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Can I demonstrate the participation of and meaningful benefit to the Aboriginal people and 
community?
  
Is all of my Aboriginal cultural content done in an appropriate, respectful manner that follows 
all local protocols?

Does the Aboriginal community being portrayed have control over the content of the cultural 
programming?
    
Can I demonstrate a connection to the community portrayed that reflects a responsibility to 
that community?
   
Is the community involved in the delivery of the cultural programming to the visitor?  
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Does your tourism experience provide opportunities for visitors to interact face-to-face with 
Aboriginal people such as artisans, craftspeople, Elders, storytellers, hosts or entertainers 
who originate from the culture being shared?

  Yes  No  N/A

Can your heritage interpreters and presenters demonstrate suitable experience, knowledge 
or formal training related to the local Aboriginal culture that they are sharing?

  Yes  No  N/A

Are your front line staff and heritage interpreters aware of what sites and activities are 
deemed inappropriate for tourism purposes by the community? Do they know what to do to 
ensure that guests are not exposed to these sites or activities? 

  Yes  No  N/A

Have you taken steps to protect and preserve the sensitive cultural activities and sites from 
visitors?  This may be through a guest orientation program, fencing off sensitive areas, 
erecting signs, staff training, etc.

  Yes  No  N/A

Is the local Aboriginal community aware of and generally supportive of the tourism initiative?

  Yes  No  N/A

Do you invite or welcome Aboriginal community input and feedback on your cultural 
programming?

  Yes  No  N/A

Does your tourism experience impact the community’s culture and economy in a positive 
way? How does the community benefit? (i.e. jobs, suppliers, support other business in the 
region, etc.)

  Yes  No  N/A
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What have you included to share Aboriginal culture with your visitor that will create a 
memorable experience?
Cultural displays or exhibits
Informational signage
Guided tours
Self guided tours (with audio or written 
support)
Storytelling
Audio/visual presentations
Pre-tour briefings
Lectures
Teaching circles
Printed documents
Cultural performances
Arts/crafts workshops
Interactive opportunities 
with hosts (discussions/Q & A)
Cultural demonstrations 
Sampling of traditional foods
Cultural themed accommodations
Opportunity to visit contemporary community

  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A

  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A

  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A
  Yes  No  N/A

Others (list):

Do you offer traditional Aboriginal foods on site?

  Yes  No  N/A

Are there displays, signs or exhibits that share about Aboriginal people and their cultures?

  Yes  No  N/A
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It is very important to engage your visitor with all of their senses. Have you considered...

What will the visitor see?

What will the visitor hear?

How can scent or smell be included?

Are they able to taste any food or drink?

Will they be able to touch & interact with this activity?

How will they feel?

Do you support your community by...

Buying Aboriginal?
Hiring Aboriginal?

 Yes  No   N/A
 Yes  No  N/A
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You should consider attaching the following to any industry partners (such as your local 
DMO or Province/Territory) along with your self-assessment:

1) A copy of any promotional materials with sample high resolution images
2) A list of any tourism awards and industry recognition 
3) A one page summary of any visitor, media or trade comments/feedback 
4) When requested: copies of liability insurance and applicable licenses 
5) Some proof for Aboriginal ownership & control (Proof of Aboriginal ancestry, band council 
resolutions, ownership or Board of Director documentation) 

NOTE: 
I have been assessed by my regional DMO or Province as being Market Ready.  This can be
confirmed through: documents, certifications, invitations to tradeshows where market 
readiness is a requirement, contact to confirm etc.

I have been assessed by my regional DMO or Province as being Export Ready.  This can be
confirmed through: documents, invitations to tradeshows where export readiness is a 
requirement, contact to confirm etc.

I have been assessed through my Regional Aboriginal Tourism Association as being 
Market Ready.  This can be confirmed through: documents,  certifications (such as AtBC 
Authenticity program), invitations to tradeshows where market readiness is a requirement, 
contact to confirm the process of assessment, etc.

I have been assessed through my Regional Aboriginal Tourism Association as being 
Export Ready.  This can be confirmed through: documents, certifications, (such as AtBC 
Authenticity program) invitations to tradeshows where export readiness is a requirement, 
contact to confirm the process of assessment, etc.
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What does “Experiential Travel” mean to your business?
It means sharing our culture with visitors in a variety of ways that engage all five senses, 
focusing on creating memories and connecting with visitors on an emotional level.

What makes a “Memorable Travel Experience”?
At Great Spirit Circle Trail, this means sharing our simple ways of living and teaching guests 
about our culture in ways that are interactive and educational. Cultural authenticity is at 
the heart of our memorable First Nations experiences. We will not compromise our culture 
to make a dollar. Our goal is to make a spiritual connection with our visitors and we love 
hearing that we’ve changed some peoples’ lives, and transformed them for the better.

Are you seeing any increase in demand for experiential travel?
Yes, since we shifted from being a tour operator that focused on marketing and packaging 
and began to invest in product development based on truly understanding the type of 
experiences our guest were seeking, our sales have been doubling every year for the last 
four years. We operate with a very lean staff of three people in the winter, but in the summer 
we have up to 20 people working for us within our First Nations band, along with new 
partners who can deliver programs.

What’s important to you as a company?
Ensuring that our guests depart with a better understanding of First Nations people and 
culture, and in some cases (especially for Canadians), we want them to have a different 
perspective on First Nations people.

We want our own people to be at the heart of engaging visitors with our stories and culture. 
Our connection to the earth is extremely important to us, and we want to share it with our 
guests.

Describe your ideal guests.
Our guests are open-minded people who want to learn about other cultures. They are 
seeking enlightenment and are willing to embrace others’ views of the world.
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Tell us about your key partners.
Since we shifted to experiential travel in 2006, our initial focus has been to build capacity 
within our First Nations community. Now that we have achieved a strong experiential
product base, we are starting to branch out and work with more external partners to design 
experiences and package travel for the mutual benefit of our customers and our partners. 
For example, we recently added a new Horse and Teepee Overnight Adventure to our 
offerings, and we are partnering with a non-Aboriginal business to deliver this experience 
together.

What are your main sales channels?
We sell directly to travellers, as well as through tour operators for group and packaged 
independent travel. Fully independent travel (FIT) represents the majority of our business. 
We have worked with many receptive tour operators and domestic tour operators over the 
years. The primary companies we work with are: Jonview, JAC Travel, and Audley Travel.

In the past few years we’ve seen the demand shift from a 70:30 travel trade vs. FIT ratio to 
more of a 50:50 balance for volume. As a result we are increasing the number and types of 
travel packages we are selling directly to guests. And, with the opening of our new hotel, our 
capability to package and sell direct to market without an intermediary packager is likely to 
grow.

Tell us about your marketing.
We have a very thorough marketing plan, operate on a lean budget and always attempt to 
align with our local DMO, regional tourism organization, provincial marketing organization 
and the Canadian Tourism Commission’s international markets.
Ontarians represent our greatest market for domestic travellers. Internationally we target 
Germany, the USA, Australia and the United Kingdom. China and India represent two strong 
emerging markets for us.

As a small company we cannot afford to buy into $2,000 to $3,000 ads, campaigns and in-
market activities, so we invest in our website, ensure we have high-definition images of our 
visitor experiences, and maintain a bilingual reservations system.

Nurturing relationships with our trade partners and guests is critical. We focus on making 
personal connections to create the desire to visit, revisit and spread the word about our 
company. We’ve just joined TripAdvisor to allow our guests to share their stories, which we 
believe further validates and adds credibility to our company.

Who does your Signature Experience appeal to?
People who enjoy culture, history and want to experience something new. We can deliver 
our experiences in English and French on a regular basis, and in German if we get a special 
request.
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As new members of the CTC’s Collection, we haven’t been through the Explorer Quotient 
process yet, but I would anticipate our guests are likely to be Authentic Experiencers, 
Cultural Explorers and Cultural History Buffs.

How does your Signature Experience contribute to Canada’s competitive landscape?
That’s easy! Manitoulin is the largest freshwater island in the world, so our location is unique. 
We offer an authentic, Aboriginal experience based on this geography of the land, which 
is intimately linked to the history and culture of the original First Nations inhabitants – the 
Ojibwe, Odawa and Pottawatomi peoples.

How do you sell your Signature Experience?
The majority of our sales are direct to consumers.

Our building block approach allows us to be very creative in how we work with the travel 
trade. We can arrange two or three nights accommodation and allow our trade partner to 
select the experiences most appealing to their guests.

All the experiences celebrate some aspect of First Nations’ life and they are all set at the 
same net rate, which is an attractive sales feature. We started this approach a few years 
ago with group travel and packaged independent tours, and it has really proved to be a 
tremendously flexible way to respond to the needs of the travel trade and their customers. 
Once a tour operator is familiar with our company, we can talk through the options with them, 
find out what their guests are interested in, and customize a package for them while they are 
on the phone.

Tell us something we don’t know.
In the beginning, our tourism products weren’t really experiential in the same way that we 
deliver experiential tourism today. Our products and packages were originally just about 
going into a First Nations community. Once we realized what our guests were really seeking, 
we switched our business model completely to focus on the experience and the memories 
we want them to take away. Everything is now structured into one to three hour program 
blocks that can be purchased individually by travellers, sold to the travel trade, or packaged 
to meet special needs and interests.

Our company is also very active in providing educational programs and services to industry, 
delivering training to help others learn how to work with First Nations tourism businesses, 
building the capacity of our colleagues, and contributing to provincial and regional initiatives.

Every few months our team brainstorms new ideas then goes through a minute-by-minute, 
step-by-step planning session to design every detail. We have a checklist of elements that 
must be completed before, during and after each experience to ensure consistency, yet 
allow space for the individual storyteller to connect in their own special way with guests. The 
content and stories are the anchors of each program. They are an inexpensive way to invest 
in developing travel experiences and allow our unique history to be shared.
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Cree Outfitting and Tourism Association Bylaws, Membership and Industry Standards.

Yukon First Nations Tourism Guiding Principals. 

Canadian Tourism Commission: Eligibility and Selection Criteria for CTC Signature 
Experience Collection.

Canadian Tourism Commission: Experiences.  A toolkit for Partners. 

Aboriginal Tourism Engagement Strategy; Final Report.  Prepared by Northways Consulting. 
Aboriginal Tourism Association of BC:  Aboriginal Cultural Tourism Authenticity Program.  

Aboriginal Tourism Planning Tool Kit;  Community Tourism Development for First Nations in 
New Brunswick. 

Alberta Aboriginal Tourism Product Opportunity Analysis.  Industry Canada with the support 
from Alberta Economic Development. 

Working with the Canadian Travel Trade.  A guide for Northern Ontario Tourism Suppliers.   

Visit Niagara Canada.  Market Ready Criteria.  Self Assessment Checklist.  

Tourism British Columbia.  Market Ready Standards. 

Manitoba.  Market Ready Checklist. 

Heritage Tourism Alliance British Columbia.  Market Ready Standards. 

Cultural Human Resources Council.  Export marketing of cultural products and services.   
Chart of competencies.  

Tourism Inc.  Market-Readiness Self Assessment Tool.  
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Eco-tourism - A tourism experience which incorporates or demonstrates elements of 
relationships between a community and its environment. Generally nature-based and non-
consumptive, it may or may not include a cultural component 

End user - Final user of product or service

Etiquette or Protocol - Culturally sensitive guidelines that govern behaviour regarded 
as correct or acceptable, unwritten code of practice followed by members of a certain 
professional or cultural group (i.e. What happens when an eagle feather is dropped during 
dancing)

FAM Tour - Familiarization trip for travel professionals to inspect hotels and restaurants, 
sample attractions and experience local culture

First Nation - Can refer to a single Band or group of Bands affiliated with a Tribal Council or 
cultural group

Front-line Staff - A person or persons coming in direct contact with consumer of the product 
and service, including hotel front desk staff, restaurant wait staff, guides and outfitters

Fully Independent traveller (FIT) - An FIT is an individual (or small group of < 10) traveling 
and vacationing with a self-booked itinerary

Heritage - Includes both the cultural and natural history of a people, region etc 

In-Kind - Non-financial support 

Integrity - The adherence to a standard of conduct or value; personal honesty and 
independence

Interpretation - Front line staff that interacts to provide interest, promote understanding & 
encourage positive experiences of a natural, historical or cultural theme (i.e. Guided tour of a 
nature walk)

Keepers of the Culture - Defined by community, elders and community leaders that keep 
the oral traditions and cultures for the people alive

Management - The act, practice or process of managing

Marketing - Activities involved in developing product, price, distribution and promotional 
mixes that meet and satisfy the needs of the customer
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Market niche/market share - Small section of market most likely to be persuaded to buy 
product or service.

Net Rate - A basic rate charged by a supplier that is later marked up for eventual resale by 
travel agent or tour operator. The rate offered to a travel agent or tour operator - this rate is 
lower than what the consumer would pay, allowing the travel agent or tour operator room to 
increase the price for resale

Operator - An individual or organization that conducts a tourism activity (i.e. Guided tour, 
special event, facility) which results in a monetary return

Product - A good or service or a package of goods and services

Seasonal travel - Travel industry business cycles such as high peak/low peak, low/high 
season, off season or shoulder season

Standard - Something widely accepted as a basis for comparison

Sustainable - A course of action which aims to avoid disadvantaging future generations
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Canadian Tourism Commission Signature Experiences Eligibility and Selection Criteria
http://en-corporate.canada.travel/sites/default/files/pdf/sec-ced/sec_criteria_en.pdf

Heritage Tourism Market Ready Standards
www.museumsassn.bc.ca/Images/Home/Heritage%20Market%20Ready%20Criteria%
20FINAL%20May4.pdf 

Market-Readiness Self-Assessment Toll, Ontario Ministry of Tourism
www.mtc.gov.on.ca/en/publications/Tourism_inc_MarketReadiness_workbook.pdf

Market Ready Checklist, Government of Manitoba
www.travelmanitoba.com/images_tr/pdf/business/market_ready_list.pdf  

Market Ready Standards, Government of British Columbia
www.destinationbc.ca/getattachment/Resources/Tourism-Planning-Resources/Market-Ready-
Standards/Market_Ready_Standards.pdf.aspx

Métis Tourism Policy Paper, Derek Murray Consulting Associates, March 2010
http://metisportals.ca/ecodev/?page_id=822 

New to Tourism, Canadian Tourism Commission
http://en-corporate.canada.travel/resources-industry/new-to-tourism

Packaging Handbook for Tourism Suppliers, February 2000, Ontario Tourism Marketing 
Partnership
www.tourismpartners.com/industry/resources.xhtml?language=EN 

Signature Experiences Collection Case Study Series, Great Spirit Circle Trail, October 2012,  
http://en-corporate.canada.travel/sites/default/files/pdf/sec-ced/sec_casestudy_great_spirit_
circle_trail.pdf

Turtle Island Tourism Company (2006) Aboriginal Tourism and Cross Cultural Understanding
Project: Federal-Provincial- Territorial Culture/Heritage and Tourism Initiative,
http://publications.gc.ca/collections/collection_2007/ch-pc/CH34-19-2006E.pdf? 

Working with the Canadian Travel Trade, A guide for Northern Ontario Tourism Suppliers, 
prepared for the Strategic Tourism Development and Marketing Partnership for Northern 
Ontario, supported by Canada, Ontario and FedNor  
www.tourismpartners.com/publications/IndustryResources/CanadianTravelTrade.pdf 
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Canadian Northern Economic Development Agency
http://north.gc.ca/

Canada Revenue Agency – Information on payroll deductions, HST/GST, filing etc.
www.cra-arc.gc.ca/
 
Industry Canada
www.ic.gc.ca/eic/site/icgc.nsf/eng/home

Parks Canada
www.pc.gc.ca/eng/index.aspx 
                      
Aboriginal Business Canada
www.aadnc-aandc.gc.ca/eng/1100100033140/1100100033141   

Aboriginal Human Resource Council
www.aboriginalhr.ca/en/home

Canadian Heritage
www.pch.gc.ca/eng/1266037002102/1265993639778 

CESO
www.ceso-saco.com/About.aspx 

Department of Western Economic Diversification Canada
www.wd.gc.ca/eng/home.asp 

FedDev Ontario        
www.feddevontario.gc.ca/eic/site/723.nsf/eng/home 

FedNor
http://fednor.gc.ca/eic/site/fednor-fednor.nsf/Intro 

Human Resources and Skills Development Canada (HRSDC)
www.hrsdc.gc.ca/eng/home.shtml 

Ontario Association of Community Futures Development Corporations
www.ontcfdc.com/frame3.asp
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Aboriginal Cultural Experiences
National Guidelines proudly created by:

All photographs within this guide provided by:
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We would like to thank the ATMC members for their continued dedication to the Aboriginal 
Tourism industry of Canada. We could not have completed this Guide without your support, 

input and direction.

AANDC Tourism Industry

Aboriginal Experiences – Ottawa

Aboriginal Tourism Association of British Columbia 

(AtBC)

Cree Outfitting and Tourism Association – QC

Eastside Aboriginal Sustainable Tourism Inc.

Great Spirit Circle Trail - ON

Metepenagiag Heritage Park - NB

Métis Crossing - AB

Mi’kmaq Cultural Tourism Network – Atlantic

Northbound Tours - MB

Nunatsiavut Tourism - Labrador

Nunavik Tourism Association

Nunavut Tourism

NWT Aboriginal Tourism Champions Advisory Council

NWT Tourism

NWT Tourism and Parks

Six Nations Tourism - ON

Tourisme Autochtone Québec

Tourism Industry Association - YK

Trails of 1885 – First Nations and Métis

Travel Alberta

Turtle Island Tourism Co, Ottawa

Yukon First Nations Tourism Association


