TOURISM LABOUR MARKET RESEARCH PROJECT

The Project

throughout the Vancouver
Island region. The Visitor
Survey component of the
project was designed to
sample Visitors to the
regions through four
seasons commencing in
the Fall of 2002.

Alert Bay Native Dancers

Jand Region

In order to make informed decisions about tourism, it is
important to understand the profile of visitors to your region.
This summary provides a profile of visitors to the North Island
region during the 2002-2003 year. The data was obtained from
the Tourism Labour Market Research Project initiated by
Tourism Vancouver Island and Malaspina University-College.
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Tourism Vancouver Island
recognizes seven distinct
marketing regions within the
Vancouver Island Region. A field
research team was assembled
from 6 of the Regions to conduct
visitor surveys. Each researcher
was provided with a sampling
plan that identified various
locations within the region where
approvals had been obtained to
conduct visitor intercepts. Within
each region sampling locations
were chosen to be representative
of the various sectors of the
tourism industry identified
including;

® accommodation,

® transportation,

e travel information centers,

® outdoor recreation and sport,

® attractions, including festivals
and events, and

® arts and culture

The field researchers
intercepted visitors randomly at
various sampling locations. The
visitors were asked if they would
consent to participate in the study
by completing the survey
instrument. Visitors that agreed
were asked to sign a consent form

Results of North Island Region Visitors

Accommodations

Figure 1. Visitors were
asked to indicate which
forms of accommodation
they would be using during
their time on Vancouver
Island.

* Multiply accommodations can
be used therefore percent does
not equal 100%

B and B nights
Campground nights
Resort nights

Hotel/Motel nights

Friends and Family

Figure 1. Accommodation Statistics

Hostel nights 879
84%
82%
76%
76%

Boat nights

Day trippers
Other nights
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Percent
Trip Purpose

gure 2. When asked what the
rpose of their visit was, 71% of
sitors to North Vancouver Island
gion indicated that their trip was
r leisure purposes.

Visitor Profile - North Island Region

indicating that they were
completing the survey on a
voluntary basis.

Researchers forwarded the
completed surveys to the project
office on a weekly basis where
they were kept secure and
confidential.

The data was entered into an excel
spreadsheet by an outside
contractor (Express Data Ltd.)
utilizing a double-entry system
and the resulting file was
forwarded to Malaspina
University-College for transfer
into SPSS and subsequent analysis.

Figure 2. Purpose of Trip
Combined Personal
work and 2o
pleasure Business or
6% work
22%
Leisure

7%
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Figure 3. Rental vehicle 8%
Types of
Transportation Transportation Personal vehicle
Used
Figure 3. Visitors were asked to indi- Friend or family vehicle
Ca.te What type(s) Of tranSportation Taxi or shuttle service
they used to travel while on Vancou- Boat
ver Island or the Gulf Islands.
RV or Vehicle & Camper
- . .
Multiple forms of transportation can be Goach or bus
used therefore percent does not equal
100% Other
Kayak or Canoe
Bicycle
Hgure 4. Activities Participated In Motorbike
Train
Wildlife view ing ‘ ‘
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Activities
Salt w ater fishing
Kayaking or canoeing
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Fresh w ater fishing
Sailing
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Climbing [l 3%

Snow boarding 2%
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Caving [l 2%

Surfing ] 2%
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Figure 5. Tourism Attractions

Parks 42%

Local Shops and Artisans
Beaches

Museums

Shopping Malls

Historic Sites

Art Galleries

40%
39%

Attractions

Figure 5. Visitors to the North
Island region were asked to indi-
cated which tourism attraction
members of their group visited or
planned to visit during their stay.

First Nations Events

Gardens

Festivals or Special Events
Farms, Country Markets

Spa

Playgrounds and Water Parks
Education Centres

Wineries
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Scenic Beauty

Overall Atmosphere of area
Friendliness of People
Safety

Outdoor Rec Opportunities
Good Value for Money
Quality Accomodation
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Quality restaurants
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Spending

Figure 1. To gather data on group Figure 7. Group Spending

spending, visitors were asked
approximately how much money their

20 18%1796
group spent the day before in Canadian 14% oo
Dollars (including accommodations, 15 =70 9% 9%
transportation, entertainment, food, and Percent 10 6% 6%
shopping). 5 - 4% 3% 296 29
Average daily spending in the North

Island Region = $259.50

Amount

Figure 9. Sources of Information for Planning
Figure 8. Trip Planning

Internet 49%
More than Spur of
six months the Friends and relatives 7%
18%
Moment Previous Experience
7% .
Business Contacts
Betw een
one to six Up to one Travel Agent
months w eek Visitor Guide
39% 12%
Betw een Accomodation Guide
one w eek Travel Brochure on BC Ferry
and one
Other Info centre
month

Travel Brochure on Other Ferry
Travel Info centre in ow n hometow n

Other Regional Tourism Guide

Magazine 4%
New spaper 39

Tourism BC info number [l 2%

Travel Show [ 1%

*Multiple sources can be used therefore percent
does not equal 100%. 0% 10% 20% 30% 40% 50% 60%

Percent used
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Age of Visitors

Figure 11. The age of visitors in each group of
visitors is illustrated by this graph. 66% of each
group had an individual between the ages of 41 and
60 years old.

Figure 11. Age Categories in Each Group
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21-30

31-40

27%
41 -50 33%
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Age
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International
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26%
Canada
18%

Figure 12. Location of Residence by Region

-
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Figure 10. Evaluating Trip Aspects
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Residence

Figure 12. Visitors were asked to
indicate where they lived. This
data was then grouped into
regions.



Figure 13. Annual Household Income

27%

30%
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20%
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$20,000 39,999 59,999

$60,000 - $80,000- $100,000
79,999 99,999 and over

Household Income

Figure 13. Categories of income ranges were shown
to visitors, and they were asked to identify which
range their annual household income before taxes

was.

Conclusion

The overall results of the project
are that:

e Demand for a variety of
tourism products exists
throughout the entire
Vancouver Island Region.

® Regional visitation is
generating significant
economic returns for a variety
of tourism related businesses.

¢ Demand for emerging sectors
of the tourism industry is
evident.
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This information can be used to

help grow and sustain the tourism

labour market on Vancouver
Island by:

Profile created by Lea Thuot, July 2007

Providing local, current
information for business plan
and marketing plan
development.

By providing support and
information to existing
tourism organizations to help
attract increased visitation
thereby creating additional
employment opportunities.

A Partnership
Between

Regional Profiles are available for the seven
regions of Vancouver Island.

Hiking near Mt.Cain

Tourism
Vancouver
Island



