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Introduction 

Moose River: Land of l iv ing Legends 

The Moose River basin region, which encompasses the towns of 
Moosonee, Moose Factory and MoCreebec, is a region of significant 
symbolic and historic importance for both Ontario and Canada. 
Moose Factory is Ontario’s oldest English-speaking settlement and 
is home to one of the first outposts of Canada’s iconic Hudson’s 
Bay Company (HBC). From Centennial Park’s colonial architecture, 
including the 18th C blacksmith shop and square-log HBC Staff 
House, to its celebrated bird sanctuary to its pristine wilderness 
skidoo trails and back-country canoe routes, the region offers an 
abundance of recreational, cultural, and historical tourism 
opportunities. The character of the towns is animated by its native 
Cree inhabitants—present in the James Bay region long before the 
arrival of European fur traders—whose stories help bring the past 
to life.  

 

In consultation with the MRHHA and relevant stakeholders from 
Moosonee, Moose Factory and MoCreebec, a six-pillar strategy for 
tourism development emerged. Strengths and weaknesses were 
assessed and targets, tactics and goals were identified. The result 
is a plan that constitutes a road map for the collaborative 
achievement of these goals over the next six years, in order that 
the area’s unique culture might ultimately be shared and 
celebrated together.  
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1  GUIDING PRINCIPLES 
This tourism plan has been created in keeping with the following guiding principles, set out 
by the MRHHA: 

• Openness to share the region’s culture and heritage 

• Unity between the Moose River communities striving toward the common goal of 
promoting tourism in the region 

• Quality and consistency in all tourism products offered 

• Respect for Cree culture and values 

• Respect for the environment  

• Promotion of unique experience of Cree hospitality   
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2  GOALS AND OBJECTIVES 
This plan lays out the framework for the communities of Moosonee, Moose Factory and 
MoCreebec to achieve their tourism goals. In the next six years, the MRHHA, in collaboration 
with community stakeholders, will endeavour to: 

• Improve the overall market for Aboriginal tourism business  

• Increase the overall number of visitors by 20% 

• Increase the number of overnight stays by 20% 

Additionally, the MRHHA will endeavour to: 

• Increase and improve coordination between local tourism management and relevant 
community stakeholders 

• Solidify multi-community partnership between Moosonee, Moose Factory and 
MoCreebec 

• Collect local tourism data and compile statistics 

• Provide necessary training for staff and management 

• Develop joint marketing initiatives and coordinate package offerings with external 
tourism providers  
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3  THE SIX PILLARS OF THE STATEGY  
The Strategic Plan sets out the framework for the implementation and maintenance of a 
viable and sustainable tourism economy. Its ultimate goal is to create an environment that 
fosters a positive visitor experience by enhancing the overall enjoyment and quality of their 
stay, thereby increasing the likelihood of repeat visits and endorsements. The plan identifies 
the current obstacles faced in meeting its tourism goals and identifies solutions, targets and 
tactics for overcoming them, both in the short and long term.  
 

In order to create an ideal visitor experience, the MRHHA will work to enhance and build 
capacity around the six fundamental pillars that support the tourism industry: tourism 
products, workforce, investment, managing organism (i.e. MRHHA), workforce, and branding 
and marketing. These pillars will be strengthened over the next six years, in three phases. 

 

  

Visitor 
Experience 

Infrastructure 

Managing 
Organism 

Investment 

Workforce 

Branding and 
Marketing 

Tourism 
Products and 

Services 
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4  PILLAR OVERVIEW 

4.1 TOURISM PRODUCTS & SERVICES 

Tourism products and services refer to the activities, commodities and amenities offered to 
visitors by local businesses, organizations and entrepreneurs. They include accommodations, 
all-inclusive packages, transportation, guided tours, restaurants, entertainment and 
shopping. Tourism products and services are distinguished from typical products and 
services in that they are, or should be, to the experience of the region. In this plan, tourism 
products and services are classified into four categories: transportation, attractions, 
shopping and food and accommodation.  

The following table provides an overview of the tourism products and services in the 
communities of Moosonee, Moose Factory and MoCreebec: 

Table 1: Inventory of Tourism Products and Services 

 

4.2 INFRASTRUCTURE 

Tourism infrastructure refers to the physical structures, buildings and facilities in place to 
help visitors orient themselves and move from point A to point B efficiently and 
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conveniently. Tourism infrastructure includes roadways, train and rail stations, water access 
facilities (docks), visitor information centers and relevant public signage and information 
placards. 

4.3 WORKFORCE 

A tourism workforce refers to those individuals who are employed in jobs that directly or 
indirectly support the tourism industry, and the institutions that support them. Of particular 
interest for the communities in question are the local institutions that provide the training 
and skills development necessary for obtaining tourism-related employment.  

In Moose Factory, these institutions include Contact North and Wakenagun Future 
Development, while Moosonee’s Northern College provides an opportunity for higher 
learning. 

4.4 MANAGING ORGANISM 

One of the most important factors of a strong tourism industry, particularly in its beginning 
stages, is the presence of a managing body to ensure that all stakeholders are on the same 
page and working towards a common goal. For the past ten years, the Moose River 
Hospitality and Heritage Association (MRHHA) has been the non-profit organization 
promoting tourism on behalf of Moosonee, Moose Factory and MoCreebec. The MRHHA is 
currently located in the MoCreebec administrative building, on Moose Factory Island. 

The MRHHA will play a critical role in coordinating, implementing and monitoring the progress 
of the strategic tourism plan.  

4.5 BRANDING & MARKETING 

The branding and marketing pillar refers to the sales approach and streamlined messaging 
sent to prospective visitors about the unique tourism experience of the Moose River region. 
Strong and consistent branding is essential for the promotion of the local tourism industry 
and considers such factors as channels of information and opportunities for joint marketing 
partnerships.   
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Table 2: List of Potential Marketing Partnerships 

Potential Marketing Partnerships 

External Local NGOs 

Town of Cochrane Moose Cree First Nation 
(MCFN) 

Canadian Park and Wilderness Society 
(CPAWS) 

Tourism Northern Ontario / 
Tourism Northeastern 
Ontario 

Moosonee Airport Ontario Field Ornithologists (OFO) 

Ontario Northland (ONTC) Moosonee Train Station - 
Ontario Northland (ONTC) Aborigional Tourism Ontario 

Hudson's Bay Company 
(HBC)  The Northern Corridor du Nord 

Snowmobile Association 

  Ontario Federation of Snowmobile Clubs  

4.6 INVESTMENT 

The investment pillar refers to the cost required for the implementation of the goals and 
activities set out in this plan (capital investment and operational cost) as well as any public 
or private entity that might provide financial support or expertise in support of current or 
future tourism initiatives. External financial investment as well as local buy-in are important 
elements of a successful tourism industry, especially in communities where resources and 
access to funding are limited. Below is a list of current and future potential investors. 

Table 3: List of Potential Investors 

Potential Investors 

Provincial Federal Local Private 

Ministry of Natural 
Resources (MNR) FedNor Town of Moosonee Detour Gold 

Ministry of Northern 
Development and mine 
(MNDM) 

Aboriginal Affairs and 
Northern Development 
Canada (AANDC) 

Moose Cree First Nation 
(MCFN) Victor Mine (Debeers) 

Ministry of Tourism, 
Culture and Sport Canadian Heritage MoCreebec Hydro One 

Northern Ontario 
Heritage Fund 
Corporation (NOHFC) 

Park Canada  Ontario Trilium 
Foundation 

Ontario Heritage Trust   
TD Friends of the 
Environment 
Foundation 

   Anglican Foundation of 
Canada 
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5  PILLAR ANALYSIS: IDENTIFYING THE 
WEAKEST LINKS  

A system is only as strong as its weakest link. In order to support a tourism economy over 
the long run, every pillar must be robust and durable. With this in mind, each of the six 
pillars was analyzed to identify where strengths, weaknesses and opportunities exist. Results 
are based on information contained in the Market Analysis, the Community Resources 
Baseline Study and on qualitative data collected from on-the-ground interviews with 
stakeholders.  

The purpose of this section is to provide an overview of the current tourism industry of the 
region in order to assess gaps and develop an appropriate action plan. Results are 
summarized in the SWOT analysis at the end of the section, which is followed by the Plan. 

5.1 TOURISM PRODUCTS AND SERVICES 

5.1.1 Activities Related to Cree Culture 

The presence of Cree First Nations in the Moose River region differentiates it from other 
tourist destinations in North Eastern Ontario. For tourists wishing to enjoy an “authentic” 
First Nations experience, the communities of Moose River are well positioned, being the 
most accessible First Nations communities in the region (relative to the coastal Cree 
communities).  

Currently, two entities are responsible for managing and promoting Cree cultural tourism in 
the communities:  

• Moose Cree First Nation (MCFN): offers packages including activities such as guided 
nature walks, traditional fishing, museum tours, eating traditional foods, and buying 
local handicrafts, amongst others. 

• The Cree Cultural Interpretative Center (CCIC), managed by the MCFN. The Center 
showcases the history and culture of the Mushkegowuk Cree people and includes a 
local artisan craft area, a gallery containing historic photos of Cree life and traditional 
dwellings (tee-pee and tent) which serve as a demonstration space. 

However, MCFN does not provide consistent and reliable year-round service to tourists, and 
during the winter months the CCIC is not always staffed.  

Currently, Aboriginal Tourism Ontario (ATO) is in the implementation phase of their strategy 
(The ATO was officially launched in April 2014) and has expressed an interest in working 
with the Moose River communities to promote Aboriginal tourism initiatives.  
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5.1.2 Historical buildings 

Community members feel a strong attachment to their historical buildings—they are the 
vestiges of an important epoch for both Canada and for the Cree people who have always 
occupied the land. The most important of these buildings are: 

• The Revillon Frères Museum; 

• St. Thomas Anglican Church;  

• The Hudson’s Bay Company (HBC) Staff House; and 

• The HBC Blacksmith Shop. 

Unfortunately, many of the museums and historical buildings are presently closed, non-
operational or inadequately maintained. The old Anglican Church, the Revillon Frères 
museum and several of the Centennial Park buildings urgently require repairs, and Revillon 
Frères has been deemed unsafe for occupants. Restoration efforts will require a substantial 
financial investment; rough estimates have put the refurbishment of the Anglican Church at 
between $1 to $2 million dollars, and the Revillon Frères building at $1.9 million in capital 
costs (2010 estimates). A collective restoration effort would prove challenging to coordinate 
because the buildings and properties are owned and managed by multiple stakeholders.  

Several historical buildings have received the support required to keep them operational. 
The Ontario Heritage Fund finances the HBC Staff House by paying for the heating and the 
presence of a live-in caretaker, and the Ecolodge helped renovate the Blacksmith Shop. 

5.1.3 Outdoor Activities and Natural Features 

The Moose River region boasts a number of unique natural features that make it an ideal 
setting for nature and adventure tourism. Highlights include: 

• James Bay and Moose River 

• Northern Lights 

• Tide Water Provincial Park and islands 

• Bird Sanctuaries 

• Fossil grounds 

• Wildlife 

While the environment is excellent for outdoor activities, research shows that the region 
appeals more to “extreme adventure” tourists, especially considering it is perceived as an 
expensive travel destination. The volume of insects makes outdoor activities particularly 
brutal during the summer months.  

There are several local tour operators offering packages to tourists, the most well-known 
and reputable being Moose River Tours. Certain external tour operators offer packages that 
include Moosonee and Moose Factory in their itineraries, namely Howling Wolf Adventures 
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(via their canoe tour) and Extreme Tours (via their snowmobile tour). Partnerships between 
tour operators and local businesses/ entrepreneurs allow for more diverse activities in their 
packages, and currently partnerships exist between Moose River Tours and Moose River 
Guesthouse and the Ecolodge, as well as between William Tozer and Extreme Tours and 
Howling Wolfe Adventures.  

The following weaknesses have been identified with regards to outdoor activity products and 
services:  

• MCFN offers tours to visitors and has guides at its disposal, however, these are weakly 
advertised and there is conflicting information as to whether or not tour offerings are 
still active. 

• In general, there is a lack of publically available information regarding the activities 
available, including pricing and reviews/feedback from other tourists.  

• There is currently no single package that offers accommodation, activities, meals and 
transportation.  

• Tour operators do not provide consistent and reliable service. 

• “Ad hoc” boat tours provided by community members vary in quality and price, 
leaving tourists feeling uncertain as to the value (both financial and experiential) of 
their tour.  

• Local tour operators do not have the capacity to accommodate large groups. 

• There are a limited number of activities visitors can do independently. 

5.1.4 Food and Accommodations 

There are three hotels in Moosonee and Moose Factory; however, only the Moose River 
Guest House in Moosonee and the Cree Village Ecolodge in Moose Factory are viable options 
for tourists. Both have established a regular clientele (mainly business travelers) and have a 
limited amount of rooms—9 rooms and 20 rooms, respectively. This means the availability of 
rooms is limited and neither has the capacity to accommodate a larger group. 

In terms of food service, the lack of any restaurant offering healthy menu options is a 
problem. Cree traditional foods are equally unavailable.   

5.1.5 Transportation 

The region is well serviced by air (helicopter and airplane), rail and water transportation 
services. Boat and snowmobile taxis are available on a daily basis, but there is no 
standardized pricing for these services nor is there conspicuous signage or a price list. 
During the summer months, the boat taxi industry, which provides transportation between 
Moosonee and Moose Factory Island, is particularly problematic for tourists because:  
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• Boat owners who are not legitimate taxi drivers charge inconsistent, often elevated 
prices, and  

• Boat taxis operate without any insurance and are not regulated by any local entity. 

5.2 INFRASTRUCTURE 

Although Moosonee and Moose Factory are the most easily accessible communities of 
Western James Bay, from the south, access to the communities is limited to train or air 
transportation, which are expensive ways to travel. However, during the winter season, the 
communities can be accessed via Wetum Roads for a period of two months. No proper 
snowmobile trail links Fraserdale to Moosonee, although some tour operators (Extreme 
Tours) use the hydro line trail as a means of passage. There is currently no snowmobile club 
in Moosonee or Moose Factory. 

When visitors do arrive at both the train station and airport, there is no signage to either 
welcome visitors, orient them within the town boundaries (via a wall map, for example), or 
direct them toward baggage claim or taxi services. Likewise, in the communities themselves, 
there is an overall lack of signs indicating tourist attractions or other tourism products and 
services (hotels, restaurants, etc.). The location of hiking trails is also not indicated. Where 
signs do exist (i.e. Centennial Park, Anglican Church, etc.), they are not consistent in their 
appearance.  

Both Moosonee and Moose Factory (Moosonee as priority) are in need of a dock system to 
facilitate comfortable access and transitioning into and out of the water. This has been 
identified as an issue for both visitors and community members who risk getting muddy and 
wet as they enter and exit the boats. 

Finally, there is no visitor center in either Moosonee or Moose Factory; as a result, tourist 
services are currently decentralized. 

5.3 WORKFORCE 

Having a competent and committed workforce in Moosonee, Moose Factory and MoCreebec 
is a key factor to its tourism growth and development. From a demographic point of view, 
the communities are well equipped to meet the potential demands of a growing tourism 
economy (see Baseline Study). However, the communities face several challenges in this 
area, including: 

• A high employee turnover rate (common to the tourism sector in general) 

• Limited availability of trained or qualified workers in the area (high school diploma or 
above), including lack of tourism and hospitality professionals 

• General employee reliability  
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• Salaries and benefits are generally less competitive in the Ontario tourism industry 
than in other sectors. 

5.4 MANAGING ORGANISM (MRHHA) 

Although the Moose River Heritage and Hospitality Association has existed for 10 years, its 
presence and function is not well known in the communities. While the Moose Cree First 
Nation has a designated person responsible for tourism, MoCreebec and the Town of 
Moosonee relies on the MRHHA for tourism promotion and development. 

Although informal partnerships exist between tourism stakeholders, the MRHHA has yet 
been leveraged as a platform to formally exchange information and strategize about tourism 
initiatives. 

5.5 BRANDING & MARKETING 

The Moose River region and the MRHHA do not have a clear tourism market position. 
Websites promoting tourism activities in the region do exist, including the official Town of 
Moosonee and Moose Factory web pages, however digital marketing efforts are decentralized 
and do not share common messaging, branding or a common aesthetic.  

5.6  INVESTMENT 

Currently, the activities of the MRHHA are financially supported by the municipal entities of 
MoCreebec, Moose Cree First Nation and the Town of Moosonee, as well as by Ontario’s 
Ministry of Northern Development and Mines (MNDM) and FedNor. No income is generated 
by the MRHHA’s activities. 

A significant financial investment will be required to achieve the region’s tourism goals. 
Potential investment partners have been identified in the Pillar Overview section. 
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5.7 SUMMARY OF RESULTS: SWOT ANALYSIS  

Table 4: SWOT Analysis 

Strengths Weaknesses Opportunities Threats 
What is working? What are the 

strongest features of the 
current tourism industry? 

What is not working? What are the 
challenges faced by the communities? 

What are the potential avenues for 
increasing the number of visitors?  

What external factors 
could reduce or deter 

future visitors? 

The most easily accessible 
communities in Northeast 
Ontario in terms of Cree culture, 
access to James Bay, and 
access to a true “far north” 
experience. 

New direction for organization: First 
time the three communities work 
together on this kind of initiative 

Aboriginal Tourism Ontario (ATO) Decreasing frequency of 
train services 

Hospitality 

Distance from high density population 
area and limited access to the 
communities (no permanent road 
access) 

Enthusiasm from external tourism 
stakeholders about tourism 
opportunities in the area 

Undefined/uncertain 
financial resources 

Proximity to James Bay/Estuary 
Certain buildings require significant 
repairs and associated need for capital 
investment 

Funding from provincial and federal 
entities is available 

Poor reputation - Visitors 
not satisfied with their 
experience 

Important bird watching area Lack of tourism related infrastructure 
(i.e. docks, groomed trails, signs, etc.) 

Significant proportion of the 
communities’ population is between 
15 and 64 yrs old (Workforce 
potential) 

Flooding (especially at 
Tidewater Park) 

Multiple buildings with 
significant historic importance 

Limited financial support from local 
entities  

Growing interest about James Bay as 
a destination for snowmobile users 

Loss of traditional 
knowledge and difficultly 
in engaging youth 
(future of tourism 
stewards) 

Wildlife (geese, seals, bear, 
whales, etc.) / Fishing / 
Wilderness/Natural features 

Train services (schedule, overall quality 
of the experience) 

Opportunity to leverage technologies 
for tourism purposes to maximize 
value (web app)  

Lack of interest 
/cooperation from 
relevant stakeholders 

Moose River and related outdoor 
activities 
 

Limited hotel capacity Winter Activities and Wetum Road  
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Northern Lights Limited and decentralized marketing  
(Traditional and web) and no branding 

Credited education facilities in are 
(Contact North and Northern College)  

Tidewater Provincial Park Quality and quantity of Restaurants Growing interest about James Bay as 
a destination for snowmobile users  

Moose River Tours becoming 
more and more credible (i.e. 
new partnership with Cree 
Village Ecolodge) 

Lack of qualified and reliable workers 
and no tourism related training available 
locally 

Promising niche markets that fit with 
the region’s natural potential  

Transportation infrastructure 
(heliport, airport and train 
station) 

High price of tourism services and 
products 

Opportunity to capitalize on First 
Nations related tourism (well-known 
Cree settlements) 

 

 Local acceptance of tourism as a 
legitimate industry   

 Overlap in the products and packages 
offered by tour operators    

 
Tourism activities are mostly for the 
summer season (but short summer and 
long winter) 
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6   STRATEGIC PRIORITIES AND ACTIONS 
In this section, the actions that will have to be implemented are identified and explained. 
More precisely, there are twenty recommended actions to be implemented in three phases 
on a six-year period. Here is a listing of the twenty recommended actions: 

Table 5: Recommended actions in the Strategic Plan 

No Actions Pillar 

1 Host a Moose River Tourism Awareness Event General 

2 Create a Tourism Products and Services Committee General 

3 Create a Moose River Tourism Partners Committee General 

4 Create an Infrastructure and Skills Development 
Committee General 

5 Develop tourism packages and improved central 
website Tourism Product and Marketing 

6 Establish a Welcome Centre and MRHHA Headquarters Tourism Product and Marketing 

7 Establish a Rental Centre Tourism Product and Marketing 

8 Introduce High-End Camping at Tidewater Provincial 
Park  Tourism Product and Marketing 

9 Build a Multi-Purpose Lodging and Commercial Centre 
in Moosonee Tourism Product and Marketing 

10 Develop a Moose River Self-Guided Virtual Tour Tourism Product and Marketing 

11 Establish a Historical Buildings Revitalization Fund Tourism Product and Marketing 

12 Create a Café in the HBC Staff House Tourism Product and Marketing 

13 Develop a Main Attractions Map and Strategic Signage Infrastructure 

14 Create a New Snowmobile Trail Infrastructure 

15 Create a Flood-Sensitive Areas Map Infrastructure 

16 Design and implement a certification and 
labelling program for boat taxis Infrastructure 

17 Establish a tourism and hospitality training 
program Workforce 

18 Revamp MRHHA’s organizational structure Managing Organism 

19 Rebrand and rename the MRHHA Managing Organism 

20 Promote an ethic of tourism and hospitality Branding and Marketing 
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6.1 GENERAL ACTIONS 

6.1.1 Action 1: Host a Moose River Tourism Awareness Event 

Goals 

• Share information with community members and relevant stakeholders about MRHHA’ 
s activities and current/future tourism development initiatives in the region. 

• Make a visually pleasing summary version of the Strategic Plan available. 

• Distribute promotional and marketing material (brochures, maps, posters etc.) and 
reveal approach, slogan and brand. 

• Celebrate Moose River culture together and reinforce the importance of unity and 
collaboration amongst the communities and stakeholders 

Logistics 

• Facilitation by MRHHA representative 

• Informal, open air, community oriented event (BBQ, Fair) 

• One-time event 

Participation 

• Any stakeholder responsible for a tourism product or service or likely to interact with 
(restaurant and hotel owners, tour operators and organizers, etc.)  

• Members of the community at large  

• Current or potential funders 

6.1.2 Action 2: Create a Tourism Products and Services Committee 

Goals 

• Enhance the Moose River region’s tourism by creating a platform for the exchange of 
issues and ideas and the development of new partnerships.  

• Provide an opportunity to debrief the recent tourist season while 
preparing for the next.  

• Provide recommendations to MRHHA’s Board of Directors. 

• Determine, during the first meeting, the products, services and 
packages to be offered and advertised on the MRHHA website. 

Logistics 

• Facilitation by MRHHA representative 

• Bi-annual meetings held in spring and fall (after high tourist seasons) 
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• Participation of key community stakeholders within the tourism sector 

• Representation from all three communities  

• No more than ten members (ideally five to seven) 

Membership 

It is suggested that representatives from the following groups or organizations be included 
on the committee: 

• Moose River Tours  

• Cree Village EcoLodge  

• Moose Cree First Nation  

• MoCreebec Council of the Cree Nation 

• William Tozer (Private Tour Guide) 

• Moose River Guest House 

• Wakenagun Community Futures Development Corporation 

• Moose River Bird Sanctuary  

• Cree Cultural Interpretive Centre 

6.1.3 Action 3 : Create a Moose River Tourism Partners Committee  

Goals  

• Present the MHRRA’s current and future marketing endeavours (slogan, key 
messaging, website, etc.). 

• Share and discuss new marketing ideas and opportunities.  

• Increase the number of visitors in the Moose River region by expanding its marketing 
activities, scope and number of partners. 

• Provide recommendations to MRHHA’s Board of Directors.  

• Showcase, during the first meeting, the tourism products, 
services and packages offered by the Moose River communities 
to its Cochrane partners. 

• Eventually, create a joint marketing strategy with regional 
groups and stakeholders (both public and private). 

Logistics 

• Facilitation by MRHHA representative 

• Annual meeting held in the spring, after the first meeting of the Tourism Products and 
Services Committee 

• Participation of key community stakeholders within the tourism sector 
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• No more than ten members (ideally five to seven) 

Membership 

It is suggested that representatives from the following groups or organizations be included 
on the committee: 

• Moose Cree First Nation  

• MoCreebec  

• Town of Moosonee  

• Town of Cochrane  

• Ontario Northland Train Company  

• Cochrane Polar Bear Habitat  

• Best Western Hotel (Cochrane) 

• Town of Cochrane - Economic Development Department 

6.1.4 Action 4: Create an Infrastructure and Skills Development Committee1 

Goal 

• Present the MHRRA’s current and future endeavours related to infrastructure and skills 
development.  

• Enhance the region’s tourism economy by creating a platform to 
discuss opportunities for local capacity building, skills 
development/training.  

• Share information about efforts being made to improve the 
tourism infrastructure of the region (train station, airport, 
signage, docks).  

• Provide recommendations to MRHHA’s Board of Directors.  

• Coordinate, during the first meeting, signage activities with relevant stakeholders.  

• Discuss, during the first meeting, the availability of tourism and hospitality training 
programs. 

Logistics 

• Facilitation by MRHHA representative 

• Annual meeting held in the fall, after the first meeting of the Tourism Products and 
Services Committee  

• Participation of key community stakeholders within the tourism sector 
                                            
1 This committee could potentially be separated into two, as there is no direct link between infrastructure 
development and skills development.  
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• Representation from all three communities  

• No more than ten members (ideally five to seven) 

Membership 

It is suggested that representatives from the following groups or organizations be included 
on the committee: 

• Moose Cree First Nation  

• MoCreebec  

• Town of Moosonee  

• Northern College  

• Moose Cree Education Authority  

• Wakenagun Community Futures Development Corporation 

• Ontario Northland Train Company  

• Moosonee Airport  

• Moosonee train station  

• Boat, car and snowmobile taxi services 

6.2 TOURISM PRODUCTS AND SERVICES 

6.2.1 Action 5: Develop tourism packages and improved central website 

DESCRIPTION & JUSTIFICATION 

The development of tour packages advertised on an 
improved MRHHA website is the most critical action 
of the Strategic Plan—other actions in the plan are 
dependent upon the completion of these items. 
Therefore, it is essential that the website and 
packages be defined and functional before the end 
of the first year. This will position the MRHHA as the 
primary local tour organizer for the region, with the 
website serving as the primary avenue for 
disseminating tourism information and making 
reservations. 

The website will enable the MRHHA to showcase its unique selling proposition (USP) to potential 
visitors. It should contain the following features:  
 

• Large photographs that portray the environment and attractions 
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• A “packages” section  

• An easy-to-use reservation module (plug-in), or a 1-800 number and email address 
for reservations and information requests 

• A content management tool (CMS) to enable changes to website content 

• An efficient search engine optimization (SEO) tool to organically increase the number 
of visitors to the website. 

Packages advertised on the website could be divided by market segment. For example: 

Market Segment Package Example 

Knowledge Seekers 
History, architecture or museum guided tour, fossil hunting 
tour, local foods workshop, snowshoeing or cycling, James 
Bay visit, cottage accommodations, etc. 

Nature Lovers 
Hiking, family canoeing or kayaking, fossil hunting tour, 
camping or cabin lodging, etc. 

Mature Travelers 
Comfortable lodging, local foods workshop, guided forest or 
James Bay tour (local guide), fossil hunting tour, hiking, 
cross-country skiing, etc. 

Bird Watchers 
Information on best bird watching locations, transportation to 
those points of interest, multiple accommodation-types, etc. 

Snowmobilers 
Motel-type lodging, trail points of interest, secure shelter for 
their vehicles, group dinner outing, etc. 

STAKEHOLDERS INVOLVED 

Tour operators (MCFN, Moose River Tours), hotels (Ecolodge, Moose River guesthouse), local 
tour guides, CCIC.  

COST ESTIMATE AND REVENUE 

Web site development: $30,000 to $50,000 

Web Site material development: $15,000 to $20,000 

Web site hosting, maintenance and development:  $2,000 to $5,000 per year 

Trade show participation, equipment, booth and etc.: $15,000 to $20,000 per year 

Revenue: Mark-up on packages sold (5 to 10 %) 
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MILESTONES AND TIMELINE 

Prerequisites 

• MRHHA rebranded and renamed  

• Material for the website complete (can be done in parallel with web app content 
development and rebranding) 

Short term (Year 1-2) 

• Develop packages in collaboration with relevant stakeholders, including a winter 
package for snowmobilers. 

• Create website  

• Develop and implement a social media strategy 

Medium Term (Year 3-4) 

• Increase the number of activity packages available 

• Diversify the types of products and packages available 

• Verify the possibility of offering promotional fares included in certain packages (check 
with the ONTC and airline companies) 

Long term (Year 5-6) 

• Organize a public contest to promote awareness about the Moose River/North Eastern 
Ontario region as a tourist destination, e.g. citizens describe their favorite memory 
from the region, etc. An idea could be to approach the Canadian Parks and Wilderness 
Society, Ontario section, and Aboriginal Tourism Ontario (ATO) to explore the 
possibility to enter a promotion or a contest similar to the one the Québec section is 
currently running. At least provide this organism with all the information about the 
packages available. 

• Create discount packages (economy fares) for shoulder seasons 

• Expand the reach of the Partners Workshop (i.e. coastal communities, Timmins).  

• Promote the region during targeted special events (i.e. OFO, Snowmobile 
conventions)2. Select the 3 to 4 trade shows best fitted for the destinations that are 
part of the shows of the North-Eastern Ontario Tourism Board, and have a 
representative to attend them. Explore the possibility to have a presence at the most 
efficient Bird Watchers’ and/or Snowmobilers’ trade shows. 

 

 

 

                                            
2 Applies to all phases 
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6.2.2 Action 6: Establish a Welcome Centre and MRHHA Headquarters 

DESCRIPTION & JUSTIFICATION 

There are currently plans in place to expand the 
current Cree Culture and Interpretive Centre 
(CCIC) services to operate as a Welcome Centre 
for tourists, providing a “one-stop-shop” where 
tours are coordinated, equipment is rented 
(details in the subsequent Action) and visitor 
material such as trail maps, tour maps, price lists, 
emergency contacts, etc. is provided. Additional 
local handicrafts should also be sold here. It is 
noted that the CCIC is currently the only operational museum dedicated to Cree culture in 
the area; therefore the CCIC’s current activities would not be negatively affected, but rather 
enhanced by the increased visitor traffic.  

The MRHHA employee offices should be moved into the building to facilitate the coordination 
of the Welcome Centre activities and be more transparently linked to the community’s 
tourism industry. This initiative has most likely been budgeted as part of MCFN activities, 
hence no supplementary costs are foreseen for the MRHHA, unless new supplies or office 
equipment is to be acquired.  

Note that if the CCIC is not a suitable option for a Welcome Centre, the HBC Staff House is a 
potential alternative. 

STAKEHOLDERS INVOLVED 

MRHHA Board of Directors, MCFN, MoCreebec, Town of Moosonee.  

COST ESTIMATE AND REVENUE 

Cost: Likely to be absorbed by the MCFN Council, as plans are already in the works for this 
type of expansion.  

Revenue: From the sale of local handicrafts and other supplies.  

MILESTONES AND TIMELINE 

Prerequisites 

• MRHHA rebranded and renamed  

• Material for the website complete  

• Rental services should be implemented simultaneously 

• Community self-guided tour web app complete  



 Moose River Strategic Tourism Development Plan 

 22 

• Merging of MCFN Tourism Department and MRHHA (highly recommended) 

Short Term (Year 1-2)  

• Establish a terms of reference (ToR) for the Welcome Centre and any other necessary 
agreements between CCIC and MRHHA 

• MHRRA set up offices in CCIC 

• Equip Welcome Centre with necessary promotional and information materials and 
signage 

• Advertise and communicate the location and purpose of the Welcome Centre to 
relevant stakeholders and partners 

6.2.3 Action 7: Establish a Rental Centre 

DESCRIPTION & JUSTIFICATION 

It is recommended that an equipment rental service be provided to visitors (and community 
members) wishing to partake in outdoor activities. Ideally, the rental Centre would be 
located in the CCIC/new Welcome Centre. 
Equipment such as cross-country skis, 
snowshoes, fishing rods, bicycles, life jackets, 
kayaks, SUP’s and canoes would be available. 
Items such as bug spray, mosquito nets, hats, 
sunscreen, and snacks could also be available 
for purchase. This service would help 
accommodate outdoor activities that visitors wish to do independently, without the hassle of 
having to transport the cumbersome items required. The Rental Centre activities would be 
managed by the MRHHA, who can ensure that rentals services complement existing products 
and services already offered by other tour guides, operators or hotels.  

STAKEHOLDERS INVOLVED 

Tour operators, accommodations, local guides and businesses, CCIC, MRHHA. 

COST ESTIMATE AND REVENUE 

Initial Cost: $15,000 to $20,000 

Cost to buy additional equipment and for maintenance of existing equipment: $10,000 to 
$15,000 

Revenue: From the rented equipment 
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MILESTONES AND TIMELINE 

Prerequisites 

• MRHHA tourism website up and running 

• Community self-guided tour web app complete  

• Merging of MCFN Tourism Department and MRHHA (highly recommended) 

Short term (Year 1-2) 

• Determine rental pricing 

• Create a rental price list pamphlet and upload to MRHHA website  

• Source equipment suppliers 

Medium Term (Year 3-4)  

• Determine equipment maintenance regime  

Long Term (Year 5-6) 

• Expand the quantity and the variety of equipment rented 

• Expand service to provide expert one-on-one lessons (snowshoeing, kayaking, 
canoeing etc.)  

6.2.4 Action 8: Introduce High-End Camping at Tidewater Provincial Park  

DESCRIPTION & JUSTIFICATION 

Tidewater Provincial Park is located in a very appealing 
and strategic place: it is close to both Moosonee and 
Moose factory yet still feels remote and close to nature. 
These qualities make it an ideal location for a high-end, 
“rustic” outdoors experience. “Glamping,” a concept that 
combines camping with the comforts of a bed-and-
breakfast (bed, showers, cuisine, etc.), is gaining 
popularity in the outdoor tourism industry and is shown 
to generate significant profits relative to wilderness camping. Establishing a glamping 
opportunity for tourists ensures that users pay for services in advance, avoiding the 
challenge of fee enforcement, which has been a problem for the park in the past. 

High-end, semi-permanent tents (e.g., Cree traditional style) would be erected in the park 
and could be offered in combination with local traditional activities such as traditional 
cooking, guided medicine tours or berry picking. These designated camping sites would 
include environmentally friendly compost toilets and hot showers. The Moose Cree First 
Nation or the Ecolodge would be well positioned to offer and manage this initiative.   
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Rates for wilderness campers need to be determined (possibility of free camp site fee with payment 
of entry fee). 

STAKEHOLDERS INVOLVED 

MCFN, Cree Village EcoLodge, Ministry of Natural Resources, MRHHA 

COST ESTIMATE AND REVENUE 

$30,000 - $50,000  (feasibility study) 

Revenue: Accommodation fees per night  

MILESTONES AND TIMELINE 

Prerequisites 

• Development of a plan that includes structures designed to be impermanent or flood 
proof. Tidewater Provincial Park is prone to flooding. 

• Local managing body other than the MRHHA in place 

• Adequate financing  

Short to medium term (Year 1-4) 

• Plan and design proposed camp-sites and amenities 

• Assess the feasibility of such a project at Tidewater Provincial Park 

Long term (Year 5 - 6) 

• If study is favorable, begin construction and marketing activities 

6.2.5 Action 9: Build a Multi-Purpose Lodging and Commercial Centre in 
Moosonee 

DESCRIPTION & JUSTIFICATION 

The lack of adequate quality accommodations (i.e. hotels) and meeting space (i.e. 
conference rooms) in Moosonee is broadly acknowledged. Currently, the only meeting 
spaces available are located in the Community Center and the Skyranch restaurant (very 
informal setting). Similarly, the Moose River Guesthouse provides the only viable lodging 
option3, and it is frequently booked, having only nine rooms. This represents a significant 
missed economic opportunity for Moosonee, as many visitors that come for business reasons 
will not stay in town if there are no vacancies at the Guesthouse. 

Because visitor traffic in Moosonee is low, the construction of a new hotel may not be a 
viable option; however, there is a need for a multi-purpose commercial center that includes 
hotel rooms, office and conference space for rent and a café, for example. This project would 
                                            
3 The Polar Bear Lodge is widely recognized as unsuitable for guests. 
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require a large capital investment and a willing project promoter (local or external) and 
managing agent other than the MRHHA.  

STAKEHOLDERS INVOLVED 

Town of Moosonee, private investors (businesses) 

COST ESTIMATE AND REVENUE 

Cost: $75 000 to $100,000 (feasibility study) 

Revenue: Various sources including accommodation fees, food, conference room rental fees, 
office space rental fees, etc. 

MILESTONES AND TIMELINE 

Prerequisites 

• Presence of a project promoter and managing body (not the MRHHA) 

• Adequate financing  

Short term (Year 1-2) 

• Complete a feasibility study 

Medium Term (Year 3-4) 

• Construct the multi-use facility in Moosonee if the feasibility study is favorable. 

6.2.6 Action 10: Develop a Moose River Self-Guided Virtual Tour  

DESCRIPTION & JUSTIFICATION 

In an effort to leverage the area’s rich cultural and 
historical heritage, and especially Centennial Park, 
many high-impact, low cost tour initiatives were 
examined. The development of a web-based, self-
guided “Moose River Tour” application (“app”), available 
through the Apple Store, was determined as the most 
cost effective idea. Although the virtual tour by itself 
will not be sufficient to generate more visitors, it will 
attract interest by being offered as a part of all available packages on the future MRHHA 
website. The self-guided tour format also provides visitors with an opportunity for 
independent activity, avoiding the challenge faced by the lack of reliable and trained guides 
(often cited as a set-back to the region’s tourism industry).  

The content developed for the App can also be used for promotional materials and the 
official community and MRHHA websites, as well as for training (e.g. tour guides) and 
educational purposes (e.g. teachers would be invited to use the app’s content for local 
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history modules). Content would be developed concurrently with the website content for 
improved efficiency and to ensure standardized branding and messaging. 

The app will include the following modules: 

• Storytelling: This module will provide the opportunity for tourists to hear stories from 
community members about the events, people, places and things that define the area 
(i.e. Hannah Bay massacre, the first airplane in the area, HBC history, NORAD, 
Revillon Frères, etc.). This feature will complement the Moose River tagline “Land of 
Legends”.  

• Interactive Map: This feature will enable visitors to have continuous access to 
information about the tourist products, services and attractions in the region, and 
their locations, and provide suggested routes. 

• Living Museum: This feature will enable the communities to showcase those cultural 
artefacts that would otherwise be stowed behind glass, especially considering many of 
the area’s museums are non-operational. Also, the app will enable artefacts featured 
in other museums (i.e. McCord Museum, HBC headcounters), but endemic to Moose 
River, to be showcased.  

• Cree Community Space: Cree culture is a major tourism draw. This module will 
enable visitors to learn about the communities they are visiting, Cree culture and Cree 
way of life (local food recipes and cooking methods, basic Cree words, etc.).  

STAKEHOLDERS INVOLVED 

MCFN, MoCreebec, Town of Moosonee, Clergy, Elders, North West Company (HBC) 

COST ESTIMATE AND REVENUE 

Content and app development: $50,000 to $75,000 

Maintenance cost: $5,000 to $15,000 per year 

Revenue: Visitors would be able to download the app from home at a small cost (price to be 
determined, but possibly around $1.99); tablet rental fees. 

MILESTONES AND TIMELINE 

Prerequisites 

• An MOU should be signed by all three communities, to make sure that the content of 
the app reflects and respects a collective vision  

• Development of app the content (concurrent with website content development) 

Short Term (Year 1-2)  

• Secure adequate financial resources 
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• Develop app user platform and structure (with a specialist) 

• Promotion of the app virtual tour 

• Purchase of tablets (MRHHA) 

Medium to Long Term (Year 3-6) 

• Assess the possibility of adding new features or content, based on the progress of 
tourism revitalization efforts. 

6.2.7 Action 11: Establish a Historical Buildings Revitalization Fund 

DESCRIPTION & JUSTIFICATION 

The restoration work needed on many of Moosonee’s and Moose Factory’s valued heritage 
buildings will be an expensive undertaking and require significant maintenance costs (almost 
2 million for Revillon Frere Museum and between 1 and 2 million for the Anglican Church). It 
is recommended that a special fund be established and financed by such activities as 
community fundraising events (Canada/Aboriginal day). However, the communities’ total 
population of about 4,000 people cannot raise this money on their own, therefore, external 
funders should be sought out. A well-defined fundraising strategy and a buildings restoration 
plan that defines the work and repurposing of each building would need to be put in place 
prior to creating the fund.  

The fund would be managed entirely by the MRHHA. 

STAKEHOLDERS INVOLVED 

MoCreebec, MCFN, Town of Moosonee, St. Thomas Anglican Church reverend and restoration 
committee, ONRTC, Ontario Heritage Trust.   

COST ESTIMATE AND REVENUE 

Fundraising Strategy Development Cost: $30,000 to $40,000 

Fund Establishment Cost: $2,000 to $5,000 (mostly accounting hours) per year 

Fundraising activities (events, traveling and etc.): $5,000 to $10,000 per year 

Revenue: Hosting regular community events will generate regular income for the Fund. The 
Fundraising Strategy would define the income sources for the Fund.  

MILESTONES AND TIMELINE 

Short term (Year 1-2)  

• Develop a fundraising strategy  

• Create an independent account and retain an accountant 

• Deployment of fundraising activities  



 Moose River Strategic Tourism Development Plan 

 28 

Medium and Long Term (Year 3-6) 

• On-going fundraising activities 

• Prioritize which heritage buildings should be refurbished 

• Determine a second life for the prioritized buildings 

• If funds are sufficient, begin refurbishment of prioritized historical buildings 

• Examine the possibility of having engineering/ architecture university students 
participate in an internship program to manage and coordinate their refurbishment 
(cost savings)  

• Evaluate the possibility of offering a guided tour of the buildings during the summer 
months (another internship possibility) 

6.2.8 Action 12: Create a Café in the HBC Staff House  

DESCRIPTION & JUSTIFICATION 

The HBC Staff House, the heritage building in Moose 
Factory, can be revitalized quickly and cost-
effectively. Currently, the heating and maintenance 
are funded by the Ontario Heritage Fund (OHF), 
therefore, the current business model for the House is 
not a sustainable one. After discussing with working 
groups, the idea of transforming the Staff House into 
an internet café was well-supported. Regular income 
would be generated by selling coffee, tea and pastries, and Wi-Fi service would be offered 
for free to attract not only tourists (esp. business tourists), but community members as well. 
The atmosphere would be original in that HBC artefacts in the House would be protected and 
displayed in glass cases. Local items, such as tamarack birds, knit mittens and other 
traditional handicrafts could be sold. There is currently no such similar service offered in the 
Moose River communities.  

Such a project would require a promoter with sufficient business management experience; 
therefore, the MRHHA is not a suitable candidate. The Ecolodge, however, is well positioned 
for the job since they know the business, already manage a restaurant, and have access to 
human resources. 

STAKEHOLDERS INVOLVED 

Ontario Heritage Trust (building owner), North West Company, EcoLodge (potentially), HBC 
Staff House current tenant. 
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COST ESTIMATE AND REVENUE 

Initial capital cost: $90,000 to $120,000  

Revenue: Income will be generated from retail sells. 

MILESTONES AND TIMELINE 

Short Term (Year 1-2)  

• Identify a promoter to manage the new HBC 
Staff House Café 

• Identify a project manager for the 
refurbishment of the HBC Staff House  

• Protect and display HBC’s artefacts  

• Begin refurbishment efforts 

• Establish Wi-Fi Service 

6.3 INFRASTRUCTURE 

6.3.1 Action 13: Develop a Main Attractions Map and Strategic Signage 

DESCRIPTION & JUSTIFICATION 

A memorable trip begins with a memorable first 
impression. In Moosonee, visitors arrive at either the 
train station or airport, neither of which is equipped with 
any welcoming signage or other visual guidance to orient 
them. Signage conveying information about the region 
that they are visiting should be immediately visible and 
accessible at these important points of entry—i.e first 
thing visible after getting off the airplane or train. The 
presence of a wall map displaying the area’s tourist 
attractions is important for first time visitors who may be unaware of what the area has to 
offer, and might prompt business visitors to take in the local features. A promotional banner 
with the tourism logo (“Land of Living Legends”) will also reinforce the perception of the 
area as a tourist destination. 

The development of a wall map and additional signage was the most frequently suggested 
recommendation amongst stakeholders interviewed. The wall map would identify the 
locations of each tourist attraction and other important infrastructure (docks, trails, etc.). A 
sign should be posted at the airport and train station that contains the contact information 



 Moose River Strategic Tourism Development Plan 

 30 

and location of credible taxi companies. Portable, pamphlet-sized copies of the map would 
be available and serve as a city map to guide visitors during their stay.  

All signage developed will follow a consistent visual aesthetic and key messaging as per the 
results of re-branding initiatives. The material chosen will be durable and weather-resistant 
(to withstand rugged northern climate). It is recommended that signs be made of metal with 
an epoxy protective layer. All signage and visual information will be consistent with the 
material presented in the self-guided tour web 
application.   

Moose-shaped signs are an interesting idea, as 
they reflect the Moose River’s name and natural 
heritage (see Marketing Plan). The re-naming/re-
branding of certain community features, such as 
calling the trail “Heritage Trail” or “Moose River 
Trail”, should be complete before decisions on signage design are made.   

STAKEHOLDERS INVOLVED 

Airport, train station, Town of Moosonee, MoCreebec, MCFN, local businesses. 

COST ESTIMATE  

Signage design and execution cost: $35,000 to $50,000 

Wall map design and execution cost: $7,500 to $15,000 

Installation cost: $10,000 to $20,000 

Pamphlet-sized copies: 8,000$ to 10,000$ (5,000$ to 7,000$ per subsequent year) 

Additional signs: $5,000 to $7,000 

Other visual material: $10,000 to $15,000 

MILESTONES AND TIMELINE 

Prerequisites 

• Signage designed in parallel with development of the app. 

• Names of attractions determined (i.e. “Heritage Trail,” etc.) 

• Weather-resistant materials selected  

Short Term (Year 1-2)  

• Create and produce a Main Attractions wall map to be installed at strategic locations at 
the station and airport 

• Install sign posts in front of the main attractions (those that appear on the map)  
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Medium to Long Term (Year 3-6) 

• Pending the establishment of a Welcome Centre, a poster or sign should be created 
advertising its location and services offered. 

• Establish signage at other locations to help orient visitors and create an immersive 
experience (i.e. Wetum Roads, hiking trails) 

• Other visual material containing the Moose River slogan should be created (i.e. 
promotional banners, posters of nature, local people, etc.) 

• Maintenance of signs and review of material to ensure it is up-to-date. 

6.3.2 Action 14: Create a New Snowmobile Trail 

DESCRIPTION & JUSTIFICATION 

Northeastern Ontario is a popular recreational snowmobiling 
destination. Presently, Cochrane has several well establish 
snowmobile trails, but the Moose River region does not have 
an official trail that links it to Cochrane or any other more 
southern settlement. The popularity of the new Abitibi Canyon 
Trail loop that runs north of Cochrane to Fraserdale indicates 
an interest from southern snowmobilers to visit far north destinations.  

Some tour operators offer snowmobile tours from Cochrane to Moosonee using the hydro 
line as an unofficial trail. Furthermore, the Wetum road initiative demonstrates that the 
communities have the capacity to manage and make good use of a more sophisticated trail.  

According to the interviews with key stakeholders from Cochrane, creating an unofficial trail 
can be achieved without incurring significant expenses (e.g. use of existing hydro trail). The 
establishment of an official trail would require a more significant investment, including 
creating a snowmobile club for the Moose River region.  

STAKEHOLDERS INVOLVED 

Cochrane Snowmobile Club, Extreme Tours, William Tozer, Town of Moosonee, MoCreebec, 
MCFN 

COST ESTIMATE AND REVENUE 

Unofficial trail cost: $5,000 to $15,000  

Unofficial trail annual maintenance cost: $5,000 to $10,000  

It is difficult to provide a cost estimate for the development of an official trail since costs 
would depend on the length and location of the trail and on the costs of a variety of 
provincial approvals and environmental studies.  
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Feasibility study or business plan: $100,000 to $250,000 

The trail will generate additional tourist traffic during the slower winter months, and increase 
associated economic spin-offs for local businesses. 

MILESTONES AND TIMELINE 

Prerequisites 

• Unofficial trail – Development of a MoU with impacted tallyman should trail go through 
traplines 

• Official trail – Establishment of a Snowmobile Club 

Short Term (Year 1-2)  

None 

Medium Term (Year 3-4) 

• Assess the possibility of creating a groomed, but not officially recognized, snowmobile 
trail between Fraserdale and Moose River communities. 

• Create an unofficial groomed snowmobile trail, pending results of study. 

Long Term (Year 5-6) 

• Assess the possibility of creating a formal snowmobile trail  

• Create an official groomed snowmobile trail, pending results of study and permit 
applications. 

6.3.3 Action 15: Create a Flood-Sensitive Areas Map 

DESCRIPTION & JUSTIFICATION 

Considering past flood events and associated damages to community businesses and 
infrastructure (i.e. Ecolodge, Washow Lodge, Tidewater Provincial Park), the task of mapping 
and documenting the region’s flood-prone areas is crucial before future tourism buildings 
and infrastructure are planned or constructed. This task should be assigned to an MRHHA 
representative in collaboration with the planning and environment departments of each 
community. Bringing in external expertise to map various predictive, long-term flood 
scenarios based on past trends is not considered necessary as it is believed that such 
information can be obtained through public sources and compiled and analyzed internally. 

STAKEHOLDERS INVOLVED 

Town of Moosonee, MoCreebec and MCFN 
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COST ESTIMATE AND REVENUE 

The current MRHHA coordinator (Nicole Renaud) has the knowledge and capacity to 
undertake this study, therefore, the cost will be internalized.  

While the initiative will not directly generate income, the cost savings due to avoided 
damages will be significant over the long run.   

MILESTONES AND TIMELINE 

Short Term (Year 1-2)  

• Conduct a flood sensitive area identification process 

Medium Term to Long Term (Year 3-6) 

• Review the plan on a regular basis, and after flood events to ensure accuracy. 

6.3.4 Action 16: Design and Implement a Certification and Labeling Program for 
Boat Taxis 

DESCRIPTION & JUSTIFICATION 

In order to ensure reliable and consistent boat taxi service, the 
MRHHA should develop and deliver a Tourism Certification program. 
Initially, the programs would be directed toward boat taxi operators, 
but could eventually be extended to other tourism service providers 
(within the communities or externally, i.e. Cochrane), pending the 
success of the program.  

The program would require boat taxi drivers to: 

• Attend annual information sessions at the beginning of each tourism season; 

• Ensure all their drivers are trained; 

• Acquire insurance;  

• Adopt and adhere to consistent pricing;  

• Be reliable and ensure their services are available as advertised; and 

• Pay a yearly membership fee (to the MRHHA).  

In return, the MRHHA would: 

• Provide a label to be displayed on their boats 

• Promote their services on the MRHHA website 

• Include their services in official packages 

• Help to acquire reduced group insurance rates  

• Provide funding/ subsidies for boat and dock infrastructure repairs 
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STAKEHOLDERS INVOLVED 

Boat taxi service providers, Town of Moosonee, MoCreebec, MCFN 

COST ESTIMATE AND REVENUE 

Program development and label design cost: $40,000 to $60,000  

MILESTONES AND TIMELINE 

Short Term (Year 1-2)  

• Develop the certification program and design labels 

• Promote the certification program and approach boat taxi drivers  

Medium Term (Year 3-4)  

• Evaluate the success of the program 

Long Term (Year 5-6) 

• Pending positive evaluation, offer the certification program to other tourism services 
(i.e. hotel operators, tour guides, etc.) and tweak the program to accommodate new 
context   

6.4 WORKFORCE 

6.4.1 Action 17: Establish a Tourism and Hospitality Training Program 

DESCRIPTION & JUSTIFICATION 

One of the major challenges of the tourism in the Moose River communities is the lack of a 
reliable workforce and therefore, the consistent availability of services provided. In light of 
this, it is recommended that a tourism and hospitality training program be offered to 
community members wishing to work in the tourism industry, and particularly targeted at 
prospective tour operators. The program would be developed by local education 
stakeholders, such as Northern College and MCFN’s education department, in partnership 
with the Ontario Tourism Education Corporation (OTEC). This program would provide a 
certificate to students upon successful completion. OTEC’s role would be to provide 
expertise, help develop the course material and finally to coach the future trainers. OTEC is 
a great partnership option because: 

• They have a significant amount of experience working with Northern and First Nations 
communities  

• Kevin Eskawgoagan from the Great Spirit Circle Trail has recommended them 

• They work in partnership with local organizations 

• They provide help to access funding 
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• No prior qualification nor diploma is required for students to take their training courses 

• Training is custom made and modular. 

An idea to consider is that once the training program is in place, any new tourism service 
provider wishing to benefit from MRHHA’s tourism promotion services would have to 
complete a certain amount of training as a prerequisite.  

STAKEHOLDERS INVOLVED 

Northern College, MCFN Education Department (Contact North), Wakenagun 

COST ESTIMATE AND REVENUE 

Costs will depend on many contingent factors (length of training, percentage of work 
undertaken by OTEC vs. community organizations, etc.) consequently estimates are difficult 
at this time.  

No direct income will be generated by this initiative, however indirect returns will be 
generated from having a more skilled and qualified workforce.  

MILESTONES AND TIMELINE 

Short Term (Year 1-2)  

• Establish partnership with Ontario Tourism Education Corporation (OTEC) and local 
education facilities. 

• Create a tourism and hospitality training program. 

Medium to Long Term (Year 3-6) 

• If the training program is successful, assess the possibility of developing more training 
modules. 

6.5 MANAGING ORGANISM (MRHHA) 

6.5.1 Action 18: Revamp MRHHA’s Organizational Structure 

DESCRIPTION & JUSTIFICATION 

One of the main goals of the MRRHHA is to build bridges between the three Moose River 
jurisdictions as they work together to improve the region’s tourism 
capacity. Currently, two tourism organizations act as tour organizers for 
the region: the MRHHA and Moose Cree First Nation’s Tourism branch. 
These two organizations compete against one another yet have the 
same end goal. It is recommended that MCFN’s tourism branch be 
absorbed by the MRHHA to create a single entity. This would allow 
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expertise to be consolidated and provide support for the implementation of the strategic 
plan.  

The multi-level stakeholder model of the MRHHA is conducive to a membership-based 
structure. Retaining its non-profit status, it is recommended that the MRHHA adapt a 
memberships structure (enacted through modification of a by-law) in order to have direct 
access to important stakeholders, and to provide a sense of ownership to its members by 
requiring the payment of a token annual fee that is low enough not to be a deterrent but 
significant enough to interest those involved. This way, tourism stakeholders will likely be 
more motivated to participate in the implementation of the Plan, since the MRHHA’s success 
would also be their own!  

Members would be consulted regularly and have voting rights during the general annual 
assembly. 

Membership could include representatives from each sector of society with a stake in the 
tourism industry, as set out in the table below.  

 

Table 1 Potential MHRRA Multi-Level Stakeholder Membership 

Products & Services Infrastructure Public Services Transportation 

Accommodations 

Tour Operators 

Retail Stores 

Restaurants 

Museums/Historical 
Buildings 

Railways 

Airport 

Airlines 

MoCreebec 

MCFN 

Town of 
Moosonee 

Northern 
College 

Boat taxi 

Snowmobile 
taxi 

Car taxi 

STAKEHOLDERS INVOLVED 

Representatives from all stakeholder groups referenced in this plan.  

COST ESTIMATE AND REVENUE 

This initiative, including internal by-law modification, will be done internally thus the 
associated costs will be absorbed into the MRHHA’s operational costs.  

MILESTONES AND TIMELINE 

Prerequisites 

• Should be done in parallel with re-branding initiative. 

Short Term (Year 1-2)  
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• Enter into negotiations to merge the MRHHA and MCFN Tourism Services. 

• Execute administrative changes required for membership-based organization 

• Create an MRHHA members ToR 

• Approach potential stakeholders and convene a first meeting that assigns roles and 
responsibilities and explains ToR. 

6.5.2 Action 19: Rebrand and Rename the MRHHA 

DESCRIPTION & JUSTIFICATION 

The MRHHA’s image is in need of a makeover. During the consultation and interview 
activities it was observed that the MRHHA, despite existing for ten years, is not well known 
in the communities. As its long name and five-letter acronym makes it difficult to both 
pronounce and remember, and poses a challenge for branding. Furthermore, its name does 
not clearly convey the organization’s main function in tourism. 

It is recommended that the MRHHA choose a different name, for example:  

• Moose River Tourism Association 

• Moose River Tourism Society  

• Moose River Tourism 

It is also recommend that a logo be developed that represents the new name and captures 
the essence of Moose River culture. The two most popular images to be used for logo 
design, according to consultations with relevant stakeholders, were the Tamarak Bird and 
the image of James Bay. The logo should be used for all MRHHA templates, on the website, 
business cards, letterhead and in MRHHA email signatures.  

STAKEHOLDERS INVOLVED 

MRHHA Board Members 

COST ESTIMATE AND REVENUE 

Logo and rebranding design: $20,000 to $30,000 

MILESTONES AND TIMELINE 

Prerequisites 

• Name change should be rolled out in tandem with the organization’s structural 
changes. 

Short Term (Year 1-2)  

• Design new logo and choose a new name, in consultation with stakeholders or at the 
internal level (board members only).  
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• Forward logo to other tourism partners to advertise on their websites (ex. Towns of 
Moosonee, Moose Factory).  
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6.6  BRANDING & MARKETING 

6.6.1 Action 20: Promote an Ethic of Tourism and Hospitality  
 

DESCRIPTION & JUSTIFICATION 

It is recommended that a number of measures be put in place 
to enhance the tourism culture of Moose River, for example 
holding information sessions for community members and 
partners, setting up a taxi/hotel direct line and appointing 
tourism “ambassadors”. 

Local information sessions should be based around promoting 
the message that Moose River, Moosonee and MoCreebec are 
tourist-friendly destinations. An essential part of any 
successful tourist destination is that visitors feel welcome – this message would be 
communicated to key stakeholders during the information sessions, which could be hosted 
on a semi-regular basis at the MRHHA headquarters (new Welcome Centre). Tourism folders 
will be given to participants. The first information session can be held in conjunction with the 
tourism awareness kick-off event (described in subsequent action).  

Stakeholders in Cochrane, from Northeastern Tourism Ontario and Aboriginal Tourism 
Ontario, etc., should also be informed of new tourism initiatives and attractions in the Moose 
River area. Holding tourism information with Cochrane’s tourism stakeholders’ employees is 
one way to generate interest in potential tourists from the south. 

It is recommended that the airport and train station appoint a friendly employee to act as a 
“tourism ambassador” and greeter, available to direct visitors and answer questions. The 
addition of taxi and hotel direct line would also make life easier for visitors. These actions 
help to reinforce the idea of the region as warm and hospitable and provides a positive first 
impression—very critical!  

For more detailed information about marketing and branding, consult the Marketing Plan. 

STAKEHOLDERS INVOLVED 

Local information sessions: Train station employees, airport employee, heliport employees, 
boat/snowmobile/car taxi operators, EcoLodge employees, restaurant employees. 

Partners Information Tours: Cochrane, Northeastern Tourism Ontario, Aborigional Tourism 
Ontario (ATO), Timmins, Coastal communities (last two optional) 

Ambassadors: Train station and airport employees 

Taxi and Hotel direct line: Hotels, taxi services, train station, airport. 
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COST ESTIMATE AND REVENUE 

Information folders cost (design and printing): $15,000 to $25,000 

Taxi and hotel direct line: Note that the ONR and the airport will not pay for the installation 
of the line. The costs would have to be absorbed either by the hotel/taxi companies, or the 
MRHHA.  

MILESTONES AND TIMELINE 

Prerequisites 

• Recurring local information sessions will have to be done after the committee sessions. 

• All information sessions dependent upon solid establishment of Moose River’s 
packages and website.  

• Availability of reliable and friendly workers to act as ambassadors and support of the 
train and airport management 

Short Term (Year 1-2)  

• Hold information sessions on the new positioning and marketing plan with all 
stakeholders and all those who will be involved with tourism product delivery. Also, 
put recurring training sessions in place to make sure the positioning and philosophy of 
the offer is kept on track and is understood by all. 

• Create a simple Tourism Folder that will be distributed by all local participants, tourism 
partners, and train and airline companies. 

• Distribute Tourism Folder to key stakeholders not present at the sessions. 

• Supply the North-Eastern Ontario Tourism and Aboriginal Tourism Ontario’s Board with 
all the packages and material (i.e. folders, pamphlet-sized copies of the map) that 
would be available at the destination, and follow-up on other requirements they might 
have to sell the destination. 

Medium Term (Year 3-4) 

• Hold information sessions on the new positioning and marketing plan with external 
stakeholders (i.e., Cochrane) and offer a promotional tour of the new tourism 
products.  

• Assess the possibility to have ambassadors that will pick-up visitors at the airport and 
train station. 

Long Term (Year 4-6) 

• Examine the possibility of installing a taxi and hotel direct phone line at the train 
station and airport and ensure the line is well-indicated with signage. 
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• Establish contacts with Colleges and Universities to inform on the tourism product and 
recruit interns to contribute to the delivery of the tourism experience. 

6.7 INVESTMENT 

6.7.1 Cost estimation 

This section provides an overview of the costs required to implement the recommendations 
of this plan. It should be noted that the estimates provided are on the high end of the cost 
spectrum in order to accommodate uncertainties and provide a maximum-cost scenario. 
Real costs will depend upon a variety of factors such as the availability of local expertise and 
suppliers and the quality of the products sourced, etc. In any case, an optimistic estimate 
and a conservative estimate have been provided.  

Note that for certain of the plan's actions, no estimate has been provided. This is because 
many of the details of how the actions will be implemented have not been worked out and 
the variables are substantial. 

Optimistic estimate: The lowest potential cost to implement the plan's actions, according 
to our estimates. 

Conservative estimate: The highest potential cost to implement the plan's actions, 
according to our estimates. 

Table 6: Cost estimation – Short Term  
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Table 7: Cost estimation – Medium Term  

 

Table 8: Cost estimation – Long-term  
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Table 9: Activity and Task that the cost cannot be estimated  
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6.7.2 Direct Potential income  

Certain recommended actions have the potential to generate revenue and become a source 
of regular profit, while others will generate only marginal or indirect revenue due to returns 
on investment in a long-term and sustainable tourism industry and its products. Actions 
have been designated as having either high, medium or low income generating potential, as 
explained below. 

High potential: These activities present the possibility of generating profit in the short to 
medium term, which can in turn be used to finance other actions in the plan. Often these 
actions require a high initial capital investment but will become self-sustaining over the long 
run (six years). 

Medium potential: These activities present the possibility of generating profit over the long 
run. They require an initial capital investment as well as external financing on a regular basis 
and are usually driven by a motivation other than profitability, such as the generation of 
economic spin-offs, improved marketing or community satisfaction. 

Low potential: These activities will likely not generate revenue or might generate marginal 
revenue, but will likely not be profitable over the long run. Usually, they will be driven by a 
motivation other than profitability. 
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Table 10: Activities income generating potential  
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7  STRATEGIC PRIORITIES AND EXPECTED 
OUTPUT SUMMARY TABLES  

7.1 CLASSIFYING THE PLAN’S ACTIONS 

The actions identified in the Strategic Plan have been reccomneded in order to enhance the 
overall tourism industry in Moose Factory, Moosonee and MoCreebec. However, all activities 
are not of equal importance. Some are more critical than others because they represent the 
foundation upon which the other goals are contingent. If these critical actions are not 
accomplished, it will be difficult to truly reap all the benfits of the plan. Therefore, some 
goals are secondary to the strategy’s deployment. The plans actions have been divided into 
three categories to help determine each one’s level of importance: Critcal, Very Important 
and Moderate.  

Critical : Activities in this category are considered essential milestones for the deployment 
of all other facets of the Strategic plan and/or because they are essential components in the 
establishment of a strong tourism culture (i.e. in order to be considered a legitimate tourist 
destination). 

Very important : Generally, these activities are not vital to the development of the tourism 
industry, but are important because they will either provide a more marketable experience 
(i.e. attractions will have more integrity) or generate substantial revenue. In other words, 
the activities in this category have a high cost to benefit ratio and may generate positive 
tourism impacts, but at a high cost. 

Moderate : Generally, these activities are not considered vital to the strategic plan and they 
have a low cost to benefit ratio. The actions respond to important community concerns (i.e. 
boat taxi certification program; historical building revitilization fund), but will not 
significantly improve the tourism potential. Still, some of these actions are important 
because they play a complementary role to other, more critical actions and can be achieved 
at a low cost (i.e. flood sensitive area identification). 
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Table 12: Implementation timeline 
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Table 11: Classification of Activities  
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7.2 TIMEFRAME AND EXPECTED OUTPUTS  

The plan will be implemented in three phases over a six year period (two years per phase). 
The first implementation year will be the most important as well as the busiest, with a total 
of 13 activities scheduled. Although the total number of activities contained in each phase 
may seem overwhelming, certain activties are to be executed concurrently, such as holding 
a Moose River tourism awareness event (fundraising) and the implementation of the 
Historical Buildings Revitalization fund. Furthermore, certain actions such as the 
development of the self-guided tour app and the creation of signage, will be outsourced and 
the MRHHA’s role will be on a stricly managerial level. The MRHHA should prioritize the 
rebranding and renaming initiative. This task is an essential prerequisite for the 
development of the revamped MRHHA website and application.  

Eleven actions are identified in the second year of the plan (including recurrent engagement 
activties and committee meetings). Due to the significant quantity of work that will be 
required over a short period of time, it is recomended that two full time MRHHA employees 
be committed to its implementation.  

Over the medium and long term, fewer actions are planned. This does not mean that there 
will be less to do! The accumulated activities of the previous years’ work will have created 
additional administrative, managerial, operational and maintenance work.  

An overview of the plan’s action and their corresponding implementation period is outlined in 
the table below:   
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The following table identifies the expected outputs of the Strategic Plan. A complementary 
implementation management tool has been provided to help the MRHHA meet its targets 
and track its progress. 

Table 13: Expected Outputs Short Term 

Phase 1 : Setting the Bases 
Expected outputs 

 Year 1 Year 2 

1 The MRHHA has a new name and branding 
identity 

MRHHA headquarters are based 
in the CCIC. 

2 

 

There is a fusion between the MRHHA and 
MCFN tourism activity and 2 employee works 
to implement the Strategic Plan. 

The CCIC is the new official 
Tourism Centre. 

3 
 

App. is created and functional 
The CCIC possess rental 
equipment. 

4 
 

A centralized web site is functional and offers 
packages 

The HBC Staff house Café is 
operational. 

5 

 

Informational signs are installed at the train 
station and the airport. Also, new signs for 
Attraction are installed. 

A feasibility study for a Multi-
Purpose Lodging and 
Commercial Centre in Moosonee 
as been conducted. 

6 App. is completed and functional 

Boat taxi driver have been 
engaged for the implementation 
of a certification and labeling 
program. 

7 The training program is almost done and 
functional 

 

Training program is functional 
and operational. 

8 
A Historical building revitalizations strategy is 
done, the Fund is created and Funding activity 
have started. 

Fundraising activity for the 
revitalization fund are on-going. 

9 
 

A Moose River Tourism Awareness Event was 
held  

 

10 
 

Flood sensitive area have been identified and 
mapped 

 

11 
Information sessions with employees of the 
train stations, the airport and boat taxi driver 
has been completed 
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Table 14: Expected Outputs Medium Term 

Phase 2 : Spread the news 
Expected outputs 

 Year 3 Year 4 

1 Establishment of a Certification and 
labeling program for boat taxi driver 

A feasibility study for a High-End 
Camping at Tidewater Provincial 
Park as been conducted 

2 

If feasibility study is conclusive and a 
promoter is interest in the 
management. Establishment of an 
accommodation facility in Moosonee.  

The possibility to have 
Ambassadors that will pick-up 
visitors at the Airport and train 
station as been assessed. 

3 A maintenance regime for the rental 
equipment has been determine 

If funds are sufficient, 
refurbishment of prioritized 
historical buildings is on-going 

4 

The possibility of creating a groomed, 
but not officially recognized, 
snowmobile trail between Fraserdale 
and Moose River communities as been 
assessed 

 

5 

 
Information sessions on the new 
positioning and marketing plan with 
external stakeholders (i.e., Cochrane) 
and offer a promotional tour of the new 
tourism products as been held 

 

6 

 
Heritage buildings have been prioritized 
and a second life for the prioritized 
buildings has been determined 

 

7 

 
The possibility of having engineering/ 
architecture university students 
participates in an internship program to 
manage and coordinate their 
refurbishments have been assessed. 

 

8 
 
Fundraising activity for the 
revitalization fund are on-going 

 

9 

 
If funds are sufficient, begin 
refurbishment of prioritized historical 
buildings 
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Table 15: Expected outputs LongTerm 

Phase 3 : Think Big 
Expected outputs 

 Year 5 Year 6 

1 
Discount packages (economy fares) 
for shoulder seasons are added to 
the packages offering 

A public contest to promote 
awareness about the Moose 
River/North Eastern Ontario region 
as a tourist destination as been 
organized 

2 

The Partners Workshop as 
expended is reach to other 
communities (i.e. coastal 
communities, Timmins) 

The possibility of offering a guided 
tour of the buildings during the 
summer months (another internship 
possibility) as been assessed 

3 
The MRHHA promotes the area 
during targeted special events (i.e. 
OFO, Snowmobile conventions) 

The refurbishment process of 
prioritized historical buildings is on-
going 

4 

 

If study is favorable, the 
construction and marketing of a 
High-End Camping facility at 
Tidewater Provincial Park is 
completed 

Signs and Attraction Map are 
maintained 

5 
The refurbishment process of 
prioritized historical buildings is on-
going 

Pending results of study and permit 
applications an official groomed 
snowmobile trail between the area 
and Fraserdale is completed 

6 

Other visual material containing 
the Moose River slogan (i.e. 
Banners, posters of nature, local 
people, etc.) are completed 

Flood sensitive area identification is 
reviewed 

7 The possibility of creating a formal 
snowmobile trail is assessed. 

If the certification experience with 
boat taxi is conclusive, the program 
is extended to other local tourism 
actors (i.e. Tour operator) and 
surrounding communities 

8 

If the training is well establish and 
operational, the possibility to 
extend the training offering as 
been assessed. 

Contacts with Colleges and 
Universities to inform on the tourism 
product and recruit interns to 
contribute to the delivery of the 
tourism experience as been 
established. 

9 

The possibility of installing a taxi 
and hotel direct phone line at the 
train station and airport and ensure 
the line is well indicated with 
signage as been assessed. 
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8  HIGHLIGHTS OF THE MARKETING PLAN 
 

Further details on the MRHHA’s unique sales position and mission statement can be found in 
the Marketing Plan. This section provides a high level overview of the results.  

8.1 MISSION STATEMENT 

“Our mission is to provide visitors with an authentic cultural experience and foster an 
environment that will provide tourists with a memorable lifetime experience.”  

8.2 MRHHA’S UNIQUE SALES POSITION (USP) 

"So far away yet so close" 

To position the Moose River region as a friendly and hospitable destination (familiar, warm 
place), but with a unique and “exotic” far north component. 

8.3 MRHHA’S SLOGAN EXPLORATION 

The following slogan has been selected 
because it focuses on the most appealing and 
unique assets of the area: its rich history, 
culture and people. The slogan also fits well 
with several of the initiatives recommended in 
the Strategic Plan (e.g., storytelling module of 
the web app, HBC Staff House café): Land of 
Living Legends. The word “land” invokes the territorial connection of the Cree people to 
their land, as well as the vast and beautiful northern landscape. “Living Legends” refers to 
the rich history of the region and the people who persist to carry on the tradition of 
recounting this rich history in order to keep its true spirit alive. A second option could be: 
Land of Legends.  

As for the domain of the website, the following are currently registered and reserved for the 
MRHHA: 

• landoflivinglegends.ca 

• landoflivinglegends.com 

• landoflivinglegends.org 

• landoflegends.ca 

• landoflegends.org 

Welcome to the Land of Living Legends.

Lorem ipsum dolor sit amet, conséctetur à adipiscing elit. In mollis metus 
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8.4 MOOSE RIVER CULTURAL EXPERIENCE MESSAGE 

The cultural experience message aim is to create a short 
memorable message in the local language that will be used by all 
parties in contact with visitors, and as a visual message on 
tourism-related signage: Wachay! Wachay means welcome in the 
local language, and is a message that will help to foster the idea 
that Moose River is open and welcoming to tourists, and eager to 
display their hospitality. 

  

Welcome to the Land of Living Legends.

Lorem ipsum dolor sit amet, conséctetur à adipiscing elit. In mollis metus 
sed orci sodales, id fringilla tellus aliquet. Fusce sit amet odio eget elit  

pretium porta sit amet at elit.

1 800 XXX-XXXX          livinglegends.com The Land of Living Legends
Tourism Moose River


