Amuse Abridged Nodal Framework Stakeholders Questionnaire
NOTE: (“Destination”) in the text refers to __________________
THE PRODUCT DIMENSION

1. Distinctive Core Attractions:

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

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

No Questions
4. Accessibility

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

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

6. Visitation

No questions

7. Occupancy and Yield

No questions

8. Critical Acclaim

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:

9. Destination Marketing

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

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 with carrying capacities

a. Have tourism activities increased the price 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?

e. 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.
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