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EXECUTIVE SUMMARY 

 

Beardy’s and Okemasis’ Cree Nation (Beardy’s) is committed to the implementation of 

the community’s 2008 Tourism Development Plan. The vision of this undertaking is to 

develop a sustainable economy for Beardy’s, one that is culturally, environmentally and 

socially appropriate as well as economically sound.  This will be achieved through the 

development of market ready tourist attractions that offer a place to go, things to see and 

do, and products for sale. 

Beardy’s wishes to advance the implementation of the community’s 2008 Tourism 

Development Plan (Appendix A) through the development of a unique high-end camping 

experience featuring tipi structures, interactive trail system, and cultural experiences 

including dramatic re-enactments and traditional storytelling to share the stories of the 

signing of Treaty 6 and Beardy’s contribution to the Riel Resistance of 1885. 

Current market conditions and trends in the tourism sector indicate that the timing is 

optimal to develop Indigenous tourism attractions. Export markets such as China, 

Germany, England and the United States have shown increased interest in Indigenous 

tourism attractions in recent years and the trend is positive for the short to medium term. 

In the domestic market, tourism spending has increased year over year for the past three 

years as more Canadians show interest in exploring their own country.  

Within Saskatchewan, the Indigenous tourism market has historically been 

underdeveloped and underrepresented. However, recent investments in the industry 

indicate a growing sector that offers opportunities for partnership and cooperative 

marketing. It is the intention of Beardy’s to take a regional approach to developing an 

Indigenous tourism region, partnering with Whitecap Dakota First Nation and 

Wanuskewin Heritage Park.  Whitecap Dakota First Nation is developing a resort concept 

featuring hotel accommodations and all-season tour product and Wanuskewin Heritage 

Park is currently undergoing a major expansion. In short, market indicators reflect a 

positive outlook for the growth of Indigenous tourism on a local, domestic, and 

international level.  

This document is meant to serve as the short-term implementation guide for Beardy’s 

Tourism Development Plan. The plan details development phases, specific goals and 

outcomes, and budget estimates required to see the project through to development.  

Table 1 provides an overview of phasing, tasks and budget.   
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Table 1 – Project Overview 

 

  

Phase Tasks 
Estimated 
Budget 

Phase 1 
 

Planning & 
Development 

 
Summer 2018 to 

Winter 2019 

• Establish business and governance Structure 

• Identify local Project Manager 

• Engage in community tourism planning 

• Develop Trails and Signage Master Plan 

• Secure land and identify infrastructure needs 

• Design lodge structure 

• Develop brand, marketing plan, website 

• Content development (history, arts, etc.) 
 

$200,000+ 

Phase 2 
 

Build 
 

Spring to late 
Summer 2019 

• Construct trails, monuments and signs 

• Construct lodges 

• Infrastructure upgrades 

• Hire and develop staff and guides 

• Test cultural experiences 
 

$490,000+ 

Phase 3 
 

Launch 
 

Light launch late 
Summer 2019 and 

full launch 
Summer 2020 

• Operational costs 

• Furnish and set up accommodations 

$404,000+ 
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INTRODUCTION 

 

Beardy’s & Okemasis’ Cree Nation (Beardy’s) is in central Saskatchewan approximately 

85 km north of Saskatoon and 60 km south of Prince Albert on Highway 11. Beardy’s is 

a signatory of Treaty 6 and has 3,480 registered members, of which 1,331 live on-reserve 

and 2,149 live off-reserve (2017).   

Beardy’s wishes to advance the implementation of the community’s 2008 Tourism 

Development Plan (Appendix A) through the development of a unique high-end camping 

experience featuring tipi structures, interactive trail system, and cultural experiences 

including dramatic re-enactments and traditional storytelling to share the stories of the 

signing of Treaty 6 and Beardy’s contribution to the Riel Resistance of 1885. 

The vision of this undertaking is to develop a sustainable economy for Beardy’s, one that 

is culturally, environmentally and socially appropriate as well as economically sound. This 

will be achieved through the development of market ready tourist attractions that offer a 

place to go, things to see and do, and products for sale.    

The development of such attractions is based on the First Nation’s respect for the land, 

economy, cultural past, and the future of the First Nation.  Community members were 

engaged in creating the Tourism Development Plan and their values guided the proposed 

initiatives. This involvement plus careful historical research and the provision of high 

quality services will ensure the best possible results.   

In developing tourism attractions, Beardy’s wishes to utilize talents of community 

members who can tell stories through art and theatre.  Research will be conducted to 

develop and share the stories of: 

▪ Treaty 6; 

▪ Riel Resistance and the Battle of Duck Lake; 

▪ Carlton Trail; 

▪ Almighty Voice; and 

▪ Canadian Residential Schools. 

Beardy’s is confident that the community has the resources to infuse energy into the 

regional tourism scene and develop a complete story of the region’s history. Beardy’s 

wishes to engage professional service firms to support the community in ensuring the 

success of such a regional tourism initiative.  

The following sections provide an overview of the Tourism Development Plan objectives 

and opportunities for regional partnerships.    
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IMPLEMENTATION STRATEGY OBJECTIVES 

Beardy’s wishes to implement the Tourism Development Plan with the objective of 

establishing an export market ready tourist destination experience and: 

▪ Creating opportunities for cultural and historical awareness and education; 

▪ Enhancing the cultural identity of the Willow Cree Nation; 

▪ Creating employment opportunity for members; and 

▪ Generating new revenue for the community. 

 

The vision for tourism in the region includes the following initiatives: 

▪ Ecological, cultural, historic information and displays for education and learning; 

▪ Tours with cultural and wilderness adventure experiences; 

▪ Hospitality featuring traditional indigenous food, beverages and lodging;  

▪ Sharing stories, songs, dance and displays about indigenous culture;  

▪ Outfitting and guiding; 

▪ Events and celebrations; and  

▪ Sale of locally produced arts and crafts.  

 

Beardy’s wishes to enhance the tourism industry in partnership with the surrounding 

region by collaborating with the following partners in implementing the Tourism 

Development Plan:  

▪ Whitecap Dakota First Nation 

▪ Wanuskewin Heritage Park  

▪ Trails of 1885 Association  

▪ Duck Lake Interpretive Centre 

▪ Batoche National Historic site 

▪ Fort Carlton Provincial Park 

▪ Hamlet of Carlton One Arrow First 

Nation 

▪ Indigenous and Northern Affairs 

Canada 

▪ Indigenous Tourism Association 

of Canada 

▪ Tourism Saskatchewan  

▪ Two Rivers Corridor 

▪ Saskatchewan Parks and 

Recreation 

▪ Metis Nation of Saskatchewan 
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The implementation of the Tourism Development Plan will focus on strengthening the 

cultural identity of the community and telling Beardy’s story.  These focus areas align with 

the priorities identified in the 2016 Community Survey and the 2017 Community 

Development Plan. The Regional Tourism Strategy focuses on specific community 

tourism goals organized by one-year increments, and includes specific actions to achieve 

each goal, and expected deliverables. 

TARGET MARKET 

 

The market for Indigenous tourism has seen considerable growth in recent years which 

aligns with the positive trend for authentic, experiential tourism products. As the market 

begins to shift from the isolated pre-packaged experiences favoured by the Baby 

Boomers to more connected and authentic experiences favoured by Gen X and 

Millennials.  Today’s travelers are seeking to engage with the people, cultures and the 

landscapes they visit. Research conducted by Destination Canada and the Indigenous 

Tourism Association of Canada shows a positive increase in the awareness and demand 

for Indigenous tourism in export markets such as Germany, France, China, South Korea, 

and the United States (Table 2).  

Table 2 – Overall Tourism Spending from international markets in Canada 2012-2013 

International 
Market 

Overnight 
Visitors (2013) 

% Change 
(2013/2012) 

Spending 
(2013) $ Million 

% Change 
(2013/2012) 

United States 12,007,976 1.0% NA NA 

United Kingdom 645,697 -1.3% $787.8 0.4% 

France 459,475 0.9% $537.4 1.4% 

China 352,597 22.3% $603.2 24.2% 

Germany 311,379 -0.1% $420.8 1.0% 

Australia 264,207 2.4% $397.8 1.2% 

Japan 224,858 -0.6% $302.4 -3.1% 

Mexico 150,896 6.3% $215.7 10.8% 

India 147,099 0.3% $171.3 0.8% 

South Korea 144,583 3.3% $246.6 5.4% 

Brazil 93,757 0.2% $160.0 5.2% 
Source: Destination Canada 

On the domestic front the average Canadian traveler is choosing to spend more tourism 

dollars within Canada indicating a desire to travel to new destinations rather than return 

to saturated markets such as Banff. The growing awareness of Reconciliation and the 

need for engagement is bringing increased opportunities for Indigenous tourism product 

to benefit from the corporate meeting and event market. 
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Table 3 – Overall tourism spending from domestic markets in Canada 2012-2013 

Market Market Characteristics 

Canada 
Largest Market in Canada 

85% of overnight visitations. 
 
112.3 million trips within Canada resulting in $28 billion 
in expenditures. 
 
$35.2 billion spent overnight outside of Canada. 
 
Market Size: 14.2 million  

Source: Destination Canada  

Within Saskatchewan itself there are significant investments being made to develop 

export ready Indigenous tourism products. Whitecap Dakota First Nation is developing an 

all-season resort featuring a hotel and tour product and Wanuskewin Heritage Park is in 

the process of a large expansion that includes the release of a wild herd of Bison and an 

application to be designated a World UNESCO Heritage Site. This provides an 

opportunity to develop partnerships that result in multi-day tour packages that can be 

marketed to export and domestic markets. 

 

Activities such as guided equestrian experiences are in high demand with today’s travelers.  
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INDIGENOUS TOURISM 

INDICATORS 
 

Indigenous tourism is increasingly seen as a desirable component in a travel experience 

by travelers that are seeking authentic experiences. The Indigenous Tourism Association 

of Canada (ITAC) has been actively researching market demand for authentic Indigenous 

experiences and their findings indicate that respondents to an online survey offered 

receptive (65%), inbound (54%), and incentive (35%) travel services. The extent of their 

activities varied by business, but collectively extended across Canada. However, most of 

the businesses had presence in Quebec (86%), British Columbia (81%), Ontario (79%) 

and Alberta (79%).  Other survey findings illustrated that: 

The vast majority (89%) of them included Aboriginal culture content in their tour packages; 

For most (75%), Aboriginal tourism was positioned not as the primary focus, but rather as 

an important part of a broader multi-activity package experience. On average, they 

incorporated Aboriginal cultural tourism on 1.85 of the total tour package days. Overall, a 

median of one day of such content was included; 

Overall, they ranked Canadian Aboriginal tourism development as being generally 

‘somewhat better’ than global competition in this market niche. They were most apt to be 

impressed with the product authenticity, customer service, and travel trade relations 

aspects of the Canadian Aboriginal tourism; 

Travel trade representatives identified actions necessary to ensure continued 

competitiveness and growth for Aboriginal cultural tourism in Canada. Those factors most 

important were: increasing travel trade relationships; ensuring product market-readiness 

and implementing authenticity practices; 

Travel trade operators were more optimistic about demand for Canadian Aboriginal 

cultural tourism experiences as opposed to more general global growth in this market 

niche. However, they felt that growth would be ‘moderate’ as opposed to ‘dramatic’ due 

to limited market awareness and promotion; 

In keeping with the preceding views, they were cautiously optimistic about the possibility 

that their companies would add more Aboriginal cultural content to their respective tour 

portfolio over the next five years. 

Companies that suggested they would add additional Aboriginal cultural aspects to their 

tour packages in the future indicated they would probably incorporate more attractions 
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such as interpretive centres (76%), Aboriginal guided outdoor and adventure experiences 

(68%), and cultural tours (64%); and, 

‘Top of mind’ priority actions to increase the competitiveness of Canadian Aboriginal 

cultural tourism included: ensuring the market and export readiness of existing products 

and services; increasing domestic and international market awareness of and exposure 

to existing Aboriginal cultural opportunities; and, escalating partnerships and programs 

with travel trade operators. 

(O’Neil Marketing & Consulting, 2015) 

DOMESTIC MARKET (LOCAL) 

According to Tourism Saskatoon, Saskatoon has approached 2.8 million visitors annually.  

For the last eight years, Saskatoon has seen 6.8% growth in hotel rooms to meet 

increasing demand.   

Saskatchewan Provincial Parks have experienced measurable growth in visits over the 

last three years.  In 2016, 3,997,390 visits were recorded and 13,308,000 (of which, 

11,657,000 were local) in 2017 with spending totaling 1.88 billion.  in 2016 there has been 

measurable growth over the last three years. 

COMMODITY TRENDS AND CONSUMER SPENDING 

As indicated in our analysis of the local domestic market, local travelers represent the 

majority of tourism dollars spent within Saskatchewan and are therefore of primary 

importance when considering market demand. 

The health of the Saskatchewan economy is heavily influenced by market conditions 

effecting commodities. Oil and gas, Potash, and food crops are powerful determinants on 

provincial GDP, employment rates, and consumer spending habits. It is therefore prudent 

to analyze current conditions and near-term forecasts to determine impacts on spending 

geared towards travel and leisure. The Saskatchewan economy has been in a state of 

recovery since 2015. Market forces such as oversupply have negatively impacted the 

price of all commodities on a global scale. This has led to flat or negative growth in 

domestic product, increased unemployment, and less consumer spending on non-

essentials and luxuries. However, in 2017 commodities began to recover and economic 

indicators suggest that the Saskatchewan economy is beginning to grow again. 

LABOUR STATISTICS 

On a seasonally adjusted basis there were 568,500 persons employed in Saskatchewan 

in December 2017, up 5,000 from the November 2017 level of 563,500 and is up 300 

from the December 2016 employment level of 568,200 persons. The Saskatchewan 

seasonally adjusted unemployment rate for December 2017 was 6.4 percent. This is an 

increase of 0.4 percentage points from the November 2017 rate of 6.0 percent and 0.2 

percentage points lower than the December 2016 rate of 6.6 percent. 
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BUSINESS MODEL  
 

This section outlines the business model for the development of the proposed business 

and associated Indigenous experiences. The business model includes capital costs, 

operating costs, labour costs, and inputs required to develop and operate a business 

similar to the proposed business and provide associated services. The model was 

developed with consultation from stakeholders and industry sources.  

The purpose of the model is to demonstrate the cost and performance of a business 

similar to the one being proposed. Although much of the information included within this 

section and the detailed analysis contained in the appendix can be used in a full business 

plan, this should not be considered as one. A full business plan would require a more 

extensive consultation with the business owner to develop a governance model, 

operations plan, and a full marketing strategy.  

The proposed business will be owned and operated by Beardy’s and provide visitors 

experiential activities in an outdoor setting that features high end accommodations, 

amenities, and a traditional dining experience, this conforms with the ‘glamping’ business 

model.  The term ‘glamping’ is shorthand for ‘glamorous camping’. It describes an 

experience that combines an outdoor setting with higher end accommodations and 

amenities typically found in three to five star dedicated hotels. Glamping is a relatively 

new segment in the travel industry, it has seen significant growth in Europe and in 

Scandinavian countries but is still a very small segment of the overall outdoor product 

market in North America. 

Enhancing the glamping model is the experiential nature of the proposed business. By 

offering participatory activities that are both guided and self-directed, the business idea 

further distinguishes itself by aligning with a significant positive trend in the tourism sector. 

Data gathered by Destination Canada shows that travelers are increasingly seeking to 

engage in participatory experiences while travelling either as a focus of their holiday or 

as a value-added activity to enhance it.  

CAPITAL COSTS 

The primary capital component of this project are the lodges that will house visitors. 

Beardy’s has discussed preliminary options for the size, design and built quality of the 

desired lodges.  As glamping is a relatively new industry, there are very few modular 

designs available for purchase that would align with Beardy’s vision.  It is likely that a 

custom design and build will be necessary, but the final product is expected to align very 

closely with the ‘Tiny Home’ model of design and construction.  Tiny homes are portable 

housing designs sized between 100 – 500 square feet and constructed to modern building 

code standards with materials suitable for a primary residence.  
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Beardy’s has contacted BLDG. Studio Architects, an award-winning Saskatoon based 

firm that has completed tiny home projects across Canada to provide some cost analysis 

for a custom-built lodge using a modified tiny home plan.   

Tiny home exterior rendering. (Source: BLDG. Studio)     Tiny interior rendering. (Source: BLDG. Studio) 

Given the parameters of accommodation that will sleep up to four comfortably and provide 

natural light and insulation, BLDG. Studio has recommended a structure measuring 

between 150 – 200 square feet in size. When given a range in an estimate we are 

estimating with the largest value in that range to provide the maximum estimated cost of 

the project.  Estimates for design and construction of one structure provided by BLDG. 

Studio are as follows: 

 

Design*  
($150 per Hour) 

Drawings** 
($2 per sq. ft) 

Construction*** 
($150 per sq. ft) 

$1,500 $400 $30,000 
 
*Estimated at 10 hours 

** Estimated at 200 square feet 

***Estimated at 200 square feet 

 

With the given estimates, the total cost of a 200 square foot custom structure design 

would be $1,900 before taxes. The construction of one custom structure is estimated at 

$30,000.  We are suggesting that a total of ten of these structures would be the ideal size 

to accommodate larger groups such as school classes and corporate retreat groups. The 

total cost of design and construction of 10 units is $301,900 ($30,190 per unit). 

 

Another important consideration is the cost of furniture, fixtures, and equipment, or FF&E 

is it is commonly referred to in the hotel industry to represent the moveable objects that 

are placed within the property and could possibly be removed. The standard industry 
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practice is to budget between 12% – 15% of the overall project investment towards the 

cost of FF&E. Given the estimates provided by BLDG. Studio, a total cost of $301,900 is 

estimated for the lodges. At 15%, the total estimated FF&E cost would be $45,285 for the 

project ($4,528 per structure).  As such, total estimated cost of the design, construction, 

and furnishing of the lodges is $347,185 ($34,718 per unit). 

 

The proposed business will also require a structure that will allow for group dining with 

room for live performances and demonstrations. Given the seasonality of the business a 

heated and insulated space is not required. The client has suggested a gazebo style 

structure that would be located near the lodges. We have found a unique option that is 

thematically relevant as well as modular in nature to facilitate future expansions from a 

U.S based company called TenTipi. 

 

 

 

 

 

 

 

 

 

 

 

  

F 

Tentipi.com 

 

OPERATING COSTS 

 

 

The quoted price for the 40-person TenTipi lodge is $10,910. 

Restrooms 

The proposed business may enter into a partnership with Fort Carlton Provincial Park that 

would allow the shared use of existing bathroom facilities. However it is prudent to analyze 

the cost of these facilities in the business model if that partnership should fail to 

materialize or would result in a less than desirable customer experience. We have found 

a manufacturer of modular restroom facilities that combine the benefits of flush toilet 
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systems and sinks, with the off-site convenience of on-board septic storage and removal, 

meaning no sewage and water connections are required. 

   

greenflushrestrooms.com 

The quoted price on a multi-stall facility is $32,470 

Lighting 

For safety and insurance purposes some outdoor lighting is recommended. A solar 

lighting solution would provide lighting benefits without the need to hook into utilities. We 

have found that outdoor solar light standards range in price from $1000 - $3000 for the 

purpose of this model we are budgeting for two 30w solar light standards priced at $1500 

each. 

Total projected capital costs 

Item Cost 

Lodge (x 10) $347,185 

Gazebo $10,910 

Bathroom Facility $32,470 

Outdoor Lighting $3000 

 

TOTAL =$393,565 

Marketing and Branding  

Branding is the exercise of developing your promise to your customers, this means 

communicating the values, services, and story of your business through visual identity, 

word copy and marketing channels. It is a necessary expense to develop branding prior 

to business launch. Marketing is the exercise of reaching your audience through 

distribution of content reinforcing your brand on channels both paid and public.  



  

 

BOCN – TOURISM STRATEGY 14 

A marketing plan is the key driver of revenue for a tourism-based business. It is a vital 

component in a business plan. For the purposes of the business model we are estimating 

branding costs included in this section as start up costs and an estimate of marketing 

expense based on a percentage of projected revenue in the operational costs section. 

Identity design 

This includes the design of a logo, colour identity, company fonts, key messages and 

branding guidelines. 

Website 

The proposed business will require a website both as a marketing channel and as an 

administrative and customer service tool to manage communications and bookings. An 

estimate of $20,000 for custom website development and visual identity design is in line 

with current market costs for small to medium businesses in the tourism industry. 

Total Start up cost  

Capital $393,565 

Start up $20,000 

 

Total capital and Startup costs = $413,565 

OPERATING COSTS 

Operating costs have been estimated using figures obtained through estimates and 

analysis of operations in similar business operations. This should not be considered a 

definitive analysis and should only be used as a model to estimate expenses. 

LABOUR COSTS 

The labour component of the operational costs have been estimated using the structure 

of similar operations and include a mix of salary and wages. Expected staff positions and 

their associated costs are as follows: 

▪ Administrator/Supervisor 

The Administrator/Supervisor will be a salaried full-time position. The duties of this 

position may include staff management and scheduling, supplier contract management, 

customer booking and services, payment processing and cash flow management, 

communications, and public relations. 

This position aligns closely with a hotel supervisor and industry averages for salaries in 

that category range from $30,000 - $50,000 a year. 
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▪ Guides/Performers 

The guides/performers are the primary point of contact for visitors and they provide the 

experiential activities that serve as the focus of the attraction. When not providing cultural 

experiences, guides will be assisting in food prep, camp maintenance, and general 

customer service duties. With a capacity of 40 visitors at the Willow Cree Village, it is 

recommended that at least one guide be allotted for every 10 visitors. This results in four 

seasonal positions. The operating season including start-up and shutdown is estimated 

at 210 days a year (200 days operational, 10 days for start-up and shutdown). 

Industry average wages vary considerably for this type of position and it is very common 

to have wages supplemented by tips from satisfied visitors. The current minimum wage 

in Saskatchewan is $10.96 per hour. However, given the importance of this role, a higher 

wage is recommended to assist in attracting and retaining talent. A minimum wage of $15 

per hour is recommended to remain competitive with other service and hospitality focused 

jobs in the local labour market. 

With four guide/performer positions operating at $15 dollars per hour at 7.5 hours per day 

for a 210-day season the total cost equates to $94,500 annually.  

▪ Maintenance/Housekeeping 

The cleanliness and safety of the site and the facilities is of primary importance, so it is 

recommended that one seasonal labourer be employed to perform these functions who 

will be supported by the guides/performers.  

As with the guides/performers, it is recommended that the maintenance/housekeeping 

labourer be paid a minimum of $15 per hour to remain competitive with other service and 

hospitality focused jobs in the local labour market. 

With one maintenance/housekeeper operating at $15 dollars per hour at 7.5 hours per 

day for a 210-day season the total cost equates to $23,625 annually. 

A summary of costs for staff positions is as follows: 

Position Annual Cost 

Administrator/Supervisor $50,000 

Guides/Performers $94,500 

Maintenance/Housekeeper $23,625 

Total  $168,125 

 

 

 

 

 



  

 

BOCN – TOURISM STRATEGY 16 

INPUTS 

Inputs are the goods and services required to operate on an annual basis. These costs 

include food and beverage, cleaning materials and services, utilities and miscellaneous 

items.  

▪ Food and Beverage 

Beardy’s will likely outsource food and beverage services to a local supplier rather than 

build the infrastructure required to provide the service in house. This is a vital component 

to the overall success of the venture, so it is recommended that any agreement that is 

reached includes legal guarantees and some degree of control over menu selection and 

ingredient sourcing. Looking at food costs in operational high end eco-tourism businesses 

using catering services it is reasonable to estimate a $50 per day cost per visitor in an all-

inclusive setting that includes three meals. 

Given an estimated 70% accommodation rate over the 200-day season at two visitors per 

unit the total cost of food and beverage per season at $50 per visitor per day would be 

$140,000.  

▪ Cleaning and Linen Services 

The average laundry costs per occupied guestroom are factored by adding up the labor, 

laundry chemical, and utility costs incurred and dividing by the number of guestrooms 

occupied for that period. Given the limited service nature of the business utilities are not 

a factor. Labour is estimated at 0.5 hours per two wage employees per unit which 

amounts to $15 per day per occupied unit. Laundry services are estimated at $5 per unit 

per day for a total of $35 per day given projected accommodation rate of 70%. The total 

given these estimates for cleaning and linen services amounts to $20 average laundry 

costs per occupied guestroom. The annual input total of the laundry services is estimated 

at $7,000. 

▪ Utilities 

Given the outdoor focused nature of the product utilities will be limited to fresh water and 

septic services. Estimates provided by BOCN indicate that those services would likely 

average $4000 per season. 

▪ Insurance 

The Industry standard for campgrounds in Canada is a minimum of $10,000,000 worth of 

commercial liability insurance coverage. Additional coverage for fire damage would be 

recommended and perhaps required. There are many variables that influence the 

premiums and other costs associated with commercial insurance and it is advisable that 

the client obtain quotes from trusted brokers once a full business plan is completed. Given 

average costs of $1000 per $1,000,000 for of liability commercial liability insurance for 

the sake of the business model we are estimating an annual cost of $10,000 per annum 

for Insurance coverage. 
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▪ Licenses and professional fees 

Depending on the nature of management structure for the proposed business there may 

be fees associated with legal incorporation and governance, financial institution charges, 

webhosting, and licenses for software. For the business model we are estimating an 

annual cost of $1000 per annum for licenses and fees. 

▪ Marketing costs 

The industry standard for marketing estimates in the tourism industry is a spend equal to 

10% of projected annual revenue. The projected revenue for the proposed business in 

this model is forecasted at $700,000 resulting in a marketing spend of $70,000. 

 

Total Estimated Operational Costs 

Labour cost $168,125 

Food and Beverage $140,000 

Cleaning supplies and linen $7000 

Utilities $4000 

Insurance $10,000 

Licences and professional fees $1000 

Marketing $70,000 

 

Total annual operational costs = $400,125 

 

REVENUE AND PROFIT PROJECTIONS 

Pricing 

Revenue will be based on the value of the offered amenities. We have provided an 

analysis based on the developed model. Estimated pricing reflects current rates for 

Indigenous tourism packaged experiences listed by ITAC, and average nightly rates at 

Saskatoon hotels. All pricing is done using an all-inclusive model that incorporates the 

cost of prepared meals and participatory experiences into the visitor stay. Pricing is 

suggested on a per person basis rather than a per lodge basis. The rationale for this 

model is that the lodges are part of an overall experience that includes live performances, 

participatory experiences, and cuisine. The pricing for this model is set at $500 per visitor 

for a two-night stay.  
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Projected Occupancy Rate 

As shown in the market demand analysis the occupancy rate in Saskatoon for hotels has 

averaged between 74% and 65% on an annual basis since 2010. Overall occupancy for 

outdoor product in Provincial parks is even higher, approaching 90%. per season. Given 

the unique nature of the proposed business (higher end accommodations, outdoor 

product) it is expected that traditional consumer demand for hotel stays and outdoor 

product will overlap, and the proposed business will compete directly with both markets. 

Nationally, once the export market is developed the proposed business will compete with 

similar Indigenous experience focused businesses across Canada.  

In addition to the traditional leisure market the proposed business will also be accessing 

both the corporate and educational markets which will give a significant boost in shoulder 

seasons (May - June, September - October). We are projecting an occupancy rate of 70% 

for this model, which results in seven of the ten lodge units being booked for two over the 

course of a 200-day season with the two-night all-inclusive package pricing of $500 per 

guest in effect. This results in a total of $700,000 in projected revenue. 

If we applied the same model using a lower price of $400 per package it results in a total 

of $560,000 in projected revenue. It is difficult without data to project whether demand 

would increase with a lower price as the product is so unique. 

 

Estimated profit  

The business model delivers an annual profit of $299,875. This results in a simple rate of 

return totaling 72% without factoring depreciation of assets. The initial investment of 

$413,565 in this scenario would be repaid in the second year of business operation.  

If the funding partnership between BOCH, WDFN, and Wanuskewin Heritage Park is 

achieved and 50% of the capital investment is provided through Western Diversification 

than the BOCN portion of the capital investment would be repaid within the first year of 

operation in this model. 

 

INDIGENOUS TOURISM CORRIDOR 

It is the intention of Beardy’s to take a regional approach to developing Indigenous tourism 

attractions and has an opportunity to partner with Whitecap Dakota First Nation and 

Wanuskewin Heritage Park to achieve the objectives of the Tourism Development Plan.   

Whitecap Dakota First Nation is moving forward in its tourism master plan strategy by 

constructing the Dakota Dunes Hotel. The Hotel will be a 160 room, 4-star 

accommodation featuring a spa, restaurant/lounge, meeting and event space. The Hotel 

will be situated adjacent to the Dakota Dunes Golf Links and The Dakota Dunes Casino. 
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Wanuskewin Heritage Park is currently embarking on the largest expansion project in its 

history. There will be new opportunities and experiences for visitors to engage with 

including the release of a wild bison herd and outdoor culinary experiences reflecting the 

culture and stories of the Indigenous peoples of the northern plains. 

These projects in addition to Beardy’s tourism developments will create opportunities to 

develop packaged tour experiences through entrepreneurship and partnerships with 

existing operators.  These experiences are essential to creating products that can be 

packaged and marketed as a multi-day experience to inter-provincial and international 

markets.   

The development of packages that link Indigenous tourism experiences through 

storytelling and transportation will result in the creation of an Indigenous tourism corridor, 

tentatively known as the “Many Nations Tourism Corridor”. The packaged experiences 

will be managed through the Dakota Dunes Resort Hotel at WDFN in partnership with 

Beardy’s and Wanuskewin. The all-inclusive visitor experiences will be linked by river and 

highway.  Transportation will be facilitated by canoes and buses owned and operated by 

entrepreneurs contracted with the Dakota Dunes Resort. Multi-day itineraries will be 

developed and tested resulting in a fully guided, interpretive experience for visitors.  

Ultimately these packages will be sold in export markets around the globe. 

The Dakota Dunes and Wanuskewin brands are the two most widely recognized 

Indigenous tourism brands in Saskatchewan.  Beardy’s is new to the tourism industry, but 

the history helped shape Canada. Geography makes a partnership feasible and with the 

parties developing new capacities, a partnership will serve to complement and broaden 

the impact of these investments. 

The opportunity to develop the stories that link the three attractions and the infrastructure 

to bring packaged experiences to visitors is powerful. It would be a major Indigenous 

tourism experience supported by infrastructure such as the Saskatoon International 

Airport and supporting attractions such as the Remai Modern Gallery and all the City of 

Saskatoon has to offer.  

Other economic and industry factors that have the potential to contribute to the success 

of the Many Nations Indigenous Tourism Corridor include: 

▪ Provincial recognition on the international tourism marketplace. Tourism is a 

massive industry globally and Saskatchewan currently is under-represented in that 

market. The issue is barrier to entry due to lack of product. The Dakota Dunes 

Resort and the Many Nations Corridor will offer a unique indigenous all-season 

resort acting as a hub for packaged experiences that international visitors are 

shopping for.  Success in this venture will provide economic benefits through 

tourism spending and increased recognition of Saskatchewan as a travel 

destination which could provide a catalyst for significant growth and investment in 

all tourism related products. 
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▪ Employment and economic development opportunities for Indigenous 

communities: The development of this concept will result in around 100 new jobs 

in the resort operations and related activities. Furthermore, the success of this 

model could be replicated in the North and the South with Prince Albert, La Ronge, 

and Regina acting as hubs. With a proven market this allows for new development 

and employment opportunities in communities that have traditionally struggled in 

this regard due to lack of infrastructure, isolation, and issues relating to the Indian 

Act and Residential School impacts. Tourism can be the gateway to positive 

development because it is a relatively low barrier to entry and it focuses on the 

strengths of those communities, Their culture, stories and the lands. Tourism has 

served as a catalyst to significant development in many Indigenous cultures 

internationally, including New Zealand, Chile, and Hawaii as prime examples. 

▪ A new education and training focus: There are many skills that need to be 

developed to provide the high-end customer service experience that is expected 

by today’s traveler. There are also skills and knowledge unique to Indigenous 

tourism that would need to be taught. With a renewed emphasis on developing 

indigenous tourism experiences the demand for these skills will increase. Currently 

there is a lack of tourism focused education options in Saskatchewan and a lack 

of dedicated training for Indigenous tourism throughout Canada. There is an 

opportunity to develop a program that combines training skills, the teachings 

Indigenous culture and an opportunity to ladder into management level programs 

in other institutions. Campuses could be developed and located on reserve close 

to hubs and the attractions themselves would serve as places to learn new skills. 

Saskatchewan could become a leader in this by developing this infrastructure, 

attracting students from around the country and potentially the world. 
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TOURISM PLAN 

IMPLEMENTATION 

STRATEGY 
 

This section outlines an implementation strategy with goals, actions, and outcomes for a 

four-year period starting in 2018.  The strategy includes goals, actions to achieve goals, 

and outcomes of the work expected to be completed, as well as yearly budget estimates. 

 

PHASE 1 – PLANNING & DEVELOPMENT (2018 – 2019) 

GOAL 

Develop Beardy’s historic content and necessary plans to construct tourism infrastructure.   

 

STRATEGY  

▪ Establish business and governance structures  

Beardy’s will develop business and governance structures to ensure that this initiative is 

run professionally, is inclusive and will ultimately be self-sustaining.  This includes 

development of detailed job descriptions for employees that will need to be hired to lead 

and support this endeavour.  Job descriptions will be prepared for two full time research 

positions, as well as a project manager and assistant, tour guides, and an art director.   

Beardy’s will work with partners to develop a regional tourism board that will provide 

advice and coordinate regional tourism efforts. This will ensure local business all benefit 

from increased traffic from this tourism initiative. 

Finally, after research and development Beardy’s will incorporate this business and 

outline long term goals and responsibilities to ensure that this endeavour will be self-

sustaining.   

 

▪ Hire a local project manager 

A project manager from the community will be hired to lead the tourism plan 

implementation.  In this phase they will be responsible for engaging with community 

members and building buy in from members. Beardy’s will build community member 
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support through communication and illustration of the impact that the tourism initiatives 

will have on the community.   

The project manager will be responsible for the coordination of all aspects of this initiative 

and will report directly to leadership and funders.  

 

▪ Engage in community tourism planning  

The Community component portion of the project is essential to the development of an 

authentic experience that will provide a sustainable foundation for the BOCN community 

and meet the expectations of export marketplaces. The consultation phase consists of 

four phases. 

Product Familiarization -The consultant will visit FDLDFN to meet with all stakeholders 

and experience the existing product. The consultant will engage the community and 

officials to discuss project strategy and delivery. 

Tourism Education Workshops - The consultant will engage the community and 

stakeholders in a minimum of two workshops to provide an overview of tourism industry 

fundamentals and the impacts tourism has on communities. 

Establish Cultural Committee - The consultant will work with the community to develop 

the terms of reference and protocol for a cultural advisory committee. The committee will 

determine the cultural protocols surrounding the tourism product and what is deemed 

appropriate to share with visitors. 

Community Training needs Assessment - The consultant will work with the community 

to develop a skills catalogue and identify gaps that will require training resources to fill. A 

plan to connect training resources to the community will be developed. 

 

▪ Develop a Trails and Signage Master Plan 

Beardy’s will engage with a professional consulting firm to develop a Trails and Signage 

Master Plan. The vision is to have a network of walking and hiking trails with story boards 

illustrating various aspects of the community and its history. Beardy will ensure that 

innovation is balanced with art and history in the development of the trail network. 

Including providing space for interpretive re-enactments and inclusion of virtual reality or 

other forms of emerging technology that will engage in involve visitors. 

 

▪ Prepare a Detailed Development and Business Plan 

Beardy’s will engage with a professional consulting firm to prepare an detailed 

Development Plan for the construction of the Lodging structures at Fort Carlton  

(examples of similar developments are illustrated below).  A detailed business plan will 
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also need to be developed by the local project manager. This task will allow for a more 

extensive consultation with the community and the Ec Dev. Corp to develop a governance 

model, operations plan, and a full marketing strategy. 

 

 

 

 

 

 

 

 

 

▪ Secure land and identify infrastructure needs 

Beardy’s has points of interest, traditional land areas and tourism infrastructure in their 

community. Over the course of this first year they will take an inventory of sites and begin 

to prepare sites for tourists. Beardy’s will also identify infrastructure pressures that the 

community may be experiencing and recommendations to reduce impact of increased 

traffic from tourism (such as roads, sidewalks, buildings, water services).In the specific 

case of an ecolodge at Fort Carlton, Beardy’s will work with Saskatchewan Parks to 

complete all necessary steps to identify development sites, secure lease of land and 

understand infrastructure needs.   

 

▪ Develop a Tourism Marketing Plan and prepare marketing materials 

Beardy’s will engage with a professional consulting firm to develop a Tourism Marketing 

Plan to promote the attractions that will be available to the public.  Marketing materials 

such as a brand guide, website, social media content, brochures, and various 

advertisements will be prepared.  

 

 

 

Haida House Lodge on Tlell River, Vancouver Island, B.C. 

haidahouse.com/ our-story 

Cree Village Ecolodge, James Bay, Ontario 

creevillage.com/ourtale/ 
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▪ Develop content 

Two research assistants will be hired to undertake detailed historic research and engage 

with Elders in the community.  They will be responsible for developing a comprehensive 

report on Beardy’s history to be used for developing interpretive signage and community 

tour materials.     

 

Phase 1 – Projected Budget   

ACTION BUDGET 

Establish business and governance structures TBD 

Identify local Project Manager  
Engage in Community Tourism Planning 

$40,000 

Develop Trails and Signage Master Plan $40,000 

Secure land and identify infrastructure needs TBD 

Design lodge structure  $25,000 

Develop brand, marketing plan, website $25,000 

Content development (history, arts, etc.) $80,000 

Total First Year Budget  $200,000+ 

Contribution by Beardy’s $49,500+ 
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PHASE TWO – BUILD (2019 – 2021) 

GOAL 

Construct tourism infrastructure and open attractions to the public.   

 

STRATEGY  

▪ Construct trails, monuments and signs 

Beardy’s will have a fully functioning trail system complete with interpretive signage and 

monuments commemorating the community’s history. 

 

▪ Construct lodges 

Camp Tawow will be outfitted with additional serviced cabins, a new tenting and tipi area, 

and expanded beach front. 

Eco-lodge at Fort Carton the Ecolodge will be constructed.   

▪ Infrastructure upgrades as identified in Phase 1 (may include, water, waste water, 

kitchen and bathroom facilities)  

 

 

▪ Hire and develop staff and guides 

Beardy’s members will be hired as summer tour guides and trained through accredited 

programs (such as Saskatchewan Tourism Education Council, Saskatchewan Indian 

Institute of Technologies, Saskatchewan Polytechnic). 

 

▪ Test cultural experiences 

Beardy’s will evaluate preliminary outcomes of the Trails and Signage Master Plan and 

allow visitors to community to “test”, visit and provide feedback, select areas before 

construction begins. This will allow Beardy’s to understand if adjustments should be made 

prior to construction. 

Beardy’s will hire an art director and performance crew to perform dinner theatre 

productions and approximately three historic re-enactment performances throughout the 

summer. The community will host a celebration for Treaty Day in the fall. 
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▪ Hire a project manager assistant  

Beardy’s will hire a community member to assist the project manager with implementing 

the tourism plan initiatives. 

 

▪ Hold quarterly partnership meetings with surrounding communities and tourism 

entities 

Beardy’s will continue to invest time and resources into a regional tourism board to get 

advice and to coordinate tourism in the region. 

 

▪ Release marketing materials 

As per the Tourism Marketing Plan, Beardy’s will release prepared marketing materials 

to build awareness of tourism attractions developed by Beardy’s. Local distribution of 

marketing materials will take place in Year Two and coverage will expand in Years Three 

and Four. 

 

Phase 2 – Projected Budget   

ACTION BUDGET 

Construct trails, monuments and signs TBD 

Construct lodges $300,000 

Infrastructure upgrades TBD 

Hire and develop staff and guides $50,000 
(training) 
 
$100,000+/- 
(labour 
costs) 

Test cultural experiences TBD 

Total   $490,000+ 

Contribution by Beardy’s $290,000+/- 
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PHASE THREE – LAUNCH (2022) 

GOAL 

Review and evaluate progress on the strategic plan considering growth, partnerships, and 

outcomes in terms of employment, revenue, and historic knowledge 

 

STRATEGY 

▪ Operation costs 

As this will be the first year of operations, Beardy’s will need to budget for costs associated 

with operating the business.   

 

▪ Furnish and set up accommodations 

Beardy’s will furnish and set up accommodations so that they are suitable for visitors.  

In addition to the ongoing tourism initiatives implementation and operations, Beardy’s will 

assess work already completed and evaluate the community’s story has been successful 

shared and the initiatives undertaken have contributed to goals of reconciliation. Beardy’s 

will conduct market assessment report updates, expand marketing efforts to include a 

larger region, understand new Indigenous tourism trends, and consider further options to 

develop experiential based tourism attractions. 

 

Phase 3 – Projected Budget   

ACTION BUDGET 

Operation costs (labour, salary, set up) $363,585 

Furnish and set up accommodations $50,000 

Total   $404,000 

Contribution by Beardy’s $388,585 
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NEXT STEPS 
 

Next steps for Beardy’s to transform this strategy into a built form and operation business  

will be to formalize partnerships, secure funding, hire a local project team, and develop a 

detailed business plan. This report and the following appendices will assist in supporting 

the next steps.


