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Special Points of 
Interest: 
 
Visitors were intercepted from 
June to September of 2016. 
 
A total of 1,458 ballots were 
collected and 619 surveys were 
completed. The response rate 
was 50%. Out of 619 completed 
surveys, 8 were minors and 105 
were residents resulting in 506 
useable surveys. 
 

Concept and Model 
This visitor profile was created for Vancouver 
Island North Tourism, in partnership with the local 
region, The Sociable Scientists, and Vancouver 
Island University. Between June and September 
2016, 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, and the VIU team analyzed the data, 
and then created this visitor profile.  

 

Visitor Profile 
Vancouver Island North – Summer 2016 
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International
7%

United 
States 12%

Canada 
(other than 
BC) 13%

Other British 
Columbia

31%

Vancouver 
Island 36%

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 (67%). The boxes show a break down of 
visitor origin for Vancouver Island, the rest of BC, and the rest of Canada. American visitors were 
mostly from Washington (45%). Other international visitors were mostly European (United Kingdom, 
Germany, the Netherlands, Denmark, and Switzerland). 

Vancouver Island: 
South Island 31% 
North Central 28% 
Central Island 27% 
Cowichan 12% 
Pacific Rim 2% 

Canada: 
Alberta 66% 
Ontario 14% 
Manitoba 7% 
NWT 3% 
Quebec 3% 
Yukon 3% 
New Brunswick 2% 
Saskatchewan 2% 
 

Other British Columbia: 
Vancouver, Coast & Mountains 79% 
Thompson Okanagan 8% 
Northern BC 6% 
Kootenay Rockies 6% 
Cariboo Chilcotin Coast 1% 

Trip Motivation 
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 ten were 
beautiful (47), nature (36), 
whales (36), curiosity (19), 
and fishing (17). 

Trip Purpose 
When asked about the purpose of their visit, 72% of 
visitors indicated their trip was for leisure, 19% said they 
were visiting friends and/or relatives, 6% said it was for a 
combination of business and leisure, and 2% said it was 
for business or work. 
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Group Composition 
Figure 3. Visitors were asked to select which categories best described their group. 16% of visitors 
were travelling with a pet. 

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 2.5 
people in this age category. The average group size was 2.8 people per group; 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 percent does not equal 100%. 
 

1% 

2% 

4% 

6% 

8% 

8% 

8% 

20% 

22% 

57% 

Other

Traveling with organized group or tour

Travelling with adult children

Travelling with siblings

Travelling with parents

Traveling alone

Travelling with extended family

Traveling with children under age 19

Traveling with a friend(s)

Traveling with a spouse or partner

Figure 3. Travelling companions
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Figure 4. Range of visitor ages
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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 (53%), 
previous personal experience (39%), and regional tourism guide (29%). Sources with 5% or less were 
not included in the graph. *Multiple options could be selected therefore combined percent does not 
equal 100% 

9% 
12% 
14% 
14% 
14% 

16% 
18% 
20% 

27% 
27% 
28% 
29% 

39% 
53% 

Magazine/newspaper
Travel rack on BC Ferries

Social media
Travel booking website

www.HelloBC.com
Travel book/brochure

www.vancouverislandnorth.ca
Websites providing traveller reviews

Website of accommodation provider in VIN
Website of activity/attraction in VIN

Visitor information centre
Regional tourism guide

Previous personal experience
Friends and relatives

Figure	6.	Sources	of	trip	planning	information

Planning 
Figure 5. This figure shows how far in 
advance visitors planned their trip to 
VIN. The results show that 58% of 
visitors planned their trip at least one 
month in advance, and 42% planned 
their trip less than one month in 
advance. 
 

Perhaps an approved list of tour operators 

or some kind of official license could give 

people assurance that the company 

they're using is legitimate and meets 

certain standards. Otherwise it was great. 

 

Spur of the 
moment, 8%

Up to one week 
in advance 11%

More than six 
months 13%

Between one 
week and one 
month 23%

Between one to 
six months 45%

Figure 5. Trip planning
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Personal 
boat 7%

Airplane
14%

Ferry 78%

Figure 7. Transportation to 
Vancouver Island

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 
Figure 7. Visitors were asked to indicate what type 
of transportation they used to travel to Vancouver 
Island. The results do not include visitors that reside 
on Vancouver Island. 1% of visitors or less chose 
cruise ship, seaplane/float plane, and other. 
 
Of the 78% of visitors who arrived by ferry, 40% 
landed at Departure Bay, 24% landed at Duke 
Point, and 14% at Swartz Bay. 88% of ferry 
passengers travelled in a vehicle and 12% were 
walk-on passengers. 
 
Of the 14% who arrived by air, 33% landed at the 
Port Hardy Airport, 21% arrived at the Comox Valley 
Airport, and 19% landed at the Victoria 
International Airport. 
 

1% 

1% 

1% 

1% 

3% 

3% 

5% 

8% 

12% 

69% 

Floatplane/seaplane

Other

Rental recreational vehicle

Bus - tour group member

Bus - independent traveller

Airplane

Personal boat

Rental vehicle

Recreational vehicle

Personal vehicle

Figure	8.	Transportation	to	and	from	VIN

I was impressed by the facilities, the roads, and the information available 

for tourists...Perhaps running more ferries and affordable flight options to 

the island. But part of the attraction is that it's not too easy to 

get to and thus not overcrowded.  
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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 
13.4 nights away from home. 
*Multiple regions could be 
selected therefore combined 
percent does not equal 100% 
 
For 68% of visitors, VIN was 
the main destination of their 
trip, for 28% of visitors it was 
one of several planned stops 
but not the main destination, 
and for 3% it was an 
unplanned stop on the way to 
another destination. 44% of 
respondents were in VIN for 
the first time and 56% were 
repeat visitors. 
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Figure 9. Length of stay by region

Average # of Nights % of Visitors

1% 
1% 
2% 
2% 

5% 
5% 

14% 
20% 

24% 
29% 

45% 

Quatsino
Holberg

Coal Harbour
Winter Harbour

Woss, Mount Cain, & the Nimpkish Valley
Port Alice
Alert Bay
Sointula

Telegraph Cove
Port McNeill

Port Hardy

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

Figure 10. The overnight visitors were given a list of communities within the VIN region, and 
asked to select where they spent their nights. * Multiple communities could be selected 
therefore combined percent does not equal 100%.  
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Figure 12. When asked how they booked their accommodations, 77% of visitors booked directly with 
the accommodation provider, 10% booked with a travel booking website, and 5% booked through a 
vacation rental booking website. *Multiple options could be selected therefore combined percent 
does not equal 100%. 

Port Hardy could use a few more hotels/motels, cafes/restaurants and events to attract visitors from 

the South part of the Island, I found it difficult booking accommodation. 

 

Accommodation 
Figure 11. The bars in this figure show what percent of visitors stayed in each type of 
accommodation, and the number in brackets is the average number of nights they stayed. For 
example, 42% of visitors stayed in a campground and on average they stayed 6.7 nights. 97% of 
visitors stayed overnight and 3% were in VIN for a day trip only. *Multiple accommodation types 
could be selected therefore combined percent does not equal 100%. 

5% 

7% 

7% 

8% 

22% 

24% 

30% 

42% 

On a personal boat (19.1)

Other (8.4)

Vacation rental/guesthouse (3.8)

Bed and breakfast (3.2)

Home of a friend or family member (5.4)

Resort/lodge/inn (3.8)

Hotel/motel (2.4)

Campground (6.7)

Figure 11. Percentage of visitors in each accommodation type (average 
# of nights)

1% 

1% 

1% 

1% 

3% 

5% 

10% 

77% 

Discount/coupon website

Visitor information centre

Property management company

Other

Travel agency/tour operator

Vacation rental booking website

Travel booking website

Booked directly with accommodation

Figure 12. Booking accommodations
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Figure 14. Visitors to VIN specified which activities their groups participated in during their stay. The 
top activities were beach activities (58%), hiking (52%), and self-guided sightseeing (49%). Activities 
with 5% of responses or less have been left out of this graph. *Multiple activities could be selected 
therefore combined percent does not equal 100%. 

Activities & Attractions 
Figure 13. Visitors were asked to indicate which tourism attractions they visited during their stay in 
VIN. The most popular attractions were parks and trails (78%), beaches (77%), and dining out 
(65%). Some of the “other” responses included marinas and the salmon hatchery. Attractions with 
5% of responses or less have been left out of this graph. *Multiple attractions could be selected 
therefore combined percent does not equal 100%. 

8% 
8% 

14% 
27% 
30% 

39% 
42% 

45% 
57% 

65% 
77% 
78% 

Playgrounds and/or water parks

Gardens

Farms and/or farmers' market(s)

Artisan studios/workshops

Art galleries

First Nations facilities or events

Historical sites

Museums and/or cultural interpretive centres

Local shops/boutiques

Dining out

Beaches

Parks and trails

Figure 13. Attractions visited

7% 
15% 

19% 
21% 
23% 
26% 
28% 
30% 

42% 
49% 

52% 
58% 

Cycling (road)

Bear viewing

First Nations cultural tour/dance performance

Kayaking

Fishing (salt water)

Bird watching

Boating and/or sailing

Shopping

Whale watching

Self-guided sightseeing

Hiking

Beach activities

Figure 14. Activities participated in
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Events Attended 
Figure 16. Visitors were asked if they were visiting VIN to attend a specific event; 24% of 
respondents indicated attending an event. The category “other personal and/or family event” refers 
to weddings, anniversaries, birthdays, and family reunions. 

Figure 15. When asked how they booked the activities and attractions they participated in, 34% of 
visitors booked during their stay with the tour/activity company and 60% booked ahead of time 
directly with the tour/activity company. *Multiple options could be selected therefore combined 
percent does not equal 100%. 

2% 

2% 

5% 

11% 

34% 

60% 

Booked using a travel agency or tour operator

Purchased a coupon using a discount website

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 company

Figure 15. Booking activites & attractions

6% 
6% 
6% 

7% 
9% 
10% 
11% 
11% 

17% 
18% 

22% 

Alert Bay 360 Eco Paddle

Wedding

Other

Port McNeill 50th Anniversary & Canada Day Celebration

Port McNeill Logger Sports

Alert Bay Annual Seafest & Artfest

Telegraph Cove Boardwalk Craft Fair

Sointula Salmon Days

OrcaFest 2016 in Port McNeill 

Other personal and/or family event

FILOMI Days & Port Hardy's 50th Anniversary

Figure 16. Events attended

It’s about watching the dolphins play around your boat, it’s about pulling up octopus 

in prawn traps, it’s about seeing the 2 grey whales dive in unison, it’s about the 

rain, the fog, the silence of the ocean. 
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Figure 18. Average spending per group 

 $179 Accommodation 

 $124 Transportation 

 $116 Meals 

 $105 Entertainment 

 $56 Shopping 

Spending 
Figure 18. 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 $578 per day. 

 

Promoters
71%

Passives
13%

Detractors
16%

Figure 19. Net promoter score

Figure 17. The most commonly used food and beverage establishments for visitors were grocery 
store (70%), café/coffee shop (69%), and restaurant (66%). *Multiple options could be selected 
therefore combined percent does not equal 100%. 

Net Promoter Score 
Figure 19. 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). 
The people that rate between 0 and 6 are 
considered detractors, those that rate 7 or 
8 or considered passives, and those that 
rate 9 or 10 are considered promoters. The 
results show that 71% of visitors are 
promoters, 13% are passives, and 16% are 
detractors. The Net Promoter Score for 
Vancouver Island North is 54.4. 

11% 

18% 

20% 

33% 

37% 

43% 

66% 

69% 

70% 

In-room dining/room service or hotel restaurant

Market

Fast food/takeout/food truck

Bakery

Liquor store

Pub/lounge

Restaurant

Cafe/coffee shop

Grocery store

Figure 17. Food & beverage establishments utilized
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Importance/Performance Ratings 
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). Figure 19 shows the average performance of each feature compared 
with visitors’ perceptions of importance. The overall satisfaction rating was 4.9 out of 5 (98%); the 
results show that VIN is over performing in all attributes. 
 

Figure 21. 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 above. 
Of the 438 responses, the 
top five words visitors 
used were scenery (49), 
whales (40), beautiful 
(29), wildlife (18), and 
nature (15).  
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Figure 20. Comparison of importance of destination attributes with 
VIN's performance
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For more information: 
Joli White 
Vancouver Island North Tourism 
P: 250-902-8281 E: joli@vancouverislandnorth.ca 

Open-ended Feedback 
Visitors were asked an open-ended question asking for feedback and suggestions for improvements 
to the tourism experience in VIN.  Responses were analyzed and themed; the main four are 
summarized below and accompanied by examples.    
 
Food and Beverage 
• “Access to locally caught, fresh fish would be a bonus. The only way to get fish was the grocery 

store and likely not even locally caught. Even once a week at the dock or Farmers mkt would have 
been great.” 

• “The only "challenge" we encountered was lack of eating options for early boat departure times 
and also did not realize the town "closes" down for holidays. We were a little unprepared for this.” 

• “We enjoyed our visit very much.  We have been there several times.  It would be nice to have a 
little more variety in restaurants.” 
  

Transportation 
• “The condition of the gravel roads is pretty rough, improving that would make a huge 

difference.” 
• “We traveled 1800 miles on the island. Much of it on dirt roads to out of the way beaches and 

hikes. Road signage was lacking in most of the rural areas.” 
• “Better accommodations for people taking the inside passage ferry.” 
• “Development of a credit per $100 spent on Island toward ferry cost” 
• “I think you might be able to play up a regular tourist season shuttle system between local areas-

--eg: Stories Beach, Coal Harbour, Port McNeil, and ferries (to Alert Bay, Sointula, the 
mainland).”  

Visitor Services 
• “I was there the first week in Sept.  On Sunday, almost everything was closed, most interesting 

shops were closed (Port McNeill and Port Hardy), which limited my experience there. Your tourist 
season is short, and you miss opportunities if you close on Sundays, but I also appreciate that 
people need a day off.” 

• “We LOVED everywhere we went, Port Hardy, Sointula, Alert Bay, Coal Harbour, Port Alice, Port 
McNeil, Telegraph Cove... can't wait to come back!  The people, the culture, scenery, wildlife, the 
overall vibe of the Northern Island was spectacular!!! All the tourist info booths we visited were 
very helpful and friendly. Thanks” 

• “I have not found a booklet or brochure on some of the local features like waterfalls or caves or 
holes.  We would prefer to see some of the lower end attractions that locals are aware of.  Some 
of the grizzly tours etc are a bit high price for pensioners.” 
 

Availability of Cell Phone & Internet Coverage 
• “Our cellphones didn't work outside of the towns. In some ways this was nice, but for safety 

reasons while camping it might be nice to have a wider range of service.” 
• “Internet was the only thing missing. Unfortunately, it's a necessity in this day and age.” 

 
 


