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KEY THEMES 
ÅNational and regional branding, marketing and 

development (top-down) must be supported by local 
content (bottom-up) 
ÅInteractive tourists require interactive communities ς

WILL STRUGGLE TO INCREASE YIELD WITHOUT THIS  
Å[ƻŎŀƭ ǎǘƻǊƛŜǎ ϧ ƪƴƻǿƭŜŘƎŜ ŜƴƘŀƴŎŜ ΨǎŜƴǎŜ ƻŦ ǇƭŀŎŜΩΣ 

competitiveness and yield 
ÅICT can help create more sustainable tourism 

outcomes ς but must be integrated into broader 
strategy. 
ÅBusiness can enhance profit through closer 

interaction with surrounding community ς the profit 
motive meshes with CED. 
 
 



Cases 

1. The Inuit of Baffin Island, Nunavut 

 

2. Eua, Tonga 

 

3. Niue 

 

4. Tuvalu 

 

5. East Cape, NZ 

 

6. Western Southland, NZ 

 

 





BAFFIN CONTEXT 

IƛǎǘƻǊȅ ƻŦ ƴŀǘǳǊŀƭ ǊŜǎƻǳǊŎŜ ŜȄǘǊŀŎǘƛƻƴ ϧ ΨōƻƻƳ- 
 ōǳǎǘΩ 

Nomadic hunting  >>> village economy 

Increasing role of government 

Nunavut settlement 

Natural resource extraction in decline and a 
growing focus on ecotourism 

 
 









Tourist Characteristics  

 

Å 50% HI > $60,000,  

   25% >100,000 

Å 65% university graduates 

Å Ontario, N.E. USA, Quebec 

 

Key Motivation to Travel (top 5) 

1. Environment and scenery 

2. Wilderness 

3. Hiking/camping 

4. Inuit people & culture (p-2nd) 

5. Wildlife  

 

Å Satisfied: friendliness, attractions, quality of arts & crafts 

 

Å Dissatisfied: cost of accommodation and food, availability 

of cultural interaction and a & c. 



Economic Issues 
 

INUIT ATTITUDES  
 

Response (%)                  1     2     3    4 

  

General Support      92  98 95 85 

Economic Benefits  93 88 63   

  
1. Clyde   2. Pond Inlet  3. Cape Dorset   4. Pangnirtung 



Cultural Issues 
 

INUIT ATTITUDES  

 (% of adult residents surveyed) 
 

Response                          1       2      3     

  

Cultural Benefits  72 38 7  

Perceived Costs  29   37   39 

  
1. Clyde River   2. Pond Inlet  3. Cape Dorset 

 

Q. What should tourists see/learn about? 

>Inuit culture/Land wildlife/ visit & meet 

Inuit   

Å want tourists who will accept local 

norms. 

Å some concern over tourism's potential I

 mpact on hunting practices (dogs!) 
 



NUNAVUT AND TOURISM 

Å limited monetary benefit and few links to 

 food/A&C 

Å lack of opportunities for cross cultural  

 understanding 

Å tourists donôt know enough before they 

 arrive (packages best) causing some 

 tensions around hunting 

Å greater control needed 

 

 





















Nunavut tourism 
ÅHas grown and been sustained to become a 

significant part of the local economy  

ÅHas been a tool to help maintain cultural 
heritage and encourage the development of 
ΨŎƻǳƴǘǊȅ ŦƻƻŘΩ 

ÅHas led to improved levels of cooperation 
within/between community 

ÅSignificant increase in yield and community 
engagement 

ÅGrowing skills transfer ς tourism build 
awareness of technology 





Key themes 
ÅThe global ς local nexus of tourism marketing and 
ŘŜǾŜƭƻǇƳŜƴǘ ƛƴ tŀŎƛŦƛŎ {L5{ ΨŘŜǇŜƴŘŜƴŎȅΩ 
ÅICT and tourism linkages ς food, culture, everyday 

life (Tonga) 
ÅICT and tourism research/decision support ς 

towards low cost barometers that encourage 
industry collaboration (Niue) 
ÅICT, climate change and tourism - a way forward? 

(Tuvalu) 
Å¢ƘŜ ŘƛƎƛǘŀƭ ŘƛǾƛŘŜΧΦΦ 

 





 





Key areas for economic linkage: 
 

Local food (supply, cuisine, experience) 
 

Local handicrafts (supply, purchase,  
 experience) 

 
Local cultural experiences (village feasts, 

 dancing, everyday life) 
 

Ψtwh-thhwΩ ¢h¦wL{aΩ ΚΚ 



ά¸ƻǳǊ ŜǾŜǊȅŘŀȅ ƭƛŦŜ ƛǎ ǘƘŜ ǾƛǎƛǘƻǊ 
ŜȄǇŜǊƛŜƴŎŜέ 



Current 
Linkage 
 

Consistency Quality 
 

Range Potential 

Tongatapu  6 6 8 7  High 

±ŀǾŀΩǳ  5 5 8 5 Medium 

IŀΩŀǇŀƛ  3 3 6 3 Low 

ΨEua  5 3 7 3 Medium 

FOOD & TOURISM 

Cuisine ς local food for tourist tastes ς 3 
Participation/viewing of food preparation ς 3 



Food: Issues and Constraints 

 

 - access to fish stocks 

 - range and seasonality of produce (fruit & vege) 

 - grower focus (big vs small, export vs. local) 

 - local needs (pigs) 

 - cross-sectoral communication 

 - cuisine & taste 

 - tourist awareness and marketing 



A way forward? 

ÅΨ.ŀŎƪ ȅŀǊŘΩ ŦŀǊƳƛƴƎΣ ǎƳŀƭƭ ƴŜǘǿƻǊƪŜŘ ƎǊƻǿŜǊǎ 

ÅLinks to youth and women 

ÅImproved understanding between sectors 

ÅFood and sense of place 

ÅOrganics 

ÅSouvenirs 

ÅCuisine ς adding value 

 



 



 



CULTURAL EXPERIENCE 

 Current 
Linkage 

Resource 
 

Availabilty Interact 
(Village life) 

Potential 

Tongatapu 4 7 5 3 High 

±ŀǾŀΩǳ 4 7 5 4 High 

IŀΩŀǇŀƛ 3 8 3 4 High 

ΨEua 7 9 7 7 High 



Cultural Experience:  
Issues and Constraints 

 - range and type of experiences (staged vs. 
 !ǳǘƘŜƴǘƛŎΣ ΨtƻƭȅƴŜǎƛŀƴΩ Ǿǎ ¢ƻƴƎŀƴύ 

 - access to experiences 

 - coordination of experiences 

 - community awareness 

 - tourist awareness and marketing 

 - broader environmental factors 



A way forward? 

ÅNew ideas/traditional skills development 

ÅBuilding tour guide capacity & experience 

ÅStories and communication of culture ς youth 
ambassadors 

ÅEveryday life as visitor experience 

ÅVisitor awareness and marketing 

ÅΨ²Ƙŀǘǎ ƻƴΩ ƛƴ ¢ƻƴƎŀǘŀǇǳΣ ±ŀǾŀΩǳΣ IŀΩŀǇŀƛ 

ÅΨ{ƭƻǿ ǘƻǳǊƛǎƳΩ όōƛƪŜǎΧύ 

 

 



BEFORE THE VISITOR ARRIVES 

ÅThe internet dominates visitor decision 
making 

ÅAgents and wholesalers are less important 

ÅPre-planning is vital ς multi island stops 
necessitate prior organisation 
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SUMMARY 

ÅCurrent linkages are not strong but have 
potential to be developed 

ÅConstrained by current marketing focus and 
content  

ÅConstrained by local factors and coordination 
between sectors (supply  <-> demand) 

ÅAnswers lie in both global and local initiatives 

















 



 



Sources of Information Mean 

Internet 4.6 

Word of mouth 3.8 

Prior personal knowledge  3.7 

Travel books/guides 3.5 

Travel agent  2.6 

Television 2.1 

Auckland's Pasifika Festival 1.7 



Importance of Internet for travel planning 



More local food? 



Interest in Village Feast? 



Interest in seeing HCs produced? 



 

The case of Tuvalu 























 


