centennial Park
. Improvements to Casque Isles Hiking Trail
. Continued support of snowmobile initiatives
. Signage/Footpath to Simcoe Plaza from the Tourism Centre
. Bus tour marketing
. Digital marketing
PHASE I
1998-2001
. Slate Island Initiatives
Bed and Breakfasts
. Mascot
PHASE it
2007+
. Accommodation facilities
. Elder Hostel
. Tourism Conference |l
»

Cottage lots

The Township has progressed remarkably in its efforts to strengthen and promote the
tourism industry in Terrace Bay. It is the hope of the Study Team that this document
will allow the Township to continue to achieve this high degree of success in the years
to come.



1.0 INTRODUCTION

This document is the final report of the Terrace Bay Tourism Development
Strategy Phase Il It is intended to serve as the basis for Terrace Bay’s tourism
development initiatives for the next five years.

The first part of the report deals with the past and present, providing context
for the new Strategy. it includes Background information on the Tourism
Industry, the Study process, the previous Strategy, and discusses some of the
aspects of the community itself and its beautiful natural setting. It details the
remarkable Progress of the Township to date toward tourism enhancement in
the community. Finally, it assesses the tourist trade through a Market
Analysis, as measured through three separate questionnaires, information
provided by the NOTICE centre, and personal contact by members of the
Steering Committee and our firm.

The second part of the report deals with the future, providing the plan for
Terrace Bay’s tourism efforts in years to come. It outlines the new Tourism
Strategy, which serves as a statement of the Township's approach to tourism
enhancement. It then details an extensive Implementation Plan for the
strategy, including a description of each initiative, and the responsibilities,
financing, timing, and costs for each initiative. Finally, it includes some
conclusions regarding the philosophy of implementation as a Last Word.

Terrace Bay has progressed remarkably in its efforts to strengthen and promote
the tourism industry in the Township. It is the hope of the Study Team that
this document will allow the Township to continue to achieve this high degree
of success in the years to come.

2.0 BACKGROUND

2.1 THE TOURISM INDUSTRY

“Tourism” is a broad term which defies reduction to a definition. It is at heart
an industry based on the attraction of visitors to a community and the
concurrent introduction of outside spending in that community. The objective
of tourism enhancement is to increase the amount of “new money” being
brought into a community, through promoting both more visitors and more
spending by those visitors.
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Tourism in Northern Ontario has always been a major industry. The North’s
settlement experience has been driven and directed by the rise and fall of -
various resource extraction industries. The location and economic prosperity of
communities was intrinsically tied to the supply and market feasibility of
extracting raw materials, be it timber, pulpwood, iron ore, copper or gold.
This has resulted in the settlement pattern we see today - 'communities
surrounded by nothing’, linked to each other and the economic heartland in
the South by tenuous strips of rail bed or pavement.

Due to its seasonality, tourism can rarely entirely replace a year round industry
such as mining. Its’ presence and health can greatly lessen the effects of a
major job loss - always a threat in a single industry community, It strengthens
any economy, and acts as a marketing agent by raising the general profile of a
community. ,

Tourism as an industry in the North has today more potential than ever before.
As advances in travel and communications shrink the distances between major
markets and remote locations, the number of people with potential access to
northern vacations is increasing constantly. People continue to have more
leisure time, and, as the baby boom enters middle age, more and more
disposable time and income will likely be spent on tourism and recreation.

Attractions and regions that offer a variety of experiences for the family and/or
opportunities for older couples and individuals (who are often part of a tour)
will benefit from these trends.

2.2  TERRACE BAY

Terrace Bay is a community uniquely qualified to take advantage of the tourism
business. The community is located at an ideal position for a rest stop on the
Trans-Canada highway. The broad curve in the highway through town means
traffic is already slowing down. Further, since Terrace Bay is several hundred
kilometers from Thunder Bay, many motorists are looking for a rest stop.

Far and away the most important asset of the community for tourism is its
natural setting. Terrace Bay’s scenery and natural features are among the most
spectacular in the North. Rugged hiking and snowmobile trails cut their way
across the infamous North Shore. The Slate Islands, just offshore, were
formed by the impact of a giant meteorite, and boast the southernmost herd of
caribou in the world. The gorge and falls from the Aguasabon River, and the
beach formed at its’ mouth, offer spectacular recreational opportunities. The
name “Terrace Bay” is itself derived from the natural history of the townsite - it
stands on a series of level shelves terraced by stages of receding glacial Lake
Superior (Lake Algonquin).

if the physical setting of Terrace Bay is conducive to tourism, then the
economic situation is similarly promising. By virtue of the fact that many of
the Township’s residents have well paying jobs in resource, transportation and
professional sectors - and in many cases, two salaries - many families in the
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Township have a high personal income level. This means the community
starts with a local market for recreational opportunities and attractions. Add to
this the large transient tourist market on the highway, and there is an extensive
pool of money already in or passing through the community.

Tourism by it's nature is an industry of extensive linkages; that is, many
businesses in a community benefit from the introduction of visitors for one
reason or another. For example, a family that stops in Terrace Bay for the
evening after visiting the Gorge is spending money at a hotel, but is also likely
buying dinner at a restaurant, buying snacks at a foodstore, and gas for their
car at the service station. Tourism is a lucrative business - when successful, it
can have a snowball effect. Not only are many businesses in Terrace Bay able
to benefit from the new dollars, but the growth of the community’s reputation
as a result of the increased tourism leads to additional visitors.

2.3 THE FIRST STRATEGY

Lehman & Associates were retained in 1988 to complete a Tourism
Development Strategy for the Township of Terrace Bay. The detailed study
was initiated at the request of the Township and was completed in January,
1990. It has served as the basis for Terrace Bay's subsequent efforts to attract
additional tourists to the area.

There were two principle objectives identified by the plan, one for the short
term, and the other for the long term. They were:

1. Short Term: To encourage more tourists to stop in Terrace
Bay and increase the length of time they spend there;

2. Long Term: To develop Terrace Bay as a destination point
for tourists from Ontario and the U.S.

These objectives were translated into a series of goals:

establish a unique niche;

expand your market share;

attract more first time visitors and guests;

draw tourists into the commercial core and down to the
waterfront;

* extend the average length of stay;

increase the average expenditure;and,

use and build on what you are and what you have.

. > @

Detailed options were set out in the Plan which would allow Terrace Bay to
pursue these goals in a feasible, coordinated manner.
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3.0 PROGRESS

It is not possible to overstate the tremendous progress that has been made by
the community in the development of new facilities that are of use to both
residents and tourists. In our experience, there is simply no other community
in Northern Ontario that has been as successful in the improvement of the
quantity and guality of tourist and recreational facilities.

The construction of the Terrace Bay Tourist Welcome Centre, built through the
provincial government’s NOTICE program, is a major achievement. Coupled
with the hiring of an Economic and Tourism Co-Ordinator, the Town has
created both an attraction and an institution of use to tourists. Among other
functions, the centre has monitored tourist traffic through Terrace Bay,
providing some idea of the success of the Township in increasing tourism.

Some initiatives have not been entirely completed, either due to the limited
funds available or for other reasons. Some initiatives are already compiete to
the point of generating tourism dollars - and need not necessarily go further.
Others need more work before they become productive components of the
Terrace Bay tourism industry. These efforts have been included in our
implementation Plan, at the end of this report.

3.1 STATUS REPORT ON PREVIOUS INITIATIVES

The chart on the following pages details the tourism and recreation
enhancement initiatives which have been undertaken by the Township in the
last five years. Please note that some initiatives listed here are not complete or
could be expanded upon. If this is the case, we have included these projects in
the Implementation Plan (Section é).
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4.0 MARKET ANALYSIS

We have undertaken a number of exercises designed to gain a better
knowledge of the current tourist market in Terrace Bay, including three
questionnaires and data provided by the Tourist Centre itself. This section
summarizes the results of those exercises.

4,1  TOURISM: THE STATE OF THE INDUSTRY

Tourism in Terrace Bay is big business, and it's only getting bigger. Visitorship
to the Tourist Centre in Terrace Bay has increased by some 800% since the first
Tourism study in 1989.

Visitor Centre Attendance
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Note: Visitorship to the centre in 1994 was hampered by road construction. Traditionally the visitor
information centre operates from the May long weekend to the October long weekend,
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The greatest number of visitors to the centre is in the summer months, with
the peak period usually in late july of each year.

1993 Visitorship 1985 Visilorship
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The overall increase in visitorship is not a result of increased vehicular traffic. It
is the consequence of the availability of an attractive building, well signed,
with adjacent parking, on a part of the highway where traffic has slowed
down. Terrace Bay is apparently now catching the tourists - the challenge
now is to capitalize on that success. Tourists are stopping, but it is yet
uncertain the degree to which the local economy is benefiting from their
presence.

4.2 STAKEHOLDERS' QUESTIONNAIRE

As part of the public consultation portion of the Study process, the Study
Team contacted approximately fifty individuals connected with recreation in
the North Shore area. These people included the heads of recreational
associations, service clubs, church groups, and business organizations.

Generally, respondents indicated that general town maintenance and
improvements to recreational facilities would likely generate more tourism.
Maintenance was often referred to in the same context as cleanliness and
business facade improvements. Some suggested that there was a need to
market Terrace Bay to tourists before they arrived - this could include better
signage on the highway. One respondent, who lives on Lakeview Drive, noted
that he has seen lost tourists (including buses) looking for the beach on a
number of occasions and wondered about better directional signs. The
Township has erected improved signage to address this cancern.

The natural beauty of the community’s setting was often emphasized as a
major asset of Terrace Bay. Many felt this asset should be promoted to its
greatest possible extent.
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On the wish list for recreational facilities were an indoor swimming pool and a
marina, although some called for improvements to existing facilities such as
the hiking trails and tennis courts. It's important to emphasize, however, that
the sentiment was not unanimous - some felt tourism could be generated
through other areas, and recreation money should be spent elsewhere. Many
stakeholders felt that the community could benefit by linking the tourism
industries in Schreiber and Rossport with the industry in Terrace Bay, working
together to attract tourists to the North Shore.

It is important to note that the community already boasts impressive
recreational facilities. Current initiatives, such as the murals on the recreational
centre and Simcoe Plaza walls, speak to some of the responses to the
questionnaire. It will be important in the future to maintain these facilities,
while continuing to orient local recreational facilities to tourists.

In order to gauge local interest in facilities shared with tourists, the respondents
were asked to rank selected outdoor recreation facilities on a scale from one to
five {one being less important, five being more important). The results
indicated an overall high level of importance for all recreational facilities (the

average overall score was 3.90). '

TABLE 1 - Average Importance of
Selected Qutdoor Recreation
Facilities (scale of T to 5)

Walking / Bike Paths 4.41
Snowmobile Trails 4.17

Tree Planting 4.07
Tourist Center 3.88
Signage 3.78
Gorge Access 3.77
Hiking Trail 3.71

Interpretive Panels  3.39

4.3  BUSINESS SURVEY

The Study team distributed a survey to approximately seventy businesses in
Terrace Bay asking them to report, in a ratic amount, their month by month
sales figures from the last several years. The intent was to investigate the link
between visitorship to the Township by tourists and levels of commercial
income.

Visitorship is measured simply by the number of people who visited the
Tourism Information Centre in any given month. A measure of sales in Terrace
Bay was devised called the ASI, for Average Sales Index. This ratio represents
the average of the ratio of sales by a business in any given month to the lowest
month of sales in that business in the last five years. Thus, if the ASI was
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equal to 2.0 for the month of June, that indicates that on average, Terrace Bay
businesses did twice as much business in June as they did in their lowest
month in the last five years.

This index is not absolute, meaning that it does not reflect the actual dollar
figures of sales. This makes it a better indication of general trends in business -
it's not distorted by one business having a particularly good or bad month.

19985 Visitorship 1995 ASI
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The low responses rate to the business survey means that conclusions must be
general rather than specific. However, the degree of correspondence between
the ASl and visitorship to the Tourism Centre is undeniably high. There is
clearly a relationship between the number of tourists stopping in the
community, and the sales figures of many businesses.

This may seem hardly a surprising conclusion when the business in question is
a gas station, or a fast-food restaurant. Motorists stopping at the information
centre are very likely to use the stop as an opportunity to refuel (or vice versa, a
need for fuel produces a stop at the information centre). Other businesses
including a sit-down restaurant, food store and hotel responded to the survey
and have sales fluctuations that correspond to the visitorship to the tourism
centre.

At the same time, the AS| has not increased by the same amount that
visitorship has increased. The average ASI has increased since 1990, but the
increase is well below what might have been expected with such a direct
correspondence. This discrepancy is likely due to the large number of tourists
who are stopping in Terrace Bay only to use the washroom, or obtain
information.

It seems fair to conclude that:

» Tourists have a significant effect on the economy of
Terrace Bay, but,
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. This effect is not as great as it might be - efforts need to
be made to promote spending in the community.

4.4 BREAKING DOWN THE TOURIST MARKET
A great deal of information about the tourist market in Tefrace Bay can be

gleaned from the surveys printed by the Aguasabon Chamber of Commerce
and distributed at the tourism centre during the spring and summer of 1996.

AGUASABON CHAMBER OF COMMERCE
TOURISM QUESTIONNAIRE RESPONSES

1. When did you decide to stop here?

Planning your Trip at Home 2 * Almost all visitors
. did net plan to stop

Yesterday 5 in Terrace Bay

Today 93

Total 100

2. What made you decide to stop here?

Beautiful Sceﬁery 34 = The scenery and
other attractions

Accomimodations 2 convinced 44% of
respondents to stop.

Dining 2

Tourist Attraction 10

Recreation 2

Washrooms 27 *The information
centre with

information 16 washrooms stopped
an equal number.

Other 7

Total 100

3. Have you stayed in this area before?

Yes 56
No ) 44
Total 100

4. How long are you staying in this area?

A Few Hours 43
1 Night 33
2 to 5 nights 21
Over 5 nights 3
TERRACE BAY TOURISM DEVELOPMENT STRATEGY PHASE It LY
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Total

5. Ratings of Services %

100

Services Excellent Good Poor
Accommodations 27 73 0
Restaurants 25 75 0
Recreation 75 25 0
Hospitality 87 - 13 0 .
6. Services Used (%)

Used Not Used
Accommeodation 13 87
Restaurants 17 &3
Recreation 3 97

What condlusions can be drawn from the responses? First, a large number of
tourists visiting the centre are stopping on the spur of the moment, and almost
no tourists are yet making Terrace Bay their end destination. Nearly half of the
respondents gave “a few hours” as the length of time they were planning to
stay. The large number of short stop visitors is reflected in the high ranking of
“washrooms” on the list of reasons to stop, and the relatively low rate of usage
of restaurants and recreation facilities.

An almost identical questionnaire was distributed during the summer season in
1989, but distribution methods were different, making comparing some data
difficult. Some information, however, is not affected by the change in
distribution methods, and yields some interesting results. More specificaliy:

. People are stopping for the scenery, tourist attractions, and
for information much more often than in 1989:

* The rate of return visitors is much greater in 1996;

. Visitors are less satisfied with the quality of accommodation

and restaurants than seven years ago. This may be partly
as a result of higher expectations on the part of tourists;

. The quality of recreational facilities received a much higher
ranking than in 198%; and,

*  The hospitality of the community, which received high
marks in 1989, received even higher marks in 1996 (86%
of respondents felt the hospitality was ‘excellent’ - the
highest ranking).
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This information was compiled from tourist questionnaires developed by the
Aguasabon Chamber of Commerce, and distributed by Mike Moore in June of
1996,

4.5 WHERE IS THE MARKET?

Terrace Bay currently has three roles as a centre for tourism.

* As an attraction for the local and regional market, a
substantial and existing role;
. As a stopping place on the Highway, an increasingly
important role; and,
. As a destination for tourists, an as-yet undeveloped role.
Local/Regional

The local market in Terrace Bay includes the communities of Schrieber,
Jackfish, and Rossport, as well as the population of the Township itself. The
major target in this market is the snowmobiler, but also includes all residents of
the four communities - Terrace Bay’s recreational opportunities are excellent,
and can serve as an attraction.

indeed, Terrace Bay has made substantial improvements in local recreation
facilities over the past seven years. These facilities, while primarily built for and
by local residents, offer an extraordinary opportunity to attract tourist-based
business, both from nearby communities, and to the visitor from farther afield.

Stopping Place

Terrace Bay has succeeding in continuing to capture an increasing number of
the transient motorists on Highway 17. A major reason for this is the success
of the tourist information centre, which is giving more and more motorists a
reason to stop. The success of the centre is obvious in the rise in the number
of visitors to the Tourism Centre.

Getting motorists to stop is an important step. However, although motorists
may be stopping in Terrace Bay, they are not necessarily spending money while
they are there. The emphasis now must be on providing opportunities for
tourism spending. In this role, Terrace Bay is a rest stop: a place to eat a meal,
look around, let children play in the playground or on the beach. A variety of
uses can promote this role - many through private partnerships.

Destination

The destination tourist market is a very lucrative one, and Terrace Bay has the
potential to capture some of this market. Terrace Bay’s stunning natural setting
provides a unique-opportunity for tourism. Several facilities already exist that
utilize the natural setting, including the Aguasabon gorge and beach and the
Casque-isles hiking and snowmobile trails. The Slate Islands also represent a
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potential starting point for wilderness expeditions. It would be possible to
market Terrace Bay as a starting point for wilderness expeditions: as a place to
go to start an outdoor adventure.

The major difficulties to overcome are the distance to the market and the large
number of intervening opportunities. Success in the destination market has
occurred where or when the other opportunities are limited - such as by the
availability of snow for snowmobiling or when a variety of experiences are
sought. )

Destination tourism will likely continue to be a slowly growing segment of the
market. For success, marketing and promotion of this role will be of key
importance. Such promotion could be conducted at the local, regional,
provincial, national and the international level, and involve many partners.

Key to gamering a share of the destination market is establishing a reputation
for a particular attraction or activity in the area. These attractions may be
natural, such as the climate in southern Florida, or the mountains in Alberta, or
may be created, such as the theatre in Stratford, Ontario. Terrace Bay's
success as a centre for destination tourism will be dependent on the ability of
the Township to establish a reputation for outdoor recreation.

4.6 CONCLUSIONS
Some condusions can be made about the market:

. There are a much greater number of tourists stopping
in Terrace Bay;

. More of these tourists and the general tourism market
are recreation-oriented than in the past;

. Today, more tourists are stopping only for washrooms
or information - and thereby making brief, relatively
unprofitable visits; and,

. Many desired facilities already exist, including trails,
beaches, and accommodations, but could be
improved or expanded.
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5.0 THE STRATEGY

Encourage more tourists to stop in Terrace Bay and increase the
length of time they spend there;

Develop Terrace Bay as a destination point for tourists from
Ontario and the U.5.

" These were the goals of the criginal Tourism Strategy, and they are still
relevant today. The community, as we have seen, is having a good deal of
success with the first goal: many more people are stopping in Terrace Bay.
These goals need to continue, but at the same time, the community can begin
to realize the long-term goal of making Terrace Bay a destination. The updated
Strategy can be summarized in two points:

Continue to encourage more tourists to stop in Terrace Bay, and
increase the length of time they spend there, by providing facilities
to give them reasons to stop and stop longer;

Develop Terrace Bay as a destingtion for tourists through
marketing of a broad variety of outdoor recreation opportunities
in alf seasons.

In our original study, we envisioned tourism improvement as a linear process,
where public investment leads to an increase in tourists, leading to more
spending, which in turn leads to private investment. In this decade, and in the
early part of the twenty-first century, the process is likely to be cyclical rather
thar linear. Private investment in partnership with public investment will
produce more tourists, and an increase in spending. The extra spending will in
turn produce an increase in private investment through forward, backward, and
horizontal linkages, in concert with public financing. This relationship stresses
the importance of public/private partnerships, which are likely to be the
financial basis for the next stage of tourism development in Terrace Bay.

5.7 INCREASING/IMPROVING PARTNERSHIPS

The Township has been very successful in leveraging municipal funds to obtain
access to provincial and federal funding. However, provincial funding is now
much more scarce, and initiatives which might have been funded in the [ate
1980’s are no longer supported financially by the Province. in a telephone
conversation with a representative of the Ministry of Northern Development
and Mines, it was determined that no funding will be forthcoming from the
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Province for tourism or community development in the near future, with the
exception of the Northern Ontario Heritage Fund. Guidelines for the spending
of these funds will be available in the fall.

In the face of these severe cutbacks, partnerships will be a necessity, rather
than an option, for tourism development. The Township has been successful
in the past in using informal relationships with various recreational associations
in the creation of a variety of new initiatives. These efforts include the
Township’s participation in the North of Superior Marina Marketing
Association, which has returned funds to the Township and the Aguasabon
Boater’s Association, through the “Havens”. project. The development of the
economic development and tourism videos are anather example.

The challenge in the future will be to use private sector funds as much as
possible to leverage government funding. For this reason, the implementation
section of this report will include a number of potential partnerships, both
formal and informal, to implement the recommendations. Partnerships
between private and public organizations also have the added benefit of
building community will and shared objectives.

Public Investment

[

Private Investment Increase in Tourists

More Spending

5.2 MARKETING

A key element to the success of the updated strategy, especially the wilderness
expedition destination component, will be aggressive and effective marketing.
There are two thrusts to this effort.
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The first is to get more people to stay in Terrace Bay for longer periods of time,
and to get them to spend more money while they are there. The visitor
questionnaires tell us that the overwhelming majority of visitors make the
decision to stop while travelling that day, which means they are not necessarily
planning on spending time in the community. Terrace Bay must market its
facilities in such a manner that more visitors will plan to stop, and more visitors
who do stop will want to stay longer. This means better signs, walkways,
advertising or sales; in short, more ‘hooks’ to get people interested in staying or
looking around. We have suggested a number of initiatives toward this goal.

The second goal is to promote the adventure destination image and services.
This goal can be marketed in a number of ways and at all scales - local,
provincial, national, and international. It involves educating people about
Terrace Bay and the area. An example of a community which has successfully
garnered this type of business is Temagami, Ontario, where thousands of
American and European tourists visit every summer to enjoy the ‘untouched
wilderness’ of Lake Temagami and the surrounding region. Many visitors are
drawn there because they have heard the community’s name or reputation,
and investigate it as a destination.

Current and past destination marketing initiatives have produced high-quality
marketing literature, including the “Gem of the North Shore” theme
pamphlets, and the tourism/economic development video. These initiatives are
onily as effective as their distribution, however - they must reach the market:
the tourist. Additional themes and or attractions can be marketed in a similar
manner, especially the concept of “adventure tourism”. Terrace Bay’s ruggedly
beautiful scenery and extensive system of hiking and snowmobile trails should
become known to tourists from around the province, and ultimately across the
nation.

Marketing devices form a significant portion of the initiatives we have
recommended in the next section.

6.0 IMPLEMENTATION PLAN

In considering potential tourism initiatives in Terrace Bay, the Study Team’s
intention was to produce ideas which met one or more of the following
criteria, all of which are consistent with the draft Strategy:

take greater advantage of the existing short-term market;
extend the average length of stay;

involve relatively low capital expenditures;

be consistent with the growing role as a rest stop; and,
the potential role of a wilderness excursion destination.

¢« & * 4 @
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This implementation plan is organized into three phases. The first phase
includes initiatives which can begin immediately, or have already begun and
need to be continued. The second phase details initiatives which can occur
soon, but need background work before commencing, or logically follow from
Phase [ initiatives. Phase NIl details long-term projects, or continuations of
projects from earlier phases, '

PHASE |
1996-1998
Tourism Conference !
Task: Host a conference for stakeholders in the adventure

experience tourism sector in the Rossport, Schreiber,
Terrace Bay and Jackfish Lake area.

Responsibility: Tourism Committee, Township, NOSTA

Financial Commitment: Varies by scale. Likely $5,000.

Funding Source: Partnered with NOSTA, Township, Tourism Industry
Timing: Fall/Winter 1997/98

The hosting of this kind of conference holds many potential benefits. It is the
ideal setting to establish relationships between communities such as financial
partnerships for tourism initiatives or shared recreational programs. It would
provide an opportunity to get tourism operators from the area to get famitiar

with the strategy. It would also be an excellent opportunity to start
implementing the Adventure Centre initiative.

Adventure Centre

Task: Develop the NQTICE Centre into a launching point
for wilderness trips

Responsibility: Tourism Committee, especially Co-ordinator

Financial Commitment: Minimal. Some advance funds may be required for
marketing and set-up. It is suggested that the Co-
ordinator be budgeted to visit an operating centre
and meet with representatives to work out logistics.
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Operating expenses should be recovered quickly by
revenue.

Funding Source: Operating expenses: Primarily partnerships. Start-up
expenses: Tourism Committee, Township,

Timing: Start-up: Immediately
Opening: 1998

Some small towns in New Brunswick have attracted large numbers of tourists
through the construction and operation of “adventure centres” - buildings used
as a staging point for adventure-type outdoor recreation activities. These
activities could include hiking, kayaking, camping, canoeing, windsurfing,
sailing, personal watercraft, hang-gliding, bungee jumping, and white water
rafting. The centre operates as an information and supply centre for these
sports, offering such services as equipment rental, guides and guidebooks,
maps, radio communication, and instruction in equipment use.

Pat McKinney of the New Brunswick Economic Development Office has
indicated that the Adventure Centres in that province have enjoyed a high level
of success. There are two centres currently operating in the province, one in
St. Andrews, and one in 5t. George. The centres function as starting points for
guided tours of the surrounding area. In St. Andrews, tours include the nearby
ocean sand dunes and grasslands. Activities include whalewatching, hiking,
canoeing, glass-bottom boats, and boating.

In New Brunswick, the centres operate on a licensing basis. An agreement is
signed between the Province and the individual operators, whereby the
operators are obliged to meet provincial safety and operational standards, and
pay a fee to the Province for marketing of the facility and the operator’s
particular service. A sample from the marketing brochure distributed by New
Brunswick appears on the following pages. The packages are based out of the
adventure centres and from nearby communities, and are promoted using an
easy to read, attractive format.

This concept is consistent with the objectives of the Tourism Development
Phase Il Strategy in a number of ways. The concept takes advantage of Terrace
Bay’s natural beauty and rugged surroundings. The North of Superior area is
internationally known for its spectacular wilderness setting, and this advantage
can be used to market the area as a destination for adventure-seeking tourists.
Second, the backward linkages from a project such as this are many and
potentially lucrative. Adventure tourists will need local sources of supplies.
Third, this kind of activity is already occurring on an informal basis at the
NOTICE centre - Mike Moore currently makes some limited arrangements for
equipment rental (such as canoes), and attempts to put tourists in contact with
local services.

Itis also probably the most flexible concept, with the greatest potential. It can
build on the Phase It Strategy in many ways, and can be undertaken in stages
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to alleviate risk and major findancial commitment. Private outfitters could be
introduced gradually, building on the existing market, and marketing through
NOSTA and other organizations. If the Centre was successful, it could expand
the number of tours and/or expeditions, through additional partnerships. The
end result could be a year-round tourism centre, open for snowmobile and
winter hiking expeditions, as well as a variety of summer activities. Initially,
however, as in New Brunswick, the centre would likely only be open in the
summer months.

The initial funding required for this initiative would not be substantial, and
would be spread across several parties.” The Tourism Centre would be
responsible for co-ordination and regulation of the uses, including establishing
standards and evaluating proposals from operators. The Township and NOSTA
would assist with marketing the new uses - promoting Terrace Bay as a place
to go to start an adventure. The private operators would supply capital in the
form of contributions for marketing {(essentially, they are buying the advertising
service of the Township, the Tourism Centre, and NOSTA), and in the form of
equipment for use by the tourists (adventurers). None of these commitments
need be large. The service would support operations not only in Terrace Bay,
but also in Schreiber and Rossport.

An example of the relationship could be as follows: A Terrace Bay resident
with two kayaks is interested in making a business of kayak tours on the lake.
He applies to the Tourism Centre for space as an operator, and is accepted
under contract. The contract stipulates that the operator will supply six kayaks
for rental, and that all clients will sign waivers before taking a tour. It also
stipulates safety requirements determined by the Recreational Boaters
Association of Canada, which he and his clients must obey. His kayak tours
are then advertised in NOSTA brochures and in Kayak Canada magazine, for
which he pays a fee of (for example) $500 per season. People call the Centre,
and he arranges tours with them for a preset price. A small portion of his
revenue goes to the Tourism Centre for administration.

Implementing this initiative starts with a better understanding of the concept
and logistics. For this reason, the tourism committee should undertake
measures to link themselves with the New Brunswick Economic Development
office and learn more about the operation of the Centres there. This could
include a visit by one or more members of the committee to New Brunswick,

The Study Team has extensive experience in marketing new tourism initiatives
and could also be used as a resource to assist in implementation. The North
Shore Tourism Conference could also be used to open/market the centre.
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Ry Acadian Coastal Drive

B ) firamichi River Routz

New Brunswick’s
Appalachian Range

Day Adventure Packages numbers cormespond
to thase on the map and also 1o thos on he
individual package descriptions on the
following pages.

L AWhale of a Good Time
2. Scenic Boat Tours (Whale-and Bird-watching)
3 AWhale afa Tale
4. Saifa Schooner with Whales
5. Explore an Ocean Paradise
6. Sail with Whales
7-  A'Whale of an Adventure
8. Experience the Bay
9. Whale Searchand Ishind Cruises
10. The Best of Summer
. Guided Atlantic Satmon Fly Fishing
on the Miramichi
12. An Angler's Dream Come True
13- “The Ultirmate Smallmouth Experience”
14. A Fishing Adventure with a Tasty Ending!
15, Deep Sea Fishing
16. Acidian Adventures!
7. Voyageur Cance Marine Adventure
18. ATrue Miramids Canceing Experience
19. The Miramichi Canoc/Barbeque Combo
20. Motorized Canoe Expedition
21. Paddler's Choice
22. HartiIsland River Adventure
23. Adventure Calling!
24 Fscape ta the Wilderness
25. Escape To The Sea
26. Catch the Thiill of the River and Sea
27. Fun, Fresh Air and Freedom
28. The St. Croix River Canoe & Barbeque
29. Tour the Fixed Link
30. Sealsand Seabinds
3t Come Lobster Fishing With Us
32 River Adventures
33. Natume's
34. Discover [ifein the Sea
35 “Sail the'Tall Ship”
36. Scenic Sightseeing and History Cruise
37. SL John River Nature Cniises

MAINE

Mommg Noon or Night

QUEEREC

38. A ViewHrork the Harbour

39. Reversing Falls Jet Boat Ride

40. The Goat Farm Towr

41. Great Miramichi Walk'n Cruise

42. Romancing the Forest

43. Histatic River Town

44. Fundy Night Iife

45 “White Caves™ Adventure

46 Our Wild and Wonderful Wetlands
ANatural and Hurnan History of Tantrarmar

47. Paint the Town Green!

48, Adventeres on Horseback

49. Saddle up for Adventure

50. The Catch of the Day!

51 Musicaf Dinner “Chez Ti-Toine”

52. “Travelling in Time”

53 Downeast Toetapping, FootStomping Fun

THIS MAP INDICATES GENERAL LOCATIONS ONLY.

Adventures
Locator Map
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\\/ Jani- May 17

WINTER:
packages in effec

Nov.1- De. 31

54. AWhale of a Day at the
New Brunswick Museum
55 Creative Flower Fum
56. The Candle Making Workshop

57 Creative Machine Kriting &

Design Workshop
58. Old Fashioned Lifestyle for

Modern Day Kids

9. Tiny Trotters Trail

60 See Caraquet by Bike
Gt. 5t Andrews Heritage Bike Tour
62. Tour of the Covered Bridges
63 Gamnebird Hunting Adventure of a Lifetime
64. Hikers Welcome!
65. Bird-watching lor Beginnters
66. Allow Usto Let You Down
G7. Splash Into Summer Fun!

Lahour Day-Oct. 31




We have adventures to the left, adventures to the right. .
adventures around every corner of New Brunswick, available
Morning Noon or Night!

For your convenience, Adventure Destination Centres
arelocated in St. Andrews and St. George. Drop by.

Adventure Destination Cenire,
St. Andrews




To supplement information avail-
able through our pariicipating points
of sale and points of display call our
toll-free number from within New
Brunswick only, 1-800-561-1112.
This number is exdusively dedicated
to the Day Adventuze Program and
experts are on hand to assist you in
choosing your Day Adventure.

CUSTOMER SERVICE

The Day Adventure Communi-
cation Centire is open May 1 to June
14, weekdays, 8:00 am - 5:00 pm;
June 15— October 9, weekdays 8:00
am - 8:00 pm and weekends 8:00
am — 5:00 pm. Personnel at the
centre will assist you in product
selection, in locating adventure
operators, will receive comments
and complaints and will arrange for
Voucher Refunds where applicable.

PLEASE NOTE: Reservations
cannot be made through the Com-
munication Centre — only through
individual Day Adventure opera-
tors or through porticipating sales
outlets employing Day Adven-
ture Coordinators.

RESERVATIONS .

1. Make your reservation directly with

the Day Adventure operators list-
ing adventures in this catalogue.
IT IS RECOMMENDED THAT
RESERVATIONS WITH DAY
ADVENTURE OPERATORS BE
MADE 24 HOURS IN ADVANCE
OR MORE, DEPENDING ON THE
POPULARITY OF THE ACTIVITY.

OR

2. Drop in to one of our participat-
ing point of sale locations. Day

Mammg Noon ar Night

Day Adventures
in

ormation
1 800 561-1112

Adventure Coordinators at these
specially designated locations
will assist you with purchasing
and booking your Adventure.
(See last page of this publication
for a complete list of point of
sale locations.)

PAYMENT

1. All Day Adventure operators list-
ed in our catalogue accept cash;
many accept major credit cards
and all accept Day Adven-
ture Youchers.

OR

2. Purchase in advance your Day
Adventure Vouchers after june 1
at the locations listed on the last
page of this publication (availabili-
ty may depend on location}.
Vouchers give you the flexibility to
pay using major credit cards and
to choose from a variety of adven-
tures as you travel

NOTE: The advance purchase of @4 :

Day Adventure Vouchers does not
mean a reservation has been
made, except where designated.
Mostsalssouﬂztsemp]oyDay - 4
Adventure Coordinators and
offer reservation services.
Vouchers may be used 8
in kiew of cash to pay 4
for alf or part of your &
adventure. Not all a8
operators give
change for
vouchers val-
ued above the price
of the activity.

REFUNDS

1. Individual operators conduct
their own refund policies for ser-
vices provided

2. In the case where Day Adventure
Vouchers have not been re-
deemed for services, refunds can
be obtained by writing;

Day Adventure
Communication Centre
Department of Economic
Development and Tourism
P.O. Box 6000
Fredericton, NB E3B ¢Hr
1-800—561-1112

PARTICIPATING POINT
OF SALE LOCATIONS:
Jor a complete listing of
point of sale locations,
see last page of this publication.
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Note to
Whale-watchers

Ttwould be difficult to travel to
Grand Manan on the ferry,
participate in a whale-watching tour
and return to the mainland in one
day. Accommodation reservations
are strongly recommended. Also note
that whale-watching tours are
dependent on the weather.
Cancellations, especially due to fog or
sea conditions in. the Bay of Fundy,
can occur, Ackivities such as hiking,
rock-hounding, bird-watching elc.
areavailable as aliernatives uniil
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Improvements to Beach Area

Task: Continue improving public facilities for residents and
tourists
Responsibility: Township Council, Superior North Community

Development Corporation
Financial Commitment: Details in the Waterfront Study, Page 18,

Funding Source: Heritage Fund. Other sources non-existent.
Timing: Ongoing

The only significant item from our original strategy that was not implemented
was the improvements to the Aguasabon Beach area. This initiative has been
thoroughly investigated by the Mocre/George Study. We continue to feel that
this could be a very positive initiative. Improving public facilities for residents
and tourists will make the community more attractive to local residents, visiting
residents from nearby communities, and be a major attraction for passing
tourists. The community is Terrace Bay, after all - people are locking for the
water,

The beach could be an attraction which will draw motorists off the highway,
and could be marketed to bus tours as a stopping place. The beach would
also be the site of several operations of the Adventure Centre, detailed on the

next few pages.

Improvements to Aguasabon Gorge

Task: Continue to work towards completion of initiatives
for the gorge as outlined in the Moore/George
Gorge Concept Study. These incdude the 2nd
observation deck, washrooms, picnic area, paving
etc.

Responsibility: Township Council
Financial Commitment: Refer to Moore/George Study

Funding Source: Township, Heritage Fund
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Timing: Ongoing

This project can continue to be developed as the Township has worked on it in
the past. Consideration of an ongoing maintenance program should occur.

Improvements to Centennial Park

Task: Continue improvements to park as outlined in the
Moore/George Highway 17 Corridor Study

Responsibility: Township Council, Service Clubs

Financial Commitment: Details in Study

Funding Source: Township Council, Heritage Fund

Timing: Ongoing

Tree planting and flower beds have begun. Fountain restoration is expected to

be completed for the Summer of 1997. Additional landscaping and lighting
can occur as funds are available.

Improvements to Casque isles Hiking Trail

Task: Continue improving public facilities for residents and
tourists
Responsibility: Township Council, Service Clubs, Volunteers

Financial Commitment: Minimal
Funding Source: MNR, Partnerships
Timing: Ongoing

The improvement and continued maintenance of hiking trails is an easy, low-
cost method of creating an excellent outdoor recreation opportunity. The
extension of a walking path from Terrace Bay Beach easterly to the Pumphouse
Beach should be considered. By enhancing the natural path that currently
exists with some brushing, minor bridging and creating some observation
areas, the opportunity exists to take advantage of some readily accessible
shoreline that would not only make for a great walking path but could attract
photographers and landscape artists. Quality hiking trails {(with good quality
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maps) will also be an attraction for destination tourists interested in a
wilderness experience, with stunning views.

Snowmobiling

Task: Continue improving public facilities for residents and
tourists )
Continue marketing and promotion with support of
local club and businesses.

Responsibility: Township Council, Snowmobile Club, Chamber of

Commerce, Businesses
Financial Commitment: As needed/specified

Funding Source: Township Council, Ontario Federation Snowmobile
Clubs, Lake Superior Family Snowgoers, Aguasabon
Chamber of Commerce, Businesses

Timing: . Ongoing

The rationale behind this initiative is similar to the previous one. Already, a
series of trails exist in the area, with direct links to services catering to
snowmobilers, such as the motels. This network could be expanded inside the
community, the trails dragged and maintained, and new ftrails cut in the
surrounding area. By co-ordinating these efforts with marketing initiatives,
Terrace Bay can work at drawing additional snowmobilers into the community,
as well as improving conditions and providing new recreational opportunities
for focal residents.

Signage/Fooipath

Task: Bring more tourists from the Tourism Centre to the
downtown

Responsibility: Township, Council, Merchants

Financial Commitment: Less than $5,000.

Funding Source: Partnership of Township and Merchants (matched
funding suggested)
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Timing: immediately

Terrace Bay's downtown is greatly underutilized by stopover visitors. The
problem is simple - people in the large Tourism Centre parking lot, or at the
centre, are facing the backs of the stores in Simcoe:Plaza. As a result, it is
likely that many tourists miss the opportunity to visit the plaza, despite it being
only a few hundred feet away. A concerted effort needs to be made by
merchants and the Township to attract people to make this short walk. For
example, a single large wooden gateway facing the tourism centre could be
constructed. The gateway should be large enough to be eye-catching, and
could be topped by a community emblem, mascot, or logo (such as a caribou
or panel depicting a caribou).

Other potential initiatives which would serve this purpose would be the
construction of a clearly defined walkway from the NOTICE centre to Simcoe
Plaza. A theme would make this an attractive facility - such as using yellow
cocbblestone (the Yellow Brick Road), or painting caribou hoofprints on the
pathway. Large outdoor murals are being painted on several walls in the
community. This outdoor painting could be extended to the pathway to the
downtown with murals on wails beside or facing the walkway.

Bus Tour Marketing

Task: Attract bus tours to Terrace Bay
Responsibility: Tourism Committee

Financial Commitment: Minimal

Funding Source: Township budget

Timing: Immediately

Tour buses are a significant component of the tourist market and represent a
unigque opportunity to receive a pre-planned, reliable source of tourists. Terrace
Bay could market its tourism facilities, such as the beach and gorge, to bus
tour companies as an attraction. Many of the uses suggested in the previous
section, such as the Adventure Centre, Tourist Centre spin-offs, and Slate
Istand Eco-tours, are conducive to bus tour use as well.

Marketing Terrace Bay as a stopping point for bus tours primarily involves
personal contact with tour operators by members of the tourism committee.
Incentives to stop should be provided, such as low-cost food or
accommodation. |t would not be difficult to develop special promotions with
bus tour companies to cross-promote businesses and attractions in Terrace Bay.
For example, the A&W could offer food discounts with rounds of mini-golf, or
with visits to the Gorge. By engaging in this sort of promotion, Terrace Bay is
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marketing itself as a particular destination - the stopping place between Sault
St. Marie and Thunder Bay.

Digital Marketing -

Task: Promote Terrace Bay through use of new
information technology

Responsibility: Bell Canada, Township, Tourism Committee

Financial Commitment: Line improvements: As determined by Bell
Web publication: $300-500.
Touch-tone mailbox hardware: Est. $1,000.

Funding Source: Committee budget, Adventure Centre revenues

Timing: Line improvements, Website:
Touch-tone information service: 1997

A major technological shortcoming of Terrace Bay is the lack of a digital phone
service in the community. This effectively restricts the Tourism Centre from
having a touch-tone phone line or any form of electronic connection, such as
Internet access. As the Internet becomes more popular, the destination-
oriented traveller is increasingly turning to electronic methods for tourist
information and trip-planning.

A homepage for Terrace Bay on the Internet would cost less than $500 to
produce and would be a major marketing tool, both for net-surfers and as a
reference (brochures could include the website address, with an e-mail address
for requests). The popularity of the Web for personal use is growing at a
geometric rate. As one example, Netscape Communications, Inc, posted a
webpage offering downloadable copies of a new version of their popular web
browser called Navigator. This page received 45 million hits on the first day it
was posted. When one considers that each of these hits is the equivalent of a
digital phone call, the scope of the market becomes more obvious. A
webpage would instantly expand the potential exposure of the Tourism Centre
a thousandfold.

Touch-Tone can be used to provide tourism information on a toll-free line at all
hours, also assisting greatly in trip planning. This form of marketing is likely to
expand in future years. At the very least, a digital phone line is necessary to
provide basic service to residents and an information line in the Tourism
Centre.

A hardware attachment to the phone line to the tourism centre (a small box
such as a StarTalk Mini) would allow callers to listen to menus and select
topics from their touch-tone phone. Such a service is in common usage
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around the province, and would be the ideal service for callers to the adventure
centre.

PHASE i

1998-2001
Slate Island Initiatives
Task: Promote boat/walking tours of the Slate Islands
Responsibility: Tourism Committee, Township

Financial Commitment: Marketing brochure and distribution, $10,000.
Funding Source: Township, Private Sector
Timing: 1998+

To quote the Park Management Plan, “the islands are very scenic, have
excellent recreation potential, and display a fascinating history of human
occupation and use”. Among the attractions on the island are the
southernmost herd of caribou on the continent, which thrive due to the
absence of predators. Beaver also exist in extensive numbers. Subarctic
alpine plants grow there due to the coocling effect of Lake Superior. Also, the
existence of shatter cones has led to the theory that the islands are in fact a
result of the central uplift cone following a meteorite impact. This theory has
drawn interested researchers from as far away as NASA in Florida, and could
be a major drawing point.

Ontario Regulations established the Slates as a Provincial Park in 1985. The
Park Management Plan, approved in 1991, outlines a series of policies
designed to promote tourism in an environmentally sensitive manner. Many of
these policies are conducive to eco-tourism uses, and the Plan calls for the
Ministry to produce Park information such as maps and interpretive panels.

The objective for Terrace Bay is to promote the Slates as a destination. Water
taxis to the park, coupled with better monitoring of traffic, could make the
Slates financially viable as an attraction. Five access points exist on the islands
which can be used as landing spots for watercraft. Further, the Pian calls for
“commercial facilities to service the park to be encouraged on the mainland.”
Tours of the island would make an excellent package for the Adventure Centre,
especially considering the possibility of sighting caribou, or encountering rock
remnants of a meteorite. A partnership with Parks Ontario to promote such
uses seems a likely possibility, and could include the use of the Adventure
Centre by the Ministry as a staging point for the Park (or for Park information).
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Bed and Breakfasts

Task: Introduce Bed and Breakfast style accommodation to
the community

Responsibility: Private Sector
Financial Commitment: None
Funding Source: n/a

Timing: 1998+

Bed and Breakfast accommodation serves a niche market that is currently being
underserved. People staying at bed and breakfasts are more likely to be
interested in an exclusive kind of holiday, with quiet, private accommodation.
This market coincides with the anticipated visitors to the Adventure Centre, but
also exists today. The key to successful bed-and-breakfast operations is
marketing: making it known that such facilities exist in Terrace Bay, and they
offer a pleasant accommodation experience. Start-up and operating costs for
these facilities are not excessive, although a well-maintained building is a
necessity. Start-up incentives from the Township could include shared
marketing arrangements (such as inclusion in Terrace Bay tourism literature).

Mascot
Task: Build oversize caribou as mascot for the town
Responsibility: Tourism Committee

Financial Commitment: $10,000-325,000 less if constructed in-house.
Funding Source: Township, partnership with the private sector
Timing: 2000

We have investigated the potential of the construction of a large-scale model of
a caribou as a mascot for the Town. We like the name Terrace Bay Terry,
(short for Terrance). A number of communities in North America have built
oversize models of mascots as attention-grabbers for highway travellers, The
idea is simply to get people to slow down and/or stop as they go through
town. An exampie is the Wawa Canada Goose, which stands on a traffic
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island on the Trans-Canada Highway, at the entrance to Wawa, Ontario. It is
interesting to note that almost without exception, every European traveller who
responded to our questionnaire stayed in Wawa the previous evening. ls it the
bird?

This sort of use has been successful in Cobourg, Ontario, where the "Big
Apple” restaurant and playland is a popular stopping point on Hwy. 401. It
includes a restaurant (featuring, predictably, apple pie), a mini-golf course, a
playground, and a picnic area. The mascot is a giant fiberglass apple,
approximately 20’ tall and easily visible from a distance on the highway.
Similar facilities are also available in many locations where tourists stop for
brief periods of time such, as the major ferry terminals in the Maritimes.

This could be either a Township-only initiative, or a partnership, which could
be more feasible, The Township would share in the costs of construction with
a private enterprise, which would pay back it's debt to the Township as
revenue was generated from the accessory uses.

By stopping/slowing traffic the mascot could help bring more tourists into the
community. The additional uses would extend the visit of the tourist and
make longer, overnight stays more likely. Potential sites include Centennial
Park and Simcoe Plaza. The mascot should be visible from the highway.

The timing is given as the year 2000 so as not to interfere with the current
“Gem of the North Shore” marketing focus. The Caribou could also be a
centrepiece for Terrace Bay's celebration of the turn of the millennium,

PHASE il
2001+
Accommodation Facilities
Task: Construction of additional accommodation facilities
Responsibility: Private entrepreneur

Financial Commitment: Extensive. Based on scale of operation.
Funding Source: Private
Timing: 2001+

Once the Adventure Centre begins generating destination tourism to Terrace
Bay, additional accommodation facilities could become a possibility in the
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community. A lodge, with waterfront access should be further investigated,
especially if it doubled as a hunting/fishing snowmobile [odge.

Any initiative of this type would generate many local jobs, as well as acting as
an attraction/destination in and of itself. A detailed feasibility study would be

required.

Elder Hostel/Resort

Task: Conversion of existing senior’s residence into an
elder hostel
Responsibility: Owners, Private initiative, Township

Financial Commitment: Dependent on degree of renovation
Funding Source: Private
Timing: 2001+

The existing building represents an excellent focation for a seniors-oriented
resort or accommodation facility. This use could be linked to bus tours into
Terrace Bay, and some of the activities available through the Adventure Centre
and the Recreation Centre.

This would be a private initiative, although the Township could provide
incentives to this use. It would likely be more economically feasible in the next
decade as there will be a dramatic increase in the number of 60+ individuals,
who are searching for active vacation opportunities. A detailed feasibility study
would be required before proceeding with this initiative.

Tourism Conference ]

Task: Host a second conference to promote the Adventure
Centre Concept

Responsibility: Tourism Committee

Financial Commitment: Varies by scale of conference. Minimum $3,000.

Funding Source: Partnered with NOSTA, Township, Merchants.
Timing: Summer 2001
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This follow-up conference, three years after the first conference, would again
serve as a major local event and networking opportunity. It would give
Adventure Centre operators a chance to promote themselves and their services,
and the Township a chance to promote the area. Additional contact with the
tourism industry in the South (such as a Conference/Adventure Centre booth
at the Toronto Sportsman’s Show) could greatly assist raising the profile of the
community in the South,

Develop Cottage Lots

Task: Open lots to cottage development

Responsibility: Township

Financial Commitment: none

Funding Source: n/a

Timing: 2007+

Lake Superior offers a unique cottaging opportunity, which could be an
outgrowth of the Thunder Bay cottage market. The increase in leisure time

among baby-boomers as they begin to retire may well open a market for new
and unique cottaging opportunities.

7.0 LAST WORD

Terrace Bay has enjoyed remarkable success in expanding its tourism industry.
The potential exists to both build on this market and to create new markets,
which will continue to make tourism a vital and growing part of the
community’s economy. The challenge for the public sector - the Township,
the Tourism Committee, the NOTICE Centre, and NOSTA - will be to work
with the private sector in partnerships to complete initiatives which will be to
the benefit of both parties. It is our hope that this relationship will go beyond
the initiatives suggested in this study, to form the basis for a strong tourism
industry in the years to come. Often it is community will that drives the
expansion of a successful tourism industry.

The initiatives outlined in this study should be taken in every way as flexible,
They have for the large part been selected because they are feasible in the face
of receding government involvement in tourism enhancement and community
improvement. More importantly, they are designed to build on the unigue
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assets the community already possesses. They should evolve with the needs
and capabilities of the community.

Terrace Bay has unique qualities which can make it a destination, and has a
wealth of existing recreational facilities which can be built upon. Few
communities have ever enjoyed the success Terrace Bay has in increasing
tourism in the community - and few have a future as bright with potential.
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Appendix |
Terrace Bay Tourism Initiatives



ADDITIONAL TOWNSHIP INITIATIVE

In 1992-93, the Township created the position of Tourism Co-ordinator (A
Department Head Position). This position lasted less than 1 year at which time
the Co-ordinator moved away. In 1994, the Township applied for, and received
funding for a 5 year MEDA Program. The Tourism Depaixftment was combined
with the Recreation Deﬁartment. The Recreation Co-ordinator became the
Recreation/Tourism/Economic Development Co-ordinator and a
Tourism/Economic Development Supervisor was hired on a full time, annual

coniract basis.

The Township of Terrace Bay has assumed an active role in the development of
tourislm regionally. The Recreation/T ourism/Economic Development Co-ordinator
sits on the Board of Directors of NOSTA (Region Il OTAP), and the
Tourism/Economic Development Supervisor sits on the Board of the Aguasabon

Chamber of Commerce.
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Appendix 1
Tourism Centre Visitor Statistics
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TERRACE BAY TOURIST INFORMATION CENTRE

VISITOR STATISTICS
1993 1994 |% 1995
CANADA oors | borw | P | | R
Alberta 334 434 +30 662 +350
British Columbia 353 | 313 T20] 675 115
Manitoba 403 393 -2 742 + 85
New Brunswick 89 33 -62 89 + 170
Newfoundland/ Labrador 18 19 X5 15 +136
Northwest Territories 9 11 + 22 12 +9
Nowva Scotia 88 73 -17 98 +34
Northwestern Ontario 1872 1531 -18 1388 +123
Ontario., 2984 3194 +7 5407 + 69
Prince Edward Island pal 9 - 36 22 + 144
Quebec 287 384 + 34 627 + 63
Saskatchewan 153 170 +11 236 +39
Yukon 19 12 -37 17 +42
TOTALS 6663 6576 -1 10520 + 60




TERRACE BAY TOURIST INFORMATION CENTRE

VISITOR STATISTICS
1993 1994 . 1995
UNITED STATES | ‘o4 | LREL | % g %
Alabama 8 g 0 53 + 363
Alaska 9 5 -44 11 +120
Arizona 9 9 0 15 + 66
Arkansas 0 3 + 800 5 - 37
California 52 50 -4 106 +112
Colorado 22 11 -30 -82
Connecticut 13 24 + 85 3 - 66
Delaware 0 2 + 200 - 200
District of Columbia 5 1 -20 0 - 100
Florida 38 23 -39 80 + 243
Georgia 14 16 + 14 11 -31
Hawaii 2 -200 4 +400
Idaho 2. 6 + 200 -33
Hlinois 93 38 -10 92 +4
Indiana 51 47 -8 87 + 64
Iowa 44 33 -25 32 -3
Kansas 23 6 -74 6 0
Kentucky 3 12 + 300 11 -8
Louisiana 6 -17 8 + 700
Maine 7 7 0 23 + 229
Maryland g 21 +162 29 + 38
Massachusettes 22 22 0 57 + 159
Michigan 503 409 -19 515 +26
Minnesota 256 287 +12 332 +16
Mississippi 2 2 0 4 + 100
Missouri 19 16 -16 35 + 119
vlontana 15 0 -100 1 + 300




1993 1594 1995
UNITED STATES | Maxs- | TOEL | % | FEB3- %
Nebraska 7 -22 7 0
Nevada - 100 + 100
New Hampshire 19 2 -89 18 + 800
New Jersey 20 12 - 40 25 + 108
New Mexico 0 "0 0 2 +200
New York 48 43 -10 94 + 119
North Carolina 65 20 -69 15 -20
North Dakota 12 9 -25 10 +11
Ohio 840 110 + 38 63 - 13
Oklahoma 13 12 -8 9 -25
Oregon 3 10 + 100 20 +100
Pennsylvania 38 24 -37 37 + 54
Rhode Island 0 2 +200 4 + 200
South Carolina 8 2 73 10 + 400
South Dakota 1 3 + 300 + 33
Tennessee 4 9 +135 -67
Texas 24 25 +4 33 +32
Utah 4 3 -25 2 -33
Yermont 8 12 +30 26 +117
Virginia 17 58 +241 27 -33
Washington 10 13 +30 26 + 100
West Virginia 5 4 -20 10 + 150
Wisconsin 316 215 -32 285 +33
Wyoming 0 7 + 700 0 - 700
TOTALS 1942 1716 -12 2264 + 32




TERRACE BAY TOURIST INFORMATION CENTRE

VISITOR STATISTICS
FOREIGN 1993 1994 _ 1995
COUNTRIES l\géxr'-sg- OIUCNTE 1%) % Fgleg:;— %
Australia 26 24 -8 28 +17
Austria 4 4 0 6 + 350
Belgium 3 6 +100 6 0
Denmark 3 14 + 180 3 -79
England 54 45 -17 42 -7
Finland 3 3 0 5 + 67
France 17 5 -71 13 + 160
Germany 93 86 -12 89 +3
Italy 3 5 -38 3 + 60
Japan 18 13 -28 9 -31
Netherlands 21 26 +24 27 +4
Scotland 8 10 +25 5 - 50
Switzerland 29 22 -24 24 +9
New Zealand 4 21 + 425 9 -57
Sweden 3 12 + 140 1 -8
Korea 2 + 200 6 + 200
Other 19 34 + 80 45 +32
TOTALS 322 332 +3 326 -2
GRAND TOTALS 8927 8624 -3 13110 + 52
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Appendix I
Slate Island Provincial Park
Management Plan
Summary



SLATE ISLANDS PROVINCIAL PARK MANAGEMENT PLAN - SUMMARY

Slate Islands Provincial Park is classified as o Natural Environment provincial park,
and 1s located in Lake Superior within the Corporation of the Township of Terrace
Bav, 13 kilometres southeast of the townsite. It encompasses 6370 hectares of land
and waters including the waters of Lake Superior.

The Slate Islands were established in regulation as a provincial park in February 1983,
after being recommended for park status in the Terrace Buay District Laad Use
Guidelines. The Slate Islands have long been recognized as possessing a simplified
ccosystem with a unique assemblage of plant ‘and animal species. Woodland caribou
and beaver exist in high numbers without the natural influence of predators. The
cooling effects of Lake Superior have provided a niche for relatively rare alpine
plants. The rugged slopes and exposed bedrock display « compiex geological history.
The islunds are very scefic, have excellent recreational potential and display a
fascinatng history of human occupation and use.

Purk facilities huve not yet been developed on the islands. At present the main
recreationai use of the Slate Islands is by local people and visitors o the region. who
are  boating, camping and fishing. The Slate Islands also harbour sailboats and
cruisers. Al present there are five structures located within the park without legal
authority. The crown will take possession of the existing siructures and if safe they
will be converted to park shelters available 10 the general public for use as emergency
shelters. When existing structures become unsafe or are no longer required for park
purposes they will be removed and muay be replaced with public shelters as funds and
DrIOTILES permii.

‘three zone types have been identified for the park. One nature reserve zone includes
all the lands and the inland water bodies of Mortimer Istand, except for the Lambion
Cove Access Zone. No development is planned in this zone. The forces of nature will
be allowed to function freely, particularly with respect to the wildlife ecology of the
woodland caribou population. The other nature reserve zones include the Mud Lake
Site. on Patterson Island and the Leadman Islands. The Mud Lake Site protects an
tmporiant caribou crossing area between two lakes, a research site and a caribou salt
fick. The Leadman Islands protects a low-lying exposed island lardscape and an avian
nesting habitat. The natural environment zones include the waters of Lake Superior
and most of Patterson Island and the remaining islands located within the park
boundary. The natural environment zones will provide low to moderate intensity
recreational opportunities, including hiking, back-country and shoreline camping and
recreational boating and scenic viewing on Lake Superior. All recreational and other
development will be carried out in such a manner as to minimize their effect on the
natural and cultural resources.

Five access zones have been identified to provide areas for shelters, group camping,
anchorages, docks, interpretive and visitor entry control structures. They will serve as
staging areas to access the less developed interior of the islands. The old barge site
will house the park office and staff accomodation.

Slate Islands will be managed according to provincial park policy. There will be no
commercial extraction of the natural resources from within the park. The natural



resources will be managed to protect park values and for public health and safety.
Research activities that contribute to the knowledge of the natural and cultural history
and to park management will' be encouraged. All research must be approved prior to
commencement.

Sport fishing for lake trout constitutes the single greatest use of Slate Islands
Provincial Park at the present time. The fishery will be managed to maintain the lake
trout population and enhance the health of the fishery and the quality of the angling
recreation.

Implementation of the management plan will involve resource protection, client
services and the development of approved facilities. Implementation of the plan will
be based on work program planning and funding. The intent is to provide a logical,
ordered approach to guide the implementation of the park management plan over the
20 year planning period.

The general public and interest groups were invited to participate in the planning
process. Open houses -were conducted to receive comment on the Background
Information and Optional Plans document as well as the Preliminary Management
Plan. Comments at both stages were similar, people wished to see a minimal level of
development, with a few amenities such as docks, anchorages, trails and primitive
campsites. The management plan maintains and outlines the commitment to very little
development, high quality unstructured outdoor recreation, and the continued existence
of park shelters for emergency situations due to storms. The summary of public
comment is “available at the Terrace Bay District Office of the Ministry of Natural
Resources.
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_ Appendix 1V
Excerpts from Moore George Report -




