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1. Executive Summary
The Yellowknife Historical Society (the Society) is working on a “Museum and Interpretation Centre” (the
Centre) project aimed at preserving the city’s rich history, cultural diversity, and the important role the
mining industry has had over the years.
Our review and analysis have included a contextual, comparable and market analysis, the creation of a
business model, a review of regulations and environmental issues, as well as a critical risk factor analysis.

1.1. Concept and Site Design
The Centre plans include a large indoor museum and interpretation space, an outdoor interpretation
component, a restaurant and a gift shop. The interior space, in addition to its main interpretation and
museum use, could also double as a community space for events, gatherings and activities. The gift shop
would sell mass production items at a low cost and feature many fine crafts and artworks produced by
local artisans, artists, and businesses when possible.
The Giant Mine Rec Hall Building has been transferred to the Society by the former Giant Mine Manager
to become the Centre. However, the city holds the land on which it sits as it was leased to them by the
territorial government and, in turn, they sub‐leased it to the Society.

1.2. Organizational Analysis of The Society
Management of the Society has proven successful. An analysis of the last five years demonstrates
sound fiscal management, strong fundraising activities and consistent government funding. In the past
twelve years, the Society has also undertaken several successful projects. The Beer Barge, one of their
main fundraising activities, brought in net profits averaging $17,266 per year for the last six years, an
average profit margin of 51%. The Society’s financial statements for the last five years also show a net
income averaging $19,610, a profit margin of over 13%.
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1.3. Contextual, Comparable and Market Analysis
1.3.1. The Canadian Museum Market:
Our research shows that not‐for‐profit museums benefit from the government (municipal, territorial
and federal) support via grants, subsidies or tax credits, accounting for an average of 87% of all
revenues. While earned revenues account for approximately 13%. Notedly, the Canadian market
shows a robust engagement for arts and culture. Attendance at not‐for‐profit museums in Canadian
territories has amounted to 371 634 visits from members, school groups, and individuals, from a total
of 302 exhibits (comprised of permanent, travelling and temporary exhibits). Those numbers boast well
for the Society’s Centre.
1.3.2. Market Trends:
Our study reveals that visitor market trends in the North West Territories have tremendous potential
for growth over the next few years, mainly because of the increasing popularity of Aurora viewing
tourism, experiential travel, business travel, as well as the growing Chinese market. The declining value
of the Canadian dollar, the increasing number of Baby Boomers retiring with money and time for
travel, and the development of direct flights to Yellowknife, are all very good reasons to support this
growing trend.
1.3.3. Target Market:
In line with the city’s and the territorial government’s tourism initiatives, the Target Market for the
Society’s Centre will be Aurora viewers, General tourists, Outdoor adventure seekers, Tourists visiting
friends and Relatives, and Business travellers. These five categories represent 96% of tourists to the
territory for the last five years and show a constant progression. These tourists should be originating
from the local market (Canada) and foreign markets (mainly Japan, China, The United States, South
Korea and Germany).
1.3.4. Community and Industry Involvement:
Community and industry consultations show 100% support in the project. Interviews and surveys of
industry professionals have shown that the Centre would fulfill a void in Yellowknife’s tourism sector
and deliver an offering that doesn’t exist at the moment and is much needed.
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1.4. Business Model
The Society offers a product that, in addition to fulfilling a need for the tourism sector, offers a large
number of potential partnerships including, to name only a few, local artists, artisans, businesses, The
Prince of Wales Northern Heritage Centre, First Nation communities, tour operators, and schools from
the Yellowknife area. Such partnerships would increase the Centre’s revenues and success while
boosting the publics' interest and strengthening the local economy.
1.4.1. Revenue Projections:
Based on our analysis, we assume that 75% of travellers to the territory would visit Yellowknife and
that a large number of them would visit the Centre. We expect 50% of leisure travellers, 25% of
business travellers, and 35% of locals to visit the Centre. Based on those estimates, we determined
that 38,648 persons would visit the Centre in the first year. With an average admission price of $3.50,
we estimate revenues from admissions to be at $135,267 for the first year. We also expect that
number to increase every year.
Additional revenues would be generated by the planned gift shop, which would offer a large number of
unique souvenirs, one of a kind artworks, or designer craft items for sale. While the price tag of such
items would vary greatly from postcards at around $1 to sculptures for a few thousands of dollars, we
established the revenue from the gift shop to be at approximately $52,500 in the first year.
The remainder of the necessary funds will come from room rentals, including the museum space for
events, meetings and conferences, and from the restaurant space to local entrepreneurs.
Sponsorships, memberships, donations, and a few fundraising activities like the Beer Barge, will
generate additional income. Finally, an important source of revenue for the Centre should include
government grants and subsidies.

1.5. Operations
1.5.1. Management and Personnel Requirements:
From an operational standpoint, the Centre should employ at least two people: An executive director
to ensure stability, management, and planning, and a museum attendant to handle visitor services, gift
shop sales, and guided tours of the museum and interpretation space. A cleaning crew could also be
hired to ensure proper cleanliness of the space, especially in the fall and winter months, when tourists
and groups come through the Centre wearing wet and dirty footwear. The staff would also need to be
supported by a large number of volunteers and a community‐based volunteer Board of Directors.
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1.5.2. Sales and Programming:
The Centre’s programming will have to play an important role. In addition to a permanent exhibit, the
Centre will be required to offer temporary exhibits, special exhibits, or touring exhibits from other
museums. The exhibits will require accompanying: community activities, events, and participation,
such as historical presentations, lectures, and interpretive walks. Complemented by fundraising events,
these accompaniments would play an important role in increasing revenues and public awareness of
the Centre and its offerings.

1.6. Risk Factors
All our findings point to a very successful project and a profitable Centre. However, a few risks are
associated with the project. The most important ones being:






The site remediation project, a necessary environmental clean‐up effort for the land
surrounding the Centre. Such work could have a large impact on the short, medium, and long‐
term accessibility and use of the Society’s Centre and leased property. From temporary closures
to a permanent condemning of the land, these could have a tremendous impact on the Centre.
The Society owns the building, but have only been able to secure a three‐year lease for the land
on which it stands. Key funding partners require ten‐year leases or longer to consider eligibility
for funding. Short term leases like the ones the Society has signed in the past with the city could
impact negatively on short‐term and long‐term funding.
Before the Center can open, a lot of additional renovations and construction still require
completion. To do so, the Society needs to acquire approximately one million dollars. The
capacity of the Society to raise such funds has an impact, not only on the financial feasibility of
the Centre but also in its capacity to open and be functional.

1.7. Recommendations
Numerous key initiatives are being brought forward to the Society to increase the chances of success
as well as improving the overall efficiency of the Centre. Such initiatives will include:





Developing and implementing a marketing plan
Developing and implementing a fundraising plan
Measuring and tracking Key Performance Indicators (fundraising, marketing and
communications, financial) and making the necessary adjustments if required
Developing strong programming, both in the exhibits, and the activities and events, presented
to the public
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1.8. Overall Findings and Feasibility
Our feasibility study of the Centre shows that it is not only a very positive and financially feasible
project, but it also indicates that the Centre would be profitable very early in its operation stage. Our
analysis shows that if the Society can secure operating grants from the Department of Canadian
Heritage on the federal level or the Territorial Government, it will be profitable from the first month of
operation. The remediation process, as well as the long‐term lease or ownership of the land, is
essential in securing the funding for the stability of the Centre. The Society should pay very close
attention to these two factors as they will have a direct impact on the success of the project.
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2. Introduction
This chapter summarizes the background and purpose of this feasibility study and the methodology to
carry it out to date.

2.1. Background and Purpose of this Study
The Yellowknife Historical Society (Society) and its members are committed to preserving the story of
Yellowknife, including its social, cultural, economic, and natural history. Since 2002, the Society has
worked towards its ultimate goal, the establishment of a community‐driven museum and interpretive
centre (the Centre) at the old Giant Mine Recreation Hall in Yellowknife. A volunteer board of directors
governs the Society, while a paid coordinator manages its activities. It is a registered non‐profit society
with charitable status.
Yellowknife needs the Centre to celebrate the unique community that arose when the first gold
prospectors came north in the 1930s. But the story of Yellowknife is more than just that of the gold‐era
settlers. It is the rich tapestry of indigenous culture, living for thousands of years on the north shore of
Great Slave Lake. Later, coming together with the arrival of newcomers to grow Yellowknife from a
mining outpost to a business supply centre, and then into government hub. It is also a destination of
natural beauty and spectacular geology.
After many years of discussion regarding the need for the Centre, the Society in July 2019 issued a
Request for Proposals to a variety of professional consulting firms to develop a Feasibility Study and
Business Case Study. The objectives included:











Executive Summary, Project Definition and Business Case for Development
Detailed Market Analysis and Assessment of the viability of the project
Comparable Analysis
Summary of stakeholders and community consultations
Program Development Plan and Outline
Spatial Analysis/Facility Program
Operating Model (including governance and staffing requirements)
Capital Budget, timeline and potential for a phased approach
Detailed Operating Budget (three to five‐year budget forecast and detailed rationale for any
significant revenue/expense variances)
Fundraising Assessment and Strategy, which identifies potential funding sources and estimates,
and includes a capital fundraising timetable and case statement
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The Society is committed to showcasing the important story of Yellowknife. They are seeking to engage
a wide variety of patrons, including students, academic researchers, history buffs, long‐term resident
families, and those interested in preserving the heritage and culture of the area. To make this a reality,
the Society is calling for monetary support. Approximately $1 million is required to complete
renovations. Funding will arise through various programs and donations outlined in this study.

2.2. Scope of Work and Methodology
To meet the objectives of this study, the consultants have carried out the following work elements:












Reviewed and analyzed background material provided to us
Completed independent data research, review and analysis
Conducted SWOT and PESTLE analysis (Appendices A and B)
Met with the Society's committee and discussed ideas and options, to identify fixed
assumptions and others that were variable and thus subject to testing in the external
interview process
Conducted an online Public Survey answered by 131 persons to receive input that influenced
the directions of this study (Please see Appendix C for survey results)
Conducted an online Survey of Tourism Industry Professionals, answered by thirteen
respondents, and also interviewed nine people to receive input that influences the tourism
industry (Please see Appendix D for details)
Analyzed contextual data regarding the overall museum's marketplace in Canada and NWT
Analyzed similar history and heritage museums in other communities, cities, provinces and
territories (These analyses are set out in Chapter 4)
Assessed the capacity of the Society to implement the project by analyzing:
o Financial results and trends over the last five years
o Attendance at the events and programs
o Staffing
o Community engagement
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3. Description of the Centre and its Concept
3.1. Concept
The Yellowknife Historical Society’s Museum and Interpretation Centre (the Centre) is a community‐
driven project that aims to preserve Yellowknife’s rich history and showcase the vibrant cultural
diversity of the area.
Lead by the Yellowknife Historical Society, a unique, community‐based organization. The Centre will
spotlight the mining history of the area and its strong importance in contributing to what the city is
today.
Located in the original Giant Mine Recreation Hall building, an important gold era mining site, the
Centre is in a key location to fulfill its objectives and purpose. The Centre is the Society’s sole project.
As such, it has a mission of “preserving and promoting awareness of local community history for
residents and visitors.” Its vision statement is: “There is a community‐driven and thriving museum with
a focus on Yellowknife’s community history that engages residents and visitors by providing learning
opportunities for all.”
The Centre will accommodate an exhibit hall, restaurant, gift shop, and archives/library. It will also
include outdoor displays utilizing vintage machinery and vehicles from the mining and transportation
sector, and historic structures.
The Centre, with its museum/interpretation space and capacities, could offer a large number of
exhibits and activities. Some of the more likely attended activities include (top 6 selections in the public
survey):







Permanent historical exhibits (70%)
Geology walks or tours (59%)
Temporary or rotating exhibits (55%)
Celebrations of local and historical events in the area (49%)
School programs (44%)
Lecture series on local history (44%)

The Centre benefits from tremendous community support: 100% of public respondents and 100% of
industry representatives surveyed indicated this infrastructure would be good for the city.
For now, during the planning and preparation (including renovations), volunteers handle most of the
Centre’s work. In its operation stage, employees will run the Centre. Hiring staff for guided tours,
interpretation and cultural animation of the site is necessary.
Feasibility Study and Business Case
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3.2. Location and Site Design
In 2000, the Society began looking for a suitable location to display mining materials in the Yellowknife
area. It became apparent that the Giant Mine region would be a well‐suited site for an interpretive
centre as it is situated just outside the City of Yellowknife, along the Ingraham Trail and on the scenic
shores of Back Bay. The Society chose the Recreation Hall building (Rec Hall) at Giant Mine, ownership
of which was transferred to them by the former Giant Mine Manager. The Rec Hall was the community
centre for the Giant Mine Townsite during the height of mine operations in the 1950s‐1970s and
historically included a theatre and dance hall, billiard table room, library, post office, and snack bar.
Selection of the Rec Hall as the museum and interpretive centre site materialized for several reasons:






The building was in very good condition and would provide the necessary square metres
required for an interpretive centre.
The building has significant historical value.
The overall area has plenty of room for parking and outdoor equipment displays. There is also
space to display other historical buildings and equipment from other parts of Yellowknife.
Located next to the City’s public boat launch, the Cruising Club facilities, and the old Giant Mine
townsite, the site makes an ideal destination for tourists and residents alike.
The area is scenic and borders Baker Creek, which is now a spring spawning run for Arctic
Graylings and other species.

Please see Appendix E and F for a site plan and location map, and Appendix G for design sheets.
The City holds the land for Head Lease No. 17889 (the former Giant Mine Town Site) in which “Area A”
sits. In August 2005, Yellowknife City Council passed a motion that the City of Yellowknife (the City)
would enter into a lease agreement with the Society, and developed a draft sub‐lease for the
Recreation Hall area land known as “Area A.” Signed on October 14, 2010, the Society renews this
lease every three years.
The large building (Rec Hall), fully renovated before its opening, will provide ample meterage for:




a large exhibit room (main museum and interpretation space)
a gift shop
and a restaurant with a kitchen

In addition to those public spaces, there will be a large area dedicated to storing the Society’s 6000
artifacts, public washrooms, and office space. Complete with abundant parking and a loading dock, the
Centre will be equipped with state‐of‐the‐art technology such as solar panels to reduce electricity
costs.
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The gift shop could offer many souvenirs and local arts and crafts to visitors ranging from postcards
and pins to one of a kind sculptures or artworks. These items, mostly locally sourced, would not only
provide mementos for the visitors but would boost local employment and economy.
Finally, a restaurant, fully furnished and equipped, will be outfitted in the space. The restaurant will be
run by an external company such as a local restauranteur or caterer or leased to an individual willing to
run it according to the Society’s guidelines, requirements and specifications.
As covered in Chapters 7 and 8, remediation work, commencing in 2020, is required to make the land
adequate for use. When completed, an exterior display of equipment and machinery will be available
to visitors. These displays will be a great addition to understanding better, mining accomplishments in
historical Yellowknife.

3.3. Getting to the Site
The Centre is located just outside the City at the Giant Mine Site, along the former Ingraham Trail (4 km
drive from city hall, going north, see maps in Appendix F). The Society anticipates that individual
visitors will be able to drive, bike, walk or take a shuttle to the site depending on the season. The
scenic summer months are ideal for biking, walking and hiking to the picturesque Centre grounds. A
summer increase of visitors arriving in Yellowknife by vehicle offers the opportunity to promote a
landmark detour to their drive.
Tour operators such as Aurora Village, transport their guests around the city by van. The Society will
work with tour operators to offer the Centre as an important focus of their tours.

3.4. Organizational Analysis of the Society
When announced in late 1999 that Yellowknife’s Giant Mine would be closing after fifty years of
continuous operation, a small but dedicated group of Yellowknifers got together to determine a means
of saving the mine’s history.
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In February 2000, they formed an ad hoc group called the Giant Mine Heritage Working Group in
collaboration with Spirit YK, a long‐standing heritage advocate group in Yellowknife. The objective was
to save a range of historical mining artifacts, equipment and documents before they became lost or
destroyed. In 2002, the group registered as the NWT Mining Heritage Society, and in 2017, the Society
was renamed the Yellowknife Historical Society and broadened its mandate to preserve and promote
all aspects of the local community history
The Society has registered charity status, granting them tax‐exempt status, and allowing them to
provide donors with a tax receipt. The Society has a paid coordinator and a volunteer Board of
Directors that meet regularly. The Society has a corporate membership base through which it obtains
funding and support for its projects. It also applies to government grants, subsidies and other funding.
Over the last 12 years, the Society has successfully undertaken the following projects:








Production of heritage‐themed merchandise
Collection of, and inventorying artifacts and mining equipment
Developing interpretive outdoor and indoor displays
Production of heritage books
Promotion of earth sciences
Organization of annual event “The Beer Barge” one of Yellowknife’s most popular flagship
events for residents
Renovation to the structure of Giant Mine Recreation Hall, the future home of the Centre

The Beer Barge annual event has a stable attendance level, income and net margin.

Table 1. Beer Barge profitability and attendance 2014‐2019.
2019*
2018
2017
2016
Attendance 291
374
354
373
Revenue
$26,997.36 $36,548.73 $33,637.30 $34,261.55
Expenses
$17,385.88 $18,091.97 $15,699.52 $17,244.48
Net income $9,611.48 $18,456.76 $17,937.78 $17,017.07
Net Margin 36%
50%
53%
50%

2015
414
$38,204.85
$16,282.69
$21,922.16
57%

2014
276
$30,398.40
$11,742.50
$18,655.90
61%

Note: 2019, the weather conditions were not favourable to the event.

Over the last five years, the financial position of the Society has been sustainable, and the operating
results are in accordance with Canadian accounting standards for not‐for‐profit organizations, as
reflected by the yearly financial audits performed by an external auditor.
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Table 2. The Society’s financial statements 2014‐2018.
2018
2017
2016
Revenue
$134,987.00 $122,140.00 $162,377.00
Expenses
$145,821.00 $103,729.00 $127,042.00
Net income
‐$10,834.00 $18,411.00 $35,335.00
Net Margin
‐8%
15%
22%

2015
$163,705.00
$133,222.00
$30,483.00
19%

2014
$135,608.00
$110,952.00
$24,656.00
18%

Note: 2018, the impact of the Beer Barge event.

It is important to note that during the last 11 years, the Society has already spent over $820,937.21 on
the Rec Hall Constructions and Site/Outdoor Display Improvements. Various sources of governmental
funding covered most of the expenses.
Table 3. The Society’s financial breakdown of GNWT funding 2008‐2019.
GNWT
Year‐end March
Rec Hall
Government
31
Construction
Income
2008
$94,032.00
$145,621.96
2009
$39,475.00
$7,470.00
2010
$20,000.00
$1,031.47
2011
$73,149.53
$64,614.14
2012
$75,000.00
$0.00
2013
$90,000.00
$118,398.16
2014
$95,000.00
$48,763.56
2015
$115,000.00
$52,445.56
2016
$110,000.00
$61,425.50
2017
$75,000.00
$42,912.33
2018
$59,000.00
$61,673.86
2019
$94,000.00
$144,553.35
$939,656.53
$748,909.89

Site / Outdoor
display
Improvements
$925.40
$19,475.00
$954.99
$3,812.52
$16,587.71
$202.58
$9,434.62
$15,065.30
$4,629.10
$286.65
$0.00
$653.45
$72,027.32

We conclude, based on this information, that the Society and its Board of Directors, alongside
members and volunteers, showed strong management, organizational and financial skills, and the
abilities, qualities, and skills to manage and run the Centre.

Feasibility Study and Business Case

P a g e | 12

Yellowknife Historical Society Museum and Interpretation Center

4. Contextual, Comparable and Market Analysis
This Chapter provides benchmarks to help guide the attendance, operating revenue, and expense
projections for the Centre, and to help inform the recommendations and assumptions set out in
subsequent chapters of this report.
Considerations regarding available data and potential implications to the Centre:
•
•
•

The overall museums' marketplace in Canada, including comparisons of history museums to
other museum types
The experience of other community/city and regional museums
Analysis of potential target markets for Yellowknife

4.1. The Museum Marketplace
Yellowknife currently has the Prince of Wales Northern Heritage Centre, where they reflect on the
story of NWT. It houses the Government of the Northwest Territories’ museum and archives. Among
their services we can find:
•
•
•

Education & Public Programming: educational programs for the classroom and the public at
large
Exhibits that interpret the human and natural history of the Northwest Territories as well as
other topics
Support to individuals and organizations actively involved in arts, culture and heritage activities

The Prince of Wales Northern Heritage Centre has rental spaces, and a reputed Museum Restaurant
run by a local and noted chef.
The Society’s Centre will be a wonderful tourist attraction for the city of Yellowknife natives and
tourists. When completed, the Centre will:
•
•
•
•
•

Be a vibrant, one of a kind, tourist attraction for Yellowknife and the entire Northwest
Territories
Become a focal point for the heritage and culture in the region
Contribute to opportunities for other spin‐off businesses associated with the adjacent lake and
boating facilities
Offer increased business prospects for local artists and artisans
Boost NWT tourism by attracting a new market of geo‐tourists

It is important to understand attendance and financial data for multiple museum types to help
establish realistic operational expectations for the Centre. Both Canadian and NWT data follow.
Feasibility Study and Business Case
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4.1.1.

Canadian Museums Marketplace:

Data and implications considered for the Centre come from available information emerging from the
Statistics Canada Heritage Survey and the latest Arts and Heritage Access and Availability Survey.
Heritage Survey
Statistics Canada conducts periodic “Heritage Surveys,” which include all types of museum‐related
institutions, including history. The latest available survey, released in 2017 with 2015 data, highlights
where operating funds originate for not‐for‐profit heritage institutions in Canada.
The results from this sample survey are extrapolated to provide national and provincial/territorial
estimates from approximately 2700 not‐for‐profit heritage institutions across the country. The 2017
survey captured data from 1820 heritage institutions and sites, which is approximately 68% of the
entire not‐for‐profit heritage sector (including 91% of those with operating budgets of $1 million or
more). The wealth of data received from the latest survey allows all levels of governments, associations
and stakeholders to obtain a broader and more detailed understanding of the heritage sector. 1
Revenue and Expenditures
Not‐for‐profit heritage institutions in Canada generated over $2.5 billion in revenue in 2015, an
approximate 23% increase over 2011. When breaking down the data by types of heritage institutions,
museums generated most of the revenue in the sector, contributing over $1.1 billion (44%) in 2015.
Table 4. National revenue and expenditure profile of not‐for‐profit heritage institutions, by institution
types, Canada, 2015.
2011
Unearned revenues:
‐ Government funding
‐ Donation private sector
‐ Interest and investments
Earned revenues:
‐ Sales of goods and services*
‐ Admission fees
‐ Fundraising

2015

$
$1.4B
$1.1B

%
68%
53%

$665M

3200%

$
$1.6B
$1.3B
$320M
$36M
$918M
$285M
$242M
$136M

Increase
%
64%
50%
13%
1%
36%
11%
10%
5%

%
15%
15%

38%

93%

* over‐the‐counter sales in gift shops, cafeterias, and other outlets

1

Government of Canada Survey of Heritage Instutitions: 2017, page 2 (https://www.canada.ca/en/canadian‐heritage/corporate/publications/general‐
publications/about‐survey‐heritage‐institutions/2017‐report.html#a1)
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The 2015 Heritage Survey data indicate an average of approximately 36% from earned sources, 13%
from contributed/private, and 50% from government sources. Fundraising has experienced the largest
growth of all earned revenue, increasing nearly 93% since 2011, demonstrating the persistent efforts
that not‐for‐profit heritage institutions have made to generate new capital.
Overall, the heritage sector operating costs in 2015 reached $2.4 billion, an increase of $424 million
(22%) from 2011. Compensation and wages generally represent the bulk of the sector's costs, totalling
over $992 million or 41% of all expenditures. The data on compensation and wages do not include
services rendered by volunteers. The next three major expenses for heritage institutions overall are
other operating expenditures (19%), occupancy costs (11%), and amortization of capital assets (9%).
The heritage sector posted a revenue over the expenditure of 5.3% in 2015, which increased slightly
from 4.5% in 2011.2
Attendance and Membership
Attendance figures for all types of heritage institutions have been steadily increasing over the last five
years, reaching a record 75.3 million physical visits in 2015, up 34% from 2011. Museums received the
bulk of those visits, topping 31.5 million, followed by historical sites with 15.4 million.
Memberships to all heritage institutions rose above 1.8 million in 2015, an increase of approximately
14% over 2011. An indication that approximately 5% of the Canadian population was a member of a
heritage institution in 2015 (Note: Statistics Canada data indicates that the population of Canada was
35.8 million in 2015. CANSIM, table 051‐0001). Museums had the highest subscription of members,
totalling 681,483 (up 15% in the last five years).
Education is a major function of all heritage institutions, who provide visitors with an opportunity to
see and learn new things while shaping and encouraging younger generations within their
communities. School boards across the country realize this potential, so it is not surprising that
organized trips to these institutions have been increasing over the last few years. In 2015, the number
of school groups visiting heritage institutions reached 133,941 (approximately 6.7 million visits by
students), an overall increase of nearly 16% from 2011. Museums and heritage centres held first place
among the three most frequently visited types of institutions (59%), followed by art galleries (20%) and
historic sites (10%).

2

Government of Canada Survey of Heritage Instutitions: 2017, page 3 (https://www.canada.ca/en/canadian‐heritage/corporate/publications/general‐
publications/about‐survey‐heritage‐institutions/2017‐report.html#a1)
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Revenue and Industry Characteristics Profile of Not‐for‐Profit Museums in the Territories3
While we do not have separate data for the NWT, the combined data for the three Territories was used
to give us a better understanding of the museum market and its trends.

3

Yukon, Northwest Territories and Nunavut
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Table 5. Revenue and expenditure profile of not‐for‐profit museums in the Territories4, 20155.
Unearned revenues:
Federal government
Territorial government
Local government
Donations tax receipted
Donations non‐tax receipted
Donations from other charities
Interest/investment
Earned revenues:
Gross income from the rental of facilities
Membership fees
Admission fees
Public programs fees
Fundraising
Sales of goods and services
Other earned revenue
Total revenues
Expenditure:
Advertising and promotion
Travel and vehicle
Interest and bank charges
Office supplies and expenses
Occupancy costs
Professional consulting fees
Training for staff and volunteers
All compensation wages and admin
FMV of Donated goods to charitable activities
The total cost of all purchased supplies
Amortization of capital assets
Research grants and scholarships
Other operating expenditures
Profit margin (%)

$18,541
$1,977
$15,969
$475
$108
$10
$0
$2
$2,770
$65
$33
$707
$79
$271
$679
$936
$21,311
$21,102
$130
$518
$108
$629
$686
$1,073
$26
$8,674
$0
$642
$202
$0
$8,414
1.00%

87%
9%
75%
2%
1%
0%
0%
0%
13%
0%
0%
3%
0%
1%
3%
4%
100%
100%
1%
2%
1%
3%
3%
5%
0%
41%
0%
3%
1%
0%
40%

Note: All figures are in thousands of dollars

4

Territories include: Yukon, Northwest Territories and Nunavut.

Notes: Due to rounding, some components may not add to total. The data provided in this report are considered preliminary and could be subject to slight revision.
5

Source: Government of Canada Survey of Heritage Instutitions: 2017, page 14 (https://www.canada.ca/en/canadian‐
heritage/corporate/publications/general‐publications/about‐survey‐heritage‐institutions/2017‐report.html#a1)
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In table 5, unearned revenue accounts for 86% and the majority 75% of unearned revenues in 2017
derive from Provincial Government funding. The earned revenue presents a small percentage (13%)
with the majority generated by Admission fees (3%) and Sales of goods and services (3%).
While these statistics confirm that the revenues can be very promising and encouraging for the Center,
they will require a certain level of operating support from government sources, primarily from the
Canadian Northern Economic Development Agency, Heritage Canada, and the Government of
Northwest Territories (GNWT).
Attendance of Museums in the Territories6
Table 6. Industry characteristics profile of not‐for‐profit museums in the Territories7, 20158.
Attendance
# of Visits
# of School groups
# of Members

371,634
367,671
574
3,389

Exhibitions
# of Permanent exhibitions
# of Exhibitions created
# of Exhibitions circulated

302
227
42
33

Graphs 1 and 2. Industry characteristics profile of not‐for‐profit museums in the Territories9, 201510.

Attendance
# of Members
1%

Exhibitions
# of Visits
# of School
groups
# of Members

# of Visits
99%

6

11%
14%
75%

# of Permanent
exhibitions
# of Exhibitions
created
# of Exhibitions
circulated

Yukon, Northwest Territories and Nunavut

7

Territories include: Yukon, Northwest Territories and Nunavut.

Notes: Due to rounding, some components may not add to total. The data provided in this report are considered preliminary and could be subject to slight revision.
8

Source: Government of Canada Survey of Heritage Instutitions: 2017, page 15 (https://www.canada.ca/en/canadian‐
heritage/corporate/publications/general‐publications/about‐survey‐heritage‐institutions/2017‐report.html#a1)
9

Territories include: Yukon, Northwest Territories and Nunavut.

Notes: Due to rounding, some components may not add to total. The data provided in this report are considered preliminary and could be subject to slight revision.
10

Source: Government of Canada Survey of Heritage Instutitions: 2017, page 15 (https://www.canada.ca/en/canadian‐
heritage/corporate/publications/general‐publications/about‐survey‐heritage‐institutions/2017‐report.html#a1)
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Roughly 50% of heritage institutions charged admission fees in 2015, which has been the status quo for
the sector over the years. The average admission fee for an adult in 2015 was $9.91, an increase of
approximately $2.31 from 2011 when the average fee was $7.6011.
The Centre would offer general admission at $5 to all visitors, a realistic charge in the regional
marketplace, as supported by the data.
Arts and Heritage Access and Availability Survey 2016‐2017
Overall, the survey findings reveal that there is robust public engagement with arts and culture in
Canada. Self‐reported attendance and participation rates are relatively high, and public opinion about
the value of arts and culture and the need for government support remains positive, and in some
cases, even stronger than in 2012.
As with arts and culture attendance, Canadians report widespread attendance at heritage institutions.
In the past year, eight in ten (80%) have visited a heritage institution or historic site. Moreover, four in
ten (42%) have visited a museum or heritage institution website in the past year, mostly to prepare for
or in addition to a physical visit, rather than replacing a visit (the latter of which is reported by 12
percent of Canadians).
Overall heritage attendance varies primarily by age and socioeconomic status (education and income
level):







The proportion of visitors to these sites in the past year is similar among youth (87%) and
Canadians aged 25‐49 (86%) and then declines from the age of 50 onwards (77% among 50‐54‐
year olds and 68% of those aged 65+).
Overall, heritage attendance increases with the level of education, from two‐thirds (66%) of
those without a post‐secondary education to nine in ten (91%) with a university degree. A
similar pattern exists by income, from two‐thirds (65%) with household incomes under $40,000
to nine in ten (90%) with household incomes of $100,000 or more.
Overall attendance is also higher among foreign‐born Canadians (84%, vs. 79% born in Canada).
Overall attendance is lower among Indigenous people (64%, vs. 81% of non‐Indigenous
Canadians).

11

Government of Canada Survey of Heritage Instutitions: 2017, page 2‐3 (https://www.canada.ca/en/canadian‐heritage/corporate/publications/general‐
publications/about‐survey‐heritage‐institutions/2017‐report.html#a1)
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Canadians hold positive views about the role and value of heritage institutions in Canada. There is
strong agreement that museums are a trusted source of history and heritage information. Opinions are
more modest (but still positive overall) that museum visits increase feelings of attachment to Canada
and that arts and heritage experiences help them feel part of their local community.
The most popular types of locations to visit were historic buildings or sites (60%), museums or science
centres (56%).
Graph 3. Arts and Heritage Access and Availability Survey 2016‐2017.

Additionally;



42% of Canadians think that heritage centres and museums contribute to their quality of life.
31% of Canadians report some sense of personal involvement in the history museum by
donating money, goods or services.
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4.1.2. Benchmarks from Other Canadian Community and Regional Museums:
The following table offers available benchmark data regarding ten historical museums. While choosing
the museums for the comparative benchmark analysis, we kept in mind that these museums have to
be similar to the Centre. We conducted analysis based on main factors for the museum’s operation and
success, such as:







The mandate, vision and mission
Hours of operations
Site
Services
Events & Activities
Admission fees & memberships

Upon completing the analysis, we went even further and asked the museums what their day to day
challenges and success factors were.
Among the data and potential implications for the Centre, our team would like to highlight the
following points:






Mandate and Funding:
All ten selected museums have a community/city mandate and receive all local funding from
the local governments and municipality in which they reside.
Hours of operations:
Five museums have chosen different hours of operations according to the time of the year and
only the Pioneer Museum, in Stony Plain, Alberta has the same hours of operations throughout
the year. Museums follow the touristic flow and have normal hours of operation over the
summer, with some reducing hours during the winter, while four of them close completely.
Site Structure and Services.

Table 7. Site structure comparative analysis based on the benchmark of ten similar museums.
One exhibition hall
2
Several exhibition halls
8
Gift Shop
5
Cafe, Restaurant or Tea Room
5
Rentals for meetings, weddings and other events
4
Theatre
2
Outside area:
Playground
1
Exhibit yard of machinery
1
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In Table 7, 80% have more than one exhibition hall, 50% have restaurants and gift shops, and 40% have
rentals for meetings, weddings and other events.








Event & Activities
All ten museums exhibit an impressive variety of events and activities outlined in their very
well‐structured calendars designed to entice residents and tourists. Three museums host
festivals and an annual fundraising gala, to boost donations and market their museums. See
Chapters 5 and 6 for examples of potential events and activities that might fit the Centre and
contribute to increasing sales revenue.
Admission Charges and Memberships
Only the Hay River Museum has no admission fees. The rest of the museums have fixed
admission charges, differing according to the visitors’ age and membership level. All offer a
membership program, with packages awarding various benefits. (for example, 10% off in Gift
Store, advance notice of museum events and programs)
Sources of Operating Revenue
Variable, but these museums highlight that there are opportunities for a Centre to ensure both
earned and contributed income. Some operating funds will continue to be from government
sources.
Staffing and Volunteer Levels
Staff levels at all ten museums are relatively modest, but emphasize that once the Centre
opens, more staff and volunteers are needed.

Among the challenges, all museums agreed that the need for operational funding is the biggest. Grants
and sponsorship for capital projects are available but are unavailable for operational work. If an
operational grant is available, it is usually project‐based rather than ongoing, meaning that a source of
general revenue must be found to cover utilities, insurance, maintenance, wages, and other expenses.
Some of the museums are situated outside of town, as will be the Centre. A majority of tourists will use
tour‐operators as a means of transport, and most local families have at least one vehicle. Reaching the
Centre should not be an obstacle.
However, there are many young workers, mostly living and working in downtown Yellowknife, that do
not have or need a vehicle. For this potential group of visitors, the location of the Centre might be a
barrier. To overcome this challenge, the Centre can utilize the good practices of other museums.
Proven strategies include multiple advertisements in specialized magazines, working with other tourist
and cultural actors of the region, offering original souvenirs (by collaborating with local shops to offer
specific products related to local geology), using technology, and employing a specialist collaborator to
promote museums via networking technologies (advertising on Facebook, Instagram, and other social
media sites).

Feasibility Study and Business Case

P a g e | 22

Yellowknife Historical Society Museum and Interpretation Center

As for success factors, all museums mentioned management and staff:




The Board of Directors and members have to be all in agreement and ready to move forward
with operations and planning.
Core volunteers. They take part in almost all aspects of the Museum’s operations, from
maintenance to fundraising, long‐term planning, events, accessioning and programming.
Executive Director. There must be a clear understanding of the role and responsibility of the
board and individual board members with regards to the Executive Director. The Board and the
Executive Director must work together to avoid problems as well as create a cooperative and
supportive atmosphere.

The next common success factors are the theme and the subject of the museum (the offer). The public
is attracted to unique experiences that are entertaining while eliciting heightened emotions and
allowing for participation in new adventures.
See Appendix H. for additional information regarding these ten museums.

4.2. Target Markets for the Society’s Interpretive Centre in Yellowknife.
The Centre will appeal to a wide range of potential visitors, most notably tourists, residents and school
districts. Based on statistics from the GNWT Department of Industry, Tourism and Investment (ITI),
NWT Tourism, interviews, and survey results, the consultant team estimates that the audience for the
Centre will be 19% local, 65% tourist and 16% business visitors (bleisure).
4.2.1.

Visitors market:

Trends
This section considers available data and input from key stakeholders and relevant studies regarding
potential Yellowknife tourism markets. The following key data are from the documents provided by
NWT Tourism (“2019/2020 Marketing Plan”), GNWT, Department of Industry, Tourism and Investment
(“Tourism 2020: Opening our spectacular Home to the world”), interview process, and survey results.
The NWT tourism industry has tremendous potential, and there are many opportunities to grow it over
the next years:




Baby boomers with funds to travel are entering retirement and looking for new, unique places
to travel
Youth travel is expanding globally, and they are interested in active adventures
Growing Chinese market interested in the NWT
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Continuous efforts of GNWT to attract more residents to the NWT offer an opportunity to
grow the Visiting Friend and Relatives (VFR) market
Direct flights from Calgary, Edmonton, Ottawa, Vancouver, and Whitehorse to Yellowknife
support growth in VFR and the Canadian urban market
Strong and growing aurora tourism products: the number of licensed tourism operators in
Yellowknife has almost doubled since 2010 (36 in 2010 and 69 in 2018)12
Business travel supported by the newly established NWT Conference Bureau and driven by
exploration and mine development
The decreasing Canadian dollar and declining cost of fuel raise domestic travel and encourage
increased vehicle traffic from the US.
The growing trend for high‐end experiential travel as more wealthy travellers are willing to pay
for unique, authentic experiences.13

There have also been significant capital private sector investments to increase accommodations in
Yellowknife in response to growing demand during peak Aurora seasons. The regions are well‐
positioned to benefit from this trend, as some travellers, particularly from the Chinese market, have
expressed an interest in experiences outside of the capital city. Car rental companies in Yellowknife
and RV rental companies are experiencing increased demand for their fleets from the leisure tourism
market.
Market Profile
NWT visitors' market can be divided into seven categories based on travel motivation, origin, age and
other factors:








Aurora tourism market, with the major increase of Japanese and Chinese visitors to the
territory
General touring
Fishing
Outdoor adventure
Hunting
Visiting friends and relatives market (VFR)
Business travel14

12

NWT Tourism “2019/20 Marketing Plan”, page 16.

13

Tourism 2020, page 4.

14

Tourism 2020, page 25
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Table 8. Northwest Territories Visitation Statistics15.

Based on the most recent research data available, visitation to the Northwest Territories is at an all‐
time high. In the 2017/18 fiscal year (April 1 – March 31), 76,730 leisure travellers visited the NWT, an
increase of 4% over the previous year. The number of Aurora visitors continue to grow at a substantive
rate. In 2018, 34,900 visitors travelled to the NWT to see the Aurora, with most of them visiting the
Yellowknife area. Business travel increased by 3% from the previous year. Sportfishing numbers show
a decline of 7%, reflecting a drop in recreational fishing that is Canada wide.
The target market for the Centre will be:






Aurora viewing
General tourists
Outdoor adventure
Visiting friends and relatives (VFR)
Business travel (bleisure)

These five categories represent 96% of the leisure travellers in 2017‐2018 and have shown a constant
progression since 2013‐2014 (see table 8).

15

Tourism 2020, page 25
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The Business travel category is a new emerging industry trend. Travellers who combine business and
leisure, known as bleisure, are a growing segment. On average, 60% of business trips segue into
bleisure. (Countries studied were US, UK, China, Denmark, Germany). Bleisure travellers tend to extend
their domestic business trips into bleisure are most likely to be travelling for a conference. This market
holds potential for the NWT to grow as the Meeting Conferences and Incentive Travel activity
increases. Business travel represents 43% of visitor spending in 2017‐2018, more than Aurora viewing
tourists (28%).
Graph 4. Visitor’s Spend Percentage 2017‐201816.

While analyzing our potential visitor market, we identified targeted primary and secondary markets
inside these five categories. Markets are broken down into psychographic markets (attitudes, beliefs
and values) and geographic markets. This approach allows us to develop a thorough understanding of
these segments and to determine what markets are a match for the Centre.
The psychographic market’s segmentation system, known as the Explorer’s Quotient® (EQ), was
developed by Destination Canada (DC) in partnership with the Environics Research Group. The focus of
EQ is specific to the travel market. Instead of just breaking travellers into groups based on age, income,
gender, family status or education level, psychographics looks deeper at people’s social values and
views of the world.

16

NWT Tourism “Marketing Plan 2019/20”, page 15.
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Working with the EQ data, DC has established ten different categories that fit Canadian travellers.
These include Free Spirits, Cultural Explorers, Authentic Experiencers, No‐Hassle Travellers, Social
Samplers, Personal History Explorers, Rejuvenators, Gentle Explorer, Cultural History Buff, and Aspiring
Escapists17.
The geographic markets. NWT Tourism selects geographic markets based on many criteria. Including
the number of and total spending of visitors to the NWT. Other factors include an assessment of the
strength of a country’s economy, air capacity into Canada, currency exchange rates and visa/passport
requirements that may impact travel to Canada.
An initial assessment of international markets establishes on the markets where DC is active. These
include the United States, Mexico, Japan, China, South Korea, Germany, France, United Kingdom,
Australia and India.
Based on the above criteria, NWT has placed its geographic markets into the following primary,
secondary and emerging categories18.
Primary markets







Secondary markets
 Australia
 France

Canada
Japan
China
The United States
South Korea
Germany

Emerging markets (market to watch)
 Mexico

Cross‐referencing these two systems of market segmentation, we can describe the demographic and
psychographic profile of the visitor market for the Centre.
The travel values pattern is very important and needs to be considered while the staff of the Centre
develop their Marketing and Communication Strategy. These six consumer profiles represent those
who are interested in culture and history and will certainly include a visit to the Centre in their list of
things‐to‐do while in Yellowknife. Moreover, these six profiles are also marketed by NWT tourism in
their communication and sales strategy.

17

NWT Tourism, “Marketing Plan 2019/20”, page 22

18

NWT Tourism, “Marketing Plan 2019/20”, page 22
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Table 9. Northwest Territories, Tourism. Psychographic Markets19.
Profile
% of the market Age
Income
13% of the global 80% : 18‐54
Higher than
Free Spirits
20%: 55+
market
average

Travel values
Checklist samplers

Cultural
Explorers

12% of the global
market

71%: 18‐54
30%: 55+

Average

Living history, culture
and nature

Authentic
Experiences

9% of the global
market

47%: 18‐54
53%: 55+

Higher than
average

Living history and culture

Gentle
Explorer
Cultural
History
Buffs

25% of the
Canadian market
16% of the Japan
market
16% of the South
Korean market
20% of the China
market

58%: 18‐54
42%: 55+
57%: 18‐54
43%: 55+

Average

Historical travel and sampling
a variety of activities
Nature, historical travel and
cultural immersion

70%: 18‐54
29%: 55+

Above average

Aspiring
Escapist

Slightly higher
than average

like to show off their travel
experiences to their friends,
like to try a variety of
experiences

4.2.2. Local Market:
Resident Markets
The resident market is important to all museums and related institutions for the following main
reasons:
•
•
•
•
•

19

The resident market is readily accessible and available on a year‐round basis.
Residents can be made aware of the museum and its exhibitions and programs more easily and
cost‐effectively than tourists.
Residents are most likely to be repeat visitors.
Residents are more likely to become volunteers, members and donors.
Residents often advise and accompany visiting friends and relatives to area attractions.

NWT Tourism, “Marketing Plan 2018/20”, Appendix B, page 45‐49.
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Public Survey conducted by our team reveals that:
•
•
•
•

100% of respondents believe that the Centre “is a good idea.”
81% think that “There is a need to showcase and learn about local history.”
63.57% believe that “It provides us with more activities to do around town.”
90% of respondents mention that they will support the Centre.

As for the location of the Site, residents think that “It would be nice to have a reason to get down
toward Giant mine and the docks – it’s a nice location, and a neat 'purpose' for a day trip.”
Table 10. How would you be willing to support this project? Public Survey answers choices.

The following table offers an overview of the Yellowknife population totals by age. The population of
the City of Yellowknife in 2018 was 21,136. The objective of all museums is to appeal to a wide range of
visitors segmented by age. Although generally not as old as for other types of museums, the clientele
for history museums skews older. History museums tend to draw more school groups and have more
success in attracting children, usually because historical museums often offer free admission to
children while charging adults.
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Table 11. Population Estimates as of July 1, 2018, by Age Group20.
Total
0‐4
5‐9
10 ‐ 14 15 ‐ 24
Yellowknife Region
21,136 1,475
1,328
1,318
2,739
Dettah
233
16
22
20
40
Yellowknife
20,607 1,454
1,303
1,288
2,674

25 ‐ 44
6,933
77
6,802

45 ‐ 59
4,816
29
4,674

60+
2,527
29
2,412

The median age of the City Yellowknife and Dettah as a whole is young, with 20% of the population
under age 14.
Table 12. Population Estimates as of July 1, 2018, by Sex21.
Community
Total
Males
Yellowknife Region
21,136
10,745
Dettah
233
120
Yellowknife
20,607
10,454

Females
10,391
113
10,153

Women account for 48 % of the population and generally are a more important market for culture
than men for the following main reasons:
•

•
•
•

Women tend to make decisions in a household regarding educational experiences for their
children. Therefore, the greater the perceived educational benefits of cultural opportunities, the
more likely they will be selected.
Women account for a large majority of teachers who usually make decisions regarding school
field trip destinations.
Women tend to make decisions regarding attractions to visit while on family vacations and
account for a large majority of bus tour passengers and trip planners.
Women are not only a more important market for culture but also for retail spending (gift shop).

School Markets
It is part of the mandate of all heritage institutions. They provide an opportunity to see and learn new
things and play a role in shaping and encouraging younger generations within their communities.
School boards across the country realize this potential, so it is not surprising that organized trips to
these institutions have been increasing over the last few years.

20

NWT Bureau of Statistics

21

NWT Bureau of Statistics
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The Center must offer programs directed toward the particular interests of the local school market for
the following main reasons:
•
•

Education is part of the mission and mandate of all museum‐related attractions. There need to
be opportunities to broaden and deepen participation from school groups.
Children brought to museums as part of a school field trip often convince their parents to take
them again.

The key determinants for schools to attend the Centre on field trips are a relationship to curriculum,
student enjoyment, proximity, cost, and the Centre’s ability to help meet standards of learning.
A point emphasized in an interview with the French School Board (CSFTNO) is that the history of the
area is also very much about science, geology and technology and requires reflection in the visitor
experience offered by the Center. Doing so is consistent with increasing the likelihood of field trips as
teachers are seeking multi‐disciplinary educational opportunities and experiences with limited
available funds.
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5. Business Model
The Society is fortunate to have many sources of revenue.

5.1.

Revenue from Admission and Sales

One major source of revenue for the Society would be admissions from visitors to view the Centre and
sales from the gift shop. With a planned general admission of $5, rebates for groups, tour operators,
families, the elderly and children, will result in an average admission of $3.50 per person. Members
would also be allowed to visit the Centre free throughout their membership year.
In calculating the potential number of visitors and undertaking projections for the first three years of
the Centre’s opening, we proceeded as follows:
We took the average visitor numbers of the last three years and deducted fishing and hunting
categories for the leisure visitors. These tourists are commonly coming to Yellowknife but generally
proceed right away to remote lodges and have little or no time to visit the city. Most of these visitors
arrive between Friday to Tuesday with the transfer to a fishing and hunting location taking place on the
day of arrival.
We based our numbers on an average of the last three years for the leisure and bleisure visitors as the
number of visitors increased by 38% and 20.63% respectively over this period. Most of the business
travels occur to Yellowknife. There are many reasons for that:
•
•
•

Airport location
Presence of mining company: meetings occur in Yellowknife, instead of their remote mines
There are many business meetings held outside of Yellowknife with environmental/land and
water/land use planning and wildlife boards

Based on this analysis, we assume that 75% of the travellers are going to Yellowknife22.
For the locals, in 2018, the population of the City was 21,136 and did not vary significantly over the last
three years. We consider that 35% of residents will be interested in visiting the museum regularly.
With a strong marketing strategy and proper communication, temporary & changing exhibits,
workshops, events and activities, we think it is achievable to have a constant flow of locals. In
wintertime, there are few outdoor activities for kids as it is too cold, so families are looking for
interesting indoor spaces to spend time together. In the summer, there are numerous activities to do

22
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with the kids, including a visit outdoors to the machinery equipment area and picknick tables. The open
deck and restaurant will also attract summer traffic.
Although the Arts and Heritage Access and Availability Survey 2016‐2017 reports that 80% of
Canadians visit a heritage institution or historic site each year, we have intentionally kept our potential
attendance forecasts low, providing a conservative estimate. Therefore, we estimate that only 50% of
leisure visitors, 25% of business visitors and 35% of locals will visit the Centre.
Table 13. Visitors Estimates for the first year of operation (based on Table 8, page 25).
Visitors to NWT
2015‐2016
2016‐2017
2017‐2018
Leisure
57900
68900
72400
business
30900
34900
35800
Visitors to Yellowknife
Leisure visitors to Yellowknife
Business travel to Yellowknife
Locals
Interested in visiting museum, first year of operations, realistic estimate
Leisure visitors to Yellowknife
Business travel to Yellowknife
Locals, including students
Total Interested to visit museum & gift shop, the first year of operations

Average
66400
33867
49800
25400
21136
24900
6350
7398
38648

To calculate the progression over the first three years of operations, we assume that the visitor
increase per year will be around 4%, the same as the average increase over the last five years, as
mentioned by the NWT Tourism statistics.
The Society also hopes that the gift shop will generate a certain amount of revenues for the Centre.
The items sold will be mostly locally sourced from businesses, craftsperson’s and artists and sold at a
50 to 100% markup. These items would range in price from postcards for $1 to one of a kind sculptures
for a few hundred dollars, for example.
We assume that the average gift shop basket will be $1.50 for tourist visitors and $0.75 for local
visitors.
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Table 14. Sales revenue (admission and gift shop) estimates for the first three years of operation.
Year 1
Year 2
Year 3
Vistors
38648
40194
41801
Average admission of $3.50
$135,267
$140,677
$146,304
Visitors increase, per year 4%
Visitors to gift shop (tourists)
31,250
32,500
33,800
Sales: $1.50 purchased per visitor
$46,875
$48,750
$50,700
Visitors to gift shop (locals)
7,398
7,694
8,002
Sales: $0.75 purchased per visitor
$5,549
$5,770
$6,001
Total revenue from admission and sales $187,690
$195,198
$203,006

5.2.

Sponsorships, Fundraising and Memberships (Corporate and
Individuals)

In operation for many years, the Society has acquired a good member and sponsor base. Overall,
donations and memberships have generated more than $55,000 over the last five years, an average of
$11,500 per year. Responses to the survey conducted in the community and with industry
professionals indicate an increase of donations and sponsorships once the Centre opens.
The Society has annual fundraising events that have brought in over $146,600 in the last five years, an
average of $29,321 per year. Those efforts, including the Beer Barge, a well‐known activity around
Yellowknife, will continue to bring in revenues for the Society and its Centre yearly. Once in operation,
the Society plans on organizing events and activities for the community. Although not a major source
of revenue, these activities would help increase traffic to the Centre and encourage resident revisits
and memberships. Those activities could include, as examples, a lecture series on local history or
provide access to the library of archives held by the Society.
The Society has two community foundations, the NWT Mining Heritage Centre Fund and the Walter
Gibbins Memorial Fund, having a combined value of 52 624$ at the end of 2018. However, a quick
analysis of these foundations, managed by the Yellowknife Community Foundation, reveals that the
potential revenue from them is very limited (net revenue ranging from ‐$2230 in 2018 to $2509 in
2016 and a yearly average at 508$) and would have little to no impact on the outcome of the project.
Our recommendation in regards to the foundations would be to keep working at increasing the value
of the funds, for example, through targeted fundraising efforts or reinvestments of profits. A strong
and well‐managed fund, with a considerable amount of revenues, could provide resources to the
society to meet the financial needs of more challenging years or to provide the community with special
activities and events.
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Table 15. Past financial statements analysis: donation, membership and fundraising23.
2014
2015
2016
2017
2018
Total
Donations
$1,332
$7,069
$6,039
$4,495
$5,970
$24,905
Membership $12,570 $5,755
$5,120
$6,340
$1,180
$30,965
Fundraising
$20,739 $26,060 $36,413 $33,678 $29,713 $146,603
Total
$34,641 $38,884 $47,572 $44,513 $36,863 $202,473

Average
$4,981
$6,193
$29,321
$40,495

To calculate the progression over the first three years of operations, we assume that:
•
•
•

donations increase approximately 5% each year
fundraising will increase by 5% per year
membership will grow approximately 5% annually as well

Table 16. Donation, membership and fundraising estimates for the first three years of operation.
Year 1
Year 2
Year 3
Donations
$5,000
$5,250
$5,513
Membership
$17,500
$18,375
$19,294
Fundraising
$30,000
$30,000
$30,000
There are several ways to streamline donations:
•
•
•
•

Endowment Fund
Project Donation: Donors who wish to support a specific Centre project
Monthly Direct Withdrawal: Donors who wish to donate to the Centre every month can be set
up with an automatic direct withdrawal from their account or their credit card
Annual Operational Donations. These donations go towards operating expenses, such as
utilities and insurance

We strongly recommend that once the Centre is open, the Society needs to have a very well outlined
and organized annual fundraising plan that will ensure the 5% annual progression.
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5.3.

Rentals

The restaurant and Centre rentals should also be a source of revenue for the Society. The plan would
be to lease the restaurant space to a local entrepreneur for a recurrent stable rental income. Leasing
the museum and restaurant spaces for special events and activities such as meetings, conferences,
weddings, birthday parties and other gatherings is another option.
Our research and evaluations have established rentals for the Restaurant space at $5,000 per month
with flexibility, ease of access, and the possibility of opening at regular schedules that are not affected
by the Centre’s opening hours. It also assumes that the Society would provide the renter with
authorization for acquiring a liquor licence. The rental rate derives from evaluating other restaurants
around the city and adjusting to the Centre’s reality. The restaurant lease also assumes a 3‐year
commitment with the first 1 to 3 months free to the operator of the restaurant, to help build a
customer base and to compensate for start‐up expenses. Our financial estimates have been built using
this model. The model allows the restaurant leaser to rent out their space for events and retain the
income, an attractive incentive for a stable operator. The advantage, the Society would not have to
carry out related administration, and the restaurant would serve to market the museum to the groups
renting the space.
Comparatively, if the individual or business has to operate only during the Centre’s opening hours and
cannot acquire a liquor licence, the amount of money the Society could collect through restaurant
operation would be impacted considerably, making it about $500 to $1,000 per month.
For the museum space rentals, our model is based on a simple four‐hour rental period (morning,
afternoon and evenings). Customers would then have the following possible rental periods:
Table 17. Projected operating schedules
period
hours
morning
8 am to 12 pm (noon)
afternoon
1 pm to 5 pm
Evening
6 pm to 10 pm
Full day
8 am to 10 pm or any other negotiated
period over a half‐day period

Feasibility Study and Business Case
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5.4. Government Grants and Subsidies
Finally, the Society will likely have access to a few government grants and subsidies for the Centre.
Over the last five years, the Society received $492,485 in grants, an average of $98,947 per year.
The Society's main source of funding is:
•

•

•

GNWT funding is through the ECE department under the culture and heritage division, the
$60,000 annual grant is from the Heritage Centres Operating Funding Contribution Program
and has been consistent for the last ten years.
GNWT’s ITI department funding: SEED and Community Tourism Infrastructure Contributions.
The Society has received between $25,00‐$50,000 over the last five years. However, this
funding has not been consistent.
The City of Yellowknife has funded the Society Beer Barge event between $3,000 and $5,000
annually over the last ten years.

Important to mention that there is some funding available through the Canadian Northern Economic
Development Agency (CanNor). However, several indications of funding to the Society resulted in
zero monies received.
Table 18. Past financial statements analysis: grants24.
2014
2015
2016
2017
Government grants
$96,535 $123,450 $113,500 $75,000
and subsidies

2018
$84,000

Total

Average

$492,485 $98,497

We can assume that GNWT’s ECE Programs will continue to contribute funding for the Society and the
Centre, with the potential for other government funding (CanNor / Heritage Canada and more), and we
project $75,000 of grants for each year of operations.
Other programs could greatly assist the Society with wage subsidies, including job creation grants or
summer employment grants such as Youth Canada works (which will provide up to $8 000 to hire a
student or recent graduate). Each one of those grants has its guidelines and limitations but could have
a tremendous impact on the overall success of the Centre. The Prince of Wales Northern Heritage
Centre (PWNHC) also has available grants for when the Centre opens.
See Chapter 9 for more information regarding potentially available funding for the Centre.
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5.5. Other Suggested Sources of Revenue
Other recommendations associated with revenue sources:
•
•

•

An annual fundraising event or gala as a regular revenue‐generating event.
Interactive donation boxes. The donation boxes should be designed by a volunteer to be
appropriately Centre‐themed and to respond mechanically to the donation of money. The
donation boxes should also express that the donations help the Centre to preserve and display
important collections.
Pay for photo opportunities will be introduced based on costume rental in partnership with
Ptarmigan Studio. Consumers show more resistance to paying admission charges than paying
for interesting photos. Since many people have camera phones, the revenue source is not for
the photos themselves but rather for the opportunity to rent historic‐looking or replica
costumes.

5.6. Total Revenue Projections
Table 19. Revenues estimates for the first three years of operation.
Revenue
Year 1
Year 2
Grants and subsidies
$83 000
$83 000
Revenue from admission and sales
$187 690
$195 198
Space rentals
$48 000
$63 250
Donations
$5 000
$5 250
Membership
$17 500
$18 375
Fundraising
$30 000
$31 500
Community Foundation
$0
$0
Total Revenues
$371 190
$396 573

Feasibility Study and Business Case

Year 3
$83 000
$203 006
$64 250
$5 513
$19 294
$33 075
$0
$408 137

P a g e | 38

Yellowknife Historical Society Museum and Interpretation Center

6. Operations
6.1. Management and Personnel Requirements
A few staffing requirements will be necessary to ensure the smooth running and delivery of services at
the Centre. Paid staff will ensure stability and be responsible for proper planning, coordinating
resources and facilitating visitor experiences. Enumerated here are the minimum staff requirements
for the Centre and the summary description of their roles and responsibilities.
Table 20: Projected operating schedules.
Summer Season
Winter Season
June to October
November to May
Monday to Friday
Monday to Friday
10 am to 7 pm
12 (noon) to 6 pm
Saturday and Sunday
Saturday and Sunday
12 (noon) to 6 pm
12 (noon) to 5 pm

6.1.1. Full‐Time Year‐Round:
Executive Director (permanent, full‐time employee)
•
•
•
•
•
•
•
•
•
•
•

Day to day management of resources (finances, employees and volunteers, spaces, materials
and equipment)
Planning and coordinating of activities, including regular programming and special activities
Community partnerships and collaborations, including school groups and other community
groups
Contract negotiations and agreements with suppliers, tour operators and other local
businesses, including the restaurant lease
Planning and ordering of supplies and goods sold in the Gift shop
Overall planning, hiring and supervision of staff
Grants and subsidies applications and pertaining reports
Planning and curating of rotating exhibits and other community activities
Overall planning and execution of marketing, advertising and strategic partnerships
Overall planning and execution of communications efforts including, but not limited to, the web
site, social media and newsletter
Short‐term rental spaces management and agreements
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Museum Staff (part‐time or seasonal employment, depending on the demand and traffic)
•
•
•
•
•
•

Greeting and accompanying visitors, providing guidance and interpretation upon request
Give guided tours for groups and individuals
Attend to the Gift shop (sales, restocking when needed, and supervision and security of the
space and the goods sold, maintaining cleanliness and tidiness).
Aiding the Executive director with setting up rotating exhibits
Helping the Executive director with community activities when needed
Preparing rented spaces as required or cleaning them afterwards

6.1.2. Part‐Time Year‐Round:
Cleaning Staff
Hired external firm, or regular Centre employee
Cleaning carried out when Centre is closed to the public as to not interfere with the visitor experience.
•
•
•

All floors and other surface cleanings, including windows and mirrors
Bathroom cleaning
Emptying of garbage and recycling

Board of Directors
Although not a paid personnel position, volunteers on the Board of Directors are very important to the
organization. In addition to fulfilling the legal requirements for a not‐for‐profit or charitable
organization, the Board of Directors’ duties include:
•
•
•
•

Establishing policies and procedures and monitoring them
Oversight of the organization
Establishing vision and main objectives for the organization
Hiring and guidance of the Executive director

6.1.3. Volunteers:
Volunteers are a staple of many Canadian communities and Yellowknife is no different in that regard.
Many volunteers have contributed in the past, and they shall remain a key component and success
factor for the Centre. Volunteers will play an important role in curating the main and rotating exhibits
as well as facilitate the organization of community‐based activities and provide all necessary labour for
fundraising activities.
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6.2. Revenue Centres
6.2.1. Admissions:
One of the challenges that GNWT faces in developing a tourism experience regards the lack and limited
availability of tourism products, especially shorter day‐guided tourism activities, which is a niche
market that the Centre will be able to fulfill. Tourists would be able to spend between 1 to 1.5 hours at
the Centre during the afternoons to occupy their time and interests while waiting for the aurora
viewings in the evening.
To ensure the operational viability, the Centre will be charging admission fees. The national average is
$9.91. For this facility and this market, a recommended $5 will be acceptable for future visitors. This
ticketing structure is only for this study and is subject to modification by the Society.
Table 21. Recommended admission charges for self‐guided visits.
Adult (25‐64)
$5.00
Senior/Youth (13‐24)
$3.50
Child (3‐12)
$3.00
Family
$10
Non‐School Group (per person) $2.50
School Group (per person)
$2.00
Other recommendations/assumptions associated with admission charges are as follows:
•
•

School group visits that include special programming will be charged extra with the amount
varying depending on the specific program offered.
Admission will be described as a “full day pass” to encourage visitors to attend, then wander
the outside area, eat on the deck (over the summer) then return on the same day if they wish.

6.2.2. Gift Shop:
As described in Chapter 5, locally sourced and sold items, mostly from businesses, craftspeople and
artists, will have a markup of 50 to 150%. These items would range in price from postcards for $1 to
one of a kind sculptures for a few hundred dollars as examples.
During the opening process Tracy Therrien, former executive director of the Northern Frontier Visitors
Centre, expressed interest in helping the Centre’s management team to work at building the product
collection based on her experience.
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Recommendations:
•
•
•
•

The retail store will be accessible to persons who do not pay to enter the Centre.
The retail store is assumed to be managed by the Executive Director and the staff.
During non‐peak periods the admission staff will cover the retail store as well.
Given the small size of the retail space, the assumption is that the product line will focus on
high volume and high‐profit items.

6.2.3. Membership:
The Society already has a business membership program in place, with an established $500 Corporate
Membership fee. It will provide local companies with an opportunity to donate yearly. Funds raised
through memberships go to the operations and maintenance of the Society and the Centre. The
Society aims to have a minimum of twenty companies join this membership, which would provide the
Society with an annual revenue of $10,000.
We suggest developing an individual membership program. There are essentially two main motivations
for membership. The most common, particularly for the lower level membership categories such as
family, individual and student, is value for money spent in unlimited free admission, discounts on retail
purchases, programs and rentals. Second is a high regard for the Centre and what it represents or
attributes to local pride. These persons tend to become upper‐level members (for example, $500 to
$5,000 donors), in categories befitting titles such as patron, sustainer, benefactor, and are easier to
transition from one donor category to another. The Centre can also offer exclusive opportunities for
upper‐level members, which might range from rentals discounts (which is going to boost rentals
revenue) to private events.
While working on the opening, the management of the Centre and the Board of Directors need to
develop a pre‐opening plan for a “pioneer” membership, including membership recruitment activities,
benefits package and marketing initiatives.
6.2.4. Rentals:
Rental opportunities after hours is a very efficient use of the space and often helps to meet the desire
for unique spaces. The rental of museum spaces for functions and other events is the fastest‐growing
revenue centre for museums. Most new museums are being designed to maximize income from this
source. History museums are typically less popular, but it is an important revenue source for them too.
The Restaurant space can be modified and used for rentals purposes that would be available during the
day as well as evening hours, or otherwise as multi‐purpose space. See restaurant space rental in
Chapter 5 of this document for additional information.
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6.3. Sales Strategy
6.3.1. Event & Activities (Programing):
Links to PWNHC and collaborative programming with local cultural sites and School Boards will be
important. Building on a strong program, the following options could enhance existing offerings and
will not require a great deal of additional space or resource allocations.
•

•
•

•

•
•
•
•

Demonstrations facilitated by trained staff or volunteers. For example, guided tours, scientific
demonstrations about geology, mines or the mining industry, or the way prospectors and early
settlers lived in Yellowknife
Film series, including films and documentaries connected to the topics and themes interpreted
in the Centre, could be screened every month
Lecture series featuring presentations by historians, industry professionals, history experts,
artists and others on a range of topics relating to the Centre. Topics could coincide with special
or historical events, anniversaries or temporary exhibitions
Native language and culture workshops. Dene First Nations community representatives from
the area could lead programs for Native youth on craft‐making and aspects of their traditional
culture
Scavenger hunts in the museum or starting from the museum and extending out into the city
and other historical and cultural sites
Concerts from local musicians, readings from local authors or poets or plays put on by
community theatre groups
Performance art, for example, inviting groups to do performances or artistic activities related to
the themes of the city or the mines
Workshops on researching family history or your home by utilizing the resources of the Society
and its archives
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Here is the result of the public survey, responded by 131 persons. It describes the activities that locals
would like to see in the Centre.
Table 22. What type of activities would you like to see in and around the Centre? Public Survey answers
choices.

6.3.2. Exhibits Options:
In terms of collections, the Society maintains an inventory/catalogue of artifacts comprised of both the
permanent artifact collection and exhibit props, loanable props, archives, photographs, and outdoor
display machinery. The permanent 'artifact' collection (as of 2019) is the result of collecting efforts
since 2000, reflected in 179 collections representing over 1300 individual objects. The Society
maintains an inventory of 133 machinery or large auxiliary equipment items. The archives and
photographs have not yet been accurately quantified but include about 50 photograph collections
containing over 7300 physical images. The rock and mineral collections are not yet properly
catalogued.
6.3.3. Membership & Donation:
The Society already has a business membership program in place, with an established $500 Corporate
Membership fee. It will provide local companies with an opportunity to donate yearly. Funds raised
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through memberships go to the operations and maintenance of the Society and the Centre. The
Society aims to have a minimum of twenty companies join this membership, which would provide the
Society with an annual revenue of $10,000.
For donors and sponsors, the Society developed a system of classification and media recognition.
Donor Classification
•
•
•
•
•

Silver under $50,000
Gold $50,000 to $99,999
Platinum $100,000 to $199,999
Diamond $200,000 and over
Naming opportunities for building and exhibit spaces

Media Recognition. For Individuals /Corporations Donating
•
•
•

$5,000 ‐ $19,999: ¼ page recognition advertisement: one insertion Name Only
$20,000 ‐ $49,999: ½ page recognition advertisement: one insertion Name and Logo
(corporate)
$50,000 ‐ $99,999: Full page recognition advertisement: one insertion Name and Logo
(corporate)

Wall Recognition: All Major Donors Will Have Their Name Displayed on the Donor Wall
•
•
•
•
•

Plaques will stay on the Wall for a specific pre‐determined time
Donors over $5,000 for Five years
Donors over $20,000 for Seven years
Donors over $50,000 for Ten years
Title Sponsors Fifteen years

General Donor’s list (all donations under $5,000) posted annually. When a donor has reached a new
level of donation, a new plaque (with the new designation) will be put up.
6.3.4. Partnership:
A successful sales and marketing strategy for the Centre will include partnering with a wide variety of
businesses and organizations.
NWT Tourism
Being a member of NWT Tourism will give the Centre a discount on advertising. They will also promote
the Centre to tour planners.
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Local Tourism Operators (From survey answers)
•
•
•
•

60% of tour operators have agreed to become a partner of Yellowknife Historical Society
70% confirmed that they would be using and promoting the Centre
50% will be ready to donate, become a sponsor or corporate member
10% agreed to fund “once open we have [Operation and Maintenance] grants, also can help
with specialty services and exhibits.”

The Site is already used by four local tour operators to showcase the heritage and history of
Yellowknife:
•
•
•
•

Rosanna Strong Interpretation
Kyle Thomas' YK Online
Tracy Therrien’s Bucket List Tours
Margaret Peterson's My Backyard Tours

Over the winter, when the Great Slave Lake is frozen, some tour operators use the site as it gives easy
access to the aurora viewing area on the lake.
Aboriginal Groups
According to “Tourism 2020,” one of the GNWT priorities is to provide resources to develop
interpretive programs and displays showcasing Aboriginal culture and heritage in museums, visitor
centres, and parks. By including this kind of exhibit, the Society and the Centre can create new
partnerships.
School Boards
As mentioned in previous chapters, School Boards will be interested in the Centre for the students'
field trips. The Society foresees the Centre collaborating with the school systems to offer learning
resources on community history, and mining and geology, very similar to what the PWNHC offers but
on a smaller scale with less emphasis on 'on the land' programming.
Prince of Wales Northern Heritage Centre
Exhibition exchange, common projects and collaborative work on Heritage Day Events.
Giant Mine Remediation Project (GMRP)
There is an opportunity for mutual benefit for the GMRP and the Centre. The GMRP has a stated
objective to implement a legacy project, which could include a discussion/display of not only the
activities leading to the current remediation but also to showcase a world‐class remediation effort on
the site. Such a display would be a natural fit as an extension of the main museum display area.
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6.4. Marketing
Recounting Yellowknife history will be essential in building the identity of, and staying true to, the
concept of a heritage culture museum. Building on audience preferences, it will be necessary to
develop the story and language intended to reach the target markets. General marketing
recommendations are provided below for reaching key target markets.
•
•

•
•

•

•

Capitalize on the experience of visiting the museum or being involved with non‐profit and local
organizations. People care about positive and unique experiences.
Cultivate local pride. Residents and visitors alike have strong Yellowknife city pride and enjoy
feeling connected to the city. Engage them with local‐based programming, artists, films,
interactions, experiences, and storytelling.
Use social media and make your marketing quick and to the point.
Create exhibits that are technology‐based and aim for social initiatives. Technological
endeavours are more natural life occurrences to today's visitors, and they expect top‐notch
technology. They aren’t impressed by the basics.
Take audiences behind the scenes physically and virtually to show “how the cake is made.”
Visitors today are more interested in the process of say, making a cake, than buying a cake.
Make your content tell the full story to visitors, something that they feel like they’re gaining an
exclusive behind the scenes look.
Tap into their desire for “profitable purpose” by making it personal. People want to feel a
personal connection to the brands they’re supporting, so non‐profits need to connect and
engage with potentials donors through personal interactions, experiences, and storytelling.

Additional recommendations:
•
•

•
•

The marketing budget should be increased for the first year of operation to help boost
awareness and attendance levels.
The Museum will need professional assistance from a public relations professional or firm to
help define its identity associated with brand imaging, website, printed and online
communications, and future advertisements.
A web site and brochure should focus on showing people enjoying their experiences as much as
communicating the opportunities available to visitors.
The current web site needs to be redone to support ticket sales, tour reservations, and other
purchases.
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•

Since planning is done more than one year in advance (18 to 24 months according to many tour
operators), and because stability and consistency of service are of the utmost importance, it is
imperative that the Centre has a fully functional reservation and planning system. Staffing, the
gift shop’s inventory, and the restaurant’s offerings will rely on the number of tourists coming
to the Centre. A reservation system will quickly become the backbone of the Centre. The
system must be user‐friendly, dependable and reliable. Such a system should offer at‐a‐glance
visitor numbers for individuals and groups and their origins. Theses stats will quickly become
very important in the planning of the Center’s resources.

We also highly recommend digitalizing the biggest part of the artifacts. As statistics have shown, in
2015, online numbers have achieved 442,225 visitors in the Territories25. In comparison, in 2015, the
total number of physical visitors was 367,671.
Online access to museums is becoming increasingly utilized, as is exemplified by the latest survey data.
There were over 203 million online visits to all heritage institutions in 2015, a substantial increase of
52% from 2011 (approximately 134 million online visits). Museums have experienced the largest
growth of online visits, up 38.5 million (75%) since 201126.
Digitization of artifacts and collections is a method of preservation. It also helps to meet the demand
for digital access to artifacts. An online presence will allow the Centre and the Society to reach new
audiences and provide digital access to a vast trove of preserved records and artifacts.

6.5. Progress Reporting: Key Performance Indicators (KPIs)
Once the Centre is open, it will be very important to track the Key Performance Indicators. It will help
Management and the Board of Directors to:
•
•

Understand whether or not they are on track toward their stated objectives and to have a clear
picture of where they are.
Correct their course of action quickly and adapt to the changing conditions of the environment.
If the management of the Centre wants to succeed and achieve its mission, they need a way to
measure progress and adapt their actions accordingly. Once Management gathers relevant and
sufficient data, it is much easier to make positive decisions that are going to propel the Centre
in the right direction.

25

Northwest Territories, Yukon and Nunavut

26

Government of Canada Survey of Heritage Institutions: 2017, Page 4
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We advise the Board of Directors to use the following KPI’s once the Centre is open, to make sure that
they stay on track of their objectives.
6.5.1. Fundraising KPI’s:
•
•
•
•
•
•
•

Gift Secured
New donors acquisition growth rate
Donor retention rate
Donor reactivation rate
Donation Conversions by channel
Fundraising return on investment
Recurring gift percentage

These KPIs will be essential during the financial planning, budgeting and grant applications as it will
highlight the capacity of the Centre to secure non‐governmental sources of funding.
6.5.2. Marketing & Communication KPI’s:
They are very easy to gather once the Centre has a professional and well‐designed web site. Most of
the web platforms now offer integration with Social Media platforms and provide owners with modern
and high‐performance analytic tools.
•
•
•

Website page views
Email open and click rates
Landing page conversion rate (how many visitors to your donation page completed the
donation process)

6.5.3. Financial KPI’s:
•
•
•

Year‐over‐year growth
Operating surplus/deficit
Program efficiency
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7. Regulations and Environmental Issues
Although there doesn’t appear to be a specific set of rules or regulations for museums, many
guidelines or requirements exist. Some of these must be followed by the Society to gain access to
funding, for government grants or sponsorships, or from major companies or corporations. The Society
should keep that in mind in planning activities for the Centre.
Because the Centre is on territorial land, which is leased to the City of Yellowknife and in turn sub‐
leased to the Society, the organization must abide by a set of rules. The main one being a lease
renegotiation and renewal every three years so far. Not owning the land, challenges the Society’s long‐
term planning. Some statistical reporting could also be asked of them in the future for the use of the
land.
Sub‐leases have only been for a maximum of 3 years, which is also somewhat problematic for the
Society. Three years is too short for making long term planning possible. If the City decided not to
renew the lease with the Society, or if the Territorial government decided to end the lease with the
City, the whole project, and the organization that is the Society, would automatically be rendered
useless. These short‐term leases are a common form of land management through the City when
future planning for the area requires completion. The City has supported the Society in its vision, and
there is every reason to believe that a longer‐term leasing arrangement will be possible once the
adjacent remediation completes.
There is a major remediation process in progress for the land surrounding the Centre, which is
contaminated by arsenic from a historical gold mining operation and needs to be brought up to
residential standards. Although officials have assured the Society that the Centre would be untouched
by the process, the planning phase is not yet complete, and many elements remain to be confirmed.
Also, the cleanup process could affect the surrounding land and, as an example, change the course of a
small creek nearby. One of the creek bed’s planned paths could impact the Centre’s outdoor display
area. During and after the completion of the planning phase and its studies, uncertainty will remain.
Although not a regulation, a high degree of sensitivity must be maintained to ensure historical and
cultural accuracy and appropriate showcasing of cultural exhibits and artifacts. Between issues such as
cultural appropriation and the Truth and Reconciliation efforts regarding Canada’s Indigenous Peoples,
the Society must connect itself with the right persons and organizations to ensure the utmost respect
of customs, cultures, artifacts used in the exhibits, services, goods and activities proposed by the
Centre.
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8. Critical Risk Factors
The risks fall into four areas: legal, financial, organizational and reputational.

8.1. Legal: Remediation Efforts
One key component that poses a risk to the Society Centre is the remediation work being done by the
Federal Government on the Giant Mine Site, on which the Centre resides.
Although the Giant Mine Recreation Hall is named and labelled as “To remain for the historical
society,”27 there is a very high level of uncertainty as to the future of the remediation, and therefor the
Society (planning process not completed, air quality during work, the path of Baker Creek, access to the
site, and others). The remediation process is scheduled to start in 2020‐2021 and to last ten years, that
creates uncertainty, which is a major risk for the Society. The soil remediation is scheduled to conclude
in a shorter period, which aligns with the proposed timing for opening the Centre in approximatively
five years.
The proposed work, summarized in 26 measures in a Report of Environmental Assessment (REA) poses
a threat that could affect many aspects of the Centre, such as:
•

•

•

Public perception and health‐related fears of visitors to work in the area during the remediation
process. The work could affect participation and interest in the Centre for months and years
after completion.
The work will impact the overall attractiveness and appearance resulting in a decrease of
visitors. People could assume the Centre is closed because of the work or not be tempted to go
or stop in because of the land’s disarray.
Lack of access during remediation is another concern. Although the plan provides regular access
to the Centre, there may be a few days when the building is temporarily blocked, possibly
impacting planned tours or busy tourism days. The Centre’s stability, consistency and offerings,
and public perception (locals and tourists from away) could be affected, straining the
relationships the Society has with tour operators or other working groups. The long‐term effect
could result in decreased visitors.

27

(quote: figure 5.9‐2, Closure and Reclamation plan – Crown‐Indigenous Relations and Northern Affairs Canada & Government of
Northwest Territories, January 2019).
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•

The Remediation work will impact the Centre’s ability to present the outdoor exhibit resulting
in a decrease of interest, visibility and visitor experience. Although not a significant impact in
the short run, the Society may decide to lower admission prices as a result. The impact of which
would lower the Society’s revenues.

Here are two quotes from the Closure and Reclamation plan that provide a long‐term outlook as to
what the future of the building may be:
“The A Shaft area is located near the mouth of Baker Creek, where it drains into Yellowknife Bay. This
area includes a boat launch ramp and the Great Slave Cruising Club (GSSC). The remaining Site
structures in this area are a former diesel plant, electrical substation, sewage lift station, boiler house,
and the Yellowknife Historical Society (formerly the NWT Mining Historical Society) structures; former
exploration shop and former recreation hall.”28
“Two existing buildings —the former recreation hall and exploration shop— have been requested by the
Yellowknife Historical Society for preservation due to their historical value. The management of the
former recreation hall will be transferred to the Yellowknife Historical Society. Due to planned closure
activities in the area of the exploration shop, additional structural assessment is required, and CIRNAC
will continue to work with the Yellowknife Historical Society to enable this to the extent practicable.”29
Uncertainty also exists because the City of Yellowknife leases the land from the Territorial government
and in turn, sub‐leases it to the Society. The remediation processes force these authorities to provide
short term leases only (3 years at a time is the longest lease granted so far). Without a long‐term lease
and confirmation of space and land use, an organization cannot plan for the future. It also has potential
impacts on the funding an organization can receive from Heritage Canada’s Canada Cultural Spaces
Fund (CCSF) that has a firm requirement of a 10‐year lease.

28 Source: Closure and Reclamation plan – Crown‐Indigenous Relations and Northern Affairs Canada & Government of Northwest Territories,
January 2019 (pages 5‐247 and 5‐248)
29 Source:

Closure and Reclamation plan – Crown‐Indigenous Relations and Northern Affairs Canada & Government of Northwest
Territories, January 2019 (page 5‐267)
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8.2. Financial: Funding
Being operational and generating the necessary revenues to remain afloat is one thing, but the Society
needs to also come up with the necessary money for finalizing the building’s renovations, purchasing
proper equipment and materials, and ensure everything is ready before the doors open. Inconsistent
opening hours during the renovation will have a negative impact and does not help in attracting
customers or visitors and affects customer retention and repeat visits. Our understanding is that the
Society requires approximately one million dollars to achieve readiness.

8.3. Organizational: Management and Staffing
For an organization to survive and thrive, there needs to be stability and continuity. Many
organizations of the scope of the Society or with projects the size of the Centre’s, struggle to succeed
when only functioning with volunteers. Such a project needs to have permanent, full‐time staff, and
other part‐time or non‐permanent staff to ensure consistency. Chapter 6 of this document outlines the
necessities for Human resources.
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9. Capital Costs, Funding Sources and Implementation Critical
Path
This chapter sets out estimates based on the Society’s data for capital costs of the Centre. These
include costs associated with building renovations, interior design, opening, and operations. Included is
an outline of available federal and provincial funding sources that might be applied to capital and
operating costs as well as a critical implementation path from completion of the study through to the
assumed opening of the Centre.
Please note that all cost estimates are subject to change at this stage of planning, as 2024 is the
project’s intended completion date. Recognize that government funding programs are subject to
change and that the implementation schedule set out is variable as well.

9.1. Capital Cost Estimates
Once completed, the Centre and overall site will have several components, accomplished through
short and mid‐to‐long term goals.
The primary outputs of the project are the Interpretive Centre and Displays. These short‐term goals
have been further broken down into the following three phases:
•

•
•

Phase 1 (2018‐2023) Building Renovations: Exterior renovations to replace siding, install new
windows and doors, and remove hazardous material. Electrical wiring and lights on the interior.
Installation of insulation and mechanical servicing, including plumbing and water/septic tanks.
Source and install a boiler system.
Phase 2 (2021‐2023) Interior Design and Opening: Development of displays, graphics and
exhibit concepts.
Phase 3 (2022‐2023) Operations: Commence operations and programming, including stocking
the restaurant and gift shop, hiring staff, and developing programs and services offered by the
Centre.

9.1.1. Phase I – Building Renovation:
Renovations, commencing with the new roof in 2007, are required to repair and make it suitable for
use as a public space. Foundation repairs between 2010 and 2012, stabilized the structure. In 2018,
interior and exterior renovations began, and power arrived at the site through the local utility grid and
solar panel installation.
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The following is a summary of the past and proposed renovation work by the Society to the Recreation
Hall building.
Table 23. Renovation work.

Completed
Completed

Delayed

As of today, these goals have changed due to lack of funding in 2019, offsetting goals by at least one
year, depending on the future capital acquired.
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9.1.2. Phase II – Displays:
The development of indoor and outdoor displays will occur. The Society intends to make use of local
talents and incorporate their extensive inventory of paraphernalia into the displays.
The Centre will create displays showcasing:
•
•
•
•
•

Geology and minerals
Indigenous culture
Fur trade economy
Prospecting and mining
Early community settlement and growth

The Society will issue a call for proposals for the design and construction of interactive displays,
including software design, video production, static displays and participatory displays using mining
replicas.
The Project Coordinator and Project Manager will:
•
•
•

Evaluate submissions, negotiate and select a successful applicant
Manage display contract with each successful applicant
Coordinate timelines for project completion and ensure that successful applicants meet those
timelines

The Society is aiming to commence work on the display units by 2022.
9.1.3. Phase III – Operations:
Operations and programming of the short‐term goals
•
•
•
9.1.4.

Gift shop
Restaurant
Conference and Public Space
Summary of Capital Costs Estimates:

The preliminary capital cost estimates set out here were prepared by the Society in collaboration with
Paul Brothers NExtreme, GAP Electric, and Kastel Construction. Capital costs are estimated for phase
three of the centre implementation.
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Table 24. Projected Capital Costs.

Out of the original $1,300,000 required, the Society has already completed $170, 421 worth of work
for exterior sheeting, asbestos removal, new siding, new windows, and doors, which occurred in 2018
through to the spring of 2019. The rest of the project goal, $1,129,579, remain to be funded.

9.2. Funding Sources
While the Centre might have access to in‐kind services, additional funds will be needed, primarily from
government sources. The following sections outline capital funds sources and operating funds sources
for which the Society may apply.
9.2.1 Capital Funding Sources:
Canada Cultural Spaces Fund (previously called the Cultural Spaces Canada Program)
Funding body: Canadian Heritage
Purpose: The objectives of the Canada Cultural Spaces Fund (CCSF) are to contribute to improved
physical conditions for arts and heritage related to creation, presentation, preservation and exhibition,
and to increase and improve access for Canadians to performing arts, visual arts, media arts and to
museum collections and heritage displays through the construction and/or renovation of arts and
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heritage facilities. The CCSF also supports the acquisition of specialized equipment and the preparation
of feasibility studies for the construction and/or renovation of cultural spaces.
Eligibility: A not‐for‐profit arts and/or heritage organization operating professionally, governed by an
active Board of Directors, incorporated under Part II of the Canada Corporations Act or the
corresponding provincial or territorial legislation.
Amount of funding: The Program can finance up to 50% of eligible project expenses for construction
and/or renovation, specialized equipment purchases or feasibility studies for the construction and/or
renovation of cultural space. Please note that the CCSF is a highly competitive program, and the
demand exceeds available resources. Meeting eligibility requirements does not guarantee support. The
average approved contribution is 37% of the total project cost. Under exceptional circumstances, the
Program could consider an increased percentage of funding beyond 50%. Determined by the
Department of Canadian Heritage, exceptional circumstances may include projects occurring in rural or
remote areas or in underserved communities and groups, where the financial need is justified.
Application deadline: Applications are accepted at any time throughout the year.
9.2.2. Other Possible Funding Sources:
Most museums in Canada are non‐profits and weave together a wide array of funding sources to
achieve financial solvency from year to year. As mentioned in Chapter 4, Government of Canada Survey
of Heritage Institutions routinely compiles data on the Canadian museum sector and has identified four
main categories of museum funding: Government Support (50%), Private Donations (13%), Earned
Revenue (21%) and Fundraising activities (5%). In the Territories, we can identify only three categories:
Government Support (86%) and Earned Revenue (13%) with Fundraising activities (1%).
During our interviews with similar museums, we found that half of all institutions suffered moderate to
severe financial stress. Museum leaders are required to be creative and entrepreneurial to achieve
financial stability.
Steps to Funding a Museum
All museums fundraise. If you are starting a museum, you will need to raise funds. Museums bring in
an earned income equal to 30%‐50% of their total operating budget. The remaining 70%‐50% comes
from government funding (50%) and private donations (13%).


Fund‐Raising Leader:
Create a fundraising committee. The leader of the committee needs to be a well‐connected,
out‐going individual who can “make the ask.” If you don’t ask, you will not receive it.
 Research:
You already have donors and supporters, collect endorsements and build a database of
potential donors. Use Heritage Canada. They have data regarding the impact of museums on
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communities. Assemble the data into a simple 10‐15 pages document. So far, there is no
need to spend money on fundraising. You are doing your due diligence, proving that your
community needs a museum.
Plan:
Create a database of all of the potential funders, government agencies, individuals and real
estate developers. For new museums, politicians, real estate developers, wealthy individuals
and corporations are your best friends. Create a “game plan” of how and who will approach
the different potential donors.
Lead Gift:
Secure a lead gift from a credible source like a major corporation or an influent individual,
who is willing to help promote the project to other potential donors.
Shop the Lead Gift:
Use the lead gift, prepare the collateral materials and go out and speak to potential donors,
work from small to large. It will get easier to raise funds as the campaign progresses. Start
with the easiest that can be secured. Build the credibility of the project by securing
corporate support.
Be clear with corporate donors:
You want their support and funds but be upfront about what you will and will not do for the
funds. Often it is best to have guidelines at the start of the project, i.e. “corporate sponsors
will be recognized at the entrance of the Centre; Bronze level donors will be recognized in
24‐point font on the donor wall.”
Announcement and Donor Events:
Once you have reached 50% of the capital campaign, go public. The fundraising has
momentum and is moving forward. Create donor events. Make sure the donor events raise
money, plenty of donor events lose money, a golf tournament that costs $15,000 and raises
$10,000 is a waste of time. Often simple donor events are the best, “dads, daughters and

Feasibility Study and Business Case

P a g e | 59

Yellowknife Historical Society Museum and Interpretation Center





doughnuts,” “Meet the scientist,” also private dinners at a Board Member’s home can be
successful. Gala events can be great to announce the lead gift and the launch of the capital
campaign once funding reaches 50%.
Tiers of giving:
Establish tiers of giving, $10/$25/$50/$100/$500/$1000/$10,000/$100,000. Create a
“Donate Now” button on your website with levels starting at $10. Use your museum
members as a source of donations. When you apply for grants, the granting organization will
be interested in your member participation and the number of donors to the museum. Sell
sidewalk bricks for $200.
Donation Box:
Have a donation box at the entrance. You might not raise that much money, but it sends a
message that the institution requires donor money to operate.

9.3. Implementation of Critical Path
The purpose of this section is to outline a basic schedule of tasks to “ramp up” to the opening of the
Centre.
Table 25. Implementation schedule.
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10. Financial Projections
According to our analysis and evaluations, a realistic financial scenario is as follow:

10.1. Income Statement Projections
The following financial projections summarize the main revenues for the Centre as well as the main
minimal expenses.
Table 26. Financial projections for the first three years of operation.
Year 1
Year 2
Revenues
Grants and subsidies
$83 000
$83 000
Revenues from admissions and sales
$187 690
$195 198
Space rental
$48 000
$63 250
Sponsorships, donation, and fundraising
$35 000
$35 250
Community foundation
$0
$0
Memberships (corporate and individuals)
$17 500
$18 375
Total revenus
$371 190
$395 073
Expenses:
Wages, salaries and benefits
$105 000
$108 150
Professionnal fees
$28 500
$21 500
Building and site improvement or maintenance $5 000
$5 000
Communication, advertising and promotion
$18 000
$15 000
Operating expenses such as utilities
$24 000
$24 000
Merchandise for resale
$6 000
$3 500
Office and storage lease
$5 000
$5 000
Office supplies, printing and shipping
$6 000
$3 250
Insurance
$30 000
$30 000
Land sub lease
$625
$625
Fundraising and other events
$30 000
$30 000
Meetings and conferences
$4 500
$4 500
Travel expenses
$10 000
$12 000
Memberships and sponsorships
$1 500
$1 500
Total expenses
$274 125
$264 025
Net Revenues
$97 065
$131 048
Feasibility Study and Business Case

Year 3
$83 000
$203 006
$64 250
$35 513
$0
$19 294
$405 062
$111 395
$22 000
$5 000
$15 000
$24 000
$4 000
$5 000
$3 500
$30 000
$625
$30 000
$4 500
$12 000
$1 500
$268 520
$136 542
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10.2. Cash Flow Statement Projections
The current table depicts the cash flow analysis for the first three years of the Centre, including monthly projections for the first
year.
Table 27. Cashflow projections for the first three years of operations – monthly details for year 1.
January

Year 1
February
March
April
May
June
July
August
September October
November December Year 1 total
$0
$56 683
$51 981
$78 779
$86 828
$86 376
$69 675
$74 823
$77 221
$82 120
$81 768
$85 667
$0

Year 2
$97 065

Year 3
$229 113

$83 000
$187 690
$48 000
$52 500
$0
$371 190

$83 000
$196 198
$63 250
$53 625
$0
$396 073

$83 000
$203 006
$64 250
$54 707
$0
$404 963

$8 750
$1 000
$417
$1 000
$182
$417
$227
$2 500
$2 000
$0
$1 000
$0
$0
$250
$17 742

$105 000
$28 500
$5 000
$18 000
$6 000
$5 000
$6 000
$30 000
$24 000
$625
$30 000
$4 500
$10 000
$1 500
$274 125

$108 150
$21 500
$5 000
$15 000
$3 500
$5 000
$3 250
$30 000
$24 000
$625
$30 000
$4 500
$12 000
$1 500
$264 025

$111 395
$22 000
$5 000
$15 000
$4 000
$5 000
$3 500
$30 000
$24 000
$625
$30 000
$4 500
$12 000
$1 500
$268 520

$97 065

$97 065

$229 113

$365 557

Cash at begining of period
Cash In
grants and subsidies
Admission and sales
lease and space rental
Donations, sponsorshhips, fundraising & memberships
community foundation
Total Cash In

$67 500
$15 641
$0
$11 250
$0
$94 391

$0
$15 641
$0
$6 000
$0
$21 641

$0
$15 641
$0
$31 500
$0
$47 141

$6 000
$15 641
$5 250
$750
$0
$27 641

$0
$15 641
$5 000
$750
$0
$21 391

$0
$15 641
$5 250
$500
$0
$21 391

$0
$15 641
$5 750
$500
$0
$21 891

$0
$15 641
$5 750
$250
$0
$21 641

$2 000
$15 641
$5 000
$250
$0
$22 891

$0
$15 641
$5 000
$250
$0
$20 891

$0
$15 641
$5 250
$250
$0
$21 141

$7 500
$15 641
$5 750
$250
$0
$29 141

Cash Out
Wages, salaries and benefits
professionnal fees
Building and site improvement or maintenance
Communication, advertising and promotion
Merchandise for resale
Office and storage lease
office supplies, printing and shipping
Insurance
operating expenses such as utilities
Land sub lease
fundraising and other events
Meetings and conferences
travel expenses
Memberships and sponsorships
Total Cash out

$8 750
$7 000
$417
$3 000
$4 000
$417
$3 500
$2 500
$2 000
$625
$4 250
$500
$0
$750
$37 708

$8 750
$4 000
$417
$1 000
$182
$417
$227
$2 500
$2 000
$0
$250
$500
$6 000
$100
$26 342

$8 750
$4 000
$417
$1 000
$182
$417
$227
$2 500
$2 000
$0
$250
$500
$0
$100
$20 342

$8 750
$1 000
$417
$3 000
$182
$417
$227
$2 500
$2 000
$0
$1 000
$0
$0
$100
$19 592

$8 750
$5 500
$417
$1 000
$182
$417
$227
$2 500
$2 000
$0
$250
$500
$0
$100
$21 842

$8 750
$1 000
$417
$1 000
$182
$417
$227
$2 500
$2 000
$0
$21 000
$500
$0
$100
$38 092

$8 750
$1 000
$417
$1 000
$182
$417
$227
$2 500
$2 000
$0
$250
$0
$0
$0
$16 742

$8 750
$1 000
$417
$3 000
$182
$417
$227
$2 500
$2 000
$0
$250
$500
$0
$0
$19 242

$8 750
$1 000
$417
$1 000
$182
$417
$227
$2 500
$2 000
$0
$1 000
$500
$0
$0
$17 992

$8 750
$1 000
$417
$1 000
$182
$417
$227
$2 500
$2 000
$0
$250
$500
$4 000
$0
$21 242

$8 750
$1 000
$417
$1 000
$182
$417
$227
$2 500
$2 000
$0
$250
$500
$0
$0
$17 242

Cash at end of Month

$56 683

$51 981

$78 779

$86 828

$86 376

$69 675

$74 823

$77 221

$82 120

$81 768

$85 667
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10.3. Break‐Even Analysis
Our analysis shows that, if the Society can receive a $75 000 operating grant from the government (refer to section
5.4 Government Grants and Subsidies on page 37), the museum could be profitable from day one, assuming the
Society could receive 90% of the yearly operating grant on opening day and the remainder at the end of the year,
upon completion of a financial and activity report. This model also assumes a steady increase in revenues from
admissions and sales, space rentals, sponsorships, memberships and fundraising activities, as explained in previous
sections. It also assumes a cost of living increase on employee wages of 3% annually but no other increase in
expenses.
The cash flow model would require adjustments according to the grant application dates, delays for acquiring
responses and for disbursement of monies, and if the grant payments occur on a specific schedule. If grant
payments require specific reporting, delays or withholding of payments or certain amounts are possible until such
reports are handed in.
Our analysis shows the Society's Centre as being profitable from day one. At no point through the first three years
does the Centre appear to be in a negative financial situation or require a supplementary influx of money, placing
the Centre in a position where it could decide to hire more staff, invest in equipment or plan for extra marketing
activities.
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11. Final Findings and Recommendations
In addition to the critical risk factors, our analysis has also noted a few elements that would greatly improve the
overall success of the project. Although none of these suggestions or recommendations are necessary, the more
implemented, the greater the chances of success for the Society and the Centre.

11.1. Recommendations
11.1.1. Marketing and Communication plans:
The Society should prepare and implement plans to better coordinate, marketing, advertising, and communication
efforts. These plans would allow the organization to not only develop strategies and tools to achieve their goals in
areas such as traditional (radio, newspaper, and other print.) and social (Facebook, Instagram, Twitter, and other
sites) media but also develop key audiences and tools to achieve those goals. These marketing and communication
plans would help the Society and the Centre reach its goals for fundraising and community activities, build public
awareness and relations with main stakeholders, and many other areas that are very beneficial to the success of the
project.
General marketing recommendations:
•
•

•
•

•

•

•
•

Capitalize on the experience of visiting the museum or being involved with non‐profit and local
organizations. People care about positive and unique experiences.
Cultivate local pride. Residents and visitors alike have strong Yellowknife city pride and enjoy feeling
connected to the city. Engage them with local‐based programming, artists, films, interactions, experiences,
and storytelling.
Use social media and make your marketing quick and to the point.
Create exhibits that are technology‐based and aim for social initiatives. Technological endeavours are more
natural life occurrences to today's visitors‐ they expect top‐notch technology. They aren’t impressed by the
basics.
Take audiences behind the scenes physically and virtually to show “how the cake is made.” Visitors today are
more interested in the process of say, making a cake, than buying a cake. Make your content tell the full
story to visitors, something that they feel like they’re gaining an exclusive behind the scenes look.
Tap into their desire for “profitable purpose” by making it personal. People want to feel a personal
connection to the brands they’re supporting, so non‐profits need to connect and engage with potentials
donors through personal interactions, experiences, and storytelling.
The marketing budget should be increased for the first year of operation to help boost awareness and
attendance levels.
The Museum will need professional assistance from a Public Relations professional or firm to help define its
identity associated with brand imaging, website, printed and online communications, and future
advertisements.
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•
•
•

A web site and brochure should focus on showing people enjoying their experiences as much as
communicating the opportunities available to visitors.
The current web site needs to be redone to support ticket sales, tour reservations, and other purchases.
Since planning is done more than one year in advance (18 to 24 months according to many tour operators),
and because stability and consistency of service are of the utmost importance, it is imperative that the
Centre has a fully functional reservation and planning system. Staffing, the gift shop’s inventory, and the
restaurant’s offerings will rely on the number of tourists coming to the Centre. A reservation system will
quickly become the backbone of the Centre. The system must be user‐friendly, dependable and reliable.
Such a system should offer at‐a‐glance visitor numbers for individuals and groups and their origins. Theses
stats will quickly become very important in the planning of the Society’s resources.

We also highly recommend digitalizing the biggest part of the artifacts. Digitization of artifacts and collections is a
form of preservation; it also helps to meet the demand for digital access to artifacts. The online presence will allow
the Centre and the Society to reach new audiences and provide digital access to a vast treasure of preserved
records and artifacts.
11.1.2. Fundraising Strategy:
Concerning the marketing and communication plans, a fundraising strategy should be developed to achieve the first
major goal of the project, which is the building and renovation of the Centre and the purchase of the necessary
equipment for making it ready to open to the public. This strategy must outline very specific needs and the money
required to achieve them. Such a strategy would include fundraising activities, grant applications and sponsorship
possibilities or opportunities. The section on page 58 noted as ‘Steps to Funding a Museum’ is hugely useful and
should be referenced here as it relates to fundraising.
11.1.3. Restaurant Space to Be Leased or Outsourced:
The Restaurant space of the Centre should be leased to a local entrepreneur or given out as a contract for
management by a local restauranteur or caterer. The restaurant industry is a very complicated and competitive one,
and the potential for losses is high. A particular skill set is required to ensure proper management and sustainability.
By doing it that way, the Society could increase its revenues and lower their risk. It would also allow them, at least
for the first few years of operation, to better concentrate their efforts on the management of the other portions of
the Centre and to alleviate the risk for those other aspects.
11.1.4. Cultural Groups Partnerships:
To ensure the Centre is representative of the cultural groups and historical events they will be showcasing, they
must be aware of the necessary sensitivities required. A partnership with representatives of these cultural groups is
essential. Such partnerships, through cultural organizations or associations, would allow for input and inclusion of
the communities surrounding the Centre, such as the Yellowknives Dene communities of Ndilǫ, Dettah and the
Francophone community of Yellowknife.
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11.1.5. Long‐Term Lease with the City of Yellowknife:
Although the city may not be in full control or in the capacity of doing so, a long‐term lease would be important to
ensure the stability and longevity of the Centre. The risk associated with the recurring short‐term lease will most
likely affect the Society’s ability to attract investors or grants and would also render all investments, thus far, futile
if the lease ends.
A considerable amount of lobbying or increasing awareness of city representatives should be done for a long‐term
lease to be possible. Because the City only sub‐leases to the Society, it may also be necessary to lobby or to bring
awareness to territorial officials.
11.1.6. Diversification of Activities or Planning:
The Centre is and has been the sole project of the Society for a while. Although we understand that the Centre takes
a tremendous amount of time and resources, making it difficult to also concentrate on other ventures, it is a good
idea for the Society to create some distance between itself and the Centre. One way to do so would be to create a
strategic plan for the project itself and another one for the Society so that the outcome of one does not impact directly
the other. If the Society could come up with a mandate separate from the museum, it could offer more to the
community and wouldn’t be destined to failure if the Centre does not succeed. The Centre could easily be self‐
sustainable with its structure and staff if it had an independent vision and objectives.
As an example, the Society could have a much broader mandate and could create a multitude of partnerships and
collaborations geared at promoting and showcasing local history and culture.
11.1.7. Offering an Experience:
It will be important for the Centre to offer its visitors not just a strong exhibit and interpretation of the elements
comprised in the museum. Today’s tourists are looking for experiences. They want a little extra that goes above and
beyond what the average tourist attraction offers. As one of the industry professionals we interviewed mentioned:
“They look for that special ‘instagrammable’ picture that they can’t get anywhere else, and that will set their
vacation apart from everyone else’s or from the other vacations they took.”
The Society will have to get creative to plan ‘instagrammable’ activities to attract individual tourists, bus tours, and
other groups. The Centre will need to find a way to set itself apart and become the reference in Yellowknife and the
Northwest Territories.
11.1.8. Unique Offering:
The Society, through its Centre project, is offering something the Yellowknife community and tourists alike don’t
have access to elsewhere. If the organization can consistently deliver quality to tourists and local visitors, they will
tap into a very wide market as well as a niche one, thus generating sufficient revenues for their survival, prosperity,
and longevity. It is quite an opportunity to be able to offer such a unique tourism product.
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11.2. Other Findings
The Centre can be very proud of many elements that would help it achieve a much higher success rate, and that
would ensure its impact. These strengths are as follow:
11.2.1. Community Engagement and Interest:
As part of the work necessary to provide our opinion on the feasibility of the Centre, we have conducted interviews
with industry professionals (7 interviews with nine persons), a public survey (131 respondents) and an industry
survey (13 respondents). The results from both surveys and the interviews were overwhelmingly positive. Every
respondent, without exception, was positive that such a Centre is a good idea. The main reasons given by public
respondents were that “There is a need to showcase and learn about local history” (81%), that “Mining is a very
important part of our history, and we need to increase public awareness about it” (76%), and that “Tourists arrive
without knowing what to do, and we need to offer additional attractions” (72%). On the professional industry side,
the respondents pointed to the “Opportunity for showcasing local history and learning about it” (55%), and the
“Increase public awareness about mining and its influence on the area” (27%). Statements from survey respondents
and interviewed industry professionals show a very large number of positive impacts.
Those responses and the participation numbers are a very strong indication of the community’s engagement and
bode well for the centre.
11.2.2. Funding:
So far, the Society has been able to acquire funding for the proper renovation and preparation of the space through
a variety of channels. Their main fundraising event, the Beer Barge, combined with sponsorship, grants and
individual or corporate memberships, has kept the organization in a positive financial position while undergoing
many renovations in the Centre. The Society also had $160,000 at year‐end on March 31st, 2018, saved aside for
future expenses, achieved through proper management and numerous efforts that demonstrate the seriousness
and willingness of the organization’s administrators to see the project through.
11.2.3. Ownership of the Building:
The old Giant Mine Recreation Hall is a key building in the history of the mining community and of the broader
Yellowknife community, and an integral element to the future and success of the project. The planning of the hall
has been properly performed and is well underway to provide the organization, as well as visitors, a positive
experience. Concrete measures have been taken to ensure safety, durability and sustainability long‐term.
Ownership of the building by the Society alleviates much risk for the organization and the main reason they can
break even so early in the process.
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11.2.4. Positive Financial Outlook:
A quick review of the last five years of operation allows us to say that the Society uses caution and practises safe
financial management to operate. The overall financial outlook for the Centre project is fairly positive and appears
well planned.

11.3. Overall Finding and Feasibility
Our overall findings point to a very profitable and very positive outcome for the Society’s Centre. However, the
capacity to acquire capital and operating grants from the government can impact our findings. A quick calculation
has proven that the Society could be profitable even without such grants, but the break‐even point would be a bit
further off and with less stability in the short run.
While on the financial level, the project is feasible and profitable, a key factor looms over the entire project. That
factor is the sub‐lease with the city and the remediation project of the land surrounding the Centre. If the
remediation process goes according to plan (or faster), and if the access to the site is not compromised, the project
could go without a hitch. Also, a long‐term lease with the city is crucial to acquiring some funding, which has a very
strong impact on the stability of the Centre and should not be considered lightly from the Board of Directors of the
Society.
Another key factor to the break‐even point being very early after opening is the capacity for the Society to come up
with the funding to pay for the completed renovation and construction process. As an example, if the Society were
to secure a loan to fund the building’s construction and renovation, the break‐even point would end up being quite
a bit further in time.

Feasibility Study and Business Case
Yellowknife Historical Society Museum and Interpretation Center

P a g e | 68

12. Bibliography
•
•
•
•
•
•
•
•
•
•
•
•
•
•

City of Yellowknife: https://www.yellowknife.ca/en/index.asp
Industry, Tourism and Investment, North West Territories: https://www.iti.gov.nt.ca/en
Spectacular North West Territories: https://spectacularnwt.com/
Extraordinary Yellowknife: https://extraordinaryyk.com/
Tourism 2020 Program
2019‐2020 Marketing Plan (Northwest Territories tourism, pursuing spectacular potential)
Yellowknife Historical Society Business Plan (provided as part of the call for proposals)
Giant Mine remediation project https://www.aadnc‐aandc.gc.ca/eng/1100100027364/1100100027365
Young Canada Works at Building Careers in Heritage: https://www.canada.ca/en/canadian‐
heritage/services/funding/young‐canada‐works/employers/careers‐heritage‐employers.html
Payscale Human Capital: https://www.payscale.com/my/survey/price‐a‐job
Arts and Heritage Access and Availability Survey 2016‐2917
Government of Canada Survey of Heritage Insotutions:2017
GNWT Grants and Contribution Results Reports 2017‐2018
NWT Bureau of Statistics: https://www.statsnwt.ca/

Feasibility Study and Business Case
Yellowknife Historical Society Museum and Interpretation Center

P a g e | 69

13. Appendices
Appendix A. SWOT Analysis

S

W

O

T

STRENGTHS

WEAKNESSES

OPPORTUNITIES

THREATS

Unique offer

Volunteers engagement
to work in center

Interest in geology and
mining history

Great location

Stagnant membership

Yellowknife population is
looking for something to do

Dependence of NWT
economy on mining
sector
Lack of volunteers:
changing trends for
volunteering

Authentic building

Price of museum and
membership
Volunteers attraction

Gap in tourism market

Project funding

Implication of mining in the
community

Remediation project

Unique collection of
artifacts
Charitable status

Human resources
management
Absence of
communication and
marketing strategies

Expertise in event
management

Auroras Market Tourism
Tourism operators looking
for additional activities

Popularity of YKHS’s Event
(Beer barge)

Visual representation of
future center to raise
the funds

Potential partnership with
indigenous community

Volunteer and member
engagement

Low participation from
school boards

Strong mining community
and workers

Proactivity
Quick decision making
Expertise of members,
board of directors and
volunteers
Good standing and
notoriety

School programmes
Hotel location with available
shuttles
Partnership with
remediation projects
Sailing club and boat launch
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Appendix B. PESTLE Analysis
Element

Factor.
The identified element
International: the majority of visitors from
Political
August to May are from China. The
Any factors in the
political
current political situation with Canada‐
environment
China may result in implemented travel
either in the home restrictions, reducing visitors. NO
country or
indication this is happening, but it remains
international arena a potential.
National or Local – no change expected
Economic
Possible Recession
Any factors in the
The Conference Board of Canada has
financial arena.
predicted a slower economy for NWT (as
compared to Yukon and NU), mainly over
the decline in Mining revenues (also linked
to Chinese interests in some cases).
On the other hand, tourists have been
increasing 500% over the past few years.
Sociological
Some uncertainty over the inclusion of the
Factors that affect Indigenous community in showcasing the
the social aspects
Mining history of the City as the
related to the
relationship is affected by the
customers.
contamination at the Giant mine site and
other mine sites throughout the NWT.
Technological
None we can identify.
Any changes in the
technical world
which may cause
some impact on
the organization.

Business Impact.
What is the business impact of this factor
Potential reduction in tourists visiting the City
and, therefore, reduction in visitors to a
mining museum such as ours.

Less money for local visitors to spend /
potentially decreased support for YHS
fundraisers if businesses linked to mining are
not making money.
Increasing tourist visitors will be an economic
boost to YKHS
Uncertain. Currently no impact on business
but will need to involve the Indigenous
community to openly reflect their
involvement in the mining history of the area.
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Legal
Legal issues often
begin with
examining any
legislative issues in
the home country
and expanded to
other countries
depending on the
business'
international
offerings. Legal
issues may include
distance selling
laws, data
protection, health
and safety etc.

Environmental
Environmental
factors

YHS owns its main museum building.
However, the land is a sub‐lease from the
City of YK, which in turn, has a lease with
the GNWT. It is normally just a formality
to extend the lease and thereby the
subleases (YHS and the adjacent Sailing
club /Marina lease). However, due to a
change in remediation standards, there
may be shorter terms for leases; there
may be changing conditions etc.
The YHS and many of the Sailing club
members have filed claims for
compensation with the MVLWB. The YKHS
is optimistic that its issues (noise,
disruption, changing aesthetics for visitors,
loss of potential revenue) can be settled
outside of the formal legislative claim
process.
Health and Safety concerns have been met
with the removal of asbestos building
material from the building. So the
renovated building will meet current
standards.
Remediation of the Giant mine site as
described

It may impact the timelines for completing
renovations and commencing operations.
However, the YHS has been verbally informed
that access to its site will not be impeded.

Potentially fewer visitors reduced funding and
inability to maintain sustainable operations.
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Appendix C. Public Survey (conducted from September 14th to 24th, 2019)

Q1 Do you believe the Center is a good idea?
Answered: 131

Skipped: 0

Yes

No

0%

10%

20%

30%

40%

50%

60%

70%

ANSWER CHOICES

RESPONSES

Yes

100.00%

No

0.00%

80%

90% 100%

131
0

TOTAL
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Q2 Why (please check all that apply)?
Answered: 129

Skipped: 2

There isa
need to...

Miningisa
veryimporta...

Tourists
arrivewitho...

Itprovides us
with more...

Weneed to
enable acces...

It will
benefit the...

Other (please
explain)

0%

10%

20%

30%

40%

50%

60%

70%

80%

90% 100%

ANSWER CHOICES

RESPONSES

There is a need to showcase and learn about local history

81.40%

105

Mining is a very important part of our history, and we need to increase public awareness about it

75.97%

98

Tourists arrive without knowing what to do, and we need to offer additional attractions

72.09%

93

It provides us with more activities to do around town

63.57%

82

We need to enable access to information on mining influence on the growth of the City and surroundings.

55.04%

71

It will benefit the local economy

51.94%

67

Other (please explain)

13.95%

18

Total Respondents: 129
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#

OTHER (PLEASE EXPLAIN)

1

The Remediation happening at the Giant mine site is world‐class and that also needs to be linked into the
Museum project

2

Ensure it contains 'true history,' i.e. Liza Crookedhand discovered the gold, not Johnny Baker.

3

need to raise awareness of the Indigenous people of the north, especially around YK

4

We need to contextualize the story with local Indigenous history

5

It would be nice to have a reason to get down toward Giant mine and the docks ‐ its a nice location, and a neat 'purpose' for a day trip.

6

Mining is important but should not be the only focus. If this is a mining museum, then call it that. But Yellowknife is more than just mining. All
cultures of the settlement of Yellowknife, Ndilo and Dettah should have their story told.

7

Our rich past and our future need to be shared.

8

The mining and history is a newer part of the history here. It would be awesome to ensure that the
reconciliation issues with the people who were here before the mines had reference and an understanding
of what the creation of the mines meant for them. I would expect this to be included.

9

It can become a tourism generator as families come back or follow their parents'/grandparents' lives. The
Alaska Highway still attracts families from all over the US to see what grandpa did in the war.

10

educational venue for the youth

11

it would be nice for tourist and locals to see and learn first‐hand Yellowknife's history

12

Indigenous people, history and culture, need to be highlighted Leave mining to the Chamber of mine.
They are a great resource.

13

We don’t have a visible/proper visitors Center anymore, so it could double its function like this.
Government dollars would more likely make themselves available to help fund its operation, as they
wouldn’t have to build an entirely new building.

14

It MAY benefit the local economy but I think that, more importantly, it will benefit local knowledge.
Yellowknife is transient and we can’t assume that newcomers and future generations will appreciate the
impact mining had on the community. I think it should also look at the impact on the indigenous people
who were here first as well as on the environment and any on‐going environmental impact. I’d like to see a
few of the houses also fixed up. A small mining village would be more likely to attract visitors.

15

It's a beautiful location that it would be terrible to waste. This facility along with the marina and the

16

Art, northern books, handicrafts

17

Early YK culture

18

Illustrate the lifestyles and changes as the city grew. Also to celebrate all the various cultural influences that
were brought by those who worked and settled (and continue to settle0 in Yellowknife
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Q3 Why (please check all that apply)?
Answered: 0

Skipped: 131

!No matching responses.

ANSWER CHOICES

RESPONSES

The economy of the area is too fragile and can’t support another project A

0.00%

0

museum is not what is needed in the area

0.00%

0

0.00%

0

0.00%

0

0.00%

0

0.00%

0

The Yellowknife historical society is not the right group to spearhead such a project The focus
on mining is too great, and we need to concentrate on something else. There is too much
competition for current tourism business, and the market is saturated Other (please explain)

Total Respondents: 0

#

OTHER (PLEASE EXPLAIN)

DATE

There are no responses.
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Q4 What would the main impact be of the Centre for theYellowknife
area?
Answered: 117

Skipped: 14

#

RESPONSES

1

It would become one of the core attractions in Yellowknife for visitors and would be the only place that would
inform locals and the public of the mining history of the area

2

Appreciation of our history

3

Tourist activity and local interest especially for schools. Also, a place to go for coffee or a snack. Possibly another
facility that could be rented for many activities when the museum is not open to the public.

4

It must contain the 'real truths'. It would be a fabulous opportunity for residents and visitors. It would be a great
stop for school kids to learn history.

5

increase awareness of what's available

6

Provide history to mining, activities for tourists

7

Economic

8

Tourism

9

Another place for people to go, both local programs and tourists.

10

Increase tourist and local knowledge about our mining history, great opportunity to spend a few hours visiting the
site, a unique location for coffee shop/ gift shop

11

Increase knowledge of the positive and negative impacts of mining on the city and territory, for locals and tourists

12

It will be the sole reminder of our mining history. The governments involved are consumed with destroying our
industrial legacy and schools serve to reinforce the industry as a "disaster".

13

Something to do

14

History and education

15

Heightening awareness of the mining industry, both historically and for the future.

16

It would be a good educational opportunity for the Yellowknife community as well as visitors

17

Educational venue for residents and tourists

18

Information

19

More options to showcase the historical and current value of mining to the NWT.

20

?

21

History

22

Factual information

23

The Centre will be a strong attraction for visitors and Yellowknifers to see the history of Yellowknife and it's
surrounding area.

24

Providing greater insight into the impact of mining on the development of Yellowknife, for both visitors and
Yellowknifers.

25

The history of mining is important to the bigger picture of the history of YK and the NWT, and still relevant now.
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26

H

27

Gathering place

28

Increase in tourism‐related spend & Keelung tourists entertained.

29

Showcasing knowledge

30

Knowledge and history

31

tourist attraction, a place to go to ask questions about the area, employment opportunity, events venue

32

Economic and educational

33

Tourist interest; acknowledging our mining history and serving as a focal point for the local mining culture

34

Tourism

35

Preserve, maintain, share our local history by telling ALL of the stories. Keep our history alive for
residents, visitors and especially youth.

36

Increase the tourist industries activities on the history of mining in Yellowknife

37

More products for tourists and more knowledge for all visitors, locals and tourists.

38

another attraction where there are not that many destinations, plus being in an old mining building adds
to the story

39

I think it would impact tourism and provide additional activities for visitors.

40

Another positive addition to the tourism industry

41

Enhance local tourism, recapture lost history.

42

It would give a good overview of the history of the City and the area ‐ the people who were here and the
people who came.

43

A better appreciation of the history of Yellowknife and the north and its people. It would be educational
as well as entertaining and be a good meeting place for events and activities for the community.

44

Interest

45

I would see it as a sort of museum of the city and area, a great addition to the offering of museums around
here. There are not enough things to do for tourists, this would help

46

Tourism and economic development

47

A good destination for tourists, locals, and students to learn about this important part of our past ‐ what
Yellowknife was built on.

48

more understanding of YK history and mining's part in it.

49

Revenue from tourism

50

I think the educational piece about Yellowknife's history and in particular, our mining history is very
important to preserve and promote.

51

.

52

Boost economy? Sense of pride?

53

Extend the opportunities for tourists

54

An added attraction for tourists, therefore, the more economic benefit to the community

55

Awareness of Yellowknife (local) history and opportunity for residents of Yellowknife to contribute
information on the history of the community (Yellowknife)
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was like before, during and aftermath of the mines. The arsenic issue would have to be addressed as well as
the effect on the YK Dene of having the influx of people to this area.
57

It will fill the gap about why and how Yellowknife came to be... something that, without an actual mine on
the horizon anymore, we badly need to explain our heritage.

58

It would make the history of Yellowknife and surroundings more accessible to residents and visitors.
Celebrating our history is an important way to promote pride in our community.

59

An intro to YK and its beginnings, development.

60

Connecting to our industrial roots

61

Yellowknife, the history, the people, the stories

62

An interesting place to visit and learn about Mining.

63

Showcase the importance for the community

64

Provide not only historical information but also showcase the community spirit of its people who settled
in Yellowknife

65

A center of local history, displayed and told by locals, rather than by government bureaucracies. And an
important source of mining history and the benefits mining has brought the city, region and whole north.

66

A very good addition as a tourist attraction. The over the top beaurcratic remediation work done and
planned can very readily negatively impact this project.

67

Maybe keep a tourist in town for another half day

68

More info on the historical origins of the city.

69

Increase in tourism infrastructure and space for arts and culture.

70

a destination for Yellowknife history

71

Education

72

Acknowledge the importance of mining on Yellowknife beginnings.

73

Everything mentioned on the previous page. All positive!

74

Give the tourists something to do between evenings of the aurora. We need attractions. We should ask
people from Yukon to show us how to do it. They've done it for a century. They are mostly city people, so a
visit to a mining museum would be different. Be sure to serve tea, too.

75

Educate tourists.

76

Unsure. It will depend on the number of visitors to the Centre.

77

Awareness of local history

78

It would provide a needed tourist activity.

79

Activity for tourists

80

a place to bring your visitors and your children to go and learn about the rich history of our city.
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81

Understanding and acknowledging the impact and the importance that the mining industry has had on the making of the NWT to what it is today.

82

Tourist attraction

83

Allow a sense of the history of the City and it's a role in the development of the "north" ‐ economically, politically and socially.

84

I think I answered that in the Other section above

85

Information

86

Tourism

87

Knowledge and pride in local history, ** must include indigenous history as well, and support for the tourism industry

88

Letting people know why mining was such an important part of Yellowknives history.

89

Tourism attraction that speaks to the historical and heritage legacy of the mining industry.

90

Increased public awareness and appreciation of local history.

91

Tourism and knowledge

92

Fill a big void

93

New activity

94

Educational

9/15/2019 2:18 PM

95

Families arts and tourism. Summer camps

9/15/2019 2:16 PM

96

Provide a more organized base for people to appreciate YK area/history

9/15/2019 2:15 PM

97

Something to do for the tourists and people with kids

9/15/2019 2:14 PM

98

Increased knowledge of the heritage and history of the area

9/15/2019 1:31 PM

99

Benefit to tourism

9/15/2019 12:45 PM

100

Historical resource and attraction for residents and visitors.

9/15/2019 12:45 PM

101

I don't know.

9/15/2019 12:03 PM

102

Tourism draw

9/15/2019 11:52 AM

103

Another venue for events.

9/15/2019 11:42 AM

104

Lest we forget.

9/15/2019 11:28 AM

105

A showcase of the history of our town, great for tourists, they seem to walk around with nothing to do.

9/15/2019 11:22 AM

106

More informed citizens and tourists

9/15/2019 11:11 AM

107

Information about local history that includes both indigenous history and mining history.

9/15/2019 10:04 AM

108

A means to share mining history with locals and tourists

9/15/2019 9:31 AM

109

To teach more of the history of Yellowknife. To let people of today be able to peek into the fascinating
way people lived in the beginning

9/15/2019 7:54 AM

110

info for tourists and new residents

9/15/2019 1:22 AM

111

One more tourist activity, another historical building for the city

9/15/2019 12:37 AM

112

An additional attractive place

9/14/2019 9:40 PM

113

YK would now have a place to share its stories and artifacts from history.

9/14/2019 8:31 PM

114

It would give a bit of a boost to bringing people to the downtown area

9/14/2019 8:04 PM

115

Entertainment + economic development

9/14/2019 7:47 PM

116

Preserve important mining history of the area.

9/14/2019 5:33 PM

117

?

9/14/2019 3:13 PM
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Q5 What type of activities would you like to see in and around theCentre (select the
ones you believe should be a priority, up to a maximum of4)?
Answered: 117

Skipped: 14

Permanent historical...

Geology walks/tours ...

Temporary or rotating...

Celebrationof local and...

School programs...

Lecture series(hosted...

Historical toursofthe...

Workshops with local
artist...
Guided tours

Permanent Dene Nation
cultu...
Shows and other cultur...

Lecture series(hosted...

Day campsfor kidsinthe...

Lecture series(hosted...

Lecture series(hosted...

Other (please explain)

0%

10%

20%

30%

40%

50%

60%

70%

80%

90% 100%
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RESPONSES
Permanent historical exhibits

69.23%

81

Geology walks/tours of the area

58.97%

69

Temporary or rotating exhibits

54.70%

64

Celebration of local and historical events in the area

48.72%

57

School programs developed for local school groups

44.44%

52

Lecture series (hosted discussions) about the history of the area

43.59%

51

Historical tours of the city

40.17%

47

Workshops with local artists, artisans and craft makers

38.46%

45

Guided tours

33.33%

39

Permanent Dene Nation cultural and historical exhibits

32.48%

38

Shows and other cultural presentations

29.91%

35

Lecture series (hosted discussions) about mining and the associated industry

28.21%

33

Day camps for kids in the summer

23.93%

28

Lecture series (hosted discussion) about Dene Nation culture and history

22.22%

26

Lecture series (hosted discussion) about environment and nature

20.51%

24

Other (please explain)

9.40%

11

Total Respondents: 117
#

OTHER (PLEASE EXPLAIN)

1

Venue for concerts, receptions and even weddings.

2

Lecture series (all 4) AND shows and cultural presentations (5 more things) ;)

3

Want to chose way more than 4 options here.

4

A safe place to donate and interpret personal and company archives that have historical value to the City.

5

All of the above are very good potential uses!

6

Lecture series on many topics. Be a centre for this. Also, host academic research groups in prep for
Polytechnic U.

7

The Centre should not duplicate the Museum's displays. Activities should not compete with
products tourism operators are offering.l

8

I wanted to check Way more than 4. You shouldn’t have limited the response here.

9

Include the contribution of Francophone miners who settled here.

10

programs for newcomers

11

Additional note: any lecture series, visiting scholars, etc., would be of huge interest
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Q6 How would you be willing to support this project?
Answered: 117

Skipped: 14

Promotethe Centre to...

Participate in free events ...

Participate in paid...

Become a member

Become a volunteer

Share stories

Donate artifacts

Become a sponsor

Other (please explain)

I amnot willing to...

0%

10%

20%

30%

40%

50%

60%

70%

80%

90% 100%

ANSWER CHOICES

RESPONSES

Promote the Centre to neighbours and visitors

68.38%

80

Participate in free events and activities

58.12%

68

Participate in paid (registration or admission fees) events and activities, including fundraising initiatives

57.26%

67

Become a member

47.86%

56

Become a volunteer

38.46%

45

Share stories

21.37%

25

Donate artifacts

16.24%

19

Become a sponsor

10.26%

12

Other (please explain)

5.98%

7

I am not willing to support this project

3.42%

4

Total Respondents: 117
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#

OTHER (PLEASE EXPLAIN)

1

Publish news stories on progress

2

Promotion activities outside of NWT

3

Invite speakers to Rotary Club meetings

4

Contribute as is affordable personally

5

Partner on French projects from a professional and personal perspective.

6

I don't live in YK anymore, so participation is limited.

7

Dunno
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Appendix D. Industry Survey (conducted from September 14th to 24th, 2019)

Q1 Do you believe the Center is a good idea?
Answered: 13

Skipped: 0

Yes

No
0%

10%

20%

30%

40%

50%

60%

70%

ANSWER CHOICES

RESPONSES

Yes

100.00%

No

0.00%

80%

90% 100%

13
0

TOTAL
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Q2 what would the main impact be of the Center for the Yellowknife’sarea?
Answered: 11

Skipped: 2

Opportunity forshowcasi...

Benefit to local economy

Providemore activities...

Increase public...

More tourist attractions ...

Other (please explain)

0%

10%

20%

30%

40%

50%

60%

70%

80%

90% 100%

ANSWER CHOICES

RESPONSES

Opportunity for showcasing local history and learning about it

54.55%

6

Benefit to local economy

0.00%

0

Provide more activities around town

0.00%

0

Increase public awareness about mining and its influence on the area

27.27%

3

More tourist attractions and increased tourism spending

9.09%

1

Other (please explain)

9.09%

1

Total Respondents: 11
#

OTHER (PLEASE EXPLAIN)

1

More infrastructure added on to tourism which is a positive step towards increasing tourism
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Q3 What are the needs of Yellowknife’s tourism industry that could be fulfilled
by such a project?
Answered: 10

Skipped: 3

#

RESPONSES

1

The obvious lack of historical content in the city! The historical old town can only go so far. Most
people travelling here from other places expect more when you put those tags on History!

2

Provide an opportunity to present Yellowknife's mining history (the good, the bad and the ugly parts)

3

Increased activities increased spending increased things to do increased tourism infrastructures

4

Acknowledging that Tourism is or should be considered as part of the Territories' economic base. It is
sustainable and renewable

5

We need more places for tourists to visit.

6

More history about mining and how it affected the indigenous way of life. Make sure the interpretation is
in multiple languages.

7

Educational tourism ‐ what is produced/mined in the NWT ‐ where it goes, what is it used for ‐

8

I would say more attraction for tourists

9

Learning about Yellowknife's gold mining history

10

Education on our mining history
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Q4 What would you say will be a key factor in the success of the project?
Answered: 10

Skipped: 3

#

RESPONSES

1

Recognition that Yellowknife has a historical story to tell!

2

Informative and interactive displays

3

A good infrastructure for this project, a good display of art and information regarding local history and
knowledge staff

4

Convincing the general public and Government agencies that a successful tourism business is
dependent on support and services besides tours, restaurants and hotels.

5

To have the money to finally get the project finished, and make sure it is visitor friendly, that staff are
trained to run all aspects of it. People are interested in mining history.

6

Easy access, letting the tourist know, incentives for the bus companies to ferry tourists to the buildin

7

community support and buy‐in.

8

Budget, organization, communication strategy

9

Marketing to tourists and local people

10

Knowledge and interpretation. It will be important for the people carrying out tours to be knowledgeable and
able to answer questions correctly.
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Q5 What would you say is the main risk factor for this project or the main
element that could make the project fail?
Answered: 10

Skipped: 3

#

RESPONSES

1

Political influences of a handful of people who want to do everything for profit!

2

Safety

3
4

Lack of support
Apathy from the community which might make funding applications unsuccessful

5

the construction, remediation of the area around the site.

6

Not enough visitors

7

Government and/or community try to ignore or hide the history because it isn't as socially welcome or
pretty as the first nations history ‐

8

Budget and O&M money

9

Inadequate funding

10

Marketing
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Q6 Would your company be interested in using the Centre or its site for future
projects?
Answered: 10

Skipped: 3

Yes

No

0%

10%

20%

30%
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60%

70%

80%

90% 100%

ANSWER CHOICES

RESPONSES

Yes

70.00%

7

No

30.00%

3

TOTAL
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Q7 Would you be willing to become a partner of the Yellowknife Historical Society
for this project?
Answered: 10

Skipped: 3

Yes

No

0%

10%

20%

30%

40%

50%

60%

70%

80%

90% 100%

ANSWER CHOICES

RESPONSES

Yes

60.00%

6

No

40.00%

4

TOTAL
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Q8 How would you be willing to support this project?
Answered: 10

Skipped: 3

Becomea corporate...

Becomea sponsor

Promotethe Centre
to...

Become a
collaborator...

Use the site aspartof
y...

Iam not willing to...

Other (please explain
0%

10%

20%

30%

40%

50%

60%

70%

80%

90% 100%

RESPONSES

ANSWER CHOICES
Become a corporate member

10.00%

1

Become a sponsor

20.00%

2

Promote the Centre to neighbours, partners and visitors

70.00%

7

Become a collaborator or partner for events and activities, including fundraising initiatives

20.00%

2

Use the site as part of your regular activities or bring guests, clients or customers (tourists or locals) to the center

70.00%

7

I am not willing to support this project.

0.00%

0

Other (please explain

10.00%

1

Total Respondents: 10
#

OTHER (PLEASE EXPLAIN

1

Once open we have O&M grants, also can help with specialty services conservation, exhibits
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Appendix E. Site Plan

Feasibility Study and Business Case
Yellowknife Historical Society Museum and Interpretation Center

P a g e | 93

Appendix F. Site Location
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Appendix G. Design Sheets
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Appendix H. Benchmark Data Regarding Similar Historical Museums in Canada
Museum

Mandate

Hours of operations

Site Structure

Services

Hay River
Museum
Society
Heritage
Center

A place for
people to gather
to experience
the rich history
and culture of
the community
and the region

Only museum
1‐hour visit

Renting

Mac Bride
Museum

‐MacBride
Museum
illustrates and
protects the
Yukon’s history.
‐MacBride is a
dynamic
museum,
dedicated to
promoting the
value,
understanding
and enjoyment
of Yukon history.

Summer Hours:
Monday – Saturday:
10:00 AM – 5:00 PM
Sunday:
12:00 PM – 5:00 PM
Fall Hours:
October – Christmas:
Monday – Sunday:
12:00 PM – 5:00 PM
MacBride Museum‐
Downtown.
Summer Hours: May
14th ‐August 31st
daily 9:00 am‐5 pm
Winter Hours:
September 1st ‐May
14th: 10 am‐4 pm
MacBride Copperbelt
Mining Museum
Beginning July 5th and
ending August 18th
the weekends
Closed for the Winter
Season starting
August 19th

Three sites
Nine rooms to
visit
Train ride

Cash Bar
Rentals

Summer hours
(June 1‐Aug
31): Mon‐Fri 10 am‐
5:30 pm, Sat 10 am‐ 4
pm, Sun 12 pm‐ 4 pm.
Winter hours
(Sept 1‐May
31): Mon‐Fri 10 am‐
5:30 pm, Sat 10 am‐ 4
pm

Small museum
Theatre
Gift Shop

Norman Wells
Museum
Historical
Society

Preserve and
promote the
cultural and
historical
memory of the
Sahtu settlement
area and its
people

Event &
Activities
Three events in
July
Exhibits added
regularly

Admission fees
& Memberships
Free

Events: Gala
Fundraiser in
May.
June to
September:
weekly
workshops and
concerts

Adult $10, Senior
(65+) or Student
$9, Child (under
18) $5, Family
$25 Member
Free

Activities:
daily summer
program
museum tours
school programs
lecture series
preschool
program
Workshops
Mural painting
class for youth
Fish and
Bannock Cooking
Class
ART’s week
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To become a
member, a lot of
possibilities
$30/one
year/adult‐$300
for a perpetual
membership

Data is not
available
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Museum

Mandate

Hours of operations

Site Structure

Pioneer
museum,
AB

Be an enriching
place to explore
and enjoy our
pioneering past.
Collect, preserve
and present our
artifacts and
stories for
everyone.
The Missisquoi
Historical Society
is dedicated to
the preservation,
education,
interpretation
and presentation
of the history of
Missisquoi
County.

Monday to Friday
10 am‐ 4 pm
The tea house opens
on Fridays and
Saturdays from May
until the end of
September

Tea house.
Gif shop

Open daily from
11:00 a.m. to 4:30
p.m. from the last
Sunday in May to the
second Sunday in
October.

Summer Hours from
June 1 to September
30.

Missisquoi
Museum,
Stanbridge
East, QC

Bell Island
Community
Museum and
No. 2 Mine,
NL

The Bell Island
Heritage Society
is dedicated to
the preservation
and promotion of
our rich cultural
heritage.

Services

Event &
Activities
Lecture series
Fundraiser
Gala
Farmer’s Days
and Rodeo
Blueberry
Festival
Harvest Fest

Admission fees &
Memberships
Memberships:
$20 Individual
$45 Family

Five sites

Heritage talks
Supper
Fundraiser
Car show
Apple Pie
Festival
Silent Auction
Art Exhibits of
local artist
School
programs
Senior
programs

Museum
Mine
The company
gift store
The coffee
shop

Four annual
events that
include: mine
tours, bouncy
castle, face
painting, hot
dogs, pop,
cake.
Lottery every
Saturday
morning

Adults $10.00
Seniors & Groups
$8.00
Students $5.00
(12‐18)
Children $3.00
(under 12)
Family $20.00
(includes children
under 12),
Membership
Single: $15,
Family: $25 (2
adults and
children under
12),
Life member:
$125,
Organization: $50
Annual
supporting donor:
$25‐$249
Benefactor:
$250+
Adults $12
Seniors $10
Students $10
Children $5 (5‐
12)
Family $30
(includes 2
children under
12)
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Museum

Mandate

Hours of operations

Site Structure

Services

Britannia
Mine
Museum,
Britannia, BC

Preserve BC's
mining heritage
and to educate
the public about
mining through
the operation of
the Britannia
Mine Museum.

Open year‐round
with 45‐minute
guided
Underground tours
offered throughout
the day

10‐ acre site
17 historical
buildings
Underground
train
Mineral Gallery
Gold panning
pavilion
Outdoor
exhibits
Family play
area
Theatre
Gift Shop
Cafe

Rentals
Filming
Access to
archives

Musée
minéralogiqu
e de l’Abitibi
Témiscamingu
e,
Malartic, QB

Is an institution
for conservation,
interpretation,
education,
dissemination
and enhancement
of the geological
and mining
heritage of
Abitibi‐
Témiscamingue

Summer hours from
June to September
9 am‐5 pm
Winter hours from
September to May
9 am‐12
1 pm‐5 pm

Mineralogical
Museum
Canadian
Malartic Mine
Shop

Atlas Coal
Mine National
Historic Site,
AB

to preserve and
present the days
when “Coal was
King” in the
Drumheller Valley

May – October 14,
9:45 am – 5:00 pm

Mine buildings
Interpretive
trail Exhibits
and a yard full
of mining
machinery.

Event &
Activities
Mineral
exploration
Local planting
Sciences
experiments
Temporary
photo
installation
HALLOWEEN
Family‐
friendly
activities that
focus on
‘scary’ science
Santa
activities
School tours
and many
resources for
teachers
Photo area
Projection of
documentary
Reality
Interactive
Sandbox
Permanent
exhibit
Temporary
exhibit
Mining week
School visits
and
educational
kits
Train ride
Tours
Gala: mind &
dine
Photography
tours
Workshops
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Adults $34.95
Seniors $31.95
Students $31.95
Children $19.95
(under 12)
Family $125
(includes children
under 12)

Adults $9
Student/Seniors
$7 Children (5 –
12) $5 Family (2
adults & 2
children) $23

$12 per person
$35 per family (2
adults and any
children under 18
years of age)
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Museum

Mandate

Hours of operations

Site Structure

Canmore
Museum and
Geoscience
Centre,
AB

Celebrating the history
of the mountains and of
the people who make
the mountains their
homes.

Summer
Monday to Sunday:
10am ‐ 4:30pm
Fall
Monday to Thursday:
12pm ‐ 4:30pm
Friday to Sunday: 10am ‐
4:30pm
Winter
Monday, Wednesday to
Friday: 12 pm ‐ 4:30 pm
Tuesday: CLOSED
Saturday and Sunday:
11am ‐ 4:30pm

Museum
The North‐West
Mounted Police
(NWMP) Barrack
Gift shop

Services

Event &
Activities

Admission fees &
Memberships

Guest talk
World Water Day
Science Odyssey
Parade
School Programs
Group Programs
Tours
Self‐guided tours
Exhibits
Books
publications
Archives

Adult $12
Child (Under 10) ‐ Free
Student, Senior, Local
$7
Family $20
Museum Member –
Free
Scholl programs $5
per child
Group programs $5
per participant
Family Membership
$40/ individual
membership $25

Challenges:
•
•
•
•

Need for operational funding.
Difficulty in raising money from admission, programming and rental space.
Good management of funds.
If the location is not near the center, a strong need in advertising

Success Factors:
•
•
•
•

Agreement between the Board of Directors and members and volunteers.
Group of core volunteers.
Executive Director with a clear understanding of the role and responsibility and strong leadership
Team & collaborative approach.
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Appendix I. Revenues for the Yellowknife Historical Society (March 31 fiscal year
end).
Merch sales
Grants

2014
$2,464
$96,535

2015
$1,071
$12,3450

2016
$665
$113,500

2017
$2,027
$75,000

2018
$1,624
$84,000

Donations
Fundraising
Transfers
Membership fees

$1,332
$20,739
$0
$12,570

$7,069
$26,060
$0
$5,755

$6,039
$36,413
$0
$5,120

$4,495
$33,678
$0
$6,340

$5,970
$29,713
$0
$1,180

Other
TOTAL REVENUE

$468
$134,108

$300
$163,705

$640
$162,377

$600
$122,140

$12,500
$134,987
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Appendix J. Conducted Interviews
List of persons interviewed
• Mike Mitchell, Curator of Heritage Education and Public Programs, Prince of Wales Northern Heritage
Center.
• Cathie Bostald, Executive Director, Northwest Territories Tourism.
• Tracey Therrien, Aurora Tours.
• Mike Morin, CEO, Aurora Village.
• Kyle Thomas, Owner, YK Online.
• Yvonne Careen, Superintendant, CSFTNO (Commission Scolaire Francophone des Territoires de Nord‐
Ouest).
• Lisa Berthier, Executive Director, Association franco‐culturelle de Yellowknife
• Linda Bussey, Executive director, Fédération franco‐ténoise
Question # 1: What do you think of the project?
• Competition side? Can the city accommodate two museums, I believe so? Given our territorial
mandate, the local subject is less strong here. If we work to awaken the interest in heritage in a global
way, it is positive for all, possible partnerships
• Demands in the city for meeting spaces… it lacks ... allows profitability ... beyond visitors
• Great idea… Have a ton of tourists that watch night sky… they need things to fill the day.
• Growth, tourism suppliers… itineraries have gaps in major day activities… mostly for
international tourists. Cultural history buffs are the main Canadian tourism market “cultural explorers”.
Visiting family and friends… a huge part of the market (summer tourists).
• The PW museum (Prince of Wales Northern Heritage Center) is good but is territorial… great to have a
museum that concentrates on local history. Reconciliation agenda… great to add and plan in relation to
that.
• All for anything to add to tourism… anything to offer more to visitors. People want to go to a
diamond mine, but we need to offer more — historical back.
• Critical to the sustainability of the center? You have to buy directly from the artist, markup was
decided for each artist, dependant on the product. Small items are important so they can take it home
on the plane.
• The coffee shop is a great idea but needs t be done in a very special manner… can’t rely on minimum
wage and very difficult to find staff at minimum wage. Volunteers are elderly and create difficulties.
• Key items on the city tour would fulfill a need. We will the Center in our itinerary.
• Mining tours would be a great addition to the city. Cultural significance is important to build in there,
Dene people need to be included in there.
• I think the museum is a great idea. The museum should charge for admissions, its reasonable for a
museum that is community‐based to charge ‐ 5/10$. 90 000 visitors coming to the territory every
year and it is a big market.
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•

I think the museum is a great idea. I see an opening for the student’s field trips

Questions # 2: Do you have any needs that could be fulfilled by YHS and its museum / interpretation center (gift
shop, museum, space rental, café, parking lot, outdoor spaces, etc.)?
• Probably the school programs that we host here are rooted in the curriculum, often related to the
Dene culture, rare at the science (geology or other) level. It could sometimes be suggested that
educators meet at this museum for what cannot be filled, would often fill gaps in the curriculum.
• Interesting opportunity to improve the efforts and offer at the level of interpretation and animation
(as a partner rather than as a competitor). We could even share some objects, artifacts and collections.
• The visitor center is lacking… it’s in the city’s boardroom right now but there is a need for that. It could
be a partnership opportunity… could operate out of the space. Meeting spaces… not a huge need.
Except for conferences who want off‐site. Need to have a liquor licence… if they can have reception
spaces (200+ people) where people can also learn about the community.
• There is no one telling the story of mining and environmental protection. Moving from gold mining and
diamond. Moves also in the protection laws and regulations… sustainable mining and impact over the
environment around it.
• It would be a nice connection to where’s it’s supposed to be, where it really is and what it used to
be. Changes in mining approaches… The reclamation point, especially giving location, is a nice
opportunity.
• Maybe if there was office space rental. The machinery outside is only a small part of the customer that
is actually interested… it is a specific interest. The city tour starts at the giant mine and the history of
the giant mine. Only about 50% are interested in getting out and seeing.
• One specific is that there many tour operators that don’t have many places to go to. Having something
close to town that is easy access. More things to do for tourists
• Lack of things to do during the day for visitors. Need an increase in activities, daytime destinations, fill
out the gaps.
• Indoor activities are important.
• If they can create school tours that align s with the school program that is a good idea. The teacher can
use their material to work on the lessons. Bring new perspective on learning geology, natural science
and history.
Questions # 3: What do you think they need in order to succeed? If this was your project, what would you do to
ensure success?
• Animation, interpretation of a story other than what the museum presents. Go beyond a welcome
center ... dog sled and caribou photos will not be enough. It will be necessary not only to present but
also to interpret the story ... employees, guides, animators.
• The building is still moving away from the city ... they must make themselves known. Schools, cities,
festivals. Otherwise shuttle between the city and the site or a partnership (Yellowknife’s Dene).
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• To attract locals they need changing exhibitions, play zones ‐ schools come for the program but stay for
games. Hands‐on public programs... get involved, touch, do something. The site offers many
possibilities for this purpose. Outdoor activities
• A big part of the tourism relies on the travel trade… 18 months in advance for confirmation of market‐
ready product. Stability and consistency are key for international market. Accountability is important
for those markets.
• Be alive in the digital world, hours posted with features on the internet… people need to find them.
Work with NWT Tourism for languages and international platforms and languages.
• Well paid manager… need to know how to manage and handle the board. Need to be open to change.
• Consistency is critical… for example on schedules… need to be clear and advertised. Being not for profit
is a good thing.
• Find a reason why the tours absolutely need to come to the center (free pin or north of 60
certificates, etc)… something interactive, something they can do, something different.
• Something engaging. Engage people in the project. The tours available are amazing and interesting but
there was no attraction, no engagement.
• A need interactive display, possibility to operate things rather than seeing things. Photos of cool stuff.
• April, May, June is important this is the low months in tourism, so they need structured full‐year
programming.
• Timing and scheduling are important, it could be a teaser to entice them to come back.
• Language is important, especially with the Asian market, content needs to be delivered in
many languages.
• Just opening and they will succeed, there is enough a need. Maintaining the building, not waiting and
ensuring that you don’t rely on governmental support.
• Customer service must be perfect. The gift shop is interesting. Good idea to change name and focus.
Specific hours of operation to maximize time and money.
• If they want to attract Schoolboards and students, then they need to create school tours that align
with the school program.
• French‐speaking guide.
Questions # 4: What do you think they need to avoid? If this was your project, what would you prevent or avoid
in order to be successful?
• Lack of visitors, lack of visibility. If the subject is not large enough to attract public diversity ... if it is too
much of a mine and not enough of the indigenous peoples, for example. You need to balance.
• Don’t rely on volunteers… business model that has paid staff, reliable hours and accountability.
• Bad management and not being open to change.
• As long as it’s engaging and not a relic. We need to avoid it being quirky and make it unique, with rich
content that has an X factor. As long as it’s not bland, it could be very successful.
• Consistency and good management, so that you don’t have to cancel tours if one person is sick. Tours
operators need to be sure that if they book tours, the booking will be honored.
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• Duplication and competition with PWHC. As for the meeting spaces, not sure if there is actually a need
for it.
• Distance out of town may be a challenge to address as well.
• For CSFTNO to send students to the field trip is expensive (bus cost $400). To attract our students, a
real value‐added need to e created.
Questions # 5: Would you be interested in a possible partnership with YHS? If so, what do you have in mind?
• School Programs, collections. A partnership with the Yellowknife Dene who is talking about a museum
site, there could be a collaboration of the 3 (Center, Dene Nation and Prince of Wales Northern
Heritage Center).
• Marketing partnerships. As a member of NWT Tourism, you get a discount on advertising… 3 free
package son website, etc. (membership package online – spectacularnwt website, at the bottom)
• Connection to us through the conference bureau… help the conference planners for events, activities
and tours.
• Advice on cultural sensitivity… cultural advising committee for marketing.
• Would promote them… this would be a huge asset if there was a museum there.
• If we can get people to engage right away and bring them to the site.
• Look at how it would be interesting to the Asian market.
• Promotion, advertising, communication. Tons of collaboration with other operators, tourism
destination could be great to add
• Cold is collaborations for presentations, talks, interpretations from other groups.
• Yes.
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