Amuse Abridged Nodal Framework Guide
The Amuse Abridged Nodal Framework
Objectives:
Provide a powerful assessment framework for Yukon tourism stakeholders to;

1. Define the competitive ability of Whitehorse and Dawson City within the tourism marketplace;

2. Identify Gaps in the current offer for these two destinations that, once resolved, can improve their efficiencies and  competitive position; Identify what is missing

3. Efficiently assess any other Yukon destinations in the future.

An adaptation of the Premier Ranked Tourism Destination (PRTD) Framework:
This tool (PRTD Framework) was developed and funded by the government of Ontario over a long period of time and has been used and tested in dozens of markets to provide a means for tourism destinations to define their competitive position within the tourism marketplace and their efficiency as a node.
Premier-ranked Tourist Destination must have attributes with well above average performance.
It is a basic Matrix with an extensive list of key criteria that are grouped under three dimensions:
1. Product Dimension

2. Performance Dimension

3. Sustainability Dimension

The Product Dimension 

This dimension looks at the features that enable a destination to provide a high quality tourist experience.

Key attributes:

· Distinctive Core Attractors

· Quality and critical mass

· Satisfaction and value

· Accessibility

· An accommodations Base

The Performance Dimension 

The performance dimension looks at the destination’s success in providing a quality tourist experience

Key attributes:

· Visitation


· Occupancy and yield

· Critical acclaims

The Sustainability Dimension 

Sustainable tourism is vital to any destination. In this dimension, the process looks at the destination’s ability to thrive from tourism into the future and its sustainability

Key attributes:

· Destination marketing


· Product renewal

· Managing within carrying capacities
Recommended approach
To be utilized in its integral state would have required our team a full year in time and much more resources than were allowed for this project. 
We therefore have created a simplified but efficient version of the PRTD’s approach including an adapted set of tools and process that only required month to completion in the case of Dawson City. Following is a summary of the process and tools that can be used in any market.
1. The Amuse Abridged Nodal Framework is provided in the Toolbox section of this report

2. The team: 
a. One consultant with integrated knowledge of the Matrix using a “train the project leader” model (part time)

b. One project leader from the destination with integrated local knowledge and important industrial network in the community  (full time)

c. A dedicated and available working group made up of commercial and institutional representatives of the industry. This element is the key to success in order to deliver substantial value in such short delays

3. The process: 

a. Introduction to the Matrix tools and methodology to the working group

b. Research gathering and review

c. Grids and questionnaire population

d. Framework and grids population

e. Gaps identification

f. Gaps prioritization

g. Recommendations

4. The timeline: 4 weekly workshops with Working Group + 2 weeks of preparation.

a. Week #1 and 2: Research gathering and consitution of the group.
b. Week #3:
Workshop #1: Explanation of the purpose of the exercise and demonstration of the framework tool, the questionnaire and the grids.

Consultant week #1: Partial population of the grids and of the framework tool trough research and questionnaire answers integration.

c. Week #4:
Workshop #2: Presentation of partially populated framework tool and discussion of questionnaire answers for reaching of consensus.

Consultant week #2: Complete field research interviews and validations on unanswered or unresolved issues and finalize matrix.

d. Week #5:
Workshop #3: Presentation of final framwork and reaching of final consensus on matrix.

Consultant week #3: Gaps identification, prioritization and recommendations.

e. Week #6: 
Workshop #4: Presentation of gaps identification, prioritization and recommendations and reaching of final consensus. 

Research and Data

Required Data to complete Matrix

1. Market segmentation, source of volume per segments and trends

· Number of visitors per segments and trends

· Average yield per segment and trends

· Average length of stay per segments and trends
2. Occupancy for accommodations and trends

3. Economic contribution of tourism to the local economy

4. Labor capacity

5. Declaration of destination in the regional complex and trends

6. Satisfaction and perception of value survey

7. Activity price and trends

8. Marketing budget

NOTE: (“Destination”) in the text refers to __________________

THE PRODUCT DIMENSION

Addresses the features that enable a destination to offer a high quality tourist experience.

1. Distinctive Core Attractions:

The Distinctive Core  Attractions criteria and related measurements assess:

· What it is about the Destination that makes it stand out as distinct in the marketplace;

· How the Destination’s attractions are differentiated; and

· How the Destination offering is relevant to market wants.

At the completion of this Section, the working group will have identified the destination’s core attractions, their distinctiveness, their market volume and segment appeal.

Important questions to be answered by project leader and consultant:
· What are the Core Attractions?
· What are the supporting attractions and on-theme activities?
· Are they attracting visitors on their own or part of a regional complex?
· To what market segment is it relevant?
· To what market origin is it relevant?
· Can it sustain year-round activity?
· What are the missing data that would improve this measure in the future?
WORKING GROUP CONTRIBUTION (QUESTIONNAIRE):

In the process, we need you to help us out by answering the following:

a. What is in your mind the one iconic attraction of the Destination for:

i. Heritage?
ii. Wilderness?
b. What other destination is in direct competition with yours for its similar offerings?
i. How does your Destination stand out as being distinct from this identified competition?
ii. How does your Destination stand out as offering a better guest experience?
c. What undeveloped opportunities are there to attract more visitors from identified market segments?

d. What underdeveloped opportunities are there to build on complementary tourism attractions/activities with nearby destinations? (other cities, countries, main attractions etc.)

e. What undeveloped opportunities are there to attract more visitors on a year-round basis?
2. Quality and Critical Mass

The Quality and Critical Mass criteria and related measurements address the extent to which a destination provides a memorable experience by offering a broad and deep range of options for engaging in:

· Core and related activities: and

· Entertainment, shopping and dining.

On completion of Section 2, the working group will have assessed the size of the destination’s activity and amenities base, and the mass and quality of its entertainment, shopping and dining offerings.
Important questions to be answered by project leader and consultant:
· Does the destination have a range of memorable experiences sufficient to sustain interest for more than 24 hours?
· Is there a variety of activities that have the potential to give guests a reason to stay overnight?
· Is it reflected in the stay per visitor?
· Is this true on a year-round basis? (what activities or core attractions)

· Are existing offerings covering most of target market segments’ needs? (Quality, price, variety)
· Activity options

· entertainment options 

· dining options

· shopping options

· Are these activity easy to buy? (location, central points of sale)
· What are the missing data that would improve this measure in the future?

WORKING GROUP CONTRIBUTION (QUESTIONNAIRE):

a. What underdeveloped opportunities are there to improve quality and critical mass with regards to activities, entertainment, shopping and dining?
b. What underdeveloped opportunities are there to improve  quality and critical mass with regards to activities, entertainment, shopping and dining on a year-round basis?
3. Satisfaction and Value

The Satisfaction and Value criteria and related measurements document the extent to which the destination offers its guests:

· a welcome;

· satisfied expectations; and,

· value for money;

and what the destination is doing to enhance its performance in these areas.

On completion of Section 3, you will have identified how the destination’s guests and outside marketers view its welcome, whether and how the destination measures guest satisfaction, guest and market perceptions of value, and whether and how the destination is investing in improved performance.

Important questions to be answered by project leader and consultant:
· Is the destination considered very hospitable by visitors, travel agents and tour operators?
· Is the destination considered good value or expensive but worth every cent by visitors, travel agents and tour operators?
· Does this perception change for visitors before and after the visit.

· What have the pricing trends been for activities over the last few years ?

· What are the missing data that would improve this measure in the future?
4. Accessibility

The Accessibility criteria and related measurement assess:

· the ease of getting to the destination;

· the transportation modes that serve it;

· for waterfront communities, “friendliness” to cruise ships or boat passengers; and

· the importance given to  transportation as an integral part of  the tourist experience.

On completion of Section 4, the working group will have identified how accessible the destination is to tourists compared to norms and how well that accessibility is being managed.

Important questions to be answered by project leader and consultant:
· What is the driving time from the destination to a major population center or international gateway?  

· What is the flight time from regional airport to international airport?  

· What is the driving time from the destination to a regional airport?  
· Is travel from nearest urban center or gateway pleasant and achievable with minimum effort?
· Is the destination accessible by a variety of alternative travel modes?
· What are the missing data that would improve this measure in the future?
WORKING GROUP CONTRIBUTION (QUESTIONNAIRE):
a. What are the current or planned investments in improving accessibility to the destination?

b. Are investments in accessibility sufficient to improve accessibility to the destination?
c. What undeveloped opportunities are there to improve the accessibility.?
d. What undeveloped opportunities are there to improve accessibility on a year-round basis?
5. Accommodation Base

The Accommodations Base criteria and related measurement assess the breadth and depth of the destination’s offering in terms of:

· the range of accommodation classes available;

· the range of locations available; and

· the presence of higher end operators.

On completion of Section E, the working group will have characterized the destination’s accommodations base
Important questions to be answered by project leader and consultant:

· Does the destination offer a range of accommodation types and variety of quality levels and price points adapted to target market segments?
· What are the missing data that would improve this measure in the future?
WORKING GROUP CONTRIBUTION (QUESTIONNAIRE):

a. What undeveloped opportunities are there to improve the accommodation base?
b. What undeveloped opportunities are there to improve the accommodation base on a year-round basis?
THE PERFORMANCE DIMENSION

Identifies the extent to which the destination is successful and recognized in the market place.

6. Visitation

The Visitation criteria and related measurements assess the destination’s market performance in terms of:

· its visitation numbers and market shares;

· its attractiveness to different market segments; and

· its attractiveness over the four seasons of the year.

On completion of Section 6, the working group will have identified the destination’s absolute and relative visitation performance

Important questions to be answered by project leader and consultant:
· Does the destination attract a significant share of Yukon’s total visits?
· Does the destination attract visitors from all targeted market segments?
· Does the destination attract visitors from all targeted market segments on a year-round basis?
· What are the missing data that would improve this measurement in the future?
7. Occupancy and Yield

The Occupancy and Yield criteria and related measurements assess the destination’s market performance in terms of :

· accommodations base occupancy; and

· guest expenditure levels.

On completion of Section 7, the working group will have identified the destination’s occupancy and expenditure performance compared to norms, Yukon’s averages and the destination’s share

Important questions to be answered by project leader and consultant:

· Is the accommodation base occupancy rate over 65% on a year-round basis?
· Does the destination attract a significant spending per trip when compared to neighbouring competitive destinations?
· What are the missing data that would improve this measure in the future?
8. Critical Acclaim

The Critical Acclaim criteria and measurements address the extent to which the destination is recognized as:

· “must see/must do” on general grounds or those more specific to a given type of experience or segment;

· having a profile that contributes to the attractiveness of Yukon and Canada as a destination; and

· a top-ranked place to visit.

On completion of Section H, you will have identified whether and how the destination is recognized and standing out from its competitors.

Important questions to be answered by project leader and consultant:

· Is the destination top of mind when considering “must see/must do” in the wider travel region?
· Is the destination significantly used when promoting Yukon or even Canada ?
· Has the destination been ranked as Best in class or Top Tier by any important industry rankings?
· What are the missing data that would improve this measurement in the future?
WORKING GROUP CONTRIBUTION (QUESTIONNAIRE):

a. What undeveloped opportunities are there to improve the media visibility of the destination?

b. Are events such as the Yukon Quest fully leveraged in media terms?
THE SUSTAINABILITY DIMENSION:

Identify the extent to which the destination is investing in its future as a place with viable and continuing attractiveness to evolving markets.

9. Destination Marketing

The Destination Marketing criteria and related measurements identify the extent to which the destination:

· targets viable markets;

· invests in managing and promoting its tourism marketplace.; and,

· consults with the travel trade operators and agents serving area visitors and residents.

On completion of Section 9, the working group will have identified whether and how the destination is actively matching its products to the expectations of the tourism marketplace, and taking advantage of the skills and knowledge of its travel trade assets.

Important questions to be answered by project leader and consultant:

· Is the Destination offering packaged to attract significant market segments with prospect for growth?
· Are the funds allocated to marketing the destination sufficient when compared to regional competitors?
· What are the missing data that would improve this measurement in the future?
WORKING GROUP CONTRIBUTION (QUESTIONNAIRE):

a. Generally speaking do you feel that the funds allocated to marketing the destination are sufficient to reach key target market segments?

b. Are efforts to contact and maintain relationships with Travel Trade operators sufficient?

c. Is the marketing strategy for the destination clear to and targeted toward the right market segments ? is it sufficiently monitored?

d. Is there a Customer Service Training program in place, and is it adapted to the right market segments and sufficiently monitored?

10. Product Renewal and upgrade

The Product Renewal criteria and related measurements assess the extent to which the destination is making capital investments in its attractiveness into the future.

On completion of Section 10, the working group will have documented the status and magnitude of destination investment in the future.

Important questions to be answered by project leader and consultant:

· What are the current major reinvestment and investment in enhancing, revitalizing and developing facilities relevant to the quality of the tourist experience?
· Which one of them target underdeveloped and underperforming assets?
· What are the missing data that would improve this measure in the future?
WORKING GROUP CONTRIBUTION (QUESTIONNAIRE):

a. Are investments considered sufficient and sustained through time or punctual in nature?
b. What are the potential important industrial investors for the region that have shown interest in the last 5 years?
c. Who are the investors who have invested or committed to invest in the last 5 years?
d. Of those who did have shown interest and decided not to invest, what is the formal and perceived reasons not to invest?
11. Managing within carrying capacities

The Managing Within Carrying Capacities criteria and related measurements assess the extent to which the destination is aware of and manages within the capacity thresholds of its:

· local economy;

· ecosystems setting and soft services infrastructure;

· guest’s satisfaction levels;

· hard services infrastructure; and

· administrative systems.

On completion of Section 11 the working group will have documented the destination’s ability to manage the systems that sustain it and its attractiveness to the marketplace

Important questions to be answered by project leader and consultant:

· What are the economic benefits for the population generated by guests visits?
· Is the labour capacity sufficient to accommodate current and projected levels of visitation?
WORKING GROUP CONTRIBUTION (QUESTIONNAIRE):
a. Have tourism activities increased the price of local resources available to residents ? Have they complained about this ?

b. Are the current labour development plans for the destination considered clearly established, and sufficiently monitored?

c. What is the population’s perceived opinion toward the effects of increasing numbers of visitors in the region?
d. What are the infrastructures that are currently perceived as being used over their carrying capacities?
Are the Municipal, Territorial and Federal governments able to  address development applications in a timely manner with regard to political willingness, planning capacities and administrative resources?
Glossary
Core Attraction: The feature(s), facility(ies), and/or experience which act as the primary motivators for most travel to the destination; the attractions with the most tourist visits in the destination. Core attractions can differ from season to season, as in for example golf vs. skiing at a four seasons resort destination. They can overlap or be distinctly different for differing visitor segments, e.g., viewing the Horseshoe Falls vs. gaming in Niagara Falls; or mass vs. niche segments, e.g., viewing the Falls vs. exploring battlefields from the War of 1812.

A core attraction can also be the product of an assemblage of assets all relating to a specific theme, e.g., forts and battlefields in the Niagara-Queenston area, stations on the Underground Railroad; or an experience enabled by an assemblage, e.g., a resort experience supported by fishing, canoeing, dining and accommodations resources, a rural get-away experience supported by country road and trail, shopping, dining, and B&B resources.

On-Theme Activities: Activities (uses made of features or facilities) that are related to the core attraction or the core experience. For example, if the core attraction is Niagara Falls, on-theme activities could be: dining with a view of the Falls; a trip on the Maid of the Mist and walking the trails in the Niagara Gorge.

Regional Complex: A term describing the situation in which individual tourism resources in an area are not sufficiently attractive to draw significant tourist visitation by themselves, but as a group attract visitation by virtue of complementing one another and creating a larger whole.

Supporting Attraction: Features or facilities that draw guests to the destination area by giving additional but secondary reasons to travel there. Supporting attractions can be primary travel motivators (i.e. core attractions) to some markets (typically niche segments). They are generally distinguished from core attractions by their smaller number of visitors.

