
  
 
 
 
 
  

Concept and Model 
This visitor profile was created for Vancouver Island North Tourism, in partnership 
with the local region and The Sociable Scientists.  Between June and September 
2017, twenty-five ballot boxes were placed across the region in businesses and 
operations that visitors frequent. Prompted by an information poster on the Visitor 
Experience Survey and the chance to win a prize package (upon completion of the 
survey) provided by tourism operators in the region, visitors could complete a ballot 
with their name and email address while in the community, then drop it in the ballot 
box. Approximately two weeks later, The Sociable Scientists sent those visitors an 
invitation to complete an online survey on their experience in the region. Once the 
survey was closed at the end of September, The Sociable Scientists analyzed the 
data, and then created this visitor profile.  Open-ended responses are reported in 
Appendix A; resident responses are reported in Appendix B. 
 

Participation 
Visitors were intercepted from June to September of 2017. A total of 1,765 ballots 
were collected and 725 surveys were completed. The response rate was 47%. Out of 
725 completed surveys, 15 were minors, and 78 were residents resulting in 632 
useable surveys for the Visitor Profile.  Resident surveys were analyzed and reported 
separately (Appendix B). 
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Vancouver 
Island 
34% 

Other British 
Columbia 
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Canada 
(other than 

BC) 
12% 

United 
States 

9% 

International 
7% 

Figure 2. Origin of visitors 

Visitor origin 
Figure 2.  Visitors were asked to indicate where they live. The pie chart below demonstrates that 
the majority of survey participants were from British Columbia (72%). The boxes show a break down 
of visitor origin for Vancouver Island, the rest of BC, and the rest of Canada. US visitors were mostly 
from Washington, Oregon, and California (27%, 17%, and 8% respectively). Other international 
visitors were mostly European (UK, Germany, France, and Denmark,) and Australian. 

Vancouver Island: 
South Island 38% 
Central Island 29% 
North Central 21% 
Cowichan 9% 
Pacific Rim 3% 

Canada: 
Alberta 48% 
Ontario 37% 
 

Other British Columbia: 
Vancouver, Coast & Mountains 77% 
Thompson Okanagan 8% 
Northern BC 6% 
Kootenay Rockies 6% 
Cariboo Chilcotin Coast 3% 

Trip inspiration 
Figure 1. This word cloud 
represents the words 
visitors used to describe the 
inspiration for their trip to 
VIN. Out of 453 responses, 
the top five were nature 
(46), fishing (29), beauty 
(26), friends/family (26), 
and curiousity (25). 

Trip purpose 
When asked about the purpose of their visit, 78% of visitors indicated that their trip was for 
leisure, 12% said they were visiting friends and/or relatives, 7% said it was for a combination 
of business and leisure, and 4% said their trip was for business or work. 
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19	years	and	
under	

20	-	29	years	 30	-	39	years	 40	-	49	years	 50	-	59	years	 60	-	69	years	 70	and	above	

Figure 4. Range of visitor ages 

Average	#	per	group	 %	of	all	visitors	

6% 

6% 

8% 

16% 

17% 

60% 

Travelling with parents 

Travelling with extended family 

Traveling alone 

Traveling with children under age 19 

Traveling with a friend(s) 

Traveling with a spouse or partner 

Figure 3. Travelling companions 

Travelling companions 
Figure 3. Visitors were asked to select which categories best described with whom they were 
travelling. *Multiple options could be selected therefore combined total does not equal 100%. 
14% of visitors were travelling with a pet. 

Visitor ages 
Figure 4. The columns in this graph show the average number of people per group in each age 
category. The line shows the overall percentage of visitors in each age category. For example, 
37% of all groups had at least one person between age 60 and 69, and on average they had 2.2 
people in this age category. The average group size was 3.3; 56% of groups consisted of two 
or three people, 8% were solo travellers, and only 6% had 10 or more people. *Multiple options 
could be selected therefore combined total does not equal 100%. 
 

We were overall happy with everything, and understand that you can't provide 

everything all the time, as some of it is remote.  But it is a great way to learn to 

communicate with children and partners without all the techy stuff.    
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13% 
14% 
14% 
15% 

18% 
19% 

22% 
27% 

28% 
28% 

31% 
33% 

52% 

Social media 
Travel booking website 

www.HelloBC.com 
Travel rack on BC Ferries 

www.vancouverislandnorth.ca 
Travel book/brochure 

Websites providing traveller reviews 
Website of activity/attraction in VIN 

Regional tourism guide 
Website of accommodation provider in VIN 

Visitor information centre 
Previous personal experience 

Friends and relatives 

Figure 6. Sources of trip planning information 

Spur of the 
moment 

7% 

Up to one 
week in 
advance 

12% 

Between one 
week and one 

month 
25% 

Between one to 
six months 

44% 

More than six 
months 

12% 

Figure 5. Trip planning 

Sources of information 
Figure 6. Visitors were asked to indicate which sources of information they used to plan their trip 
before and during their visit. The top sources of information were friends and relatives (52%), 
previous personal experience (33%), and Visitor Information Centres (31%). Sources with 10% or 
less were not included in the graph. *Multiple options could be selected therefore combined total 
does not equal 100% 

Planning 
Figure 5. This figure shows how far 
in advance visitors planned their trip 
to VIN. The results show that 56% of 
visitors planned their trip at least one 
month in advance, and 44% planned 
their trip less than one month in 
advance. 
 

The Vancouver Island North 

Explorer Guide was a useful 

planning tool; Port Hardy Visitor 

Information centre was very 

helpful...the North Island map was 

also helpful in our explorations. 
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Personal 
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3% 
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Figure 7. Transportation to 
Vancouver Island 

3% 

4% 

5% 

8% 

13% 

69% 

Bus - independent traveller 

Personal boat 

Airplane 

Rental vehicle 

Recreational vehicle 

Personal vehicle 

Figure 8. Transportation to and from VIN Transportation to 
and from VIN 
Figure 8. This figure 
demonstrates what form of 
transportation visitors used 
to get to and from VIN 
once they had arrived on 
Vancouver Island (including 
residents of Vancouver 
Island).  
  

Transportation to Vancouver Island 
Figure 7. Visitors were asked to indicate what type 
of transportation they used to travel to Vancouver 
Island – results are displayed in the chart to the 
right and do not include visitors to VIN who reside 
on Vancouver Island.  2% of visitors or less chose 
cruise ship, seaplane/float plane, and other.  
 
Of the 85% of visitors who arrived by ferry, 37% 
landed at Departure Bay, 16% at Port Hardy, and 
14% landed at Duke Point and Swartz Bay each. 
90% of ferry passengers travelled in a vehicle and 
10% were walk-on passengers. 
 
Of the 14% who arrived by air, 46% landed at Port 
Hardy Airport, 25% landed at Victoria International 
Airport 15%, and arrived at Comox Valley Airport. 
 

Was on a timeline to catch ferries and disembark from them. However, riding a motorcycle, 

the best part of riding on the island was Campbell River north to Port Hardy. A great 

ride...less traffic; winding highway; great views. Would love to return to just ride the northern 

part of the island with time to explore.  
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15% 
18% 

19% 
28% 

54% 

Alert Bay 
Telegraph Cove 

Sointula 
Port McNeill 

Port Hardy 

Figure 10. Night(s) in each Vancouver Island North 
community 

Length of stay 
Figure 9. Visitors were asked 
to indicate how many nights 
they spent in each region of 
Vancouver Island. The 
columns in Figure 9 show the 
average number of nights that 
visitors spent in each of the 
regions they visited, while the 
line shows the % of visitors 
that spent at least one night 
in each of the regions (refer to 
map for regions). On average, 
visitors to VIN spent 13.7 
nights away from home. 
*Multiple regions could be 
selected therefore combined 
total does not equal 100%. 
 
For 63% of visitors, VIN was 
the main destination of their 
trip, for 34% of visitors it was 
one of several planned stops 
but not the main destination, 
and for 2% it was an 
unplanned stop on the way to 
another destination. 49% of 
respondents were in VIN for 
the first time and 51% were 
repeat visitors. 
 

Nights in VIN communities 
Figure 10. The overnight visitors were given a list of communities within the VIN region, and 
asked to select where they spent their nights. Communities with 5% or less of responses are not 
included in this graph. * Multiple communities could be selected therefore combined total does not 
equal 100%. 
   

5.4 

3.7 
3.2 

2.5 
3.4 3.1 

96% 
39% 14% 29% 7% 19% 

NORTH NORTH 
CENTRAL 

PACIFIC 
RIM 

CENTRAL COWICHAN SOUTH 

Figure 9. Length of stay by region 

Average # of nights % of visitors 
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3%	

6%	

7%	

7%	

21%	

22%	

35%	

38%	

Personal	boat	(26.2)	

Vacation	rental/guesthouse	(6.7)	

Bed	&	Breakfast	(3.6)	

Other	(11.6)	

Resort/lodge/inn	(3)	

Home	of	a	friend	or	family	member	(4.9)	

Campground	(6.9)	

Hotel/motel	(2.4)	

Figure 11. Nights in accommodation types and % of visitors 

6% 

9% 

17% 

71% 

Vacation rental booking 
website 

Travel agency/tour operator 

Travel booking website  

Booked directly with 
accommodation 

Figure 12. Booking accommodations 

Booking accommodations 
Figure 12. When asked how they booked their accommodations, 71% of visitors said they 
booked directly with the accommodation provider. *Multiple options could be selected therefore 
combined total does not equal 100%. 

Would like a central online 

location that lists all 

campsites including provincial, 

forestry, and private and where 

they are. 

 

Accommodation 
Figure 11. The bars in this figure show what percentage of visitors stayed in each type of 
accommodation, and the number in brackets is the average number of nights they stayed. For 
example, 56% of visitors stayed in a campground and on average they stayed 6.9 nights. 98% of 
visitors stayed overnight and 2% were in VIN for a day trip only. *Multiple accommodation types 
could be selected therefore combined total does not equal 100%. 

Events 
Visitors were asked which festivals and/or events they attended during their visit to VIN; 75% of 
respondents did not attend an event.  Of the 25% who did, 22% attended a personal and/or 
family event, 14% went to FILOMI Days in Port Hardy, 13% attended Orcafest in Port McNeil, 
and 10% went to the Telegraph Cove Boardwalk Craft Fair. 
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16% 

16% 

18% 

20% 

23% 

24% 

34% 

37% 

46% 

47% 

51% 

Bear viewing 

First Nations cultural tour and/or performance 

Kayaking 

Fishing (salt water) 

Boating and/or sailing (ocean or freshwater) 

Bird watching 

Whale watching 

Shopping 

Hiking 

Self-guided sightseeing 

Beach activities 

Figure 14. Participation in activities 

12% 

14% 

27% 

30% 

44% 

46% 

47% 

57% 

65% 

71% 

73% 

Gardens 

Farms and/or farmers' market(s) 

Art galleries 

Artisan studios/workshops 

First Nations facilities, cultural centres, and/or events 

Museums and/or Interpretive Centres 

Historical sites 

Local shops/boutiques 

Dining out 

Parks and trails 

Beaches 

Figure 13. Attractions visited 

Activities 
Figure 14. Visitors to VIN specified which activities their groups participated in during their stay. 
The top activities were beach activities (51%), self-guided sightseeing (47%), and hiking (46%). 
Activities with 10% of responses or less have been left out of this graph. *Multiple activities could be 
selected therefore combined total does not equal 100%. 

Attractions 
Figure 13. Visitors were asked to indicate which tourism attractions they visited during their stay 
in VIN. The most popular attractions were beaches (73%), parks and trails (71%), and dining out 
(65%). Attractions with 10% of responses or less have been left out of this graph. *Multiple 
attractions could be selected therefore combined total does not equal 100%. 
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Figure 17. Average spending per group 

 $148 Accommodation 

 $117 Meals 

 $116 Transportation 

 $81 Shopping 

 $68 Entertainment 

13% 

18% 

26% 

30% 

34% 

42% 

64% 

65% 

67% 

Room service or hotel 

Markets 

Fast food/takeout/

Bakery 

Liquor store 

Pub/lounge 

Grocery stores 

Restaurant 

Cafe/coffee shop 

Figure 16. Food & beverage establishments utilized 

6% 

7% 

17% 

39% 

53% 

Booked using a travel agency or tour operator 

Booked through a Visitor Information Centre 

Booked with a travel booking website 

Booked during my stay with the tour/activity company 

Booked ahead of time directly with tour/activity 

Figure 15. Booking activities & attractions 

Spending 
Figure 17. To gather data on 
group spending, visitors were 
asked to report approximately how 
much their group spent on a 
typical day during their visit to VIN 
for each category. The average 
total spending per group was $530 
per day. 
 

Booking activities & attractions 
Figure 15. When asked how they booked the activities and attractions they participated in, 53% 
booked ahead of t ime directly with the tour/activity company and 39% of visitors booked 
during their stay with the tour/activity company. *Multiple options could be selected therefore 
combined total does not equal 100%. 

Food & beverage 
Figure 16. The most commonly used food and beverage establishments for visitors were 
café/coffee shop (66%), restaurant (65%) and grocery store (63%). *Multiple options could be 
selected therefore combined total does not equal 100%. 
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Promoters 
61% 

Passives 
19% 

Detractors 
20% 

Figure 18. Net Promoter Score   

Net Promoter Score ® 
Figure 18. Visitors were asked to rate their likeliness to recommend the VIN region to their family 
and friends on a scale from “Very Unlikely” (0) to “Very Likely” (10), and their reasons for that 
score. The people who rate between 0 and 6 are considered detractors, those who rate 7 or 8 or 
considered passives, and those who rate 9 or 10 are considered promoters. The results show that 
61% of visitors are promoters, 19% are passives, and 20% are detractors. The Net Promoter 
Score (NPS®) for Vancouver Island North is 40.0.  

Enjoyable 
Figure 19. Visitors were asked to 
share the most enjoyable part of 
their trip to VIN in one word. Their 
responses are displayed in the 
word cloud. Of the 438 responses, 
the top five words were scenery 
(49), beauty/beautiful (43), 
whales/whale watching (35), 
peaceful/quiet (32), and nature 
(21).  

• Why... because the fishing is fantastic. You see whales out on the ocean everyday. Why 
not...it is a long way to go! 

• Depending on if they enjoy outdoor activities, this would be a place for outdoor 
enthusiasts. 

• It's for a certain kind of person. A lot of my friends might not appreciate the calm quiet of 
nature in it's purest up North, opting for a "surfing vacation" in Tofino instead. Personally, 
I prefer the North but most of my friends would prefer the West. 

• It is a wonderful place to visit, but the ferry challenges make it a bit stressful. 
• VI North has so many things I enjoy in a trip that I would highly recommend to others. 

This is of course dependent on who I am recommending travel to VI North, not everyone I 
know would be looking for the vacation I was. 

• It would depend on the person and their idea of a holiday. 
• Beautiful place, beautiful people. Tons to see, tons to do, intersection of ancient and 

modern history. Natural history to blow your mind.  
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Variety of dining options 
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Friendliness of people 
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Coastal climate 
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Easily accessible location 
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Access to wireless internet (wifi) 

Overall atmosphere of the area 

Overall satisfaction 

Figure 20. Comparison of importance of destination attributes to 
perfomance 

Importance	 Performance	

Importance/performance 
Figure 20. Visitors were asked to rate the importance of a number of features in their decision to 
visit VIN on a scale from “Not At All Important” (1) to “Extremely Important” (5). They were then 
asked to evaluate each feature based on their actual experience in the region on a scale from “Very 
Bad” (1) to “Excellent” (5). The graph below shows the average performance of each feature 
compared to visitors’ perceptions of importance. The overall satisfaction rating was 4.87 out of 5 
(97%); the results show that VIN is over performing in all attributes. 
 

Everything about this adventure (getting there, spending time there, and 

getting back home) was perfect!  This is an amazing hidden gem - and part 

of that gem is the people who live there and provide services. 
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For more information: 
Joli White 

Vancouver Island North Tourism 
P: 250-902-8281 E: joli@vancouverislandnorth.ca 

Suggestions for improvements (open-ended feedback) 
Visitors were asked open-ended questions asking for feedback and suggestions for improvements to 
the tourism experience in VIN.  Responses were themed; the main four are listed below and 
accompanied by direct quotations from visitors (spelling and grammar have been corrected for 
readability).  More open-ended responses can be found in Appendix A.  
 
Natural amenities 

• Make people tourists and locals more aware of the importance of wildlife in your area. You 
have an absolute treasure particularly with the easy access to bear watching but people are 
disturbing the bears when they need to be feeding on salmon. 

• Part of what I like about it is that it's not super built up for tourists in extravagant ways. I like 
its isolation and remoteness; I fear it would lose some of that with more services. 

• Be gentle with your development and maintain the unique beauty. 
• More sites such as the Whale Interpretive Centre would be great - more information about the 

local wildlife and educational and interactive sites for children and adults to learn. 
 
Ferries 

• Ferry line-ups were unusually long and visitors frequently missed the small ferry (Alert 
Bay/Sointula) that they were hoping to board...more frequent sailings or bigger ferry in the 
summers would be a huge improvement.   

• Ferry reservation system in the north and the south appear to be different. We had to use a 
different, not very sophisticated, reservation system to go to Bella Bella. I'm not sure why it is 
not part of the ferry reservation system to the south. 

• Encourage BC Ferries to streamline ferry boarding. 
 

Information 
• Not always easy to know what to do or where to go. 
• Up-to-date info re what is open and when. 
• Better information on trails conditions and remote roads to trailheads. 
• We were given some very incorrect info/advice on occasion. 
• The Information Centres should train their staff to not only provide info but advise visitors to 

the local delights - food, shopping and home stays and other local special features and 
attractions. 

 
Accommodations 

• We feel that you need to improve standards of accommodation. 
• Hard to book local hotels, need easier booking sites for North Island. 
• Need more clean, affordable options for accommodations around the ferry schedule.  
• Most places I called to book were far too expensive. 


