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Introduction 
Since MIEDS inception in 2008 and its subsequent decision to incorporate tourism in its work plan in the 
Spring of 2009, tourism has been furthering its development on the islands.  This report is intended to 
outline the changes of tourism on the islands of Haida Gwaii since that time. 

In a very timely fashion, the 2 year long process of compiling and 
researching tourism on the islands was completed in 
September 2009 by Tourism British Columbia.  This 256 
page Community Tourism Plan summarizes the 
conclusions and implications developed through meetings 

with stakeholders throughout the planning process and incorporates previous studies- 
the most relevant was the 2003 Heritage Tourism Strategy. 

MIEDS was identified as the organization that will take the lead responsibility for 
funding and implementation of this plan and the need to create a Tourism Advisory 
Committee (TAC) to adopt the vision, mission and tactical plan that was developed 
through the Tourism BC Community Tourism Foundation process was noted.  In 
December 2009 the TAC was formed with the recommendations of the Community Tourism Plan 
incorporated for composition, governance, and role, mission and vision and held its first meeting on 
March 8th

Tourism Indicators and measures 

, 2010. 

There are a number of different avenues for measuring tourism on the islands that are available for 
public use and free information source.  These are indicators from the BC Ministry of Tourism, Culture 
and the Arts, BC Ferries route 11 statistics, BC Visitor Centre Statistics, Gwaii Haanas visitor stats, Haida 
Heritage Centre visitor stats and statistics from the destination marketing website, 
www.goHaidaGwaii.ca.  Although early yet to show any marked change on how our efforts have 
affected tourism to the islands, these information markers will prove to be valuable tools in the future. 

http://www.gohaidagwaii.ca/�


 
 
 
 
 

4 
 

1. T
o
u
r
i
s
m
 
BC 2009 Year in Review shows a 28.4% decrease in international customs entry in the Northern 
BC region and a 12.6% decrease in overall room revenue in the Northern BC Region from the 
year before.  BC Ferries passenger volume also decreased by 5.4% for their routes 10, 11 &26 
but there was an increase in total parties at the Visitor Info Centres of 5.2%.  2010 statistics are 
not available yet on this site.  

 
 
2. BC Ferries  

BC Ferries also show a decrease in numbers from the period before.  Passenger numbers on route 11 
(Skidegate and Prince Rupert) were down 2.08% from June 2010 YTD from the same period as the year 
before.  Although these statistics do not differentiate between resident Haida Gwaii travellers and 
visitors, this may be the best and easiest statistic to use for Island visitation.  Another popular way to 
travel to the islands is by one of the airlines – Air Canada and Pacific Coastal from Vancouver or North 
Pacific Seaplanes from Prince Rupert.  However, passenger numbers are not publically available from 
these companies. 
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3. Queen Charlotte Visitor Centre Stats 

Another statistic to use for an indication of the growth or decline of tourism on the islands is the 
Queen Charlotte Visitor centre stats or the Sandspit Visitor Centre stats.  There is information 
such as the number of visitors per hour, number of phone calls, number of emails/faxes, but the 
most general indicator is the total number of visitors.  This has shown to have gone down 21.4% 
in 2010 from 2009 at the Queen Charlotte Visitor Centre. 

4. Gwaii Haanas User Statistics 
Once a year, the people at Gwaii Haanas National 
Park Reserve and Haida Heritage Site publishes an 
extensive statistical document with information on 
independent tours, commercial tours, educational 
groups, camping distribution, watchman base camps, 
management/ research trips and a summary.    
For our purposes, a total amount of Gwaii Haanas 
visitors would best help identify the change in 
tourism traffic down to the Park.  In 2010 there were 
1,726 visitors, 50 less than 2009. 
 

5. The Haida Heritage Centre visitor stats 

Monthly visitor statistics to the museum indicates use.  Data not requested yet. 
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6. Lastly, our new website www.goHaidaGwaii.ca which was launched in February 2010 has 

statistics that range from number of hits a day, where people are viewing the site from and how 
long they spend on the site.  As this site hasn’t been up for a year yet, it is difficult to judge and 
compare the success but in March 2010 there were 808 site visitors and in December 2010 
there were 2216.  The transfer of the Haida Gwaii Tourism Association Website in October 2010 
helped bolster numbers.  We can easily measure the success of advertising the website for 
tourism information directly using this analytical tool. 

 

Web Presence 
There are a number of tourism company websites on the web with information on Haida Gwaii and prior 
to the formation of the TAC, there was the Haida Gwaii Tourism Association website, the Queen 
Charlotte Visitor information website and the municipalities websites offering tourism information.  To 
take advantage of the international visitors in Vancouver for the Olympics in 
February 2010 there was a large undertaking to promote Haida Gwaii to the 
world and in that, a website was launched as the official Destination Marketing 

Website: www.goHaidaGwaii.ca.   

The Haida Gwaii Tourism Association’s website traffic was directed to 
www.goHaidaGwaii.ca in October 2010.  We now have over 2200 unique 
email addresses that have requested information on Haida Gwaii and 
are sent a Spring and Fall newsletter highlighting some of the features of 
the islands as the direct marketing initative.  Comments about the 
website directed to the email info@gohaidagwaii.ca have been very 
encouraging. 

http://www.gohaidagwaii.ca/�
http://www.gohaidagwaii.ca/�
http://www.gohaidagwaii.ca/�
mailto:info@gohaidagwaii.ca�
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There has also been some advancement in the social media department although there is still a lot of 
room for improvement.  In September 2010 MIEDS/TAC engaged Think! Social Media in a workshop to 
learn about the different avenues of Social Media.  Blogging, tweeting and a facebook presence need to 
be worked on but there has been some support in travel forums for those interested in travelling to 
Haida Gwaii. 

In the Spring of 2011, the website will include specific information of value to the media.  There will be 
20 fact info sheets posted in the back end of the website and available for public viewing thereby 
increasing awareness and knowledge of the Islands.   

Advertising 
Prior to the formation of the TAC under MIEDS, advertising for the Islands was left up to private 
businesses and municipalities.  With guidance from the TAC as to the best magazines to use and using 
the Community Tourism Plan put out by Tourism BC for the target audience, the TAC has accomplished a 
lot in a short time in regards to advertising Haida Gwaii off island.  From April 2010 to March 2011 the 
following ads with expenses have been done or continues as the case may be: 

• Lure brochure with Teldon print (12,500)      $1,273.44 
• Lure brochure design by Heron Wier     FREE ($1,000 value) 
• BC Ferries racking 4 mos (Dec, Jan, Feb, Mar)     $1,172.64 
• BC Info Centres racking (Jan-Mar 5 locations)    $466.35 
• Shipping costs for lure brochure estimate    $200.00 
• Go Camping ¼ page ad with 15% discount     $1338.40 
• Go Camping webpage under Skeena region for a year (Apr 1+)   $364.00 
• Wavelength Kayaking ¼ page ad      $560 
• Northern BC Travel guide       $967.68 
• SOAR (Pacific Coastal) Magazine 1/6 page    $716.80 
• Westworld BCAA travel magazine for 1/6 pg partnered with  

Aboriginal Tourism BC       $6060 
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Brochures and Maps 
There have been a few strides taken in regards to providing visitors with products 
to help make their stay here more enjoyable and of longer duration.  Two of these 
products are the Art Route brochure and the free Visitor take away map also 
called the Pad Map. 

1. Art Route 

The Art Route brochure was started by the volunteer 
efforts of the QCI Arts Council in 2003 and continued to 
grow in depth and numbers since then having 62 members in the 2010 Art 
Route brochure.  In 2008 the QCI Arts Council approached MIEDS to take over the Art Route 
brochure and had an incredible rejuvenated year in 2009 with $31,000 budget to coordinate, design, 
print, advertise and distribute including racking on BC Ferries.   

Art Route connects visitors with artists, increases exposure in the marketplace and 
revenue to local artists and increases visitation and dollars spent at local galleries and 
cafes.  Although surveys to the artists don’t show a significant increase in their income 
from participation in the Art Route, the majority still believe that the project is important 
and continues to be members. 

In the subsequent years, finding funding has been more difficult as funders do not 
encourage funding core projects- or projects that happen again and again.  It is because 
of this that Art Route in 2011 has started to define the difference between individual 
artists and businesses, increased the cost of businesses from $25 to $100 and provided 
further advertising opportunities in an attempt to cover design and printing costs.  
Coordination and distribution of the brochure is provided by the MIEDS staff. 

2. Visitor Pad Map 

The pad map printed in March 2010 was the first comprehensive map of the islands 
in an attempt to include all tourism services on the back of the map and includes 
maps of the islands and our communities on the front.   

This project included extensive coordination to attain information on the local 
businesses on the island in order to include them on the map for free.  Printing 
10,000 maps and designing the map cost under $5,000.  There is a plan to produce 
a second edition of the map in the Spring of 2012. 
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3. Recreation and Trail Map 

Recreation Sites and Trials BC and other on island 
organizations coordinated the map and we partnered with 
them to print additional copies of the map.  They will be made 
available around the island and off island where hikers may be 
interested in picking up a copy. 

Media Relations 
1. Touring Media People 

As the Destination Marketing Organization (DMO), one of our roles is to provide 
support to media personal on the islands. After applying to Tourism BC for support 
to a region, a media person is judged based on merit and strength by the Media 
Relations department of Tourism BC to determine whether support by way of a 
short tour and talk is warranted.  A strong relationship with Tourism BC in this 
regard is well established. 

One major success in this program has been the indirect relationship with the Haida 
Heritage Centre receiving the award of “Best Overseas Tourist Attraction” for 2010 
by the British Guild of Travel Writers in November 2010.  The Centre was 
nominated by London based travel writers Paul Wade and Kathy Arnold after being 

toured the Centre in the Fall of 2009 by MIEDS staff and offered continued support by way of image 
sharing of the Centre when the nomination was put forth. 

2. The Digital Asset Management System (DAMS) 

The DAMS system by JPS Media Works is the tool that is being 
widely used throughout BC and is highly acclaimed by the Northern 
BC Tourism organization and communities across BC.  It is the 
management of storing, cataloguing and retrieving of digital assets 
such as photographs, videos and music.  A partnership for a 
reduced rate has been sought and received with NBC Tourism  and 
a generous grant with Gwaii Trust allows for the organization to 
have access to the assets for tourism promotion for the Haida Gwaii 
area.   With the number of assets currently held and sought with 
this promotion, the Basic package for $2,500 set-up fee will satisfy 
our needs and can serve up to 500 photos and 20 minutes of HD video for a total of 20 Gigs of storage 
and accessed through the internet.  Media personnel from around the world will be invited to ready 
story ideas and view pictures that go with the stories in the summer of 2011 when the DAMS system is 
in place and the fact info sheets have been researched. 



 
 
 
 
 

10 
 

3. B-roll film and Winter Activity Video 

A local contract was completed to add to the video asset library for B-roll film.  This will be added to the 
DAMS system in the initial set-up in April/May 2011.  A winter activity video was also made and will be 
review by the TAC, shared on social media sites and added for a time on the homepage of the 
goHaidaGwaii.ca website. 

4. Fact Info Sheets 

20 fact info sheets in their first draft have been compiled and will be made available to travel writers for 
article ideas on some aspect of Haida Gwaii.  These info sheets have current, up to date information on 
the topic, contact information for more info or an interview for relevant people and websites for further 
information.  Along with the completion of the DAMS system, an invitation email will be drafted and 
sent out to over 300 hundred media people across the country and the world to research for themselves 
the unique characteristics of Haida Gwaii.   

More fact info sheets can be written in the future to broaden the scope and will be available on the 
website, www.goHaidaGwaii.ca 

Off Season Promotion 

One of the priorities of the TAC is to build off-peak and shoulder season visitation.  At 
a TAC meeting in the Spring of 2010 it was decided to help the off island marketing of 
the second annual Surfing Expression Session to be held in November 2010 as this 
year’s off season promotion.   

The weeklong program comprised of a number of events such as a documentary 
movie called “One California Day” shown in Masset and Queen Charlotte with 
discussion time allotted at the end of the movie to discuss the development of surfing 
on the islands.  20 people came to the movie in Queen Charlotte and 28 people came 
to the movie in Masset.  On the Sunday there was also a Photo class held and led by 
the pro surfer who is also a professional photographer.  7 people attended the class. 

33 people registered and more attended in the “Expression Session” which included 
surfing free style on North Beach with lessons from pro Surfer Joe Curren from 
California – also highlighted in the previous mentioned film.  8 people came to the 
event from off island.  They were from Vancouver, Victoria, Courtenay and Prince Rupert.   

The expenses for the off season promotion portion of the event (the local business – North Beach Surf 
Shop incurred further expenses) amounted to just under $2000 and included flying the Pro Surfer from 
Vancouver, advertising in Northword magazine, hosting the movie, and printing T-shirts for the event.  
$1000 is covered from Northern BC Tourism’s 50% matching fund and the other half by North Beach 
Surf Shop.  QCI Rec was also a partner and handled the registration and life guarding for the event. 

http://www.gohaidagwaii.ca/�
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Although over 15 story write ups before and after the event including the Globe and Mail and the 
Toronto Star were all positive, the on-island letters to the editor for our local newspaper, the Observer 
told another story.  A few surfers on north beach were upset the event was promoted off island.   

Tourism Organizational support 

In addition to projects, the TAC also supports Tourism organization development by helping to bring 
businesses together to partnership, providing a forum for tourism development and being the 
destination marketing organization.   

Work has been done to promote a relationship with BC Ferries in order to help advise its role in tourism 
to the islands.  TAC members and its staff attended meetings with the Ministry of Transportation in 
March 2011 to note the importance of BC Ferries to tourism.   

The TAC has also been forming partnerships with other organizations around the province and Canada in 
order to better represent Haida Gwaii to our visitors;  BC DMO Association, Tourism BC, Northern BC 
Tourism, Aboriginal Tourism BC, regional DMOs across BC, Aboriginal People’s Television Network, and 
many travel authorities. 

Conclusion 
From April 2010-March 2011 the tourism budget has been largely directed from the $25,050 50% 
matching funding from Northern BC Tourism for projects with operation and administrative costs 
covered by MIEDS.  The other 50% matching funding has been provided by Gwaii Trust and other 
sources.   

The Northern BC Tourism Community Tourism Opportunities 50% matching grant comes every year to 
varying amounts.  It is suspected that due to recent Provincial Government ministry changes, revenue to 
the Ministry of Tourism, Sport and the Arts will continue to decline as will the community grants.   

The TAC has engaged the accommodation sector of Haida Gwaii for support to implement the 2% 
Additional Hotel Room tax beginning in the Spring of 2010.  Initial research has shown that a possible 
$80-$120k revenue could come back to the islands for tourism purposes.  Supporting signatures have 
been gathered for this tax and initial response was positive but a number of letters to the Observer 
newspaper with negative inclinations towards the tax has hampered the progress of gaining the 
necessary 51% support from the accommodation sector. 

It is the hope of the TAC that secure funding for tourism is found through the implementation of the 
Additional Hotel Room Tax so continued tourism projects will provide demand for island businesses and 
therefore, employment to its residents. 
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