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OPENING

REMARKS

BRIAN ANTHONY,

Executive Director,
Heritage Canada Foundation

Welcome to the annual conference of the
Heritage Canada Foundation. We are delighted
lo be in Halifax, Nova Scotia—in a city and
province rich with heritage buildings and sites.
[t is one of the besl locations in Canada to have
a conference on heritage tourism, The
Foundation has also attempted to create a con-
ference program that will bring us current, rel-
evant information on heritage tourism in both
Canada and other countries. We hope that our
deliberations here, along with our recently
published study on heritage tonrism, will help
to light the path ahead. hoth in the conserva-
tion field and in the tourism industry,
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TRUDY COWAN,

Chair of the Heritage Canada Foundation
Board of Governors and Board mcmber for
Alberta

Travel is an urge thar we all seem to carry with
us. Perhaps that is why we often refer to life
itself as a journey, discovering, endlessly, as
we move ahout each day. For those involved in
the conservation of our heritage buildings and
historic places, tourism takes on a completely
different meaning. Whether we save, present
or interpret the heritage we know, or wavel to
discover the beritage of other places, those of
us in heritage conservation have high expecta-
tions about tourisim. We seek authentic places.
We want to know how these places have been
shaped by their inhabitants and how, in turn,
these places have influenced people.

Heritage tourism is important. It is a major part
of cultural wurism, which is nearly 40 percent
of all tourism. During the conference, we will
learn more about the significance of heritage
tourism: (o cormunities, industry and the her-
itage movement. We will discuss approaches
to and philosophies of heritage tourism.
Equally important, we will “practise what we
preach” and visit the famed seaport of
Lunenburg, a National and World Heritage
Site.

BRENDA SHANNON,

Vice-Chair of the Heritage Canada Foundation
Board of Governors and Board member for
Nova Scotia

Nova Scotia can justifiably be called the
“crossroads of heritage™ in Atlantic Canada.
We otfer the visitor, whether a first-time wan-
derer or a nostalgia-filled expatriate, a depth of
heritage tourism. The wails and places of the
Mi'kmagq First Peoples, the living legacy of the
Acadians, the proud culture of the Loyalists
and Scots and. above all, (he heritage of onr
seacoast, provide a wealth for us to expericnce.
In a literal sense, we are also at a crossroads.
Just a short walk from here is Pier 21, a
National Historic Site that docs more than fea-
turc our history, it also touches the heart. As a
place of maritime heritage, Nova Scotia is
remarkable. Halifax is a place of pilgrimage
for those who want 10 see relics of the Titanic
or a magnificent, star-shaped colomal fortress.
So. learn and enjoy yourselves, and welcome
to Nova Scofia.



KEYNOTE

A DDRESS

TOPIC:

Preservation and Presentation:
Some Thoughts on the Role of the
Canadian Tourism Commission
and Heritage Tourism

PRESENTER:

ROGER WHEELOCK,

Executive Vice-President and Chief Operating
Officer, Canadian Tourism Commission

Roger Wheelock spoke on behalf of Jim
Wartson, President and CEQ of the Canadian
Tourism Commission, who was unable o
attend the conference.

Mr. Wheelock noted that he has seen “both
sides of the heritage tourism equation.”
Before his current position at the Canadian
Tourism Commission (CTC), he was the
General Manager and CEQ of the Buichart
Gardens in Victoria, B.C., and also a member
of the British Columbia Heritage Trust.

Heritage activities are an impertant element of
the tourism produet, although the industry may
not be as explicit and conscious as it should be
of these activities. While the (ourismn industry
does not use the terms “built herilage” or
“sense of place,” it does speak about authentic
ailractions, experiences and cities with a
unique character or a soul.

The tourism industry is progressively more
involved in many types of heritage preserva-
tkon and interpretation initiatives. As a recenl

example, the U.S. National Tour Operators
Association and the Smithsonian magazine
are co-operating to give out an annual con-
servation award. Historic Battle Harbour in
Newfoundland was one of the five finalists in
2001.

The Canadian Tourism Commission is a
Crown corperation with an arm’s-length
reporting relationship o0 the Minister of
Industry. This relationship provides the CTC
with another important venue for economic
development. The CTC’s board has represen-
tation from both the private and public sectors,
on regional and national levels. Heritage con-
cemns and issues are conveyed to and consid-
ered by the board.

The key mandate is to market Canada as a
prime world tourism destination and to provide
timely information to the tourism industry. In
2001. there were 19.5 million overnighl inter-
national tourists to Canada, generating more
than $13 billion in revenues.

The CTC’s main functions are marketing and
sales, research, product development and
information. It partriers with the tourism indus-
try rather than delivering directly 1o eonsumers
and travellers. It is not involved in the business
of real estate developmenr, building atlrac-
tions, renovating infrastructures or physieal
assets, and does not provide grants or subsi-
dies.

The CTC comruunicates to the rest of the
world and its potential tourists the many won-
derful things that Canada has to offer. It has
bureaus in Paris, London, Washington and
Tokyo, to name a few. These foreign offices
promote Canada’s “product clusters™: its cities,
touring, authentic culture and heritage. adven-
lure, and winter experiences. The primary mar-
kets of Canada, the U.S., the UK, Japan,
France, Germany and the secondary markets,
all differ in terms of their expectations about
what to experience and discover in Canada.

THE CTC AND
HERITAGE TOURISM

Within the limits of its mandate, the CTC has
been active on Lhe heritage tourism front. It
wag directly involved with the 2002 Quebec
Declaration on Ecotourism at a recent world
sutninit. This summit, held under the aegis of
UNEP (United Nations Environment Program)
and the WTO (World Tourism Organization),
had 132 countries participaling,.

The Declaration stales that: “the participants
recognize that ecotourism .., embraces the fol-
lowing specific principles that distinguish it
from the broad concept of sustainable tourism:

5 contributes actively to the conservation of
natural and cultural heritage;
interprets the natural and cultural heritage
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of the destination to visitors;

]

lends itself better to independent travellers.
as well as to organized tours for small
groups.”

The CTC’s long-term strategy, “Packaging the
Potential / Faire fructifier les atouls,” promotes
the growth of cultural and heritage rourism
along with the principles of authenticity, sus-
tainability and integrity. This emphasis has
brought the goals of tourism closer than ever
before to those of heritage preservationists,
However, the industry must guard against the
over-exploitation of the tourism potential of &
heritage destination as this has resnlted in lhe
demise of the product and a diminished visitor
experience. In these cases, no One wins.

The CTC is now involved in implementing
projects with cther national or provincial part-
ners in research, education, marketing, product
development or communicaticn objectives, T
is within this context that the CTC is collabo-
raling with the Federal-Provincial-Terrilorial
Direetors of the Culture and Heritage Taskforce
in its recent cultural and heritage tourism plan-
ning. All the ministers of culture in Canada
eommissioned this igitiative in 1997, This is &
promising development and collaheration for
Lhe future.

Discovering Heritage Tourism 3



Information from the September 9, 2002,
World Tourism Organization news bulletin
reveals some trends in tourism. The main ckar-
acteristics of demand are a clear tendency
toward shorter stays when on holidays, greater
fragmentation of holidays, and a shift from
active holidays to holidays as an experience.
The point is to achieve a complete participa-
tory expenience, which provides new lmowledge
as well as authentic emotions.

In terms of discovering and experiencing
heritage, Canada offers an extraordinarily
wide range of high-quality categories of her-
itage experiences which deserve international
attention, such as:

| existing “"as 1s” or renovated built heritage
in the fabric of so many cities;

% conslruction of historic villages {¢.g. Forl-
ress of Louisbourg) and monuments;

® historic sites;

=

communily museums:
t heritage cuisine:
¥ re-enaetments of battles {War of 1812) and
periods {Les Fétes de la Nouvelle-France
each summer in Quebec);
& experiencing traditional skills in economu-
seums.

TOURISM AS A
DEVELOPMENT TOOL

In 1996, the CTC launched the Product Club
Program. This unique approach assists small
and nedium businesses or organizatious wanl-
ing to conncct with the tourism industry and
offer tourists new experiences. Some 40 prod-
uct clubs throughout Canada are delivering a
great variety of tourism experiences, and
tourists are being provided with better access
to national or regional built heritage.

Several clubs include: the Atlantic Lighthouse
Product Club (which was to be discussed in
Session 2); the Economusées, which delegates
learned about at the Toronto conference last
year; the Cluh de produit acadien which, with
its multiple attractions, centres on the Acadian
way of life; Greek Town in Toronto; and the
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newly formed Northern Learning Travel
Product Club. based in Yukon.

According to data from Statistics Canada in
1999, spending by Canadians in cultural
tourism amounted to $3 billion. Indeed, an
Aimnerican survey from 2001 stated that 45% of
American adult travellers include at least one
cultural activity while on a trip—lhis repre-
sents 92.7 million people!

Another survey, the Trave]l Activity and
Mativation Survey (TAMS), explored the
activity preferences of 25,000 American and
Canadian tourists. TAMS indicated tbat the
Canada Heritage Tourisim Enthusiasts Segment
{those who in the laslt two years have taken
leisure trips to Canada and have included at
least four “heritage” activities in their trips) is
estimated al | 1% of the Canadian adult popu-
lation, or 2.6 million people—a significant
number.

The survey also found that these enthusiasts
are underrepresented among younger Cana-
dians (1 in 4), are more affluent than the typi-
cal domestic traveller, and share a wide range
of tourdsm interests, but with an emphasis on
the cutdoors and naiural scenery.

With predicted population changes in Canada,
using projections for 2026, the Heritage
Tourism Enthusiasts Segment will grow from
2.6 to 3.7 million, mainly because herilage
activities appeal to older people.

One of e chaflenges for the [uwre is that
while new Canadians exhibit a strong tenden-
¢y lo seek heritage experiences as they wavel,
they are more reluctant than Canadian-born
residents to visit Canadian destinations.

Examples of several new tournism initiatives
were described. One new towism product
designed to meel the “leamning-travel experi-
ence” irend is La vieille prison de Trois-
Riviéres, which opened last August. Here,
guides who are former prisoners provide inter-
pretation about the built heritage and abeut life
inside a prison. This initiative is already on its
way to becoming a great tourism success.

Others include:

© the formal creation of the Learning and
Enrichment Travel Alliance or LETA. effee-
tive October 2002;

7 Newfoundland’s annual Cultural Tourism
Award;

3 the Bienvenue Québec cultural (and heritage)
tourism trade show in Oectober in La
Malbaig;

1 Ontario’s Underground Railroad Trail
(launched last March}, which is one suc-
cessful product being used to promote
Cultural Tourism Product Alliances.

In conclusion, the CTC could collaborate
further with the Heritage Canada Foundation.

There are some obvious difficuliies, i only
because the mwo bodies use different “lan-
guages”, have different motives and perspec-
tives, and different business timelines. but this
relationship is worth the effort, as time will
demenstrate, How can they collaberate better?
Perbaps this conferenee will come up with
some ideas. Since the Heritage Canada
Foundaticn gives out awards, perhaps it would
be appropriate to consider a Heritage Tourism
Nartional Award.

For further informarion on culture und her-
ftage product development at the Canadian
Comniission. Ernest
Labréque {labreque.ernest@ctc-cct.ca), or

Totrism contact
read the November 2002 issue on culture,
Tourism, the CTC monthly, or visit the Web
sire: www.canadatourisim.com



SESSITION

Built Heritage Places and Heritage Tourism

TOPIC:

Nancy Arsenault and Peter Frood
described two new inifiatives that
could become catalysts for linking
preservation and presentation of
historic places to key tourism groups.

PRESENTER:

DR. NANCY ARSENAULT,
" User Relations Specialist

(Learning Travel), Parks Canada

PRESENTER:

PETER FROOD,

Director, Historic Places Initiative,
National Historic Sites, Parks Canada

In their presentation Nancy Arsenault and
Peter Frood discussed recent research find-
ings on heritage tourism and Parks Canada’s
approach as a heritage supplier. Then they dis-

cussed two new initiatives that will impact on
heritage tourism over the next few years.
Referring to the Travel Activities &
Motivations of North American Travellers
Siudy, produced by the Canadian Tourism
Commission, they noted that in 2001 as com-
pared to the last two years, travellers were
more likely to seek natural and historic sites as
well as adventure, excitement and unspoiled
nature. Travellers would also like to have more
hands-on learning, and to experience different
cultures and ways of life.

The study indicated that within the culture and
entertainment segment, some [8.4 million
adults in the U.S. and Canada were “cultural
seekers,” while ancother 19.8 million were

)

“knowledge seekers” and 13.4 million were

“action seekers.”

All Canadians seemed to bave an interest in
natural heritage and thought thal protecting
heritage was important, only 31% were strongly
attached to Canadian heritage {the passionate),
the gratetul accounted for 42%, the curious
16% and the detached 11%.

A Parks Canada Public Opinion Poll found that
of those who visited a national historic site in
the past year, 85% thought an understanding of
Canada’s history is important. A majority
{53%) wanted to meet with specialists on site
and 352% preferred learning through self-
guided tours. Thirty-one percent used national
historic sites, 26% considered themselves
“lapsed users” and 43% wers non-users.

The poil also showed that 65% thought nature
was more important than hislory. Twenry-one
percent thought the greatest threat to national
historic sites was the lack of funding, 12%
thought it was lack of public interest.

Dr. Arsenault explained that the Parks Canada
mandate is “to protect and present important
examples of Canada’s natural and cultural her-
itage, and to foster public understanding and
enjoyment in ways that ensure the ecological
and commemorative integrity of these places
for present and future generations.”

Mr. Frood discussed the new Historic Places
Initiative {(HP1). He noted that while Canada
has not evolved as broad a range of tools,
legislation and financial incentives as we find
in other countries, the Historic Places Initiative
ts based on the premise that the federal gov-
ermnment cannot act alone to address problems
in the heritage sector-—citizens and other lev-
els of government must also be mobilized.

HPI is a comiprehensive program of new tools
and policies that would support continued use,
foster citizen involvement, encourage appro-
priate conservation praclice and help put the
federal house in order.

The federal government has announced phase
one of HPI, which provides for the develop-
ment of three tools supporting heritage conser-
vation. The first, the Canadian Regisier of
Historic Places (CRHP), would identify and
promote the estimated 20,000 historic places
of local, provincial, territorial and national
significance. 1t would become a tool for pro-
fessionals and citizens. and a gateway for
possible financial incentives. Systemn develop-
ment is under way and the federal, provincial
and territorial governments will begin provid-
ing information to the CRHP in the spring of
2003,

The second element is the Swandards and
Guidelines for the Conservation of Historic
Places in Canada, whicl will be pilot-tested in
Aprl 2003. The Standards would guide con-
servation work, evaluate eligibility for finan-
cial incentives and measure compliance. The
Standards and Guidelines set out a disciplined
approach to assessing heritage conservation
projects. A key element is the “Statement of
Significance” which includes a description of
the heritage value and the identificalion of the
character-defining elements of the historic
place.

The third element is the certification process.
It would become an accountability tool for the
implementation of proposed financial incen-
tives. The standards and guidelines would
provide the decision-making benchmark for 2
certification agent to review and recommend
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approval of conservation plans and completed
work. There would also be an appeals process.
The basic process will be in place by April
2003.

The three tools now under development com-
plement each other and provide an accounta-
bitity framework to support the introduction of
incentives. However, no decisions on incen-
tives have been made to date.

MTr. Frood noted that the impact of the Heritage
Places Initiative on heritage tourism could be
better links between all levels of governments,
a more informed, demanding consumer, and a
Web-based Register that would allow for more
thematic heritage (ravel planning. Smaller
historic places such as the Viking Trail or
Kamouraska could bave a higher profile, pro-
viding additional opportunities to be promoted
as new destinations.

Dr. Arsenault spoke about the Learning
Enrichment and Travel Incentive that seeks
“to position Canada’s national parks, historic
sites and marine conservation areas as year-
round, high-quality, educational destinations
where visitors can participate in authentic
heritage experiences and learn about the
unique conservation, preservation, manage-
ment practices and issues related to protecting
and presenting Canada’s natural and cultural
heritage.” From a visitor’s perspective, she
said, it is about experiences that are engaging,
personally relevant, socially satisfying and
memorable.

“Sustainable tourism must be economicalty
viable, environmentally sensitive and cultural-
ly respectful,” she said, addmg that the tourist
industry would benefit from the increased
depth and breadth of enriched experiences for
groups and individual travellers.

As heritage suppliers, Dr. Arsenault said, there
are benefits to working with industry as it
would help safeguard the integrity of heritage
places, allow for the management of tourist
impact, develop resource-respectful relation-
ships, and let Canadians share and celebrate
our heritage with visitors.
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She said some of the results of “successful”
tourism at heritage places include:

m recognition of the importance of herilage
places;

® continued maintenance of heritage places;

® development of mutually beneficial partner-

ships:

incorporation of heritage issues in business

planning;

investment in people and places;

@ responsible marketing and promotion of
products;

@ creation of high-quality visitor experiences;
and

® respect for the rights and obligations of
indigenous people.

More information on the Parks Canada initia-
tives can be found on the Web at:
www.parkscanada.gc.ca



SESSION 2:

The Business of Heritage Tourism

TOPIC:

The marketing of heritage places for
tourism was the focus of this session.
The tourism “product club™ is an
emerging and successful collabora-
tive vehicle o present heritage places,
while the privately owned Canadian
Cultural Landscapes markets cus-
tom-designed tours to meet “niche”
interests in heritage settings.

PRESENTER:

LYNNE PERRY,

Chair. Atlantic Lighthouse Council, &
Executive Direclor, South Shore Tourisim
Association

PRESENTER:

DAVID MENDEL,
Canadian Cultural Landscapes /
Les Visites culturelles Baillairgé

Lynne Periy suggested to delegates that they
could “use” the tourtsm industry in a mutually
beneficial way, namely, by sharing the culture/
heritage experience on a fee-for-service
tourism basis, which would allow for sustained
preservation of that heritage.

While admitting that creating an experience
around heritage can be a challenge—as Chair
of the Atlantic Lighthouse Council, her chal-
lenge “is to make navigational aids into tour-
ism atlizerions”—she had found that, once a
target market is identified, the product can be
developed to satisfy the potential customer.
This would “create the economic scenario that
allows one to sustain the business.”

Ms. Perry explained that marketing the prod-
ucl and the “product clusler” rather than the
geographic area was the reason why the
Canadian Tourism Commission advanced the
idea of Product Clubs. The CTC provides
funding to develop new market-ready tourism
products and enhance existing products, she
said. In the case of the Lighthouse Product
Club. its purpose is lo make more lighthouses
in Atlantic Canada market-ready for domestic
and internaticnal tourism. "It will provide an
alternative use of lighthouses for community
and lourism development-—restaurants, B&Bs,
shops. museums and so on,” she added. Cluh
partuers also must agree to conduet comypre-
hensive market vesearch to identify potential
products and markets.

As a result of this markel research require-
ment, the first Adantdc Lighthouse Visitor
Survey was produced hy the Eccnomic
Planning Group of Canada, Tourisin and
Management Consultants in 2000. Tt involved
913 questionnaires [Tom four sites: West Point
Lighthouse. PE.L; Miscou Lighthouse, N.B.;
Rose Blanche Lighthouse, Nfld.: and Fort
Pomt Lighthouse in Liverpool, N.S.

Ms. Perry cited specific details fromn the sur-
vey. It showed thal a majority of respondents
(57.5%) were interested in the lighthouse’s
historical buitdings; 35.8% were interested in
photography; 32.7% wanted Lo learn about the
marine heritage and history of the lighthouse;

13.3% were “lighthouse enthusiasts,” and
3.6% had a connection to the specific light-
house.

Within the “lighthouse enthusiasts” group.
which were defined as those who indicated
that they had a sirong personal interest in light-
houses, 73% were interested in historical
buildings. 56.6% in marine history and 4% in
photography.

The survey also indicated that 39.1% of
respondents were interested in a café/take-out
venues, 19.8% indicated preference for a
museum, [7.3% wanred andio-visual presenta-
tions, 11.8% indicated workshops, 11.7% were
interested in an interpretive centre, and 10%
wotld like hiking trails.

When tracking specific reasons to visit lighi-
houses, 41.8% of respondents said they were
in the area and thought it weuld be interesting,
23.8% indicated that they had a special interest
in lighthouses and it was the primary reason
for Lheir trip, and 34.4% had an overall interest
in lighthouses and these were part of the rea-
son for their trip.

The Economic Planning Group of Canada pro-
duced the second parl of the Arantic
Lighthouse Visitor Survey in 2001, This time,
1,177 visitors were surveyed al nine different
sites in Atlantic Canada. It found that the aver-
age size of the travelling party was 3.3 and the
average length of visit 1.36 hours. The length
of visits ranged from 30 ininutes at Fort Point
Lighthouse in Liverpool to almost 3 hours at
Cape [Forchu Lighthouse, near Yarmouth, both
in Nova Scoria.

These respondents who indicated visiting light-
houses as a primary reasou for their visit to
Atlantic Canada (332/1,177) were asked how
often in the past five years they had made a trip
in which visits to lighthouses contributed 1o
their destination seleclion. The resuits; 24.1%
had never made such a wip; 39.8% had made
this type of trip one to two times in five years;
17.5% had made this type of wrip three or four
limes in five years; and [8.7% had made this
type of trip five or more times in five years.

Discovering Heritage Tourism 7



The visitor satisfaction levels at the nine light-
house sites surveyed were quite positive. The
survey showed 4.8 out of 5 were happy with
the service/hospitalily received, 4.5 out of 5
were happy with the types of facililies and
services provided, and 4.7 out of 5 had a great
overall experience.

Other statistics gleaned from the 2001 survey
were as follows:

5 07.0% indicated that it was very important
to have the opportunity to enter the light-
house.

53.9% felt it was important to have an inter-
pretive display or museum.

B 27% felt that having picnic areas at the
lighthouses was iruportant.

= 37.4% indicated that a gift shop on site was
important.

3 42.6% said that a restaurant/snack bar
would be important.

@ 63.0% felr it was important to have a visitor

information centre.

4{).5% thought thal it was very important to

provide walking/hiking (rails.

63.6% indicated that it was very importani

to have washrooms at a lighthouse site.

The survey also looked at demographics and
found that 46% of visilors surveyed were
between the ages of 46-64 years, 34.1%
between 25 o 44 years and 14.8% were 65 or
older. Some 25.1% were university graduates
and 16.9% bhad completed post-university
graduate studies, another 24.9% had some col-
lege or university education and 16.4% were
college graduales. Based on 818 completed
surveys, 29.0% of respondents reported their
household income to be between $40,000-
59,999; 28.4% helween $60,000-79,999, and
25.4% eamed more than $80.000.
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ATLANTIC
LIGHTHOUSE COUNCIL

After the Canadian Coast Guard decided that it
no longer needed all of its lighthouses as navi-
zational aids and decommissioned them, the
Atlantic Lighthouse Council {ALC) became
responsihle for prolecting their heritage
character throughout the Atlantic provinces.
The Council now works with the Nova Scotia
Lighthouse Preservation Society, the Prince
Edward Tsland Lighthouse Society and the
New Brunswick Lighthouse Preservation
Society.

The ALC recognizes that protecting the her-
itage of lighthouses is an importanl issue that
has the potential to contribute significantly o
the success of alternative uses for lighthouse
sites. Although many issues are associated
with lighthouse heritage. the main ones were
alteration ol existing strucfures, alteration of
landscape features, new construction and
moving exisling structures.

To maintain the heritage character and integriry
of lighthouses (ransferred to community
groups for alternative uses, the Atlantic
Lighthouse Council developed a sel of princi-
ples. These are:

B Maintenance of heritage characier is an
important element for success and must
receive the samie attention as other issues.

I Effective heritage managemenl requires a

consultative process with stakeholders.

1

Protecting heritage integrity requires a
muliidisciplinary approach undertaken hy
personnel with appropriate knowledge and
skills.

= Changes (o existing struetures require full
documentation before, during and after
alterations.

Changes to the building or sile should, as
much as possible, vse similar materials.

s

colonrs, designs, and original plans to ensure
the changes respect the original historical
character of the site.

@ Alterations to a building must respect its
heritage character and not detract from its
heritage integrity.

When a new building is constructed and
cannot be huilt in the same architectural
style or using similar materials, then the
impact on the heritage integrity of the site
should be minimized.

= All  changes thoroughly
researched hefore implemeniation.

3 The heritage character of a site should be

clearly defined in order to ensure changes
impact as little as possible.
Original material (abric should not he
replaced  during unless
irreparably damaged, in order to maintain
heritage integrity.

should be

renovations,

Changes to the material fabric of lighthouses
and their sites should be as minimal as pos-
sihle.

& Aiterations to existing buildings, addition
of new buildings and demolition of struc-
tures oo site should be assessed on an
individual basis using regional guidelines,

I Disturbance of soil during building changes
requires monitoring to ensure siguificant
hislorieal, architectural, or archaeological
information is not destroyed.

I Changes to lighthouse huildings and sites

will seek lo maintain heritage characler
while ensuring visitor and employee safety.

The ALC has also produced a handbook fo
assist Lighthouse Product Club membhers, indi-
viduals and groups interested in estabhishing
tourism operations al decommissioned light-
house sites. There is a wide varicty of potential
uses for lighthouses, ineluding interpretation,
gift shops, accommedations, cutdoor adven-
ture activities, and community projects.

The Qualiry Development and Maintenance
Handbook deals with estahlishing quality
standards during the start-up phase of lighr-
house tourism and community projects. It also
describes how to maintain those standards
during the operation of the site. The informa-
tion is hased on curently accepted professional
standards within the lighthouse community,
the Atlantic Canada tourism industry. and the
field of quality slandards.

According to Ms. Perry there are three options
after the transfer of hghthouse properties: to



continue operation of the lighthouse as a
navigational aid and operation as an official
lighthouse: to continue aperation as a private
light; or to discontinue operation. Each one is
detailed in the handbook. For example, in the
case of continued operation as a private light,
the light characteristics and daymark features
must be consisiently maintained and the fea-
tures reported o the Canadian Coast Guard
(CCG) on a continuing basis for inclusion in
the List of Lighis.

Operation of the light as either an official or
private aid to navigation is a powerlul way o
ensure the heritage integrity of the site is main-
tained. This 1s not only because of the resiric-
tions to construciion and characteristics, but
also because it will be obvious to visitors thal
they are on a working sile.

Moreover, while recognizing thc linportance
of clarity in lighthouse identification, the ALC
also believes that changes made to hghthouses
on transfer can be effected so that their iinpact
on the heritage character of the property is
minimized. (Using a screen to shield the light
from the ocean and using internationally rec-
ognized symbols lo indicate the measures
will enhance the visitor experience to the
lighthouse while ensuring that the light will
nol be mistaken for an official lighthouse.)

As a general principle, the ALC supports alier-
atjions to original structurcs only when the
changes are unavoidable and required for he
successful operation of the altermative use.
Some changes would be required for the safe-
ty and convenience of site siaff and visitors to
the lighthouse. The handbook details how to
handle such changes to signage, to stairwells,
fencing and other standard alterations.

“The ALC will work with community groups
to ensure these alterations are done in a man-
ner that respects the original site [eatures white
providing visitors with a safe and enjoyable
experience. There should be no changes to
existing stuctures without ALC approval.”
Ms. Perry siressed.

The Atlantic Lighthouse Council recognizcs

thal transferred properties may require the con-
struction of new buildings in order for the
community group o operate successtully.
However, approval for new buildings must be
first sought from the ALC.

“The danger of newly construcled buildings
having a negative impact on the heritage
integrity of the site is greal. For ihis reason.
new buildings should either be uncbtrusive
and designed to blend in with the site or should
conform as closely as possible to original con-
struction on the site. If the buildings are of
modern design, then they should be as far [rom
the original lighthouse as possible and they
should be camouflaged with landscaping or
barriers to reduce their impact on the site.” she
explained.

The ALC recognizes that there will be pres-
sures on some sites to move lightbouses and
other structures. and these requests will have
to be assessed on an individual basis.
However, because of the potential [or damage
in transit, for inappropriate commercialization
of beritage structures. and for the culraral loss
1o the local community, the ALC has a policy
of not moving lighthouses unless the survival
of the structure is in danger. This could result
from erosion, vandalism or arson. In these
instances the ALC would support moving the
lighthouse.

Every request to move a lighthouse must go
through the ALC approval process. This
involves consultation with stakeholder groups,
assessment of the detailed plan to ensure min-
imal damage 10 tbe structure during moving,
assurance (hat the new sile is a sensilive recon-
struction of the original site. rather than a com-
mercial altraction or parking lot location, and
identification of a relocation site as close to the
original site as is practicable if the request is
approved.

Finally. although there are few tighthouses on
the Trans-Canada Highway, Ms. Perry strong-
ly recommended getting off the beaten rack (o
see these heritage towers in their narural set-
ting. “Everyone should be lwed to these spe-
cial places and educated as to their important

role in our history,” she said. adding that the
South Shore Tourism Association’s next Lights
Along the Shore Lighthouse Festival will be
May 22-25, 2003, along the Lighthouse Roue
of Nova Scolia. Visil www.ssta.com for more
infarmation.

David Mendel spoke abour the business of
heritage tourisin based on his 19 years’ experi-
ence in this “lascinating niche of the travel
industry.” When he and Bany Lane founded
Canadian Cultural Landscapes/Les Visites cul-
turelles Baillairgé (Baillairgé Cuitural Tours)
in 1983, they did not, he confessed, have much
experience in the field of lourism.

T was still working on a doctorate in art histo-
ry at Laval Universily and Barry was working
for Parks Canada. 1t was he who had observed
a need for more in-depth lours of Québec City.
in which we could link specific historic sites
and try 1o help visitors understand then: in a
larger historical context. We began by offering
walking tours of Québec’s historic districl on a
daily basis, and by helping to organize cultur-
al trips 1or students and groups. in conjunction
with & company from Ontario.”

Their company has evolved a good dcal sinca
then. They established their own travel agency
so that they could creale complete travel pack-
ages. Today. almost all of their business
revolves around providing multi-day tour
packages for groups. Their first complete
cultural tour program was organized for the
Smithsonian Institution in 1986G; they have
continued to organize tours for the Smith-
sonian every year since then, and now organize
an average of five or six tours a year specifi-
cally for them.

Mr. Mendel explained that they provide
complete cultural ips all across Canada and
handle everything from accommodation, land
transportalion. meals and educational content.

“A few years ago we also registered a new
trademark and lego for cur English-spcaking
clientele. Qur new name, Canadian Cultural
Landscapes. better reflects what we do today
and the national activities ol our company. In
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Quebec, we are still known by our original
name, Les Visites culturelles Baillairgé, and
we are siill incorporated under that name,” he
said.

The tour packages are often built around spe-
cific themes such as the Cuisines of Quebec or
the Military History of Quebec, which were
designed for the Smithsonian Institution. A trip
focusing on architecture was organized for the
National Trust for Historic Preservation and
one on the history of New France and
Louisiana for The New Orleans Collection.
Other groups laking cultural tours in 2002
were the Friends of the Royal Ontario Mu-
seum, Elderhostel and Interhostel.

In past years, the company has built trips
around a wide range of themes, from tours
with a literary component for the Jane Austen
Society of North America fo one with a politi-
cal slant for a group of prosperous Texans who
wanted to learn about Quebec nationalism.
They have also organized many tour programs
around art exhibilions, mostly for members of
art museom associations. In total, the company
offers 43 to 30 trips a year, some lasting five
days, others lasting almost two weeks.

Barry Lane, his eo-founder, organizes most of
the tours oulside the Québec/Montréal area,
said Mr. Mendel. For example, this sutnmer he
sailed by cruise ship with the Stanford
Unjversity Alumni from Chicago to Quebec
City, then travelled by rail with Washington
and Lee University Alumni {rom Toronto to
Yancouver, and he will be in Nova Scotia with
the Smithsonian later this fall.

The company has ereated more than 60 slide
lectures on the history of the various regions
where it leads groups. These 40-mijuute talks
are often given in conjunction with lectures
and tours given by local experts. In addition,
its clients (the visitmg alumni association or
museurny) may send a professor, or other
expert, to travel with the group and give lectures
during the program.

The majority of the clients have at least an
undergraduate university degree, are retired
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and have the means to pay for high-level trips.
The participants are seeking an in-depth,
authentic experience. Learning is one of the
main reasons that they are on the trip and these
clients often have higb expectations.

Mr. Mendel emphasized that “when people
trave] with an institution whose main mission
is educalion, the tour program sheuld refiect
the aims and standards of that university or
museum. Qur participants also usually want (o
stay in the best hotels, eat in the best restau-
rants, and are often ready to spend quite a few
days exploring one location.”

The company’s tour groups slay an average of
four to five days at a destination instead of jusl
one or [(wo, as 13 more customary in traditional
tourisnmi. Its clients spend more nights, eat
more 1neals and frequent more sites than the
usual traveller.

A small learning travel group of 25 people can
have a constderable economic impact on a
region. They can often contribute more eco-
nomically than many busloads of travellers
who are just passing through briefly. This can
be of particular interest from a preservation
perspective, particularly in environments that
can be fragile, such as a nalural site or a his-
toric districl.

All types of visitors are important, but recog-
nizing the potential of culturally oriented
iravellers may help preservationists in their
efforts to seek a balance between conserva-
tion and the need for tourist dollars. The
growth of cultural tourism certainly provides
an additional financial justification for
preservation. Even if it wasn't a question of
preserving our own heritage and identity,
even if we didn't need to take care of these
spectal places for ourselves, it would still be
to the advantage of Canadians to preserve
them in order to at{ract culturally oriented
travellers.

Where possible, an ideal approach would be
to identify and protect whele cityscapes,
waterfront areas, rural landscapes, etc. If strip
development is allowed to overwhelm such

places, they hecome [ar fess attractive to cul-
twrally oriented rravellers. For heritage tourism
to tlourish, saving an isolated monument or
site is not really enough.

One of the secrets to the company’s success is
taking advantage of the hisloric buildings, sites
and landscapes. They are of crucial importance
n the planning of every itinerary. The histort-
cal and architectural interest of a site, the stale
of preservation and authenticity of a cityscape
or landscape are key considerations when we
choose hoteis. eating establishments and
routcs from one destination to another and for
the locations for specific lectures.

“We seck places where strong heritage elements
are concentraied. Whenever possible, we stay
in historic hotels, located near important cul-
tural and historic sites (very often we stay in
the grand hotels which were built by Canadian
Pacific and other great transportalion compa-
nies in the late {9th century and early 20th
centuries). We try to design our lectures and
itineraries so that each day’s aclivities rein-
force the participants’ understanding of the
theme of the tour,” said Mr. Mendel.

Mr. Mendel described what happens during a
few of his custom-designed cultural tours.

Most people think of Québec Cily in terms of
its French herilage, without realizing how
important the British influence has been on the
archilecture and urban planning of the town.
During a five-day trip for the National Trust
for Historic Preservation this Scptcmber, the
tour group spent a day focusing on this topic.
After a lecture on British and French influ-
ences on the city, they had a2 walking tour
focusing on the same theme. Later, they had a
private concert in the Anglican Cathedral and a
dinner at the Garrison Club {a very British
Club, founded by military officers in the 1870s
where, today, almost all the members are
French speaking).

On another tour, a rail journey for the Stanford
University Alumni, the company arranged for
lunch at the Mount Stephen Club in Montréal.
After dessert. Mr. Mendel gave a lecture on the



history of the Canadian Pacific Railway.
Originally, the Mount Stephen Club was the
residence of Lord Mount Stephen, who built
this spectacular mansion in Montréal's “Gol-
den Square Mile” while he was constructing
the railway across Canada.

Each year, during the Smithsonian Cnisines of
Quebec tour, the clients meet with the execu-
tive chef in his roof-top garden in the Chiteau
Frontenac, and then have a cooking class with
him in the hotel kitchen. Later in the program,
they take in a lecture with historic images and
maps about Life Along the St. Lawrence,
focusing on how people settled there and lived
along the river over the centuries. Afterwards,
the touring clients explore the area to see it for
themselves and visit a farmer who produces
specialty crops for the chefs of the region.

The growth in cultural tourism could be great-
ly stimulated when diverse organizations are
ready to work in a co-operative manner. This
was particularly evident to Mr. Mendel when
he participated in the organization of “famil-
iarization”™ tours, where key decision-makers
are brought to a region to demonsirate thal
area’s potential for a culturally oriented trip.

The company has worked on three such ‘fam’
trips in Quebec and Ontario, one in New
Brunswick and one in Newfoundland. This
year, it also helped organize a fam trip for
banking clubs interested in bhaving a learning
travel experience in Quebec. Organizing such
familiarization trips tnvolves the participation
of many partners: the Canadian Tourism
Commission, provincial and local tourism
offices, Air Canada and local transportation
companies, hotels, restaurants, and heritage
sites and other cultural organizations.

Many organizations are¢ now recognizing the
great potential of learning travel and would
like to participate. Across Canada, groups are
now forming to promote cultural tourism—
fromn pational groups such as the Learning
Trave] Alliance to regional product clubs.
However, experience has shown that it can
sownetimes be challenging for people from the
tourism industry and heritage/cultural organi-

zations to understand one another.

“I believe that for the new partnerships to sur-
vive and prosper, they will have to be based on
true mutual advantage. Success will require
considerable effort, on both sides, to listen to
one another and (o be flexible. But there is no
doubt that heritage organizations and the
tourism industry can benefit greatly by learn-
ing to work together,” he concluded.
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SESSITON 3:

Heritage Tourism in the United States

TOPIC:

The National Trust for Historic
Preservation has made a significant
impact on heritage tourism in the
U.S. Its five guiding principles

on heritage tourism are the corner-
stones of its success.

PRESENTER:
AMY JORDAN WEBB,

Director, Heritage Tourism,

U.S. National Trust for Historic Preservation

Amy Webb briefly described 1wo other
National Trust programs before talking about
her herilage lourism division. The first is a
Studies Tour program that offers learning
experiences in the U.S. and internalionally,
including the Canadian Cultural Landscapes
lours organized by David Mendel. The second,
the Historic Hotels of America program, pro-
vides a “marketing umbrella” to the many indi-
vidual historic hotels that are not part ol a large
hotel chain.

While these two programs deal with the con-
sumer side of heritage lourism, she said the
heritage tourism division deals more with Lhe
ourisin developmeut aod management side.
“We help people create the high-quality expe-
riences that they can then share with others.”

Ms. Webb noted that although heritage tourism
has long been a part of tourism in the U.S.. it 15
only recently that this niche marker has been
called “heritage tourism.” The concepl took
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off in 1995 when President Clinton called the
first ever White House Conference on Travel
and Tourisin. At this conference 10 priority
issues for the tourism industry were identified,
one of which was a focus on cultural tourism.

“Frankly,” she said, “cultural heritage tourism
is just loo big a mouthful 10 use in slick mar-
keting materials. However, for the industry, for
business to business, we have found that it is
very important to talk abouc it this way. It helps
everyone from arl galleries to museums fo
understand that we ave all at the 1able as equal
players. Those people who visit historic sites
are also the same visitors who will be going to
the ballet or the museums, and who are buying
the crafis. So we now define cultural heritage
tourism as travelling (o experience places, arte-
facts and activities that authentically represent
the slories and people of the past and present.
It includes cultural, historic and natural
resources.”

Ms. Webb noted that another new term being
tossed aboul is “sustainable tourism™ and em-
phasized, “this is very much what we all are
trying Lo do. One of the reasons we ave in tour-
ism is o make sure that we can help preserve
those very special places.”

The National Trust has developed five guiding
principles for successful and sustainable cul-
tural heritage tourism:

I Collaboration
Finding the fit between the community and
tourism
@ Finding ways to make sites and programs
come alive
® Focusing on quality and authenticity
— Preserving and protecting resources

These principles took shape back in 1989,
when the Natiooal Trust looked for a new way
of preserving buildings. Based on our success-
ful Main Street program. it decided to do
demonstration areas, evaluate them, and
develop guiding principles. With a large grant
from the National Endowment for the Arts,
four pilot areas in Indiana, Tenoessee, Texas
and Wisconsin were developed to try to

determine what underlies heritage tourism.

There is no easy “cookie-cutter’” approach lo
heritage tourism because tbhe resources and
people differ in every community. It is neces-
sary o acknowledge and incorporate what has
already been done within a community and
then identify the areas where assistance is
needed 1nost.

Collaboration is the first principle. [t is nec-
essary to have partnerships at a1l different
levels—within a community, between com-
munilies, with like organizations and with
dissimilar organizations—to make things
happen.

There were threc strong examples of collabo-
ration. In the first instance, the week-long
event called Frortier Days in Cheyenne,
Wyoming, has been held for more than 100
years. It would not have lasted nor still be
successful without the involvement of every-
one 10 the lown. Cheyenne is referred (o as the
‘Big Emply’ as it is several hours away from
everything. By offering a [ree pancake break-
fast, many visitors pay for a hotel room the
night before so as nol 10 miss it.

Another example involved the historic church-
es in downtown Providence, Rhode Island.
These old churches needed maintenance bul
had little revenue. Through a partnership with
the Providence Preservation Society, they
created a brochure (o entiee people to visit the
churches. Then they held a special event,
Divine Providence, where Preservation
Society guides talked ahout downtown revital-
ization to groups as they toured the historic
church structures, listened to choirs and
shopped for Christmas at church bazaars.

In the third example of collaboration, Ms.
Webb mentioned that “one of the problems
individual historic atlractions have is that they
don’t have the marketing dollars to compete
with the big boys.” In Nashville, the
Hermitage (home of President Andrew
Jackson), the Country Music Hall of Fame and
other attractions have banded together and
formed the Nashville Attractions Coalition. By



so doing, they found that together they had
much more of a voice and could actually be a
stronger player in the lourism community than
any ong of them mdividually.

The second principle is finding the fit
between the community and tourism. In sus-
Lainable tourism, one should ask, “How do you
make sure that whal you’re deing is good for
the visitor, but also is good for the person who
lives in thal comununity?” One of the most
important things is to ensure (hat the local
community is involved. One nceds to find ont
why they want or don’t want tourismn [0 come
to their comumunity. A good heritage tourism
program should provide henefits for the visitor
and the resident alike, explained Ms. Webb.

The pilot program at the Lac de Flambean
Reservation in Wisconsin 1s instructive.
Apparently, over the years the tourism office
had sent out malerials that led tourists to expect
the Chippewa to be dressed in tradilional cos-
tume and living in teepees. Of course, this was
not the case. The Chippewa wore jeans, drove
Hondas and lived in houses just like everyone
else. To find the fit between contemporary
Native life and the tourists’ desire to experience
traditional Native culture, Ms. Webb’s group
worked on hospitality training with the Chip-
pewa. Specific times of the year were chosen
when the visitor could come to a pow-wow and
see maditional Native costumes, music and
dance.

The Hand Made in America prograin has
helped bring culturally minded tourists into
homes to meet the arls and crafts people of
Appalachia, a rather poor rural area in North
Carolina: Hand Made in America was very
careful to make sure the craftspeople wanted it
and held a series of public meetings to explain
what they were trying 1o do and what benefits
it coutd bring. They also found out what the
craftspeople wanted to share and keep private.
This was an impertant step to findiug the fit
between the eommunity and tourism. Hand
Made in America then put together a guide-
book ealled The Craft Trails of Western North
Carolina, whieh has become a role model for
other stales. Follow-up economic impact

studies show increases in crafts sales from this
publication and from the home visits.

The next principle is finding ways to make
sites and programs come aiive. There is a lot
of competition for a visitor’'s time, not just
from other visitor altractions. but also from all
of the other activities that fill our daily lives,
such as working around the house or taking the
children te sports games.

Today’s visitors have higher expectalions, and
in order to convince them to come to heritage
atiractions, planners have to offer an entertain-
ing and interactive experience that engages as
many of the visitor’'s senses as possible. They
need to offer something of very high quality (o
compete. Another question to consider is how
the aging baby boomer generation—the
“Forever young" generalion—won’t come to
something marketed as a “senior” tour.

Ms. Webb asked delegates to consider three
lnterpretation scenarics at a Civil War battle-
field and to think about whal they would
remember as tourists: if someone simply stood
there in a Parks Service uniform and talked
about the Civil War; or if interpreters in Civil
War uniforms demonstrated how to fire a
musket; or if they personally were allowed to
handle a musket and actually try firing it. She
said the final experience would stay with a
tourist forever.

“Thc more you can have the visitor actually
experience something, the more they will
remember 11 because most of your visitors are
not passionate about the story being told and
you have to find ways to grab their attention,”
she said.

Taking home souvenirs could have added
heritage tourism value. Rather than going into
a faceless gift shop and buying a trinket, she
told delcgates to consider luring tourists into
arls and crafts studios, where they could talk to
the artists and then buy something to take
home. That would no longer be jusl a souvenir,
because it would always have that story
attacbed to ir. Another markeling technique
would be to have a tag on the souvenir that

would tell who the artist is or why this produgt
is unique to Nova Scotia or wherever. The tag
weuld cost pennies and yet the value added
and the amount charged for the item can be
considerably more.

An example of being creative in tourism is the
new West Virginia visitor centre on the inter-
state. It is not just the traditional welcome
centre, but also offers top-quality exhibits. and
arrs and crafts demenstrations like basket
weavers. Even the food dispensed is catered
from one of the best resorts in West Virginia.
Instead of a typical hot dog, tourists can try a
fried green tomato sandwich. She said (his is
an authentic way to make the state come alive.

Focusing on quality and authenticity is the
fourth principle. Studies show thal today’s
heritage travellers in the Uniled States are
more sophisticated and well travelled (han
those of a generation ago. This means that
today’s heritage travellers have much higher
expectatious regarding both quality and
authenticity. One way to asswe tourists that
whal they are seeing or eating or buying is
authentic is through a mark of quality. While
Lancasler, Pennsylvania, is knowu for its
Amish people, here is a lol more ro the town.
The National Trust helped tbe community
guidelines for authenticity for heritage sites,
heritage services (stores with local products)
and events. They developed a logo and put
together a branding campaign se that this
Lancaster Heritage logo has become similar to
the Good Housekeeping seal of approval. In
tourism advertising this logo appears beside
authentic heritage sites so the tourist is assured
of the quality. The logo is used also in direc-
tional signage, banners, maps, and on produet
tags. There are similar programs around the
country, including the Silver Hand in Alaska,
which ensures the local Native products are
indeed authentic and not from elsewhere.
While the products carrying this logo cost
more, the educated visitor who understands
what to look for accepts that the mark of qual-
ity makes them worth more.

Another strong example of this authenticity is
the Pike Piace Market in Seattle, the number
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one attraction in the state of Washington. It is
still very much a living farmers’ market, partly
because it has taken the unique angle of pre-
serving not only the historic buildings sur-
rounding the market place, but also the historic
usage of those buildings. There is a commis-
sion that decides what kind of businesses are
acceptable. Primarily these are food vendors
and limited craft shops. The commission
doesn’t allow T-shirt shops or those things that
seek the lowest common denominator of
tourism. It deoes nol allow any franchises,
although there is & Starbucks coffee shop
hecause it was the first outlet.

The fifth and final principle is preserving and
protecting resources. The historic resources
that are the backhone of heritage tourism
programns are irreplaceable so it is essential
that their preservation and protection arc
ensured because that, in turn, ensures thal
heritage tourism programs are sustainable.
Preservationists must be very careful to be
strong stewards of the herilage resonrces we
are promaoting. If herirage buildings are
ignored, they may get mto a state where noth-
ing can be done for them. Ms. Webb also
swessed the importance of other kinds of
resources that could be lost, such as river land-
scapes, open spaces, archacological sites, even
oral story-telling traditions,

There are four basie sreps [or geiting slarted
in heritage tourism programs. Heritage attrac-
tions are often first developed for the local
community. As they are enhanced, marketing
efforts expand to a wider regional, state or
national audience. These four steps can be
repeated at each stage along the way. The steps
include:

Assessing the potential. Evaluate what your
community has to offer iu terms of attractions,
visitors® services (hotels, restaurants), organiza-
lional capabilities (who will run tbe program),
and ability to protect resources and marketing.

Planning and organizing, Make good use of
human and financial resources. They are the
keys that open doors Lo sustainable heritage
tourism. Set priorities and measurable goals.
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Preparing for visitors; protecting and man-
aging resources. With a plan in place. it is
lime to make sure that you are ready for visi-
tors. Look to the future as well as ihe present.
Be sure that the choices you make now
improve your communiiy for the long term.

Marketing for success. Develop a multi-year,
many-tiered marketing plan that targets your
market. Look for partners in local, regional,
state or national groups.

As a result of the 1995 White House confer-
ence, the American Associafion of Museums
spearheaded an effort ro offer regional cultural
tourism forums all over the U.S. and formed a
national coalition called Partners in Tourism Lo
oversee this effort. The forums proved to be a
useful networking tool for states, and the
Partners in Tourism coalition conlinues to
meel to share informalion at the national level
about cultral heritage rtourism. It offers a
quartcrly newsletter called Crliwral Tourism
News as well as a Web site that includes cur-
rent information about cultural heritage
tourism and a listserv,

Another result of the White House conference
was that the Travel Industry Association of
America commissioned the first ever national
study of cultural and heritage travellers. Its
fiudings indieated that thcre were a lot of
cultural and heritage travellers in the U.5., and
more importantly, il showed that they stayed
longer and spent more money than other kinds
of travellers.

The Jatest National Trust initiative is called
Share Your Heritage. This program has the
financial backing of both the National
Endowment for the Arts and the American
Express Company. Launched in 2000, Share
Your Heritage has crealed how-to advice
materials from experts based on the five
principles and four steps, and conducted lead-
ership training workshops. As well. it has
produced a user-friendly publication of suc-
cess stories representing the hroad spectrum of
cultural heritage tourisin programs from across
the country. The Share Your Heritage pubhca-
tion, along with other how-to heritage lourism

publications, is available from the Nauonal
Trust's publication office (visit www.nthp.org).

“Without a doubt,” staied Ms. Webb, “cultural
heritage tourisin in the United States has made
tremendous progress in lhe past decade plus.
With interest currently at an all-time high, we
hope to take advantage ol our position to solid-
ify national support and recognition for ber-
itage tourism. Heritage lourism is here 1o stay.”
She concluded with a quote from Garrison
Keillor, who attended the White House confer-
ence: “...People don’t come ta America for our
airports ... our hotels ... or (he recreational
facilities.... They come for our culture ...lthey
come here to see America.”

DISCUSSION/QUESTIONS

An unidentified delegate asked if there was
any specific collaboration between Canada and
the U.5.

Amy Webb respouded with one example
called culturaleascades.com. She said this is a
relatively new Web-based premotion that links
Vancouver, Seattle, Portland and Eugene. She
asked delegates if they knew of any other pro-
grams that might link the U.S. and Canada.

Trudy Cowan (Chair, Heritage Canada) stated
that Alberta and Montana have done soine col-
laborating. “The Alberta-Montana Discovery
Guide is still being used and sold despite being
outdated. It has been a very effective tocl,” she
said.

Tohn Thompsen (Canadian Geographic mag-
azine) mentioned that his magazine was talk-
ing with the staff al Lake Superior Magazine
ahout 2 book that the Canadian Geographic is
compiling aboul an ecotour along the north
shore of the lake and said he hopes to collabo-
rate with them on a book about the south shove.
He also asked whether there were any other
miajor corporarions besides American Express
fhat have a philosophical predisposition to
support heritage programs or travel.

Amy Webb said that American Express really



has been “The One” in the United Srates,
although other corporations have supported
things at the local level, She explained that the
National Trust initially went to many of the
tourism-based organizations and has “bare
bones™ partnerships with a couple of the rental
car companies, airlines and hotels. She said
strong suppoert has come more from private
foundations.

Marjorie Mercer (Ontario Heritage Founda-
tion) noted that this is the inaugura) year of the
Doors Open program across Ontario, and that
one of the events planned is a hinaticnal Doors
Open in Buffalo, N.Y., and Niagara. She said it
was “an amazing example of partnership, her-
itage, tourism, with volunteers and busimesses
coming together recognizing our border but
seeing that region as a wonderful example
from a natural and historical point of view.”

Pat Malicki (Architectural Conservancy of
Ontaric) added that for the last 40 years
Windsor and Detroit have been combining to
celebrate the International Freedomn Festival
for both countries’ birthdays. She said there
was also a “two nation vacation™ program with
the Detroit tourist area, and that last year the
two cities celebrated 300 years of the French
settlement on both sides of the border.

Dan Morris (Atlantic Lighthouse Council)
explained that the ALC regularly has participa-
tion from both Maine and Massachuselts, and
that ALC members receive a subscription to
the Lighthouse Digest, which is published out
of Maine.

Jean-Marie Girardville (Association of the
Most Beautiful Villages in Quebec) said he
thought there was a eo-operating project be-
rween Maine and the province of Quebec fol-
lowing the trail of the Kennebec River and the
Chaudiére River in Quebec.

Brian Anthony (Executive Director, Heritage
Canada) talked about a long-term plan for the
Prince of Wales Prize that will involve collab-
oration not just with the United States but with
other countries as well. He explained that with
the involvernent of His Royal Highness, the

Prince of Wales Prize for the Preservation of
the Buill Heritage of Canada was created, and
that the City of Saint John, New Brunswick,
would be awarded the third annual prize at this
conference. The award is presented each year
1o that local government, large, small, urban or
rural, which has manifested outstanding com-
mitment o the preservation of the built her-
itage in ifs jurisdictiou.

He said that the long-term plan involves
“developing a user’s guide or a learning tool
for mayors and city councils and planners to
learn how o become a prize-winning commu-
nity in hcritage terms. We will also be able, as
we build up the stable of prize-winning com-
munities across the country, o use them for
marketing, to show them off. As our Good
Housekeeping seal of approval, having the
Prince of Wales’s mark next to the communi-
ty’s banner is an irportant one.”

Mr. Anthony said that when the prize was
created, it was always with the intent to export
the idea to other countries. “His Royal Highness
wanted to make sure that it was rooted in
Canada first, that we could demonstrate that it
worked and had the desired effect. And now that
we’ve done this, he has signed off on a kst of
countries that he would like me to approach,” he
added.

Mr. Anthony said he would soon like to touch
base with his counterpart at the U.S. National
Trust for Historic Preservation to suggest
implanting the Prince of Wales Prize in the
Uniled States. “Over the next 5 to 10 years,
wc will have an cver-increasing number of
heritage-conscious communities that will have
this cachet, and [ think there will be some great
marketing opportunities binationally as well as
internationally.”

Amy Webb said that she had been talking to
other organizations in the U.5. about some
kind of a designation program for heritage
communities, but that they had not made much
progress and this might be a good time to tie in
to this Canadian idea.

Frank Caplan of the St. Catharines, Ontario,

Heritage Commitiee and Niagara Region
LACAC Association told delegates that Niagara
is being marketed as a tourist destination in the
U.S., particularly since St. Catharines was the
terminus of the Underground Ratlway.

Dick Evans (President, Quebec Anglophone
Heritage Network) suggested there was a close
parallel in two very powerful organizations
that have grown over the years. He said that
the Attantic Salmon Federation, which covers
the whole North Atlantic area, has become
extremely effective in attracting wealth and
resources to a common conccrn, and that
Ducks Unlimited has become an enormous
continental power. He suggested that perhaps
they can teach heritage groups about organiz-
ing on a large scale.

Gordon Nelson (Ontario Governor, Heritage
Canada) thanked Amy Webb, saying that her-
itage tourism invelves “many people, many
vaiues, many interests and the wick in the
civics process is to bring them all (ogether.”
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SESSION 4:

New Trends in Heritage Tourism

TOPIC:

This session presented some recent
trends in conserving and present-
ing heritage sites, as well as some
important issues relating to the
benefits and trade-offs that come
with heritage tourism.

PRESENTER:

PROF. GEOFFREY WALL,
Associate Dean, Graduate Studies

and Research, Environmental Studies,
University of Waterloo

PRESENTER:

JEAN-MARIE GIRARDVILLE,
Président, 1’ Association des plus beaux
villages du Québec / Association of the

Most Beautiful Villages of Quebec
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Dr. Geoffrey Wall began by asking delegates
several questions, including what compromises
or trade-offs they were willing to make to pre-
serve built heritage, and “what balance between
built beritage and the local McDonald's is
acceptable?” He also asked if it must be sustain
able tourism versus sustainable development.
His answer was that tourism must be economi-
cally viable, ecologically sustainable and socio-
culturally appropriate.

He also questioned whether heritage—defined
as the contemporary use of the past—is a finite
resource or a renewable resource. While built
heritage is often lost without protection, he
said that “new’ heritage is being created all the
time as people assign value to il. “Every place
has a heritage and every person has a heritage,
excepl some places and some people’s heritage
are more marketable than others.”

A very broad perspective is needed because the
concepl of heritage tourisin includes not just
heritage attractions. but also accommodation,
transportation, interpretation, food services,
etc. Heritage attractions should be multi-
faceted just as heritage tourists are multi-
molivated. Studies show (hat some are very
highly commitied to heritage tourism, some
are merely interested, and for others, it is
incidental. One has to be careful about statis-
tics, such as saying 63% of the people support
heritage, because most of them might be in this
incidental category.

A “heritage commodification model” can
explain how heritage groups are becoming
involved in providing tourism commaodities.
Commodification means that people pay
money to have an experience which was previ-
ously free. This is what heritage groups should
want—mency to support their heritage. And it
doesn’t need to be a derogarory word.

Not all heritage resources could or should be
shared with tourists. Tourists don’t necessarily
wanl to experience everything anyway. After
seeing what kinds of heritage attributes one
has, that may bc of interest to tourists, those
attributes must then be hinked and assembled
with other resources such as transportation.

accommodation, food and beverages, so that
one has some kind of product to sell. One must
alse understand the markei. To become
invoived in heritage tourism requires much
more than the heritage resources themselves.

Heritage has been described as a “contested
domain” in which some things are highly
valued by some people, but are less valued by
others. The story to tell is therefore dependent
on whal is to be preserved and presented.

Usually, it is the stories of the winners thar get
teld; however, things are changing slowly. It
used to be the palaces and the cathedrals that
were supported as heritage buildings, now
we're seeing it democratized a little bit with
more interesting vernacular architecture being
included. Nonetheless. these are value choices.
They are not determined by scientific analysis,
but by individuals and group values and polit-
ical processes. As such, these values can
change.

Qur society is changing as different ethnic and
cultural groups immigrate here, and their pri-
orities and associations will he different. The
idea of what is heritage will also he different,
“You can only sell somehody’s heritage back
to them, you can’t sell them your heritage,”
said Dr. Wall, giving as an example his recent
experience of visiting museums in China.
Much of the museum information there is on
the Ming Dynasty or one of the dynasties and
that has little meaning for the western visitor.
But, interpretation by date, for instance 1560
or 1870, can elicit understanding. If an artefact
is dated to the time of the opium war, for
example, lhere is more meaning. We need to be
aware that somebody else’s heritage may not
be of that much interest to people who can’t
relate to it.

Authenticity itself can be problematic. There
was an authenticity before the structure was
even built because there was a piece of ground
there with plants on ir, so what period are you
going toc call authentic? Then there is the
authentic fagade with nothing behind it. What
is authentic? Who says 507 [s it authentic from
the point of view of the tourist, the heriage



buff, or the government? This means that who-
ever has the power to designate something as
authentic advantages some and disadvantages
others.

SUCCESSKUL HERITAGE
FROM A TOURISM
PERSPECTIVE

In order to evaluale success. clear goals and
objectives are a necessity. Heritage groups
should agree upon goals and objectives for
their sites, and then decide whether tourism
could help achieve them.

The market for heritage tourism is also highly
competitive: Canada is competing against the
Taj Mahal and the Great Wall of China and so
on. For many of our Canadian sites. the market
is not the internaticonal tourist. It will cosl a lot
more to convince somebody to come to our
site from Japan than it will to get somebody to
come from the regional market.

Even at an international destination like Niagara
Falls, about 65% of the market comes from Lhe
region. and the average length of stay is only
3.5 hours. So even for an internationally famous
tourism destiuation, it is still the regional mar-
kel that is important. Many local historic sites
could be used not just by tourists, but by local
people for recreation, meetings, or dinners that
would help create some communily support
for the heritage buildings. There is also com-
petition from “instant heritage places™ like the
Epcot Centre, and from reconstructed heritage
such as the Fortress of Louisbourg.

Tourists usually want Lo visit multiple alirac-
tions, vot just one, unless it is really special.
Sometimes a heritage site can be linked to
other types of attractions, such as a fair or
event. The more variety of attractions in the
area, the better the chance for tourism. One
must be cautioned against making heritage
sites “highly authentic but boring.” Dr. Wall
recommmended using animations or interactive
sessions to get people involved in deing things
during their visit. “As Lynne Perry said in the
lighthouse session. some people come for the

lighthouses, some come for the birding op-
portunity, and sore just for a picnic.” he
obsarved.

Ideally, a heritage site should be tn an atiractive
environment and have a supporting infrastruc-
ture. such as cafés. accommodations and
accessible roads. Dr. Wall had found that “to
make money out of tourism, you have (o get
people into bed. When touvists stay overnight
in the region, they are then spending money in
hotels, B&Bs, on breakfasts and so on. By
increasing the expenditures within a community,
Lhe site will receive a lot more political support
from thal community.”

But success has its own problems. One must
manage all these visitors and now the authentic
heritage site must have indoor toilets and park-
ing lots, and suddenly it’s not quite so authen-
lic anymore. If it becomes oo crowded, maybe
the experience will be diminished. More people
require more mainlenance. SO success in
tourism may solve some of one’s problems.
but not all of them, and it will create some new
ones as well. This means that whatever story
Lhe heritage sile needs to tell, il must be done
carefully as it will influence the clientele that
comes.

Also, it is important to build links with other
sinilar sites, such as has been done in the
Maritimes with its “necklace” of lighthouses,
and with other types of attractions in the area.
Many people like a little diversity in their
touring experience. Special events could be
one way to have people return for a second or
third time. Little has been heard about the
prospects of return elientele. “If you’'ve been
there once will you core back again? Or is
once enough? How do you get people to come
back?"

In conclusion, it is very important to know
what will be the benefits and trade-offs from
tourism. Those involved In heritage tourism
need to have clear goals and objectives, to be
reahstic about what tourisim can and can’t do,
and 1o take the time o understand the tourism
markets available.

It's not enough to just attract tourists, one must
consider ways of separating them from their
money. This needs to be done al the site,
whether it is by charging entrance fees or sell-
ing books or postcards or requiring a guide to
be hired. One must also consider ways for the
community to gel money [rom the tourists so
you have community support. It doesn’t just
happen because visilors arrive. One must have
a strategy for it. The offerings one has may
have integrity, may be authentic, but the scalz
(the size of the offering, how much time peo-
pte can spend Lhere, etc.), the location (ideally
it has to be near a tourist route) and the conlext
(the complementary atiractions and services}
are crucial if one’s very special heritage sites
are going to provide a very special experience
for tourists.

Jean-Marie Girardville, who has 20 yews’
experience with Tourism Quebec and is founder
of the Association ol the Most Beauriful
Villages of Quebec (I’ Association des plus
beaux villages du Québec), spoke about current
trends in heritage lourism.

First though, he described the various types of
heritage: human heritage (tradilional ways of
life}, architcctural heritage (historic or notj,
monuments, religious heritage, classified his-
toric siles, historic events (reconstructionsi,
heritage arts and crafts (traditicnal methods
and know-how]), heritage landscapes, industrial
herilage, heritage districts, etc. He said her-
itage is so diversified because it touches most
human activities. The clients for culturat and
heritage tourism are evolving as tourism itself

evolves.

Using information from a study carried out by
the Travel Industry Association of Anerica, bz
said rthat, berween 1996-2000, tbere was a 7%
increase in visits Lo historic sites and muse-
ums. This study showed that, in comparison
with other types of tourism, cultural visis
were longer (5.2 nights), more money was
spent (US $722), 60% of overnight stays werz
at commercial accommodations, the majority
of tourists were retired but still active. and they
were more educaled and wealthier. Hertage
tourists. it seems, travel out of scuson, notably
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23% in spring and 23% in autumn. This could
be of great interest for the tourism industry as
it would encourage enterprises to stay open in
the off-season.

The study also showed the cultural tourist
ravelled more in organized towrs (6% versus
3%). Their aetivilies were also quite diversi-
fied with 48% coming Lo shop, 28% Lo visit
natural parks, 21% for the fresh air, 7% to go
to the beach, 129 to visit theme parks, 9% for
the nightlife and 7% (o visil a casino. Culture,
he said, is not an exclusive element in tourism.

The study by Tourism Nova Scotia caine to the
same conclusions. However, it also found that
more women than men took cultural (ours
(45% in heritage tourism versus 36% in other
conventional tourism groups). In another study
by Créatec/Dept. of Canadian Heritage, 31%
of Canadians claimed to be passionale about
Canadian herilage, 42% grateful for it, 16%
intellectually curious about it and 11% indif-
ferent to it. Percentages in the [irst two cate-
gories were lower in Quebec and a little lower
still in British Columbia, probably because
they are more interested in their own provin-
cial heritage.

There are solid trends and opportunities in her-
itage tourism. However, to move with the
times on Lourism and socio-eultural rends, the
industry must be aware that culiural tourists
are;

more intelligent (they want to understand,
Iearn and participate);
more convivial {they want more anina-

£7

tions, new technologies; they want to be
entertained);

I more interested in personalized individual
experiences (for example, the genealogy
theme is a curvent favourite);

& taking more visits and staving longer, espe-
cially on their annual vacations.

The travels of cullural Llourists are more
planned oul because of political instability,
economic fluctnations and climate ehanges.

There is also a definite socio-cultural mend
towards an aging population that favours
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re(urning to its roots, to the countryside, to jts
religion. Because these pecple have more lime
to travel, their activities are slower, less active.
Therefore. they prefer fresh air and cultural
heritage destinations.

An American study has examined the authen-
tieity of tourisin. It showed that increasing
numbers of tourists were looking tor the more
exotic and original experience and places with
cultural differences. This tendency could be
due to the effects of globalization: a world of
increasing uniformity and superficiatity. The
research also showed that lourists waut to see
respect given to the environment and to local
populations. such as that found in Ecotours.

Regrettably, a number of threats weigh on her-
itage tourisni: the shopping culture, the quality
of the landseape, the place occupied by culture,
imitation herilage and other elements. The
shopping culture can be harmful to certain her-
itage areas, particularly in the historic districts
of the larger cities like Québec Cily, As the
number of lourists visiting the area increases,
the number of local residents diminishes. This
is part of the life cycle of tourism.

Further, there is a temptalion to sacrifice her-
itage sites for economic development at the
mnnicipal and provincial levels—be it for
industrial investment or comunercial establish-
ments or shopping centres. The commercial-
ization of culture and heritage reflects a dis-
dain for certain cultural interventions. In this
sense—the disappearance of our cultural
roots—one must strongly resist the globaliza-
tion of the economy.

The quality of the landscope is one of the
prime tourist attractions. Il is also an important
element in heritage tourism; people are inter-
ested in natural and cultural lustory. The degra-
dation of tbe landscape, including heritage
buildings, has diminished iuv many areas over
the years, as a result of the work of organiza-
tions such as the Heritage Canada Foundation.
and programs such as Main Street.

The landscape is a collective crealion that
should be enjoyed by all—local residenis and

visitors alike. Its preservation is therefore a
collective responsibility. The cultural land-
scape is part of the environment and is affected
by chemical pollutants, air and water pollu-
tants and visual pellutants. It is right o con-
sider the cultural landscape as a major part of
our heritage tourism. Those who want the
landscape simply for themselves are thieves
hecause they are stealing the landscape from
the collective and they alse bharm heritage
tourism.

Culture is uot a political pricrity for the govem-
ment {e.g. only 1% of Quebec’s budget). This is
unlikely to change until culture has an econoimn-
ic importance. That's why we are starting to talk
about a cultural industry, and herilage must
follow the same road in order for it to become a
priority.

A study by the Department of Canadian
Heritage indicated that Canadians are morc
preoccupied with natural heritage than cultural
heritage. Finalty, the declining numbers of
people practicing religion threatens the finan-
cial support of religious heritage buildings.
The religious buildings are less well main-
tained and therefore less [frequently used.
However, Quebec now has a government pro-
gram fo hejp support religious buildings.

The fourth threat to cultural tourism is imita-
tion heritage. The reconstructed Acadian
Village and Upper Canada Village are subsu-
tions. While they permit the re-creation of
the milieu, they are not authentic. “Why travel
the world when you can experience a cartoon”
version on foot at the Epcot Centre or Las
Vegas?" asked M. Girardville.

Increasing the success of heritage tourism
might involve integrating non-cnltural activi-
ties into existing heritage tours. Some sugges-
tions are as follows:

® Remove tours of churches or mills thar are
too repetitive or specialized.

m Offer authentic heritage as a lure within a
larger generalized tour.

= Make heritage lively and vibrant by using
animalion, new lechnologies, sound and



lights, and dramatic historic re-enactments.

Use marketing strategies to position a her-

itage site for its uniqueness.

@ Explore the possibility of tourist apprentice-
ships to provide a cultural immersion.

@ Develop or use a label of quality (e.z.
Qualité-Québec tourism program, Associa-
tion des plus beaux villages du Québec) and
work to position the product.

Control the support capacity—put a quota
on hotel development and vehicles, and
market Lo select groups.

Develop a code of ethics to promote respect
towards tourists.

i Create a network of distribution and promo-
fion,

[

Use school visiting prograns to develop an
interest in heritage.

The Association of the Most Beautiful Villages
of Quebec was founded by Mr. Girardville in
1997. He suggested that the concept. which
already existed in France, could be used in
other Canadian provinecs and in the United
States, especially in New England where there
are mary beautitu] villages.

The association is a network of rural munici-
palities—each encompassing one or several
villages or harmlets withiu Quebec—which
have prescrved their geographic, historic and
culhwral characteristics, and display authentic
natural, human and architectural heritage in an
exceptional landscape.

Its three objectives are: to preserve and
enhance the value of the architectural and
historical heritage, as well as the quality of the
landscape: Lo instill a sense of pride and
belongimg among the citizens of the member
villages: and to promote the nelwork within
the tourist industry.

The villages are sclected according to three
main criteria. First is the quality of the site, its
beauty or originality. Second is the architectural
quality, authenticity and infill elements within
the village (on private or public property). The
third criteria is the quality of the local beaches.

The 29 villages in nine tourist regions were
chosen for their heart and soul, in short, for
lheir authenticity. They are mainly situated
along the primary tourist routes of Quebec and
border the lakes and rivers, particularly Lhe
St. Lawrence. Some members of the associa-
Knowlton, Standbridge East,
Frelighsburg, WVerchéres, Lotbiniére, and

tion are
Kamouraska.

The many small villages and their residents
constitute an invaluable assel. Local business-
es strive to preserve smaller, more ap-
proachable operations, allowing tourists to
learn more about local life and 'history.
Supportiug artisans, arlists, farmers and other
local businesses not only ensures the survival
of traditional village life, but also the authen-
licity of producls. The villages offer a wide
range of inns, bed and breakfasts, and farm
stay accommodations that allow tourists to
spend lime with the townspeople. The villages
are ideal for visiting on foot or by bicycle.

The villages, however, face many challenges:
municipalilies that lack a sense of heritage;
few financial resources, resulting in beritage
not being a prionty; and the temptation of
commercial or industrial development thal
generates taxes but destroys heritage. How-
ever, heritage remains economiczlly viabic
because of its impacl on tourists.

More infonination can be found at: http:/fwww.
beauxvillages.qc.calanglaisfaccueil_a.html

DISCUSSION/QUESTIONS

Paul Schurman (P.E.I. Governor, Heritage
Canada Foundation Board) said, in summary,
that *no matler what business we are involved
in—historic or heritage tourism or others—
new trends and issues surface. and one musi
address the issues and possibly adopt the new
trends 1o survive. Your messages, facts and fig-
ures itlustrate the need for a balance between
heritage tourism and the general community
and, indeed, the public and private sector. [
think we all agree thas you have given us food
for thought.”
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MINISTER

?

S LUNCHEON

THE HON. RODNEY
MACDONALD

Minister of Tourism and Culture,

Province of Nova Scotia, delivered the follow-
ing address:

Welcome to Nova Seolia. 1 am pleased to host
loday’s luncbeon for this important confer-
ence. Here in Nova Scotia we are blessed with
amazing natural coastline. rivers and streams,
highlands and woodlands. We are snrronnded
with cultural landscapes thar remain much as
they have been [or hundreds of years. We can
walk along streets in small, rural communities,
or here in a national ¢ity and find authentic
built hentage of stone, wood, and brick.

In Nova Scolia, you can find heritage and cul-
tural resources that have remained virtually
unscarred by ume and populalion. As a major
tourist destination we have a unique opportu-
nity. An opportunity to continue developing a
thriving economy based on our hentage and
cultural resources, while maintaining the
authentic Nova Scotian way. An opportunity,
at the same time, to preserve our irreplace-
able heritage resources, including our built
heritage.

Today, I'd like o share with you some ol our
Journey since this deparlment was formed, and
give you some highlights of our efforts to
ensure we remain good stewards of Nova
Scotia’s rich natural and cultural history.
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[ also want to outline our department’s new
principles of heritage and cultural tourism.
Principtes that will snpport the preservation of
natural and cultural history, and heritage
properties throughout Nova Scotia. Principles
that we have developed to (ake advantage of
Nova Scotia’s strong. tourisin-based economy
and actively support the preservation of our
heritage and cultural rescurces.

The Department of Tourism and Cnltnre was
formed in 1999 and we have had combined
responsibilities for tourism, culture and heritage.
This, 1 believe. underscores our slrong link
between tourism and heritage. including buift
heritage.

The Heritage Division of our department
includes the Nova Scotia Museum, its 26 asso-
ciared sites, and the provincial collection of
200 plus buildings and 800,000 arlefacts and
specimens. The Division partners with people,
organizations, communities and govermments
to develop many of cur heritage initiatives.

Examples include efforts to preserve the Gaelic
language and culture, the Afrvican-Canadian
story in Nova Scotia, and the rich heritage of
the Mi'kmag.

The Division includes several programs at the
heart of which is the effective stewardship of
our heritage resources. The Community Mu-
seums Assistance Program offers support to 67
museums across the provinee.

The Strategic Development lnitiative encour-
ages sustainable heritage-related cndeavours
that forge a strong link between the initiators
of heritage projects and their communities. We
have doubled cur investment in the Initiative
this year.

We have a Special Places Protection Program
that oversees the province’s archaeology
program, as well as Nova Scotia’s designated
special places.

For more than (wo decades, the Heritage
Property Program has identified, preserved,
and encouraged the continued use of built

heritage in Nova Scotia. Two hundred and
fifty-four heritage properties are recognized,
designated and protected from significant
alteralion or demolition.

Through this program, our department has
been involved for the past few years in the
development phase of The Canadian Register
of Historic Places, which Mr. Frood spoke to
you aboul in his session earlier today. We will
continue our commitment to this program
dudng its implementation phase.

As you have heard throughout this conference,
heritage lourism is paining increasing artention.
All those who take part in heritage tourism
mnst work with the same understanding of the
importance of sharing our rich heritage and
cultural resources in the context of tourism,

Here is the crux of the matter. Ii is essential for
botl the long-term futuce of our heritage and
culture resources, and the continued economic
prosperity of the provincial tourism industry,
thal these resources are preserved, managed
carefully, and nurtured as a legacy for the
future.

At the same time, it is essential to provide oppor-
tunities for the appropriate use and enjoyment of
these resources by offedng high-quality and
authentic heritage and cultural experiences to
today’s well-educated, discerning traveller.

To this end, cultural tourism is ahout marketing
culture to visitors. The concepts of packaging,
partnership, marketing, and collaboration to
create cultural opportunities are crucial to
creating a cultural tourism destination.

Qut of these basic beliefs, we have developed
Heritage and Cultural
Principles. These principles reflect the content

several Tourism
and spirit of several international charters,
documents, and the Nova Scotia Tourism
Strategy.

The first principle is one of Celebration. Our
natural and culrural heritage provide valuable
opportunities for appreciation, interpretation,
education. enrichment and celebration of who



we are, and a sharing of our experiences for the
benefit of everyone.

Next are the principles of Integrity and
Quality. Aclivities and programs which make
use of heritage and cultural resources, inclug-
ing commercial activities, must incorporate
coneepts of preservation and quality. Heritage
and cultural resources must be designed, man-
aged and governed, both to maximize the ben-
efits of their use and to ensure their long-term
existence. In addition, the heritage resource
must be presented in such a way that the visi-
tor's experiences are high-quality, have
integrity and are appropriatc.

As well, it is essential that heritage and cultur-
al tourism is a product of Interdependence and
Partuership. The shared role of government,
industry, businesses, communities and other
stakeholders must be recognized and under-
stood. We must work together to successfully
use and present the resource for tourism pur-
poses, winie properly caring for, prescrving,
and appropriately celebrating our heritage and
culture,

Next, it is vital that our initiatives are sustain-
able. Heritage and cultural attractions and pro-
grams rnust incorporaie tourism and €conomic
viability objectives inlo planning, management
and operations. These objectives should
include creating opportunities for revenue gen-
eration, meeting the needs of visitors. effective
marketing, securing financial and appropriate
human resources, and encouraging capital re-
investment to maintain quality and economic
SUCCCSS.

Initiatives must be well managed and syner-
gelic, To derive the maximum benefits from
the use of heritage and culturai resources for
tourism purposes, the activities and programs
must be well managed and co-operative. The
relationship between heritage, culture and
(ourism is dynamic and should be managed for
future gengrations.

Anolher principle is that of Knowledgeable
Development. The heritage and cullure sectors
must be dynamic and responsive o market

trends and changes in visitor expectations. We
have to continually develop new, quality
tourism products. programs, and experiences
that appeal to today’s well-travelled discrimi-
nating visitors.

And, there must be appropriale measures for
progress and success. Staff, industry and com-
munities must research and monitor heritage
tourism programs and activilies to determine
visitor satisfaction and the degree of economie
success, along with their impact on rhe integri-
ty of our heritage resources.

How will those involved in heritage, culture
and tourism activities apply these principles?
They should ensure we are all working together.
They should make sure the financial benefits
derived from tourisin will improve the quality
of life in our communities. They should ensure
there is an effective systen iu place to protect
the integrity and diversity of our culture and
heritage, and Lo identify and address needs (or
new strategies and products. They should
make sure stakeholders are included in planning,
developing and delivering presentations and
products. Everyone should be involved in
establishing goals, strategies, policies and pro-
tocols.

[ am confident that as we continuc 1o work
toward deweloping a vibrani program of her-
itage and culrural tourisin initiatives with our
community partners, we will be able to enjoy
as much of Nova Scotia’s heritage and cultur-
al resources as we do today.
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