
CREE TOURISM 
OPPORTUNITIES



HISTORY OF 
CREE TOURISM

• Cree guides worked for government run outfitting
operations in the 1950s and 60s

• Tourism was identified as a potential economic
activity and COTA was identified in the James Bay 
and Northern Quebec agreement in sections 28.4 
et 28.6 in 1975.

• COTA was incorporated in December 8, 2000

• Eeyou Istchee Tourism became the 22nd Regional
Tourism Association in Québec on July 3, 2007

• Wiinipaakw Tours Solidarity Co-op started in 2018 
as the first tourism co-op in Eeyou Istchee



JBNQA SECTION 28.4 & 28.6

1. Provide marketing, booking and promotion 
services, where necessary, for Cree outfitting 
operations;

2. Provide business, management, accounting 
and professional services, where necessary, for 
Cree outfitters;

3. Conduct feasibility studies related to 
establishment or siting of individual outfitting 
facilities or a network of outfitting facilities.
presentation



CREE OUTFITTING 
AND TOURISM 

ASSOCIATION (COTA)

MISSION

To develop and implement a collective 

vision for a world-class sustainable 

tourism industry in Eeyou Istchee, that is 

in harmony with Cree culture and values, 

and that involves a partnership among 

Cree communities, institutions and 

businesses.



Eeyou Istchee Tourism (EIT)

Incorporated on July 3, 2007 after COTA was recognized as 
an RTA to maintain a distinction between treaty rights and 
regular government programs.

EIT became the 22nd Regional Tourism Association (RTA) 
in the provincial network.

Mandate with the Ministère du Tourisme

Works closely with other regional, sectorial and national 
tourism associations such as:

- Tourisme Baie James (including shared human 
resources and marketing)

- Quebec Tourism Industry Alliance
- Quebec Aboriginal Tourism
- Adventure Ecotourism Quebec
- Economusée Network 
- Association des Agences réceptives et forfaitistes du 

Québec (ARF-Québec) 
- Indigenous Tourism Association of Canada



WHAT ARE VISITORS LOOKING FOR…
• Seek new experiences and 

adventure

• Will likely demand a higher level 

of comfort including luxury 

accommodations in the

coming years

• Are particularly interested in 

seeing the northern lights—many 

travel north mainly for this reason

• Want a unique experience 

including special encounters with 

local communities. This 

experience must feel authentic, a 

factor highly dependent on the 

guide’s knowledge.

• Sensitive to the services provided 

by tour operators during trips 

(guidance, logistics, etc.) and 

other services (personalized 

travel journals, customer service, 

etc.)

• Expect to venture into a far-off 

land with breathtaking scenery 

and unforgettable

experiences

• Are increasingly looking for trips 

with a green and safe image

Source:

QUALITATIVE STUDY ON TOUR OPERATORS IN QUÉBEC’S MAIN TARGET MARKETS SPECIALIZING IN NORTHERN DESTINATIONS, 2018



Indigenous Tourism in Quebec 
In 2021, 247 Indigenous businesses were identified throughout the province of 
Quebec in 40 of 55 Indigenous communities.

89% of Quebecers show 

an interest in taking part 

in at least one of the 

proposed Indigenous 

activities: 

• Visiting a museum, an 

interpretation center or a 

traditional site

• Visiting an Indigenous 

arts and crafts shop or 

exhibition

• Staying in an Indigenous 

accommodation

• Attending a Pow Wow, a 

festival, an Indigenous 

event or performance

• Adventure or excursion 

in nature

• Hunting and fishing

• Other Indigenous 

activities (art/craft 

creation,

• traditional ritual, stories 

and legends, etc.)

Source: indigenousquebec.com/corporate-space/statistics-and-links

https://indigenousquebec.com/corporate-space/statistics-and-links


Indigenous Tourism in Canada 

Both “Hearts wide open” (99%) and “Adventure seeker” 
(100%) customer segments have a significant interest in 
Indigenous tourism experiences involving “adventure in 
nature”. 

“Hearts wide open” 

• Age: mostly 18-34 year olds (49%), but also in the 

45-54 age group (23%)

• When they travel, they mainly do so as a couple 

(36%) or as a family (29%).

• They attach particular importance to the variety of 

cultural activities (29%), to the hospitality of local 

inhabitants (22%) and to the prestige of the 

destination (14%).

“Adventure Seekers”

• Age: mostly 18-44 year olds (62% out of which 40% 

are 18-34 year olds)

• When they travel, they mainly do so as a couple 

(37%) or as a family (28%).

• They want a change of scenery by discovering a 

destination they have never visited before

Source: indigenousquebec.com/corporate-space/statistics-and-links

https://indigenousquebec.com/corporate-space/statistics-and-links


At the international level…

• Visitors from France (63%) and Germany 

(47%) are most likely to be interested in 

Indigenous tourism experiences.

• Moreover, one in three international visitors 

to Canada are interested in Indigenous 

tourism experiences (37%).

Source: Destination Canada, 2019 Market Snapshots
Photo credit: Annie-Claude Roberge

https://indigenousquebec.com/corporate-space/statistics-and-links


An Optimal Indigenous Tourism Experience would include 
immersion in Nature

• Adventure in nature (with overnight stay in tourism 

accommodation)

• Duration of stay: one or two nights

• Travelling as a couple

• With possibility of guided tour AND interaction with 

Indigenous communities

Source: indigenousquebec.com/corporate-space/statistics-and-links

https://indigenousquebec.com/corporate-space/statistics-and-links
https://indigenousquebec.com/corporate-space/statistics-and-links


Aanischaaukamikw – Cree Cultural 
institute

CREE CULTURE

Nuuhchimi WiinuuChisasibi Cultural Heritage Center



ADVENTURE

Mistissini Outfitting Camps



NATURE



What to consider 
when developing a 
tourism destination:

1. Access

2. Product

3. Marketing



Coastal Route Project (2013) with PAR Conseils 

• Geographical significance “James Bay is the 
largest inland sea on the planet” and is accessible 
by road. Opportunity to see northern lights. 

• Historical significance Henry Hudson’s attempt to 
find the northwest passage, Fort Charles, 
Hudson’s Bay Company and the fur trade

• Historical sites Inuit and Cree campsites both 
modern and ancient, shipwrecks, archeological 
sites, Hudson’s Bay Company trading posts like
Charlton Island and Old Factory and settlements 
like Nunaaluk

• Video Trailer Nunaaluk: A Forgotten Story English 
YouTube 1080p - YouTube

https://www.youtube.com/watch?v=8lNzRsAe76o
https://www.youtube.com/watch?v=8lNzRsAe76o


Coastal Route Project (2013) with PAR Conseils 

Geology The offshore islands based on 
outcrops of Palaeozoic carbonate rocks 
and shale. This heading includes 
Charlton Island, the largest of the 
offshore islands in the Cree territory, 
and a cluster of smaller islands 
(Trodely, Strutton, and others), which, to 
my knowledge, probably have a similar 
geological history. This is a very 
different environment from the junction 
between the Canadian Shield and 
James Bay. – Alan Penn



Coastal Route Project (2013) with PAR Conseils 

• Flora Medicinal plants, small fruits, and mushrooms

• Fauna The strong presence of polar bears (the world’s most southerly polar bear population), belugas, caribou, 
geese, beavers, fox, seals and wolves, many species of birds including migratory and nesting sites. 



2020  COVID -19 pandemic, no commercial activity

 Adventure Ecotourism Accreditation (AEQ)

2021 Commercial tours adapted to COVID context

2022  COVID Response Plan – “Development Plan 2022-

 2025 Roadmap to Sustainability and International 

Markets”

2023 New Director, Jonathan Blueboy, 

 Coordinator of Operations, Willie Weistche

History of Wiinipaakw Tours





















FUTURE PROJECTS & CHALLENGES

CREETOURISM.CA

• Wiinipaakw Tours to develop 3-4 day expeditions on James Bay and off-shore islands to 

increase the variety of packages offered. Also explore winter/spring tours to extend the 

season. 

• Billy Diamond Highway – potential to be recognized as a tourism route in a new category 

“Nordic Road”

• Boil-in-a-bag meals to ensure quality regional cuisine

• Regional risk management process to keep clients and residents safe and align the 

services in the region. 

• On-going work with Canadian Coastguard and the Coastguard Auxiliary

• Accreditation of Cree businesses by the Adventure Ecotourism Association of 

   Quebec (AEQ) 

• Affordable air access to the region

• Need for skilled human resources and on-going training



ᒦᐧᑫᐦᒡ , MEEGWETCH, 
CHINISKUMITIN

Robin McGinley,

Executive Director

rmcginley@creetourism.ca  
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