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Preface 
 
 
{ǳǎǘŀƛƴŀōƭŜ ǘƻǳǊƛǎƳ ǿŀǎ ŎƻƛƴŜŘ ƛƴ ǘƘŜ мффлΩǎ amidst a growing recognition that all industries need to 
reflect on, and revise practices to contribute to global sustainability efforts.  Since then, some national 
and regional efforts have been initiated and recognized, in an effort to encourage progress.  Similarly, at 
the operator level, award programs have emerged to recognize businesses that are leading the way in 
sustainability. 
 
Despite these efforts, there is a common consensus that we need to do much more.  Sustainable 
practices are not the norm in businesses in tourism, nor are they commonly seen as a primary focus of 
regional and provincial government agencies.  The question remains ς if sustainable tourism practices 
are important ς how do we influence change so that more businesses adopt sustainable practices? 
 
While no clear answer to this question yet exists, there is growing evidence in other industries that one 
way forward is to build on our successes.  We know there are businesses out there that are forging new 
ground and coming up wƛǘƘ ƛƴƴƻǾŀǘƛǾŜ ǿŀȅǎ ǘƻ ōŜ ƳƻǊŜ ǎǳǎǘŀƛƴŀōƭŜΦ  ²Ƙŀǘ ǿŜ ŘƻƴΩǘ ƘŀǾŜ ŀ ƘŀƴŘƭŜ ƻƴ 
yet however, is what sorts of practices are being adopted, by which businesses and with what impact?  If 
we could talk to these operators, what would they tell us about their efforts, their successes and the 
lessons they have learned? 
 
The Fostering Innovation in Sustainable Tourism (FIST) project tried to answer some of these questions 
by seeking out innovators across rural areas of British Columbia, meeting with them and allowing them 
an opportunity to share their knowledge. This manual contains their stories and demonstrates the 
growing level of commitment to sustainability practices in small and medium sized tourism businesses.  
Collectively, the stories also highlight ideas that operators might want to incorporate into their own 
business and they give insight to policy makers on barriers that can be reduced or eliminated to incent 
further change. 
 
The innovators profiled in this manual deserve recognition for their commitment to sustainability. On 
behalf of the research team for the Fostering Innovation in Sustainable Tourism project, thank you for 
ǎƘŀǊƛƴƎ ȅƻǳǊ ǎǘƻǊƛŜǎ ǿƛǘƘ ǳǎ ŦƻǊ ǘƘŜ ŎƻƭƭŜŎǘƛǾŜ ƎƻƻŘ ƻŦ ǘƘŜ ǇǊƻǾƛƴŎŜΦ  ¸ƻǳǊ ŜŦŦƻǊǘǎ ǘƻ άŎƭŜŀǊ ǘƘŜ ǘǊŀƛƭέ ŀƴŘ 
share with others in the industry are appreciated. 
 
Nicole L. Vaugeois, PhD 
BC Regional Innovation Chair in Tourism and Sustainable Rural Development  
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Introduction  
 
 
As we have become more aware of the impacts that humans are having on our planet, we have also 
witnessed the emergence of leaders across every industry who are trying to incorporate more 
sustainable practices into business operations.  Sustainability is gaining ground as a better way to do 
business as it contributes to the triple bottom line ς or economic, environmental and social/cultural 
benefits. 
 
Despite this trend, efforts to make sustainable practices mainstream have not yet taken root.  Research 
tells us that this is due to a host of barriers which include things like: a) uncertainty about the issue of 
sustainability, b) lack of knowledge of how to change, c) lack of supports or incentives to change, d) 
concerns about costs of implementing new ideas, and e) complexity of the issue and options available 
(Asproth and Nystrom, 2008; Biondi, Iraldo and Meridith, 2002; Bramwell and Lane, 2007; Reid and 
Schwab, 2006).   
 
The tourism industry has been one of the industries attempting to introduce more sustainable practices 
ƛƴǘƻ ǘƘŜ ŘŜƭƛǾŜǊȅ ƻŦ ǾƛǎƛǘƻǊ ŜȄǇŜǊƛŜƴŎŜǎΦ  {ƻƳŜ ƻŦ ǘƘŜ ƳƻǊŜ άƳŀŎǊƻέ ŀǇǇǊƻŀŎƘŜǎ ƘŀǾŜ ƛƴŎƭǳŘŜŘ ǘhe 
development of certification programs to allow businesses to differentiate their products to consumers, 
ƻǊ ǘƘŜ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ǘŀǎƪ ŦƻǊŎŜǎ ǘƻ ƛƴŦƭǳŜƴŎŜ ǇƻƭƛŎȅ ŘŜǾŜƭƻǇƳŜƴǘΦ  !ǘ ǘƘŜ άƳƛŎǊƻέ ƻǊ 
business level, all sorts of practices have been introduced ranging from the introduction of alternative 
energy sources to contributing staff time to volunteer at community events.   
 
These early attempts to advance sustainability are important ones.  Like anything in its infancy, first 
attempts need to be supported to ensure that they are as successful as they can be.  They also need to 
be the focus of attention so that we develop a better understanding of who tried what, how it worked, 
why it worked and what further steps are needed.  When it comes to early efforts in sustainable tourism 
however, there has been little attempt to analyze early adopters and learn from their experiences. 
 
One of the best ways to help foster innovation in sustainability is to profile the efforts of early adopters 
(Collins, Lawrence, Pavlovich and Ryan, 2007; Hansen, Sondergard and Meridith, 2002; Kerr, 2006; North 
and Smallbone, 2000).  This way others can learn from their example, get ideas that they can 
incorporate into their own business, and keep momentum going.  Similarly, the knowledge early 
adopters are gaining about sustainable tourism is vital to help advance broader collective efforts in the 
industry.   
 
This manual profiles early adopters of sustainable tourism practices throughout rural British Columbia. 
The innovators are from all sectors of the industry and each one is implementing ideas that help their 
own business advance on sustainability targets. To produce the manual, owners and operators met with 
ǘƘŜ άCƻǎǘŜǊƛƴƎ LƴƴƻǾŀǘƛƻƴ ƛƴ {ǳǎǘŀƛƴŀōƭŜ ¢ƻǳǊƛǎƳέ research team to share their knowledge. They 
commented on what practices they had adopted, how they were impacting their business, challenges 
they overcame and lessons they have learned.   
 
First the manual will introduce the concepts of sustainable tourism and innovation and argue that BC is 
in a strong position to make sustainable tourism practices (STP) the norm.  In the next section, readers 
can learn from twenty BC innovators in sustainable tourism as well as some impressive examples from 
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outside the province.  In the final section, the manual summarizes some of the main observations about 
how sustainable practices in tourism can be further advanced in BC. 
 
 
 

Sustainable tourism practices 
 
Despite often being ŘŜŜƳŜŘ ŀ άƴƻƴ ŜȄǘǊŀŎǘƛǾŜέ ƛƴŘǳǎǘǊȅΣ ǘƻǳǊƛǎƳ is still a resource dependent industry.  
It relies on natural surroundings, communities and the steady supply of products to create experiences 
for visitors. As long as tourism has been acknowledged as 
an industry, advocates have pushed forward tourism 
agendas citing the benefits of economic growth without 
the same environmental impacts of resource extraction 
or manufacturing industries.  But as the industry grew, it 
became apparent that tourism could in fact be 
unsustainable. Tourism, at its worst, can have a tendency 
to concentrate high volumes of people in sensitive eco-
systems, place a population boom on communities 
without the infrastructure or development plans to 
handle it, and displace cultures in desirable destinations.  
And of course the industry is forever battling the 
indisputable fact that it is inherently linked to substantial 
άƭǳȄǳǊȅέ Ŧƻǎǎƛƭ ŦǳŜƭ ŎƻƴǎǳƳǇǘƛƻƴΦ   
 
!ǎ ŜŀǊƭȅ ŀǎ ǘƘŜ мфтлΩǎ ǘƘŜ Ƴƻǎǘ ōŀǎƛŎ ǇǊƛƴŎƛǇƭŜǎ ƻŦ ǎǳǎǘŀƛƴŀōƭŜ ǘƻǳǊƛǎƳ ǿŜǊŜ ƛƴǘǊƻŘǳŎŜŘ in an attempt to 
mitigate or eliminate some of these impacts. Key tenets of sustainable tourism are that "a sustainable 
tourism business fulfills economic, environmental and socio-cultural obligations while generating 
income, contributing to employment, maintaining cultural integrity, and preserving essential ecological 
processes and biological diversity" (Tourism Industry Association of Canada, Canadian Tourism 
Commission and Parks Canada, 2008, p.1). 
 
The focus in sustainable tourism literature has largely been about maximizing the positive impacts and 
minimizing the negative impacts of tourism. Table 1 shows a list of some of the positive and negative 
impacts that tourism has been known to create in destinations around the world. These impacts are 
important to consider in sustainable tourism because efforts need to be made to minimize the negative 
and maximize the positive effects of tourism in all three categories ς the economy, social/culture and 
the environment. 

Key tenets of sustainable tourism are 
that "a sustainable tourism business 
fulfills economic, environmental and 

socio-cultural obligations while 
generating income, contributing to 
employment, maintaining cultural 
integrity, and preserving essential 
ecological processes and biological 

ŘƛǾŜǊǎƛǘȅέΦ  
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Table 1. Positive and Negative Impacts of Tourism Development (Kreag, 2001) 
 

 Positive Negative 

Economic ¶ Contributes to income and 
standard of living 

¶ Improves local economy 

¶ Increases employment 
opportunities 

¶ Increases tax revenues 

¶ Creates new business 
opportunities 

¶ Increases price of goods and 
services 

¶ Increases price of land and 
housing 

¶ Increases cost of living 

¶ Increases potential for 
imported labour 

¶ Seasonal tourism creates 
high-risk, under- or 
unemployment issues 

Environmental ¶ Protection of selected natural 
environments or prevention of 
further ecological decline 

¶ Preservation of historic 
buildings and monuments 

¶ LƳǇǊƻǾŜƳŜƴǘ ƻŦ ǘƘŜ ŀǊŜŀΩǎ 
appearance (visual and 
aesthetic) 

¶ Pollution (air, water, noise, 
solid waste, and visual) 

¶ Loss of natural landscape and 
agricultural lands to tourism 
development 

¶ Loss of open space 

¶ Destruction of flora and fauna 

Social/Cultural ¶ Improves quality of life 

¶ Facilitates meeting visitors 
(educational experience) 

¶ Positive changes in values and 
customs 

¶ Promotes cultural exchange 

¶ Increases demand for 
historical and cultural exhibits 

¶ Language and cultural effects 

¶ Unwanted lifestyle changes 

¶ Displacement of residents for 
tourism development 

¶ Negative changes in values 
and customs 

¶ Exclusion of locals from 
natural resources 

 
 
 

Why should a business incorporate sustainable tourism practices?   
 
Organizations usually need to hear the business case for why they should incorporate sustainable 
practices into their operations. Here is a list of reasons that have emerged: 
 

a) Growing demand ς there is some evidence that a growing portion of visitors is seeking to spend 
their money on experiences that are sustainable (Uriely, Reichel and Shani, 2007); 

b) Protects the resources that are used in creating the experience ς the environmental and cultural 
inputs that are required to create ǾƛǎƛǘƻǊ ŜȄǇŜǊƛŜƴŎŜǎ ŀǊŜ ƴƻǘ ƻŦǘŜƴ άŎƻǎǘŜŘ ƛƴέ ǘƻ ǇǊƛŎƛƴƎΦ  
Sustainable practices can contribute back to these resources to ensure that they are available 
for the long term; 

c) Reduces costs ς while some sustainability practices require investments in new infrastructure, 
most do not.  By reducing energy or reusing available resources businesses can cut costs 
considerably; 
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d) Differentiates business from the competition ς as markets begin to prioritize sustainable options 
when purchasing tourism experiences, businesses that are well on the road and publicizing their 
achievements will differentiate themselves from competitors and stand a greater likelihood to 
benefit; 

e) Helps attract labour ς tourism is a labour intensive industry and attracting and keeping great 
staff is directly linked to the bottom line.  The younger generations are learning about 
sustainability and are attracted to organizations that are pursuing it; 

f) Adds resiliency to an operation ς in an age of volatility, organizations that are more resilient 
stand a better chance of survival.  Many sustainability practices cut costs, put businesses in a 
stronger market position and establish supply networks and partnerships that help businesses 
through tight economic periods. 

 
As the world comes to terms with the realities of climate change and the urgencies with which we need 
to respond, many industries are seeking ways to move ideas into action.  For a large part, technology 
and know-how are in place and ready for implementation, all that lacks in a lot of cases, is a 
combination of economic incentive (or market forces) and societal commitment.  It is the innovators in 
our industry, and in our communities who we rely upon to create and experiment with new ideas, and 
ultimately persuade the market and society to change. 
 
 

Importance of innovators 
 
Influencing change in society is not an easy task.  This has certainly been the case with respect to 
behavior change for sustainability.  Those who make a commitment to change are innovators. 
Innovators chart new territory for others and as a whole, experience more challenges and set backs than 
those that follow their lead.  Innovators have to make decisions with less advice since there is usually 
not a good base of knowledge on what they are trying to achieve.  They generally pay more to 
implement their initiatives because demand for new products is not yet bringing prices down. Similarly, 
innovators have to deal with market and governance systems that may not be ready for their ideas or 
needs.  
 
So why do innovators ǇŜǊǎŜǾŜǊŜΚ  LƴƴƻǾŀǘƻǊǎ ƘŀǾŜ ōŜŜƴ ǎǘǳŘƛŜŘ ƛƴ ǾŀǊƛƻǳǎ ƛƴŘǳǎǘǊƛŜǎ ǎƛƴŎŜ ǘƘŜ мфтлΩǎ 
ǿƘŜƴ 9ǾŜǊŜǘǘ wƻƎŜǊǎ ǎŜƳƛƴŀƭ ōƻƻƪ ά5ƛŦŦǳǎƛƻƴ ƻŦ LƴƴƻǾŀǘƛƻƴǎέ ǿŀǎ ǇǳōƭƛǎƘŜŘΦ  hǾŜǊ ǘƘŜ ȅŜŀǊǎΣ ƴǳƳŜǊƻǳǎ 
studies have been conducted to learn more about how innovative ideas originate and take hold in 
society. 
 
Understanding the innovation process is useful when some sort of change is desired in society.  
Sustainable tourism could be considered one type of change that is desired, but not yet well established.  
Research indicates that there is a point of time when the adoption of innovation reaches a critical mass.  
At this point, enough individuals have adopted an innovation, in this case sustainable tourism practices, 
that the continued adoption becomes self sustaining (Rogers, 2003).  To reach this desired state of 
change, Rogers (2003) outlines several strategies to bring about this critical mass. These strategies are: 
have an innovation adopted by a highly respected individual within a social network, create an 
instinctive desire for a specific innovation, inject an innovation into a group of individuals who would 
readily use an innovation, and provide positive reactions and benefits for early adopters of an 
innovation. 
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How can innovators help advance 
sustainable tourism practices?  It 
may seem obvious at this point, 
but our innovators are important 
change agents when it comes to 
topics like sustainability (Bramwell 
and Lane, 2007; Halme and 
Fadeeva, 2000; Kerr, 2006; 
Simmie, 2002, Tzschentke, Kirk 
and Lynch, 2008).   
 
Their insights and experiences 
form a new type of knowledge 
that cannot be read anywhere in 
books, on the internet or even 
heard at our current gatherings.  
When many of these operators 
are independent, busy people who 
are working to make their 
business a success in rural and 
remote regions of the province, 
the opportunity to learn from 
their knowledge becomes even 
more difficult.  Yet their insights 
are the most important ingredient 
to collective efforts for the 
tourism industry. To ignore their 
knowledge would be a missed 
opportunity and one that will 
likely result in inappropriate policy 
decisions and misguided program development. 
 
Of equal importance is learning from those within the local context.  άaŀŘŜ ƛƴ ./έ innovators are 
important teachers because they have navigated the current political and economic climate, which may 
present important insights for others.  Diffusing local innovation and infusing BC with outside innovation 
will provide useful, concrete examples of what it takes to incorporate sustainability into tourism in this 
context. 
 
 

BC ɀ the place to make it all happen 
 
./Ωǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ƛǎ taking steps to ensure that it becomes a leader in sustainability.  Some of these 
steps include the following: 

 

¶ The Foresight Project in 2007 brought together leaders throughout the industry to focus on the 
future of the industry and priority areas. Sustainability was a key theme and helped influence 
dialogue in the province. 

άwƻƎŜǊǎΩ ŘŜŦƛƴŜǎ ǎŜǾŜǊŀƭ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎǎ ƻŦ ƛƴƴƻǾŀǘƛƻƴǎ 
ǘƘŀǘ ƛƴŦƭǳŜƴŎŜ ŀƴ ƛƴŘƛǾƛŘǳŀƭΩǎ ŘŜŎƛǎƛƻƴ ǘƻ ŀŘƻǇǘ ƻǊ ǊŜƧŜŎǘ 
an innovation.  

1) The relative advantage is how improved an innovation 
is over the previous generation.  

2) Compatibility is the second characteristic, the level of 
compatibility that an innovation has to be assimilated 
ƛƴǘƻ ŀƴ ƛƴŘƛǾƛŘǳŀƭΩǎ ƭƛŦŜΦ  

3) The complexity of an innovation is a significant factor in 
whether it is adopted by an individual. If the innovation is 
too difficult to use, an individual will not likely adopt it.  

4) The fourth characteristic, trialability, determines how 
easily an innovation may be experimented with as it is 
being adopted. If a user has a hard time using and trying 
an innovation this individual will be less likely to adopt it.  

5) The final characteristic, observability, is the extent that 
an innovation is visible to others. An innovation that is 
more visible will drive communication among the 
ƛƴŘƛǾƛŘǳŀƭΩǎ ǇŜŜǊǎ ŀƴŘ ǇŜǊǎƻƴŀƭ ƴŜǘǿƻǊƪǎ ŀƴŘ ǿƛƭƭ in turn 
create more ǇƻǎƛǘƛǾŜ ƻǊ ƴŜƎŀǘƛǾŜ ǊŜŀŎǘƛƻƴǎέ   

Wikipedia, 2009 
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¶ In 2007, the BC Sustainable Tourism Collective (BCSTC) was created.  The collective represents 
six leaders in sustainability in tourism in BC. The leaders of these organizations have been 
instrumental at the industry level to raise awareness of the need for collective action on 
sustainability in BC. 

¶ In October 2007, and April 2008, the Ministry of Tourism, Sport, and the Arts (as it was then 
known), Tourism BC, and the BCSTC, in partnership with the Council of Tourism Associations 
(COTA) BC hosted the inaugural and second Green Tourism Forums.  The forums provided a 
venue for further dialogue on sustainability and the identification of key priorities.      

¶ In 2008, The Tourism Industry Association of Canada, Canadian Tourism Commission, and Parks 
Canada, in partnership with Marr Consulting, produced the άGreen your Business ¢ƻƻƭƪƛǘέ.  The 
Toolkit is a guide for tourism businesses of all kinds to develop or implement sustainable 
practices into their operations. This initiative demonstrated an earnest effort to build capacity in 
new practices in the industry. 

¶ The Tourism Research Innovation Project (TRIP) 2006-2009 had academics from Vancouver 
Island University, Thompson Rivers University, University of Northern BC, College of the Rockies 
and College of New Caledonia travel throughout rural and remote areas of BC to meet with 
innovators. In the 60 or so innovators profiled, the theme of sustainability was evident.   

¶ In October 2008, the Premier announced a new BC Regional Innovation Chair in Tourism and 
Sustainable Rural Development at Vancouver Island University.  The new Chair, Dr. Nicole 
Vaugeois, will work with operators and rural communities throughout the province to provide 
research, information and education opportunities. 

¶ In the same week in October 2008, the BC Partnership for Sustainable Tourism was announced 
at the International Ecotourism Conference held in Vancouver.  

 
With this trend in collaboration and dialogue on sustainable tourism happening in BC, a host of 
academic partners who study in the area decided to apply for funding from the Canadian Rural 
tŀǊǘƴŜǊǎƘƛǇΦ  ¢ƘŜ ǇǊƻƧŜŎǘ άCƻǎǘŜǊƛƴƎ LƴƴƻǾŀǘƛƻƴ ƛƴ {ǳǎǘŀƛƴŀōƭŜ ¢ƻǳǊƛǎƳέ was established in 2009 with 
a mandate to: a) identify and profile rural BC innovators in sustainable tourism, b) conduct a study 
to understand adoption of sustainable tourism practices, and c) pilot workshops on sustainable 
ǘƻǳǊƛǎƳ ŀƴŘ ǎƘŀǊŜ ǘƘŜ ƴŜǿƭȅ ǊŜƭŜŀǎŜŘ άDǊŜŜƴ ȅƻǳǊ ǘƻǳǊƛǎƳ ōǳǎƛƴŜǎǎ ǘƻƻƭƪƛǘέΦ  ¢Ƙƛǎ manual 
represents the compilation of innovators that graciously shared their time and insights to the FIST 
project team. 
 
The innovators have been presented in alphabetical order by business name. As many operators are 
practicing numerous sustainability initiatives, we have also provided an index at the end of the book 
to enable readers to look up the specific practices they are interested in.  We encourage readers to 
learn from each and every innovator in the book and take notes on practices that can be 
incorporated into their own organization. 
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Profiles of British Columbia: Innovators in Sustainable 
Tourism  

 
 
 

Chezacut Ranch & Wilderness Adventures  
By Brad Goodwin 
 

Background  

Chezacut Wilderness and Ranch 
Adventures is located in the Chilcotin, 
about 45 km West of Alexis Creek.  
Dominique Schellenberg is 
approaching her first full year of 
running horseback riding tours and 
ranch retreats out of Chezacut, having 
split her inaugural year of guiding 
efforts in 2007 between her ranch and 
a nearby lodge, and taking last season 
off to travel in Europe. Guests have 
the opportunity to experience a 
working cattle ranch while at Rafter 
25 Ranch. The ranch is home to 
roughly 300-head of grass-fed cattle, 
30 horses and a variety of smaller livestock.  
 

Issue 

A large percentage of young people across the country are finding it difficult to return to the family 
ranches because of the down-turn in ranching viability in terms of economics; leaving what experts 
expect to be a void in the next generation of Canadian farmers and ranchers. Family farms are being lost 
to large agribusiness and the possibility for a young rancher/farmer to have enough start up money to 
buy back a ranch is pretty near impossible.  
 
With a desire to continue a lifestyle on the ranch, Dominique recognizes the need to diversify, and add 
resiliency to the ranch economy.  The state of cattle ranching in Canada is not in great shape.  For the 
most part, conventional cattle ranching reflects an industrial operation where large herds are given feed 
grown from GMO seed-stock, and are injected with any or all of vaccinations, vitamins, growth 
hormones, and parasite controls, resulting in a product that is poorer for our health, and less sustainable 
for our lands.   
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While Chezacut Ranch has not quite 
achieved complete sustainability, their 

bio-dynamic approach to their land 
and ranching offers clients who take 

advantage of the Chezacut Ranch and 
Wilderness Adventures, a unique 

opportunity to see leading sustainable 
ranching practices in action. 

 

Innovation  

The idea of sustainability is well-engrained in the Schellenberg family.  The family cattle ranch is one of 
the few in the region pursuing the ideals of bio-dynamic farming.  Conventional ranching can create 
negative impacts on the health of the land and the people who consume beef products. These impacts 
motivated the Schellenberg family to pursue a grass-fed organic meat product. The concept of bio-
dynamic farming is a philosophy of treating the land as one whole unit unto itself. A true bio-dynamic 
farm could function-ŀƴŘ ǘƘǊƛǾŜ ŀƭƭ ƻƴ ƛǘǎ ƻǿƴ ǿƛǘƘƻǳǘ ŀƴȅǘƘƛƴƎ ŦǊƻƳ ǘƘŜ άƻǳǘǎƛŘŜέ ǿƻǊƭŘΦ  ²ƘƛƭŜ wŀŦǘŜǊ 
25 Ranch has not quite achieved complete sustainability, their bio-dynamic approach to their land and 
ranching offers clients who take advantage of the Chezacut Wilderness and Ranch Adventures, a unique 
opportunity to see leading sustainable ranching practices in action. 
 
Chezacut Wilderness and Ranch Adventures is based around the concept of living a sustainable ranch 
experience.  Once guests are on the farm they eat mostly 
home-grown organic foods where outside produce is 
sought from sources as local as possible. The guests are 
given the opportunity for experiential education in how 
the bio-dynamic ranch is run.  This education focuses 
largely on the innovative techniques they use to keep the 
land, soil, and animals healthy.  Before guests have the 
opportunity to take part in a cattle drive, they are 
encouraged to take a two-day course in horsemanship so 
that they can focus on educational and experiential 
aspects of the cattle drives.  On multi-day trips, food and 
supplies are usually shipped out by traditional horse and wagon or packhorse, staying in tune with the 
bio-dynamic concept and avoiding the use of vehicles to support trips whenever possible. 
 

Impact  

5ƻƳƛƴƛǉǳŜΩǎ ōƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ŀǎ ŀ ƴŜǿ 
operator has been in the marketing 
aspect of the business.  Because her 
business focuses on an intimate, 
educational ranch experience, she wants 
ǘƻ ƳŀƪŜ ǎǳǊŜ ǘƘŀǘ ǎƘŜΩǎ ŀǘǘǊŀŎǘƛƴƎ ǘƘŜ 
άǊƛƎƘǘ ǇŜƻǇƭŜΦέ   ²ƘƛƭŜ ƛǘ Ƙŀǎ ōŜŜƴ 
challenging, she is approaching her first 
full year of marketing in a unique way.  
Her older sister recently opened a 
restaurant in North Vancouver called 
Ethical Kitchen.  The restaurant focuses 
on organic grass-fed beef (not ironically, 
from Rafter 25 Ranch!), and organic local 
produce.  As this type of restaurant 
generally attracts a more environmentally and health conscious clientele, Dominique has decided to 
focus a lot of ƘŜǊ ƳŀǊƪŜǘƛƴƎ ŜŦŦƻǊǘǎ ƻƴ ŀǘǘǊŀŎǘƛƴƎ ǘƘŜ ǊŜǎǘŀǳǊŀƴǘΩǎ ŎǳǎǘƻƳŜǊǎΦ  Lƴ ŀ Řŀȅ ǿƘŜƴ ŎƻƴǎǳƳŜǊǎ 
are becoming increasingly aware of the importance of having an increased connection and 
understanding of where their food comes from, the marketing campaign focuses on offering the 
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restaurant clientele the opportunity to come and observe first-hand the origins of their dinner meat.  
Dominique says on the whole their customers leave the ranch with a better perception of healthy living 
and a better understanding of where their food comes from. 
 

Lessons Learned 

As a relative new-comer to the tourism business, Dominique Schellenberg did not have to change her 
business practices to pursue sustainability, she simply created the Chezacut Wilderness & Ranch 
Adventures experiencŜ ŀǊƻǳƴŘ ƘŜǊ ŦŀƳƛƭȅΩǎ ŀǇǇǊƻŀŎƘ ǘƻ ǊŀƴŎƘƛƴƎΦ  5ƻƳƛƴƛǉǳŜ ǎŀȅǎ ǘƘŀǘ ǘƘŜ ŜŘǳŎŀǘƛƻƴŀƭ 
ŀǎǇŜŎǘǎ ƻŦ ǘƘŜ ǘƻǳǊƛǎƳ ōǳǎƛƴŜǎǎ ŀƴŘ ǘƘŜ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ǊŀƛǎŜ ǇŜƻǇƭŜΩǎ ŀǿŀǊŜƴŜǎǎ ƻŦ ǎǳǎǘŀƛƴŀōƭŜ ƭƛǾƛƴƎ ŀǊŜ 
ǿƘŀǘ ŀǇǇŜŀƭ Ƴƻǎǘ ǘƻ ƘŜǊΦ ά¢ƻǳǊƛǎƳ Ƨǳǎǘ ƛǎƴΩǘ ǎǳǎǘŀƛƴŀōƭŜ ǘƻ ōŜƎƛƴ ǿƛǘƘΣέ ŜȄǇƭŀƛƴǎ 5ƻƳƛƴƛǉǳŜ ǊŜŦŜǊǊƛƴƎ ǘƻ 
ǘƘŜ Ŧƻǎǎƛƭ ŦǳŜƭǎ ƛƴƘŜǊŜƴǘƭȅ ƭƛƴƪŜŘ ǘƻ ǘƘŜ ƳƻǾŜƳŜƴǘ ƻŦ ǇŜƻǇƭŜΣ άǎƻ L ǘƘƛƴƪ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ŦƻǊ ŘŜǎǘƛƴŀǘƛƻƴǎ ƛƴ 
ǘƻǳǊƛǎƳ ǘƻ ŀŎǘ ŀǎ ŀ ƳƻŘŜƭΣ ŀƴŘ ōŜ ŀǎ ǎǳǎǘŀƛƴŀōƭŜ ŀǎ ǇƻǎǎƛōƭŜΦέ  
 
While Dominique has seen first-hand the opportunity for larger-scale tourism operations, she says she is 
ǉǳƛǘŜ ŎƻƴǘŜƴǘ ǘƻ Ƴŀƛƴǘŀƛƴ ƘŜǊ ƳŀȄƛƳǳƳ ƎǊƻǳǇ ǎƛȊŜǎ ƻŦ уΦ  ά¢ƘŜ ƘǳƳŀƴ ŎƻƴƴŜŎǘƛƻƴ ƛǎ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘΣέ 
she says.  She has, in one instance, even had German visitors plead with her to keep the experience just 
the way it is, something she fully intends to do.   
 

Future  

While Dominique is still in the early stages of her business, she already has sustainability plans for the 
future.  Taking a year off from her new business, she spent last summer in Europe learning to make 
cheese; a trade she intends to begin incorporating into her Ranch tours, when she finds the time.  
Dominique is working on a regional ride share program in the Chilcotin.  The unique geography of the 
Chilcotin means that nearly  all visitors to the region pass through Williams Lake on their way out, and 
with a lot of them simply traveling to destinations like Chezacut for 3-5 day retreats, a ride-share 
program would be an easy way to cut fossil fuel usage and save both clients and operators some money.     
 
Dominique is pursuing tourism as a means to help support a lifestyle on the ranch and spread 
knowledge about alternative ranching methods.  While her family has had success pursuing a Direct-
Trade model of marketing their meats through their Pasture-to-Plate company, many families pursuing 
alternative ranching models still find it difficult to make the economics work.  Incorporating tourism into 
the ranch operations will add resiliency to the economics of the ranch and, perhaps more importantly to 
the Schellenberg family, will spread knowledge around creating a healthier, more sustainable future for 
our ranchlands across the province. 
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Cimo Mediterranean Grill  
By Amber Faktor 
 

Backgroun d 

Cimo Mediterranean Grill is a locally owned 
and operated restaurant in Prince George 
that offers fine food that is well prepared, 
professionally presented, and often locally 
grown.  Well known in town for its 
phenomenal food and fabulous customer 
service, Cimo offers guests a relaxed dining 
environment amongst warm and inviting 
décor.  Wayne Kitchen has been the head 
chef since the restaurant opened in 2001, but 
it was not until 2004 that he took over 
ownership along with several other partners. 
It was with this transfer of ownership that 
Cimo began its journey towards becoming a 
more sustainable restaurant and setting a precedent for other restaurants.   
 

Issue 

As the original owner of Cimo was not interested in pursuing sustainable restaurant practices it has been 
ƭŀǊƎŜƭȅ YƛǘŎƘŜƴΩǎ ǇŜǊǎƻƴŀƭ ǾŀƭǳŜǎ ǘƘŀǘ ƘŀǾŜ ƛƴŦƭǳŜƴŎŜŘ ǘƘŜ ŎƘƻƛŎŜǎ ǊŜƭŀǘŜŘ ǘƻ ǇǳǊǎǳƛƴƎ ŀ ƳƻǊŜ ǎǳǎǘŀƛƴŀōƭŜ 
restaurant.  Modestly he protests that it is not something that should be considered innovative, but 
should just be the standard of all restaurants.  Since this is not yet the case, Kitchen took it upon himself 
to begin making the small changes, which have become part of Cimo norm.  While one day these 
sustainable choices may prove to be part of a larger marketing plan, thus far any marketing of the 
ǊŜǎǘŀǳǊŀƴǘΩǎ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ƛǎ ōŀǎŜŘ ǳǇƻƴ ǿƻǊŘ-of-mouth as opposed to advertising the fact. 
 

Innovation  

There are many steps that Cimo takes which set it well apart from other restaurants, especially in 
Northern BC.   
 
Small scale choices include: 

- Reusable cream dishes instead of individual cream packets 
- Biodegradable garbage bags and takeout bags 
- Biodegradable takeout containers which are made from 100% recycled paper  
- Wood takeout cutlery 
- Reusable fabric napkins and placemats 
- Providing straws and lemons only upon request to cut unnecessary waste 

 
 
Large scale choices include: 
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- Providing locally roasted, organic fair trade coffee 
- Purchasing locally grown or raised produce and protein whenever possible 
- Purchasing a dishwasher with the lowest amount of water consumption as well as a water 

reduction spray nozzle 
- Composting all kitchen produce waste, as well as front-of-house coffee grounds, and fruit ends 
- Recycling all cardboard, bottles, containers and tin cans 
 

²ƘŜƴ ŎǳǎǘƻƳŜǊǎ ƻǊŘŜǊ ǘŀƪŜƻǳǘ ŦǊƻƳ ǘƘŜ ǊŜǎǘŀǳǊŀƴǘΣ ǘƘŜȅ ŀǊŜ ŎƘŀǊƎŜŘ ŀƴ ά9ƴǾƛǊƻƴƳŜƴǘŀƭ CŜŜέ ƻŦ ол 
cents per container.  While originally set in place to cover the higher costs of the biodegradable 
packaging used, Kitchen plans to take the money collected after a year of the fee being instated, and 
donate it to an environmentally conscious cause. 
 
Cimo has formed substantial partnerships with local growers and community members to aid in its local 
purchasing and commitment to recycling and 
composting.  Local farmers and growers provide 
specially requested crops amongst basic produce, as well 
as protein and even locally roasted, organic fair trade 
coffee.  As the seasons change, so do the menu 
selections, reflectinƎ ǘƘŜ ǊŜƎƛƻƴΩǎ ǊŀƴƎŜ ƻŦ ǘƘŜ ōŜǎǘ ƛƴ 
fruit, vegetables, meat and fish.  A Cimo staff member 
regularly returns the recycling collected to the depots in 
town, while a community member regularly picks up the 
compost and takes it to be used within the community 
garden.   
 

Impact  

While impacts of these sustainable choices are not yet monitored (or marketed), the word-of-mouth 
praise has been great.  Servers actively inform guests about the locally grown options on the menu and 
it is this along with guest observation of sustainable choices being made that influence many people to 
return to Cimo.  There is a growing niche that seeks out this type of establishment and there is definitely 
a substantial group who actively praises and appreciates the choices being made, which set the 
restaurant apart from most within the city.  
 

Barriers  

There are many barriers that have been faced by Cimo Mediterranean Grill while making sustainable 
business choices and many still remain an issue, often due to the geographic location of the restaurant.  
While it is possible for the restaurant to purchase locally raised protein all year round, produce becomes 
very difficult to buy outside of the summer months.  Compared to larger centres where there is enough 
demand for growers to supply locally grown produce all year round, Cimo is forced to buy elsewhere 
when winter sets in.  A lack of recycling programs in the community also presents challenges especially 
when attempting to recycle plastics and tin cans.  
 
Throughout the journey of making sustainable choices, Kitchen has been faced with an overall lack of 
available resources and information to aid in the process. He is optimistic that information and 

Kitchen continues to educate himself 
on potential sustainable choices and is 
continuously striving to improve the 
sustainability of the restaurant.  He 

has learned that obtaining 
sustainability is a dynamic and variable 

task, and operators should keep 
educating themselves and challenging 

their choices to keep up with the 
changing expectations and discoveries. 
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resources that are becoming available will aid him in overcoming the challenges currently being faced in 
his latest pursuit of sustainable choices. 
 

Lessons Learned 

There have been many lessons learned thus far and much focus on perseverance despite the large 
amount of barriers.  Even though the sustainable choices within the restaurant often cost more money 
and take more effort than traditional practices, Kitchen is abiding by his personal values and maintains a 
restaurant that he and his staff can take an immense amount of pride in.  Kitchen continues to educate 
himself on potential sustainable choices and is continuously striving to improve the sustainability of the 
restaurant.  He has learned that obtaining sustainability is a dynamic and variable task and operators 
should keep educating themselves and challenging their choices to keep up with the changing 
expectations and discoveries.   
 

Future  

Kitchen has several ambitions in mind in terms of the sustainable choices at Cimo.  These include 
personally growing produce for the restaurant, switching to environmentally friendly cleaning products, 
and eventually including the sustainability of the restaurant in its marketing.  While he says that even 
now its sustainable choices are highly marketable, especially with growing niches of people who 
purposely seek out sustainable businesses, hŜ ŎƘƻƻǎŜǎ ƴƻǘ ǘƻ ƳŀǊƪŜǘ /ƛƳƻ ŀǎ ŀ άDǊŜŜƴ wŜǎǘŀǳǊŀƴǘέ 
quite yet, as he feels there are still challenges to overcome before he is comfortable promoting the 
restaurant in that manner.  Overall he hopes to continue to increase his awareness and knowledge of 
choices that the restaurant can make as well as in the resources available to aid in these choices.   
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Brian MacIsaac and Rebecca Kneed of 
Crannog Ales Brewery  

Crannóg Ales Brewery  
By Sam Egan 
 

Background  

Brian MacIsaac and Rebecca Kneed purchased their ten-acre 
property in Sorrento, British Columbia, in 1999 and 
established a brewery a year later, in 2000.  The couple set 
out with a vague idea of where they wanted to go, and a set 
of personal and cultural values, which would dictate the path 
of the business.  They knew they wanted to brew traditional 
Irish ales in a sustainable manner but had a lot to learn.  
Today, the property encompasses Crannóg Ales Brewery, Left 
Fields certified organic farm and Stellar Seeds, a certified 
organic seed supplier. 
 

Issue 

When the couple decided to start an organic farmhouse 
micro brewing operation, there was a complete lack of locally 
available organic hops on the market.  In fact, the nearest 
supplier was out of New Zealand.  Committed to becoming 
certified organic and to sourcing local ingredients, they saw no alternative but to begin growing their 
own.   
This desire to pursue organic and sustainable operations on the farm is a result of culturally influenced 
ǇŜǊǎƻƴŀƭ ǾŀƭǳŜǎΦ  .ǊƛŀƴΣ /ǊŀƴƴƽƎΩǎ ōǊŜǿƳŀǎǘŜǊΣ ŀǊǘist and co-owner, is of Irish background.  His culture 
has witnessed, first hand, the disasters caused by monocropping.  The farm encourages biodiversity in 
regards to both flora and fauna species grown and raised, and stresses responsible farming that respects 
ǘƘŜ ǇǊƻǇŜǊǘƛŜǎ ƻŦ ǘƘŜ ǎƻƛƭ ŀƴŘ ŘƻŜǎƴΩǘ ƻǾŜǊǘŀȄ ǘƘŜ ƭŀƴŘ ōŀǎŜΦ 
 
Brian and Rebecca take a perspective of farming that goes beyond the fence line.  That is, they 
acknowledge that the decisions they make on the farm effect a much broader area.  They acknowledge 
the possible long-ranging effects of farming and brewing with pesticides, chemicals, and unnatural 
additives would have on the environment in the area. As well, they want to preserve the natural 
properties of their Ales in order to produce distinct and unique tastes. 
 

Innovation  

.Ǌƛŀƴ ŀƴŘ wŜōŜŎŎŀΩǎ ǇŜǊǎƻƴŀƭ ǾŀƭǳŜǎ ƻŦ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ ŀƴŘ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ŀǊŜ ǊŜŦƭŜŎǘŜŘ ƛƴ ǘƘŜƛǊ ǇǊƻŘǳŎǘƛƻƴ 
practices.  The brewery does not bottle its product because it is both impractical and has a negative 
impact on their product.  Servicing and the necessary equipment for bottling are simply too far away 
and the bottles contain a greater degree of residue than kegs, which negatively influences the taste of 
the beŜǊΦ !ǎ ǿŜƭƭΣ ƴƻǘ ōƻǘǘƭƛƴƎ ǘƘŜƛǊ ōŜŜǊ ŀƭǎƻ ŜƳōǊŀŎŜǎ ǘƘŜƛǊ ōǊƻŀŘŜǊ Ǝƻŀƭ ǘƻ άǳƴŘŜǊ ǇŀŎƪŀƎŜέ ǘƘŜƛǊ 
product.  They offer their product only in kegs which has some positive impacts.  For example, kegs have 
a very long life, are more easily reused and can be more efficiently recycled when expired.  More 
directly, it is the best means of packaging as it provides customers with the authentic taste the Ales 
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leave the brewery with. Crannóg Ales also limits distribution to a reasonable driving range, which 
reflects the importance of buying local product and limiting the environmental impact of shipping over 
long distances. 
 
Out of necessity, Left Fields Farm began growing organic 
hops on-farm for use in the brewery.  From this, they have 
become the only organic hops rhizomes supplier in 
Canada.  They have two hop yards, as well as market 
gardens which are rich in biodiversity.  The brewery also 
utilizes other organic produce from the farm to add 
unique characteristics to its products and the remaining 
produce feeds the farmers and goes to market. 
 
The Brewery and the Farm are also integrated in pursuit 
of a Zero Waste System. The brewing process produces 
spent grain, yeast and hops, clean water and grey water.  
Spent yeast is heated and killed and then, along with 
spent grains and hops, is either fed to livestock or added to compost.  The clean water is re-used within 
the brewery and for irrigation and livestock, and the grey water helps break down the compost, which is 
then used on-ŦŀǊƳΦ  ¢Ƙƛǎ ŎǊŜŀǘŜǎ ŀ ŎȅŎƭƛŎŀƭ ǇǊƻŎŜǎǎ ǿƘŜǊŜ ǘƘŜ ŦŀǊƳ ōŜƴŜŦƛǘǎ ŦǊƻƳ ǘƘŜ ōǊŜǿŜǊȅΩǎ 
ōȅǇǊƻŘǳŎǘǎ ŀƴŘ ŎǊŜŀǘŜǎΣ ƛƴ ǘǳǊƴΣ ōŜƴŜŦƛǘǎ ŦƻǊ ǘƘŜ ŦŀǊƳΩǎ ǇǊƻŘǳŎǘƛƻƴΦ  ¢Ƙƛǎ ǇǊƻŎŜǎǎ ƴƻǘ ƻƴƭȅ Ƙŀǎ 
environmental benefits but economic benefits, also reusing limits the expenditure for overall 
production.  
 

Impact  

Upon planting their first crop, Brian and Rebecca received immediate recognition.  A project, in 
partnership with BC Investment Agriculture, was initiated to create a manual for operators wishing to 
pursue organic hops production on a similar scale.  That is, it was tailored specifically for small-scale 
organic operations, such as Left Fields Farm.   
The success and media attention of the farm and the brewery has resulted in a successful tourism 
operation as well.  Tours of the farm and brewery can be arranged by appointment on Fridays and 
Saturdays and have become quite popular as visitors are impressed with the complexity of the 
integrated system and the two operators are able to showcase their innovative system. 
 
Brian and Rebecca have acted as a model for successful sustainable operations and have begun 
influencing those they are associated with to adopt similar values.  For example, they were able to 
convince the Nelson Brewing Company to become certified organic and have also swayed their local 
malted barley producer to meet their demand for organic malted barley.  This has resulted in a shift 
from 0% - roughly 50% organic production. 
 
Finally, the impact of their efforts is found most definitively in their product; the beer.  Their practices 
result in unique and quality ales that have gained recognition and awards throughout the local brewing 
community.  In essence, they win everything they enter.  The brewery has also begun working in 
ŎƻƴƧǳƴŎǘƛƻƴ ǿƛǘƘ ŜŘǳŎŀǘƛƻƴŀƭ ǇǊƻƎǊŀƳǎ ǎǳŎƘ ŀǎ ¢ƘƻƳǇǎƻƴ wƛǾŜǊǎ ¦ƴƛǾŜǊǎƛǘȅΩǎ /ǳƭƛƴŀǊȅ !Ǌǘǎ tǊƻƎǊŀƳ ǘƻ 
pass on their knowledge. 
 

Brian and Rebecca take a perspective 
of farming that goes beyond the fence 
line.  They acknowledge the possible 
long-ranging effects of farming and 
brewing with pesticides, chemicals, 

and unnatural additives would have on 
the environment in the area. As well, 

they want to preserve the natural 
properties of their Ales in order to 
produce distinct and unique tastes. 
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Barriers  

.Ǌƛŀƴ ŀƴŘ wŜōŜŎŎŀΩǎ Ǝƻŀƭ ƛƴ ǎǘŀǊǘƛƴƎ ǘƘŜ ōǊŜǿŜǊȅ ǿŀǎ ƴƻǘ ƻƴƭȅ ǘƻ ōŜ ǎǳǎǘŀƛƴŀōle environmentally, but 
also to be sustainable as a business.  That is, the property was to support the three stakeholders, 
financially, year-round; Brian, Rebecca and Patrick (who runs Stellar Seeds from the farm as well).  To 
sustain profitability year-round has been a bit of a struggle as the farm loses much of its productivity in 
the winter months.  However, through the success of the brewery and increasing recognition and 
demand for their product, they are now able to support all stakeholders, year-round. 
 
/ǊŀƴƴƽƎΩǎ ǇŀǊǘƛŎƛǇŀǘƛƻƴ ƛƴ ōǊŜǿƛƴƎ ŜǾŜƴǘǎ ƛǎ ƭƛƳƛǘŜŘ ōȅ ǘƘŜƛǊ ǇǊƻŘǳŎǘƛƻƴ ǘŜŎƘƴƛǉǳŜǎΣ Ƴŀƴȅ ƻŦ ǿƘƛŎƘ 
require bottled entry, which contradicts the values associated with their brewing process.  This has been 
a barrier to gaining further exposure and recognition in the brewing world.  For example, their 
powerfully-ŦƭŀǾƻǳǊŜŘ .ŀŎƪ IŀƴŘ ƻŦ DƻŘ {ǘƻǳǘ Ƙŀǎ ōŜŜƴ ŀǿŀǊŘŜŘ ά.Ŝǎǘ .ŜŜǊέ ŀǘ ǘƘŜ hƪŀƴŀƎŀƴ CŜǎǘ-of-
!ƭŜ ƛƴ ōƻǘƘ нллл ŀƴŘ нллтΣ ŀƴŘ ά.Ŝǎǘ hǊƎŀƴƛŎ !ƭŎƻƘƻƭƛŎ .ŜǾŜǊŀƎŜέ ŀǘ ǘƘŜ hǊƎŀƴƛŎ IŀǊǾŜǎǘ !ǿŀǊŘǎ ƛƴ 
2005, just to name a few.  Other ales they have entered have gained similar review.  However, further 
participation in these events is limited due to their commitment not to bottle. 
 
Brian and Rebecca had trouble in the beginning 
sourcing organic product.  They were formerly 
forced to transport organic malted barley from 
Saskatchewan, being the closest supplier at the 
time.  With the desire to source their ingredients 
locally, the couple approached Gambrinus Malting in 
Armstrong, BC, and convinced them to start 
production, as well as tackling organic hops on their 
own. 
 
There were also some barriers in terms of pursuing 
alternative energy options.  They stress a shortage of 
individuals in the industry with practical knowledge 
regarding alternative energy; i.e. they too often 
encounter salespeople who know and offer only their product (for example, Solar Energy). They have 
therefore not found energy systems that are tailored to suit the needs of the brewery.  They have also 
reasoned that alternative energy solutions, at this time, are not practical in an economic sense for them 
yet.  They require too great of an investment, with a long-term payback that is not feasible for their 
operation. 
 

Lessons Learned 

Brian and Rebecca stress resourcefulness and creativity as key personality traits for successfully 
implemented innovative practices.  That is, a lot of costs can be reduced by tackling projects, 
individually.  Not everything has to be purchased and this is a key theme they pursue; a shift away from 
consumer culture.  For example, they were able to save more than 93% of the retail cost of a keg cleaner 
by assembling one themselves. 
A light footprint on the land is crucial for the future productivity of the business as well as for the quality 
of current production.  Overtaxing the earth can deprive it of its nutrients that help flora flourish, and 
can have a long-term impact on the productivity of the land.  Responsible and sustainable farming are 
key concepts to the success of their property. The farm and the brewery both benefit from their 

Brian and Rebecca at a summer event 
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integration and the farm gains from its biodiversity.  In fact, as biodiversity has increased with the 
evolution of the farm, the property has encountered an increase in wildlife. 
 
When they had first purchased the farm and began operations, the goal was to be completely self-
sufficient.  This goal has now evolved, as they have realized the success and importance of local 
partnerships and trade.  They now stress the importance of local partnerships and trade based on 
goods, not money.  They trade on a small scale with other local producers for goods for the farm and for 
their own household 
As for working with the Organic Certification, they advise anyone interested in pursuing this end to 
make their sourcing process as simple as possible as a trail of paperwork is required for everything.  This 
is another benefit of working directly with local suppliers; simplicity.  In regards to local partnerships, 
they also stress the possibility for compromises ƛƴ ǇǊƻŘǳŎǘƛƻƴΦ  ¢Ƙŀǘ ƛǎΣ ƛŦ ǎƻƳŜƻƴŜ ƛǎƴΩǘ ƎǊƻǿƛƴƎ ǿƘŀǘ 
you require, ask them to!  So long as it is a suiting productive crop for their land, growing and selling a 
product direct will benefit all involved.  In a similar fashion, operators can also influence standards and 
regulations regarding these organic certifications.  As it is an emerging concept for some niche industry 
sectors, operators can sometimes contribute to shaping these standards.   
 

Future  

Currently Crannóg Ales is the only organic farmhouse microbrewery in Canada.  However, this is not 
intentional and Brian and Rebecca hope to encourage others through their success story and change this 
title to perhaps being the first, not the only.  They have already been a positive influence through their 
hops manual and their model of successful implementation.   
 
They plan to pursue alternative energy solutions from a systems approach once the technology becomes 
more practical for their application and more affordable. 
A key concern is the further refinement of their zero waste system.  They would like to further process 
the resulting grey water to separate usable clean water from sludge.  Currently it is all fed to the 
compost but they would like to be able to use the extracted water for irrigation and add only the sludge 
to the compost. 
 
On a broader scale, they are hoping that their actions will inspire a re-creation of a hops industry in 
British Columbia.  The last remaining hop yard, in Chilliwack, was closed in 1997.  However, since the 
production of their hops manual, BC now has at least 8 organic hop yards and they hope to see this 
number continue to grow. 
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The first initiative was to get a pig.  To 
deal with all the food waste produced 

by the hotel, Dave approached 
Dominion Creek Ranch, just 5km down 
the road from the Resort village to ask 
ƛŦ ǘƘŜȅ ǿŀƴǘŜŘ ǘƻ ǳǎŜ ǘƘŜ ƘƻǘŜƭΩǎ ŦƻƻŘ 

waste to feed their swine.   

Delta Sun Peaks Resort  
By Sam Egan 
 

Background   

The Delta Sun Peaks Resort is a 4 Diamond hotel property strategically located in the heart of the Resort 
village and owned by Sun Peaks Resort Corporation.  It is the largest hotel within the Resort with 220 
guest rooms available.  Sun Peaks Resort Corporation is certified for environmental policies and controls 
under the International Standards Organization 14001 and has been acknowledged for their efforts with 
ŀǿŀǊŘǎ ǎǳŎƘ ŀǎ ¢ƻǳǊƛǎƳ .ǊƛǘƛǎƘ /ƻƭǳƳōƛŀΩǎ 9ƴǾƛǊƻƴƳŜƴǘŀƭƭȅ wŜǎǇƻƴǎƛōƭŜ ¢ƻǳǊƛǎƳ !ǿŀǊŘ ƛƴ нллс ŀƴŘ ./ 
IȅŘǊƻ tƻǿŜǊ {ƳŀǊǘΩǎ 9ȄŎŜƭƭŜƴŎŜ !ǿŀǊŘ ŦƻǊ ŀƴ ƻǳǘǎǘŀƴŘƛƴƎ ŜƴŜǊƎȅ ŜŦŦƛŎƛŜƴŎȅ ǇǊƻƧect in 2007.  As the 
wŜǎƻǊǘΩǎ ƭŀǊƎŜǎǘ ŀƴŘ Ƴƻǎǘ ǇǊƻƳƛƴŜƴǘ ƘƻǘŜƭΣ ƛǘ ǎŜŜƳǎ ƻōǾƛƻǳǎ ǘƘŀǘ ǇǊŜǎǎǳǊŜ ǿƻǳƭŘ ŜȄƛǎǘ ǘƻ ŀŘƻǇǘ ǘƘŜ 
wŜǎƻǊǘΩǎ ǾŀƭǳŜǎ ŀƴŘ ǎƘƻǿŎŀǎŜ ǇǊƻƎǊŜǎǎƛƻƴ ǘƻǿŀǊŘǎ ǎǳǎǘŀƛƴŀōƭŜ ǇǊŀŎǘƛŎŜǎΦ  IƻǿŜǾŜǊΣ ƛƴ ǘƘŜ ƘƻǘŜƭΩǎ ŜŀǊƭȅ 
years there was much to be developed towards this end.  Initiatives within the hotel can be broadly 
categorized as falling under the domains of energy, waste reduction and recycling, and food and 
beverage.  This snapshot will focus on food and beverage initiatives to highlight some of their innovative 
efforts.  However, it is worth noting that impressive innovations in the other domains have yielded 
significant environmental and economical benefits as well. 
 

Issue 

5ŀǾŜ ¢ƻƳōǎ ŀƴŘ 5ƻǳƎ !ǾŜǊȅ ŀǊŜ ǘƘŜ ƘƻǘŜƭΩǎ 9ȄŜŎǳǘƛǾŜ /ƘŜŦ ŀƴŘ 9ȄŜŎǳǘƛǾŜ 9ƴƎƛƴeer, respectfully.  
¢ƻƎŜǘƘŜǊ ǘƘŜȅ ǊŜǇǊŜǎŜƴǘ ǘƘŜ ƻǊƛƎƛƴŀƭ ƳŜƳōŜǊǎ ƻŦ 5Ŝƭǘŀ {ǳƴ tŜŀƪǎ wŜǎƻǊǘΩǎ DǊŜŜƴ /ƻƳƳƛǘǘŜŜΤ ŀ 
committee that originated casually between the two, discussing ideas and plans to move the hotel in the 
right direction, over coffee.  They, along with more recent additions to the Green Committee, have 
chosen to pursue sustainable practices because they reflect their personal values.  They have a vested 
ƛƴǘŜǊŜǎǘ ƛƴ ǘƘŜ ƘƻǘŜƭΩǎ ƻǇŜǊŀǘƛƻƴǎ ŀǎ ǘƘŜȅ ŀǊŜ ƳŜƳōŜǊǎ ƻŦ ǘƘŜ {ǳƴ tŜŀƪǎ ŎƻƳƳǳƴƛǘȅΤ ǘƘŜȅ ǿƻǊƪ ŀnd live 
there and their children go to school just down the mountain in Heffley Creek.  In essence, it is their 
legacy.  They want to see the Resort community exist, much like it does today, for many generations to 
enjoy.   
Delta Sun Peaks Resort opened in 2005, yet when Dave 
Tombs was hired as Executive Chef a year and a half later 
there was a complete lack of local organic offerings on 
their menu.  He is a strong advocate of the 100 mile diet, 
where food purchases are restricted to what can be 
produced within 100 miles of where it will be used.  
Having personally experienced the benefits of such a 
program, he insisted on pursuing this idea with his new 
position at the hotel.   
 

Innovation  

The first initiative was to get a pig.  To deal with all the food waste produced by the hotel, Dave 
approached Dominion Creek Ranch, just 5km down the road from the Resort village to ask if they 
ǿŀƴǘŜŘ ǘƻ ǳǎŜ ǘƘŜ ƘƻǘŜƭΩǎ ŦƻƻŘ ǿŀǎǘŜ ǘƻ ŦŜŜŘ ǘƘŜƛǊ ǎǿƛƴŜΦ  ¢Ƙƛǎ ǇŀǊǘƴŜǊǎƘƛǇ ƛƳƳŜŘƛŀǘŜƭȅ ǊŜǎǳƭǘŜŘ in a 
large proportion of the waste associated with food and beverage being disposed of in a much more 

http://www.deltahotels.com/en
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sustainable manner, rather than transporting it to a landfill.  The farmer wins as he saves on the cost of 
feeding his pigs.  Delta Sun Peaks Resort wins in terms of saving on transportation costs and because, 
when they later purchase pork from the same rancher, they know they are receiving quality.  This 
ǇŀǊǘƴŜǊǎƘƛǇ Ƙŀǎ ǎƛƴŎŜ ŜǾƻƭǾŜŘ ŀƴŘ ǘƘŜ wŀƴŎƘ ƴƻǿ ǇǊƻǾƛŘŜǎ ƎǊŀȊƛƴƎ ŀǊŜŀ ŦƻǊ ǘƘŜ ƘƻǘŜƭΩǎ ƭŀƳōǎ ŀƴŘ ōŜŜŦ 
foǊ ŀ ǎƛƎƴŀǘǳǊŜ ōǳǊƎŜǊ ǎŜǊǾŜŘ ŀǘ aŀƴǘƭŜǎ όǘƘŜ ƘƻǘŜƭΩǎ ǊŜǎǘŀǳǊŀƴǘ ŀƴŘ ōŀǊύΣ ǿƘƛŎƘ Ƙŀǎ ōŜŜƴ ŜȄǘǊŜƳŜƭȅ 
successful due to quality meat from primarily grass-fed cows.   
 
From there, more local partnerships were pursued.  Local ranchers and farmers who had formerly only 
been selling wholesale/exporting, and often not receiving a fair price for their goods, were identified 
and contacted in regards to partnerships.  Not only would selling directly to a local buyer result in a 
great profit margin for them, but it would also result in recognition of their outstanding products as local 
suppliers are explicitly credited.   
 
This innovative process is unique in that the hotel works 
with farmers and ranchers in a very sustainable and 
reciprocal fashion. For example, they now have two 
lamb ranchers in the region meeting their demand and 
are working with a rancher out of Barriere for beef.  They 
commit to buying the full animals, rather than the prime 
cuts.   In similar fashion, they give their farm producers 
complete freedom in what they produce and sell to the 
hotel.  They ask only that it be fresh and that it be 
something the producer is proud of and wants to be 
showcased.  This mutual agreement allows the farmers 
to grow whatever their land is best suited for, and 
ǊŜǎǳƭǘǎ ƛƴ ŦǊŜǎƘΣ ǘƻǇ ǉǳŀƭƛǘȅ ǇǊƻŘǳŎŜ ŦƻǊ ǘƘŜ ƘƻǘŜƭΩǎ ŎƘŜŦǎ 
to use.   
 
As for seafood, Delta Sun Peaks Resort purchases only Ocean Wise certified product.  This conservation 
program, initiated by the Vancouver Aquarium, helps buyers identify seafood that has been harvested in 
ŀ ǎǳǎǘŀƛƴŀōƭŜ ƳŀƴƴŜǊΦ  ¢ƘƛǎΣ ƛƴ ŎƻƴƧǳƴŎǘƛƻƴ ǿƛǘƘ ǘƘŜ ƘƻǘŜƭΩǎ ƳŀƴŘŀǘŜ ǘƻ ōǳȅ ƭƻŎŀƭƭȅ ŀǎ Ƴuch as possible 
ensures guests are served fresh, local, sustainably harvested meals.   
 

Impact  

In his time as Executive Chef at Delta Sun Peaks Resort, Dave has worked to increase local purchases by 
roughly double each year he has been there.  He asserts that the overall food philosophy the hotel is 
ǿƻǊƪƛƴƎ ǘƻǿŀǊŘǎ ƛǎ ƻƴŜ ƻŦ άŦŀǊƳ ǘƻ ŦƻǊƪέΦ  ¢ƘŜǎŜ ƛƴƛǘƛŀǘƛǾŜǎ ǘƻ ŀŎǘ ƳƻǊŜ ƭƻŎŀƭƭȅΣ ƛƴŎƭǳŘƛƴƎ ŀ ǇǊŜǎŜƴǘ ǿƛƴŜ 
list boasting 85-90% British Columbian vineyards, results in a dining experience that is unique among 
Delta properties.  Not only are these operations more sustainable than their predecessors, there is 
added value in the local cuisine.  Also, working directly with local suppliers translates to a better 
understanding of the quality of product being purchased.  Buyers are able to visit farms, see what their 
livestock are being fed and even able to learn about specific animals.  Such is the extreme case 
illustrated by their pig innovation; the food waste they produce is fed directly to the animals that will, at 
a later time, be on the menu.   
 

Local ranchers and farmers who had 
formerly only been selling 

wholesale/exporting, and often not 
receiving a fair price for their goods, 

were identified and contacted in 
regards to partnerships.  Not only 

would selling directly to a local buyer 
result in a great profit margin for 
them, but it would also result in 
recognition of their outstanding 
products as local suppliers are 

explicitly credited. 
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Aside from the added value of service in providing fresh and uniquely local cuisine, buying direct is more 
economical for everyone involved.  Transportation costs alone are reduced, not to mention the 
environmental effects of the pollution associated with transportation.  Using the entire animal is also 
economical. Investment in labour is required but the payback from this outweighs the cost in terms of 
education, retention, and an increased interest level among chefs who enjoy the challenge of creating 
menu items that incorporate the whole animal. 
 
The hotel received recognition for their efforts in 2007, winning the Energy and Environment Award 
from the Hotel Association of Canada.  More recently, in February 2009 they were the sole receiver of 
the Foresight Sustainability Award at the 10th Annual British Columbia Tourism Industry Awards in 
Vancouver.   
 
Partnerships with local suppliers have also lead to the success of the Sun Peaks and Region Farmers 
Market, held every SunŘŀȅ ŘǳǊƛƴƎ ǘƘŜ wŜǎƻǊǘΩǎ ǎǳƳƳŜǊ ƻǇŜǊŀǘƛƻƴǎΦ  ¢ƘŜ ƘƻǘŜƭ ǿƻǊƪǎ ŘƛǊŜŎǘƭȅ ǿƛǘƘ ŀƭƳƻǎǘ 
all of those present at the market and perform live demonstrations in the village with vendors to 
ǎƘƻǿŎŀǎŜ ǘƘŜƛǊ ǇǊƻŘǳŎǘΦ  ¢ƘŜ ƳŀǊƪŜǘΩǎ ǎǳŎŎŜǎǎ ƎǊŜǿ ǘǊŜƳŜƴŘƻǳǎƭȅ ǘƘƛǎ ǇǊŜǾƛƻǳǎ summer with an 
increased community buy-in as well as logistics and marketing support by Tourism Sun Peaks.  The 
farmers market indirectly benefits Delta Sun Peaks Resort as it not only showcases the product they are 
using in their meals and provides a link in this way, but it also benefits suppliers present at the market 
who are then better able to produce the highest quality goods for the hotel.   
 

Barriers  

Innovations must be both sustainable and economical.  There are many progressive technologies being 
developed in terms of renewable energy and sustainability measures, however they remain largely quite 
expensive.  Until operators are able to justify adopting these technologies economically, they will not be 
implemented.   
Successfully moving towards the concept of the 100-mile diet necessitates community buy-in, as well as 
cooperation from all parties involved.  This point is illustrated by the growth in success of the Sun Peaks 
ŀƴŘ wŜƎƛƻƴ CŀƳŜǊǎ ƳŀǊƪŜǘΦ  Lǘ ǿŀǎ ǇǊŜǾƛƻǳǎƭȅ ǊŜƭŀǘƛǾŜƭȅ ǳƴǎǳŎŎŜǎǎŦǳƭ ŘǳŜ ǘƻ ŀ ƭŀŎƪ ƻŦ {ǳƴ tŜŀƪǎΩ 
community and the destination marketing organization (Tourism Sun Peaks) buy-in.  However, the 
summer of 2008 saw much greater buy-in from the community and support from Tourism Sun Peaks.  
This resulted in much more traffic throughout the market and a marked increase in vendors. 
 

Lessons Learned 

If the Delta Sun Peaks Resort can operate a year-long program with local producers in an area as remote 
as they operate, this should be an example for others in closer proximity to supply that this can be done 
relatively painlessly and successfully.   
 
The success of their Green Committee with its expanded membership has led them to stress that if you 
are able to get people with similar values regarding sustainability to work on these projects, very little 
management and control need be in place to measure progress as they tend to be self-driven in this 
regard, doing it for the right reasons.   
 
Everything they have done so far, they have done so because it is not only sustainable but it is 
economical.  As the times change and concerns for sustainability become ever more salient, those with 
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the power to make decisions in this context understand the importance of sustainable operations.  
However, they will always more directly respond to economic reasoning.  That is, these initiatives must 
be both sustainable and economical in order to be adopted.  For example, Doug Avery stresses the 
usefulness of the concept of Carbon tax in selling sustainable innovations to decision-makers.  This tax 
makes it more expensive, and therefore less economical, to use non-renewable energy, removing the 
incentive to operate in this way.  Conversely, the tax adds to the economic attractiveness of adopting 
alternative, sustainable energy solutions, not subject to Carbon tax.  
 
Finally, for innovation to be fostered, decision-makers must be open to radical ideas.  Sometimes these 
can be the most effective.  Just because something is so far removed from our current understanding 
does not mean that it cannot be done and cannot be successful.   Such was the case with the pig idea, as 
shortly after its conception as an idea, an opportunity arose that encouraged its successful 
implementation.   
 

Future  

Delta Sun Peaks Resort will continue to pursue more sustainable practices as they become more 
available and feasible.  They will continue to increase the proportion of local product offered and look 
for ways to increase the efficiency of their operations.   
 
Delta Hotels and Resorts have set a standard for sustainable operations, one which this particular 
property has exceeded and gained from.  Delta is presently working with a consulting firm to pool 
sustainable innovations between all Delta properties and present them in a report for all properties.  
The objective of this project is to highlight these practices and create awareness and a database which 
can be drawn on for advice in implementing specific measures.   
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%ÁÇÌÅȭÓ .ÅÓÔ 2ÅÓÏÒÔ 
By Brad Goodwin 
 

Background  

9ŀƎƭŜΩǎ bŜǎǘ wŜǎƻǊǘ ƛǎ ƭƻŎŀǘŜŘ ƛƴ ǘƘŜ ƘŜŀǊǘ ƻŦ ǘƘŜ /ƘƛƭŎƻǘƛƴ ǇƭŀǘŜŀǳΣ ƻƴ ǘƘŜ ǎƘƻǊŜǎ ƻŦ !ƴŀƘƛƳ [ŀƪŜΦ  ¢ƘŜ 
resort specializes in providing a comfortable wilderness experience, with a focus on fine-dining and 
comfortable accommodation.  A unique feature of the lodge is the heritage log cabin that is enclosed by 
the more modern additions that have been made to the main lodge.  The log cabin is a relic in the 
region, and used to be the destination of Chilcotin pioneers seeking a stiff drink.  
 
A partner in the resort, Petrus Rykes, has been in the Chilcotin plateau for well over thirty years.  As a 
member of countless boards and organizations, he is a 
well-known figure in the tourism and land-use planning 
fields of the province.  Living in the Chilcotin for so long, 
where community support is integral to the health of the 
region, Petrus has always approached sustainability from 
a regional perspective.    
 

Issue 

Tourism is often viewed as being somewhat ideologically opposed to resource extraction industries.  
Often reinforced by countless media stereotypes, this phenomenon ƛǎ ǊƻƻǘŜŘ ƛƴ ǘƻǳǊƛǎƳΩǎ ƻǊƛƎƛƴǎ ƛƴ ǘƘŜ 
land-use planning realm as a replacement or supplement to the resource extraction industries that 
ŘƻƳƛƴŀǘŜŘ ƻǳǊ ŎƻǳƴǘǊȅΩǎ ƭŀƴŘǎŎŀǇŜ ŦƻǊ ǎƻ ƭƻƴƎΦ  Lǘ Ŏŀƴ also be argued that tourism only started to 
become recognized and leveraged as a legitimate economic generator during the land-use planning 
ŀŎǘƛǾƛǘƛŜǎ ƛƴ ǘƘŜ ǇǊƻǾƛƴŎŜ ƛƴ ǘƘŜ ŜŀǊƭȅ флΩǎΣ ŀƴŘ ǘƘŜ ǊŜƎƛƻƴŀƭ ŘƛǾƛŘŜǎ ǘƘŀǘ ǘƘƻǎŜ  ŎǊŜŀǘŜŘ ŀǊŜ ǿŜƭƭ 
documented parts ƻŦ ǘƘŜ ǇǊƻǾƛƴŎŜΩǎ ƘƛǎǘƻǊȅΦ  .ǳǘ ŀǎ ǿŜ ƳƻǾŜ ŦƻǊǿŀǊŘΣ ƛǘ ƛǎ ōŜŎƻƳƛƴƎ ƛƴŎǊŜŀǎƛƴƎƭȅ ŎƭŜŀǊ 
that our sustainability as an industry, and more specifically as a people, will be rooted in our ability to 
work together amongst industries in our effort to sustain our economies and lifestyles along the way.   
 
Nature-based tourism is on the whole significantly behind industries such as forestry in its identification 
and mapping of industry-dependent lands.  This is due to the fact that a unified tourism lobby is a 
relatively new phenomenon, and the time it has taken to create consensus on standardized tourism 
ƛƴǾŜƴǘƻǊȅ ŎƭŀǎǎƛŦƛŎŀǘƛƻƴǎΦ  [ŀƴŘ ǳǎŜ ǇƭŀƴƴƛƴƎ ƛƴƛǘƛŀǘƛǾŜǎ ƛƴ ǘƘŜ ŜŀǊƭȅ флΩǎΣ ƭƛƪŜ ǘƘŜ мффн !ƴŀƘƛƳ wƻǳƴŘ 
¢ŀōƭŜ ό./Ωǎ ŦƛǊǎǘ ǎǳŎŎŜǎǎŦǳƭ /ƻƳƳƛǎǎƛƻƴ ƻƴ wŜǎƻǳǊŎŜǎ ŀƴŘ 9ƴǾƛǊƻƴƳŜƴǘ ό/hw9ύ ǇǊƻŎŜǎǎ ŀƴŘ ƻƴƭȅ ǎǳō-
regional plan at the time), and the 1994 Cariboo-Chilcotin Land Use Plan (CCLUP), all made significant 
strides in designating protected areas for backcountry wilderness tourism.   
 
Around the early 21st century it started becoming clear that the Mountain Pine Beetle, a cyclical and 
endemic part of the Cariboo-Chilcotin Forests, was becoming a serious threat to the forestry industry 

across BC. The -50̄ C temperatures that are associated with controlling pine beetle populations have not 
happened in the region since 1995.  The area of red attack in the region, which was a modest 14,928 ha 
in 1998, had grown to a devastating 442,082 ha by 2002, and has continued to increase ever since.  To 
mitigate the catastrophic effects the epidemic would have on the logging industry, the provincial 
government increased the annual allowable cut (AAC) in the most infected areas.  While providing the 

άLΩǾŜ ŀƭǿŀȅǎ ŀǇǇǊƻŀŎƘŜŘ ŎƻƴǘŜƴǘƛƻǳǎ 
issues with the belief that there is 
ŀƭǿŀȅǎ ŀ ǎƻƭǳǘƛƻƴΣ ƛǘΩǎ ƴŜǾŜǊ ƻƴŜ ǘƘƛƴƎ 

or the other but there is always a 
solution that takes into account 
ŜǾŜǊȅōƻŘȅΩǎ ǎƛǘǳŀǘƛƻƴΦέ 
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ƭƻƎƎƛƴƎ ƛƴŘǳǎǘǊȅ ǿƛǘƘ ǘƘŜ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ƳŀƪŜ ǳǎŜ ƻŦ ǘƘŜ ŘȅƛƴƎ ǿƻƻŘΣ ǘƘŜ ŀǇǇŀǊŜƴǘ άƎǊŜŜƴ ƭƛƎƘǘέ ƎƛǾŜƴ 
to forestry companies posed a potential threat to the high concentration of nature-based tourism 
operators in the region.   
 

Innovation  

It made sense for Petrus and Eagles Nest Resort to turn the pine beetle epidemic into as positive a 
situation as possible for both the resort and the region.  With the abundance of beetle-kill pine 
available, it seemed reasonable for the resort to utilize the resource for a number of upcoming building 
projects around the property.  The resort sourced enough beetle-kill pine from the local mill to provide 
the construction materials for all of their planned projects on the property, as well as for all their wood 
stove/furnace heating needs.  For the first construction project, Eagles Nest also sought out the services 
of the Ulkatcho Band, who were undertaking their inaugural timber-framing project, an enterprise 
undertaken as part of an economic diversification initiative.   
 
The epidemic also spurred the creation of a landmark, 
industry-directed land base analysis in the region.  At 
the time when the pine beetle was clearly reaching 
epidemic proportions, Petrus was the President of the 
West Chilcotin Tourism Association (WCTA).  While the 
responsive action-team Cariboo-Chilcotin Beetle Action 
Coalition (CCBAC) was strategizing ways to take full 
ŀŘǾŀƴǘŀƎŜ ƻŦ ǘƘŜ ǘŜƳǇƻǊŀǊƛƭȅ ƛƴŎǊŜŀǎŜŘ !!/Ωǎ ŀƴŘ 
prepare for lower post-beetle kill AAC limits, the WCTA 
thought it was important to ensure that the wilderness 
tourism industry make a case for preserving the tracts 
of wilderness that had value-added assets through 
tourism.   
 
The goal of the project was to minimize the impacts that the salvage harvesting efforts could have on 
regional wilderness attributes.  Because significantly more forest was being affected than could ever be 
harvested, a great opportunity arose to identify and bring attention to the wilderness areas that were 
actively sustaining, or had potential to sustain a healthy wilderness tourism industry.  Additional 
benefits arose from the fact that wildlife protection concerns, biodiversity values, and Native cultural 
values overlapped with wilderness tourism priorities.  The end result was the creation of a Wilderness 
Tourism Land Base Analysis (WTLBA, 2005), specifically designed to flag areas of special interest to the 
wilderness tourism industry.   
 
The project worked closely with CCBAC taking into account the interests of the forestry industry, and 
communicated a range of recommendations that attempted to increase compatibility between the 
forestry and tourism industries. In brief, the project solicited industry stakeholders to identify areas that 
held current or potential tourism value, and those areas were then given a score based on a ranking 
scale that rated the areas as internationally, nationally, provincially or locally significant in 6 categories 
of product identification.  Ultimately it was recommended that 37 areas remain free of forest 
harvesting, most of the areas being adjacent to protected areas.   
 

ά[ŀƴŘ-use management is dynamic, 
and there is still work to be done to 

ensure that corridors, viewscapes, and 
previously overlooked wilderness 
areas with high-value backcountry 

tourism resources, are protected.  It is 
this diligence that will help ensure 
that an economically sustainable, 
high-quality wilderness tourism 

product is achieved, maintained, and 
ƳŀƴŀƎŜŘ ŦƻǊ ǘƘŜ ŦǳǘǳǊŜΦ ά 
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Impact  

The efforts of Petrus to work collaboratively with other industries resulted in greater resiliency for 
tourism in the region. While market conditions and the shorter-than-expected harvestable life-span of 
standing beetle-kill pine have unfortunately all but decimated the forestry industry in the Chilcotin, the 
WTLBA exercise of moving quickly on an inter-industry time-sensitive project showed how far the 
tourism industry has come.  The tangibles of the beetle-ƪƛƭƭ ŜǇƛǎƻŘŜ ǿŜǊŜ ƳƻŘŜǊŀǘŜ ŦƻǊ 9ŀƎƭŜΩǎ bŜǎǘ 
Resort; they were able to save on overhead construction costs while supporting local mills and 
construction companies.  But the significance of the Cariboo-Chilcotin tourism industry approaching the 
regional issue with a rational and unified objective, essentially using the opportunity to advance the 
future of wilderness tourism, reflects leadership and a level of organization within the industry that few 
regions in the country can attest to.  The WTLBA provides a template for other regions of the province 
aspiring to identify and rank lands with tourism value.  
 

Lessons Learned 

ά²ŜΩǊŜ ŀƭƭ ƛƴ ǘƘƛǎ ǘƻƎŜǘƘŜǊΣέ ŜȄǇƭŀƛƴǎ tŜǘǊǳǎ ǉǳƻǘƛƴƎ ǘƘŜ ƛƴŦŀƳƻǳǎ /ŀƴŀŘƛŀƴ ōŀŎƪǿƻƻŘǎ ǎǇƛǊƛǘǳŀƭ ƭŜŀŘŜǊΣ 
wŜŘ DǊŜŜƴΦ  άLΩǾŜ ŀƭǿŀȅǎ ŀǇǇǊƻŀŎƘŜŘ ŎƻƴǘŜƴǘƛƻǳǎ ƛǎǎǳŜǎ ǿƛǘƘ ǘƘŜ ōŜƭƛŜŦ ǘƘŀǘ ǘƘŜǊŜ is always a solution, 
ƛǘΩǎ ƴŜǾŜǊ ƻƴŜ ǘƘƛƴƎ ƻǊ ǘƘŜ ƻǘƘŜǊ ōǳǘ ǘƘŜǊŜ ƛǎ ŀƭǿŀȅǎ ŀ ǎƻƭǳǘƛƻƴ ǘƘŀǘ ǘŀƪŜǎ ƛƴǘƻ ŀŎŎƻǳƴǘ ŜǾŜǊȅōƻŘȅΩǎ 
ǎƛǘǳŀǘƛƻƴΦέ wȅƪŜǎΣ ǿƘƻ ƛǎ ŀ ǎǘǊƻƴƎ ōŜƭƛŜǾŜǊ ƛƴ ǘƘŜ ǘƘǊŜŜ-legged-stool approach to sustainability that 
considers the environmental, social, and economic aspects of any issue, has never viewed himself as an 
ƛƴƴƻǾŀǘƻǊ ƛƴ ǎǳǎǘŀƛƴŀōƛƭƛǘȅΦ  ά²Ŝ Ƨǳǎǘ ƪƛƴŘ ƻŦ Řƻ ǿƘŀǘ ƛǎ ŀǾŀƛƭŀōƭŜΣ ƻǊ ƴŜŎŜǎǎŀǊȅΣ ŀƴŘ ƛŦ ƛǘ ƳŀƪŜǎ ǎŜƴǎŜΣ ǿŜ 
Řƻ ƛǘΦέ   
 

Future  

Tourism has been on the radar screen of economic development for a relatively short period of time.  
The growth of the industry and its recognition amongst government, communities, and other industries 
ŀǎ ŀƴ ŜŎƻƴƻƳƛŎ ƎŜƴŜǊŀǘƻǊ ƛǎ ǎǘƛƭƭ ƻƴƭȅ ŀǇǇǊƻŀŎƘƛƴƎ ŀƴ ŀƎŜ ƻŦ ŜŀǊƭȅ ŀŘǳƭǘƘƻƻŘΦ  .ǳǘ ǘƘŀǘ ŘƻŜǎƴΩǘ ǎǘƻǇ 
leaders in ƻǳǊ ƛƴŘǳǎǘǊȅΣ ƭƛƪŜ tŜǘǊǳǎ wȅƪŜǎΣ ŦǊƻƳ ōǊƛƴƎƛƴƎ ƳŀǘǳǊƛǘȅ ōŜȅƻƴŘ ƻǳǊ ƛƴŘǳǎǘǊȅΩǎ ȅŜŀǊǎ ǘƻ ǊŜƎƛƻƴŀƭ 
ƴŜƎƻǘƛŀǘƛƻƴ ǘŀōƭŜǎΦ  ¢ƻǳǊƛǎƳ ƛǎ ǎǘƛƭƭ ŀǘ ŀ ǎǘŀƎŜ ǿƘŜǊŜ ƛǘ ƴŜŜŘǎ ǘƻ ŦƛƎƘǘ ŦƻǊ ƛǘǎ ǊƛƎƘǘ ǘƻ ǘƘŜ ǇǊƻǾƛƴŎŜΩǎ ƴŀǘǳǊŀƭ 
resources, and it needs to do this by ensuring that our protected lands are guaranteed a high-quality 
tourism value with corridor and viewscape protection.  Tourism needs to continue to act as a leader on 
this front, working with government and other industries whenever possible.  The economic 
sustainability of wilderness tourism, especially in a country where our product is so inherently linked to 
our natural areas, is proportionately related to the quantity and quality of our protected and preserved 
ŀǊŜŀǎΦ {ŜƴŘƛƴƎ ŀ ŎƭŜŀǊ ƳŜǎǎŀƎŜ ƻŦ ƻǳǊ ƛƴŘǳǎǘǊȅΩǎ ƻōjectives and interests on provincial resource issues is 
a key imperative to tourism developing in a sustainable way.   
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Grizzly Bear Ranch  
By Brad Goodwin 
 

Background  

Grizzly Bear Ranch is located in the Lardeau 
Valley of the Selkirk Mountain range. 
Owners, Julius and Kristin, bought the 
ranch three years ago, and have been 
specializing in high-end Grizzly watching 
tours ever since.  Over that time period, 
they have slowly been transforming their 
ranch, which consists of one main living 
quarter, and two guest cabins, into 
somewhat of a model eco-village.  Very 
little is brought to the ranch, very little is 
taken away from the property, and the 
couple is working towards a full solar panel 
electrical generation system.  
 

Issue 

Wǳƭƛǳǎ ŀƴŘ YǊƛǎǘŜƴ Řƻ ƴƻǘ ŎƻƴǎƛŘŜǊ ǘƘŜƳǎŜƭǾŜǎ άDǊŜŜƴƛŜǎέ ƻǊ ŜǾŜƴ ŜȄǘǊŜƳŜƭȅ ŜƴǾƛǊƻƴƳŜƴǘŀƭƭȅ ŎƻƴǎŎƛƻǳǎ 
people.  When they first bought and moved out to their ranch, having previously lived in Russia where 
environmental awareness is a distant thought, they really had little understanding of what it took to 
create a sustainable ranch.  But it only took a little time living in the clean, pristine environment of the 
{ŜƭƪƛǊƪΩǎ ǘƻ ǎŜƴǎƛǘƛȊŜ ǘƘŜƳ ǘƻ ǘƘŜ ƛƴǘǊƛƴǎic rewards of creating a more sustainable lifestyle on the ranch.  
 
¢ƘŜ ǇǊŜǾƛƻǳǎ ƻǿƴŜǊǎ ƻŦ ǘƘŜ ǊŀƴŎƘ ǿŜǊŜ ǿƘŀǘ Wǳƭƛŀƴ ŘŜǎŎǊƛōŜŘ ŀǎ άƘŀǊŘ-line opposites of what an 
ŜƴǾƛǊƻƴƳŜƴǘŀƭƭȅ ŎƻƴŎŜǊƴŜŘ ŎƛǘƛȊŜƴ ƛǎΦέ ²ŀǎǘŜ ǿŀǎ ōǳǊƴŜŘΣ ǎŜǿŜǊ ǿŀǎ Ǉǳǘ ŘƛǊŜŎǘƭȅ ƛƴǘƻ ǘƘŜ ǊƛǾŜǊΣ ŀƴŘ 
sheds were painted with a coat of used oil.  Inefficient energy uses meant that their generators were 
running an average of 10 hours per day to keep up with the electrical demands of the ranch.   
 

Innovation  

The first steps in converting the ranch to a more sustainable system were relatively obvious for them.  
They stopped painting their sheds with used oil, they stopped burning their garbage, they installed 
composting toilets in the guest cabins, and they started composting all the organic waste on the ranch.  
But as the pursuit of sustainability often goes, the couple just kept on moving forward with the 
sustainability improvements.  
 
Due to their ranch being off-grid, Kristen and Julius quickly began to realize the importance of reducing 
their energy consumption. So the couple soon began an extensive energy reduction mission.  They 
switched their boiler hot-water heating system to on-demand heaters.  They retrofitted the majority of 
their appliances, generally paying the extra costs for the higher efficiency models.  They installed a new 
water pump that produces twice the pressure at half the energy costs.  

Inside one of the cabins at Grizzly Bear Ranch 
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The real savings have come in the smaller details.  
Switching over all the little appliances and electrical 
devices to run on power bars that can be switched off 
saves energy significantly, as small devices tend to 
draw electricity even when they are turned off. They 
have installed breakers into all of their guest cottages 
so that if guests are using too much electricity, the 
breaker will kick, and Kristen or Julian will get to have 
a friendly discussion with the guests on energy 
conservation before switching the electricity back on.  
They monitor their battery levels religiously, having 
installed a very thorough monitoring system that tells 
them most everything they need to know about the 
electricity supply and consumption on the ranch.  
 

Impact  

The ultimate result of their energy saving initiatives was an 80% reduction in generator use.  Although 
some of the energy efficient items they purchased may have cost savings over a 10-15 year period, the 
couple says that cost-savings is not a primary motive for them.  If it were the only motive, they contend 
it is unlikely that anything would have happened so far.  The primary motivation for them is living in 
harmony with their surroundings and having as small an impact as possible on the environment they live 
in. The couple now knows exactly how much energy generation is required when they switch over to a 
full solar panel energy generation system. While the system will be expensive to install at roughly 
$15,000, it is quite reasonable compared to the $60,000 system they would have required at their old 
energy use levels.   
 
The ranch is now entirely organic as well.  No pesticides or fertilizers are used on the grasses, all organic 
waste is composted, and ŀ ƎǊŜŀǘ ŘŜŀƭ ƻŦ ǘƘŜ ǊŀƴŎƘΩǎ ǾŜƎŜǘŀōƭŜǎ ƛǎ produced on-site.  When retro-fitting 
their cabins, the couple were sure to source local wood, and used only organic finishing products.   
  

Barriers  

The couple cites cost as the main barrier to implementing sustainability measures. While there are some 
government programs for energy saving adaptations, they are much harder to access than similar 
programs in the US.  Julian cites the ease at which a consumer in the U.S. can apply for and receive a 
30% rebate for purchasing an energy efficient appliance, while in Canada no such program exists.  
Furthermore, the energy reduction programs that do exist in Canada are not very practical for them 
because the programs are based on an assessment and improvement system.  Because they are so 
remote it is difficult to get the subsidy program analysts out to their ranch, and even if they could, the 
criteria used to determine cost saving measures would not be practical in their wood-stove heated 
cabins.  
 
 
 

They have installed breakers into all of 
their guest cottages so that if guests 
are using too much electricity, the 

breaker will kick, and Kristen or Julian 
will get to have a friendly discussion 

with the guests on energy 
conservation before switching the 

electricity back on.  They monitor their 
battery levels religiously, having 

installed a very thorough monitoring 
system that tells them most 

everything they need to know about 
the electricity supply and 

consumption on the ranch. 
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Part of the electrical system at Grizzly Bear Ranch 

Lessons Learned 

Julian explains their approach to converting 
their energy system from generators to solar; 
ά! ƭƻǘ ƻŦ ǇŜƻǇƭŜ Ǝƻ ŀōƻǳǘ ǎǿƛǘŎƘƛƴƎ ǘƻ ŀ ƳƻǊŜ 
sustainable system by changing the electricity 
ǎǳǇǇƭȅ ŦƛǊǎǘΣ ōǳǘ ǘƘŀǘΩǎ ƴƻǘ Ƙƻǿ ƛǘ ǎƘƻǳƭŘ ōŜ 
done.  First, you should reduce your usage as 
much as possible, then when you go to 
change to a different energy production 
system, you know exactly what kind of 
generation you need, and it ends up being a 
ƭƻǘ ƳƻǊŜ ŜŎƻƴƻƳƛŎŀƭ ŀƴŘ ŜŀǎƛŜǊ ƛƴ ǘƘŜ ŜƴŘΦέ  
And as far as the process goes, the couple 
suggests that energy saving is easier than 
ǿƘŀǘ ŦƻƭƪƭƻǊŜ ǎǳƎƎŜǎǘǎΤ ά¢ƘŜ ƎǊŜŀǘ 
misconception is that you have to give up 
ǎƻƳŜǘƘƛƴƎ ǘƻ ǊŜŘǳŎŜ ȅƻǳǊ ŜƴŜǊƎȅ ŎƻƴǎǳƳǇǘƛƻƴΣ ōǳǘ ǘƘŀǘΩǎ ƴƻǘ ǘƘŜ ŎŀǎŜΦ  ²Ŝ ƘŀǾŜ ŜǾŜǊȅǘƘƛƴƎ ƘŜǊŜ ǿŜ 
have in the citȅΣ ōǳǘ ǿŜ ƭƛǾŜ ƛƴ ǘƘŜ ƳƛŘŘƭŜ ƻŦ ƴƻǿƘŜǊŜ ŀƴŘ ǿŜΩǾŜ Ŏǳǘ ƻǳǊ ǳǎŀƎŜ Řƻǿƴ ōȅ ул҈Φέ 
 
!ǎ ǘƘŜ ǊŀƴŎƘΩǎ ŜƭŜŎǘǊƛŎŀƭ ǎȅǎǘŜƳ ƛǎ ƴƻǿ ŀ ŎƻƳǇƭŜȄ ƳƛȄ ƻŦ ƎŜƴŜǊŀǘƻǊǎΣ ōŀŎƪ-up generators, dual energy 
converters, batteries, breakers and monitoring equipment, the couple now has an energy consultant 
they seek advice from regularly.  He helps them with any glitches their system experiences, or advises 
them on the long-term planning for the solar system they are working towards.  But when they first 
moved to the area, they say their environmentally conscious neighbors were their biggest help in 
implementing some of their sustainability measures.  
 

Future  

The Grizzly Bear Ranch is an inspiring case for small operators looking to take incremental steps to a 
more sustainable operation.  YǊƛǎǘŜƴ ŀƴŘ WǳƭƛŀƴΩǎ ǇƘƛƭƻǎƻǇƘȅ ŀƴŘ ŘŜŘƛŎŀǘƛƻƴ ǘƻ ƳƻƴƛǘƻǊƛƴƎ ǘƘŜƛǊ 
electrical consumption displays a consciousness that should be used as a model for any operation 
looking to get serious about their energy reduction.  The measured and calculated approach to attaining 
an alternative energy source is one that clearly displays foresight with a focus on long-term 
sustainability.  The light at the end of the tunnel is not far away for the couple, as they are now 
comfortable with where their energy consumption levels are at, and are currently saving to purchase 
their solar system.  
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The Haida Gwaii Watchm en Program  
By Kelly Whitney-Squire 
 

Background  

Well before the southern portion of the Queen Charlotte Islands (Haida Gwaii) became Gwaii Haanas 
National Park Reserve and Haida Heritage Site, the people of the Haida First Nation worked to protect 
the culture and heritage of this special place.  This commitment to protection has continued with the 
Haida Gwaii Watchmen Program, which is about environmental, cultural, and social sustainability.  The 
ǇǊƻƎǊŀƳΩǎ ƳŀƴŘŀǘŜ ƛǎ ǘƻ ǇǊƻǘŜŎǘ ǎŜƴǎƛǘƛǾŜ ƘŜǊƛǘŀƎŜ ǎƛǘŜǎ ŀƴŘ ǘƘƛǎ ƛǎ ŀŎŎƻƳǇƭƛǎƘŜŘ ƛƴ ƎǊŜŀǘ ǇŀǊǘ ǘƘǊƻǳƎƘ 
the education of visitors about the indigenous people of Haida Gwaii. 
 
The Haida Gwaii Watchmen are the hosts and guardians 
ƻŦ ǘƘŜƛǊ ǎŀŎǊŜŘ ǇƭŀŎŜǎΦ ¢ƘŜ ǇǊƻƎǊŀƳΩǎ ƭƻƎƻΣ ǿƛǘƘ ƛǘǎ ǘƘǊŜŜ 
humans wearing tall cedar hats facing out in three 
different directions, represents actual watchmen who 
held lookout positions in the villages ς watching for 
arriving visitors and enemies to alert the village people. 
Often, carvers placed watchmen at the very top of totem 
poles to watch over the spirit of the person whom the 
pole honoured.   
 

Issue 

In the late 19тлΩǎ ŀƴŘ ŜŀǊƭȅ мфулΩǎ ǘƘŜ IŀƛŘŀ ƻŦǘŜƴ 
returned to their traditional villages only to find that 
artifacts were missing: artifacts and the remains of 
ancestors had been removed.  To protect their heritage 
and culture they started to schedule their visits to 
coincide with the arrival of visitors each spring and into 
the fall of each year.  These volunteers became part of what is known today as The Haida Gwaii 
Watchmen Program.  
 

Innovation  

¢ƻŘŀȅΩǎ ²ŀǘŎƘƳŜƴ ŀǊŜ ǇƻǎǘŜŘ ƛƴ ŜŀŎƘ ƻŦ ŦƛǾŜ ǾƛƭƭŀƎŜ ǎƛǘŜǎ ƛƴ Dǿŀƛƛ Iŀŀƴas from May to September each 
year.  These sites include:  1) KΩǳǳƴŀ [ƭƴŀƎŀŀȅ ό{ƪŜŘŀƴǎύΤ нύ ¢Ωŀŀƴǳǳ [ƭƴŀƎŀŀȅ ό¢ŀƴǳύΤ оύ {Gang Gwaay 
[ƭƴŀƎŀŀȅ ό!ƴǘƘƻƴȅ LǎƭŀƴŘύΤ пύ IƭƪΩȅŀƘ [ƭƴŀƎŀŀȅό²ƛƴŘȅ .ŀȅύΤ ŀƴŘ рύ GŀƴŘƭƭ YΩƛƴ DǿŀŀȅΦȅŀŀȅ όIƻǘǎǇǊƛƴƎ 
Island).   
 
Parks Canada began funding and providing logistical support for the program in 1990.  The Council of the 
Haida Nation, through the Skidegate Band Council, manages the program. The overall mandate of Parks 
Canada is to protect and present for the enjoyment of future generations, and this fits well with the 
values of The Watchman Program as they work to ensure that the village sites are respected.   
  

The Haida Gwaii Watchmen Program 
consists of men, women, elders, and 
youth from the Haida First Nation who 
live at five heritage village sites for the 
summer months.  During that time, 
they share their culture and values 
with visitors, provide safety 
information and, if necessary, give 
warnings about marine weather. The 
watchmen limit group size and time at 
the village sites to control visitor 
impacts.  The ability of the Haida 
Gwaii Watchmen to protect the 
culture and heritage of their 
traditional village sites depends on the 
cooperation of visitors.   
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Source: Parks Canada, L. Tollas 

In addition to the presence of the watchmen themselves, other innovations incorporated at the 
traditional village sites include: 
o the use of composting toilets (not at all sites) 
o the use of solar power for the Watchmen cabins 
o harvesting of food on-site such as fish and berries 
o education of visitors on the history, culture and heritage of the Haida  
o personal interaction with the onsite Haida guardians  
 

Impact  

Gwaii Haanas gets mostly two different types of 
visitors: adventure seekers--the park reserve is 
ƭƛǎǘŜŘ ŀǎ Ψŀ ǘǊƛǇ ƻŦ ŀ ƭƛŦŜǘƛƳŜΩ ƛƴ Ƴŀƴȅ 
magazines--and people who have always 
wanted to experience the Haida culture. The 
response of these visitors to this unusual, but 
highly effective program has been extremely 
positive. Visitors and guests consistently rank 
their experience in Gwaii Haanas higher than 
the minimum standards set by Parks Canada.  
This is not entirely related to The Haida Gwaii 
Watchmen Program, but the program is 
certainly a major contributor to such positive 
feedback. Visitors often remark that their 
interactions with the watchmen are the 
highlight of their trip and can refer to many of 
them by name.   
 

Barriers  

One of the biggest challenges to providing this service is the fact that the program existed prior to the 
signing of the South Moresby Agreement in 1998 and the Gwaii Haanas Agreement in 1993. The Haida 
Gwaii Watchmen Program in essence was already in place and as a result it became more difficult to 
modify.   
 
Parks Canada offers training for the watchmen because they are such a huge part of the visitor 
experience and Parks Canada is trying to encourage them to share their knowledge. One of the barriers 
faced is that sometimes the younger people do not want to spend time learning about the villages 
before going to the village sites.  However, this is not considered as important an issue as the difficulty 
they have in recruiting Watchmen to go to the sites each year.  Recruitment is getting harder in part 
ōŜŎŀǳǎŜ ȅƻǳǘƘ ŀǊŜƴΩǘ ŀǎ ŎƻƴƴŜŎǘŜŘ ǘƻ ǘƘŜ ƭŀƴŘ ŀǎ ǘƘŜȅ ƻƴŎŜ ǿŜǊŜΣ ŀƴŘ ǘƘŜ ŦǳƴŘƛƴƎ ƛǎ ƻƴƭȅ ƛƴ ǇƭŀŎŜ ŦƻǊ 
ǘƘŜ ǎǳƳƳŜǊ ƳƻƴǘƘǎΣ ǎƻ ǎƪƛƭƭŜŘ ŀƴŘ ƪƴƻǿƭŜŘƎŜŀōƭŜ ǇŜƻǇƭŜ ƭƻƻƪƛƴƎ ŦƻǊ ȅŜŀǊ ǊƻǳƴŘ ŜƳǇƭƻȅƳŜƴǘ ŀǊŜƴΩǘ 
interested in becoming seasonal watchmen. 
 
The Watchmen Program is also only able to watch over the five designated village sites ς one site, SGang 
Gwaay, is a designated UNESCO World Heritage Site, but all sites in Gwaii Haanas are protected. There 
are so many heritage sites throughout the Queen Charlotte Islands ς over 600 known archaeological 
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sites - ǘƘŀǘ ǾƛǎƛǘƻǊǎ ŀǊŜ ǎƻƳŜǘƛƳŜǎ άǳƴŀǿŀǊŜ ǘƘŀǘ ǘƘŜ Ƴƻǎǎ ŎƻǾŜǊŜŘ ƭƻƎ ǘƘŜȅ ŀǊŜ ǎŎǊŀƳōƭƛƴƎ ƻǾŜǊ ǿƘƛƭŜ 
exploring could be a centuries-ƻƭŘΣ ŦŀƭƭŜƴ ǘƻǘŜƳ ǇƻƭŜέΦ  CǳǊǘƘŜǊ Ǿƛǎƛǘƻr education is needed to bring 
greater awareness.  There is evidence of Haida habitation all over the islands.  The Haida have been 
there for over 10,000 years ς the Haida Gwaii Watchmen village sites are just a representation of the 
heritage of the area.  Lƴ ǘƘŜ IŀƛŘŀ ƭŀƴƎǳŀƎŜ ǘƘŜ ŜƴǘƛǊŜ ŀǊŎƘƛǇŜƭŀƎƻΣ IŀƛŘŀ DǿŀƛƛΣ ŀǊŜ ǘƘŜ ΨLǎƭŀƴŘǎ ƻŦ ǘƘŜ 
tŜƻǇƭŜΩΣ ŀƴŘ ǘƘŜ ǇǊƻǘŜŎǘƛƻƴ ƻŦ Dǿŀƛƛ IŀŀƴŀǎΣ ƛƴ ǇŀǊǘ ōȅ ǘƘŜ ²ŀǘŎƘƳŜƴ tǊƻƎǊŀƳΣ ǇǊƻǘŜŎǘǎ ǘƘŜ ΨLǎƭŀƴŘǎ ƻŦ 
.ŜŀǳǘȅΩΦ   
 

Future  

Currently, the Haida Gwaii Watchmen Program is operated under contract with the Council of the Haida 
Nation and the Skidegate Band Council.  However, a review is underway to determine future 
management, training, and general program options.  Right now the program is seasonal and the review 
is expected to take place sometime in the spring of 2009 and could result in an expansion of the 
program that would see it operate year round.  
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Island Lake Lodge: Managing a Valley  
By Brad Goodwin 
 

Background  

Island Lake Lodge (ILL) is a CAT skiing/ 
backcountry lodge that has been in operation 
for over 20 years.  They operate in the cedar 
valley, about 6 km North of Fernie, where 
they have a base camp consisting of 4 five-
star lodges.  The resort specializes in guiding 
cat-skiing tours to the powder-filled 
surrounding peaks, and has a maximum 
capacity of 40 guests.  The valley itself is, with 
exception to the resort area, completely 
undeveloped.  The Fernie Mountain 
Provincial Park is located at the bottom of the valley, acting as a geographical buffer between the ILL 
lands and the town of Fernie.  Steve Kuijt has lived in Fernie for over 25 years, and is currently the 
Operations Manager at ILL.   
 

Issue 

The Island Lake Lodge group has always had a focus on sustainability.  Steve explains that everything the 
resort does is centred on the philosophy of maintaining the ecological integrity of the valley where they 
operate.  The operation has a unique advantage in their pursuit for sustainability over similar back-
country operators; while most cat-skiing companies have tenures or leases over the expanse of lands 
they guide back-country adventurers, ILL owns their lands.  In 1993 the company purchased 2,584 
Hectares of land, including almost the entire Cedar Valley, giving them a unique opportunity to have full 
control over their landsΩ future.  
 

Managing such a large tract of land, while challenging in itself, is compounded by the fact that they are 
in such close proximity to the town and community of Fernie.  In a town where there is a high 
concentration of backcountry enthusiasts, pressures to improve the public recreational opportunities in 
the valley are constant.  The resort also considers its role as a leading economic engine for the Fernie 
area seriously, and is committed to enhancing the competitive positioning of the resort over time.  
 

Operating a lodge in a remote valley also poses challenges for anyone operating a sustainable company.  
The ILL is not connected to the electrical grid, nor is it connected to the Fernie sewer system, and 
because the lodge is located high up in the valley, any harmful impacts it creates could transfer through 
ǘƻ ǘƘŜ ŜƴǘƛǊŜ ǾŀƭƭŜȅ Ǿƛŀ [ƛȊŀǊŘΩǎ /ǊŜŜƪΦ   
 

Innovation  

The opportunity to manage the future of the valley also implies a great deal of responsibility, which ILL is 
not taking lightly.  At the core of the planning process is the Island Lake Reserve.  This is a commitment 
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to establish a conservation reserve on the lands, to be a managed by a yet-to-be-named third party 
conservation organization.  The reserve lands will be established before any further development takes 
place in the valley.   Also included as part of the 
extensive planning process, is the objective to down-size 
the current zoning of the valley.  Currently, zoning allows 
for 350 units in the valley, but ILL is working with 
regional planners and environmental scientists to reduce 
the development zoning to a number that will allow the 
valley to maintain its ecological integrity forever.  
 
ILL, while largely restricting motorized activity, 
encourages the public use of their groomed cross-
country trails in the winter, and has an extensive and 
ever-growing network of trails in the valley for summer 
use.  The Island Lake Reserve planning process also 
produced an Official Community Plan for the companies 
land holdings, ensuring that the long-term interests of 
the neighboring community were implemented into the land-use planning of the valley.  
 
The company has also taken extensive efforts to ensure that their lodge operation does not disturb the 
integrity of the valley.  Without access to grid electricity, the lodge has installed two micro-hydro 
stations on location that generate 100% of the electricity used at the lodges.  They have put in a large 
enough septic system, which combines aerobic and anaerobic effluent fields, to handle all future resort 
development.  Water quality of the nearby Island Lake is monitored regularly.  All the cleaning products 
used at the resort are biodegradable, phosphate-free, and have minimum impacts on indoor air-quality. 
They hire local and buy organic local produce whenever possible.  
 

Impact  

The fact that the company owns the valley gives the company a great deal of control over the outside 
influences that affect the valley.  For instance, when they took ownership in 1993, the company 
immediately put a halt to hunting, trapping, and snow-mobiling within the valley, activities they saw as a 
threat to the long-term health of the valley, and counter-productive to the tourism product they were 
trying to create.  They also work closely with biologists to assess animal life-cycle patterns in the valley, 
and correspondingly minimize activities that might disrupt these patterns, such as snowmobile or cat 
activity as soon as bears start to come out of hibernation.  
 
Owning the land also allows the company to move quicker when providing recreational access for 
community members.  They are continually working towards the development of an extensive trail 
network, something that takes considerable time and red tape when attempted on crown lands.  
 

Barriers  

ILL, while keen to transfer their ownership rights to reserve lands, is taking time to ensure that all the 
long-ǘŜǊƳ ŘŜǘŀƛƭǎ ŦƻǊ ǘƘŜ ǊŜǎƻǊǘ ŀǊŜ ǿƻǊƪŜŘ ǘƘǊƻǳƎƘ ŦƛǊǎǘΦ  ά¢ƘŜ ƭŀǎǘ ǘƘƛƴƎ ǿŜ ǿƻǳƭŘ ǿŀƴǘ ǘƻ Řƻ ƛǎ ŀŘŘ 
red-tape ǘƻ ŀƴȅ ƻŦ ǘƘŜ ƛƴƛǘƛŀǘƛǾŜǎ ǿŜ ǿŀƴǘ ǘƻ ǳƴŘŜǊǘŀƪŜ ƛƴ ǘƘŜ ŦǳǘǳǊŜΣέ {ǘŜǾŜ ŜȄǇƭŀƛƴǎΣ ǊŜŦŜǊǊƛƴƎ ǘƻ ǘƘŜ 

Arguably the most impressive aspect 
of the resoǊǘΩǎ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ŜŦŦƻǊǘǎ ƛǎ 
its long-term master planning process 

for the valley.  The company has a 
commitment to ensure the long-term 
sustainability of the valley, which they 

are realizing by partaking in a long-
term, multi-stakeholder planning 

process that includes environmental 
professionals, regional planning staff, 

avalanche experts, conservation 
organizations, and community 

members. 
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tendency of conservation organizations to wrap development proposals in lengthy bureaucratic 
proceedings.  
 
Steve also pointed to a unique problem in their pursuit of using bio-diesel in their cat operation.  While 
the remoteness of their base operation poses a cost issue for setting up a system that would keep the 
fuel warm enough in cold temperatures (bio-diesel has a tendency to coagulate in cold temperatures), 
insurance also comes into play.  Because the snow-cats are on multi-year leases, switching to a bio-
diesel fuel would require written permission from the leasing companies to use the bio-diesel fuel, 
something they say they have not been, or heard of anyone else being able to do so.  
 

Future  

While it is of course well beyond the means, if at all possible, for most tourism operations in the 
province to purchase the development rights to an entire valley, the foresight and visioning of ILL should 
be lauded as a sustainability achievement simply for its stewardship approach to land management.  
Their dedication to the process of developing a long-term plan for their land; starting with research into 
ecology, then consultation with local community and organizations, and the ultimate down-sized re-
zoning of their lands and creation of a conservation reserve, displays a stewardship and commitment to 
the health of the eco-system that extends well beyond their business interests.  This vision of looking 
beyond the business and making decisions that guarantee the long-term health of their valley, while 
giving up short-term advantage, is an ideal that any tourism business can strive for.    

 

  
Island Lake Lodge Website communicating their commitment to the land. 
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King Pacific Lodge  
By Kelly Whitney-Squire  
 

Background  

Originally a floating fishing lodge, the King Pacific Lodge off of Princess Royal Island, was purchased in 
1996 by Michael Uehara. The intention from the start was to turn the Lodge into a high-end facility and 
ƳƻǾŜ ǘƻǿŀǊŘ άŜȄǇŜǊƛŜƴŎŜ ōŀǎŜŘΩ ǘƻǳǊƛǎƳΦ  ¢ƻŘŀȅΣ ǘƘŜ [ƻŘƎŜ has been transformed into a high-end eco-
tourism resort that is all about wildlife viewing, sea kayaking, and whale watching.  
 
Michael Uehara, President and Managing Director, has a background in Sociology and Marketing and a 
ǇŜǊǎƻƴŀƭ ǇƘƛƭƻǎƻǇƘȅ ǘƘŀǘ ǘƘŜ YƛƴƎ tŀŎƛŦƛŎ [ƻŘƎŜ ƛǎ ǘƻ ōŜ ŀ ΨŎƻƳƳǳƴƛǘȅ ŎƻǊǇƻǊŀǘƛƻƴΩΣ ƻƴŜ ǘƘŀǘ ǾŀƭǳŜǎ ƴƻǘ 
only environmental sustainability, but social and cultural sustainability as well. Michael believes that 
corporations are a part of the social fabric not just money making machines.  The General Manager, 
Robert Penman has a long history in the hospitality industry.  When the opportunity came to work with 
Michael Uehara in 2006, he was drawn by the vision of corporate responsibility and it brought to the 
forefront his personal feelings about being socially responsible.  
 

Issue 

Uehara felt from the beginning that operating as a 
fishing resort was not environmentally sustainable for 
the lodge.  Both Uehara and Penman also wanted to 
build on the cultural and social sustainability of the 
area.  In order to operate in a sustainable manner, 
environmentally, socially/culturally and economically, 
the staff must bring a passion for being a part of the 
King Pacific Lodge as they are advocates and must be 
able to share and pass on the vision of the lodge and its 
surrounding area to others. 
 

Innovation  

The King Pacific Lodge became an industry leader when in 2000 they pursued a working and community 
ǊŜƭŀǘƛƻƴǎƘƛǇ ǿƛǘƘ ǘƘŜ DƛǘƎŀΩŀǘ bŀǘƛƻƴ ōȅ ŜƴǘŜǊƛƴƎ ƛƴǘƻ ŀ ǇǊƻǘƻŎƻƭ ŀƎǊŜŜƳŜƴǘ ƛƴ ǊŜŎƻƎƴƛǘƛƻƴ ƻŦ ǘƘŜƛǊ CƛǊǎǘ 
Nation rights anŘ ǘƛǘƭŜǎΦ  ¢ƘŜƛǊ ǊŜƭŀǘƛƻƴǎƘƛǇ ǿƛǘƘ ǘƘŜ DƛǘƎŀΩŀǘ bŀǘƛƻƴ Ƙŀǎ ƘŜƭǇŜŘ ǘƘŜƳ ǘƻ ƻǇŜǊŀǘŜ ŜǾŜƴ 
more successfully in a sensitive ecological environment ς a relationship of mutual obligation that fosters 
the social, cultural, and environmental fabric of the community and the protection of the Great Bear 
Rain Forest. Twenty-five to 30% of all employees at the Lodge come from the First Nation community of 
Hartley Bay as they have a deeper understanding and experience of their lives on the coast.  
Management also requires all staff to spend three days at the beginning of each season living, working, 
and playing in the community of Hartley Bay. This exchange of community spirit allows staff to embrace 
a sharing of cultures and helps them become more authentic in the experience presented to guests.  
Some of the many other innovations being practiced by the Lodge include: 

¶ carbon reductions 

¶ reducing transportation impacts  

άΧsustainability is not just about the 
environment, it is also about social and 

cultural sustainability ς working 
together toward social equity to 

ensure that what they do in a 
community has a positive social 

impact.  As evidence of this, the Lodge 
ǿƻǊƪǎ ŎƭƻǎŜƭȅ ǿƛǘƘ ǘƘŜ DƛǘƎŀΩŀǘ bŀǘƛƻƴ 
and the nearby community of Harvey 

.ŀȅΦ ά 
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¶ replacing old equipment 

¶ moving to paperless marketing and vacation planning 

¶ using core values to make hiring decisions 
  

Impact  

The response from guests has been very positive and clients are actively seeking more ways of 
participating in the interactive opportunities available and show a desire for a deeper understanding of 
the cultural and ecological systems around the Lodge.  The Lodge encourages this by providing 
opportunities for direct client participation in programs and games that allow guests to reduce their 
impact and earn donations that will go to local organizations.   
 
One program that has been ƛƳǇƭŜƳŜƴǘŜŘ ƛǎ ŎŀƭƭŜŘ ΨtƭŀȅƛƴƎ ŦƻǊ DƻƻŘΩ ŀƴŘ ŜƴŎƻǳǊŀƎŜǎ ƎǳŜǎǘǎ ǘƻ ǘŀƪŜ ƻƴ 
various challenges in outdoor adventure, language and history of the area, or wildlife photography.  
Each challenge will earn the guest between $100 and $1000 in donations that are then directed to local 
ƻǊƎŀƴƛȊŀǘƛƻƴǎ ǎǳŎƘ ŀǎ ǘƘŜ IŀǊǘƭŜȅ .ŀȅ {ŎƘƻƻƭΣ bƻǊǘƘ /ƻŀǎǘ /ŜǘŀŎŜŀƴ {ƻŎƛŜǘȅΣ ƻǊ ǘƘŜ DƛǘƎŀΩŀǘ /ǳƭǘǳǊŀƭ 
/ŜƴǘǊŜΦ  ¢ƘŜ ƛƳǇŀŎǘ Ƙŀǎ ōŜŜƴ ǾŜǊȅ ǇƻǎƛǘƛǾŜΦ  άDǳŜǎǘǎ ƎŜǘ ǘƻ ŎƻƴƴŜŎǘ ǿƛǘƘ ǘƘŜƛǊ ƛƴƴŜǊ ŀŘǾŜƴǘǳǊŜǊ ŀƴŘ 
assist the organizations that arŜ ŦǳƴŘŀƳŜƴǘŀƭ ƛƴ ǘƘŜ ǎǳǎǘŀƛƴŀōƭŜ ǎǘŜǿŀǊŘǎƘƛǇ ƻŦ ǘƘŜ ƭŀƴŘ ŀƴŘ ǎŜŀ ƘŜǊŜέ 
(Uehara). 
 

Barriers  

A major barrier for the Lodge early on was the level of difficulty in getting people to understand and buy 
ƛƴǘƻ ǘƘŜ ƛŘŜŀ ƻŦ ǘƘŜ Ψ¢ǊƛǇƭŜ .ƻǘǘƻƳ [ƛƴŜΩΦ  IƻǿŜǾŜǊΣ ǘƘŜ ǎǘǊƻƴƎ ǎǳǇǇƻǊǘ ŀƴŘ ǇƘƛƭƻǎƻǇƘȅ ƻŦ ǘƘŜ [ƻŘƎŜΩǎ 
President, Michael Uehera, has been at the core of the organization all along and has minimized many 
challenges over the years.  Barriers, when do they arise fall into two categories; 1) getting people to 
move in the direction of sustainability which requires commitment and passion; and 2) how to reduce 
their carbon footprint ς there are small things we can all do, but money is needed to take bigger steps. 
 

Lessons Learned 

One of the most important things for operators to remember is that sustainability is a process ς it is not 
ƻƴŜ ƻǊ ǘǿƻ ǎǘŜǇǎ ŀƴŘ ȅƻǳΩǊŜ ŘƻƴŜΦ  ! ŘŜŎƛǎƛƻƴ ǘƻ ōŜ ǎǳǎǘŀƛƴŀōƭŜ ƛǎ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘ ǿƛƭƭ ŀŦŦŜŎǘ ǘƘŜƛǊ 
operation forever.  At King Pacific Lodge, they are teaching themselves, their guests and business 
partners that luxury travel does not have to be an exercise in consumption and excess.   
 

Future  

YƛƴƎ tŀŎƛŦƛŎ [ƻŘƎŜ ƛǎ ŀŎǘƛǾŜƭȅ ǿƻǊƪƛƴƎ ǿƛǘƘ ǘƘŜ IƻǘŜƭ !ǎǎƻŎƛŀǘƛƻƴ ƻŦ /ŀƴŀŘŀ ǘƻ ƻōǘŀƛƴ ΨDǊŜŜƴ YŜȅΩ ǎǘŀǘǳǎ 
as a destination of choice for eco-conscious travellers. The goal is to achieve a four key rating (max. five 
possible) prior to the 2009 season.  The move toward greater sustainability requires a financial outlay 
ŀƴŘ ǘƘŜ ƛƴƛǘƛŀǘƛǾŜ ƻŦ ΨƎƻƛƴƎ ƎǊŜŜƴΩ ƛǎ ǎƭƻǿƛƴƎ down ς right now management is focused on keeping the 
business thriving economically. The King Pacific Lodge wants to continue with the model they have 
developed and expose even more people to it.  Their biggest goal is to move away from all fossil fuels to 
electrical power.  They see themselves using the natural resources close at hand to generate power and 
are working toward that vision in the development of a micro hydro plant.  This project alone would 
reduce their carbon footprint by 50 percent. The ultimate goal is to be carbon neutral.  
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Prince Rupert Adventure Tours  

By Amber Faktor and Jody Young 
 

Background  

West Coast Launch Ltd., the parent company to Prince Rupert Adventure Tours, is a family business 
locally owned and operated by Doug and Debbie Davis.  West Coast Launch Ltd. has been in business 
since 1988.  The business began by operating vessels along the coast meeting the needs of a wide range 
of clients who required reliable passenger transport. They are still a major water transportation business 
in Prince Rupert that operates on a year round basis.  The vessels used are of a very high standard and 
approved by the Canadian Coast Guard.  The company has become very diversified in both commercial 
and tourism ventures and Prince Rupert Adventure Tours is now in its fifteenth year of being involved in 
tourism, offering whale watching tours, Kaien Island circle tours, and grizzly bear tours to the 
Khutzeymateen Grizzly Bear Sanctuary. 
 

Issue 

With the introduction of Prince Rupert to the Alaska cruise trip itinerary, the market was quickly 
expanded for whale and bear watching excursions.  There were times when Prince Rupert Adventure 
Tours did not have the capacity to accommodate all the passengers desiring to go wildlife viewing.  They 
currently service 6000 passengers per year with 1750 coming straight from the cruise ships. Overall, 35% 
of their business can be attributed to tourism but the company wanted to see this number rise to 
between 45 and 50%. 
 

Innovation   

In order to meet these new 
capacity demands Prince Rupert 
Adventure Tours purchased a 
ƴŜǿ ΨŦƛǊǎǘ ƻŦ ƛǘǎ ƪƛƴŘΩ ƛƴ /ŀƴŀŘŀΣ 
100 passenger catamaran.  The 
catamaran was designed by 
Crowther Design of Sydney, 
Australia, but the company kept 
the actual construction of the 
vessel within British Columbia by 
having Sylte Shipyard of Maple 
Ridge build the ship.  The seventy-two foot, custom built catamaran named the Inside Passage was 
launched in 2007 specifically to meet the demands of cruise ship tourists. The boat features outer deck 
space, floor to ceiling windows, chairs, tables, refreshment bar, main inside lounge, and an open air 
upper and lower deck tƻ ǇǊƻǾƛŘŜ ŎǳǎǘƻƳŜǊǎ ǿƛǘƘ ǘƘŜ ōŜǎǘ ǇƻǎǎƛōƭŜ ǾƛŜǿƛƴƎΦ  Lǘ ƛǎ ǎŀƛŘ ǘƻ ōŜ ŀ άǳƴƛǉǳŜ ŀƴŘ 
ŎƻƳŦƻǊǘŀōƭŜ ǿŀȅ ǘƻ ǎŜŜ ǘƘŜ bƻǊǘƘ /ƻŀǎǘέΦ  ¢ƘŜȅ ŀǊŜ ƴƻǿ ǘŀƪƛƴƎ ƻǳǘ ƻƴŜ ǎƘƛǇ ǇŜǊ ǘǊƛǇ ǾŜǊǎǳǎ ŦƛǾŜ ǎƳŀƭƭŜǊ 
boats per trip.  This is a more fuel efficient method per passenger creating less of an impact on the 
environment and making them a leader in transportation-based sustainability. Debbie says άǘƘŜ ƴŜŜŘ ŦƻǊ 
increased capacity for tourism is one thing, but also being in the ecotourism business we like to see less 
impact on thŜ ŜƴǾƛǊƻƴƳŜƴǘ ǿƘŜƴ ǿŜ ŀǊŜ ƻǳǘ ǾƛŜǿƛƴƎ ŜƛǘƘŜǊ ōŜŀǊǎ ƻǊ ǿƘŀƭŜǎΦέ  
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Impact  

Trained guides provide interpretation on the area and wildlife on a two hour ride up to the 
Khutzeymateen site and this practice allows for 
complete silence upon arrival.  The new boat has the 
ability to get close to the bears without the bears 
actually knowing they are there and keeping with 
responsible wildlife viewing conduct; if the bears 
appear to be irritated, the boat will leave.  Wildlife 
impacts may also be reduced as bears are exposed to 
only one boat per trip as opposed to five.  By using the 
Inside Passage vessel instead several smaller boats, Prince Rupert Adventure Tours is minimizing the 
ecological impacts of their services.       
 

Barriers  

The main barrier when Doug and Debbie were attempting to build the catamaran was the time it took to 
complete the project.  There were many challenges to having the boat built and financed within Canada 
and the financing alone took over three years to complete.  They did not receive any grants, 
contributions, or breaks of any kind so financing included four different lenders, many mortgages and a 
lot of time spent with lawyers.   Another challenge was finding a builder within Canada who would be 
able to provide them with the product they had envisioned.  

   

Lessons Learned 

Throughout the process of building the catamaran there were many challenges that arose, but Doug and 
Debbie learned to adapt, as in many instances there was nothing that could have been done differently 
at the time.  All the way through the process they kept in their minds the potential challenges that could 
occur and tried to have alternative solutions and ideas in place in case these challenges arose and had to 
be dealt with.  Also necessary was a great deal of patience and perseverance to surpass the financial and 
contractual challenges that occurred.     
 

Future  

While Doug and Debbie are always looking towards the future, the present economy is keeping their 
spending in check.  They continue to think of new ideas and are still looking for ways to promote their 
area and region through different advertising initiatives.      
 
  
 
 
 

  

άǘƘŜ ƴŜŜŘ ŦƻǊ ƛƴŎǊŜŀǎŜŘ ŎŀǇŀŎƛǘȅ ŦƻǊ 
tourism is one thing, but also being in 
the ecotourism business we like to see 
less impact on the environment when 

we are out viewing either bears or 
whŀƭŜǎΦέ 
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Quesnel Forks 
By Brad Goodwin 
 

Background  

Quesnel Forks is the oldest mining settlement in 
ǘƘŜ /ŀǊƛōƻƻΣ ŀƴŘ ƛǎ ƻŦǘŜƴ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ ./Ωǎ 
oldest and most intact ghost town.  In 1859 the 
town was originally settled, and just a few short 
years later thousands of prospectors passed 
through on their way to the Cariboo gold fields.  
When the town slowly faded, accelerated by the 
site being by-passed by the construction of the 
Cariboo Wagon Road, a strong contingent of 
Chinese-Canadian minors continued on in the 
area, making the site the only Chinese 
settlement in North America. Quesnel Forks was 
finally considered abandoned in 1964.  Today 
the town of Likely lies a short 13 km drive from 
the Forks.   
 

Issue 

Quesnel Forks has been a popular destination for history seekers and the more adventurous vehicle 
travelers in BC for many years.  But the lack of regulations and information in place, combined with the 
allure and romanticism of a real ghost town brought about a fair amount of abuse over the years.  
Campers were often seen setting up camp right beside the historic relics, often using them for their cook 
shacks while they camped.  The river bank that saw so much erosion during a slide in 1996, became a 
favorite site for treasure hunters to dig-up old artifacts from the town, culminating of course in further 
erosion along the bank.  A favorite of the infamous episodes among locals was when a father and son 
decided to have their own Wild West shoot-out at the Forks- with paintball guns, leaving a white-paint 
spattering that exists to this day.  But the kicker for the folks in Likely was when they found what 
appeared to be many old square headed nails in the fire-pit of some recent campers; Upon further 
inspection of the site it was clear that campers had indeed been salvaging wood from the 100+ year old 
historic buildings to use as fuel for their campfires.   
 
The site is prone to its fair share of natural erosion as well.  The Quesnel Forks got its namesake due to 
its location at the confluence of two major rivers; the Quesnel River and the Cariboo River.  This means 
that the town-site is subject to a great deal of erosion which has claimed a significant portion of the 
original town site.  In fact, the poor location of the town is what led to it being by-passed during 
construction of the Cariboo Wagon Road, and also fostered the general refusal on the part of 
government officials to view the Forks as a viable town site.  

 
 
 


