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Background

Aboriginal cultural tourism is recognized as the fasting growing tourism sector
worldwide and is outperforming overall tourism growth by as much as 3% per year.
This presents a unique opportunity for visitors to Vancouver to experience authentic
Aboriginal cultural tourism and for the Aboriginal Tourism Association of British
Columbia (AtBC) to capitalize on the business implications of this. There is no other
Aboriginal cultural tourism product in the heart of the Vancouver tourism district
that is of the magnitude of the Klahowya Village in Stanley Park (Klahowya Village).
Stanley Park is one of the premiere destinations for visitors coming to Vancouver,
with over seven million people entering the park throughout July and August. This
presents a strategic benefit for the Klahowya Village because its target market is
already at its doorstep. Tourism destinations such as Grouse Mountain and the
Capilano Suspension Bridge spend millions of dollars in advertising to try and draw
people to their location. The Klahowya Village simply needs to divert visitors who
are already in the park. The strategic marketing plan for the Klahowya Village is
largely focused on converting visitors that are already in Stanley Park into visitors
for the Klahowya Village. This will mainly be achieved through direct marketing
initiatives coupled with more traditional marketing media.
The Klahowya Village creates a tremendous opportunity for AtBC to showcase an
authentic Aboriginal cultural tourism experience in the heart of Vancouver. At the
same time, it plans to market its individual Stakeholders to those visitors that will
leave Vancouver to visit other parts of the province.
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Overview of the 2010
Klahowya Village Pilot Project
The Klahowya Village in Stanley Park (Klahowya Village) was an event strategy which
created a cohesive, branded, and viable visitor experience. It merged traditional
artisan village elements with contemporary Aboriginal experiences and authentic
art, culture, and traditions, and was an interactive, engaging, sensory experience for
all visitors—regardless of demographic.
The Klahowya Village is located within the traditional and shared territories of the
Musqueam, Squamish and Tsleil-Waututh First Nations. With the support of all three
Nations, AtBC was honoured to host the Klahowya Village in partnership with the
Vancouver Parks Board.
Utilizing existing pathways and open areas, visitors were able to experience and
engage in a variety of entertainment and cultural attractions, either on a guided
tour or through individual discovery. The attraction, except the miniature train ride,
was free of charge. The Klahowya Village attracted approximately 162,000 visitors
during its 74 days of summer operation.
The Klahowya Village and the minature train pride rovided unique media and
business opportunities to raise the profile of AtBC and its Stakeholders. The
Aboriginal experience was appealing to both domestic and international media and
visitors, as it provided unique stories, visuals, and experiences that are not readily
available in the downtown core of Vancouver.
The Klahowya Village supported AtBC’s mission to provide training, awareness,
product development and marketing to support a sustainable authentic Aboriginal
cultural tourism industry in British Columbia while contributing to cultural
preservation and economic development. It also supported the organization’s
vision of a prosperous and respectful Aboriginal cultural tourism industry sharing
authentic products that exceed visitor expectations.

Concept Components and Results
The Klahowya Village had set an operational goal to drive 120,000 visitors through
the site. However, it surpassed this with a final tally of approximately 162,000
visitors. The pilot project operated from July 1 through September 12, 2010, for
a total of 74 days and the daily visitor attendance averaged 2,189 (based on total
attendance of 162,000).
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The following graph illustrates the daily visitation count to the Klahowya Village:
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Programming and Design Elements
The Klahowya Village programming included a themed miniature train experience,
cultural dance performances, Aboriginal cuisine, plus many family activities. Overall,
AtBC established a first class tourist destination for those who wanted to experience
authentic Aboriginal culture in an exceptionally well positioned location—Stanley
Park. The experience has positioned the Klahowya Village for a full launch in 2011,
with adjustments to be made based on lessons learned and post-operational
research.
The key attractions and elements of the Klahowya Village in 2010 included the
following:
Two Longhouse-Style Entrances: From the parking lot, visitors passed through a
doorway set in a stylized two-headed eagle. The Lumberman’s Arch entrance was
located near where the train tickets were purchased. Both entrances displayed the
welcoming hands of AtBC.
40-Foot Tepee: This traditionally-shaped structure featured two wide entrances for
visitors to walk through. The inside was used to display Aboriginal stories and as a
place for vendors to showcase their products.
Traditional Canoe Carving Area: A 20-foot long canoe was carved in the
traditional Coast Salish design.
Lagoon Stage and Amphitheatre Seating Area: The lagoon stage had a longhouse
backdrop and a small roof, and was the centrepiece for three daily cultural
performances. Due to the popularity of the performances, additional seating was
added to what was already in place.
Artisan Village: The Artisan Village had live cultural demonstrations and retail
kiosks. The Klahowya Village created a venue where all products were designed,
manufactured, and sold by Aboriginal people, guaranteeing that visitors took home
an authentic product. There were also other presentation tables scattered around
the Klahowya Village on which various artisans could display their wares for sale
during the day.
Totem and Sculpture Park: The sculpture park included a 14-foot long kiosk that
was used as a carving studio for the raven statue that remains on display in the
pond area.
Storytelling Circle: This area was designated for selected storytellers to share
Aboriginal stories and legends. Due to popular demand, AtBC programmed daily
storytelling and expanded the seating area to include split-cedar benches.
Spirit Stone Pathway: This area was a series of flat stones laid beside an
existing path on the site. The stones had totemic figures sandblasted into them,
reminiscent of traditional petroglyphs. Signage beside each stone told visitors which
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spiritual qualities each figure stood for so they could determine which totem best
represented their own characteristics. They could then have one of the on-site
artists produce an appropriate memento in wood or precious metal.
Stakeholder Promotion: There were two large-screen monitors set up in the
Klahowya Village and AtBC videos and images were displayed in the rotation of
information. A large map of BC was displayed to highlight all of AtBC’s market-ready
Stakeholders.
Authentic Food and Beverage Offerings: The Feast House offered cuisine that
reflected true Aboriginal culture. Visitors chose from a variety of Aboriginal menu
selections, such as BBQ salmon, bannock, and Indian tacos.
Special Day and Evening Events: AtBC hosted two receptions that targeted key
media and corporate partners. One was a breakfast event with Vancouver AM and
the other was an evening dinner and dance fund-raiser for Industry Council of
Aboriginal Business. Both were successful.
Klahowya Train Experience: The 13 minute Aboriginal-themed train ride was
designed for adults and children of all ages. A custom Aboriginal-inspired audio
track was played through the existing sound system on up to three Klahowya trains
per day. The train experience featured “spirit catcher” areas with 12 totemic animals:
salmon, bear, eagle, frog, hummingbird, sea gull, beaver, whale, wolf, raven, coyote
and turtle.
The original projection for train ridership was 60,000 tickets. However, actual
ridership was 37,458, which was under projection. Daily average train ridership was
506 (based on total actual ridership).
It is important to note that although the train ridership did not meet AtBC’s stated performance
indicator of 60,000, the actual train revenues realized during this time period were more than
double the same time period from the previous year for the Vancouver Parks Board.

Cultural Entertainment and Activities: The Klahowya Village provided daily
scheduled cultural performances and activities at no charge to the visitor. Over
$145,000 was spent on Aboriginal entertainers and performers from all over BC.
These performances were an essential piece to making the Klahowya Village a
success. In addition, AtBC ensured that each of the three Host First Nations had the
opportunity to showcase their performers as a means of honouring protocol within
the shared territories.

Aboriginal Tourism Association of British Columbia

Klahowya Village in Stanley Park

7

O U R S T O R Y. Y O U R E X P

The 2010 AtBC Brand Promise
AtBC used its corporate brand “Our Story. Your Experience.” to provide corporate
identification to the Klahowya Village. AtBC branding was used throughout the
village and on all marketing materials and collateral. The following AtBC branding
and signage was utilized to enhance the visitor experience:
»»Four guest service signs, approximately 2½ x 6ft.
»»11 feature attraction interpretive panels (including Elders’ area), approximately 2
x 2ft.
»»12 Spirit Stone Pathway interpretive signs, approximately 1½ x 1½ft.
»»16 wayfinding signs within Klahowya Village, approximately 1 x 6ft.
»»Five wayfinding signs within Stanley Park, outside the Village
»»Nine AtBC-branded information signs at both entrances, stage, train, and ticket
booth
»»12 animal representations at the Story Circle 1 x 1ft.
»»Banner wrap stage enhancement, approximately 19 x 2ft.
»»Train ticket booth themed with Klahowya/AtBC signage
»»Train station fence wrap with Klahowya/AtBC signage 70 x 3ft.
The branding of the Klahowya Village, as an integral part of AtBC, is an important
marketing strategy that will be carried forward into 2011 and beyond.
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2011 Klahowya Village Strategy
Enjoy the Spirit of Klahowya Village during the Summer of 2011!
Having proven the viability of the concept during the 74 days of summer operation
in 2010, AtBC is proposing to formalize the the Klahowya Village in Stanley Park
(Klahowya Village) pilot project. With over 162,000 people visiting the site, visitor
interest in the Klahowya Village as a cultural tourism product was clearly proven.
The 2011 Corporate and Product Delivery Objectives of the Klahowya Village:
»»Provide guests with an extraordinary Aboriginal cultural and interactive
experience by honouring traditions, values, and a shared vision of authenticity.
»»Ensure the highest level of guest satisfaction by delivering unparalleled cultural
tours, performances, artisan kiosks, cuisine, and interactive displays to meet our
guests’ needs.
»»Celebrate Aboriginal culture, traditions, and teachings.
»»Provide viable business opportunities for artisans and craftspeople.
»»Create a must-see tourism attraction and Aboriginal visitor experience in
downtown Vancouver during the summer tourist season.
»»Provide skill development and on-the-job training in tourism for Aboriginal
individuals and the Trailblazer program.
»»Build partnerships with communities and corporate sponsors.
»»Maximize awareness of AtBC and its Stakeholders to national and international
media.
»»Identify and promote AtBC Stakeholder’s business and sales opportunities.

Village Changes and Upgrades
Estimated cost to AtBC: $208,000
In 2010, AtBC spent approximately $275,000 to create an Aboriginal-themed
installation in Stanley Park to support cultural performances, demonstrations, and
tours. This branded space helped transform Stanley Park and the miniature train
into an incredible authentic Aboriginal experience.
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All the assets and branding features from last year have been reclaimed and will
be installed this year. However, new investment has been strategically assigned for
upgrades to the Klahowya Village.

Gate Fees
Gate fees were not charged in 2010. Visitors had access to all the performances,
exhibits, and displays at no charge. Revenue was generated from AtBC’s share of the
train ride fee, daily table rentals to artisans, and from a percentage of gross food
and beverage sales. Having proven that visitors have a keen interest in a cultural
tourism product in close proximity to downtown Vancouver, and in particular
Stanley Park, virtually all stakeholders strongly recommend charging a gate fee. In
addition to the entrance fee, the Klahowya Village and Vancouver Parks Board will
develop a discounted “combo price” that includes both the gate fee and a miniature
train ticket.
Also, two cedar ticket booths will be built to replicate traditional structures. One
booth will be located at the entrance to the Klahowya Village and the other at
the entrance near the train venue. Both will be equipped with cash registers. The
objective is to design secure and efficient ticket booths that fit the aboriginal decor
elements consistent throughout park.
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Entrance to the Klahowya Village
First impressions of the site are very important. Professionally designed entrance
panels will provide this experience and welcome visitors to what will become
the premiere tourism destination venue in Vancouver. These panels will be
located immediately behind each entrance, complementing their longhouse-style
appearance and creating a “wow” factor for visitors as they walk into the Village.
To honour the three Host First Nations for allowing the Klahowya Village in their
traditional territory, each of the Nations will be asked to provide their history in both
picture and verbal format to assemble on a storyboard. These three storyboards will
be displayed at the entrance to the Klahowya Village to inform visitors about each of
the hosts, and the importance of honouring protocol within Aboriginal culture.

Location of the Artisan Village
Through interviews with former artisans, it was apparent that their on-site
location last year was not conducive to driving sales. As such, the artisans will
now be located at the entrance to the Klahowya Village in a protective 20 x 30ft.
tent. A creative façade will be integrated into the walls, creating the appearance
of a longhouse, and a maximum of 10 artisans will display their products at any
one time. Every visitor that enters the Klahowya Village will enter the artisan’s
longhouse, and they will walk through a second time when leaving the village,
providing excellent exposure and sales opportunities.
Based on the experience of 2010, consistency of appearance and design is
important for the 2011 artisan displays. As such, vendor tables with bamboo
skirting will be purchased to ensure there a professional appearance amongst the
vendors.

Performers Staging Area
The main staging area for all performances in 2010 was the small stage built over
the water. However, there were a few challenges encountered with this setup:
»»The stage was too small for the performers.
»»The seating to view the performances was limited.
»»The area was not fully covered to account for inclement weather.
To address these challenges, the main performance centre will now be located in the
open picnic area west of the lagoon stage, and will consist of a fully covered stage
with grandstand seating for up to 280 people. A backdrop will be developed for the
elevated stage to provide a better visual of the performances from the grandstand
seating.
The existing staging area, situated very close to the food and beverage kiosk, will
be used for announcements of upcoming events and performances. The Klahowya
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Village will purchase a mobile sound system with wireless speakers as wireless
technology allows for quick and easy transport between each of the planned
venues. This proposed setup addresses the operational challenges encountered last
year and will allow for greater visitor uptake of the performances.

Food Vendor Area
Collapsible picnic tables will be purchased for the food and beverage kiosk area.
The challenge in 2010 was that there was virtually no space for visitors to eat once
they had purchased their food. Visitor convenience is considered paramount for
delivering a high-end venue, and as such these items are considered an important
item for 2011.

Klahowya Village Operations
The Klahowya Village will open 44 days earlier in 2011, operating from May 16 to
September 11; a total of 118 days. May 16 to June 30 is considered low season and
will be a scaled down version of the overall concept which will include the Spirit
Catcher train and all the visual elements of the Klahowya Village. The shoulder
season is designed to support the West Coast Sightseeing tours which commence
May 16, as well as school programs that will be encouraged to visit the Klahowya
Village as an educational experience.
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Klahowya Train Experience
Estimate Cost to AtBC: $75,500

Miniature Train Combined with Live Performers
The train provided the majority of the revenue in 2010 with just over 37,000 riders.
It did not meet the expected number of 60,000 riders; however, a great deal of post
operation analysis was conducted to determine how to address the shortfall. To
support this analysis, reconnaissance was undertaken on the Vancouver Parks Board
Ghost Train during Halloween, and the Bright Nights Train that operated through
the Christmas season. The result of the analysis was that the train clearly targets
children.
Recognizing that stories capture the imagination of children, the train concept has
been re-themed to be “The Spirit of Klahowya Village” with the train itself called the
Spirit Catcher Train. The story is about the Raven who was going to steal the sun,
and it will use a voice-over on the train, coupled with live performers forming part
of the storyline, to capture the imagination of the children and their parents. The
story will also contain important messaging that is at the core of Aboriginal culture:
the importance of mutual respect among people and Nations, the importance of
preserving our environment, and the concept of the earth being the mother of all.
The Spirit of Klahowya Village theme will be carried over into other aspects of the
Klahowya Village, including the food and beverage area where the food kiosk will be
named “The Raven’s Hut”. The Klahowya Village merchandise will include necklaces
that are in the shape of the animals depicted in “The Spirit of Klahowya Village,”
with the the Klahowya Village stamp on the back of each piece. T-shirts will be
silkscreened to include “The Spirit of Klahowya Village” title and the animals of the
story creatively displayed as a wonderful reminder of the experience.
Although the successes of the Ghost Train and Bright Nights Train result from the
atmosphere created by the darkness at the time of year when those trains are
operational, the live actors, coupled with the captivating storyline for “The Spirit
of Klahowya Village,” will create a different type of atmosphere. The interaction
between the ridership and the actors will capture the imaginations of the children,
creating a very memorable and exciting experience.

Trailblazer Training and Skills Development
Estimated Cost to AtBC: $227,408
»»6 Team Leads (Train-the-Trainer Graduates)
»»15 Village Hosts and Train Performers (Trailblazer Graduates)
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The Klahowya Village will be the main showcase of Aboriginal people and
businesses from across British Columbia. AtBC is working to provide tourism
training and work experience for 21 individuals. This opportunity will provide
training, applied skills development, and enhancement of the Trailblazer Training
Program funded under the Blueprint Strategy to support existing AtBC Trailblazer
graduates. AtBC is determined to generate 250 new jobs over the next two years
and focus our efforts on providing the opportunity for Aboriginal people to fully
participate in the rapidly expanding tourism industry.
Each student will be expected to have successfully completed either the AtBC
Tourism Trailblazers Cultural Interpretation Training or the Train-the-Trainer
Program prior to working at the Klahowya Village. AtBC training programs will
help build a professional workforce by providing experience in introductorylevel career development in cultural tourism. The training and applied skills will
focus on assisting the AtBC Trailblazers to develop and implement strategies
for sustainability, and effective practices to improve employment outcomes,
opportunities for life-long learning, and career advancement. The strategy is
creating exciting new job and leadership opportunities for Aboriginal people within
the Aboriginal cultural tourism industry.
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Cultural Activities and Performances
Estimated cost to AtBC: $139,200
Daily Cultural Performances: There will be two 30 minute performance
opportunities on the main stage each day, for which AtBC Stakeholders (i.e., the
Le La La Dancers) will be responsible. There will be one main stage area with
entertainment programming—professional and non-professional—from 1:00pm
until closing.
The Klahowya Village will be the public gathering place for high qulaity Aboriginal
entertainment. There will also be potential for evening performances. Also, two
storytelling performances will be given at noon and 2:00pm throughout the summer
period. These will take place at the storytelling area, where the visitors can sit
among the beautiful Stanley Park trees and witness one of our knowledgeable
storytellers speak of a wonderful legend from their respective nation.
Daily Greeting Ceremony: AtBC is also considering the Klahowya Village as an
opportunity for the Daily Greeting Ceremony that is being organized in cooperation
with the Musqueam, Squamish and Tsleil-Waututh First Nations. This ceremony will
be five to seven minutes long and will represent the traditions of the respective
AtBC Stakeholders and the Host Nations.
Create Your Own Aboriginal Art: Craft tables will be available in the 40ft. tepee,
with AtBC Trailblazers available to assist visitors in crafting their own cedar bracelet
or paddle necklace, or painting their own drums. As the visitor experiences working
with cedar, the AtBC Trailblazers are encouraged to share their knowledge of the
significance of cedar in the Aboriginal culture, thus creating a memorable keepsake
and lasting memory of their visit at the Klahowya Village.
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Marketing and Media Relations Initiatives
Estimated cost to AtBC: $136,500
The target market is British Columbia, particularly the Greater Vancouver area. We
will also capture domestic markets such as Calgary and Edmonton, and international
markets that include Seattle and Portland.
The demographic market is children and teens, families, and organized school
groups, emphasizing that one of the highlights is an Aboriginal-themed 13 minute
train ride. We will also encourage local tour groups to participate.
AtBC branding will be used throughout all creative to continue to build brand
recognition within the Aboriginal communities and the tourism industry. Marketing
activities to build awareness and have consumers visit the event will include:
»»Advertising will be featured in print (newspaper and magazine) and broadcast
(radio and television) media outlets.
»»The AtBC website will highlight the event and the daily activities. We will also
partner with Tourism BC/Ministry of Tourism, Culture, and the Arts, the Canadian
Tourism Commission, Travel Trade, and media, to build awareness and profile of
the Klahowya Village.
»»Social Media such as Twitter and Facebook will be used to build awareness about
the Klahowya Village and ongoing events.
»»Posters and rack cards will be key collateral pieces with a call to action to visit
the Klahowya Village in Stanley Park and the AtBC website. Banners at key
locations are being considered, directing people in Stanley Park to the Klahowya
Village.
»»Collateral will be distributed at Stanley Park, the Tourism Vancouver Visitor
Information Centre and the Visitor Information Centre at BC Ferry terminals.
AtBC will partner with Tourism BC/Ministry of Tourism, Trade and Investment and
the Canadian Tourism Commission to reach a greater audience to promote the the
Klahowya Village. AtBC will also be pitching mini press trips/FAM tour opportunities
and directing media to the AtBC website to download images, video, and prewritten stories. This will create opportunities for AtBC Stakeholders throughout the
province to receive attention and profile through a highly-functioning, interactive
website. The AtBC media campaign will include the following activities:
»»Klahowya Village Media Launch will be on Tuesday, June 21, 2011. Details and
time to be determined.
»»Regular and timely distribution of story ideas to specific media outlets. Topics
will include: Aboriginal Cuisine Week, and a reality-tv style dance challenge.
Outlets will include: The Vancouver Sun, The Globe and Mail, Global Television,
and other local publications and broadcasters.
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Klahowya Village in Stanley Park

16

O U R S T O R Y. Y O U R E X P

»»Event details, daily programming, story ideas and images/footage will be
updated daily. Social media networks include Twitter and Facebook.
»»The “Share your Stories” campaign is a call to action to visit the AtBC website and
share Aboriginal cultural experience and images to inspire other travellers and
visitors to attend an AtBC Aboriginal cultural tourism experience. A postcard that
showcases Aboriginal cultural tourism experiences will be distributed to visitors
and will direct them to visit the AtBC website. The campaign is province wide and
is also a tool for collecting consumer information and tracking Klahowya Village
visitor satisfaction.
»»AtBC will support press trips and FAM tours to key media and travel trade
accounts. The objective for this is to have an Aboriginal cultural tourism
experience—whether this includes the Klahowya Village or other Stakeholder
products in British Columbia.
»»Media Kit distribution will be in both electronic and hard copy format.
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AtBC Report Card Train Ticket Campaign
Estimated cost to AtBC: $25,000
Similar to the Pacific National Exhibition (PNE) Report Card Fair Ticket Program,
AtBC is planning to start a new tradition with the Klahowya Village. Working in
partnership with the Vancouver School Board, Klahowya train admission tickets will
be given to students with their year-end report cards.
Each student enrolled in kindergarten to grade twelve, at a participating Vancouver
school, is eligible to receive one train admission ticket through this program. The
AtBC Report Card Train Ticket Campaign will make the Klahowya Village a treasured
end of summer tradition for generations of people across BC.
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Budget
Estimated Project Expenditures
Klahowya Village..................................................................... $208,000

Klahowya Train Experience........................................................ $75,500

Trailblazer Training and Skills Development.............................. $227,408
Cultural Activities and Performances.........................................$139,200
Marketing and Media Relations................................................ $136,500

AtBC Report Card Train Ticket Campaign................................... $25,000
		

Aboriginal Tourism Association of British Columbia

$811,608

Klahowya Village in Stanley Park

19

O U R S T O R Y. Y O U R E X P

