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Foreword

Foreword

The Community-based ATV Tourism Product Model is a pilot
project that has been created to support the concept of
developing a tourism product for a community, based on a
shared-use trail system, that will maximize economic benefits
to the community and be self-sustaining. The funding
agencies, the Northern Ontario Heritage Fund Corporation
(NOHFC), the Federal Government’s economic development
program for Northern Ontario (FedNor) and the Ontario
Tourism Marketing Partnership (OTMP) view the approach
taken in the pilot project as the best approach to trail development that supports economic development and tourism.
The Canadian Tourism Commission (CTC) has also
provided support for this project.
The government’s commitment (NOHFC and FedNor) is
limited to the pilot project only and based on the outcome,
it may or may not make a policy decision to support this
direction for future funding programs. OTMP is committed
to developing ATVOntario, a marketing alliance for
communities that develop an ATV tourism product. A
consultation process took place to obtain input/insight from
stakeholders as to the strengths/weakness/opportunities and
threats of this new approach - a community-based tourism
model. Where appropriate, comments received have been
incorporated into the text of the Manual.

The Steering Committee consisted of representatives from
FedNor, the Ontario Ministry of Northern Development and
Mines on behalf of NOHFC, OTMP, the City of Elliot Lake,
Discovery North Centre for Business (in Elliot Lake) and the
Elliot Lake ATV Club.

Disclaimer
This Manual is intended to provide ideas and guidelines to
help communities and their private sector partners develop
new tourism products. There is no guarantee of success
whatsoever implied by following the guidelines in this
Manual.
While every effort has been made to ensure accuracy of
the information contained in this Manual at the time of
preparation (mainly Summer 2003), the marketplace is
constantly changing so government parameters, market
data, and contact information will change as time passes.
It is up to users of the Manual to ensure that the
information on which they base decisions is current.

The Development Manual (also known as the “Best
Practices” Manual) is an integral component of the ATV
Tourism Product Model pilot project. The Manual has been
produced by Suthey Holler Associates and accepted as a
community resource for tourism product development by
the ATV Tourism Product pilot project Steering Committee.

Suthey Holler Associates

1

Table of Contents

Table of Contents

Foreword ....................................................................................................................................................................................................... 1
Table of contents............................................................................................................................................................................................ 2
1.0 How to use this Manual ............................................................................................................................................................................... 3
2.0 Executive Summary...................................................................................................................................................................................... 8
3.0 What is a Community-based ATV Tourism Model?....................................................................................................................................... 17
4.0 Pre-feasibility Assessment

– Introduction and Initial Checklist .................................................................................................. 23

5.0

– The Market ................................................................................................................................... 25

6.0

– The Community ............................................................................................................................ 34

7.0

– Government Parameters ................................................................................................................ 41

8.0

– Initial Financial Analysis................................................................................................................. 46

9.0

– Decision to Proceed ...................................................................................................................... 49
Templates 1 to 13 are to be used with the Pre-feasibility Assessment

10.0 The Business Plan

– Getting Ready ............................................................................................................................... 50

11.0

– The Trail Plan ............................................................................................................................... 58

12.0

– Supplier Development................................................................................................................... 69

13.0

– Community Welcome .................................................................................................................... 76

14.0

– Marketing Plan............................................................................................................................... 79

15.0

– Management Plan.......................................................................................................................... 84
Templates 14 to 23 are to be used with the Business Plan

16.0 Measurement and Sustainability................................................................................................................................................................ 90
17.0 Quality Control .......................................................................................................................................................................................... 95
Templates 24,25 and 26 are to be used with Measurement and Quality Control

18.0 Templates ................................................................................................................................................................................................... 98
19.0 Resource Appendices................................................................................................................................................................................. 135
A Detailed Table of Contents is Provided on Page 141 (back of manual)

Suthey Holler Associates

2

1.0 How to use this Manual

1.0 How to use this Manual

SECTION ONE
This Manual describes how a community can develop a
Community-based ATV Tourism product. It is based on a
development process initiated by the community of Elliot
Lake and consultation on that process with other
communities and other interests. It also incorporates the
OTMP market development process. However, the
Consultant, Suthey Holler Associates, has interpreted and
extended the concept to incorporate “best practices”
taken from general business planning strategies and
community economic development models.

The information presented in the Manual can only represent
a “Point in Time”. New information appears constantly and
readers are encouraged to ensure that the information they
are referencing for decision purposes is current. A “simplified”
10-step process for use of the Manual by a community
planning team is indicated on the next two pages, followed
by a list of acronyms and web sites used in the Manual.

The Manual follows a logical process from general
introduction of key concepts to pre-feasibility assessment
to a Business Plan. It also incorporates sections on
Measurement and Quality Control.
The Manual has 17 sections (plus template section and
resource section) that are essentially chronological but that
can be understood as “stand-alone” sections for anyone
with a general background in relation to business
planning, ATV’s and trail systems. The “How To” of each
section is complemented by “Tips” and “Resources” that are
meant to facilitate understanding and to provide indications
for further research/reading.
26 Templates are referenced throughout the Manual.
Completion of the Templates by any community would
represent substantial compliance with the development
processes suggested by the Manual.

Suthey Holler Associates
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A Simplified 10-step Process for Community Planning
1.

Identify the planning team – a group of core individuals
that are going to work with the Manual and complete the
Templates.

4.

As a minimum, make sure that everyone on the planning
team has a full set of the Templates. Ideally, everyone should
also have a copy of the complete Manual.

2.

Identify an individual who is going to be responsible for
calling meetings of the planning team. Also identify the
person – if someone different - who is going to “hold
the pen” during meetings, taking notes and filling in
the Templates.

5.

3.

Fill in the Templates as a planning exercise. Don’t let one
individual do this alone. That defeats the purpose of group
learning. For some Templates that require more detail than
can be completed during a planning meeting, discuss the
template as a group and assign responsibilities to an
individual or a group for completion between meetings.

The Manual is not meant to be read through from cover
to cover as a book. Set a schedule of meetings to complete
the Templates. Structure the planning sessions by having
everyone read the relevant chapters of the Manual
necessary to complete the associated Templates. An
example of a six-meeting schedule for the Pre-feasibility
Assessment is shown below. Note that references to the
templates in the Manual are “hot-linked” to the actual
Template.

Complete
Meeting 1
Read Section 4:
Pre-feasibility – Introduction and Initial Checklist

• Template 1 – List of Community Partners, and
• Template 2 – Vision Statement and Partner Expectations

Meeting 2
Read Section 5:
Pre-feasibility – The Market

• Template 3 – Initial Market Assessment, and
• Template 4 – Trail Configuration OptionsMeeting 3

Meeting 3
Read Section 6:
Pre-feasibility – The Community

• Template 5 – Community Strategic Planning,
• Template 6 – SWOT Analysis
• Template 7 – Inventory of Services
• Template 8 – Map
• Template 9 – Organizational Involvement

Meeting 4
Read Section 7:
Pre-feasibility – Government Parameters

• Template 10 – Trail Planning Proposal Checklist, and
• Template 11 – Government Contacts

Meeting 5
Read Section 8:
Pre-feasibility – Initial Financial Analysis

• Template 12 – Trail Building Budget
• Template 13 – Product Management Budget

Meeting 6
Read Section 9:
Pre-feasibility – Decision to Proceed

Ensure that Templates 1 to 13 have been completed. Review
the Templates and decide whether to proceed to the Business
Plan. Organize an open public meeting to review the Templates
and confirm the decision to proceed. Create or designate the
Tourism Enterprise entity.
Suthey Holler Associates
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6.

7.

8.

Have the Tourism Enterprise entity complete the Business
Plan. But make sure that everyone stays involved. Designate
the responsible Committees to complete the components
of the Business Plan. All participants should have copies of
the completed Pre-feasibility templates. (Refer to the table
shown below.)

Structure the Tourism Enterprise
entity

Read Section 10 – Getting Ready
Review Templates 2, 9 and 11
Complete Template 14 – Memorandum of Understanding

Trail Plan

Read Section 11 – The Trail Plan and consult Appendices A to C.
Complete Template 15 – Value-added Amenities
Continue to work with Template 10 – Trail Planning Proposal
Checklist
Refine Template 12 – Trail Building Budget
Refine and complete Template 8 – Trail Map

Supplier Development Plan

Read Section 12
Revise and update Template 7 – Inventory of Services
Complete Template 16 – Supplier Assessment
Complete Template 17 – Market Readiness Checklist
Review and refine Template 3 – Market Estimation
Complete Template 18 – Supplier Targets
Complete Template 19 – Supplier Package Description

Community Welcome

Read Section 13
Complete Template 20 – Community Welcome Plan

Marketing Plan

Read Section 14
Complete Template 21 – Marketing Plan Elements
Complete Template 22 – Tracking Checklist

Management Plan

Read Section 15
Review Templates 12 and 13
Complete Template 23 – Five year Operating Pro-Forma

Hold public meetings at several stages during the Business
Planning process and ensure that everyone identified in
Template 1 has been involved and kept informed.
Implement the Business Plan through the Tourism
Enterprise entity.

9.

Set up a process for Measurement and Sustainability
(Section 16).

10. Set up a process for Quality Control (Section 17)
making use of Template 24 – Trail Maintenance
Checklist, Template 25 – Trail Reporting Form and
Template 26- Accident Report Form.

Suthey Holler Associates
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List of acronyms and definitions used in the Manual
Name of organization or definition

Acronym

Algoma and Area Regional Trails Council

Website
www.superioreasttourism.ca

All-terrain vehicle or “quad”

ATV

ATV tourism product marketing alliance

ATVOntario

www.atvontario.com

Bruce Trail Association

www.brucetrail.org

Canada Safety Council

www.safety-council.org

Canada Select (Quality rating)

www.canadaselect.com

Canadian All-Terrain Vehicle Distributors Council

CATV

Canadian Tourism Commission

CTC

www.canadatourism.ca

Canadian Tourism Human Resource Council

CTHRC

www.cthrc.ca

Class EA

www.mnr.gov.on.ca/mnr/stewardea

Class Environmental Assessment for MNR Resource
Stewardship and Facility Development Projects
Discovery Routes
Eastern Ontario Trails Alliance

www.nbmca.on.ca
EOTA

Ely Minnesota Chamber of Commerce

www.thetrail.ca
www.ely.org

Familiarization tour for travel agents and writers

FAM

Federation of Ontario Naturalists

FON

www.ontarionature.org

FedNor

FedNor

http://fednor.ic.gc.ca

Fully independent traveller

FIT

Global positioning system

GPS

Go for Green

www.goforgreen.ca

Hike Canada

www.nationaltrail.ca

Hike Ontario

www.hikeontario.com

Human Resources Development Canada

HRDC

www.hrdc-drhc.gc.ca

International Adventure Travel and Outdoor
Sports Show

IATOS

International Snowmobile Manufacturers Association

ISMA

www.snowmobile.org

Lands Information Ontario - MNR

LIO

www.lio.mnr.gov.on.ca

Mapping software - Fugawi

www.fugawi.com

Mapping software – Ozi Explorer

www.oziexplorer.com

Mapping atlas - MNR

http://crownlanduseatlas.mnr.gov.on.ca

Memorandum of Understanding

MoU

Motoneige Tremblant

www.mtsnowmobile.com

Motorcycle and Moped Council of Canada

MDTC

www.mdtcanada.net

National Tour Associations

NTA

www.ntaonline.com

Suthey Holler Associates
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List of acronyms and definitions used in the Manual
Name of organization or definition

Acronym

Website

Northern Ontario Heritage Fund Corporation

NOHFC

www.mndm.gov.on.ca/nohfc

Northern Ontario Tourist Outfitters Association

NOTO

www.noto.net

Ontario Equestrian Federation

OEF

www.horse.on.ca

Ontario Federation of All-Terrain Vehicle Clubs

OFATV

www.ofatv.org

Ontario Federation of Anglers and Hunters

OFAH

www.ofah.org

Ontario Federation of Snowmobile Clubs

OFSC

www.ofsc.on.ca

Ontario Ministry of Natural Resources

MNR

www.mnr.gov.on.ca

Ontario Ministry of Northern Development and Mines

MNDM

www.mndm.gov.on.ca

Ontario Ministry of Tourism and Recreation

MTR / MCZCR

www.tourism.gov.on.ca

Ontario Ministry of Transportation

MTO

www.mto.gov.on.ca

Ontario Provincial Police

OPP

www.gov.on.ca/opp

Ontario Tourism Education Corporation

OTEC

www.otec.org

Ontario Tourism Marketing Partnership

OTMP

www.tourismpartners.com

Ontario Trails Council

OTC

www.ontariotrails.on.ca

OTMP product marketing alliance

www.artsinthewild.com

OTMP product marketing alliance

www.paddlingontario.com

Paiute Trail, ATV Utah

ATVUtah

www.ATVUtah.com

Paiute Trail, Marysvale Utah

www.Marysvale.org

Park-To-Park

www.parktoparktrail.com

Quebec Federation of Quad Clubs
(Fédération Québécoise des Club Quads)
Return on investment

FQCQ

www.fqcq.qc.ca

ROI

Rural Economic Data and Intelligence- Ontario
Ministry of Municipal Affairs and Housing
Strengths, weaknesses, opportunities and threats analysis

Reddi

www.reddi.gov.on.ca

SWOT

Superbuild and Ontario Small Town and Rural
Development Initiative (OSTAR),

OSTAR

www.superbuild.gov.on.ca

TEIM

www.tourism.gov.on.ca

Tourism Economic Impact Model of the Ontario
Ministry of Tourism and Recreation
Trans Canada Trail Foundation

www.tctrail.ca

Travel Activities and Motivations Survey

TAMS

www.tourism.gov.on.ca

Travel Industry Council of Ontario

TICO

www.tico.on.ca

Travel region organizations in Northern Ontario

NOTAP’s

Tread Lightly!

www.treadlightly.org
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A Development Manual
for Community-based Tourism Products
This publication provides a summary of a step-by-step

The model and the manual can be adapted to many other tourism

Development Manual that has been prepared in support of a

products – particularly those that are trail-based.

community-based tourism product model. The 26 templates
of the manual are summarized in the publication to help
communities understand the model and complete the steps to
implementation. The full manual and templates are reproduced
on the CD-ROM that is included with this publication.
The manual is the result of a project that has involved agencies
of the federal government of Canada, the Province of Ontario
and a network of communities in the province, particularly the
community of Elliot Lake.
The model is applied here to a tourism product built around an
experience based on the use of an all-terrain vehicle (ATV ) on
a shared-use community trail system. The decision to consider
the development of a tourism product is made community-bycommunity. Many communities will not develop an ATV tourism
product and the manual does not presume province-wide
application. Those communities that do develop an ATV product
in Ontario are meant to become part of a product marketing
alliance – ATVOntario.

Suthey Holler Associates
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Growth in ATV sales
and the need for responsible
places to ride create the impetus

responsible for marketing Ontario as a tourism destination in

The impetus for the manual came from the rapid increase in the

Working with the tourism industry, the OTMP has developed

sale of ATV’s in North America, particularly since 1996. The chart

many “Product Alliances”. Existing product alliances include “Arts

shows how ATV sales now outstrip snowmobile sales and are

in the Wild”, “Paddling Ontario”, “Muskie Fishing” and several

expected to continue to do so in the future both in Canada and

others built around the categories of Urban Entertainment as well

the United States.

as Culture Heritage and Learning.

partnership with Ontario’s tourism industry.

The Canadian Tourism Commission (CTC) is a Crown corporation

Canadian Snowmobile and ATV Sales
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of the Government of Canada with the objective of helping to
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for places to ride, the OTMP and the CTC saw the potential of a
“product alliance” in Ontario built around the ATV experience

This reality of the market has created an opportunity to develop
a tourism product that is built around the ATV experience. But at
the same time, it has created a challenge to ensure that ATV’s are
used responsibly and do not impede the enjoyment of trails and
public lands by other user groups.

that fit within the category of “outdoor products”. Indeed, the
OTMP Outdoor Committee was instrumental in moving the
initiative forward.
Together with the Northern Ontario Heritage Fund Corporation
(NOHFC), an agency of the Provincial Government and the
Federal Government’s regional development program for

The Manual responds to that challenge, demonstrating,
• How to take advantage of the ATV tourism opportunity on
community shared-use trails,
• How to do it following a community-based process that

Northern Ontario, FedNor – the OTMP, assisted by the CTC,
agreed to undertake a Pilot Project for the development of an ATV
Tourism product that could form the basis of a product alliance
– ATVOntario.

respects the views and values of everyone, and
• Is pro-active about environmental responsibility.

The product and market development process followed by the
OTMP market alliances and the CTC product clubs are similar.

Building the Community-based
model into Product Alliances
and Product Clubs

While the alliances and clubs group individual tourist operators,

The Ontario Tourism Marketing Partnership Corporation (OTMP)

interests for a shared-use trail system.

the ATV alliance is based on communities in order to recognize
the responsibility that must be taken by a much wider group of

is an agency of the Government of Ontario. Reporting to the
Ontario Minister of Tourism and Recreation, the agency is
Suthey Holler Associates
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The OTMP Market Development Process

PHASE 1
Outlining the Priority
Project Development

PHASE 2
Clarify the Experience
Supplier and Experience Inventory Development

PHASE 3
Testing the Opportunity with the Alliance
Industry-driven Development Year Plan

PHASE 4
Traditional Marketing
3 Year Plan and Intergration into OTMP Marketing

PHASE 5
Sustainability

Initial project development including research,
analysis and directions for further development.

Focus on the market opportunity, develop Best
Practices and quality criteria and begin the
process of building the Alliance through training.

Working together in the Alliance on branding,
packaging, supplier development, marketing and
product launch.

Building an Alliance for financial sustainability
through marketing sales.

Achieveing financial sustainability, ongoing tracking of results and exploring new
opportunities.

The City of Elliot Lake provides
the basis for the community model
Elliot Lake, a community in Northern Ontario, was chosen as the

The Pilot Project began with the OTMP Market Development

initial “Signature Site” to be involved in the pilot project as the

process and called for the creation of a “Development Manual”

community had demonstrated the commitment and willingness

(also referred to as the “Best Practices” Manual). Other

to work with all interests to develop an ATV Tourism product. The

communities and groups that had expressed an interest in ATV

Elliot Lake ATV Club and the City of Elliot Lake had previously

development were included in the consultation process to refine

spent a great deal of time, effort and resources in preparing for the

the tourism model in preparation for eventual participation in the

opportunity. The community recognized the tourism opportunity

ATV product alliance.

of developing and maintaining organized shared-use trails - an
opportunity identified in the community’s strategic plan. The
Elliot Lake experience was the beginning of the community-based
Tourism Model.

Suthey Holler Associates
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The Concept of “Community”

In Ontario, the most important interface between a trail

Community can be a wide concept but it is used in the manual

development project and compliance with environmental

in the sense of a geographical location. The geography of a

regulations will likely be through the new Class Environmental

community will most often be defined by:

Assessment for MNR Resource Stewardship and Facility

• The boundaries of a single municipality or First
Nation or a group of municipalities and/or First
Nations.

Development Projects (Class EA). This replaces the previous Class
Environmental Assessment for Small Scale MNR Projects (1992),
as well as a number of Exemption/Declaration Orders.

But a community may also exist outside of municipal boundaries

Although the development of a particular tourism product may

(e.g. unincorporated areas of Northern Ontario that are not

be spearheaded by a single group such as a club, a business

within any municipality). Communities in unincorporated areas

organization or the municipality, it must quickly evolve into

may be part of a wider community that includes municipalities

a project that is “owned” by the whole community, thereby

and/or First Nations, or–under certain conditions–they might be

incorporating local government interests, private sector interests

“stand alone” communities.

and other organization interests. The product must mesh with the
entire development plan for the community and avoid going off

The land base of the community for tourism development will

in directions that the community does not support. It is meant to

likely be Crown land but may also include private lands. Crown

build upon existing assets and interests.

lands or “public lands” are owned by the Province of Ontario and
may be within or outside of municipal boundaries. A private land

A community-based model will incorporate the best elements

base is more common in southern Ontario.

of models that have been implemented elsewhere, and
standards that apply elsewhere. The community will work

The objective is to
maximize economic
development through tourism

towards, and implement standards that exist at the level of the

A community-based model is one that emphasizes the development

environment. But ultimately, decisions such as the best approach

of a “destination” tourism product through the collaborative efforts

in relation to the implementation will always be made at the level

of everyone in the community. The objective is to maximize the

of the particular community. The Development Manual is not a

economic development benefits for the whole community,

“cookie-cutter” model. It suggests “Best Practices” that will have

while respecting all environmental and cultural values.

to be adapted to the profile and needs of individual communities.

Province, or wider, that are essential for the safety of trail users
and the general public, and that promote full respect for the

Insofar as the tourism product is dependent upon access to Crown
Land, a key aspect of being community-based is full respect for the
environment and for all users of the resource base. This respect
is meant to be pro-active, working in close co-operation with the
responsible agencies of the federal and provincial governments,
particularly the Ontario Ministry of Natural Resources who manage
Ontario’s Crown land.
Suthey Holler Associates
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Fundamental concepts of the
Community-based ATV Tourism Model

“shared-use” trail system. A shared-use trail system is a network of
trails in a community that can serve both motorized and nonmotorized uses. Shared-use does not mean that all trails are

• The purpose of the model is to provide a stimulus for
Economic Development – the primary focus is
tourism not local recreation.

open to all users at the same time. While the system as a whole

• It is based on good business principles. The
development of a Business Plan for linking the
Community to the Tourism Industry is essential.

does not necessarily link to other communities – although some

• The model is meant to be “responsible” to all
interests, particularly those relating to respect for the
environment, respect for crown and private land and
respect for the public in general and their safety.
• It is Community-based and does not presume
Province-wide application.
• The model is based on the shared-use of trails and
other community assets.
• Sustainability over time is the goal of the model.
The development of a good Business Plan is key to
product sustainability and further development.

is shared-use, some trail segments may be single-use or shared only
for defined purposes. A shared-use trail system of one community
segments might. Also, not all trails in the vicinity of a community
will necessarily be part of the community system.

A Tourism Product,
not just a local recreation product
Many residents of a community will use trails as part of their
recreational lifestyle. The model described in the manual, however,
is centred on the development of a tourism product not a local
recreational product.
Naturally, links between tourism and recreation exist. In some
cases, tourism products can “evolve” from local recreational use.
This is generally the model of how snowmobiling developed across
the Province of Ontario and how it continues to develop today.

A Tourism Model based on a
shared-use community trail system

While the tourism model recognizes these links, it is premised on
the direct development of a tourism experience, from which local
recreational use can be an important spin-off

A Tourism Model can be thought of as a “recipe” for the design,
development, marketing and sustainability of a tourism product
or set of tourism products. The definition of a “tourist” depends
on individual perspectives. Within the manual, tourists are
generally defined as visitors to Ontario from outside of the
Province – particularly visitors from the United States. However,
for Northern Ontario the definition of “tourist” would also
include “domestic” visitors from southern Ontario.
Tourism opportunities that are based upon trail systems whether
for hiking, cross-country skiing, snowmobiling, or a variety
of other non-motorized and motorized uses, have long been
recognized. The Tourism Model that is developed in the manual

Because of the cost of trail development, the community is not
going to build two sets of trails – one for tourism and the other for
local recreation use, therefore, the same trail base will be used for
both. Right from the beginning, the requirements of both tourism
and recreation must be explicitly acknowledged. The main task for
the community is to secure cooperation from everyone in building
a trail system that will place a direct emphasis on the tourism
experience, while at the same time seeking to maximize local
recreational opportunities. Project planning must acknowledge
complementary objectives between user groups, but should not
attempt to convert all recreation groups to “tourism promoters”.

is applied to tourism products that are based upon a community

Suthey Holler Associates
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A detailed Business Plan drives
the Model
A detailed Business Planning process drives the Tourism Model.

• The activities that must take place to measure the

The purpose of the Business Plan is to devise the abest

achievement of the Business Plan and quality control of

community-based tourism experience possible, one that fits

the tourism product (Measurement and Quality Control)

with community resources and responds to, or initiates, market

that will ensure sustainability.

demand. The clear goal is to attract new people and new money
into the community. The product is not necessarily meant to be

The rows of the Development Matrix correlate the Business

“stand-alone”. The tourism “experience” can be complex and an

Planning activities with the Tourism Market and the Community

ATV ride can be combined with other tourism experiences in the

and Government parameters. The bottom of each column

local community. Sustainability over time is the ultimate goal of

represents a decision point or a result that must be verified before

the model.

proceeding with the activities of subsequent phases.

The experience provided by the community ATV tourism product

As the Development Matrix is followed, a series of Templates,

uses trails as the impetus for development but capitalizes on

Tips and Resources in the manual will assist the community

heritage and cultural assets as well as natural features of the

in building its ATV tourism product. The Matrix is meant to be

environment.

applied in a flexible manner that respects the particularities of
individual communities.

The Business Plan consequently follows a “development matrix”
approach that connects the “Community” with the tourism
“Industry”.

A Development Matrix provides
the steps
The development of an ATV Tourism product must be driven by
a realistic and detailed business planning process. This process
is defined by the “Development Matrix” that is at the heart of the
community-based ATV tourism model.
The columns of the “Development Matrix” represent project
planning in relation to three distinct phases:
• The process to determine whether an ATV Tourism
product can be identified for a community
(pre-feasibility)
• The process to develop and detail the Business Plan for
the identified community-based ATV Tourism product
covering both the trail building and tourism product
operating components (Business Plan), and
Suthey Holler Associates
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The Tourism Development Matrix
Planning Component

A. Market

Pre-feasibility

Business Plan

Measurement

Quality Control

Define the tourism
opportunities

Marketing Plan

Measure use and
satisfaction of
tourists/users

Constantly improve
product quality

Measure community
benefits

Constantly improve
community
response and
maximize benefits

Measure compliance

Constantly improve
partnerships with
government

Use Measurement
to guarantee
sustainability and
to understand the
evolution of demand

Sustainability
and Growth is
the result

Supplier
Development Plan
B. Community

Define the strengths
and weaknesses of
the community

Community
welcome
Management Plan

Players

C. Government

Decision
or Result

Understand the
government
parameters and
limits on the
product

Decide whether the
community has a
product. If so, prepare
a Business Plan

Trail Plan

Create Tourism
Enterprise entity
to manage Trail
and Product

A Tourism Enterprise entity for
sustainability
The organization structure is a critical factor in the

and product management phase. A key element in ensuring

community-based model. It is the partnerships developed

sustainability is a clear understanding of the roles of the various

within the community that will provide the resources to develop

community participants. The following exhibit illustrates the

and implement the steps in the matrix. All planning and design is

Organizational Involvement of the various groups.

done at the local level in co-operation with various stakeholders
and government representatives. The workload is shared among

The manual recommends that each community create or

community organizations, with each organization contributing its

designate a community organization that will be responsible

own expertise.

for managing the shared-use trail system, and the ATV Tourism
Product. The entity will be referred to as the Tourism Enterprise

Sustainability is the “red line” that runs throughout the whole

(name of community), such as Tourism Enterprise Elliot Lake, or

process of developing a community-based ATV Tourism product.

Tourism Enterprise Cochrane..

The Development Manual sets out the parameters for the
product-planning phase. But the planning phase is followed

The responsibilities of the Tourism Enterprise entity are as

first by the trail building phase and then the product launch

follows:
Suthey Holler Associates
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Organization Involvement

Planning

All Community Groups

Trail Building and
Maintanance

Tourism

ATV Club

Enterprise

and other

Entity

trail users

Product development
and Management

Users

Levels of Government

Tourists

• On-going planning, consultation and development of the
shared-use trail system.
• Operational management of the shared-use trail system

MNR

Tourism
Suppliers
ATV Ontario

Recreational Riders

The Trail Pass system provides
revenue to the Tourism Enterprise
entity

including full acceptance of responsibility for the

For the community-based ATV tourism product, the system is one

environment, safety, and other compliances within

of “user pay”. This will help recover the costs involved in creating,

government regulations and parameters. This function

maintaining and operating the shared-use trail system, and the

includes arrangement of trail liability insurance.

costs of product development and management. The tourist will be

• Operational management of the ATV Tourism product
including the coordination of tourism suppliers and other
community partners. This includes continual updating of
the overall Business Plan and the component Plans.
• Participation as the community representative in
ATVOntario.
• Development of other community-based tourism products
linked to the shared-use trail system.
• Management of the measurement and quality control
functions linked to the shared-use trail system and the

expected to pay for a trail pass (daily pass or multiples thereof ) to
access the trail system in each particular community. The use of the
pass is both time-limited and geography-limited. As such, the ATV
tourism model is more like that of a ski resort, where skiers and
boarders either purchase a season’s pass or a daily pass and where
that pass is only good for a particular resort. Naturally, in some ski
areas, cooperative arrangements do develop between resorts and
multi-resort passes become available. The same sort of cooperative
arrangements may develop between ATV Tourism products in
several communities. This can evolve within the framework of the
ATVOntario Marketing Alliance.

tourism products.
The visitor may access the Community ATV Tourism product directly
The concept of the Tourism Enterprise entity is that, starting

by purchasing a trail pass from an approved outlet, but more likely,

with the ATV Tourism product, it provides a community with a

will purchase it as part of an all-inclusive package offered by a tour

vehicle to develop other tourism products that would make the

wholesaler or retailer. In both cases, a remittance for the value of

community a good destination for a variety of outdoor activities.

the trail permit is made to the Tourism Enterprise entity. Revenue

Real sustainability is achieved when the community can offer a

from the trail passes is meant to cover all Tourism Enterprise entity

professional four-season product mix, and the Tourism Enterprise

product expenses, including trail insurance. At start-up, the Tourism

entity can operate on revenues from packaged sales in accordance

Enterprise entity may want to supplement trail pass revenue with

with an ongoing operating plan.

funding from other sources, such as sponsorships.
Suthey Holler Associates
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Local ATV recreational riders are not required to purchase a trail

The assessment takes into account :

pass but are expected to be Members of their local ATV Club. The

- The market,

limiting condition, however, is that members of the local ATV Club

- The community, and

must only be from the local area. Otherwise, a tourist from another

- government compliance.

location and who is a member of the local club would expect to

• A Business Plan for product development that includes

ride the trails “free” and not have to pay for the tourism trail pass.

component plans indicated in the exhibit below.

This would defeat the sustainability aspect of the community-based
ATV Tourism Model. It would be up to local ATV Clubs to “police”
their own memberships’ use of the ATV-designated trails.

Business Plan Components

The model for the community-based ATV Tourism product is not
that of the Ontario Federation of Snowmobile Clubs (OFSC). Their
model is based on a single user group whose primary focus is to

Supplier
Development Plan

Marketing Plan

Packaging

Trail Plan

develop and manage a province-wide recreational trail system from
which economic and tourism benefits are a spin-off. The OFSC
system is based on the selling of a vehicle trail permit for a fixed

Product
Management
Plan

annual fee that allows the purchaser to ride on all approved trails

Community Welcome

throughout the Province. This permit system is governed by the
Ontario Ministry of Transportation and has the necessary legislation
in place to authorize permit sales enforcement on Crown and/or
private lands.

Sustainability

To the extent that the OFSC model might be applied to recreational
ATV riding in Ontario, it will be necessary to develop “bridges”,

• A process for measurement and sustainability as well as

or reciprocity agreements, to ensure harmony between the

quality control of the community-based ATV

community-based tourism model, and a model based on provincial

Tourism model.

associations, such as the Ontario Federation of All-Terrain Vehicles
(OFATV).

• 26 Templates to be completed by the community, tourism
suppliers, and other community partners.
• Several appendices that provide additional resource

The 19 Sections of the manual include the following major

material.

components:
• Explanation of the concept of a community-based ATV
Tourism model.
• Quick checklist for communities to decide if they should
embark on the process.
• Pre-feasibility assessment to determine if a reasonable case
exists for a community to develop an ATV Tourism product.

Suthey Holler Associates
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3.0 What Is A Community-based ATV Tourism Model?

3.0

Introduction

This section of the Manual explains the concept of the
Community-based ATV Tourism Model, the background to the ATV
Ontario Pilot Project and introduces the Development Matrix.

3.1

What is a Communitybased ATV Tourism Model?

Three component elements are fundamental to the
understanding of what is meant by a “Community-based ATV
Tourism Model”
• How is a community defined and what does “
community - based” mean?

The land base of the community for tourism development will
likely be Crown land but may also include private lands. Crown
lands or “public lands” are owned by the Province of Ontario and
may be within or outside of municipal boundaries. A private land
base is more common in southern Ontario.

3.1.2

The concept of being
“Community-based”

The decision to use this Manual to consider the development of
an ATV tourism product is made community-by-community. Many
communities will not develop an ATV tourism product and this
Manual does not presume province-wide application.

• What is a Tourism model?

A community-based model is one that emphasizes the

• Why does this model focus on ATV’s?

development of a tourism product or experience through the
collaborative efforts of everyone in the community – in order to

3.1.1

Defining a “Community”

The starting-point for this Manual is a tourism development
model that is firmly anchored on a “community”. Community
can be a wide concept but we are talking here about a
geographical location. The geography of a community will
most often be defined by,
• The boundaries of a single municipality or First Nation or
a group of municipalities and/or First Nations.
But a community may also exist outside of municipal boundaries
(unincorporated areas of Northern Ontario). Communities in

maximize the economic development benefits for the whole
community, while respecting the environmental and cultural
values of the community.
Insofar as the tourism product is dependent upon access to
Crown Land, a key aspect of being community-based is full
respect for the environment and for all users of the resource base.
This respect is meant to be pro-active, working in close
co-operation with the responsible agencies of the federal and
provincial governments, particularly the Ontario Ministry of
Natural Resources who manage Ontario’s Crown land.

unincorporated areas may be “stand alone” or may be part of a
wider community that includes municipalities and/or First Nations.
Suthey Holler Associates
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Although the development of a particular tourism product may be
spearheaded by a single group such as a club, a business
organization or the municipality, it must quickly evolve into a
project that is “owned” by the whole community – local
government interests, private sector interests and other
organization interests. The product must mesh with the entire
development plan for the community and avoid going off in
directions that the community does not support. It is meant to
build upon existing assets and interests.
A community-based model will incorporate the best elements of
models that have been implemented elsewhere and standards that
apply elsewhere. The community will work towards and implement
standards that exist at the level of the Province or wider that are
essential for the safety of trail users and the general public and that
promote full respect for the environment. But ultimately, decisions
as to the best approach relating to implementation will always be
taken at the level of the particular community. This Manual is not
a “cookie-cutter” model. It is meant to suggest “Best Practices”
that will have to be adapted to the profile and needs of individual

Fundamental concepts of the
Community-based ATV Tourism Model

• The purpose of the model is to provide a stimulus for
Economic Development – the primary focus is
tourism not local recreation.
• It is based on good business principles. The
development of a Business Plan for linking the
Community to the Tourism Industry is essential.
• The model is meant to be “responsible” to all
interests, particularly those relating to respect for the
environment, respect for Crown and private land and
respect for the public in general and their safety.
• It is Community-based and does not presume
Province-wide application.
• The model is based on the shared-use of trails and
other community assets.
• Sustainability over time is the goal of the model. The
development of a good Business Plan is key to
product sustainability and further development.

communities.
Could a “stand alone” resort operator in an unincorporated area of
Northern Ontario be considered a “community”? The preference
is that such an operator be part of a wider organized community.
However, if this is not possible – and as an exception - the answer is
a qualified “yes” providing the following conditions are met:
• The resort operator respects the basic process of
identifying all those that may have an interest in the
geographic area and may be concerned with the
development and/or use of an ATV trail system.
• The resort operator follows the development process
outlined in this Manual.
• The resort operator demonstrates the same respect for

3.1.3

What is a “Tourism Model”

A Tourism Model can be thought of as a “recipe” for the design,
development, marketing and sustainability of a tourism product
or set of tourism products. The definition of a “tourist” depends
on individual perspectives. Generally, however, within this
Manual tourists are defined as visitors to Ontario from outside
of the Province – particularly visitors from the United States.
However, for Northern Ontario the definition of “tourist” would
also include domestic visitors from southern Ontario.
Tourism opportunities that are based upon trail systems whether

environmental and cultural values and takes a pro-active

for hiking, cross-country skiing, snowmobiling or a variety

approach in this respect even if less rigorous government

of other non-motorized and motorized uses have long been

regulations and policies may apply when compared to

recognized. The Tourism Model that is developed in this Manual

lands within municipal boundaries.

is applied to tourism products that are based upon a community

• The resort operator is accepted as a member of ATVOntario.

“shared-use” trail system. A shared-use trail system is a network
Suthey Holler Associates
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of trails in a community that can serve both motorized and

community resources and responds to or initiates market

non-motorized uses. Shared-use does not mean that all trails are

demand. The clear goal is to attract new people and new money

open to all users at the same time. While the system as a whole is

into the community. The product is not meant to necessarily

shared-use, some trail segments may be single-use or shared only

“stand-alone”. The tourism “experience” can be complex and an

for defined purposes. A shared-use trail system of one community

ATV ride can be combined with other tourism experiences in the

does not necessarily link to other communities – although some

local community. Sustainability over time is the goal of the model.

segments might. Also, not all trails in the vicinity of a community

The Business Plan consequently follows a “development matrix”

will necessarily be part of the community system.

approach that connects the “Community” with the tourism
“Industry”.

Many residents of a community will use trails as part of their
recreational lifestyle. This includes both motorized and

3.1.4

non-motorized use of trails. The model described here, however,
is centred on the development of a tourism product not a local

Why does the model focus on
ATV’s

The model as it is developed in this Manual is applied to the

recreational product.

development of the ATV Tourism product. But the model can be
applied to any trail-based tourism product at the community level.

Links between tourism and recreation naturally exist. In some

For instance, the Ontario Equestrian Federation has

cases tourism products can “evolve” from local recreational use

recognized that the Manual could apply to the development of

and this is generally the model of how snowmobiling developed

equestrian tourism products. And in its most basic structure, the

across the Province and how it continues to develop. While the

model can be applied to the development of any community-based

tourism model recognizes these links, it is premised on the direct

tourism product, whether or not it is related to a trail system.

development of a tourism product, from which local recreational
use can be an important spin-off.

The reason for the focus on an ATV Tourism product is explained
more fully in the next section on the background to the ATV

Because of the cost of trail development, the community is not

Ontario Pilot Project. However, the fundamental impetus has come

going to build two sets of trails – one for tourism and the other

from the rapid increase in the sale of ATV’s in North America,

for local recreation use. The same trail base will be used for

particularly since 1996.

both. Right from the beginning, the requirements of both tourism
and recreation must be explicitly acknowledged. The main task

Canadian Snowmobile and ATV Sales

for the community is to secure cooperation from everyone
tourism development but at the same time seeks to maximize local recreational opportunities. Project planning must
acknowledge complementary objectives between user groups
but should not attempt to convert all recreation groups to
“tourism promoters”.
A detailed Business Planning process drives the Tourism

ANNUAL UNIT SALES (000)

in building a trail system that places a direct emphasis on
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Model. The purpose of the Business Plan is to devise the best
community-based tourism experience possible that fits with
Suthey Holler Associates
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The chart on page 19 shows how ATV sales now outstrip
snowmobile sales and are expected to continue to do so in the
future both in Canada and the United States.

3.2

The ATV Ontario Pilot Project
and the Development Manual

The Ontario Tourism Marketing Partnership (OTMP) is an
Agency of the Government of Ontario. Reporting to the Ontario

This reality of the market has created an opportunity to develop

Minister of Tourism and Recreation, the agency is responsible for

a tourism product that is built around the ATV experience. But at

marketing Ontario as a tourism destination in partnership with

the same time, it has created a challenge to ensure that ATV’s are

Ontario’s tourism industry.

used responsibly and do not impede the enjoyment of trails and
public lands by other user groups.

In light of the growing sales of ATV’s and the evident demand for
places to ride, the OTMP saw the potential of a “product

Hence the need for a Manual that demonstrates how to take

alliance” built around the ATV experience that fit with its

advantage of the ATV tourism opportunity but within the context

category of “outdoor products”. Product alliance models

of a community-based process that respects the views and values

already developed include “Arts in the Wild”, “Paddling Ontario”,

of everyone and is pro-active about environmental responsibility.

“Muskie Fishing” and several others built around the categories

The OTMP Market Development Process

PHASE 1
Outlining the Priority
Project Development

PHASE 2
Clarify the Experience
Supplier and Experience Inventory Development

PHASE 3
Testing the Opportunity with the Alliance
Industry-driven Development Year Plan

PHASE 4
Traditional Marketing
3 Year Plan and Intergration into OTMP Marketing

PHASE 5
Sustainability

Initial project development including research, analysis
and directions for further development.

Focus on the market opportunity, develop Best
Practises and quality criteria and begin the process of
building the Alliance through training.

Working together in the Alliance on branding,
packaging, supplier development, marketing and
product launch.

Building an Alliance for financial sustainability through
marketing sales.

Achieveing financial sustainability, on-going tracking of
results and exploring new opportunities.

Suthey Holler Associates
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of Urban Entertainment as well as Culture Heritage and Learning.

shared-use trails - an opportunity identified in the community’s

As an example, “Arts in the Wild” includes twenty-one member

strategic plan.

organizations and tourism suppliers that operate over 75
packages combining hands-on arts and culture education with

The Elliot Lake experience was the beginning of the Commu-

nature-oriented tourism experiences. See the OTMP website,

nity-based ATV Tourism Model. With the governmental project

www.tourismpartners.com

funders, the Pilot Project began the OTMP Market Development
process and, entering into Phase 2, called for the creation of a

The OTMP - together with the Northern Ontario Heritage Fund

Development Manual. Other communities and groups that had

(NOHFC) and the Federal Government’s regional development

expressed an interest in ATV development were included in the

program for Northern Ontario, FedNor - agreed to undertake a Pilot

consultation process to refine the tourism model in preparation for

Project for the development of an ATV Tourism product that could

eventual participation in the ATV product alliance – “ATVOntario”.

form the basis for a product alliance.
Those communities were:
The Canadian Tourism Commission (CTC) is a Crown corporation

• The Mattawa area

of the Government of Canada with the objective of helping to

• The Kapuskasing area

sustain a vibrant and profitable tourism industry. The Commission

• The Cochrane area

is industry-led, market-driven and research based. Its role at the

• The Timmins area

federal level is similar to that of the OTMP and indeed the CTC

• The area covering a group of communities from Kirkland

works in close cooperation with the OTMP. The CTC has
identified “Outdoor Tourism” as a tourism sector for focused
attention. Like the OTMP’s product alliances, the CTC has a very
successful Product Clubs Program. So far, 43 product clubs have
formed. See the CTC website, www.canadatourism.ca
The product and market development process followed by the CTC

Lake to New Liskeard (Northern Pathfinders)
• The area covering a group of communities in West
Nipissing and East Sudbury (Northeast Trails Alliance), and
• The Eastern Ontario Trails Alliance (EOTA) covering a wide
area from Bancroft to Tweed to Belleville to Perth in
south-central Ontario.

product clubs and the OTMP market alliances is similar. The OTMP Market

Several of these communities as well as other communities such as

Development Process includes five phases as outlined on page 20.

Parry Sound have already begun to use this Manual in the

The Product Alliances are at different phases in the overall process.
While the other product alliances group individual tourist
operators, the ATV alliance is based on communities in order to
recognize the responsibility that must be taken by a much wider
group of interests for a shared-use trail system.

development of their community-based ATV tourism product
and will form part of the Product Alliance, ATVOntario.

3.3 The Development
Matrix drives the Model
The development of an ATV Tourism product must be driven by

Elliot Lake was chosen as the initial “Signature site” to be involved

a realistic and detailed business planning process. This process

in the pilot project as the community had demonstrated the

is defined by the “Development Matrix” that is at the heart of the

commitment and willingness to work with all interests to develop

community-based ATV tourism model.

an ATV Tourism product. The Elliot Lake ATV Club and the City
of Elliot Lake had previously spent a great deal of time, effort and

The columns of the “development matrix” represent project

resources in preparing for the opportunity. The community saw the

planning in relation to three distinct phases:

rapid rise of ATV trail use and immediately recognized the tourism
opportunities through developing and maintaining organized

• The process to determine whether an ATV Tourism product
can be identified for a community (Pre-feasibility).
Suthey Holler Associates
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• The process to develop and detail the Business Plan for the

• Define the ATV tourism opportunities that are indicated

identified community-based ATV tourism product

by an analysis of market demand and information provided

covering both the trail building and tourism product

by the players in the tourism industry.

operating components (Business Plan), and

• Define the strengths and weaknesses of the Community in

• The activities that must take place to measure the

being able to respond to the identified market opportunities.

achievement of the Business Plan and quality control of

• Ensure that the parameters set by all levels of government

the tourism product (Measurement and Quality Control)

will permit the development of the identified opportunities

that will ensure sustainability.

in the particular community.
• In light of these three steps, decide whether in fact a real

The rows of the Development Matrix correlate the Business

opportunity exists for the Community to develop a

Planning activities with the Tourism Market, the Community

community-based ATV tourism product. Be realistic and

and Government parameters. The bottom of each column

critical. If too many doubts exist then it may not make sense

represents a Decision point or a result that must be verified

to proceed further. If, however, all of the basic elements

before proceeding with the activities of subsequent columns.

are in place and the community is positive about

For instance before deciding whether the Community should

proceeding, move forward to the Business Plan.

prepare a Business Plan for a Community-based ATV Tourism
product, the following activities are necessary in relation to column 1:

The Tourism Development Matrix
Planning Component

A. Market

Pre-feasibility

Business Plan

Measurement

Quality Control

Define the tourism
opportunities

Marketing Plan

Measure use and
satisfaction of
tourists/users

Constantly improve
product quality

Measure community
benefits

Constantly improve
community
response and
maximize benefits

Measure compliance

Constantly improve
partnerships with
government

Use Measurement
to guarantee
sustainability and
to understand the
evolution of demand

Sustainability
and Growth is
the result

Supplier
Development Plan
B. Community

Define the strengths
and weaknesses of
the community

Community
welcome
Management Plan

Players

C. Government

Decision
or Result

Understand the
government
parameters and
limits on the
product

Decide whether the
community has a
product. If so, prepare
a Business Plan

Trail Plan

Create Tourism
Enterprise entity
to manage Trail
and Product
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4.0 Pre-feasibility Assessment –

Introduction And Initial Checklist

2. Do ATV recreational riders already access part of the existing
4.0

Introduction

trail system?
3. Is the community generally receptive to tourism

Sections Four to Nine of the Best Practices Manual correspond

development?

to the first column of the Development Matrix. The objective is

4. Is the community at least open to the development of

to determine whether the community can define an ATV-based

further responsible ATV use?

tourism product that:

5. Is there an identified credible group that is willing to lead

• Will respond to an identified tourism market need,

the pre-feasibility assessment process?

• Fits within the community’s plans and resources,
• Is capable of being developed within government-related
parameters, and
• Meets initial financial criteria.
This phase is a “pre-feasibility” analysis. If the analysis shows
positive results, then the community will move forward in
developing the Business Plan (Sections Ten to Fifteen of the
Manual).

4.1

Initial Check-list on
whether to begin the process

This list is not meant as a barrier to a community proceeding with a
pre-feasibility assessment. However, if the response to one or more
questions is negative, the likelihood of the project being successful
is placed in doubt. Rightly or wrongly, local governments and local
populations are not always supportive of further development
of ATV use – either for recreation or tourism. Strong opposition
right from the start of a project to develop a community-based ATV
Tourism product and shared-use trail system may be extremely
difficult to overcome and very costly in time and resources,
especially if it duplicates a network of trails devoted exclusively to
another trail use.

As stated in Section 3, the decision to move forward in defining
and developing a Community-based ATV Tourism product will be
made community-by-community. Not all communities will want to

4.2

Getting ready to undertake
the pre-feasibility assessment

or be able to develop a shared-use trail system and an ATV tourism

By this point, a group must be identified to spearhead the

product. Before even moving forward with the pre-feasibility

pre-feasibility assessment and to act as the “convenor” for a wider

analysis set out in this section, communities should be able to

group of interests.

respond positively to the following 5 questions.
The first task is to create a chart of all the community partners
1. Does the community already have access to a basic existing

that are already involved or should be involved in considering

system of trails on Crown land, on municipally-owned land

development of the ATV Tourism product (Template 1). Once this

or on private land?

list has been prepared, the next step is to write a project Vision
Suthey Holler Associates
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Statement, record whether each partner’s primary interest

Templates

is “tourism” or “recreation” and have each partner identify

Template 1 – List of Community Partners (see page 99)

expectations with respect to the project (Template 2).

Template 2 – Vision Statement and Partner Expectations

Completion of these two templates will permit the

( see page 100)

identification of those community partners that want to be
actively involved in the pre-feasibility assessment and those

Tip

that simply want to be kept informed of the progress and
the outcome.

An example of a Vision Statement is the following:

These two templates also provide a starting point for

“Develop a Community-based shared-use trail system in
the area - based on the ATV Tourism Development Manual

discussions with the Ontario Ministry of Natural Resources

– in order to offer trail-based tourism products that will

(District Office) with respect to trail development.

maximize economic development opportunities for the
region in an environmentally responsible manner.”
An example of Expectations by identified interest is as follows:

Trail Deveopment expectations by interest group (example)
Interest

Expectations

Municipal

• Business development – connection to ski hill,
cottage lot development
• Maintain property values
• Connect town directly to trails once legislation allows

• Increase municipal tax revenues
• Trail system should drive traffic to existing
tourism businesses

First Nations

• Trail development must have no impact on land claims
• Business development on trail system

• Spur line trail
• Involvement in management of trail system

Chamber
of Commerce

• Support for existing business and new business
development
• Part of overall tourism strategy

• Good management of trail system and tourism products

Various
Civic Groups

• Local social/recreation interest
• No direct expectations

Clubs and Trail
User Groups

• Continued free access to traditional trails

• Involvement in management of trail system

• Shared-use does not restrict or interfere with
current use (safety, noise etc.)

• Conflicts will be resolved cooperatively

Land owner
/MNR

• MNR Class EA process to be followed
• All federal and provincial regulations to be followed

• Land use agreement in place and protection from liability

Other resource
users on
Crown land

• ATV tourism development will not interfere with forest management and traditional users
• Conflicts to be resolved cooperatively
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5.0 PRE-FEASIBILITY ASSESSMENT – THE MARKET

• Ask the local economic development office or a

Planning Component
Pre-feasibility Assessment

local tourism authority to profile the types of
visitors that come to the community – where they
originate, what activities they participate in, how

A. Market

The Tourism Opportunity

long they stay etc. This might involve a sample
survey in the key originating markets or at the

Players

B. Community

The Strengths and Weaknesses
of the Community

tourist information office to determine the interest
in ATV related tourism.
• Consult regional or provincial tour wholesalers and

C. Government

The government parameters and
limits on the product

receptive operators or a local tourism authority
to determine whether they have been receiving
requests for outdoors and ATV tourism packages.
• Determine if individual tourist operators may

5.0

Introduction

Once the initial partners to be involved in the pre-feasibility
assessment have been determined, the first test is to undertake
research to see whether the community can identify a tourism
product that responds to a market need. This is not always an
easy task as relevant tourism statistics and data are not usually
available – at least in the detail required to fully identify the
“ATV-related” tourism market.
The research may be undertaken directly by the volunteer group
or a by a professional consultant. The purpose is to evaluate
the local market. Some of the activities that a community might
consider are the following:

already be offering an ATV tourism package in the
area, using either public or private lands.
• Consult the local snowmobile and ATV clubs (where
they exist) to determine experience in recreational
ridership over the last few years and whether
they are aware of tourists coming to the local area to
participate in their sports.
The most likely segment of the tourism market in Ontario that
will generate visitors interested in an ATV tourism experience is
the Overnight visitor who participates in Outdoor tourism.
The next two units present a starting point in looking at the
“Outdoor Tourism” market in Ontario and examples of ATV-based
products from other jurisdictions.
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5.1 The Market for
outdoor tourism in Ontario

• The outdoor tourism market is one of the faster growing
sectors of the total tourism market – about 40% of all

Over 100 million tourists visit (person-visits) Ontario locations
each year. The total value of the Ontario tourism market is about
$19 billion annually. The tourism industry directly employs about
262,000 people and creates indirect and induced employment
for a further 225,000 for a total labour income value of over $12

overnight visitors.
• 82% of outdoor visitors come in the period from April to
September.
• 70% of visitors are from Ontario, with only 5% from the
rest of Canada.
• 15% of visitors are from the United States Border States

billion.

(Minnesota, Wisconsin, Illinois, Michigan, Ohio, New York
1

About 60% are same-day visitors and 40% are overnight visitors.
Visitation was down by about 10% in 2001 compared with 1999
because of the economic slowdown and repercussions on travel

and Pennsylvania).
• 4% of visitors are from Overseas (primarily UK, France,
Germany and Japan).

following 9/11. The market continues to be slow in 2003 because

• Most visitors travel in adult-only parties of 2 to 3 persons

of other factors such as SARS. However, the Ontario Ministry of

• The average stay in Ontario is 3 to 4 nights (but may be

Tourism and Recreation forecasts relatively strong growth in the
2003 to 2006 period reaching 8% year-over-year growth by 2004.

several destinations within Ontario).
• Outdoor visitors spent $3.1 billion in Ontario in 1999.
The average expenditure per person of Ontario visitors is

The market segment that is of most interest for communities

about $100 (but over length of trip). Expenditure is nearly

wishing to develop an ATV-linked tourism product is the

$300 per trip for visitors from US Border States, and over

overnight visitor that participates in some form of outdoor

$1,000 for visitors from overseas ($650 if transportation is

activity. While the range of outdoor activities is wide, the outdoor

removed).

tourist is generally active and involved in sports and often ready
to try new experiences that could be connected to an ATV.

For purposes of reporting tourism visits and expenditures,
Ontario is divided into a number of Travel Regions. Beginning

“Outdoor” is one of the three product groupings of the On-

with reported visits for 2001, however, the definition of the travel

tario Tourism Marketing Partnership (OTMP) as well as a

regions has changed. While the number of regions remains at 12,

grouping of the CTC. An ATV-related tourism product is the

the six former regions of Northern Ontario have been reduced to

newest of the Ontario outdoor tourism products along with

3. Conversely, the number of Travel Regions in southern Ontario

Arts in the Wild www.artsinthewild.com Paddling Ontario

has been increased from 6 to 9. The new Northern Ontario Travel

www.paddlingontario.com and Muskie Fishing. OTMP targets

Regions are as follows3 ,

outdoor tourism products that will be enriched with packages

• North-Central (Region 10) – corresponds to former Near

and niche-product opportunities that reinforce Ontario’s

North region but with addition of Parry Sound and

uniqueness and appeal to higher-end markets. This market

Timiskaming Districts.

represents about 16 million tourist visits annually.
The characteristics of the overnight outdoor tourism visitor to
Ontario are the following2 :

• North-East (Region 11) – corresponds to former Algoma
Country, James Bay Frontier and Rainbow Country with
some adjustment

1 The definition of an overnight visitor is someone who stays at least one night at an Ontario location no matter what distance has been travelled.
2 Ontarioʼs Overnight Visitors with an Outdoor Interest, 1999, Tourism Monographs No.26, September 2001, Ontario Ministry of Tourism, Culture and Recreation.
3 Appendix A provides a full list of Ontarioʼs new Travel Regions by Census Division.
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• North-West (Region 12) – corresponds to former Sunset

North-East to 59% in the North-West, compared to a
provincial average of 35%.

Country and North of Superior regions with some

• In the North-Central and North-West regions, participation

adjustment

of United States overnight visitors in outdoor/sports
4

In 2001 , the Northern Ontario portion of the overnight outdoors

activities is higher than domestic participation (70%

tourist market was 2.6 million person visits – representing 19% of

and over compared with about 50%). The provincial

total visits to Ontario. Given that Northern Ontario only represents

average for United States visitors is only 32%.
• Also in the North-Central and North-West regions,

7% of Ontario’s total population, its ability to attract the “outdoor
visitor” is relatively strong. The chart below indicates the Northern

participation of Overseas visitors in outdoor/sports

Ontario overnight outdoor market by Travel Area and by major

activities is higher than domestic participation – 60%
compared with a provincial average of 22%.

point of visitor origin (domestic, United States, Overseas).

• Participation of domestic overnight visitors in snowmobiling
ranges from 1.7% in the North-West to 3.4% in the

From the chart the following observations can be made:

North-Central region, compared with a provincial average of

• Overall, in Northern Ontario, the participation of overnight

less than 1%.

visitors in outdoor/sports activities ranges from 45% in the

Outdoor overnight visits to Northern Ontario in 2001 – (000)
Type of visitor

North-Central (10)

North-East (11)

North-West (12)

Ontario

Domestic
Overnight Visitors

1,141

1,558

1,020

29,610

Participated in
outdoor/sports activity

602 (53%)

701 (45%)

508 (50%)

10,835 (37%)

Participated in
5
snowmobiling

39 (3.4%)

46 (3%)

17 (1.7%)

267 (under 1%)

United States
Overnight Visitors

113

454

631

7,879

Participated in
outdoor/sports activity

79 (70%)

205 (45%)

464 (74%)

2,498 (32%)

Overseas
Overnight Visitors

24

29

18

1,795

Participated in
outdoor/sports activity

14 (61%)

14 (47%)

11 (60%)

393 (22%)

Total overnight visitors

1,278

2,041

1,669

39,284

Participated in
outdoor/sports activity

695 (54%)

902 (45%)

983 (59%)

13,726 (35%)

4 Regional statistical tables for Domestic visitors (Table R9), United States visitors (Table R8) and Overseas visitors (Table R8) of Ministry of Tourism and Recreation,
as reported for 2001.
5 Only reported for domestic visitors
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As an example of estimating market potential, the Mattawa area

sold corresponds to less than half of the domestic visitors in

might determine that it wanted to target the overnight outdoors

Ontario that “participate in snowmobiling”

visitors from United States. From the above chart we can

(See chart on previous page).

determine that about 79,000 visitors from the United States
participate in outdoor/sports activities in the North-Central travel

Template

region. The Mattawa area share of this can be estimated by

Template 3 – Initial Market Estimation, Part A provides a

comparing tourism employment in the local area to the Travel

format for undertaking this type of calculation for a

Region. This works out at 10%6.

community. (See page 101)

So the Mattawa area could expect to attract 7,900 overnight

Resource

visitors from the United States with an outdoor/sports interest.

The Ontario Ministry of Tourism and Recreation publishes

While this represents the “potential” interest in ATV tourism, it

annual tourism statistics based on the Canadian Travel

would not represent a realistic estimate.

Survey (CTS) and the International Travel Survey (ITS).
Statistics are reported for the Province of Ontario as a whole,

Participation in snowmobiling is a baseline indication of likely

for Travel Regions and on a more limited basis, for Census

interest in ATV’ing as the estimated cross-over between

Divisions. The relevant reports and statistical tables can be

snowmobile and ATV riders is between 40% and 60%. Applying

accessed at www.tourism.gov.on.ca .Once on the site, click

the domestic snowmobile participation rate of 3.4 %7 observed in

on Tourism Research under Tourism Division. Information

the North-Central region to US visitors, yields an estimate of 268

relating to the OTMP is also available from this site.

United States ATV tourists that could be attracted to the Mattawa
area. But the average season for snowmobilers is only 50 days,

Furthermore, an association of Canadian tourism ministries

compared with an average season for ATV use of 210 days, so it is

and organizations have collaborated and conducted two

likely that 268 United States ATV tourists would be a low estimate.

large-scale surveys to assess the travel activities and

It may be closer to 1,000 (4 times). Additionally, the Mattawa

motivators of Canadian and American travelers. This

area might also target domestic and overseas tourists – calculating

survey, known as the Travel Activities & Motivation

ATV tourism market potential in a similar way as for United States

Survey (TAMS), represents a comprehensive assessment of

8

tourists.

The first year target (2003) for the community of Elliot Lake was
also to sell 1,000 ATV trail passes. This compares with the sale
of 600 to 700 snowmobile permits sold annually in Elliot Lake.
Ontario-wide, about 115,000 snowmobile permits are sold in a
season. However, in snowmobiling, the permit is sold for the
machine and not for the visitor so that the number of permits
6

7

8

travel behavior and motivators and provides a rich and
authoritative database by which to develop marketing
strategies and travel products to attract visitors to Canada.
A series of analyses were conducted using the TAMS
database to explore the travel patterns of the marketplace
as well as the factors that motivate travel behavior. The
TAMS project examines travel behaviour from December

A proxy for tourism employment is all employment in industry divisions 71 (Arts, entertainment and recreation) and 72 (Accommodation and food services)
as reported by Statistics Canada for the 2001 Census. Total “tourism” employment in the Mattawa area calculated in this way is 285, compared with tourism
employment in the North-Central Travel Region of 2,830 i.e. about 10%.
The National Snowmobile Tourism Study estimated that snowmobile tourist visitors represented 4% of the Overnight “Pleasure” visitors in the first quarter
of 1998. “Pleasure visitors” is a slightly narrower category than all Overnight visitors. The study was prepared for the Canadian Tourism Commission and
the Canadian Council of Snowmobile Organizations by Pannel Kerr Forster Consulting and others. It was released in December 2001.
This market potential exercise can be further refined by focusing on visitors from more specific geographic areas, such as a particular State in the United
States and/or a particular domestic travel region. Statistics are available from the Ontario Ministry of Tourism and Recreation regional tables to make this
calculation.
Suthey Holler Associates
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1997 to November 1999. It also explores a wide array
of travel experiences, activities and preferences, brief
and longer vacations and the image of Canada/Ontario,
within Canada and the United States. See in particular

• Whether the trail will be open year-round or closed during
the winter.
• Whether the trail will be configured as a linear system or a
loop system or whether it is a “play area”.

Monograph No. 26 “Ontario’s Overnight Visitors with an
Outdoors Interest”. This Monograph and others in the TAMS

The Paiute ATV Trail in Utah provides one of the best examples of

series can be accessed at the Ontario Ministry of Tourism

a dedicated ATV Trail configured as a loop system. It is one of the

and Recreation website referred to above.

top 5 trails in United States and circles multiple rural
communities over a network of 450 kilometres. It was begun by a

5.2

Types of ATV tourism
products in Ontario, Canada,
United States and elsewhere

Once an initial attempt has been made to identify likely market
potential in terms of outdoor tourism visitors that could be
attracted to an ATV-based tourism product, the next task is to
consider the nature of the product that would be most likely to
attract such visitors.
In the early stages of developing the ATV tourism product, it is
likely that the community will focus on the “experienced” rider
who probably has his/her own ATV and is desperately looking for
a “place to ride”. This is where Elliot Lake has started in
marketing its ATV tourism product, as there is known to be
“pent-up demand” in this market segment. However, the real
long-term market potential is likely to be with the “novice” or
“never before” rider who may be attracted to the sport of ATV
riding or may be attracted to an overall tourism experience
of which the ATV is a unique “means of transport” or casual
“adventure”. Imagination will be the watchword in designing the
product or products for this second market. In any case, even if
the community’s first target market is the experienced rider, the
trail and other infrastructure development plan should envisage
the transition to the second market.
The ATV tourism product can be distinguished by the type of trail

group of volunteers in the early 1990’s and went from a ridership
of 12,000 in 1994 to 75,000 by 2002. The trail and particularly its
major riding events draw ATV riders from throughout the United
States, Canada and Europe. The trail is generally closed during
the winter because of the heavy snowfall in the mountains of
Utah. While the Paiute Trail caters to the experienced ATV rider,
many lodges and other establishments offer packages for the
novice or first-time rider that usually includes accommodation,
rental of an ATV and the provision of a guide.
The Elliot Lake system is also based on a number of interconnecting loops within a network of 300 kilometres of trails
radiating out from the City of Elliot Lake. The Elliot Lake system
is shared-use with single-use or differentiated-use trails within the
system. While Elliot Lake is currently focusing on the experienced
ATV rider market it has also begun introducing packages for the
second market.
The Multi-Use Trails of the Eastern Ontario Trails Alliance (EOTA)
are primarily linear or point-to-point covering an area from south
of Algonquin Park to just north of Lake Ontario. The EOTA system
contains multi-use trails that are open to motorized users (ATV’s,
snowmobiles and dirt-bikes), snowmobile-only trails, and multi-use
trails that are non-motorized. The EOTA began with recreational
trails but has recently started to incorporate plans to tap the
tourism potential.

system on which ATV’s will ride. The primary ways in which the

The community of Cochrane is considering a unique mix of a

trail systems can be differentiated are:

community linear trail to Quebec combined with non-community

• Whether the trail is to be shared-use with other motorized
(and sometimes non-motorized) users.

trail experiences offered by individual tourist operators on Crown
land. The tourist operator trails make use of the train for part of
the journey.
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Quebec provides the best example of year-round ATV trails

The two major aspects of the market that need to be considered

(referred to as “Quads” in Quebec). Of the 15,000 kilometres of

are market trends in the ATV industry and Consumer research

trails in the Province, 20% of the trails are open year-round and 30%

relating to market segmentation.

are accessible only in winter. Nearly 60% of all trails are exclusive
ATV trails. While Quebec initially developed as a recreational

5.3.1

Market trends

market, the province was one of the first to understand the tourism
potential of ATV’s and undertook an ATV Economic and Tourism

The exhibit below shows the retail sales of snowmobiles and

Study in November 1996 that resulted in an aggressive province-

ATV’s across Canada. It is based on unit sales statistics and

wide ATV Tourism Action Plan. For an overview of the Quebec ATV

estimates for years in which sales figures were not available. ATV

scene, see the website of the Quebec Federation of Quad Clubs

sales continue to increase and exceed snowmobile sales in many

(Fédération Québécoise des Club Quads) www.fqcq.qc.ca

jurisdictions.

More and more vacation resorts in the Caribbean and Hawaii are

It can be seen that snowmobiling started in the 1960’s, grew

offering ATV use as part of the overall adventure experience. Very

rapidly and then reached a peak in annual sales in 1997. Since

few have long trail systems but rely on “play areas” that cover a

then sales have declined annually and appear to be stabilizing

limited distance offering stops for sightseeing and areas such as

around the 50,000 unit mark. A particular threat for the future

beaches and mountains where riders can “play”. In Ontario, an ATV

is the changing climate conditions that make snow availability

Club close to the London area was faced with the issue of having

uncertain.

no place to build trails. Consequently they developed a “play area”
in an old landfill site and have since been “over-run” with ATV’ers

ATV’ing started in the late 1970’s and has grown steadily ever

from the United States.

since. ATV’s outsold snowmobiles in Canada beginning with the
1999/2000 period and reached sales of nearly 80,000 units in

While further research by the community will be necessary, it

2002. Ontario accounts for about 20% of these sales. The future

should be possible at this stage to undertake an initial definition of

for growth looks brighter than for snowmobiling because of the

the ATV related tourism product that would likely respond to a
market need and a description of how the product could evolve.

Canadian Snowmobile and ATV Sales

Template 4 – Trail Configuration Options, provides a
format for the Community to record its trail options.
(See page 102)

Resources
Paiute Trail – See www.ATVUtah.com and www.Marysvale.org
EOTA – See www.thetrail.ca

5.3

ATV tourism market profile

Looking more specifically at the profile of the ATV tourism market
will help a community to focus on likely market demand and
product offering.

ANNUAL UNIT SALES (000)

Template
120
100
80
60

Snowmobiles

ATV’s

40
20
0
1960

1975

1985

1992

1996

1997

2000

2002

2003

2004

same changing weather conditions and the generally longer season
available for ATV use (210 days compared with 50 for snowmobiling).
Another market boost for ATV’s will likely come as the manufacturers
introduce (and recommend) machines that can safely carry two
persons (“two-up” units).
Suthey Holler Associates
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The sales evolution pattern is similar for United States.

This would appear to be the case, for instance, in New York

However, ATV unit sales are far above snowmobile sales. In 2002,

State. As an indicator, the Media Release announcing the opening

for instance, US snowmobile sales were 140,000 units whereas

of the Elliot Lake ATV trail system received wide coverage and

ATV sales were nearly 800,000 units. The difference with Canada

enthusiastic commentaries in the US Border States.

is understandable because of the larger areas in United States that
never see snow. The number one state in ATV sales is California

So if we take the example of the Mattawa, area the exercise for

with 52,000 estimated new unit sales for 2002. However,

the Community would be to compare, for instance, the stock and

traditionally strong snowmobiling states such as Pennsylvania and

sales of ATV units in New York State with the attraction target of

New York are also showing very strong sales (ranked 3rd and 4th

1000 visitors. Such a comparison may result in an adjustment of

respectively in nationwide sales).

the attraction target.

Although the ATV market has always been comprised of “work”

Template

machines and “recreational” machines, the latter is an

Template 3, Part B provides a format to conduct this exercise.

ever-increasing portion of total sales.

(See page 101 )

In considering market demand and product offering, the
Community should examine the stock of ATV units and the

5.3.2

Consumer research

growth of ATV sales in its target market. Attempt to determine

In planning the Community ATV tourism product, it is important

whether or not sales are outstripping the provision of local riding

to consider who the consumer is now and how that consumer may

opportunities in that market – both in terms of quantity of trails

change in the future. Research relating to the consumer usually takes

and quality of the experience.

the form of “Market Segmentation” or “Psychographic” reports. The

Tip
In the United States, the International Snowmobile
Manufacturers Association has tracked sales and
registrations of snowmobiles in both Canada and United
States by Province and State www.snowmobile.org
Various States and ATV-related magazines frequently
publish statistics on ATV sales. An Internet search for
instance, under “New York ATV sales” provides several

Ontario Tourism Marketing Partnership (OTMP) has begun providing
relevant information based on detailed analysis of visitor statistics.
Several of the reports from the TAMS database provide useful
data when looking at market segments. In particular, the Outdoor
Segmentation report prepared by Lang Research and available
on the Ontario Ministry of Tourism and Recreation website
www.tourism.gov.on.ca identifies 9 outdoor consumer groups
based on their ages, incomes, travel frequency and activity
preferences.

hits on source information. In Canada, the Motorcycle

Those groups are:

and Moped Council of Canada also publishes statistics

• Resort lovers

www.mdtcanada.net

• Campers
• Naturalists

Contacts with individual ATV dealers and manufacturers

• Fitness enthusiasts

will also provide a source of information when trying to

• Golfers

• Sports enthusiasts
• Outdoor activists
• Hunters and anglers
• Inactives

identify sales at a sub-provincial or sub-state level.

None of these segments specifically references either ATV’ers or
Suthey Holler Associates
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snowmobilers but several of the groups are shown to enjoy a

Nevertheless, data relating to snowmobiling can be useful in

wide variety of outdoor experiences, notably the Resort lovers,

trying to further profile the ATV tourism consumer. Below is a list

the Campers, the Outdoor activists and the Hunters and anglers.

of relevant profile items relating to snowmobile tourism drawn

In principle all of the market segments could be attracted to some

from the National Snowmobile Tourism Study, the ‘Winter Gold’

form of ATV-based tourism experience. Segmentation information

study9 undertaken by the Ontario Federation of Snowmobile

allows a Community to “design” an ATV tourism product that fits

Clubs and the 1996 Quebec ATV Economic and Tourism Study10 :

with the preferences of any particular consumer group. While

• The experienced market represents 84% of the 945,000

this may be less important when defining the first level of product

Canadian snowmobile-related tourism visits taken in 1999

it will become more important as the Community develops its

(person-visits).

ATV tourism product offering and attempts to define its own
niche market.

• The cross-over rate from snowmobiling to ATV’ing is
between 40% and 60%.
• 90% of the experienced market is made up of domestic

A survey conducted by the Canadian Tourism Commission (CTC)
at the 2003 International Adventure Travel and Outdoor Sports

(Canadian) visitors.
• However, only about 30% of US and Overseas

Show (IATOS) in Chicago provides further insight into US visitor

snowmobile-related tourism visits are accounted for by

preferences:

experienced riders.

• A majority of respondents expressed the desire to learn
about nature, culture and the environment of destinations
that they visited – combination of urban and wilderness.
• The easiest visitors to attract are those that have already

• Snowmobile tourism packages range in duration from onehalf day to ten days.
• One of the most popular packages offered in Western
Canada is the 2 to 3 hours up to one-day event. This

visited Canada and specifically for an outdoor adventure in

package, for instance, is very popular for novice riders (95%)

the last 5 years.

offered to 24,000 clients in the Whistler region (participation

• Driving times of 8 hours or more do not appear to be a
significant barrier to reach a tourist destination.
• Positive attitudes of US travellers do not always translate into

during a skiing holiday).
• While the longer package of 4 to 5 days is primarily designed
for the experienced rider, 40% of the take-up is by novice

actual trip behaviour. They need to be convinced or enticed

riders. Western Canada operators average 210 clients per

with attractive packages in the range of 1 to 8 days.

year for this package.

To date there has not been any market segmentation analysis
related specifically to the ATV consumer and the ATV tourism
product. Even for snowmobiling, the National Snowmobile
Tourism Study had to commission custom research by Statistics
Canada of data from the Canadian Travel Survey and the
International Travel Survey.

• The All-inclusive snowmobile tourism packages are favoured
primarily by Overseas visitors (50%) and US visitors (38%).
• In Quebec, the recreational snowmobiler takes 6.6 trips per
year with an average length of 4.6 days. A full-day tourism
snowmobiler travels about 104 kilometres per day whereas
the part-day excursionist will travel about 62 kilometres.

9

Winter Gold – The Report on the Economic Sustainability and Development of Snowmobiling in Ontario, for Ontario Federation of Snowmobile Clubs, by
Ecologistics Limited, May 1998.
10 Quebec ATV Economic and Tourism Study, for the Fédération Québecoise des Clubs Motocylistes Associés, 1996.
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Experience so far with ATV tourism packages in Ontario suggests
a market for 4-day package that includes 2 full days of riding,
accommodation, meals and lunch boxes. Such packages are
retailed by travel agents in the range of $800 to $1500 per person.
About 75% of this price is net to the tourism operator. This price
is above the average expenditure per trip of $533 recorded by the
2001 International Travel Survey but is within the range of
average trip expenditures of $2100 US recorded by the IATOS
survey referred to above.
For purposes of directing ATVOntario, the Ontario Tourism
Marketing Partnership suggests the following marketing strategy:
• Initial target of 29 to 45 age group of singles and couples
with a good income.
• As a secondary market, a slightly more mature segment of
couples and singles with a good income.
• Initial marketing primarily directed at males who are
planning a trip one to two months out who want quality
trails but may be less demanding with respect to the quality
of destination amenities.
• Advanced marketing directed at couples and women who
represent a growing segment of ATV ridership and who are
seeking quality trails, services and other tourism
opportunities.

Template
Template 4 (Consumer segments for future development) asks
the Community to begin the identification of market segments in
planning the evolution of its ATV tourism product offering. (See
page 102)
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6.0 Pre-feasibility Assessment –

6.1

Planning Component
Pre-feasibility Assessment

A. Market

The Community

The Tourism Opportunity

Community
strategic planning the tourism priorities

The first place to start is with the Community’s own
Strategic Plan. If the Community has already gone
through a strategic planning exercise then the task is

B. Community

The Strengths and Weaknesses
of the Community

to determine and understand the directions that have
been set for tourism development. The ATV tourism

Players

product should be complementary to and build on

C. Government

The government parameters and
limits on the product

those directions.
If the strategic plan has not set clear directions in

6.0

Introduction

Having conducted an initial assessment of the market for ATV
tourism products and having made preliminary decisions on the
product offering, the next test is to determine the product “fit”
with the Community’s overall plans and resources.

relation to tourism, then the “core values” of the Plan should
be used as a jumping-off point for a further visioning exercise.
The situation is similar if the community has not completed an
overall Strategic Plan. However, it will likely be more difficult as
the overall Vision in relation to economic development will need
to be clearly established. Moreover, the group that is planning

The focus turns from the “external” elements to the “internal”

the ATV tourism product will need to be closely involved with

elements of the pre-feasibility assessment. These elements

developing the community’s strategic plan.

include:
• Community strategic planning
• Taking stock of community assets for the ATV experience
• Natural resource infrastructure
• Community organization infrastructure

Naturally, if the definition of the “Community” for the purposes
of developing the ATV tourism product crosses a number of
municipal and/or First Nation boundaries, the Strategic Plans of
each of these entities will have to be taken into account.

The goal at this stage is to ensure that the basic community support
is in place in order to proceed further in the ATV tourism product
planning.
Suthey Holler Associates
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Template

6.1.2

Template 5 – Community Strategic Planning, provides a format

Testing the ATV tourism product
against the Community vision

for the community to indicate the state of strategic planning in

On the other hand, the community’s strategic plan may be

the community. (See page 103)

well developed with respect to tourism directions, as was the
case with Elliot Lake which clearly highlighted shared-use trail

Resource
The Ontario Ministry of Municipal Affairs and Housing has
developed a good website for “Rural Economic Data and
Intelligence” that provides socio-economic insight,
methodologies for community analysis, setting strategies,
project implementation and tracking progress.
The site can be accessed at www.reddi.gov.on.ca

development. The next step then, is to determine if the target
ATV market and initial product description is supported by the
community at large.
The best way to approach this is through some form of
well-planned “validation” exercise. This could be a public meeting
(either by invitation to selected groups or open to the general

6.1.1

Community visioning exercise

If a Strategic Plan does not yet exist or is unclear with respect
to tourism directions, there are several “Think Tank” facilitation
techniques that can be used to raise a community’s awareness
of the tourism values that it has available to offer. The following
leading questions will help.
• What are sources of community pride?

public) that sets out the opportunity for the development of an
ATV tourism product and the initial conclusions that have been
reached with respect to the market. MNR should be included
in the planning process for the meeting to ensure it meets their
requirements. If a supportive atmosphere exists in the meeting,
a preliminary SWOT (Strengths, Weaknesses, Opportunities and
Threats) analysis can be incorporated into the session.

• “What makes our community different?”

However, the session should not take the form of a “hard-sell”

• “What tourism attractions/services do we have, do

exercise with the objective of trying to convince everyone of

we need?
These can result in a list of potential targets. From this list,
common trends can be grouped together under specific themes.
The next step is to place these in order of importance as to which
are more apt to draw visitors from outside the region. The result

the merit of ATV tourism or to “convert” all recreationalists to
tourism-promoters. The purpose of the session is to introduce
the opportunity, get initial feedback and questions and then
incorporate the results into the overall pre-feasibility planning
exercise.

should be a priority list of tourism themes. Use a group ranking

Template

or scoring system to arrive at a reasonable list of priorities.

Template 6 – SWOT Analysis, should be completed following

Resource
See the Reddi site referred to above for an example of a
facilitation technique that can be used for community
planning.

the public meeting (or some other form of validation process) that has been used to undertake a preliminary SWOT
analysis. (See page104)
* Note that some aspects raised at the public meeting might
require modification to Templates 3 and 4.

Suthey Holler Associates

35

6.0 Pre-Feasibility Assessment - The Community

Tip

Template
Template 7 – Inventory of Services, provides a format

It is wise to actively involve the group (or groups)

for recording relevant information for potential service

responsible for developing the Community’s Strategic

providers. (See page 105)

Plan and the local MNR office into the planning for the
public meeting. In many cases this will be the Council or

Tip

staff of the municipality or municipalities concerned.

Assessing “quality” is often a delicate process if no
6.2

Taking stock of community
assets for the ATV experience

Either prior to or immediately following the preliminary SWOT
analysis referred to in the previous unit, an initial evaluation
should be undertaken of the community assets that could provide

third party quality assessment system is in existence. In
this case, the best way to assess quality is to ask each
establishment to rate themselves in accordance with fullydefined quality categories. For an example of a quality
rating system see www.canadaselect.com

a basis for offering the defined ATV tourism product. This involves
identifying possible complementary existing tourism products
and taking an inventory of accommodations and tourism services
that would be able to support the ATV tourism product.

6.3

Natural resource infrastructure

In Template 4, the broad nature of the ATV tourism product
has been described (Trail, loop, play area etc.). The next step

The ATV experience can only enhance community tourism values
if there are sufficient services to sustain it.
These services will, at a minimum, include the following:
• Accommodation establishments in the urban core
• Rural or wilderness/remote lodges
• Restaurants
• Entertainment services
• Tourism organizations and agencies
• Guiding services
• Outlets that provide for the sale, rental and repair of
ATV’s and / or of snowmobiles.
Communities may already have inventories of these services
available through Chambers of Commerce, Boards of Trade,
tourist information centers or municipalities. If none is available,
it is essential to gather this information. To the extent possible,
the inventory should take account not just of the “quantity” but
also the “quality” of the various facilities and services.

involves trying to determine where such an infrastructure could
be located (referred to in following paragraphs as the “trail system”).
One of the essential elements of an ATV experience is the trail
system. It is important to turn the focus towards the “touring
experience” along with the trail. The trail system makes the
experience possible and binds the tourism experience together.
The best way to consider trail system options is to look at a
detailed map of the community and surrounding area and to
identify possible routes and locations. However, it is important
not to try and come to a decision on a “single” route or area right
away. Identify several options for further consideration.
It is essential to involve representatives from the District office of
the Ministry of Natural Resources in this exercise right from the
beginning. They are the most knowledgeable about local Crown
land use and will be able to indicate where trail options could
run up against problems (e.g. forest operations, aggregates, mine
claims etc.). It is also the Ministry of Natural Resources that will
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be responsible for screening the eventual trail application with
respect to the Class Environmental Assessment for MNR Resource
Stewardship and Facility Development Projects (Class EA).
The screening results will determine which (project category)
planning process under the Class EA that MNR will require
the proponent to follow. It is important to be aware that an
environmental assessment process has a decision point in it. MNR
will ultimately decide whether to approve, approve with conditions or
deny the disposition of Crown land for the proposed project.
See www.mnr.gov.on.ca/mnr/stewardea
The trail system options should be considered in terms of trail
segment-lengths and tour-time experiences that relate back to the
kinds of products that would appeal respectively to the experienced
ATV’er and the novice. Three trail segment lengths should be
considered:
• A trail segment of l00 kms. or less
• A trail segment of 150 kms.
• A trail segment or system of up to 300 kms.

not currently being used by any particular trailuser
• Status of “roads” being used - Are they considered roads
within the Highway Traffic Act? Can ATV’s legally use
designated “roads”? (Check with the local office of
the Ontario Provincial Police and/or the Ontario
Ministry of Transportation)
• Level of difficulty of the terrain
• Access to trail-heads, particularly for emergency service
vehicles
• Location of environmentally-sensitive or hazardous areas
• Location of scenic vistas and places of tourism attraction
• Location of establishments and services inventoried in
the previous unit
• Identification of existing bridges and culverts as well as
those sites where they may be required
• Full assessment of each trail potential, state of repair,
infrastructure needs and maintenance requirements.
It is a distinct advantage to be able to see all land information
in one place. All topographic features are already part of the

But remember that it is easier to start with a shorter segment and

Ontario Base Map information base. Only those features that

then add on later in order to manage costs for development and

are important to the touring experiences need to be further

operations.

identified. Lands Information Ontario (LIO), under the direction
of the Ontario Ministry of Natural Resources, is developing a

In terms of the tour-time, four ATV tourism experiences should be

program that will facilitate the collection and transfer of this

contemplated:

information to their central data bank.

• A two to three hour experience,
• A half-day experience

The LIO data collection partnership will allow access to other

• A full-day experience

land use information that could be critical in the planning and

• A multi-day experience

development of trails. LIO has information layers on Crown
land and private property, parks, preserves, ecologically

Items that should be considered in identifying the options are the

sensitive areas, forestry and mining information as well as

following:

other stewardship agreements. Trail and touring experience

• Ownership of land where trails are located

information will mesh as additional layers are added.

• Trails that are currently being used by snowmobiles or others
• Trails that are currently being used for non-motorized
purposes
• The extent of bush roads and trails that are being formally
as well as informally used by ATV riders

Resource
See the Ministry of Natural Resources website, LI0 at
www.lio.mnr.gov.on.ca Copies of the Class EA can be
downloaded from www.mnr.gov.on.ca/mnr/stewardea

• Bush roads, right-of-ways and abandoned rail-lines that are
Suthey Holler Associates
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Tip
Designate someone to test run each trail option with a hand
held GPS unit and georeference (locate) all details as well
as distances from trailhead. This should include photos
where appropriate. Illustrated maps can then be produced
manually or with the help of simple mapping software such
as Fugawi or Ozi Explorer. More mapping information is
referenced in Section Eleven of this manual.

more concentrated at the following three stages and may directly
involve only a few community organizations that report progress
on a regular basis to the wider planning group. For each of the
community organizations identified in Templates 1 and 2 it is
important to understand the level of involvement desired by
that organization. This will greatly assist in looking at product
organizational options later in the process.

Template
Template 9 – Organization Involvement, provides a format
for recording the desired level of involvement of community

Resource

organisations. (See page 107)

See Websites www.fugawi.com and www.oziexplorer.com
6.4.1

Template
Template 8 – Map, serves as a “place-holder” for the inclusion of the community trails option map referred to above.
(See page 106)

Stakeholders

It is also important to understand the distinction between
representative organizations and their individual members.
For instance a Chamber of Commerce or Board of Trade will
represent most private sector businesses in the community.
Some of those businesses will have a more direct interest in the

6.4

Community organization
infrastructure

The final unit in considering the fit of the ATV product with the
community involves the identification of all organizations and
interest groups in the community that could be connected to the
ATV tourism initiatives. This builds on the information collected
in Templates 1 and 2.

ATV tourism product than others – such as those inventoried
in unit 6.2. It is important to seek a balance of interest in
stakeholders so that all interests are well-represented.
While the Chamber or similar organisation will represent all local
member businesses at the planning stage, individual business
that have a direct interest will also want to be directly involved
as “stakeholders”. The planning team should facilitate this

Four levels of involvement in the ATV tourism product can

involvement, as such businesses will become “suppliers” to (and

be defined:

of ) the ATV tourism product once the trail has been built and the

• At the tourism product planning level (pre-feasibility and
Business Plan)
• At the trails system building level (and trails maintenance)
• At the tourism product management level once the trail
system is built
• At the monitoring and quality control levels once the ATV
tourism product is launched and becomes operational
While all identified community groups will likely participate at

offering launched. They, along with tourist agents, will also be the
ones that develop all-inclusive package offerings that will be key to
marketing the product.
The involvement of stakeholders at the planning stage can be
accommodated by organizing a special meeting for potential
suppliers following the public meeting referred to in unit 6.1.2.
The results of such a meeting need to be incorporated into the
planning process just as with the public meeting.

the product planning level, the level of involvement will become
Suthey Holler Associates
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6.4.2

Local user clubs and
organizations and traditional
users

resource as an outdoors experience. Contacts with all of these
organizations are desirable in the community project planning
and trail building phase. Many have good policies and programs

In developing the trails infrastructure the community will come

that can be of benefit to the local community. However, the

into contact with a host of organizations – many of which have a

community will need to remain focused on developing the ATV

strong recreation use focus. A sample of the trail organizations

tourism product and not simply get caught up in the myriad of

or wider organizations that have an interest in trails include the

trails issues. Remember, the trail is important but it is the tool not

following:

the goal in the community-based ATV tourism model.

• Algoma and Area Regional Trails Council,
www.superioreasttourism.ca
• Bruce Trail Association, www.brucetrail.org
• Discovery Routes, www.nbmca.on.ca
• Eastern Ontario Trails Alliance (EOTA) www.thetrail.ca
• Federation of Ontario Naturalists (FON)
www.ontarionature.org
• Go for Green www.goforgreen.ca
• Hike Canada www.nationaltrail.ca
• Hike Ontario www.hikeontario.com
• Northern Ontario Tourist Outfitters Association (NOTO)
www.noto.net
• Ontario Equestrian Federation www.horse.on.ca
• Ontario Federation of All-Terrain Vehicle Clubs (OFATV )
www.ofatv.org
• Ontario Federation of Anglers and Hunters (OFAH)
www.ofah.org
• Ontario Federation of Snowmobile Clubs (OFSC)
www.ofsc.on.ca

All of these user groups will likely want to be involved at the
planning stage and some will remain involved in the trail building
and maintenance operations. The primary focus of such groups
is likely to be recreation and not tourism and their orientation
needs to be respected.
Their main concern will be their use of the trails and how a
shared-use trail system will work. Groups and individuals that
currently use the trails can be expected to have concerns as
to how their traditional use may change. Recreational trail
user groups should understand that the advantage of tourism
promotion is to create benefits for the whole community and
to develop a source of sustainable funding for the trail system,
inclusive of insurance, that will allow them to use improved, safe
trails at a reduced cost.

6.4.3

Tourism product management

In a community-based initiative it is important to explore

• Ontario Trails Council (OTC) www.ontariotrails.on.ca

the options for the long-term coordination and management

• Park-To-Park www.parktoparktrail.com

of the ATV tourism product. This is often different from the

• Trans Canada Trail Foundation www.tctrail.ca

“champion,” - the individual or individuals that provide the drive
and leadership to initiate the pre-feasibility assessment.

This list is illustrative only. It is not a complete list of all
organizations or interests that can be affected by issues relating

The tourism product management responsibility will likely

to trails.

reside with a group that has a wide community interest.
This could be a municipality, an economic development

All of these organizations represent their members and clubs.

corporation, a Conservation Authority, a Chamber of Commerce

They represent their particular interests as connected to using the

or similar business organization or some other broad-interest

trail. All share a common perspective - to use and protect the trail

community-based organization.
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The tourism product manager concept is referenced in the
Business Plan as the “Tourism Enterprise entity.” With reference
to a particular community, it would be called “Tourism Enterprise
Elliot Lake” or “Tourism Enterprise Cochrane.”
In a community just beginning the process it will coordinate the
trail building process. In a community that already has a trail
system it will take responsibility only after the trail has been built
through the efforts of a number of community groups.
Once the ATV product is launched, the role of the Tourism
Enterprise entity will include:
• On-going development of the shared-use trail system.
• Operational management of the shared-use trail system
including full acceptance of responsibility for
environmental, safety and other compliance with
government regulations and parameters. This function
includes arrangement of trail liability insurance
• Operational management of the ATV Tourism product
including the coordination of tourism suppliers and other
community partners. This includes continual updating of
the overall Business Plan and the component Plans.
• Participation, as the community representative, in
ATVOntario.
• Development of other community-based tourism products
linked to the shared-use trail system.
• Management of the measurement and quality control
functions linked to the shared-use trail system and the
tourism products.
The concept of the Tourism Enterprise entity is outlined in more
detail in the Business Plan. However, it is important at the
pre-feasibility stage to identify those community groups that may
provide the basis for the creation of the Tourism Enterprise entity
(Template 9).
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7.0 Pre-feasibility Assessment –

Government Parameters

It is essential that local government be supportive of

Planning Component
Pre-feasibility Assessment

the initiative to develop ATV tourism products. As
such, they must be kept informed of the initiative

A. Market

The Tourism Opportunity

B. Community

The Strengths and Weaknesses
of the Community

right from the beginning and be actively involved
in both the pre-feasibility and Business Plan

Players

stages. Through by-laws or Band resolutions, local

C. Government

The government parameters and
limits on the product

governments fully control access of snowmobiles
and ATV’s to the community. Their powers will be
increased under new legislation of the Provincial
government that will come into effect in the near
future (Bill 11). This legislation will allow them to
extend access to certain roadways if they believe that
it is in the best interests of the community.

7.0

Introduction

The third test of the ATV tourism product is to determine whether
it is capable of compliance with a number of guidelines and
parameters of the various levels of government:
• Municipalities and First Nations
• Ontario Provincial government
• Federal government of Canada
Some of the government parameters will be in terms of
conditions for receiving financial support for the project. Others
will set limits of how the product can be offered, notably with
respect to environmental responsibility and public safety and
protection.

At the Provincial level in Ontario there is no overall trails act or
policy related to trail use. While many user groups and economic
development interests have been calling for a policy for many
years, as of Mid 2003, no serious initiative can be detected.
Nevertheless, many acts and policies do regulate aspects of trails
and trail users.
In the pre-feasibility planning stage, the objective is to show
and document awareness of government parameters that will
affect the development and launch of a community ATV tourism
product and particularly to identify any areas where compliance
may present problems to be overcome in the Business Plan phase.

Although Municipalities and First Nations are levels of local
government, they are at the same time part of the community.
Suthey Holler Associates
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7.1 Tourism promotion
Local governments can provide assistance for tourism promotion
as part of their economic development initiatives. This may
be actual dollars or “in-kind” assistance from the Economic
Development Officer for project planning or promotion. Such
assistance can be invaluable in getting the ATV tourism planning
initiative underway. It can also be very important as “matching”
funding in applications to senior levels of government for
assistance. In some cases, senior governments will set municipal
participation as a condition of providing funding assistance.
The main assistance for the ATV tourism project from the
government of Ontario has been through the Northern Ontario
Heritage Fund Corporation (NOHFC).
The main NOHFC program has been “Capital Assistance for
Northern Trails” in support of the Northern Ontario Tourism
Sector (capital, marketing and studies). The program closed on
July 31, 2001. However, several applications by communities
are still in process. While this particular program may not be

Tourism Marketing Partnership (OTMP) offers programs to help
identify markets, develop tourism products and effectively market
those products. Other provincial sources of funding may include
the Ontario Trillium Foundation and the Ontario Small Town and
Rural Development Initiative (OSTAR) (for infrastructure and
economic development).
The main source of tourism promotion assistance from the
federal government comes through FedNor, Industry Canada’s
economic development program for Northern Ontario. FedNor
can participate in marketing and studies assistance through a
variety of programs. Generally, FedNor seeks to partner in its
trails support with the provincial government and usually will
not provide assistance beyond 50% of eligible expenses. Human
Resources Development Canada (HRDC) can also provide some
assistance for project human resource needs.
In the pre-feasibility phase, the Community will need to explore
the current program of tourism promotion funding in relation to
the development of ATV tourism products.

renewed, the Government of Ontario regularly assesses the
need for new programs in Northern Ontario to assist in tourism
promotion and development.

Tip

Whatever provincial program may exist in the future, it is likely

Right from the beginning of a Community ATV tourism

to require a similar process to the NOHFC applications – a

initiative it is important to understand the assistance

Concept Stage 1 proposal and a detailed Stage 2 proposal. The

that may be currently available from government and

type of pre-feasibility planning described in this section of the

particularly the eligibility requirements for funding. Steps

Manual would largely meet the requirements of a Stage 1-type

to ensure compliance with these requirements should be

application. The other important aspect of the application

built in to the pre-feasibility assessment process, so that

process concerned the need for the applying municipality to be in

once completed the community is ready to move on to

compliance with existing legislation, such as the Drinking Water

a full application and not lose time and risk the loss of

Protection Regulation and to use Ontario Works participants

interest within the community.

in their trail building program. The level of assistance for trails
capital and marketing was 50% and 75% for trails research
studies.
The provincial government can also offer assistance through
the Ministry of Tourism and Recreation. The Ministry’s Ontario
Suthey Holler Associates
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Resource
See the following websites:
• Northern Ontario Heritage Fund,
www.mndm.gov.on.ca/nohfc
• Superbuild and Ontario Small Town and
Rural Development Initiative (OSTAR),
www.superbuild.gov.on.ca
• Ontario Ministry of Transportation,
www.mto.gov.on.ca
• Ontario Provincial Police, www.gov.on.ca/opp
• Ontario Ministry of Natural Resources,
www.mnr.gov.on.ca
• FedNor, http://fednor.ic.gc.ca
• Human Resources Development Canada,
www.hrdc-drhc.gc.ca

7.3

Environmental responsibility

There is a growing public awareness of the environmental impact
of all human activity, particularly as it relates to ATV use. It is
essential that environmental responsibility be clearly indicated in
all planning and implementation of ATV trail initiatives. Measures
relating to environmental responsibility are generally applied to
ATV’s through the Ontario Ministry of Natural Resources and the
Ontario Ministry of the Environment. In providing assistance for
capital projects, the federal government requires compliance with
the federal Environmental Guidelines.
In Ontario, the most important interface between a trail
development project and compliance with environmental
regulations will likely be through the new Class Environmental
Assessment for MNR Resource Stewardship and Facility
Development Projects (Class EA). This replaces the previous Class

7.2

Shared-use trail systems

The building of trails can be a very expensive process and

Environmental Assessment for Small Scale MNR Projects (1992),
as well as a number of Exemption/Declaration Orders.

governments are continually being petitioned to participate
in the trail building costs. More and more, however, senior

The Class EA describes a process whereby projects can be

governments want to see that trails have a strong element of

planned and carried out without the need for project-specific

tourism development and not just recreation. Moreover, they

approval under the Environmental Assessment Act. Since the trail

want to encourage as much cooperation as is feasible between

projects discussed in this document will require MNR approval

trail user groups so that trail building costs can be rationalized.

to use Crown land (e.g. work permit, land use permit) they are

Shared-use trail systems provide a way to rationalize building

discussed in the Class EA as a “Disposition of Rights to Crown

and maintenance costs and also provide greater assurance with

Resources”.

respect to compliance with environmental and safety regulation.
Environmental Assessment (EA) is the identification and
The Community should fully understand that it is pursuing the

evaluation of the effects of an undertaking and (where

development of an ATV tourism product within the framework

appropriate) its alternatives on the environment, as contained

of a shared-use trail system. This does not mean that “ATV only”

in a document prepared in accordance with the Ontario and/or

trails will not be possible. But it does mean that governments will

Canadian Environmental Assessment Acts.

need assurance that all opportunities have been pursued to share
those sections of the trail system that are feasible. Of the 300

The Class EA sets out four project categories A to D and a process

kilometres of trails in Elliot Lake, 200 are shared-use and less than

for MNR to “screen” projects to determine the category in which

100 are shared with snowmobiles.

to place them. The project description should take a life-cycle
approach, encompassing construction, maintenance and, where
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appropriate, decommissioning. It would appear from a reading

Planning Proposal Checklist and discuss it with MNR in order

of the Class EA that most new trail development projects would

to be ready for the formal Class EA process during the Business

likely fall within Category C – Potential for medium to high

Planning phase.

negative environmental effects and/or public or agency concern.
Category C projects will require public consultation and the
preparation of an Environmental Study Report by the proponent.
The whole process is unlikely to be completed in less than six
months and a provision does exist in the process for anyone
contesting the project to request that the Ministry of the
Environment “bump-up” the project to a full individual EA.

Template
Template 10 provides a Trail Planning Proposal Checklist
that has been developed by the Sault Ste. Marie District
office of MNR and is used here with their permission. Check
with your District MNR office to see if they have their own
checklist or would be prepared to accept this checklist for
discussion planning purposes prior to the formal Class EA
process. (See page 108)

As the Class EA is new, it will be essential for any community
group planning a shared-used trail system to work very closely

7.4

Public safety and protection

with the District office of the Ministry of Natural Resources.

There are several reasons why public safety and protection
measures are required as part of a trail touring strategy. The most

With the permission of the Ontario Ministry of Natural Resources

important is third party liability. Both the government and

(Conservation and Planning Section, Lands and Waters Branch)

insurance companies insist on seeing evidence that programs are

we have reproduced Table 3.1 of the Class EA with this Manual.

being implemented to prevent accidents and obey laws and

This table, that sets out the Screening Criteria spreadsheet that

regulations.

MNR will use to screen projects can be found as Appendix B in
Section 19 of the Manual.

The method of identifying potentially dangerous situations and
practices and taking steps to prevent accidents from happening

The full Class EA is also included as a file on the CD-Rom that

is referred to as risk management. It deals with a wide range of

accompanies this Manual. For any updates, see the website,

issues such as management practices, trail conditions, signage,

www.mnr.gov.on.ca/mnr/stewardea.

rider education, law enforcement and any other aspect than can

Consult in particular,

come up as a contributing factor in an accident. A set of rules,

• Sections 3.2, 3.3, 3.4 and 3.5 of the Class EA which deal
with how to complete the screening requirements
• Appendix 2 of the Class EA that provides a list of some
of the guidelines and manuals available to assist in
implementing some of the projects covered by the Class
EA, and
• Appendix 4 of the Class EA that provides an overview of
federal and provincial legislative requirements, some of
which have application to MNR projects

regulations and practices need to be extended to include a system
for controls, reviews and updates.
In the pre-feasibility stage it is important to build awareness and
to document specific issues that will need to be dealt with in the
Risk Management plan to be developed in the Business Plan phase.

7.5

Trails technical team

A key concept to guarantee coordination of the development
and maintenance of trail systems is the trails technical team. This

In order not to lose time in the process, it would be wise for

working group would include representatives from government

the pre-feasibility assessment team to already complete a Trail

agencies responsible for the environment and land use as well as
Suthey Holler Associates
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the operations people from the trails user groups. Its role is to
oversee the collection of all trail information, identify issues that
require attention, suggest solutions and/or alternatives, facilitate the
approvals process and establish review and update cycles. This group
can also deal with ongoing public safety and risk management issues.
The Trails technical team will be set up as a committee
for the Business Plan process. However, at the pre-feasibility
stage all the relevant government offices, ministries and
departments together with contact names should be identified
and kept informed of progress. This will ensure that when a
Tourism Enterprise entity is formally created, everyone is already
fully briefed on the project.

Template
Template 11 – Government Contacts, provides a format for
recording government contact information. (See page 113)
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8.0 Pre-feasibility Assessment –

8.0 Introduction
Naturally the pre-feasibility assessment needs to include an initial
financial analysis. A more detailed five-year budget will be
developed in the Business Plan phase.
The templates described below will assist in estimating,

Initial Financial Analysis

• Estimate other likely costs, particularly any human
resource costs that are not included in the estimates for
culverts, bridges and signage. Also because of the new
Class EA and the requirement for an Environmental
Report under Category C, an appropriate
amount would need to be budgeted if professional

• The ATV tourism product trail building budget, and

services are used. Moreover, payment of professional

• The initial, annual ATV tourism product management

engineering fees may be required in connection with

budget.

water crossings.
• The template (Excel spread sheet version on CD Rom)

However, each Community must do due diligence in verifying its
own costs.

calculates total costs
• Estimate the possible government contribution percentage
(suggestion: not more than 50%)

8.1

ATV tourism product trail
building budget – Template 12

Template 12 (See page 114) shows a budgeting process for the

• The template (Excel spread sheet version on CD Rom)
calculates the amount that must be raised from other
sources in order to proceed with the project.

trail building phase. The suggested dollar amounts to be used are
only broad indications. As evidenced in the case of Elliot Lake and
Mattawa, costs for the same item can vary significantly based on
the particular situation that is encountered.
The following items need to be entered.
• Estimate the costs of culverts and bridges (suggestion:

8.2 ATV tourism product
management budget –
Template 13 (See page 115)
It is useful to outline the overall concept of the ATV tourism
product at this stage from the point of view of financial viability.

$3,000 per culvert or bridge or $500 per foot inclusive of
labour and machines)
• Estimate the cost of signage (suggestion: $150 per km.)
• Estimate the cost or mapping (suggestion: $10,000)

For the community-based ATV tourism product, the system is one
of “user pay” in order to recover the costs involved in creating,
maintaining and operating the shared-use trail system and the
costs of product development and management. The tourist will
be expected to pay for a trail pass (daily pass or some multiple
thereof ) to access the trail system in each particular community.
Suthey Holler Associates
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The use of the pass is both time-limited and geography limited.

trail permit for a fixed annual fee that allows the purchaser to

As such, the ATV tourism model is more like that of a ski resort,

ride on all approved trails throughout the Province. This permit

where skiers and boarders either purchase a season’s pass or

system is governed by the Ontario Ministry of Transportation and

a daily pass and where that pass is only good for the particular

has the necessary legislation in place to authorize permit sales

resort. Naturally, in some ski areas, cooperative arrangements do

enforcement on Crown and/or private lands.

develop between resorts and multi-resort passes become
available. The same sort of cooperative arrangements may

To the extent that the OFSC model might be applied to

develop between ATV tourism products in several communities.

recreational ATV riding in Ontario, it will be necessary to develop

This can evolve within the framework of the ATVOntario

“bridges” or reciprocity agreements to ensure harmony between

marketing alliance.

the community-based tourism model and a model based on
provincial associations, such as the Ontario Federation of

The visitor may access the Community ATV tourism product

All-Terrain Vehicles (OFATV ).

directly by purchasing a trail pass from an approved outlet but
more likely will purchase it as part of an all-inclusive package

Template 13 will assist the Community in deciding on whether to

offered by a tour wholesaler or retailer. In both cases a remittance

proceed to the Business Plan from the point of view of the

for the value of the trail permit is made to the Tourism Enterprise

financial viability of the ATV tourism product. Here is the

entity. Revenue from the trail passes is meant to cover all Tourism

information that has to be inserted:

Enterprise entity product expenses, inclusive of trail insurance. At

• From template 3, insert the number of estimated passes

start-up, the Tourism Enterprise entity may want to supplement

that will be sold in the first season (this is the number of

trail pass revenue with revenue from other sources, such as

visitors each assumed to buy one trail pass). In the

sponsorships.

example of unit 5.1 for the Mattawa area the amount is
1,000 passes.

Local ATV recreational riders are not required to purchase a trail

• Insert the average price of the trail pass (suggested:

pass but are expected to be Members of their local ATV Club. The

between $45 and $55)11 . Then calculate the revenue from

limiting condition, however, is that members of the local ATV club

trail passes.

must be only from the local area. Otherwise, a tourist from another

• Insert revenue from any other source identified in the

location and who is a member of the local club would expect to

pre-feasibility assessment such as sponsorships or

also ride the trails “free” and not pay for the tourism trail pass. This

assistance from any level of government. Note that this is

would defeat the sustainability aspect of the community-based ATV

only for operating revenue and does not include amounts

tourism model. It would be up to the local ATV club to “police” its

for capital related to trail building.

own membership’s use of the ATV-designated trails.

• The total provides the annual operating budget.
• Estimate insurance costs (suggested: $21,000 for 100 kms

The model for the community-based ATV tourism product is not
that of the Ontario Federation of Snowmobile Clubs (OFSC).

of trails and $30,000 for 200 kms.)
• Estimate the annual trail maintenance costs for materials

Their model is based on a single user group whose primary

and equipment but excluding volunteer labour of the ATV

focus is to develop and manage a province-wide recreational

Club members or other trail user groups (suggested:

trail system from which economic and tourism benefits are a

between $1,000 and $5,000.)

spin-off. The OFSC system is based on the selling of a vehicle
11 The initial 2003 annual trail pass revenue estimate for Elliot Lake is $65,000. This represents 1000 daily passes at $45 per pass and an additional $20,000 in
7-day passes.
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If no volunteer labour is planned, then the full cost of
labour must be entered here.
• Estimate ongoing marketing and mapping expenses
(suggested: between $1,500 and $5,000).
• Estimate management costs (currently suggested: between
$5,000 and $10,000 for the first year, assuming that
a community agency, that will evolve as the Tourism
Enterprise entity, may take on the task at this rate for
the first year. However, the amount will be substantially
higher when two full-time coordinators are added, as
recommended in the Business Plan phase.)
• Calculate total costs and the resulting excess or deficit.

8.3 Community economic impact
The economic impact on the community can be calculated by
multiplying the number of trail passes sold, by the average
number of days in the community and then by average
spending per person.
We start with our example of 1,000 trail passes. If a trail pass is
for three days, then we would multiply by three to arrive at 3,000
tourist-days. The amount of average spending varies depending
on the benchmark used and the mix of domestic and US visitors.
If we assume that visitors spend, on average $125 per night per
person12 then the total direct spending would be $375,000. If
13

Based on the sale of 1,000 trail passes at $45 each and

indirect and induced spending is added (multiplier of 1.6 ),

$1,300 in additional revenue from advertising, the annual

the total impact is $600,000.

revenue of our example community would be $46,300.
With insurance at $25,000, trail maintenance at $2,000,

If we calculate the spending impact based on the sale of “Tourism

marketing at $5,000 and management at $10,000, total costs

packages” at $1,000 per package then the total direct spending

amount to $42,000 yielding an excess of $4,300. It can be seen

would be $1 million or about $1.6 million adding in the indirect

that having to pay for insurance of 200 kms of trails would

and induced impacts. It can be seen that packaging nearly triples

nearly eliminate this excess. The situation would be similar if no

the impact.

volunteer labour is envisaged and one or two full-time product
coordinators are immediately employed. As it will be seen in the
Business Plan phase, the objective should be to arrive at the sale
of 2,500 trail passes annually within a 3-year time frame.

In terms of job creation, within the District of Nipissing - where
our example community of Mattawa is located - every $81,000 of
visitor spending creates one direct job (2001 Economic Impact
of Tourism by Census Division as calculated by the TEIM model

It should be understood that this is the first year operating budget

of the Ministry of Tourism and Recreation). Direct job creation

for the Tourism Enterprise entity and does not include any special

would thus range from 4.6 to 12.3 (with packaging). However, it

start-up assistance from sponsorship, special fund-

must be remembered that “retention” of existing jobs is also an

raising events or from any level of government. Moreover, it does

important element of the impact.

not represent the total spending in the community of the 1,000
tourists. In addition to the cost of the trail pass, tourists would

If the Tourism Enterprise entity can reach a target of 2,500 trail

spend on accommodation, food and beverage, other recreation/

passes annually, the impact will be between $1.5 million and

entertainment, retail as well as fuel/repairs.

$4 million depending on the degree of packaging. This represents
12 to 30 jobs.

12
13

Estimates place average daily spending in the range of $90 and $200. The $125 estimate here is based on field research by the OTMP.
The multiplier calculated by the TEIM model is 2.05. However, this is the multiplier for the Province of Ontario as a whole. We have estimated it at 1.6 for the
local area based on previous experience with other industries.
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9.0 Pre-feasibility Assessment – Decision To Proceed

• The identified ATV tourism product fits with the

Planning Component
Pre-Feasibility Assessment

Community’s plans and resources. The Community
has identified and mapped trail options and

A. Market

Define the tourism opportunities

undertaken preliminary consultation with all
interested parties.
• The identified ATV tourism product is capable

Players

B. Community

C. Government

Decision or
Result

Define the Strengths and
Weaknesses of the Community
Understand the
government parameters
and limits on the product

Decide whether the
community has a product.
If so prepare a Business Plan

of meeting all government-related parameters.
The Community has identified all government agencies
that need to be associated with the Business Plan.
Naturally, not all of the details have been answered at this
stage but the Community – in making the above
assertions – is committing itself to answering those details
in the Business Plan. It is also consciously making a list
of those details and the identified gaps in the product

9.0 The decision to proceed

definition that need to be addressed.

The final and most important step in the pre-feasibility assessment
is to review all of the data of the previous units (contained in
Templates 1 to 13) and decide whether or not to proceed with the
Business Plan. The decision to proceed means that the community
can assert the following statements with confidence.
• The Community has initially identified an ATV tourism
product or products for which a tourism market demand

To complete the pre-feasibility assessment, assemble
all of the thirteen Templates and provide a suitable
introduction to the project. Check that this information
meets all requirements of funding agencies and all other
government agencies. Get ready to move on to the
Business Plan!

exists. The Community has also considered how the
product may evolve with respect to satisfying
demand in different market segments.
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10.0 The Business Plan –

Getting Ready

The components, shown schematically in the

Planning Component
Business Plan

Pre-feasibility

exhibit below are:
• Trail Plan for product infrastructure

A. Market

• Community Welcome for hospitality

Marketing Plan
Supplier Development Plan

training and tourism awareness
• Marketing Plan for consumer

Players

B. Community

Community Welcome Plan
Management Plan

research and marketing tactics
• Supplier Development Plan
for package and experience

C. Government

development, media, hospitality

Trail Plan

and marketing training
• Product Management Plan for

10.0

project and product sustainability

Introduction

Sections Ten to Fifteen of the Best Practices Manual correspond
to the second column of the Development Matrix. This column

Business Plan Components

is the Business Plan and further develops the elements and
templates completed during the pre-feasibility phase.
At this stage, the Community has already completed a
pre-feasibility assessment that is positive. Henceforth, all elements

Supplier
Development Plan

Marketing Plan

Packaging

Trail Plan

developed in the Business Plan will be undertaken within that
mindset – how to build positively on the defined base to launch a
community ATV tourism product.

Product
Management
Plan

Community Welcome

One of the key elements in the business-planning phase is the
development and implementation of a planning process that
keeps the whole community involved. The planning process will

Sustainability

be used to build the required Business Plan components.

Suthey Holler Associates
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The Trail Plan, Community Welcome, Marketing Plan and Supplier

In any event, it will be important to ensure that the required

Development Plan all feed in to the overall Product Management

professional resources are available to assist in this Business

Plan to achieve Sustainability of the ATV tourism product.

Planning phase. Such resources may be an independent

Through the consultation process on the Best Practices Manual,

consultant, an individual who is hired on a contract basis

the concept of a community “Tourism Enterprise entity” has been

or a local organization that is retained by the Planning team

developed and evolved. Once the Business Plan is complete the

to facilitate the process and provide administrative support.

Tourism Enterprise entity will be responsible for the management

However, it is equally important that the process of Business

of the shared-use trail system and the ATV Tourism product.

Planning not be just “turned over” to a resource person. The

The Tourism Enterprise entity will also be expected, over time,

Planning team must remain in control and be actively involved.

to develop other tourism products that use the trail system.
Two options have emerged with respect to when the Tourism

A Business Plan that is prepared by a professional consultant will

Enterprise entity should be created:

likely cost a minimum of $25,000 but may be substantially higher

• Create the entity only after the Business Plan has been

depending on the community and the issues to be resolved.

completed by the community Planning team, as described

Funding for business plan preparation (usually in the 50% to 75%

below, or

range) exists at both the provincial and federal levels through a

• Create the entity once a positive prefeasibility assessment

number of agencies.

has been completed and develop the Business Plan
through the Tourism Enterprise entity.
The rationale for the second approach is that, right from the start,
it creates a structure for the implementation of the Business Plan
and for the ongoing management of both the shared-use trail
system and the ATV tourism product. In the case of Elliot Lake, a
group had already come together around the ATV Club to develop
and build the shared-use trail system prior to the concept of the
Tourism Enterprise entity. However, when the trail system was

10.1

Planning process

The Planning process revolves around building the Planning team
and agreeing certain planning principles that will be applied
throughout. Templates from the pre-feasibility assessment are a
resource to this unit.

10.1.1

Creating and working with the
planning Tourism Enterprise
entity

complete and the ATV tourism product launched, it was evident
that a better long-term management solution was required
that did not rely on the ATV Club. Elliot Lake is now moving
towards the creation of a Tourism Enterprise entity. In some
other communities that began their ATV tourism development
process subsequent to the emergence of the Tourism Enterprise
entity concept, they have chosen to immediately create such an
organization to undertake the Business Plan.
The Tourism Enterprise entity will be more fully explained
under the section on the Product Management Plan. But
however a community decides to proceed with the development
of a Business Plan the principles of the planning process
indicated below will apply.

The formation of a community Planning team is imperative to a
successful launch of the Community’s ATV tourism product. In
the pre-feasibility stage, many of the key players will have already
become involved. It is now time to formalize this structure.
This will involve confirming the membership, holding an
organizational meeting to elect the Chair and other executive
members, agreeing a Memorandum of Understanding, creating
relevant working committees and setting up communication channels.
While the Planning team will address many varied issues in detail,
a key backdrop for all decisions is respect for the environment.
All trails and their users affect the environment.
Suthey Holler Associates
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The public in general and all levels of government will be

the formal group that will be responsible for the Business Plan.

watching to ensure that the natural environment will be

Do not assume that all of the individuals will be the same and do

protected. The members of the Planning team should represent

not take it for granted that the “leaders” of the pre-feasibility stage

the ongoing premise that, “A properly developed trail system can

will be those that move on as leaders of the Business Planning

provide positive outcomes with respect to the environment.”

stage. This may turn out to be the case but all organizations
should be given the opportunity to be part of the project

10.1.2

Membership

leadership.

Template 1 set out all of the organizations that were and should

The organizational meeting should elect a Chair of the Planning

be involved in the planning process. At this stage, all of the

team. Naturally, the Chair should be someone well respected

identified “should be’s” must be formally involved. It is also

in the community and someone who has all of the required

important to verify whether other organizations – not earlier

skills to oversee the management of a project and chair

identified – need to be included. Template 2 (page 155) should

meetings effectively. Ideally, the Chair will be someone from

be verified and updated. Remember to clarify whether an

an organization that is interested in being involved in the ATV

organization’s primary interest is “tourism” or “recreation” and

tourism product management phase. Be careful of someone

indicate its expectations with respect to the community ATV

whose only interest is trail building. The tourism product drives

tourism product. Template 9 (page 163) – updated if required

the trail, not vice-versa.

- should detail the level of involvement that each organization
desires i.e. whether they want to be involved in planning, trail

Other officers may also be elected. The normal procedure is

building, product management and monitoring. Naturally an

to elect a Secretary and a Treasurer or a Secretary/Treasurer.

organization can be involved in more than one stage.

It is likely that if the Planning team is the Tourism Enterprise
entity it will be an incorporated not-for-profit organization.

For government, it is essential that the list of contacts as

If a Tourism Enterprise entity is not immediately created, an

developed in Template 11 (page 169) be maintained and

already constituted community organization will likely act as the

up-dated continuously.

“agency of record” for government funding applications. It may
be appropriate to have someone from that agency provide the

10.1.3

Organizational meeting

Secretary and/or Treasurer functions. Again, it is important to

Don’t leave anyone out of the invitation list for the organizational

ensure that such an agency is one that has a broad mandate in the

meeting. For instance, although a local Member of Parliament

community and is not a single user group.

may not be on the list of organizations that want to be formally
involved in work of the Planning Committee, his/her office
will want to be kept informed of progress on a regular basis.
The situation will likely be similar for Mayors or Reeves of
Municipalities and Chiefs of First Nations.

Either at the organization meeting or later, the Planning team will
likely want to create Committees, as discussed below. It should be
made clear at the organization meeting that the elected officers and
the Committee Chairs will form the Executive with a responsibility to
report back to the general membership.

As an addendum to Template 2, it is a good idea to start an
“Information only” list of such individuals and/or organizations.

It should be understood that the officers elected are for the
Business Planning phase that will likely take six months or longer

The organizational meeting is a transition between the original

to complete. The officers are not elected for any position in

informal group that undertook the pre-feasibility assessment and
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relation to the ongoing management of the ATV tourism product

Template

unless it has been decided to create the Tourism Enterprise entity

Template 14 sets out the major headings of a Memorandum

at the start of the Business Planning process.

of Understanding including those relating to a dispute
resolution mechanism. (See page 116)

10.1.4

Memorandum of
understanding

10.1.5

Committees

One of the first items to address before a working relationship

The Planning team may work with or without committees. It

begins is a Memorandum of Understanding.

depends on the number of organizations and individuals involved

A Memorandum of Understanding helps set a fair and understood
level of “doing business” within the Planning team and for the
attainment of outcomes, in this case the creation of a tourism
product plan, trails development and eventual trail marketing. All
members agree to the MoU.
Roles and responsibilities will be outlined along with the
cooperative nature of the working relationship between its
members. The MoU should contain provisions for conflict and
issue resolution. This process is often overlooked. When and if
an issue becomes contentious, a mechanism must exist to resolve
the dispute.

in the community. However, the recommended practice is to use
three working committees (apart from the Executive) to undertake
the key functions as outlined in the chart of unit 10.0.
• The Trail Building Committee will be responsible for
developing the Trail Plan and for dealing with all of the
issues outlined in Section Eleven of the Manual inclusive of
environmental management and planning.
• The Supplier Development Committee will be
responsible for the Supplier Development Plan,
ensuring that those stakeholders with a direct interest in
the ATV tourism product undertake the necessary steps
to be fully ready at the time the product is launched
(Section Twelve of the Manual). As work proceeds the

Whatever resolution process is chosen, agreements must be
satisfactory to all members and within the framework of creating

committee will move forward with the Packaging function.
• The Community Welcome Committee will be responsible

a tourism product that will be beneficial to users and the

for ensuring that the community as a whole is “ready” to

environment.

host and promote the ATV tourism product – as outlined in
Section Thirteen of the Manual.

All organizations should formally sign the MoU. It becomes a
binding document and may be reviewed if a conflict ensues.

Each Committee should have a Chair either appointed by the Chair
of the Planning team or elected from those members that have

It is imperative that Planning team members are committed by

indicated that they wish to participate in each particular committee.

“time and effort” to the outcomes of the project. All members

The Chairs of the committees will become part of the Executive.

are responsible for adhering to the “spirit” of the MoU. This
is through the decision-making process leading to action and

Resource

progress. Far too often good intentions remain only as ideas

• 21st Century Roberts’ Rules of Order, (Dell Publishing,

when real work is required.

ISBN 0-440-212722-9).

If the structure is a Tourism Enterprise entity, then the principles
of the Memorandum of Understanding would be embodied in the
Articles of incorporation.
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• Within the framework of available resources, it is often

Tip

useful to design a “logo” and “tag-line” for the community
ATV tourism product that becomes immediately

• Schedule regular meetings, at least once a month.

recognized. Coordinate this with any community
• Follow the traditional rules of holding and conducting

“branding” that may already be in place as well as with the
ATVOntario brand.

meetings. Proper notification with no less than two
weeks notice and immediate summaries of “action

• Within the framework of available resources, the most

items” within the same time frame after each meeting.

effective form of communications amongst the

Keep all stakeholders informed.

membership is via a dedicated web site.

• Each meeting should have objectives, with action

10.2

Working cooperatively
with government

items leading to outcomes. Progress then can be
measured. Progress sustains interest.

The building and use of the trail system for the ATV tourism

• Ensure all committee members have alternates and

product will be subject to many regulations and review by all

that all representatives receive correspondence,

levels of government. Be prepared to share “more” than less

including resource people.

information.

10.2.1
10.1.6

Local technical advisory team

Communications
In the pre-feasibility stage, the Community will have already

One of the key functions of the Planning team is to make sure that

involved government representatives in the planning process.

the membership is well and regularly informed (a principle of the

Template 11 will have been completed, listing all of the

Memorandum of Understanding). The following are key elements

government representatives that need to be kept informed.

of good communications practice.
At the Business Plan stage, a formal Local Technical Advisory
• Prepare a two-page summary of the ATV tourism product
based on the pre-feasibility assessment to be available as a

team will be set up to work with the Planning team, particularly
the Trail Building Committee.

general information handout.
• Prepare a binder for each member organization with

Geographically, the Community may have easy access to

a copy of the pre-feasibility assessment enclosed.

government personnel or contacts may be further afield.

Encourage members to use the binders to keep all future

Several levels of government will be involved with the trail plan

information relating to the project.

review and the deliverance of required permits or adherence to

• Prepare short summaries of each meeting indicating in

regulations.

particular the action items, responsibility for action and
time-lines. Distribute these summaries to all members

The following is a checklist of contacts the Planning team

(not just the members of the individual committees).

will want to consider for inclusion (Compare government

• Circulate relevant correspondence only or provide a quick
summary on a periodic basis.
• Encourage the media to report on progress of the project
and provide them with regular updates.

representative list with Template 11):
• District office of the Ministry of Natural Resources (land
use permits for bridges and trail plan review related to
land use designation)
Suthey Holler Associates
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• Federal Department of Fisheries and Oceans (water
crossings)
• Municipal Bylaw Enforcement officers or identified

cases, the required changes may simply be in the interpretation of
policy and this can often be achieved by coordination at the local or
regional level.

municipal staff (bylaws related to trail and road access)
• Sustainable Forestry Licence holder(s), author of the
Forest Management Plan in the area (forest access roads)
• First Nations representatives (for cultural sites or
proximity to reserves)
• Ministry of Tourism and Recreation (tourism
officer)

If, however, the policy change requires a modification of a
government regulation or indeed even an act of the legislature,
then change will be much harder to bring about (e.g. changes in
legislation to reduce the liability of trails management groups).
Nevertheless, avenues for discussion are always open with
the different levels of government. In most cases, government

• Ministry of Northern Development and Mines

agencies will be more comfortable in dealing with an association

• FedNor

that represents a wide spectrum of interests. For instance, on the

• Federation of Ontario Naturalists local member

insurance issue, the Ontario Trails Council and the Eastern Ontario

organization (sensitive, ecological areas)
• Local cottagers’ association or representative of private

Trails Alliance is taking the lead in exploring options with the
Government of Ontario.

land owners
• Municipal or provincial law enforcement (trails crossing
highways or right-of-ways)

Tip
While approaches to either Provincial or Federal Members
of Parliament can always be made, it is important to

Tip

ensure that issues brought to them are well prepared

It is important to keep everyone of the Local Technical
team well informed. This is especially important when

and that all appropriate government agencies and
departments have been consulted in advance.

there are permits involved as the review process can take
more than a few months, especially with government
agencies that require “sign-off ” from complementary
government ministries.

10.2.3

Issue resolution process

From time to time there will be aspects of the trail plan that may
become contentious. This is due to laws, regulations or the
interpretation of guidelines. Be ready to deal with the issue with

10.2.2

Processes for consideration
of policy interpretations and
changes

various levels of government.
Be prepared. As soon as a trail network is identified on a map
with all ecological areas, bridges, road crossings and private land,

It is not the purpose of this Development Manual to advocate

forward the concept and elements to appropriate government

changes at any level of government with respect to developing the

bodies for initial comment.

ATV tourism product. However, as the Planning team proceeds
and works with the Local Technical Advisory team, it is likely that

Many government bodies have resolution processes but some do

suggestions for changes in policy will come forward. In some

not. Depending on the complexity of the issue, time will become a
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variable for the approval process. For many government agencies
there is a new movement to include a resolution mechanism in
their dealings with the public. For instance, under the new Class

Resource
• The OFATV and the Canadian Safety Council offer
Guidelines

EA process, the MNR can initiate “alternate dispute resolution”

• The Canadian Tourism Commission also has a new risk

mechanisms. The mechanism will attempt to resolve differences

management guide for tourism operators that can

between a project proponent and a party that has requested that

be of assistance to ATV tourism product suppliers. See

the Ministry of the Environment evaluate the project under an

www.canadatourism.ca

Individual EA (Part II Order of the EA Act).
Municipalities most often use the committee structure for

Doug Wyseman recently undertook an Insurance Review for

resolution of issues. Ensure you know the bylaws and intent of

the Ontario Trails Council. He defines Risk management as “the

the municipal official plan. Consult with the clerk or appropriate

process used to minimize the adverse effects of accidents”. His

staff member of the municipality.

report recommends a 5-step process to implement a successful
risk management program:

10.3

Risk management

The concept of Risk Management is one that needs to be
continually at the forefront in the planning process. Preparing
a risk management plan is becoming a standard feature of
most sports and recreational activities. Trails are no exception
and motorized use requires extra attention. The Trail Building
Committee, in particular, will keep Risk Management in the
forefront of its considerations in preparing the Trail Plan.
However, the Executive Committee must be responsible for
overall risk management as it has a substantial impact on finances

• Identify exposures (inspections, review of past
experience, surveys etc.)
• Review current policies and procedures (ensure
proper protection from exposures)
• Develop enhancements to current policies and
procedures (refine, or develop new policies and
procedures to deal with risks)
• Implement changes
• Monitor results (track incidents, accidents and
complaints and claims... keep score!)

and sustainability.

RISK MANAGEMENT
Risk management affects virtually all aspects of the tourism
product and usually involves finding a balance between

Quality,
enjoyable
product that
tourists want
to experience

competing objectives in order to develop a sustainable product.
The exhibit shows how the three main product objectives:
satisfying the market demand, financial viability and product
manageability are impacted by a number of issues. For instance

Well-signed vs.
over-signed

satisfying the demand for adventure has a risk of compromising
safety. An extensive trail system may be appealing in being able
to offer a variety in the experience but will cost more to build
and maintain. A trail can be well-signed but if over-signed may
actually increase exposure to liability.
Risk management means constantly evaluating the product and
trails for all issues that have the potential of creating liability.

A Sustainable
product financially
profitable or
at least stable.

Controlled
access to trails/
product
A manageable
product.

Adventure vs.
safety

Cost of
insurance

Extensive vs.
limited trails

ENVIRONMENTALLY RESPONSIBLE
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The report further states,
It is important that owners and user groups of all trails
understand the use of their trails and ensure that the trails
are subject to regular, thorough inspections to ensure the
safety of the public. To ensure that your organization is
properly protected from liability actions, documentation of
inspections is a necessity.
This issue will be dealt with further in Section Sixteen
(Measurement and Sustainability) and in Section Seventeen
(Quality Control).
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11.0 The Business Plan – The Trail Plan

considerations. Thus some trails will “float”

Planning Component

over time. The trail system should be

Business Plan

Pre-feasibility

Players

reviewed annually with the MNR and the

A. Market

Marketing Plan
Supplier Development Plan

community may need to update the map of

B. Community

Community Welcome
Management Plan

The three main issues that are important in

the trail system on an annual basis.

selecting a trail system are the following:
• A trail system that will support the

C. Government

ATV Tourism product

Trail Plan

• A trail system that has been fully
considered from the point of view of

11.0

risk management.

Trail Plan for
product infrastructure

• A trail system that fully complies with
all federal and provincial government laws

This section provides information with respect to the details that

and regulations.

need to be addressed in the Trail Plan.
In the pre-feasibility assessment a number of options for the
trail system were defined. It is now up to the Trail Building
Committee – in close cooperation with the Ministry of Natural
Resources - to do due diligence on these options and recommend
one (or a sequence over time) to the Executive Committee and
then to the full Planning team.

The completed Trail Plan will include the following elements:
• A description of why the recommended option was
chosen based on an assessment of the existing base of
trails and natural resource assets, an assessment of
Community tourism assets for trail enhancements and
particularly from a Risk Management viewpoint.
• A draft copy of the complete trail map (This is probably

The concept of “floating trails” should be understood. As the

the element that will require the most work, as described

shared-use trail system shares the land base with other interests,

in unit 11.4.6 below).

it will be necessary from time-to-time to modify the trail system.

• A summary of the trail system with respect to shared-use,

In one year, a particular trail may be moved to accommodate

trail standards and compliance with government

logging operations or to protect an area for environmental

regulations.
• Revised and detailed trail building cost estimates.
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• Provisions for managing volunteers and contractors.
• A trail maintenance plan.

• Identify all rest stops with existing attributes (privy,
picnic tables, camping).

11.1

Assessment of the existing
base of trails and natural
resource assets

Every trail is different.

• Identify all vistas and other scenic stops (rapids,
wetlands, forest stands, waterfalls, rock faces - identify
if the rider must walk to the attribute).
• Identify all sensitive areas, cultural or natural, that need
to be avoided, signed or protected.

Trails can be linear or looped (or be a “play area” as described
in Section 5), vary in terrain and distance, while challenging the
level of riding expertise.
The forest industry has created most trails in rural Canada, along

• Identify areas that may need modification (for example,
areas of large boulders that pose safety concerns or
deep potholes caused by poor drainage).
• Identify areas that may be good birding (wetlands),

with railways, other resource industries or utility companies. If

fishing streams/lakes or wildlife viewing areas (deer

at all possible, do not create new trails. But be aware that use of

yard).

forest access roads as defined by Forest Management Plans may
be subject to limitations or may be closed if no longer deemed
necessary by the MNR and the Sustainable Forest Licence holder.
11.2

Tip

Assessment of
Community tourism assets
for trail enhancements

In all communities attractions or services already exist that may
If it has not already been done in the pre-feasibility stage,

add “value” to the trail “experience.” These may be linked to the

secure a good map preferably at no greater a scale than

existing tourism products identified in Template 7.

1:50 000, which is a standard topographical map. Only
those forest access roads that existed when the map was
created will be displayed (indicated on the bottom of the
map).
The following checklist will help assess the existing base
of trails and natural resource assets connected with the
trail system.
• Identify the trail head or other access points where
riders will start/finish.
• Determine how many loops there will be or the
terminal points of the linear trails.
• Identify private lands.
• Determine distance for the entire trail network.
• Identify all water crossings with and without bridges.

For example, an outfitter may provide a shuttle service where a
destination is in a linear format. Existing interpretative guides
may have already been prepared for a walking trail where the ATV
could drive to the hiking trail trailhead.
The following checklist will help inventory other assets that
complement the trail experience:
• Identify all services that may be used by a rider on the
trail, including shuttle services, repairs, gasoline and retail
items related to riding and the outdoors.
• Identify all service providers that may be already using the
trail (interpretative guides).
• Identify all lodges or other accommodations that have
access to or are on the trail.
• Identify specific, annual celebrations or events that bring
in additional visitors to the community.
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Tip

Many groups or individuals may already use the trail system that
is proposed for the ATV tourism product. All users will have an

Use the following approach as one way to inventory trail

affinity or “ownership” to the trail, especially if they have used

amenities and attributes.

it for a considerable period of time. These values should be

• Compile required information related to the trail

respected. Some of the usual concerns include trail restrictions

product. Include local and regional attractions

and maintenance.

as well as other tourist opportunities to enhance a
stay within the community. This will be important

The Trail Building Committee should contact the following

when developing packages with community suppliers.

groups for input by (if they are not already involved):

Identify a person to accomplish this task with a

• Trappers (native and non-native)

deadline.

• Prospectors
• Birders
• Cottage owners

Template

• Mountain bikers

Template 15 – Value added amenities, provides a format

• Cross-country skiers

for the above. (See page 119)

• Snowmobile club
• Equestrian groups

11.3

Shared-use trails concept

The Trail Plan must clearly identify which parts of the trail
system are to be designated for each type of trail user. The term
“shared or multiple use” is often misused when it is seen as a
prescription for all trails in the system. But this is not the true
concept. Single-use trails or differentiated trails (motorized vs.
non-motorized) will remain solely dedicated to those users. In
this definition “shared or multiple use” will refer to those sections
of the trail, where appropriate, several trail users can use the land
base and common infrastructure, such as bridges. Users may

• Trans Canada Trail representatives
• Lodge owners
• Forest industry
• Public-in-general
Shared trail use should be promoted within the description of
the selected trail system, particularly where other trail users are
well known to use the trail. The identification of a specific trail
user (i.e. equestrian, hikers, and mountain bikers) should be
highlighted. Crown land sections where snowmobile trails exist
should be identified.

use the trail at different times of the year, while others may be
restricted because the trail base or terrain is not appropriate to
the particular activity.

Tip

The existing or new trail that is selected belongs to “everyone”,

Work with other trail users in the community to

particularly those that have been “traditional” users.

determine the portions of trails that are best suited for
ATV use or the portions that can become shared corridors

It is important to remember that on Crown land the land base is

leading to single-use, parallel or multiple-use trails. If

for public use and no group may be restricted by another, unless

these other user groups are not already members of the

in accordance with MNR formal approval.

Trail Building Committee, invite them to attend relevant
meetings.
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11.4

Compliance with regulations

As stated on the Ontario Ministry of Natural Resources website,
“Public control of Crown land means a wide range of economic
and social activities can take place side by side. For example,
industries such as forestry, mining and commercial tourism
co-exist on the same landscape as recreational activities such as
hunting, fishing, bird watching, hiking and recreational vehicle
use.”

This is so because the definition of “Environment” within the
Environmental Assessment Act is very wide, namely,
a. Air, land or water,
b. Plant and animal life, including human life,
c. The social, economic and cultural conditions that
influence the life of humans or a community,
d. Any building, structure, machine or other device or thing
made by humans,
e. Any solid, liquid, gas, odour, heat, sound, vibration or

With respect to roads or trails on Crown land, no form of work

radiation resulting directly or indirectly from human

permit is required for the general maintenance of existing roads

activities, or

and trails such as grading, brushing, trail grooming etc. Thus if

f. Any part or combination of the foregoing and the

an individual tourist operator is offering guided ATV experiences

interrelationships between any two or more of them,

on Crown land and is generally maintaining the trail for that

in or of Ontario.

purpose, no work permit is required. For such use by the tourist
operator the MNR does not require proof of insurance. However,
if bridges or culverts are located on the trail and have been
installed by a logging company that no longer needs to use the
trail, the bridges and culverts can be decommissioned and the
tourist operator may no longer have use of them.
The more general situation for a community shared-use
trail system or for an individual tourist operator that wants
to substantially enhance a trail is that a work permit will be
required. Enhancement can include widening, extending a spur
trail, constructing an access or viewing structure or installing a
water crossing (bridge or culvert). A water crossing on municipal
or private land may also require a work permit issued under
the Lakes and Rivers Improvement Act (LRIA). In this case of
enhancement of a trail system, the Ministry of Natural Resources
will require proof of general liability insurance in the amount of
$2 million.
In Section 7.3 of the Pre-feasibility Assessment we indicated
that,“the most important interface between a trail development
project and compliance with environmental regulations will likely

Also, as mentioned, the new Class EA specifically refers to “Access
Roads, Trails and Water Crossings” and to “Dispositions” to
approve new trails or works on trails.
In the Pre-feasibility Assessment we suggested that a preliminary
Trail Planning Proposal Checklist be completed and discussed
with the local office of the Ministry of Natural Resources Template 10. Step 5 of the checklist refers to the development of
a “Draft Plan”. This is really the Trail Plan that is recommended by
this Manual. Work closely with the Ministry of Natural Resources
to ensure that the Trail Plan addresses all of the elements required
by the MNR planning process, particularly the requirements of
the Class EA. Work closely with the MNR at each step of the Trail
Planning Proposal Checklist.
As the process of initiating a trail system begins it is important to
circulate the draft versions of the trail plan to all concerned.
Generally, the local MNR office will also act as a contact point for
compliance with federal environmental protection legislation and
policies. But this may not always be the case in some areas. Make
sure you know the proper contacts for federal compliance.

be through the new Class Environmental Assessment for MNR
Resource Stewardship and Facility Development Projects (Class EA).”
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Tip

Easy

• Fully understand the provisions of the Class EA.
Download a copy at www.mnr.gov.on.ca/MNR/stewardea

These are relatively flat, wide trails with few steep hills, ruts, other
obstructions (stumps, standing boulders) and difficult corners.
These trails are shorter in time and length. The rider has good

Tread Lightly! is a not-for-profit educational program, whose

visibility on the trail and could ride at a consistent speed, related

sole purpose is to educate all types of outdoor enthusiasts

to changing trail and weather conditions. These easy trails do

on how to respect and conserve our natural resources.

not require constant and quick changes to riding posture, speed

Membership in Tread Lightly! is available to all those

and braking adjustments, related to the ATV’s performance. Any

involved in outdoor activities. See www.treadlightly.org

difficult sections should be highlighted on the map and within the
trail summary.

11.5

Trail standards

The concept of applying standards to trails continues to evolve
and will become an important aspect of the trail planning
process. For insurance purpose, standards will have to be
followed and adhered to. The following are general, benchmark
guidelines and are a compilation of OFATV guidelines and those
of other provincial ATV groups across Canada. Most of these

Moderate
These trails are judged to have some of the easy and challenging
trail characteristics. A moderate trail has increased riding times
and lengths. Challenging sections should be highlighted in the
trail summary and on the map.
These challenges should be highlighted in specific terms, for
example, uneven terrain or slope, steep ascents/descents.

guidelines have been developed in relation to recreational

Challenging

riding and not specifically for tourism. See the OFATV website,

A challenging trail has a large number of changing trail variables,

www.ofatv.org

including ascents and descents, rough terrain, confined spaces,
poor visibility in corners. These challenging trails may be short

11.5.1

General trail standards (riding)

The Trail Building Committee should evaluate trails to reflect
the three trail designations – easy, moderate and challenging.
These designations should be included in all map summaries on
the map or literature. Longer looped or linear trails may have a
combination of these trail designations. Identify lengths and times
connected to different designations on the trail map and within
trail summaries.

or long in duration. A longer, challenging trail may have short
sections of challenging and changing variables and these should
be identified in the trail summary and on the trail map. A
challenging trail requires definite changes in riding posture,
braking/steering adjustments and changes in speed. Challenging
trails will have more caution signs.
The following areas should be addressed and researched for
guidelines and regulations.

When an overall trail designation is difficult to ascertain, a range
should be identified, i.e. easy/moderate.
Trail touring speed and corresponding summary times connected
to the trail should be based on a recommended benchmark
touring speed of 15-20 kph/8-13 mph or as otherwise determined.

11.5.2

Signage

In Ontario, the Ontario Trails Council is working on trail
standards for all trail users. The only trail organization that has
standardized trail signs is the Ontario Federation of Snowmobile
Clubs (OFSC). OFATV also has guidelines.
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11.5.3

Value-added sites

Sites along the trail may add value to the trail experience. These
can include sensitive ecological or cultural and historical areas
and points of interest.
These areas may have protection or require identification on the
trail map. Ensure agencies that may have responsibility for the site
have been contacted. Include restrictions, if appropriate and post
signs, when needed.

the technology of the day (digital maps) to create a better map.
Hand-held GPS units have good accuracy, and associated software
allows users to download routes to digital map bases for paper
map production.

11.6.1

Premises to creating maps

The following will help as an overall guide and measurement
to the map’s successful portrayal of the trail system and the
community’s service and hospitality attributes. Above all, the
map should “visualize” an experience.

11.5.4

Staging areas

These areas include trail heads, picnic and camping areas. They
are often overlooked but vital to the trail rider.

• A trail is an opportunity to interact with nature. A map
reflects the information required riding the trails.
• Trails are to be used for enjoyable riding, rather than
performance riding challenges. The interpretation theme

Include these additions in your trail plan and plan accordingly for
regulations. Complementary infrastructure includes:
• Privies
• Signs

of the map is a key area to work on.
• Maps should be two sided, with a map side and an
information side.
• Maps need to have a consistent “look and feel”

• Picnic tables
• Camping platforms
• Fire rings

11.6.2 General mapping guidelines
Use Ministry of Natural Resources data sets. Digital data will
allow the map to be used on the Internet.

Tip

Most MNR district offices now have a GIS (Geographical

Don’t forget to include these aspects in your trail plan

Information System) person assigned to this area of map

maintenance program.

expertise.

11.6 Creating the trail system map
The trail map is crucial to the trail planning process and the end
user. It will reqire the most work and outside assistance may be
required.
Even within this age of technology, paper maps will always have
a place as all trail users should have a map. This will remain a
trend until all trail users have GPS (Global Positioning System)
digital screens with the digital maps within the GPS unit. Use
Suthey Holler Associates
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• The UTM (Universal Transversal Mercator) grid pattern

Tip

provides the Global Positioning System trail rider with

The Trail Building Committee should contact the District

accurate location on the map and on the ground.

Manager of the MNR requesting the data sets and refer
directly to the Lands Information Ontario initiative.
The Planning team may be required to purchase the
data sets from the MNR. Formal agreements specifying
distribution and sales will be identified in the agreement.
Ready maps for printing usually have to be presented to
the printer in a graphics file. Original MNR data sets will
probably have to be converted in a GIS software package.

Tip
Encourage the use of GPS with trail riders. For example,
specific points of interest, trail head/junctions sensitive
areas, vistas, park and walk locations can be identified.
GPS reference points reduce the amount of signs needed.
As time goes on you can add value to your own databases
and those of the LIO initiative.

(Could be a cost associated with this by a third party
service.)
11.6.4
If a community prefers to sell its trail maps, a written,
formal agreement with the MNR may be required (these
agreements take time, but data is usually provided at the
beginning of the process).

Trail signatures

Trails should be colour-coded with trail names indicated on the
map. These colours are matched to the trail signs and smaller,
plastic trail indicator signs; (blue, red, orange and yellow are easy
to use). Trail riders like to know where they are on the map and
on the trail.

11.6.3

Geographical information
system (GIS)

Maps from the Ministry of Natural Resources or the local
Sustainable Forest Licence holder now create and store data in
digital formats. The following are attributes you will want on
your map.
• Layers of information requested and included on the map:

11.6.5

Trail summaries

Trail Summaries should include a summary of the distance, a
description of the type of terrain, time required to ride (travelling
at a safe and responsible speed as the trail allows due to changing
terrain and circumstances, such as ruts, corners, slope etc…).
The benchmark trail speeds as promoted by various provincial
ATV organizations across Canada are 15-20 kph or 8-13 mph.
A level of difficulty should be indicated, see Section 11.5.1 above.

UTM grid, contours lines, water (lakes and rivers), towns
and cities, roads (primary and secondary, some tertiary)
• Layers are sets of data. Contour lines cost the most to

11.6.6

Interpretation

Trails are to be used for enjoyable riding rather than performance

purchase, as contours tend to be the largest files.

challenges. Interpretation is a key area to enhance the trail

Therefore, in very steep or undulating areas there will be

experience.

a great many contour lines.
• The roads’ layers should be viewed to see if any of the
community’s trails are included, especially on the tertiary

Within the trail summaries and anecdotal references on the map,
trail “features” should be highlighted.

level (forestry) roads.
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These features include: vistas, physical features, fisheries, historic/
heritage sites, walking trails to vistas (promoting park and walk
opportunities), sensitive areas, nature areas (deer yards, specific
tree stands, wetlands etc…). These features could have GPS
coordinates for better identification.
Of particular importance is the identification of private land
parcels, highlighting restricted areas or permitted areas of access.
Promote other ATV uses on the trail such as good areas for
fishing, bird watching, park and walk, and photography.

11.6.7

Information panels

11.6.8

Map attributes

The following checklist includes attributes that should be on the
trail map.
• Scale in metric and imperial
• North directional
• Reference to UTM use on the map
• Identify source of data
• Colour to identify water and contour layers
• Legend for trail identifications, bridges and camping/rest
locations
• Use symbols for other trail users in the area
• Identify local 1:50 000 Natural Resource Canada
topographical maps or Ontario Base Maps (1:10 000 or 1:

Information panels can be located on both sides of the map

20 000) (these complement the map for the users who

providing enough space is available and the panels do not

wish to purchase these other resource maps)

overwhelm a clear presentation of the map.
These panels can include references to local service providers,
emergency services, local history and culture etc. But be

Tip

careful not to include information that needs to be updated too

If business cards ads are to be used to reduce costs, the

frequently.

business cards are best seen on the borders of the map

It is very important to promote all aspects or tourism and

with a location reference in a directory near the legend.

particularly packages that may be available to the trail riders

Do not allow business card ads to interfere with map

(multi-day stays, other ATV themes connected to riding the trails,

information. Using business cards on a map will probably

discounts, other attractions in the area).

mean using the largest size of printed map available.

A local contact number should be identified as the overall
organization responsible for managing the ATV tourism product
(i.e. the Tourism Enterprise entity).

11.6.9

Map printing specifications

The following checklist will help when speaking with a printer.
Identify as many web sites as possible in the directory section of

• Use a two-sided map

the map.

• Use colours (minimum three, such as green, blue, red)
• Use the largest size of paper sheet possible (17” X 22” to

Tip
As part of Risk Management place environmental and

24” X 36”, smallest to largest size of map preferred)
• Indicate whether the map is to be folded or flat
• Decide on the paper quality, such as acid free or recycled

safety messages on the map (i.e. littering, driving safely

paper (some have waterproof/ tear-proof features at a

and responsibly etc...)

higher cost)
• The map should have a border
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• The UTM Grid references should be identified on vertical

The following checklist will assist in identifying costs:

and horizontal sides of the map and be superimposed on

• From the map identify all needed bridges and culverts

the map as a light (black) layer

• Include photographs and distances with all water

• The map should have a an ISBN number

crossings, along with a specific location.
• Develop written estimates of the cost of the culvert/bridge

Tip
Use a printer that has dealt with printing maps. There will
be many versions of the final trail map to view. Distribute
this “far and wide” in the community to identify
omissions and errors.

with labour requirements (in-kind or contracted)
• Identify all new trail sections that may need to be brushed
• Identify where landscape modifications may be needed
(boulders, erosion repair)

Template
Revise the initial estimates used in Template 12 for the
pre-feasibility stage.

11.7

Costing and funding

This is where the “rubber hits the road,” the costing and funding

Tip

issues of making the project a reality.
• Ask your municipal road superintendent for help.
For building the trail, the Planning team will most likely be

This individual will know appropriate culvert sizes

working with multiple funding sources from both the provincial

and required gravel requirements for areas that need

and federal governments.

modifications. The local MNR office will likely have
similar expertise.

Most funding will require complementary funding from the

• Your local snowmobile club representative or

community which may include “real” dollars and in-kind

Ministry of Natural Resources field staff will have

contributions. In Template 12 the standard of government

a contact for bridge requirements, particularly those

funding used was 50% - thus requiring 50% from the community.

Ontario Federation of Snowmobile Club bridge designs

Each funding agency will have its own requirements to be

that have been approved.

followed and its own standards for valuing in-kind contributions.
In the accounting phase of the project keep detailed invoices for

• A digital camera and GPS unit helps with location and
site data.

all aspects of the project. Funding claims will require these.
Be realistic; do not create hundreds of kilometers of
Template 12 (page 114) also provided initial estimates for the cost

trails that require too many bridges, culverts, rest areas

of culverts and bridges, signage, mapping and other costs. The

and modifications. There can be other phases to the

Trail Building Committee will need to further identify, qualify and

project. Get the first phase underway which will include

detail all of the costs.

the completion of a map, trail infrastructure plan and
marketing initiatives.

In most cases, this will require obtaining cost estimates (usually 3)
from contractors. The result will be a new version of Template
12 for the final trail option selected and with all of the costs and
contributions qualified.
Suthey Holler Associates

66

11.0 The Business Plan - Getting Ready

11.8

Managing volunteers and
contractors

In any organization volunteers play an important role. The
concept of the ATV tourism product is that for both trail building
and trail maintenance – at least initially - the local ATV Club

It should be understood, however, that over time the Tourism
Enterprise entity will likely have to move to a system of paid,
contracted work for trail maintenance as volunteers become
“burned out”. This is likely to be the case as the sale of trail passes
increases year-by-year and more trail maintenance is required.

and other trail user groups will volunteer their services (and
sometimes equipment) in return for use of the trails without

11.9

Trail maintenance

having to pay for a trail pass. As such, it is important to clarify the

It is often said that there are enough trails in existence. The real

relationship that will exist between the Tourism Enterprise entity

challenges are creating good maps, providing more than enough

and the local user clubs. It is the Tourism Enterprise entity that

signage, marketing and maintenance.

will have the overall responsibility for the trail system and will
contract for insurance coverage. The user clubs will work within

A maintenance plan should be prepared. This may also be a

the guidelines set by the Tourism Enterprise entity. But each

requirement for insurance purposes.

club remains responsible for its own members and manages the

The following checklist will help with formulating the

volunteer commitment of its Members to the trail system.

maintenance plan:
• Identify the lead organization that will be responsible

Tip
It is important to have one person who organizes and
directs volunteer efforts, as volunteers often “come and
go” according to their own time commitments. For

overall for trail maintenance.
• Identify all of the user clubs/groups that will contribute
to trail maintenance.
• Include inventory of staging areas, trail heads, picnic and
camping areas with existing infrastructure

example, trail maintenance, (particularly windfall) or the

• Identify all signs and replacement signs

erection of signage may be broken up amongst a group of

• Identify all bridges and culverts

volunteers, responsible for particular sections of the trail.

• Include any reports of trail maintenance requirements
(date and location)

Contractors are most often used for the implementation

• Identify all areas that require mitigation, describe the

of bridges and trail surface improvements. One leader

modifications, the equipment needed and a costing

must be responsible to direct the contractor as it relates

• Include a schedule of when the trail should be checked

to the trail infrastructure plan and budget.
Ask for detailed, written estimates. This will become
important for claims to funding sources.

and by whom, (minimum evaluation being at the
beginning and completion of the trail riding season)
The estimates of trail maintenance costs will be an element taken
into account in the Management Plan (Section Fifteen) unit of the
Business Plan.

As a trail project becomes a reality a great deal of in-kind work
will likely be committed by volunteers. It is important that such
volunteers receive recognition from the community.
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The Trail Plan component of the Business Plan should now
be complete. The Plan consists of a detailed draft map (new
Template 8), a description of the trail system, documented
progress on Template 10 steps, a revised Template 12, and
a new Template 15, together with any further supporting
documentation required by MNR.
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12.0 The Business Plan – Supplier Development

The key tasks of this Committee are:

Planning Component
Business Plan

Pre-feasibility

• To identify and assess potential suppliers,
• To understand the identified market for the

A. Market

Marketing Plan
Supplier Development Plan

ATV tourism product, to confirm
the targeted client groups and to confirm
estimates of market size,

Players

B. Community

• To identify a market penetration

Community Welcome
Management Plan

strategy, and
• To build supplier capacity (including training

C. Government

needs) to take maximum advantage of the

Trail Plan

opportunity.
The existing community suppliers, be it a lodge, motel, restaurant

12.0

Introduction

or related service will benefit from the increased traffic generated

The success of the community-based ATV tourism product is

by the ATV tourism product. These suppliers need to be “market

closely linked to the private sector establishments that will

ready” for their participation in the project as soon as the

provide services (suppliers) to ATV tourists in the community and

product is launched. The desired outcome of this section is to

on the trail system. These are the stakeholders that can benefit

strengthen and focus supplier understanding of strategic product

from the product – if they are ready to take advantage of it. Their

development and then eventually packaging and branding

participation in the Business Planning phase must be active and

initiatives.

not passive.

In all of its work, the Committee will work closely with both

The Supplier Development Committee must have strong and

the Trail Building Committee and the Community Welcome

committed participation from the business community and

Committee. For some issues – such as preparation of the trail

may, in fact, be a committee that is managed by a Chamber of

map joint meetings will be required.

Commerce, Board of Trade or Tourist Association.
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12.1

Supplier identification

Template 7 – Inventory of Services (page 105), provides the
starting-point for supplier identification. This template, completed
during the pre-feasibility assessment, needs to be verified and
updated. Ideally, it should be transferred to a database that can
be expanded as required. The process of identification should
not simply be an exercise conducted by a third party. Potential
suppliers need to be encouraged to “self-identify”, as this will build
commitment to the product development.

Capacity
For each hospitality provider, determine the number of rooms,
beds and restaurant seating areas that it can provide. Try and
obtain estimates of existing utilization by month e.g. 50% in May,
80% in July. The remaining capacity is that which will be available
for the ATV tourism product (and any other new hospitality product).

Access
For each hospitality provider determine its location in relation
to the trailhead or most direct access from the establishment (if

At the beginning of its mandate, the Supplier Development
Committee should organize an open meeting for all potential
businesses. This meeting must be closely coordinated with all
existing business organizations in the community in order to
develop maximum interest. Don’t assume that everyone is already
aware of the project. Begin the session with a presentation based
on the pre-feasibility assessment. Consider inviting a supplier from
a community that already has an ATV tourism product up and
running.

Tip
This database should serve as a contact list of people to
be kept informed on a regular basis. Keep the business
community informed through all stages of the project.

it is allowed). Plot these locations on the trail system map being
developed by the Trail Building Committee.

Services
For each hospitality provider detail all services on-site. This
will include: hot tubs, pools, and saunas, liquor licences, food
services, security areas, etc.

Tip
This assessment could initially be done in a spread
sheet format with suppliers down one side and features,
number of rooms etc… across the top. However, the
best format for future use will be that of a database, using
Microsoft Access or a similar product. If the Chamber of
Commerce or the Municipality already has such a database,
don’t duplicate. Just add the new fields that are required.

12.2

Supplier assessment

Many communities have not gone through the exercise of
quantifying the service offering of their hospitality sector
(number of beds, number of restaurant seatings etc.). Building
on the supplier database, the Committee should undertake this
exercise. This may be done with the help of the local business
organizations but will require someone dedicated to verifying
the information and entering it in a consistent manner into the
database. Information captured will relate to capacity and related
services, such as liquor licences, hot tubs, secure areas, access
directly to the trail system. Key data categories are the following:

Template
Template 16 – Supplier Assessment provides a basic
spreadsheet to begin the data collection process.
(See page 120)
Template 17 – Market Readiness Checklist, is a checklist
that was developed in A Guide to Building Successful
Packages for Tourism Suppliers, prepared for the Ontario
Tourism Marketing Partnership by the Tourism Company in
February 2000. Have each provider complete the checklist
for self-evaluation. (See page 121)
Suthey Holler Associates
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12.3

Understanding and
confirming the market

12.4

Market penetration strategy

Often in investigating a new tourism product opportunity people

Once potential suppliers have been identified, the next step is

easily understand the need to define the market potential and

for the Supplier Development Committee to look more closely

then to undertake marketing –especially media marketing to

at the identified ATV tourism product market. The starting point

attempt to realize the potential. While marketing is definitely

is Template 3 – Initial Market Estimation (page 101) that was

fundamental to getting “product recognition” it is insufficient by

completed during the pre-feasibility stage. All of the

itself to ensure sales.

market-related information provided in Section Five of the
Manual should be reviewed at this point.

The Supplier Development Committee must consider innovative
sales strategies and tactics that will achieve market penetration

The Committee needs to do the due diligence on the estimation

measured in sales, not just in media exposure and numbers of

of the size of the market with respect to overnight visitor days

web hits and enquiries. For instance, if the State of New York has

and ATV ownership and the geographic focus of the market

been identified as a key target area and appropriate advertising to

opportunity. Consult with community suppliers to determine

that market undertaken, what could be done to ensure that sales

whether the estimated market is realistic. If the overall market

occur? Some initiatives that could be considered are the following:

potential is over-estimated, suppliers will be disappointed when

• Focus on one or two key communities in the State and

sales expectations are not realized. They will often be discouraged

investigate the network of “ATV interests” in those

from further participation. Suppliers that have experience with

communities.

other outdoor trail products will be able to provide help.
It is important to translate the estimated demand into “units of
supply” such as room-nights, meals, ATV rental etc. Ideally, all of
the committed suppliers should set their own “capture” targets
for new business based on the ATV tourism product. To the
extent possible, enter these targets into the supplier database.
The importance of having the Supplier Development Committee
go through this exercise with potential suppliers cannot be
over-emphasized. It will serve no purpose for the Community to
identify a target market for the ATV tourism product without the
direct involvement of individual suppliers. Potential suppliers
need to understand the realistic potential of the ATV tourism
product in order for them to determine whether to undertake
new investment in their facilities and services.

Template
Template 18 – Supplier Targets provides a format for
potential suppliers to set their “capture” targets. (See page 124)

• Organize sales missions to the communities – through
an identified network participant, such as a local ATV or
adventure club. Stay in touch with the network on
a regular basis – participate in their events, subscribe to
newsletters.
• Consider “wholesaling” trail passes or tourist packages
through the network partners - Don’t hesitate to provide
attractive incentives such as giving away a trail pass for
each pass sold, or organizing a contest with an ATV
package as the prize.
• Provide “recognition” in your community for network
partners from the target communities – Name a trail
segment for their community or State, highlight any
historical links or “family connections”.
The above are only examples. But be creative in attempting to
get into the ATV interest network in your target communities.
Develop a solid link that will generate ongoing sales with several
target communities. Don’t just rely on media messaging. The
community of Elliot Lake is pioneering this approach with
communities in Wisconsin.
Suthey Holler Associates
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12.5

Building capacity

12.5.1

Employee training and
education

Once the supplier assessment has been completed, the market
confirmed and a penetration strategy developed, suppliers can

One of the most-often-overlooked areas in building capacity is

then turn their attention to “building capacity”. This can be an

ongoing, employee training and education.

individual exercise as each supplier addresses the identified gaps

Whether suppliers train their own staff or an agency is contracted,

in their services (from completion of Template 17) or it can be

the following areas should be considered in training and

a group exercise where a number of suppliers tackle common

education:
• Hospitality training related to the service provided

issues.

• Information dissemination related to the map and the
The role of the Supplier Development Committee should be to
facilitate capacity building by ensuring that available resources

trails
• Community awareness - related services and other

are known and accessed. In this respect the Ontario Tourism
Marketing Partnership (OTMP) has an array of resources to help

attractions
• Safety training and environmental awareness

build capacity within the community.
The community of Elliot Lake has developed a draft of ATV

Tip

Occupational Standards relating to Communications,

Follow the section 3-9 to 3-12 in the resource listed below:

The standards have been adapted from snowmobiling. Permission

‘Selling Through the Travel Trade.’

to complete the adaptation and to use the document is being

Professionalism, ATV Operations and Risk and Impact Management.

sought through the Canadian Tourism Human Resource Council.
The questions will help the planning team and individual
suppliers with assessing the state of readiness of the

12.6

Product packaging

project before going to the marketplace.
The natural next step for the Supplier Development Committee

Resources
The following resources, available through the Ontario
Tourism Marketing Partnership will be helpful:
1. A Guide to Building Successful Packages for Tourism
Suppliers, Partners in Tourism, February, 2000,
particularly the first three sections of the “Stages of
Package Development.”
2. Selling Through the Travel Trade, A Handbook for

in building capacity directly linked to the ATV tourism product
is “Packaging”. Value added through packaging is substantial,
as demonstrated in unit 8.3 (economic impact). The resource
referred to above, A Guide to Building Successful Packages is
a primary resource for this unit and much of the information
provided is condensed from that source.
When tourists plan and book a trip to a destination, they
are buying a variety of products and services, including

Tourism Suppliers, particularly Section 3.5,

accommodation, food, programming, transportation,

“Evaluate if your product is ‘trade’ ready.”

complementary services, the elements of an ATV experience
(trail maps, maintenance, signage and infrastructure) and other
attractions in the area they are visiting. All are linked together
in a single “experience.” It is an experience that has to be
“packaged” before going to the marketplace.
Suthey Holler Associates
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12.6.1

Understanding the profile and
needs of the ATV tourist

12.6.2

Suppliers must identify the consumer segments (unit 5.3.2)

Understanding the
opportunities for tourism
product linkages

to understand the type of experience tourists are seeking with

Packages can be linked in many ways and for a variety of lengths

respect to an “ATV experience”. This understanding forms

of time. Packages are developed for groups and the “fully

the foundation for building packages and pursuing marketing

independent traveller” (FIT).

opportunities.
A recently released ‘Packaged Travel in North America’ study

A broad range of services and products can be linked in an ATV
package, including:

reflects upon the profile of those seeking packages. Packaged

• Accommodation

travellers may travel independently or as part of a group. For the

• Food and beverage

ATV market in Ontario, there is significant demand and growth

• Ability to experience local culture

potential for packages for the Fully Independent Traveller (FIT)

• Other associated activities, both active and passive

market. This may include groups of ATV riders who are part of

• Other attractions in and around the community

clubs or groups of family and friends.

• Natural attractions, as experienced on the trail
• Transportation

The outstanding finding states, “…the packaged traveller
spends more time planning the trip” and researches the various

• Programming associated with the experience, for example
gourmet food

components of what the package includes.

• Entertainment

Here are elements of the packaged traveller profile:

• Event or festival

• According to the survey, the average age of the packaged

• Shopping

traveller is 46.9 years.
• Thirty-seven per cent of packaged travellers’ household
income was $75 000 (US).

Tip

• The average travel party size is 3.1 people

The development of the product by local suppliers and

• In addition, 58 per cent of the people travel with their

the inclusion of local community services are critical to

spouse, with an additional 30 per cent travelling with

the overall “experience.” This will take a great deal of

friends

time and effort before the product is ready to market.

• Forty-one per cent of the packaged travellers plan six
months or more in advance of their experience, only 15
per cent plan one month or less in advance.

Resource
A good resource to understand the opportunities for packaging

Summary: packaged travellers have disposable income and spend

in relation to outdoor tourism is the report, “Ontario Resource-

time researching their “experience.” It is important to spend time

Based Tourism Diversification Opportunities” produced for

and effort on the many components of the packaged experience.

the Ministry of Northern Development and Mines in December
2002. One volume of the report details product development

Resource

opportunities for resource-based operators and includes a

For more information go to the National Tour Associations

section on “Developing ATV Touring Products/Packages”. The

website: www.ntaonline.com

reports were prepared by Economic Growth Solutions Inc. in
association with others.
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12.6.3

Developing product packages
(OTMP)

Template
Template 19 – Supplier Package Description, is a

Why package? Packages have many advantages for the ATV

template used by OTMP in conjunction with the Packaging

consumer and the operator. In essence, packages provide one

workshops. It is a useful first tool for suppliers to describe

stop shopping, most often at one, all-inclusive price. Packages

their packaging ideas. (See page 125)

create competitive advantages while highlighting the destination,
both important components for the ATV consumer.
For the individual supplier or the cooperative venture there are a

Tip

number of steps which are outlined below. Each step is detailed

Contact the OTMP to arrange a packaging workshop in

in the Guide to Building Successful Packages.

your area. It will be time well spent

1. Identify Market Opportunity - to define markets and the
type of experience they are looking for.
2. Define your reason for packaging - to ensure that your

12.6.4

package supports your objectives.
3. Define package components - to identify what is in your

Travel Industry Council of
Ontario (TICO) www.tico.on.ca

While any tourist operator or group of operators can define and

package, to determine if you need partners and if so,

develop a package, some restrictions are placed on who may

who?

wholesale or retail a package. The Travel Industry Council of

4. Identify packaging partners - to build the complete
package

Ontario (TICO) has been entrusted with ensuring compliance
with the Travel Industry Act that exists primarily for the protection

5. Create and nurture package partnership - to establish a

of the consumer. TICO requires that agents that wholesale or

sound working relationship with package partners

retail packages be licensed – which entails a defined level of

6. Develop detailed itinerary - to understand each step, no
matter how small

financial commitment by the agent depending on the overall level
of sales.

7. Price the package - to ensure you are competitive while
reaching your own financial goals

Recently TICO has been attempting to ensure that only licensed

8. Theme the package - to create a presence and sales tool

agents are offering packages for sale. This has created some

9. Develop an operations plan for the package - to ensure

problems for smaller tourist operators or groups of operators

that you and your staff understands and contributes to

in Northern Ontario that have developed packages that they

the package

market directly. The OTMP is in discussion with TICO to find an

10. Communicate the operations plan for the package

appropriate resolution to this issue.

- to make sure all your staff understands and contributes
to the package
11. Market and distribute the package - to sell and distribute
your package in the most efficient manner
12. Track results/evaluate - to provide you with sound tools

In the meantime, communities and tourist operators must be
aware of possible restrictions with respect to marketing packages
and ensure that they are not acting in violation of the Travel
Industry Act. In many cases, it will be beneficial for communities

to evaluate your efforts -should you continue or exit

to market their ATV tourism products and packages through

13. Refine package - to respond to input received and to

a TICO licensed agent in the local community. Understand,

improve for next package offering.

however, that licensed agent commissions can range from 10% to
25% of the retail package price.
Suthey Holler Associates
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12.6.5

Getting the price right

Creating the package is one thing. Pricing it to produce profit and
sustainability is another. The price of the package has a number of
components including the following:
Total of all variable costs per person, including
• Total package fixed costs (all costs no matter how many
customers there are)
• Marketing costs (advertising and promotion)
• Overhead costs, including gratuities
• Commissions (if applicable for third party resellers of
the package)

12.6.6

Identifying product gaps
and product evolution

Although everything possible must be done by the Supplier
Development Committee to encourage suppliers to be marketready and to develop packages, they cannot be forced to do so.
As such, the situation may arise where the trail system is ready
for launch but there is insufficient private-sector product to really
satisfy and stimulate demand. If this is the case, then an official
launch needs to be delayed. Once a tourism product is offered on
the market, tourists expect that it is “ready for consumption” and
they will be unforgiving of poor product quality.

• Your profit (margin)

In some cases, it may be necessary for the community’s Tourism

• Taxes, if applicable

Enterprise entity to play a more active role in ensuring that
attractive packages are put in place – perhaps even itself

Tip

becoming a licensed TICO agent.

Don’t forget the competition and what they are charging

Even when packages are ready and are of a good quality, the

and what part of the market are you going after or trying

Tourism Enterprise entity must be vigilant in encouraging the

to attract.

evolution of packages that follow changes in the marketplace.

Look at some of the packages that are being offered
in Quebec for both snowmobiling and ATV’ing. An
interesting example is a series of packages put together
by Motoneige Tremblant (www.mtsnowmobile.com).
Half-day or full-day guided excursions are offered
between 8:00 a.m. and 3:00 p.m. Then a “family fun” play
area is offered from 4:30 p.m. to 6:00 p.m. In the evening
an excursion combined with a gourmet dinner is offered.
Another option is a full-day combination of snowmobiling
and dog sledding. Per person prices range from $109 to $329.
3 to 4-day ATV packages that include 2 full-days of
guided riding with ATV’s provided and inclusive of
accommodation and meals are currently being offered
by travel agents in Ontario within the range of $800 to
$1,600 per person.
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13.0 The Business Plan –

Community Welcome

13.1

Planning Component
Business Plan

Pre-feasibility

The “Royal” treatment

The community, including all suppliers
promoting packages, should treat every

A. Market

Marketing Plan
Supplier Development Plan

individual ATV visitor or group “royally.”
Most visitors, apart from what is being

B. Community

included in their supplier package, require

Community Welcome
Management Plan

information on the community and its related

Players

services. These information packages should

C. Government

be made available to all those in the

Trail Plan

community that are promoting the ATV
product. These are important to staff training
and for answering questions and providing

13.0

information to the ATV visitor.

Introduction

This unit describes the preparations that need to be made by the

From an information perspective the community should come

community as a whole for the ATV tourism product. The starting

together to build around the most important aspect of the

point for the Community Welcome Committee is Template 5

information package - the map. Included should be the following:

– Community Strategic Plan and Template 6 – SWOT analysis.

• A list of all ATV sales and service outlets

These templates need to be used to develop a community

• Directory of emergency and hospital services

action and messaging plan that builds on identified priorities and
strengths of the community and prepares strategies to deal with
any weaknesses or threats.

Tip
Suppliers prepare packages that help visitors stay for

The Community Welcome Committee should review the initial

extended periods of time. The community helps visitors

SWOT analysis in light of the completed elements of the Business

feel like it is “their home away from.” Both should come

Plan and determine if additions or changes are necessary.

together before and after to analyze their hospitality

The Community Welcome Committee will be responsible for this

effectiveness while working together. Making people

unit as well as the subsequent unit on Marketing in cooperation

aware in the community is an ongoing process.

with the Supplier Development Committee.
Suthey Holler Associates
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• Tourism contacts related to the trail system

For all involved in promoting the ATV product the following

• A list of all other attractions and community events (calendar)

are fundamental questions for which clear answers need to be
prepared.

13.2

The Community
Welcome components

Community Welcome is a process of ensuring that everyone in the

• Who (which suppliers) are offering packages? (a readily
available list should be generated)
• Where is the trail map available? Where are the trailheads

community fully understands the role they will play in promoting,

and access points to the trails? (all resource people should

welcoming and providing service to ATV tourists. Not only must

have and be familiar with the map)

everyone understand their role but also they must be prepared
to provide required information in a professional and informative

• Who can help with specific questions? (there should be a
list of people who can be contacted)

manner. At every occasion emphasize that the tourism experience
must promote responsible, safe riding principles and practices.
Some of the key activities of the Community Welcome will include
the following:
• For the general public in the community, an
understanding of the benefit of ATV Tourism and an ability
to direct visitors to the proper sources of information

13.2.1

Community get ready campaign

The goal of a community “Get Ready Campaign” is to prepare
businesses, clubs and community members to deliver quality
customer service to ATV tourists. A secondary goal is to be able to
train trainers within the community to provide ongoing customer
service training to businesses.

(Tourism Enterprise entity, Tourist Information Centre,

Elliot Lake offered a Get Ready Campaign in the spring of 2003,

etc.). The best way to do this is through regular

based on a program of the Ontario Tourism Education

stories in the local media.

Corporation. Over 70 participants completed two units of

• For elected politicians, an understanding of the benefit of

the “Out of This World” program, a customer service-training

ATV Tourism and the role that the municipality or First

program that was tailored to meet the needs of ATV tourism.

Nation is playing. Keep them aware of everything that is

Participants included employees and front-line staff of

being done for the “Community Welcome”.

accommodation providers, dealerships, restaurants and guiding

• For the business community, an additional understanding

businesses. The two units completed included Customer Loyalty

of the “profile” of the ATV tourist and the likely visitor

and How to Achieve It and Customer Communications and Con-

purchases. The best way to do this is through the

nections. The intention is to offer and complete the remaining

preparation of a Chamber of Commerce or similar

modules of the program on an annual basis to ensure the utmost

newsletter. Develop a poster for merchants to display.

in quality customer service. Following the training, all participants

Encourage merchants to “customize” their product

were provided with an opportunity to experience ATV’ing first

offering to the target market – e.g. menus, decor etc.

hand on the Elliot Lake ATV trail system.

• For other service providers, such as hospitals, health care
professionals, police, municipal employees etc. an

Resource

additional understanding of the “profile” of the ATV

The Ontario Tourism Education Corporation (OTEC) is a

tourist in order to facilitate any regulatory interaction (e.g.

not-for-profit training and learning development company

insurance).

governed by a volunteer Board of Directors representing
business, labour, education and industry. OTEC has Local
Suthey Holler Associates
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Host Organization partners and a network of Licensed
Distributors throughout the Province. A Tourism Educa-

Tip

tion Council or Corporation exists in every Province and

Various media will use media releases, but these releases

Territory in Canada, and collectively, along with industry,

can also be used in an array of community newsletters or

form the Canadian Tourism Human Resource Council. See

bulletins. Don’t hesitate to send in an electronic version

the OTEC website,www.otec.org and the Canadian Tourism

to these other audiences. Use your email contact list for

Human Resource Council website, www.cthrc.ca

distribution. Most of these other community groups have
volunteer editors who are always looking for new copy

13.3 Two-year communications plan

for their own communications.

The Community Welcome Committee must look at the first two
years as a learning phase in the development of the ATV product.
Local media and all direct and indirect organizations need to be
kept informed.

13.4

ATV club as “Ambassadors”

Within the community-based ATV tourism model the ATV club
This plan includes the development phase leading up to a
product launch, any FAM (familiarization tours) and special events

members can play an important role - particularly as “trail
ambassadors.”

(such as theme rides, the completion of an important bridge, the
availability of the trail map, new trail loops etc…). It is

Club members are probably more familiar with the trail, riding

important to regularly have these announcements in order to

conditions and attributes connected to the trail. Their

keep the project front and center within the community.

involvement in spreading the word about the trail system is
important to the community because they are part of the

One of the easiest and most effective ways is the creation and
distribution of regular media releases.

community. Other trail users will need to be kept informed
of all trail developments.

Most media releases include:
• Date of the media release
• Title of the announcement
• Source for further information
• Content refers to the direct connection to the community
• Content refers to the benefits to the community

The local ATV club may or may not be part of the Ontario
Federation of All Terrain Vehicle Clubs (OFATV ). If it is a member
club of the OFATV then the club will be developing in accordance
with the policies and guidelines of the provincial organization.
See www.ofatv.org for more information.

• 1-3 people, at most, are quoted

Template
Template 20 provides a format for developing a Community
Welcome Plan. (See page 126)
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14.0 The Business Plan –

Marketing Plan

14.1

Planning Component
Business Plan

Pre-feasibility

A. Market

B. Community

Marketing Plan
Supplier Development Plan

Two-year
marketing plan

In developing a Marketing Plan it is important
to always be thinking ahead. In order to
implement a campaign for any particular
season, the planning must often start a year

Community Welcome
Management Plan

in advance. Thus any two-year marketing plan

Players

needs to be a “rolling” one so that a two-year

C. Government

plan developed in September 2003 will be

Trail Plan

updated for a further two years in September
2004.

14.0

Introduction

The ATV Tourism product will likely have two offerings, a spring/

For the community, and the associated suppliers, the

summer and a summer/fall season(s). The overlapping summer

development of a Marketing Plan to bring visitors from outside

season will cater to more families as traditional family vacations

the region or province is a significant challenge. The community

most often occur during this period. Winter ATV riding is yet to

will want to “tie in” to overall tourism marketing strategies

be developed in Ontario, but is well established in Quebec.

that are being implemented at the level of the Province and
of Northern Ontario. In addition, the community will want to
undertake certain additional targeted initiatives in key
sub-markets – such as the emphasis on key cities in a particular State.

14.2

The OTMP provincial
marketing framework

The Ontario Tourism Marketing Partnership is responsible for
marketing across the Province. However, in 2003 a Northern

Development of the Marketing Plan needs to be a joint effort

Marketing Committee of the OTMP was created with an overall

of the Community Welcome Committee and the Supplier

budget commitment of $5.6 million.

Development Committee.
The Northern Ontario Travel Region associations – the NOTAPs
will assist in the delivery of tourism services and products in
the North. So it is important for each community to develop a
cooperative relationship with the NOTAP in their region.
Suthey Holler Associates
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The marketing strategy of the OTMP is going to focus on

in a measured approach to partnership building within the

“vertical product” strategies such as “Outdoor” products and will

community which maximize economic opportunity and capacity

undertake campaigns using a variety of communication channels

through shared use trails destination approach.

– media, publications, website, promotions and travel trade
relations. Furthermore, the strategy will emphasize United States
near border markets.

ATV Ontario will develop itself as a marketing alliance. There will
be representation from the various participating communities
at all stages of development. That mandate will include alliance

An innovative development of OTMP is the new “Partnership

participation in the development of criteria. That criterion should

Opportunities Calendar 2003/2004”. This is a list of all of the

be based on working towards sustainability and responsible

Marketing campaigns (opportunities) that are planned up to the

development while addressing environmental issues. Quality

spring of 2004. The list contains the program name, a description

of product standards as established within other OTMP alliance

of the opportunity, the type of marketing tool, important

will be recognized and expanded with the understanding of

commitment dates and approximate participation costs.

community economic development and capacity development
being addressed to maximize the potential.

Each community and individual tourism supplier needs to closely
examine the Calendar and attempt to determine how their own
individual marketing strategy could be enhanced by participation

14.4

Tailored ATV
marketing strategies

in selected OTMP campaigns. For the ATV Tourism product

In addition to the broader province-wide marketing efforts of

individual communities and ATV Ontario need to identify the

OTMP, the Tourism Enterprise entity will work with ATVOntario

most effective marketing campaigns and media.

14.3

ATVOntario
www.ATVOntario.com

Tip
• Determine how much money is available to the

ATVOntario is the product marketing alliance for the

community for marketing, including funding from

community-based ATV Tourism product that has been

government agencies.

developed with the assistance of the OTMP. It is currently in

• Determine relative priorities – broader province-wide

a development stage. As previously referenced, ATVOntario

campaigns, specific market campaigns relating to the

is similar in intent to other product marketing alliances like

ATV product, action in support of community-based

Paddling Ontario, www.paddlingontario.com and Arts in the

innovate sales initiatives.

Wild, www.artsinthewild.com
The vision of ATVOntario is to develop Ontario as a premier ATV
Tourism destination in North America. This will be based on
local community consensus, economic development opportunity
while creating a model tourism product that maximize the equity
of a shared use trail system and respects the rights of other user
groups and the environmental issues.

• Determine where you think the money should be spent
for maximum effectiveness for your community based
on the relative priorities.
• Work closely with tourism consultants from the Ontario
Tourism Marketing Partnership and field staff from the
Ministry of Tourism and Recreation.
• Work within the framework of ATVOntario marketing
initiatives

The mission will be to work with various communities
throughout Ontario where there is an aptitude to participate
Suthey Holler Associates
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and individual communities to develop marketing opportunities
related to ATV Tourism based on sector-specific media and events.
As marketing dollars will be spent individually and collectively
it is important to assess how to achieve maximum effectiveness
for the investment made (the number of ATV visitors and total
expenditures).

14.4.1

Media relations

14.4.2

Maps and brochures

The importance and the development of maps have been
extensively covered in relation to the Trail Plan. The map is also a
key element of the Community Welcome and marketing.
The map or a representative portion of the map can be used for
marketing purposes, particularly at trade shows and conferences.
It should be decided whether the map is a “give away” or if a fee
is attached to the map. This may be determined from the costs

It is to the community’s and suppliers’ benefit that the media

of producing the map and if advertising has been used to recover

be kept informed of this new tourism product and its economic

the costs of map production.

benefits to the region. Always emphasize that the goal is to
continuously promote safe and responsible riding principles and
practices. Local media and those from afar should receive regular
media releases. One published story leads to another and it is
worthwhile to pursue media contacts.

With the advent of Internet marketing, elaborate brochures are
becoming less prevalent in the tourism marketplace. Brochures
are becoming more integrated with an Internet site. This allows
for more details pertaining to various components of the package.
The “content” remains important and when opportunities present
themselves, a paper-based product remains as a link with the

Tip

customer. This is important, specifically at trade shows where
one-on-one’s occur.

ATVing has some perceptions attached to it. For all of
the sections below stress the environmental benefits of
having ATV’s on well-mapped, well-signed trails with
the proper infrastructure in place. One of the most
important statements to consistently underline in all
media relationships is: “the conscious development of
a well-mapped and signed trail network, with bridges
and culverts, helps the environment and community
tourism.” It is important to explain the trends of sales
and trail riding utilization of ATV’s. It is important to
explain some of the trails are shared with other users and
that agreements have been forged for such use. Always be
consistent and repetitive with your messages!

Tip
If a brochure is used, consider the following graphic and
content guidelines.
• Highlight the trail, the signs, the map and the riding
themes associated with the trails
• Photos should have an “impact” with people
experiencing the product and components of
the package
• Internet and contact information should be easy to find
(use a larger typeface)
• Avoid “business” and clutter
• Highlight any discounts pertaining to seasons or
groups, or length of stay
• Highlight all the components of the package together
with the price.
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14.4.3

“Fam” tours

A “Fam” or familiarization tour is generally a subsidized tour for
travel writers, travel agents and other travel trade personnel to
introduce them to a new or refined tourism experience or facility.
For the ATV product the “Fam” tour for outdoors writers or
travel agents is an effective way of bringing the package and
the trail riding experience to the marketplace. A “Fam” tour
requires a great deal of planning. It must be short in duration as
professional writers and travel agents will want the “experience”
but within a very expedient way. You will be dealing with a group
that is different from the end-user customer, but at the same time

area to pay for booth space. Government agencies often
subsidize suppliers to attend.
At the consumer show it is anticipated that the area and its
suppliers will be exposed to a large number of real, end-user
consumers. At the trade show new contacts will be made with
new sellers of your package that will reach markets that are often
difficult to access. It is also an opportunity to compare your ATV
product with other products.
The key of attendance at Shows is “Be fully prepared – leave
nothing to chance”.

are thinking about the consumer and his/her needs. “Fam” tours
often occur just before or after travel-trade shows.

Resource
Go to the OTMP site, www.tourismpartners.com The

Tip

Ontario Tourism Marketing Partnership has a site map
directing you to practical resources. Find the ‘Selling

Work with your OTMP representative to stage a “Fam”
tour. Such an event requires a great deal of logistics and
communication, particularly if it is attached to a pre or

Through the Travel Trade’ document, a handbook for
Tourism Suppliers. Within Section Five there is a complete
section on trade shows (see 5.4).

post travel-trade show.

Template
Template 21 provides a checklist of key elements for
14.4.4

Shows and conferences

Your area may wish to attend one or a number of trade shows.
Your geographic marketplace and the theme of the show will
determine what shows you choose.

inclusion in your community Marketing Plan for ATV
Tourism. (See page 127)

14.5

Tracking as preparation for
the next marketing plan

There are two types of shows - consumer shows and travel trade

Collectively, suppliers need to share results from their business

only marketplaces. Each type of show can be beneficial to your

inquiries and actual business. Tracking gives objective results and

area and suppliers.

a method of comparison from year to year. Develop a simple
template that tracks:

Consumer shows offer admission to anyone with the time and

1. Number of visitors and their origin

money to attend. Trade shows are usually by appointment with

2. When they visited

the buyer/seller matching their services and packages or with a

3. Length of stay

free-flow agenda.

4. How they learned about the packages or the destination
(marketing source)

Both usually require the supplier or the consortium of suppliers/

5. Assessment of customer satisfaction/improvements
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Actual numbers at the end of each year of operation will modify
where marketing dollars will be spent for the next season and
where effective partnerships can be arranged in and outside of
the community. At the same time you will want to calculate the
final cost of all sales, individually and collectively.
Marketing does impact on your bottom line. If you spent $8,000
on marketing and received only $3,000 net profit you will want to
re-evaluate the various components of the plan.

Template
Template 22 – Tracking, provides a simple template to
track visitors (See page 128)
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15.0 The Business Plan – Management Plan

are predominantly in the private sector.

Planning Component
Business Plan

Pre-feasibility

A. Market

This is indeed the intent of the model.

Marketing Plan
Supplier Development Plan

Nevertheless, the community agency that will be
responsible for managing the tourism product and
the shared-use trail system must be operationally

Players

B. Community

C. Government

Community Welcome
Management Plan

Trail Plan

viable and sustainable in its own right.

15.2 The Tourism
Enterprise entity
In the pre-feasibility assessment, the concept of

15.0

Introduction

a community entity to manage the ATV tourism
product and the shared-use trail system was introduced and all of

At this point in the Business Plan, the three working committees

the organizations interested in assuming this role were recorded

will have prepared the four component Plans built around the

in Template 9 – Organizational Involvement.

Community-based ATV tourism product.

It is important to select such an entity at least by the end of the

It is now up to the Executive Committee to pull all of the

Business Planning phase so that a named and agreed organization

planning elements together in a Management Plan.

is ready to proceed with implementation of the Business Plan.

The Management Plan will,

Ideally, the entity should be in place prior to beginning the

• Address the overall issue of operational viability and
sustainability

Business Plan so that implementation can proceed immediately
upon completion of the plan. The agency – which we call the
Tourism Enterprise entity, must be a community-based

15.1

Operational viability
and sustainability

organization with wide interests. The main choices are a
municipal administration, a business organization, a broad trail

The benefits of a Community-based ATV Tourism product will

organization or a similar not-for-profit group in the community.

flow to the community through the elements of Economic

It is not recommended to select a single trail user group, whether

Impact. That is to say that expenditures by tourists in the

this is the local ATV Club or another user group.

community will be for tourism services provided by suppliers that
Suthey Holler Associates
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Once selected and agreed by the full Planning team, it will be the

would also include representation from First Nations.

responsibility of that entity to reach operating agreements with

If the community does not wish to create a subsidiary not-for-

co-operating organizations, with suppliers and with appropriate

profit corporation, an Advisory Board could nevertheless be set

government agencies. If not already incorporated, the agency

up for the Tourism Enterprise entity with a similar composition.

should proceed to incorporation as a not-for-profit group.
Operationally, staff of the Tourism Enterprise entity would report
The responsibilities of the Tourism Enterprise entity are as

to the Executive Director of the parent not-for-profit corporation.

follows:

Municipal Economic Development or Tourism Officers may act as

• Ongoing development of the shared-use trail system.

Advisors to the Board.

• Operational management of the shared-use trail system
including full acceptance of responsibility for
environmental, safety and other compliance with
government regulations and parameters.
• Operational management of the ATV Tourism product
including the arrangement of trail liability insurance. This
includes continual updating of the overall Business Plan
and the component Plans.
• Participation, as the community representative, in
ATVOntario.
• Development of other community-based tourism products
linked to the shared-use trail system.
• Management of the measurement and quality control
functions linked to the shared-use trail system and the
tourism products.
If the Tourism Enterprise entity is an existing community
organization (incorporated not-for-profit) that has its own Board,
consideration should be given to incorporation of a subsidiary
not-for-profit organization for which a Tourism Enterprise
entity-specific Board can be created. The parent not-for-profit
corporation might retain the ability to name the Chair of the new
Board. In addition to the Chair of the Board, the Tourism
Enterprise entity Board might include:
• One representative of Municipal Council(s)
• Two representatives of the Chamber of Commerce
(or tourism sub-group)
• Three representatives of Trail User groups
• Two representatives of the general public
As appropriate and depending on the community, the Board

15.2.1

The trail pass system

Over time, revenue from the trail pass system should become the
primary source of revenue for the Tourism Enterprise entity and
should be the method by which sustainability is ensured.
The concept of the trail pass system is that the Tourism Enterprise
entity will charge ATV tourists a fee for using the communitybased trail system. The trail pass,
• Would be issued per visitor and not per ATV.
• Would be issued for a specific time period such as 3-days
or 7-days.
• Would not be transferable to other communities.
The following are the suggested key elements of a trail pass
system:
• The Tourism Enterprise entity issues trail passes to
resellers (stakeholders and suppliers).
• All trail passes are numbered and recorded against each
reseller. Resellers need to estimate their sales and
purchase the trail passes in advance (some flexibility is
needed for the first year). On a regular basis, resellers
remit the revenue from trail passes to the Tourism
Enterprise entity.
• For ATV Tourism packages, the cost of the trail pass is
built in to the price of the package. Packages should
become the primary vehicle by which trail passes are sold.
• Local ATV Club members do not need to purchase trail
passes but through their Club are expected to volunteer
for trail building and trail maintenance. The Club is
Suthey Holler Associates
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responsible for ensuring that their members do provide

product. Risk creates “liability” and generally the only way that

volunteer service in return for being issued with a free

part of the liability can be offset is through insurance.

season trail pass. Club members are still responsible for
any club fees that are charged to members by the Club.
• The local ATV club must restrict its membership to the
immediate community. All visitors to the community
beyond the local area are treated as tourists and must
purchase the trail pass. The only exception to this would
occur if the Tourism Enterprise entity had entered into
some form of reciprocity agreement with the OFATV
or similar organization, that recognized the provincial
trail passes issued by that organization.
• Other traditional trail users do not have to purchase a trail
pass. They are encouraged to register with the Tourism

Insurance is a must for a trail system. Those who ride an ATV trail
must have automobile insurance when riding on public lands.
But even with such coverage, the organization that manages the
trail and tourism product must have its own insurance14 .
Individuals who have an accident on the trail and/or their
insurance companies can always bring legal actions against the
trail management agent (as well as others involved including
volunteers) and sue for damages. Furthermore, if the community
or Tourism Enterprise entity applies for and receives government
funding, additional insurance requirements may be a condition of
the legal agreement.

Enterprise entity so that they can be issued a free season

The types of insurance coverage that need to be considered are

trail pass.

the following:

• The trail system is not “policed” but works on the honour

• Commercial General Liability Insurance

system. All members of the local ATV club or others in the

• Directors and Officers Liability

community are expected to report those riders who do not

• Environmental Liability

have a trail pass or are not members of the local ATV Club.

• Volunteer Accident Insurance

The sanction for someone caught in an in fringement must

• Fire Fighting Expenses

be severe enough to discourage a “free ride”.
It has become increasingly difficult for trail groups to obtain
15.2.2 Trail pass revenues

insurance – particularly at reasonable rates, compared with the
past – because of events since 9/11 and the investment losses

Estimates of the number of trail passes that can be sold per

of many insurance companies. Insurers and re-insurers have

season will have been initially made in the pre-feasibility

become much more selective in the kind of risk that they will

assessment and then “firmed up” in the Supplier Development

underwrite.

Plan. Template 3 provides the basic methodology for estimating
the sales of trail passes. However, this estimate is for the initial

Currently, various efforts are underway to resolve the trail

year only. It will be necessary to project the sales over a five-

insurance issue. This also includes efforts to convince the

year period in order to complete a 5-year operating pro-forma

Province of Ontario to limit the liability of trails groups through

required by Template 23 (see subsequent sections).

appropriate changes to legislation. It is an underwriting
requirement of the Nexus insurance program that trail

15.3

Insurance

associations follow this Development Manual. While associations
are required to follow the manual, there is no clause in the Nexus

A community must make conscious choices about how much

policy that would void coverage if an error in carrying out a

“risk” it wants to (and can) assume in offering its ATV tourism

particular practice lead to a claim for damages.

14 Unless the trail system is considered to be part of municipal infrastructure and is so accepted by the municipality’s insurer.
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Whatever new insurance coverage ultimately emerges, insurers

resource to help in understanding the ATV trails insurance issues.

will request a great deal of information on the trail systems that
they agree to cover (often as an “Operational Requirements”

The Canadian Tourism Commission (CTC) is developing

form) and will want to actively participate in risk assessment and

a national database of insurance providers for the

risk management.

outdoor tourism sector. This database also includes a

The following checklist represents minimum requirements of
insurance companies.
• A detailed map (Template 8 with appropriate overlays)
showing all water crossings, bridges, crossings at
designated roads and any areas that require additional
signage
• The map should include the location of all signs, including

group insurance purchasing programs guide and a series
of insurance tutorials for outdoor tourism operators.
In addition, the Commission has published a new risk
management guide for tourism operators. For more
information contact Frank Verschuren, Coordinator,
Outdoor Tourism - Product Development, Canadian Tourism
Commission at verschuren.frank@ctc-cct.ca.

the types of signs: speed, direction, cautions, stops and
slows.
• The map should include any areas that need to be
modified because of safety concerns, (for example, such
as steep inclines or declines).
• Regulations or laws, including municipal by-laws,
pertaining to any aspect of ATV’ing
• A trail maintenance plan that identifies the present
condition of the trail, who checked it and when,
improvements and areas to be improved (with a
commitment to modify)
• A trail estimate of the number of riders and types of riders,
including peak periods.

15.3.1

Safety

Insurance and safety go “hand in hand.” Safety occurs before a rider
gets to the trail and while on trail through their riding behaviour.
A safety plan (or series of policies) should be included for
submission to insurers and all government agencies.
Consider this checklist:
• Identify on all maps road crossing areas and easy access to
remote sections of the trail
• Include any signage and speed policies as recommended
by a governing body
• Include an inventory of your region’s search and rescue

Tip
• Work closely with the local municipality or
municipalities in reviewing insurance options for trails.
It may be possible to come to a creative agreement that
relies on the blanket coverage of the municipality.
• To arrange trail crossings with private land owners, an

services
• Identify emergency numbers and pertinent police
jurisdiction
• Identify any level of government that may have safety
regulations pertaining to ATV or other use of the trail
• Ensure all hospitality suppliers are promoting safe driving
behaviour in the trail’s promotional literature

agreement stating the policy’s coverage is a must.

Tip
Resource

Promote Canada Safety Council ATV riding courses in all

An Insurance Review undertaken for the Ontario Trails Council

literature, by ATV clubs and hospitality suppliers. See

and written by Doug Wyseman can be downloaded from the

www.safety-council.org.

Ontario Trails Council site – www.otc.com. This is the best
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Resource

be able to use employees of an existing organization at no

The ATV RiderCourse Handbook, developed by the ATV

additional cost for the first few years – or at least at a reduced

Safety Institute and promoted by the Canada Safety Council

cost. This would address the need to fund and/or finance the

will help with all aspects of trail riding.

projected operating deficit of these first two years. It should be
emphasized, however, that the Tourism Enterprise entity cannot

15.4 Five-year operating pro-forma

afford to “under-staff ” in the initial years of the product launch
and operation as it is essential to make an immediate “market

All of the financial elements and associated data developed by

impact” in order to reach the benchmark of 2,500 annual trail

the three working committees must now be input into a new

pass sales as soon as possible.

Template. This is Template 23 – Five-year operating pro-forma.
(See page 129)

The other element that needs to be carefully considered by each
community and by ATV Ontario as a whole is the cost of the trail

The elements of the template will be different for each

pass. If the price of the trail pass is included in a package that

community. Template 23 shows a completed template based

costs in the range of $1,000 for four days then it should be

on the following assumptions:

possible to increase the average trail pass revenue at a faster pace.

• The Tourism Enterprise entity will require two employees,

For instance, if the average 3 to 7-day trail pass is sold for $100 in

one responsible for managing the shared-use trail system

the second year, the operating deficit of $43,000 is changed into

and the other for managing and marketing

an operating surplus of $43,000.

the ATV Tourism product (and eventually other trail-based
tourism products).
• The extent of the shared-use trail system goes from 100
kilometres in the first year to 250 kilometres in the fifth
year. The insurance starts from a minimum of $21,000
and then increases annually in relation to the length of
the trail system.
• The Tourism Enterprise entity will sell 1,000 trail passes
in the first year but will reach 2,500 by the third year of
operation. This represents an annual break-even
position based on the cost assumptions.
• Over a five-year period the cumulative operating result is
positive.

15.5 Capital investment
in trail development
In the above example five-year operating pro-forma we have made
no allowance for capital investment in the expansion of the trail
system from 100 kilometres to 250 kilometres. Our assumption is
that some form of government assistance will be in place to help
with trail building and that any community contribution required
will be financed outside of operating costs.
This assumption may be valid for those communities that have
already received assistance from senior governments with trail
building but no guarantee exists that any new assistance

• For the first two years, some form of community and/or

programs will be put in place. In which case, trail expansion

senior government contribution or financing will be

would need to be financed from operating revenues and any

required to cover the operating deficit.

accumulated surpluses. Such a scenario places an ever-greater

• While it is intended that the Tourism Enterprise entity will

emphasis on the need to carefully consider,

develop other trail-based tourism products over time, this

• The length of the planned trail system

does not occur within the first five years.

• The need for an aggressive plan to sell trail passes

Each community will naturally approach the organization of the
Tourism Enterprise entity from a different perspective. Some may

• The need to carefully consider the price-point of the
trail pass
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Some observers advocate that the Province of Ontario should
initiate an annual registration fee for ATV’s and share the
proceeds with a community Tourism Enterprise entity and/or a
Province-wide trail organization (as occurs in some other
jurisdictions). This might indeed be an alternate route to
Sustainability of a community-based ATV Tourism product.
However, it is more realistic at present to base sustainability
planning on the current known parameters.
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Planning Component

Players

Product
Definition

16.0

Business
Plan

Measurement

A. Market

Measure use and satisfaction
of tourists/user

B. Community

Measure community benefits

C. Government

Measure compliance

The importance of
measurement and sustainability

In any economic activity where there is time, effort and money
invested there should be a process to measure the performance
of the product. Measuring performance will provide feedback for
overall product system improvement. Constant improvement will

Measurement must be conducted with respect to,
• The Market – the use and levels of satisfaction
of the tourists
• The Community – the level of benefits that are
accruing to the community
• Governments – the level of compliance with
government regulations including safety

lead to the sustainability of the product. The ATV tourism product

and respect for the environment

is new and its evolution has to be closely monitored – particularly
during the first few years. In comparison, snowmobiling was not
closely evaluated until many years after its inception.
This section corresponds to the fourth column of the
Development Marix.

16.1

Measurement
relating to the market

Measurement relating to the market will be in terms of both
quantity and quality.
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16.1.1

Quantitative measurements

Quantity relating to use of the product can be measured by the
number of trail passes that are sold. For this reason the trail pass
must be designed for maximum effectiveness with respect to
measurement. The following checklist should be followed:
• All trail passes should be numbered sequentially so that it
is possible to track which passes were sold to different
resellers (stakeholders).
• Trail passes should have two parts – one that is given to
the tourist for display (like a tow pass for skiing) and one
part that is used for recording information relating to the
purchaser (home location, number in party, length of
stay, whether pass is part of a package etc.) This will
permit the gathering of pertinent data including data on
the sale of packages.
• Each portion of the trail pass should be date stamped.
This will allow tracking of passes by day of the week and
by month.
• At the end of the season, pass resellers will return unsold
passes. This will permit a tabulation of total passes sold
for the season.
It will also be desirable to track use of different portions of the
trail system. The most effective way to do this is by periodic
“traffic counts”. This is a similar process to traffic counts on
highways and is performed by one or several individuals usually

Another process using the same questionnaire or a modified one
is to interview trail users as they leave the trail system following
a ride. Caution must be used, however. Keep the interview
relatively short to avoid annoying the visitor. In any case the
process should only be done periodically and only once it has
been determined that the return of the questionnaire provided
when the trail pass was purchased is not yielding sufficient data.
A simple sliding, evaluation scale of poor to excellent or 1 to 10
can be used. A number of specific aspects can be evaluated for
levels of satisfaction, such as,
• Trail System, including maps and signage
• Accommodations
• Food
• Other services provided (list for the consumer)
For all evaluations allow space for written comments.

Tip
For any one area have the identical tracking device
distributed to all suppliers. Statistics are more valid
when the degree of implementation (recording) remains
consistent.
Statistics are of value when the numbers are collectively
evaluated. Set a yearly deadline, after the season, and
collate the data.

placed at points of intersection on the trail. The counts will
record volume of trail users by direction and by time of day.

16.1.2

Quality

16.1.3

Measuring enquiries

Apart from measuring use of the ATV tourism product, it is
important to also track enquiries about the product.

Quality measurement requires participation by the tourist
that purchases a trail pass. This requires some form of survey
technique. One simple process is that for every trail pass that
is sold, a feedback questionnaire should be provided – to be
returned at the place of accommodation or other convenient
location before the visitor leaves the community.

Enquiries are likely to be made by:
• Telephone to a 1-800 number
• Email
• Hits on a web page (only a real enquiry if a form is filled
out, otherwise just measures general interest).
• In-person at places of business in the community or at
Tourist Information centres
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Dates and geographical source of the query will help gather

At the end of the first season, all of the information collected will

statistical data on market trends. In all queries by consumers it

have to be compiled into an Economic Impact Assessment, using

is important to identify how the consumer found out about the

appropriate expenditure multipliers. The report should be formally

community or the particular supplier.

presented to all major stakeholders in the community.

16.2

Measurement
relating to the community

Tip

The measurement relating to the community is that of economic

Compile and compare all numbers recorded. Bring all

impact analysis. Economic impact is the amount of new money

suppliers and the community together to discuss the

that is brought into the community by those purchasing trail

results. Changes in marketing initiatives can be made.

passes for the ATV tourism product.

Some one or some entity has to be identified to compile
and present the data.

Tracking of trail pass sales and associated data will permit a much
more specific economic impact analysis than would be otherwise
possible. Without local data, surrogates or estimates from other
jurisdictions must be used. However, the impact will not be fully
known before the end of the first season.

16.3

Measurement relating to
government compliance

Measurement relating to government compliance should be
The type of information that will need to be collected is the

understood here in the broadest sense of accountability to the

following:

public in general.

• Expenditure per visitor night (of those purchasing trail
passes)
• Expenditure broken down by type such as:

The two main areas of compliance will relate to safety and to
respect for the environment. Each year ensure that all land use

- Trail pass

permits or licences are renewed. An environmental code of ethics

- Accommodation

for the trail or environmental policies should be continued to be

- Food

promoted and reinforced with all riders.

- Retail
- Transportation and fuel
- ATV rental/repair
- Other

The following should be tracked:
• Number of accidents or incidents reported (from
reporting templates)
• Number of fatalities (if any)

It will also be important to try and track variations in expenditure
by month and by origin of the visitor.

• Number of complaints registered,
- By municipalities, First Nations
- By senior levels of government

While the trail pass will facilitate the collection of some of this
information, the rest will have to be captured through some
form of reporting by stakeholders and by interviews. Some of the
questions may be able to be inserted in the survey that is given to
visitors when they purchase their trail pass.

- By trail users or trail user groups
- By resource or utility companies
- By the public in general
• Number of environmental incidents reported
and/or investigated
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It will also be important to provide written evidence of how
complaints were dealt with, what was the result and what
measures to rectify the reason for the complaint were instituted.

16.4.1 For the community
The community must “take on” the ATV tourism product as
a long-term commitment. If there is going to be identifiable
growth then suppliers must work together in their marketing

16.3.1

Integration with LIO

efforts. The community must be able to rely on the Tourism

As identified earlier, Land Information Ontario will benefit from

Enterprise entity to maintain and manage the trail system and to

the mapping of the trail system and related trail attributes, both

promote its use for maximum benefit.

natural and humankind. These GPS files of the trails will become
new digital data. At the same time all Ontario Ministry of Natural

Resource

Resources policies related to Crown Land have been consolidated with

There are few examples of communities, particularly

maps and now can be viewed at http://crownlanduseatlas.mnr.gov.on.ca

smaller communities that have identified and embraced
tourism as an economic activity. One example is Ely,

This includes Ontario’s entire Living Legacy (OLL) planning areas.

Minnesota where the Chamber of Commerce and the

The electronic atlas will become the official source of local use

municipality have made the Boundary Waters community a

direction on Crown Land. Trails on Crown Land will become

national destination. See www.ely.org

part of the Ministry’s inventory of “layers” of information. As trail
systems grow then new content will added to the appropriate
databases.

16.4.2

For stakeholder partnerships

For partners there may be a number of indicators of sustainability.

One of the layers that can be added in the future is a plot of areas
that have generated incidents or complaints. This will allow the
identification of any “hot spots” on the trail system that need to
be monitored very closely.

If development dollars are involved then the annual return on
investment will be calculated related to revenue projections or
through the number of passes and packages sold.
If the partnership is an in-kind relationship then progress may be
more subjective. Success may be in positive stories generated by

16.4

Concept of sustainability of
the community-based product

Over the long term, the ATV tourism product must sustain the
economic, social and ecological values, which it encompasses.
Economic impact must be identified as incremental and
beneficial to the community. The various people involved
directly and indirectly involved in the management, marketing
and maintenance of the product must see the benefits attached

the media.

16.5

The bottom line return on Investment (ROI)

Is the investment going to payoff? Will the ATV tourism product
be worthwhile selling, based on the demand and the return/profit
of each package? These questions will become paramount to the
sustainability of the trail-riding product.

to their endeavours. The environment is protected with the
utilization of the trail where riders exhibit and practice safe and
responsible riding habits.
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The real proof of sustainability will be the following:
• The Tourism Enterprise entity continually operates at least
at break-even, but ideally at a positive year-end
balance that can be reinvested in further product and
infrastructure development.
• The ATV Club and other groups that maintain the trail
system see positive long-term benefits in the arrangement
and volunteers do not get “burned out”.
• Product suppliers and packagers continue to see an
increasing return on their investment resulting from the
ATV tourism product and are encouraged to invest further.
• Municipalities and First Nations recognize the beneficial
economic impact of the ATV tourism product and the
ability of the product to not only respect all local rules
and regulations but to make positive contributions.
• Senior governments recognize the contribution of the
community-based ATV tourism product to the
achievement of strategic objectives for tourism
development in Ontario.
• The community as a whole and the public in general
recognize the contribution of the ATV tourism product
and see that the activity is responsibly managed.
• The media provides positive coverage.

Suthey Holler Associates

94

17.0 Quality Control

17.0 Quality Control

Planning Component

Players

Product
Definition

Business
Plan

Measurement

Quality Control

A. Market

Constantly improve product quality

B. Community

Constantly improve community
response and maximize benefits

C. Government

Constantly improve partnerships with
government

17.0

Quality control

17.2

Quality control is the process of assuring the product or service

Quality control of
the trail infrastructure

retains its high standards as developed and marketed. Most

After each season, or at regular intervals, an inventory of the trail

products and services today carry a “quality assurance” guarantee

infrastructure should be undertaken. This will include bridges

and this has become an expectation of most consumers. This unit

and culverts, riding surfaces, vegetation (windfall and

corresponds to the fourth column of the Development Matrix.

blow-down), erosion and the state of trail attributes (rest and
camping facilities). Insurance providers will request this report

17.1

The importance of quality control

For the ATV tourism product the consumer will have a set of
expectations for each component of the package and the overall

as a regular maintenance evaluation.

17.2.1

Trail management unit

experience. As this is a new tourism product consumers will look

The Tourism Enterprise entity will come to an agreement with

forward to the “experience.” Repeat business and word-of-mouth

one or several user groups with respect to trail maintenance. A

referrals will be desired outcomes for the supplier and the

Train Management Unit should be formalized and delegated the

community.

responsibility for quality control of the trail infrastructure.
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has become a required component of operating and “doing busi-

Tip

ness.” A risk management plan addresses all of the necessary steps,

The following policy is suggested by the Ontario Trail

procedures and training that go into preventing accidents. Most of

Council’s Insurance Review prepared by Doug Wyseman

the information collected is based on “common sense.” Motorized

(See Unit 3.2).

trail riding, like all other activities, has “risk” attached to it. It is imperative that the Tourism Enterprise entity develops a risk manage-

Policy/Procedure

ment plan or manual that addresses the various aspects of safety

1. (select time period) inspections will be completed on

planning. Insurance companies will ask for your plan or manual.

all trails
2. Inspections will be completed using the Trail
Inspection Form (To be completed in ink)
3. All inspection forms will be submitted to the trail
manager within seven (7) days of completion

Tip
The following identifies the general areas that need to be
addressed in the plan or manual.

4. The inspector will date and sign each inspection on
the date of completion

Risk Management Plan – For Trails

5. All required follow-up repairs or maintenance will be
noted under “Action Required” on the inspection

Include brief, but detailed descriptions for each section.

form and will be the responsibility of the manager

• Identification of the trail proponent/manager

6. Inspections will be reviewed by the trail manager to
attempt to identify any trends and areas of concern
7. An annual report will be prepared detailing results of
the inspection program

• Overview of the trails and terrain (see rating
section for ratings)
• Map
• Trail Monitoring Form
• Emergency Contacts in the Community
- police and fire

Template

- ambulance

Template 24 – Trail Maintenance Checklist provides a ba-

- search and rescue

sic form for recording the condition of the trail. Insurance
companies may have their own form to be completed for
this monitoring purpose. (See page 130)

• Staff and volunteer training – on the trail and
requirements for suppliers and their staff
- First aid kits (contents and completeness)
- minimum CPR and first aid

Template 25 – Trail Reporting Form - Insurance purposes
(See page 131)

- emergency procedure in the event of an
accident
- procedure for missing person

17.2.2

Risk management
monitoring and evaluation

Preventing accidents as it is linked to insurance coverage and

• Communications abilities (radios)
For suppliers and their staff members training policies
related to drug and alcohol and sexual harassment
should be included.

insurance claims has become a major aspect of trail
development. In all aspects of society a risk management plan
Suthey Holler Associates
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Template
Template 26 – Accident report form, should be completed
for every incident on the trail. It will help the police as well
as the insurance company. (See page 133)

17.3

Quality control of
the ATV tourism product

Apart from controlling the quality of the trails, it is also
important that the overall community-based ATV tourism product
be controlled. Once a number of communities have ATV tourism
products launched and operating, ATV Ontario will develop into
an Alliance that can be expected to set overall product quality
control standards.

17.3.1 Training and education
Training and education is important to the community, the
supplier and their staff members. Areas that should be
continually addressed are:
• Safety and Risk Management
• Hospitality Services
• Product Development (particularly value added attractions)
• Marketing and Communications

17.4 Making the Development
Manual a living process
The Manual has been written at a particular point in time. But in
order to be of maximum utility it must be updated on a
regular basis. And as communities and suppliers gain experience,
they will have suggestions for improvements to recommended
practices. This is a normal process and will be encouraged.
Stay in touch with developments via the ATV Ontario website
www.atvontario.com.
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Section 18 – Templates

Template 1 Community Partners
Who is or should be
involved in the project
planning?

(See section 4.2)

Group/Organization/Individuals

Is
Involved

Should
be
Involved

Municipalities and First Nations

Business/tourist organizations

Clubs and trail user groups

Individuals

Senior government reps.

Other
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Template 2 Expectations (See Section 4.2)
Project Vision Statement
Group/Organization/Individuals

Tourism

Recreation

Expectations

Municipalities and First Nations

Business/tourist organizations

Clubs and trail user groups

Individuals

Senior government reps.
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Template 3

Initial Market Estimation (See sections 5.1 and 5.3)

Template 3

Initial Market Estimation

Instructions: Fill in all shaded boxes
Part A

Estimate Travel Area Overnight visitor-days

Notes

Relevant Travel Area

(Insert relevant Travel Area Name)
Overnight
Tourists

Total
From Ontario
From Rest of Canada
From USA Border
From Overseas
Total Attraction Target

Part B

7900

Target %
0
0
0.136
0

Attraction
Target

1074.4

Choose Target percentages:
- Put zero in Target % column if visitor
group is not targeted
- Four times snowmobile rate of 3.4%

1074.4 (1)

Estimate Target Market ATV ownership
(Need to specify specific
regions from below)
From Ontario
From Rest of Canada
From USA Border
From Overseas
Total ATV Stock

Estimation of
Annual Sales Estimation of Owned ATV Estimation of
of ATV's
ATV Stock
Capture
ATV Rental
0
0
0
0 - ATV stock is estimated at 5 times latest
0
0
0
0 year's sales
50000
250000
1500
0
0
0
0
0
250000
1500
0

Estimated total owned and rented ATV units attracted
Required Visitor-days per ATV unit
Likely Visitor-days per ATV unit
Adjusted Total Attraction Target
Decision: Attraction Target

1500
0.7
1.5
2250 (2)
Choose target between (1) and (2)
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Section 18 – Templates

Template 4 Trail
Configuration
Options
(See 5.2)
section 5.2)
Configuration
Options
(See section
Trail Configuration
(Brief description)

Loop

Point-topoint

Play Area

Use of Trail
(Brief description)

Shared

ATV only

Winter use

Option 1

Option 2

Option 3

Experienced

Novice

Other?

Trail Options
(Brief description of options and length in
kms)

Relative market emphasis
(Brief description and percentages)

Consumer segments for future
development
(Indicate several TAMS categories or
other category description)

1.
2.
3.
4.

Other relevant information
( Indicate any other important information
relating to the trail options)
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Template 5

Community Strategic Plan (See section 6.1)

(Complete a template for each relevant Community or First Nation)
Does your community have a Strategic Plan? (circle)

Yes

No

If Your Community Has A Plan
When was the Plan completed?
Who was the sponsor of the Plan?
What is the Vision Statement?
What are the tourism objectives identified in the Plan?

What are the priority tourism projects identified?

Is there any intention to renew the Plan in the near future?
If Your Community Does Not Have A Strategic Plan
Will your community undertake a Strategic Planning exercise in the near future?
When will the exercise begin?
Who will be the sponsor?
Have tourism groups been identified to participate in the planning process? If so, who?
In the absence of a plan, can you define the “core values” of the community with respect
to tourism?
Will you undertake a tourism “community visioning” exercise if your community does
not intend to embark on a Strategic Plan?
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Template 6 SWOT Analysis (See section 6.1)
SWOT stands for Strengths, Weaknesses, Opportunities and Threats. The SWOT process is a
very simple but effective means of carrying out an initial analysis of an organization and its
products. In this case it will be used to analyze the host community and its intended ATV tourism
product offering. This sheet can be used as an overhead for a facilitated public meeting or as a
handout for small groups or individuals to complete at a public meeting or similar consultation
event. It can also be used to help individual Stakeholders identify their ability to act as a supplier
to a Community ATV tourism product.
Strengths and weaknesses usually are “internal”. They refer to the community. Opportunities and
Threats are usually “external”. They refer to changes in the broader environment and what other
people in other communities may be doing.

Strengths

Weaknesses

What are the strengths of the community in offering
an ATV tourism product? What makes it a better
place to offer such a product? Are the strengths
being sufficiently exploited?

What are the weaknesses of the community in
offering an ATV tourism product? What are the
reasons for the weaknesses? What could be done to
overcome the weaknesses?

Opportunities

Threats

What are the opportunities that might exist? What
external factors are there that could be embraced if
appropriate resources were available?

What external factors are there that threaten to limit
your ability to draw tourists to the Community’s
ATV tourism product? How can they be dealt with?
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Section 18 – Templates

Template 7 Inventory of Services

(See section 6.2)

Identify existing community tourism 1.
products that could be complementary to 2.
the offering of an ATV tourism product.
3.
Identify below existing accommodation and tourism services that would be able to
support the ATV tourism product.
Name of business or service
provider
Accommodation in urban core

Name of contact Contact Information Quality
Rating

Rural/wilderness lodges

Restaurants

Entertainment services

Tourism agencies

Guiding services

Motorized vehicle outlets

Other
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Template 8 Map of Trails Options (See section 6.3)

Template 8 is a “place holder” for a map of your community trails options.
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Template 9 Organization Involvement (See section 6.4)
Organization

Planning

Trail
Building

Product
Management

Monitoring

Municipalities and First Nations

Business/tourist organizations

Clubs and trail user groups

Senior government reps.

Other
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Template 10

Trail Planning Proposal Checklist (See section 7.3)

(Developed by Ontario Ministry of Natural Resources Sault Ste. Marie District)
Trail Planning Process – Complete the following steps
Step 1 – Clarify the Proposal
What is to be done?
Why is this proposal necessary (short and
long-term need for the project)?
What are you proposing to do?
Define the goal (s):
Define the objective (s):
Define the guiding principles:

❑ Prepare and provide mapping of the trail (existing and/or new). Did you discuss with any
organized group i.e. SFL holder, OFSC, other ❑ YES ❑ NO (explain)

Do you have local SFL, OFSC or any other club buy-in? ❑ YES (which ones? & provide letters of
support) ❑ NO (explain)

❑ Provide MNR with a copy of the completed checklist at each step.
❑ Consult/meet with MNR once Step 1 is complete and prior to moving to Step 2.

Step 2 – Collect Information
What constraints are there? Check the appropriate boxes and identify specific constraint.
❑ Environmental (e.g. deer yards, wetlands)
❑ Legal (e.g. municipal by-laws)
❑ Financial
❑ Physical (e.g. water crossings)
❑ Operational (e.g. trail maintenance constraints)
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❑ Social (e.g. remote hunt camps, cottages, aesthetics, noise)
❑ Land Ownership (e.g. private vs. public)
❑ Land Use (e.g. residential, remote tourist camps, trappers)
❑ Other
What opportunities are there that would be useful to determine potential positive locations for trail
development? (e.g. tourist facilities, scenic views, hydro lines, pipelines, abandoned trail lines).
❑ Flag proposed trail and walk trail with MNR staff
❑ Information obtained from various agencies such as MNR, Great Lakes Power, Ontario Hydro,
Gas Lines, CNR, Tourism, First Nations, Municipalities, area stakeholders.

Did you contact the following agencies?
Agency
Yes
Federal
Dept. Fisheries and Oceans
Indian and Northern Affairs
Canada
Environment Canada
Canadian Coast Guard
Heritage Canada

No

N/A

Response/Comment

Province
Min. Environment
Min. Municipal Affairs and
Housing
Ontario Parks (Zone Office)
Min. Natural Resources
(District Office)
Min. Northern Development
and Mines
Min. Tourism, Culture and
Recreation
Min. Transportation
Municipal
(List all municipalities in
area)

Forestry
(List all SFL holders in area)

First Nations

Suthey Holler Associates
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(List all First Nations in area)

Land Users
Adjacent property owners
Bear Management Area
operators
Baitfish license holders
Land Use Permit holders
Bell Canada
Local Interest Groups
Naturalist Groups
Commercial Tourism
Operations
Hike Ontario
Local Roads Boards
Northern Ontario Tourist
Outfitters
OFSC
Relevant power companies
❑ A copy of each letter sent is on the file

❑ A mailing list is on the file

❑ A copy of each response (verbal or written) received is on the file
❑ Total number of comments received_________________
❑ Provide MNR with a copy of the completed checklist at each step.
❑ Consult/meet with MNR once Step 2 is complete and prior to moving to Step 3.

(to Initiate “new” Trails)

Step 3 – Develop and Evaluate Alternatives
❑ Identify several alternatives, including an alternative to do nothing.
❑ Evaluate alternatives based on feasibility, effectiveness, cost and the environmental effects.
❑ Rank alternatives (e.g. most preferred to least preferred) and provide rationale for each.
❑ Consider potential mitigation measures for each option and record.
❑ Complete a field inspection (provide photos).
❑ Flag and GPS all alternative locations.
❑ Provide a map (1: 50,000 or 1: 20,000) of all trail locations.
❑ Investigate and initiate other approvals and authorizations if required (e.g. Lakes and Rivers
Improvement Act, municipal plan amendments, mining claim holders, Native lands, private land
owners, government agencies, etc.)
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❑ Provide MNR with a copy of the completed checklist at each step.
❑ Consult/meet with MNR once Step 3 is complete and prior to moving to Step 4.

Step 4 – Present Alternatives (Public Consultation – Open House)
❑ Present proposal and preferred plan, including alternatives considered to public, government
agencies and all interested parties (e.g. Step 2 and those who expressed an interest).
❑ Show proposal and preferred plan, including alternatives considered in a public forum. Indicate
number of participants present____________________
❑ Invite comments and record all positive and negative responses. Indicate total number of
comments received____________________
❑ Highlight the trail planning process (e.g. what has been done to get to this point and what needs
to be done) to public, agencies and interested parties.
❑ Discuss with MNR staff the best way to solicit public comment (e.g. newspapers, open houses,
direct contact, formal public meetings.)

❑ Provide MNR with a copy of the completed checklist at each step.
❑ Consult/meet with MNR once Step 4 is complete and prior to moving to Step 5.

Step 5 – Develop Draft Plan
❑ Select most acceptable alternative based on the evaluation conducted in Step 3 and public
response in Step 4.
❑ Prepare discussion material, which fully documents the evaluation of alternatives and how these
were addressed.
❑ Prepare discussion material, which fully documents the potential environmental effects and how
these were addressed.
❑ Prepare discussion material, which fully documents the corresponding mitigation and how these
were addressed.
❑ Prepare discussion material, which fully documents the record of public concern and how these
were addressed.
❑ Obtain necessary permissions.

The Plan should include all recommendations for implementation of the proposal and should
include the following:
❑ Map of trail location
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❑ Description of where, when and how construction , operation and maintenance will be carried
out and the environmental effects expected.
❑ Describe protection measures to be used to mitigate environmental concerns.
❑ Outline the public response and how concerns are to be addressed.

Suthey Holler Associates

112

18.0 Templates

Template 11 Government Contacts (See section 7.5)
Government agency

Contact Name

Contact
Information

Funding agencies

Environmental responsibility

Public safety and protection

Other
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Template 12 Trail Building Cost (See section 8.1)
Trail Options
Kilometres of trail

Option 1

Option 2
(example)

Option 3

100

Cost of culverts and bridges (e.g. $3,000
per culvert or bridge)
Detail culverts and bridges

$15,000

Cost of signage (e.g $150 per kilometre)

$15,000

Cost of mapping (e.g standard initial cost
of $10,000)

$10,000

Other costs

Trail Building budget

$40,000

Estimate government contribution (e.g.
50% maximum)

$20,000

Amount to be raised from other sources

$20,000

Excess or deficit

nil
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Section 18 – Templates

Template 13 Tourism Enterprise Entity Operations Cost -Year 1
(See section 8.2)
Trail Option
Kilometres of trails
Number of permits that could be sold and
average price (e.g. between $45 and $55
per permit)

Option 1

Option 2
(example)
150
1000 permits
at $45 each =
$45,000

Revenue from any other sources (e.g.
advertising on trail passes)

$1,300

Annual Budget

$46,300

Estimate insurance costs (e.g. $21,000 for
100 km., $30,000 for 200 km.)

$25,000

Estimate trail maintenance costs, other
than volunteer labour (e.g. $1,000 to
$5,000)

$2,000

Estimate marketing/mapping costs (e.g.
$1,500 to $5,000)

$5,000

Estimate management costs (e.g. $5,000 to
$10,000)

$10,000

Total costs

$42,000

Excess or deficit

$4,300
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Template 14 Memorandum of Understanding (See section 10.1.4)
A Memorandum of Understanding (MoU) is used to record an agreement between
two or more independent parties to work together on a specific project for a
specified duration of time. The parties can be individuals, corporations,
incorporated not-for-profits or other clubs or organizations that are not
incorporated.
The following are general headings of an MoU that can be used to govern the
relationship between parties for the development of a Business Plan relating to a
community-based ATV tourism product. However, each MoU needs to be tailored
to the specifics of the community and the parties involved.
Signatories to the MoU

All of the parties named below and for which an authorized party has signed this
agreement are Members of the Planning Team.
Purpose and duration of the MoU

The purpose of this MoU is to govern the relations between Members during the
process of developing a Business Plan for a community-based ATV tourism
product [specify community]. The MoU will be in effect from __________to
______ [specify dates] and can be extended with the agreement of all Members.
Governance

A Chairperson will be elected from representatives of the Members at an
organizational meeting. At the same time the following positions will also be
elected: Secretary, Treasurer (or Secretary/Treasurer) [Name any other positions
to be elected]. These Officers, together with the Chairs of any Committees will
form the Executive. [It will be essential to name an organization or individual that
will ensure the Secretariat of the project – likely the organization of the Secretary
or Treasurer.]
The Executive will ensure that work proceeds on an efficient and honest basis and
will report to the Planning Team. The Executive has only that authority which is
delegated by the Planning Team [ Specify the list of actions that the Planning
Team delegates to the Executive]. All decisions are subject to ratification by the
Planning Team.
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A quorum at any meeting of the Planning Team or any Committee is 50% of the
designated members.
Committees

The initial members of the Executive establish the Committees that are required
and the method of naming the Chair of each committee. [ Specify whether to be
named by Chairperson, or elected from membership of the committee.] The Chair
of each Committee will then form part of the Executive
[Unless otherwise specified] The Committees are:
∞ The Trail Building Committee
∞ The Supplier Development Committee
∞ The Community Welcome Committee
Apart from the Executive Committee, any member of the Planning Team can
request to the Executive to sit on any committee.
Meetings

The Planning Team will meet monthly. [Set specific day]
The established Committees will meet on a regular basis [establish] and will
always attempt to meet at least one week prior to a meeting of the Planning Team.
Flow of Information

All members of the Planning Team should receive on a regular basis, summaries
of all committee meetings, copies of important correspondence and notice of
issues that require attention. Normally, such items will be incorporated in the
agendas for meetings of the Planning Team.
Following meetings of the Planning Team, the Executive shall ensure that the
public in general, any persons/organizations on an “Information list” and the
media are kept informed of progress of the project.
Financial contributions

[If Members are required to make financial contributions to the cost of the
Business Planning project, then those contributions must be recorded in the MoU.
This may require some apportionment formula.]
Dispute Resolution [ Example provisions]
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If any member of the Planning Team seeks resolution of any dispute with any
other member or members relating to an issue connected with the project, that
member will address a letter to the Chair. The letter will outline the issue and
indicate the suggested resolution.
The Executive will meet to review the issue and seek to find a solution by
consensus.
If a consensus cannot be found, the Chair will act as an arbitrator and recommend
a settlement. If this settlement is not accepted by any or any one of the parties, the
issue will go to a meeting of the Planning Team for a final vote.
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Template 15 Value-added Amenities (See section 11.2)
Natural
Attractions

Built
Attractions

Guided
outdoor
experiences

Traditional
user
activities

Trail access
services

Other

Physical
location

Theme

Capacity

Specific
assets

Other
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Template 16 Supplier Assessment (See page 12.2)
Name of Supplier

Number of
rooms

Number of
beds

Restaurant
seating

Amenities

On Trail ?
Y or N
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Section 18 – Templates

Template 17 Market Readiness Checklist for Suppliers
(See section 12.2)

Motivation
Is attracting and serving tourists from outside my region consistent with my own
goals?
❑ Do I (and does my organization as a whole) see increased tourism as a positive
opportunity for my site?
❑

Product
❑
❑

❑

❑
❑

Does my facility offer a quality experience to visitors? How do I know? (increase in
visitors, high repeat visitation, independent accreditation/standard such as CAA.)
Does my facility offer something unique? What is it? How do I know it is unique? (no
one else in general area offers a similar product; independent media coverage,
awards, etc.)
Is my facility considered competitive….
• Locally?
• Regionally?
• Nationally?
Do my seasons and hours of operation match the demand from visitors?
Do I have capacity? If so, when?

Staff
❑
❑

Is my staff trained in hospitality? To provincial or international levels?
I have enough staff/volunteers to provide a high-level of experience to visitors even if
my numbers increase.

Communications
Can I be reached 24-hours a day, 365 days a year by
• Phone
• Fax?
• e-mail?
❑ Can I return messages within 24 hours?
❑ Do I have a web page where others can
• Obtain Information?
• Request Information?
❑
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Transportation/Access
Is my site/product easy to access by road? By air? By water?
Are there directional signs helping people find my site/product?
Is any transportation to my site for people who do not have cars?
Is there enough parking for:
• Cars?
• Buses?
• Recreational Vehicles?
• Other modes of transport (boats, snowmobiles) related to my site?
❑ Is my location convenient to other tourist attractions/services?
❑
❑
❑
❑

Services
❑

❑

❑
❑
❑

Do I have enough washrooms for:
• Casual Visitors
• A Bus-Load of People (47 people), if pursuing motorcoach market
Are food services available:
• On-Site?
• Within Walking Distance?
• Convenient to my site?
• Are food service hours compatible with mine?
Are gifts/souvenirs available?
Do I offer bilingual services?
Do I offer services/information in foreign languages related to my target markets?

Marketing
Do I know my current market (i.e., the characteristics of visitors)?
Do I have a marketing plan that identifies:
• Target markets? (and those I do not wish to attract)
• Competitive advantages for those markets?
• Ways and means to reach the target markets?
• Compatibility between target markets (i.e. seniors/schools)
❑ Do I have promotional material that presents the product, the price, dates and key
reason to visit?
❑ Is there a person in my organization responsible for marketing?
❑ Do I have a reasonable budget for marketing?
❑
❑
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Price/Tickets
❑
❑
❑
❑

Do I have a price structure that allows for commissions, net rates and other discounts?
Can I set and confirm rates at least one year in advance?
Am I able to consider selling tickets/vouchers off-site?
Am I able to accept block bookings by tour operators (if that is my market)?

Partnering
Can I negotiate and confirm agreements with private-sector partners?
Can I acknowledge my partner in publicity?
Do I have the characteristics of a good partner? Am I
• willing to be share information about my markets, prices, product lines, services?
• willing to give up some control?
• willing to adapt my facility/activities to meet the needs of the partnership?
• willing to invest time and resources in a partnership?
• willing to enter into long term partnership?
❑ Am I a member of any type of consortium? i.e., purchasing group, Chamber of
Commerce, tourism organization?
❑
❑
❑

Health and Safety
❑
❑
❑
❑
❑
❑
❑

Does my site comply with all local/regional health and sanitation standards?
Is my site clean at all times?
Do I have an up-to-date government license to operate?
Do I have suitable business and liability insurance coverage?
Am I prepared for accidents?
Are staff trained in first-aid and accident procedures?
Do I have a well-stocked first-aid kit?

This Checklist is taken from “A Guide to
Building Successful Packages for Tourism
Suppliers”, prepared for the OTMP by the
Tourism Company in February, 2000.
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Template 18

Supplier Targets (See section 12.3)

This template is to be used by individual suppliers. Use a separate sheet for each
measurement unit.
Indicate measurement unit
Room nights ❑
Meals served ❑
Gross revenue ❑
Other
❑ _____________
April

May

June

Indicate whether recording in
Absolute numbers ❑
Occupation rate ❑
Other
❑ ____________

July

August

Sept.

Total

Average of
last 2 years

Target with
ATV product
launch
Year 1

Year 2

Year 3
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Template 19

ATVOntario – Package Description (See section 12.6)

Please list your key programs – those that you would like to include in the ATV
Ontario Brand
Package Title
Your business with key contact:
Telephone:

Fax:

E-mail:

Website:

Contact:
List Package Partners if any included (name any key partners in the experience):

Package Description
Product/Experience Offered (provide a general description (50 to 75 words) of the
experience and be sure to include location, duration (e.g. 3 days package price, time
of year/dates available etc.:

Any new suggestions regarding marketing tactics?
Season of Operation (lead supplier): Spring, summer and Fall (May to October)
No. of Years in Business (lead supplier):

Additional Information
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Template 20

Community Welcome Plan (See section 13)

Community Group

Action Required

Information support
needed (map, visitor
profile etc.)

Year 1

Year 2

General Public

Elected local politicians

Business community

Service providers

ATV Club/trail users

Communications Plan
Communications vehicle
Media
Map
Publications/pamphlets
Public meetings
Training seminars
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Template 21

Marketing Plan Checklist (See section 14)

This is simplified checklist of the key elements that need to be considered in developing
the Marketing Plan. If the community is targeting several “consumer” groups and/or
geographic areas, make sure that the plan is tailored to each specific market component.
1.

What are the relevant Canadian and Provincial marketing strategies, initiatives
and programs to which the community could “tie-in”?
∞ Canadian Tourism Commission (CTC)
∞ Ontario Tourism Marketing Partnership (OTMP)
∞ Area NOTAP

2.

What is the marketing strategy of ATVOntario?

3.

What are the community marketing priorities?

4.

∞ Spring/summer
∞ Summer/fall
What are the marketing plan time-lines for a rolling two-year Plan? (Decision,
purchase, execution, evaluation)

5.

What are the community and individual supplier preferences with respect to the
OTMP Partnership Opportunities Calendar? Can this be coordinated with the
area NOTAP?

6.

What are the additional “community specific” marketing and sales priorities?

7.

∞ Sales networking (market penetration strategies)
∞ Media contacts
∞ Publications and Internet (Tie-in with Community Welcome Plan)
∞ FAM Tours
∞ Map
∞ Shows and Conferences
What is the marketing budget and how will it be funded?
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Template 22

Market expenditure tracking (See section 14.5)

This is a simplified template for tracking the effectiveness of marketing tools e.g.
pamphlets, media advertising, website etc. It should be completed post-season. Complete
a separate sheet for each market area (origin of visitors) being tracked.
Marketing
tool

Total cost

Enquiries
generated

Visitornights
generated

Cost per
visitornight

Comments
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Template 23

5-Year Tourism Enterprise entity Operations
Pro-Forma (See section 15.4)
Year 1

Year 2

Year 3

Year 4

Year 5

100

125

150

200

250

1,000
45
45,000
2,500
47,500

1,750
50
87,500
4,375
91,875

2,500
55
137,500
3,500
141,000

3,250
60
195,000
4,000
199,000

3,500
65
227,500
4,500
232,000

Costs
Number of staff
Staff costs (inc. benefits)
Insurance
Trail maintenance
Mapping and production
Marketing
Office rent & equipment
Office supplies and utilities
Total costs

2
90,000
21,000
2,000
1,000
5,000
6,000
2,500
127,500

2
91,800
23,000
2,500
1,000
8,750
6,000
2,500
135,550

2
93,636
27,000
3,000
1,000
7,000
6,000
2,500
140,136

2
95,509
30,000
4,000
1,000
8,000
6,000
2,500
147,009

2
97,419
33,000
5,000
1,000
9,000
6,000
2,500
153,919

Operating result

(80,000)

(43,675)

864

51,991

78,081

Kilometres of Trails
Revenues
Trail passes sold
Avg. Cost of Pass
Revenue
Marketing participation (50%)
Total revenue
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Template 24

Trail Maintenance Checklist (See section 17.2)

Trail Name:________________________ Inspection Date:____________
Inspector(s):___________________________________________________
Other trail users:
�

�Multi-Use
❑ Equestrian
�

❑

Hiking
�
❑ Snowmobiling
�

❑

Cycling
�
❑ Other_______

❑

Check ( ) items that are in satisfactory condition. Place ( ) in problem areas, and
detail remedial actions required on reverse. Report major problems immediately to
the Trail Management Unit. Leave blank boxes, which do not apply.
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�
�

❑
❑
❑
❑
❑
❑
❑
❑
❑
❑
❑
❑
❑
❑
❑
❑
❑

Asphalt on surface in satisfactory condition?
Loose stones removed from asphalt surfaces?
Pavement lines clearly marked?
Soil, gravel, natural trail surface compacted and in satisfactory condition?
Vegetation cleared to suggest width and height?
Hazards eliminated (dead trees, limbs, leaning trees, loose rocks etc…)?
Litter removed (including parking areas)?
Culverts cleared?
Adequate drainage in wet areas?
Graffiti along trail erased?
Bridges in good repair with decking/railings intact?
Boardwalks in good repair with decking/railings intact?
Viewing platforms in good repair?
Fences in good repair?
Signs placed properly and in good condition?
Barriers used for road closure/access restriction in good condition?
Slope erosion under control?

Please circle yes or no.
Any signs of misuse or over-abuse of the trail?
Any problems with fires in unauthorized places?
Any need for warning or hazard signs to be erected?
Any problems with parking or parking areas?
Any reasons for re-routing sections of trail?

YES
YES
YES
YES
YES

NO
NO
NO
NO
NO

Return this reporting form to ______________________________________
(contact information)
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Template 25

Trail Reporting Form – Insurance (See section 17.2)

Trail Proponent: ______________________________________________
Contact: __________________________________________________
Date: ______________________

A)

List Trails that are included under the project/proponent’s liability:

1.
2.
3.
4.

_______________________________________________
_______________________________________________
_______________________________________________
_______________________________________________

Continue on BACK if more space is required.

B)

Please list all trails (used by other users or are part of another trail system
and are shared with the ATV trail-riding product) that are not included
under the proponent’s liability; but are managed, maintained or marketed
by another organization:

1.
2.
3.

_______________________________________________
_______________________________________________
_______________________________________________

Continue on BACK if more space is required.

C)

Are there any bridges/culverts/fixtures along any of these trails? If yes, give
details and locations (photographs and GPS locations will help)

________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________

Continue on BACK if more space is required.
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D)

Please provide the name, address, phone number and responsibilities of all
volunteers associated with your organization.
1. Name:_________________________________
Address: _______________________________
Phone:_________________________________
Responsibilities:

❑
❑
❑

maintenance
marketing
other:

❑
❑

special events/ fundraising
trail planning

❑
❑

special events/ fundraising
trail planning

2. Name:_________________________________
Address: _______________________________
Phone:_________________________________
Responsibilities:

❑
❑
❑

maintenance
marketing
other:

Use additional space on the back for more volunteers
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Template 26

Accident reporting form (See section 17.2)

The form addresses the following questions:
• Who was involved?
• Actions taken?
• Who was notified?
• Proposed further actions?
• Would a more thorough investigation be necessary?
Incident Report Form – (trail name, location and proponent)
Fill out the report as soon as possible. Print clearly. Report accurately. Do not
interpret.
Are you reporting (circle):
Accident – any incident resulting in injury/death requiring medical attention for
one or more people
Illness – Any situation or condition requiring staff or intervention but not
precipitated by an accident
Behaviour – any action by an individual(s) that results in property damage or
concern
Near Miss – any action which, were if to occur again, might result in one of the
above
Other – any event that does not fit easily into one of the categories above
Who was involved?
• Names:
• Age:
• Sex:
• Contact information:
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Where did it occur?
Location: (details, GPS, description, photos)
Terrain:
Weather:
Time:
What happened?
How did it occur? (do not interpret, report only what is known)
Events leading up to the incident
Conditions (weather, trail condition, darkness,)
What have we (trail proponent) done since the accident?
(List actions taken)
Recommendations for the Future
Reported by:
Time since the accident:
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Ontario Travel Regions

Appendix A

Ontario’s New Travel Regions, Based On 1991 Census
CD = Census Division
CSD = Census Sub-division
TP = Township
T = Town
C = City
VL = Village
CA = Census Agglomeration
R = Reserve
RM = Regional Municipality
MM = Metropolitan Municipality
Region 1: Essex

Region 2: Southwestern Ontario

• Essex CD-37

• Haldimand-Norfolk RM, CD-28
• Perth CD-31
• Oxford CD-32
• Elgin CD-34
• Kent CD-36
• Lambton CD-38, and
• Middlesex CD-39
• Huron CD-40

Region 3: Niagara Region

Region 4: South-Central Ontario

• Niagara RM CD-26

• Halton RM, CD-24, Excluding Oakville T, CSD-24001
• Wellington CD-23
• Hamilton-Wentworth RM, CD-25
• Brant CD-29
• Waterloo RM CD-30

Region 5: Toronto Area

Region 6: Central Ontario

• Toronto MM, CD-20
• Pickering T, CSD-18001
• Ajax T, CSD-18005
• Whitby T, CSD-18009
• Oshawa C, CSD18013
• Markham T, CSD-19036
• Richmond Hill T, CSD-19038
• Aurora T, CSD-19046
• Newmarket T, CSD-19048
• Vaughan C, CSD-19028
• Brampton C, CSD-21010
• Mississauga C, CSD-21005
• Oakville T, CSD-24001

• Bruce CD-41
• Dufferin CD-22
• Grey CD-42
• Simcoe CD-43
• Muskoka CD-44
• Caledon T, CSD-21-024
• King TP, CSD-19-049
• East Gwillimbury T, CSD-19-054
• Whitchurch-Stouffville T, CSD-19-044
• Georgina T, CSD-19-070
• Georgina Island 33, R, CSD-19-076
• Brock TP, CSD 18-039
• Scugog TP, CSD-18-020
• Scugog 34, R, CSD-18-022
• Clarington T, CSD 18-017
• Uxbridge TP, CSD 18-029
• Victoria CD-16
• Peterborough CD-15
• Northumberland CD-14
• Haliburton CD-46
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• Hastings CD-12 Excluding:
• Sidney TP CSD-12-011;
• Frankford VL, CSD-12-014;
• Trenton C, CSD-12-012;
• Thurlow TP, CSD-12-006;
• Belleville C, CSD-12-008;
• Tyendinaga TP, CSD-12-001;
• Deseronto T, CSD-12-002;
• Tyendinaga Mohawk Territory R, CSD-12-004
• Algonquin Park CSD-48-091
• Airy TP CSD-48-001
Region 7: Lawrence River Corridor

Region 8: Ottawa Region

• Sidney ST, CSD-12-011
• Frankford VL, CSD-12-014
• Trenton C, CSD-12-012
• Thurlow TP, CSD-12-006
• Belleville C, CSD-12-008
• Prince Edward CD-13
• Tyendinaga TP, CSD-12-001
• Deseronto T, CSD-12-002
• Tyendinaga Mohawk Territory R, CSD-12-004
• Adolphustown TP, CSD-11-014
• South Fredericksburgh TP, CSD-11-011
• North Fredericksburgh TP, CSD-11-016
• Napanee T, CSD-11-021
• Richmond TP, CSD11-019
• Camden East TP, CSD-11-024
• Newburgh VL, CSD11-026
• Kingston CA-521
• Gananoque T, CSD-07-024
• Front of Leeds & Lansdowne TP, CSD-07-022
• Rear of Leeds & Lansdowne TP, CSD-07-027
• Front of Escott TP, CSD-07-020
• Front of Younge TP, CSD-07-017
• Rear of Younge TP, CSD-07-041
• Athens VL, CSD-07-043
• Brockville C, CSD-07-015
• Elizabethtown TP, CSD-07-012
• Augusta TP, CSD-07-006
• Prescott T, CSD-07-008
• Edwardsburgh TP, CSD-07-001
• Cardinal VL, CSD-07-002
• Matilda TP, CSD-01-022
• Iroquois VL, CSD-01-024
• Williamsburgh TP, CSD-01-017
• Morrisburg VL, CSD-01-019
• Osnabruck TP, CSD-01-015
• Cornwall CA-501
• Lancaster TP, CSD-01-001
• Lancaster VL, CSD-01-003

• Ottawa-Carleton RM, CD-06
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Region 9: Eastern Ontario

Region 10: North-Central

• Prescott & Russell United Counties, CD-02
• Renfrew CD-47
• Lanark CD-09
• Denbigh, Abinger and Ashby TP, CSD-11-038
• Kaladar, Anglesea and Effingham TP, CSD-11-034
• Sheffield TP, CSD-11-031
• Barrie TP, CSD-10-042
• Kennebec TP, CSD-10-039
• Hinchinbrooke TP, 10-026
• Bedford TP, CSD-10-029
• Olden TP, CSD-10-036
• Oso TP, CSD-10-032
• Clarendon and Miller TP, CSD-10-046
• Palmerston and North and South Canonto TP,
CSD-10-049
• North Crosby TP, CSD-07-031
• South Crosby TP, CSD 07-029
• Westport VL, CSD-07-035
• Bastard and South Burgess TP, CSD-07-039
• Kitley TP, CSD-07-046
• South Elmsley TP, CSD-07-049
• Wolford TP, CSD-07-051
• Merrickville VL, CSD-07-053
• Oxford-on-Rideau TP, CSD-07-056
• Kemptville T, CSD-07-058
• South Gower TP, CSD-07-061
• Mountain TP, CSD-01-027
• Winchester TP, CSD-01-031
• Chesterville VL, CSD-01-035
• Winchester VL, CSD-01-033
• Finch TP, CSD-01-038
• Finch VL, CSD-01-041
• Roxborough TP, CSD-01-045
• Maxville VL, CSD-01-051
• Kenyon TP, CSD-01-048
• Alexandria T, CSD-01-055
• Lochiel TP, CSD-01-053

• Parry Sound District, CD-49
• Nipissing District CD-48, Excluding:
- Nipissing Unorganized South Part UNO,
CSD-48-091
- Airy TP, CSD-48-001
• Timiskaming District, CD-54

Region 11: North-East

Region 12: North-West

• Manitoulin District, CD-51
• Sudbury District, CD-52
• Sudbury RM, CD-53
• Algoma District, CD-57
• Cochrane District, CD-56
• Marten Falls 65 R, CSD-60-052
• Fort Albany 67 R, CSD-60-050
• Peawanuck S-E, CSD-60-091
• Attawapiskat 91 A. R, CSD 60-051
• Polar Bear Park

• Thunder Bay District, CD-58
• Rainy River District, CD-59
• Kenora District, CD-60, Excluding:
- Marten Falls 65 R, CSD-60-052
- Fort Albany 67 R, CSD-60-050
- Peawanuck S-E, CSD-60-091
- Attawapiskat 91 A. R, CSD 60-051
- Polar Bear Park
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Class EA - Screening Criteria (Table 3.1)

Appendix B

To assist in the screening, the reviewer should view each screening criteria prefaced with the phrase: “This project has the potential
to affect...”.
Screening Criteria

Rating of Potential Net Effect Comments, Rationale
-H M -L Nil Unk +L +M +H

Air quality
Water quality or quantity (ground or surface)
Species at risk or their habitat
Significant earth or life science features
Fish or other aquatic species, communities,
or their habitat (including movement of
resident or migratory species)
Land subject to natural or human-made
hazards
Recovery of a species under a special
management program (e.g. elk restoration)
Ecological integrity
Terrestrial wildlife (including numbers,
diversity and movement of resident or
migratory species)
Natural vegetation and terrestrial habitat
linkages or corridors through fragmentation,
alteration and/or critical loss
Permafrost
Soils and sedimentation or erosion
Drainage or flooding
Sedimentation or erosion
Release of contaminants in soils, sediments
Natural heritage features and areas (e.g. areas
of natural and scientific interest, provincially
significant wetlands)
Other (specify)
Land Use, Resource Management Considerations

Access to trails or accessible areas (land or
water)
Or obstruct navigation
Other resource management projects
Traffic patterns or traffic infrastructure
Recreational importance - public or private
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Screening Criteria

Rating of Potential Net Effect Comments, Rationale
-H M -L Nil Unk +L +M +H

Or create excessive waste materials
Or commit a significant amount of a
non-renewable resource (e.g. aggregates,
agriculture land)
Noise levels
View or aesthetics
Or be a precondition or justification for
implementing another project
Adjacent or nearby uses, persons or property
Other (specify)
Social, Cultural, and Economic Considerations

Cultural heritage resource - including
archaeological sites, built heritage, and cultural heritage landscapes *
Or displace people, businesses, institutions, or
public facilities
Community character, enjoyment of property,
or local amenities
Or increase demands on government services
or infrastructure
Public health and/or safety
Local, regional or provincial economies or
businesses
Tourism values (e.g. resources-based tourist
lodge)
Other (specify)
Aboriginal Considerations

First Nation reserves or communities
Spiritual, ceremonial, or cultural sites
Traditional land or resources used for
harvesting, activities
Aboriginal values
Lands subject to land claims
Other (specify)
* Where projects may affect a known or suspected cultural resource, further technical heritage studies may be warranted. Ministry of Culture
technical studies that may be required include items such as archaeological assessments by licensed archaeologists and built heritage stud
ies by qualified heritage consultants if a significant built heritage structural feature is being affected.
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