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Allow me to begin by expressing my sincere thanks to all who have worked so hard to help our association move forwardin the past year. With the James Bay Northern Quebec Agreement as our stepping stone, we have made significant and steady progressin developing and structuring our local tourism industry. With thorough planning and by following a steady course, weare creating the components that are needed to assemble a cohesive and viable tourism industry.The beauty of our land and the distinctiveness of our culture exert a strong pull on many tourists. Until recently, however,our lack of infrastructure and limited tourism services made attracting visitors an almost overwhelming challenge.Today, modern hotels are the norm in most communities and multiple cultural tourism businesses and attractions arein place. The next step is to ensure that travellers feel welcome before they even step foot in Eeyou Istchee. From thosein the earliest stages of travel-planning to those committed and ready to make a reservation, tourists need to know thatwe have the services they require for easy and convenient travel.That is why the soon-to-be-launched Destination Management Company (DMC) is such a pivotal resource. I cannotoverstate the DMC’s importance for our tourism industry and I trust that tourism businesses will embrace and supportit. In turn, the DMC will support local tourism operators by providing key services, including centralized booking forhotels and outfitting camps, overseeing and facilitating the reservation process, creating and marketing specializedtravel packages, and offering credit-card processing and billing tools. Most important, by providing prompt, bilingual,and courteous year-round reservation services, the DMC will meet the expectations of today’s travellers who requireswift and effective service.A brochure detailing the many benefits of, and eligibility requirements for, joining forces with the DMC is now available.I encourage all tourism operators to get their copy.I wish to thank outgoing EIT President, Raymond Blackned for his many years of service to both associations and hislong-standing commitment to Cree tourism. 
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ᑖᐃᑎᔅ ᔑᑳᐱᔨᐤ
ᓈᑳᓂᔥᑭᐦᒃ

ᐋᐅᒄ ᓃᔥᑎᒻ ᐧᐋᐦ ᐧᐄᐦᑎᒫᓐ ᓈᔥᒡ ᐋᐦ ᓂᔅᑯᒥᐧᑳᐤ ᐊᓂᒌ ᒥᓯᐧᐋ ᐊᐧᐋᓂᒌ ᒥᔥᑏᐦ ᑳᐦ ᐋᐱᑎᔒᔥᑎᐦᒡ ᐅᔮ ᐋᐦ ᐄᔑ ᒫᒨᐱᔥᑎᒧᒋᐦᒡ ᐊᓂᑖᐦ ᐄᔑ ᓃᔥᑖᒥᐦᒡ ᒑ ᒌᐦ
ᐄᔅᐱᔨᔨᒡ ᓂᑖᐱᑎᓰᐧᐃᓈᓂᔨᐤ᙮

ᐊᓐ ᒫᒃ ᐋᐦ ᐄᔑ ᐧᐄᒋᐦᐄᑯᔮᐦᒡ ᒉᐃᒥᔅ ᐯᐃᐦ ᑭᔮᐦ ᐊᑎᒫᐲᓯᒻ ᑯᐯᒃ ᓂᔅᑯᒧᐧᐃᓐ, ᒌᐦ ᒌᐦᑳᓇᑯᓐ ᑭᔮᐦ ᓂᔥᑏᐦ ᓃᔥᑖᒥᐦᒡ ᓂᒌᐦ ᐄᔅᐱᔨᓈᓐ ᐋᐦ ᐧᐃᔨᐱᔨᐦᑖᔮᐦᒡ ᐋᐦ
ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ ᐅᑖᐦ ᐄᔨᔨᐅᔅᒌᐦᒡ᙮ ᓈᔥᒡ ᒫᒃ ᑯᐃᔅᒃ ᐋᐦ ᑭᓂᐧᐋᐱᐦᑎᑭᓂᐧᐃᒡ ᐊᓂᑖᐦ ᒑ ᐄᔑ ᐧᐃᔨᐱᔨᐦᑖᑭᓂᐧᐃᒡ ᑭᔮᐦ ᓈᔥᒡ ᐋᐦ ᒫᒥᑐᓈᔨᐦᑎᑭᓂᐧᐃᒡ
ᐊᓂᑖᐦ ᒑ ᐄᔑ ᒥᔪᐱᔨᒡ ᐧᐋᐦ ᐄᔅᐱᔨᐦᑖᑭᓂᐧᐃᒡ, ᐋᑯᑎᐦ ᒫᔅᑭᐧᐋᐦᑖᔮᐦ ᐊᓐ ᒑᐧᑳᓐ ᓈᑎᐧᐋᔨᐦᑖᑯᐦᒡ ᒑ ᒌᐦ ᒫᒨᐋᐱᑎᔒᔥᑎᑭᓂᐧᐃᒡ ᑭᔮᐦ ᒑ ᒌᐦ ᒥᔪᐱᔨᐦᐄᐧᐋᒡ ᐋᐦ
ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ᙮

ᐆ ᒫᒃ ᐋᔥᐱᔑ ᒥᔪᐧᐃᓈᑯᒡ ᒋᑎᔅᒌᓂᐤ ᑭᔮᐦ ᓈᔥᒡ ᐋᐦ ᒌᐦᑳᓇᑯᐦᑖᔨᐦᒄ ᒌᔮᓂᐤ ᐊᔥᑎᔑᐦᐧᐋᓂᓂᐤ ᓈᔥᑖᐧᐹᐦ ᐅᒋᐱᑎᑯᐧᐃᒡ ᑯᑎᑭᒡ ᐊᐧᐋᓂᒌ ᐃᔨᐦᒡ ᐋᐦ
ᐄᑎᔅᑳᓈᓯᒡ ᐋᐦ ᐧᐄᐦ ᐧᐋᐱᐦᑎᐦᒡ᙮ ᐊᓅᐦᒡ ᒫᒃ ᐃᔮᒄ ᐊᐧᑳᔑᓈᑯᐦᒡ, ᐊᑎᑎᐤ ᐋᐦ ᐧᐋᐦᒋᔨᐧᐋᒡ ᒑ ᒌᐦ ᐹᒋ ᒫᓂᑖᐧᐃᒡ ᐊᐧᐋᓂᒌ ᑭᔮᐦ ᐋᐦ ᐃᔮᔨᐦᒄ ᔖᔥ ᒫᔅᑭᓂᐤᐦ ᑭᔮᐦ
ᐱᐹᒥᐦᔮᐅᐋᔅᑭᓂᐤᐦ, ᐋᑳ ᐅᐦᒋ ᐃᐦᑎᑯᐦᒡ ᐊᓂᑖᐦ ᐄᔑ ᐅᑖᐦᒡ᙮ ᐊᓅᐦᒡ ᒫᒃ ᐃᐦᑎᑯᓐᐦ ᐋᐦ ᒥᐧᔮᒡᐦ ᓂᐹᐅᑭᒥᒄᐦ ᒑᑳᑦ ᒥᓯᐧᐋ ᐄᔨᔨᐅᐃᐦᑖᐧᐃᓂᐦᒡ ᑭᔮᐦ ᐊᓂᑖᐦ ᐋᐦ
ᐅᐦᒋ ᐱᒥᐱᔨᐦᑖᑭᓂᐧᐃᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ ᑭᔮᐦ ᓂᓈᐦᑭᐤ ᒑᐧᑳᓐ ᒑ ᒌᐦ ᐧᐋᐱᐦᑎᔨᐧᐋᓂᐧᐃᒡ᙮ ᐊᓐ ᒫᒃ ᒦᓐ ᑏᐧᐋᐦᒡ ᒑᐧᑳᓐ ᓈᔥᒡ ᓈᑎᐧᐋᔨᐦᑖᑯᐦᒡ ᐋᔪᐧᐃᒄ ᒑ
ᒌᐦ ᒋᔅᒑᔨᐦᑎᐦᒡ ᒫᓂᑖᐅᒡ ᐋᐦ ᔑᒋᔮᔥᑳᒑᒡ ᐄᔅᑯᑎᒃ ᐹᒋ ᐲᐦᒋᒑᐧᑖᐧᐋ ᐅᑖᐦ ᐄᔨᔨᐅᔅᒌᐦᒡ᙮ ᐊᓂᒌ ᒫᒃ ᐧᑳᐧᑳᑖᔨᐦᑎᐦᒡ ᐅᑖᐦ ᒑ ᒌᐦ ᐹᒋ ᐧᐋᐱᐦᑎᐦᒡ ᑭᔮᐦ ᐋᐦ
ᐃᔮᔅᑭᐧᐄᒡ ᑭᔮᐦ ᐊᓂᒌ ᔖᔥ ᑳ ᒑᔥᑎᓈᐦᐅᒡ ᑭᔮᐦ ᔖᔥ ᐋᐦ ᒌᐦ ᐧᐃᔨᐱᔨᐦᑖᒡ ᑖᐧᐹᐦ ᒑ ᐹᒋ ᐄᔅᐱᔨᔨᒡ, ᐋᑯᑎᐦ ᔮᔨᑖ ᐧᐋᐦ ᒋᔅᒑᔨᐦᑎᔮᑭᓂᐅᐧᐃᒡ ᔖᔥ ᐋᐦ ᐄᐦᑎᑯᓂᔨᒡ
ᐊᓂᔮ ᓈᑎᐧᐋᔨᐦᑎᐦᒡ ᒑ ᒥᔪᐱᔨᐦᐄᑯᒡ ᑭᔮᐦ ᒑ ᐧᐄᒋᐦᐄᑯᒡ ᒑᐧᑳᔨᐤ᙮

ᐋᐅᒄ ᒫᒃ ᐧᐋᐦᒋ ᓈᔥᒡ ᒋᔅᑎᒫᐧᐃᐦᒡ ᔖᔥ ᐧᐄᐱᒡ ᒑ ᐃᐦᑎᑖᑭᓂᐧᐃᒡ ᑳᒻᐱᓃ ᒑ ᐧᐄᒋᐦᐄᐧᐋᐱᔨᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ᙮ ᓈᔥᑖᐧᐹᐦ ᓂᑎᐧᐋᔨᐦᑖᓐ ᒑ ᒌᐦ
ᒋᔅᒑᔨᐦᑖᑯᐦᒡ ᐋᔥᐱᔑ ᒋᔅᑎᒫᐧᐃᐦᒡ ᒑ ᒌᐦ ᐃᐦᑎᑯᐦᒡ ᐆ ᐋᐱᑎᓰᐧᐃᓐ ᐋᐦ ᐧᐄᐦ ᒌᐦᑳᔮᑯᐦᑖᑭᓂᐧᐃᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ ᑭᔮᐦ ᓂᐱᑯᓵᔨᒫᐧᐃᒡ ᐊᓂᒌ ᐊᐧᐋᓂᒌ
ᐹᒥᐱᔨᐦᑖᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᔮᔨᑖ ᒑ ᔒᑐᔥᑭᐦᒡ᙮ ᐋᑯᑎᐦ ᒑ ᒌ ᐅᐦᒋ ᐄᔑᓈᑯᓂᔨᒡ ᑭᔮᐦ ᐧᐄᔨᐧᐋᐤ ᒑ ᒌᐦ ᐧᐄᒋᐦᐋᑭᓂᐅᐧᐃᒡ ᐊᓂᔮᐦ ᒑᐧᑳᔨᐤ ᓈᔥᒡ
ᐹᑯᓵᔨᒧᒡ ᒑ ᒌᐦ ᐧᐄᒋᐦᐋᑭᓂᐅᐧᐃᒡ, ᒋᒡ ᐹᔨᑯᓂᐦᒡ ᒑ ᐃᐦᑎᑯᓂᔨᒡ ᐊᓂᑎᐦ ᒑ ᒌᐦ ᐧᐃᔨᐱᔨᐦᑐᐧᐋᑭᓂᐧᐃᔨᐦᒡ ᐊᓂᑎᐦ ᒑ ᐃᐦᑖᔨᒡᐦ ᒫᓂᑖᐤᐦ ᑭᔮᐦ ᓂᑑᐦᐅᑭᒥᒄᐦ
ᑭᔮᐦ ᐅᒋᐧᑳᒋᒑᐅᑭᒥᒄᐦ, ᒑ ᒌᐦ ᐧᐋᐦᒋᔨᐧᐋᔨᒡ ᐊᓂᑎᐦ ᒑ ᒌ ᐊᑎᔨᐦᑖᔨᒡᐦ ᒫᓂᑖᐤᐦ, ᐋᐦ ᐅᔑᐦᑐᐧᐋᑭᓂᐅᐧᐃᒡ ᑭᔮᐦ ᐋᐦ ᒋᔅᒑᔨᐦᑎᔨᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᐊᓂᔮ ᒑ
ᐋᑎᔨᔅᐱᐦᐋᑭᓂᐧᐃᐧᐃᔨᒡᐦ ᒫᓂᑖᐤᐦ, ᒑ ᒌᐦ ᒥᔪᐱᔨᐦᐄᐧᐋᔨᒡ ᐊᓂᔮ ᐧᐋᐦ ᐄᔑ ᑎᐱᐦᐄᒑᓂᐧᐃᐧᐃᔨᒡ᙮ ᐊᓐ ᒫᒃ ᒫᐅᒡ ᒑᐧᑳᓐ ᓈᑎᐧᐋᔨᐦᑖᑯᐦᒡ, ᐋᐅᒄ ᑏᐧᐋᐦᒡ, ᓃᔓᔨᒡ
ᐋᐦ ᐄᔑ ᐊᔨᒥᐦᐋᑭᓂᐅᐧᐃᒡ, ᑭᔮᐦ ᑯᐃᔅᒄ ᐋᐦ ᐧᐃᔨᐲᐦᑐᐧᐋᑭᓂᐅᐧᐃᒡ ᐊᓂᑖᐦ ᒑ ᐃᐦᑖᒡ ᐊᔅᑭᓂᐱᐳᓐᐦ ᐋᐦ ᐱᒥᐱᔨᔨᒡ ᐋᐦ ᐧᐄᒋᐦᐋᑭᓂᐅᐧᐃᒡ, ᐆ ᒫᒃ ᑳᒻᐱᓃ ᒑ
ᐅᔑᐦᑖᑭᓂᐧᐃᒡ, ᐧᐄᔨᐧᐋᐤ ᒋᑭ ᑎᑎᐧᒫᐧᐃᒡ ᐊᓂᔮ ᐋᔑ ᐱᑯᓵᔨᒧᔨᒡᐦ ᐊᓂᔮᐦ ᐊᐧᐋᔨᐤᐦ ᐧᐋᐦ ᐹᐱᔨᔨᒡᐦ ᐧᐄᐱᒡ ᐋᐦ ᓂᑎᐧᐋᔨᐦᑎᒥᔨᒡᐦ ᑭᔮᐦ ᒑ ᒥᔪᐱᔨᐦᐄᑯᔨᒡᐦ
ᐊᓂᔮ ᐧᐋᐦ ᐄᔑ ᐧᐄᒋᐦᐄᑯᓯᔨᒡᐦ᙮

ᒥᓯᓂᐦᐄᑭᓐ ᒫᒃ ᐃᐦᑎᑯᓐ ᒥᒋᓐ ᐋᐦ ᐧᐄᐦᑖᑯᐦᒡ ᐊᓂᔮ ᒥᓯᐧᐋ ᒑᐧᑳᔨᐤ ᒑ ᒌᐦ ᐧᐄᒋᐦᐄᑯᒡ ᐊᐧᐋᓂᒌ, ᑭᔮᐦ ᐊᓐ ᐊᐧᐋᓐ ᒑ ᒌᐦ ᓈᓂᑖᔑᒧᑦ ᐅᑖᐦ ᐄᔑ ᐋᐦ ᐧᐄᐦ
ᐧᐄᒋᐦᐄᑯᓰᑦ, ᒑ ᒌ ᐄᔑ ᐧᐄᒋᐦᐄᐧᐋᑦ ᐅᑖᐦ ᐅᔮ ᑳᒻᐱᓂᔨᐤ᙮ ᓂᐱᑯᓵᔨᒫᐧᐃᒡ ᒫᒃ ᐊᓂᒌ ᐹᒥᐱᔨᐦᐧᑖᓱᒡ ᒑᐧᑳᔨᐤ ᐅᐦᒋ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᔮᔨᑖ ᒑ ᒌᐦ
ᐃᔮᒡ ᐅᔮ ᒥᓯᓂᐦᐄᑭᓂᔨᐤ᙮

ᓂᐧᐄᐦ ᓂᔅᑯᒫᐤ ᒫᒃ ᐊᓐ ᒑ ᓂᑭᑎᐦᒃ ᐋᐦ ᐋᐱᑎᔒᔥᑎᐦᒃ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᐅᑖᐦ ᐄᔨᔨᐅᔅᒌᐦᒡ (ᐄᐋᐃᑏ), ᕃᐃᒥᓐ ᐱᓛᑭᓀᑦ ᔖᔥ ᒥᐦᒑᑐᐱᐳᓐᐦ ᐋᐦ
ᒌᐦ ᐹᒋ ᐊᑐᔅᒑᑦ ᐅᔮ ᐋᐦ ᐄᔑ ᒫᒨᐋᐱᑎᔒᔥᑖᑭᓂᐧᐃᐧᐃᔨᒡ ᑭᔮᐦ ᐋᐦ ᒌᐦ ᒥᐧᔮᐱᑎᔒᔥᑎᐦᒃ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᐅᑖᐦ ᐄᔨᔨᐅᔅᒌᐦᒡ᙮



As the Executive Director of COTA, I have seen just how complex and multifaceted the tourism industry is —encompassingnumerous organizations that operate at the local, regional, provincial, and national levels.These organizations play a specific and vital role in promoting the development of Aboriginal tourism. That is why COTAbelieves that forming strategic partnerships with them is the way forward for Cree tourism. A network of organizationsworking toward a common goal can achieve more than an association such as ours operating on its own.Alliances provide access to existing opportunities for promoting our tourism destination across the country and aroundthe world. By seizing these opportunities, we maximize the benefits of tourism for our Cree communities and businesses.In 2016, thanks to our collaboration with the Aboriginal Tourism Association of Canada, Eeyou Istchee Tourism tookpart in the 40th edition of Rendez-vous Canada, held in Montreal from April 24 to 27.Rendez-vous Canada is the largest tourism trade show in Canada. The Aboriginal Tourism Association of Canada, whichworks closely with Québec Aboriginal Tourism, was instrumental in forging a partnership with the event’s organizersto ensure that Aboriginal tourism was at the forefront of the trade show.At Rendez-vous Canada, we took advantage of an opportunity to showcase Cree culture at a lunch event hosted jointlyby Eeyou Istchee Tourism, the Aboriginal Tourism Association of Canada, Québec Aboriginal Tourism, Wendake, andthe Nunavik Tourism Association. I’m also pleased to report that at this event, Oujé-Bougoumou’s very own David andAnna Bosum of Nuuhchimi Wiinuu gave a lively and engaging demonstration of Cree crafts. David and Anna were alsorecently featured on the cover of Origine, Québec Aboriginal Tourism’s magazine.I am pleased and optimistic about the direction we are taking and confident that Aboriginal tourism is gaining in visibilityand popularity. With so many exciting tourism developments in the communities and throughout the region, it’s a greattime to shine a spotlight on Eeyou Istchee Baie-James as a tourism destination like no other.I would like to take this opportunity to express my gratitude to Raymond Blackned for his tenure as President of EeyouIstchee Tourism. Raymond’s contribution to Cree tourism over the years has been instrumental in positioning EeyouIstchee as an appealing tourism destination. I wish him well in his future endeavours.

Robin McGinley
Executive Director
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ᐧᕌᐱᓐ ᒥᑭᓐᓖ
ᓈᑳᔥᑭᐦᒃ ᐅᒋᒫᐤ

ᓃᔨ ᒫᒃ ᐋᐦ ᓃᑳᓂᔥᑭᒫᓐ ᒥᓯᓂᐦᐄᒑᐅᑭᒥᒄ ᐅᑎᐦ ᑯᑖ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ, ᓂᒌᐦ ᐧᐋᐱᐦᑖᓐ ᐋᔥᐱᔑ ᐋᔨᒥᐦᒡ ᑭᔮᐦ ᐋᐦ ᐄᔥᐱᔑ ᓂᓈᐦᑭᐤ ᐄᔑ
ᐋᐱᑎᔒᔥᑎᑭᓂᐧᐃᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ - ᒥᐦᒑᑐ ᒫᒃ ᐋ ᐄᔑ ᒫᒨᐱᔥᑎᑭᓂᐧᐃᒡ ᒑᐧᑳᓐ ᑖᐦᑭᐦᐄᒑᐱᔨᐤ ᐅᑖᐦ ᐃᐦᑖᐧᐃᓂᐦᒡ, ᐅᑎᐦ ᑯᐯᒃ ᑭᔮᐦ ᐅᑎᐦ ᑳᐦᓈᑖᐦ
ᐋᐦ ᐅᐦᒋ ᐱᒥᐱᔨᐦᑖᑭᓂᐧᐃᒡ᙮

ᐆ ᒫᒃ ᓂᓈᐦᑭᐤ ᐋ ᐄᔑ ᒫᒨᐱᔥᑎᑭᓂᐧᐃᒡ ᐋᑯᑎᐦ ᐧᐋᐦᒋ ᑭᓂᐱᐦᑎᑭᓂᐧᐃᒡ ᐹᐦᐹᔨᒄ ᒑᐧᑳᓐ ᑭᔮᐦ ᒋᔅᑎᒫᐧᐃᓐ ᐊᓐ ᒑᐧᑳᓐ ᐊᓂᑎᐦ ᐧᐋᐦᒋ ᑭᓂᐧᐋᐱᐦᑎᑭᓂᐧᐃᒡ ᐅᐦᒋ
ᐄᔨᓈᐦᒡ ᐋᐦ ᐅᐦᒋ ᐱᒥᐱᔨᐦᑖᑭᓂᐧᐃᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ᙮ ᐋᔪᐧᐃᒄ ᒫᒃ ᐧᐋᐦᒋ ᐃᔨᑖᔨᐦᑎᐦᒃ ᑯᑖ ᐋᐦ ᐧᐄᒑᐱᑎᔒᔥᑎᐦᒃ ᐅᔮᐦ ᓂᓈᐦᑭᐤ ᒥᓯᓂᐦᐄᒑᐅᑭᒥᒄᐦ
ᐋᑯᑎᐦ ᓃᔥᑖᒥᐦᒡ ᒑ ᒌ ᐅᐦᒋ ᐄᔅᐱᔨᔨᒡ ᐄᔨᔨᐤᐦ ᐋᐦ ᐱᒥᐱᔨᐦᑖᔨᒡᐦ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ᙮ ᐋᐦ ᐧᐄᒋᐦᐄᑐᒡ ᒫᒃ ᐅᒌ ᓂᓈᐦᑭᐤ ᒑᐧᑳᔨᐤ ᒥᔮᒨᐱᔥᑎᐦᒡ ᐋᑯᑎᐦ
ᒑ ᒌ ᐅᐦᒋᐱᔨᔨᒡ ᒑᒃ ᒑ ᒌᐦ ᐱᐹᔨᐦᑖᒌᐦᑳᓱᒡ ᐧᐄᔨᔨᐅᒡ ᐊᓂᔮ ᐧᐋ ᐄᔑ ᐱᒥᐱᔨᐦᐧᑖᓱᒡ᙮Aᐋᐦ ᐧᐄᒋᐦᐄᑐᓈᓂᐧᐃᒡ ᒫᒃ ᐋᑯᑎᐦ ᒑ ᒌᐦ ᒥᔅᑭᑭᓂᐧᐃᒡ ᐊᓐ ᒑᐧᑳᓐ ᔖᔥ ᑳᐦ ᐃᐦᑐᑎᑭᓂᐧᐃᒡ ᐊᓂᑎᐦ ᒑ ᒌᐦ ᒌᐦᑳᓈᑯᐦᑖᑭᓂᐧᐃᐧᐃᔨᒡ ᐊᓂᔮ ᐄᔨᔨᐅᒡ ᐋᔑ
ᐱᒥᐱᔨᐦᐧᑖᓱᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᐅᑎᐦ ᑳᐦᓈᑖᐦ ᑭᔮᐦ ᒥᓯᐦᑖᔅᑭᒥᒡ᙮ ᐋᐱᒋᔨᐦᐧᑳ ᒫᒃ ᐊᓐ ᑳ ᐄᔑ ᒥᔅᑭᐧᐋᐦᑖᔨᐦᒄ, ᐋᑯᑎᐦ ᒑ ᐅᐦᒋᐱᔨᒡ ᒑ ᐧᐄᒋᐦᐄᑯᔨᐦᒄ
ᐊᓐ ᒌᔮᓂᐤ ᐧᐋ ᐄᔑ ᐱᒥᐱᔨᐦᑖᔨᐦᒄ ᐅᑖ ᐄᔨᔨᐅᐃᐦᑖᐧᐃᓂᐦᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ᙮Iᐊᓐ ᒫᒃ 2016 ᑳ ᐄᔅᐱᔨᒡ ᐋᐦ ᐱᐳᐦᒡ, ᓯᒋᔮᔮᔨᐦᑖᑯᓂᔨᐤ ᐋᐦ ᒌᐦ ᐧᐄᒑᐱᑎᓰᒥᒋᐦᒡ ᐊᓂᒌ ᒥᔮᒨᐱᔥᑎᐦᒡ ᐅᑎᐦ ᑳᐦᓈᑖᐦ ᐋᐦ ᓅᒋᒫᓂᐋᐧᐋᓂᐧᐃᐧᐃᔨᒡ,
ᐄᔨᔨᐅᔅᒌᐦᒡ ᐋᐦ ᒫᒨᐱᔥᑎᑭᓂᐧᐃᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ (ᐄᐋᐃᑏ) ᒌᐦ ᐧᐄᒋᐦᐄᐧᐋᐧᐃᒡ, 40 ᑎᐦᑐᐱᐳᓐᐦ ᔖᔥ ᑳ ᐱᒥᐱᔨᔨᒡ ᐋᐦ ᐧᐋᐱᐦᑎᔨᐧᐋᓂᐧᐃᐧᐃᔨᒡ,
ᐊᓂᔮ ᐧᐄᔨᐧᐋᐤ ᐋᔑ ᐱᒥᐱᔨᐦᑖᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᐅᑖᐦ ᐧᒫᓐᑎᕇᐧᔮᓪ ᓂᔅᒋᐲᓯᒻᐦ ᑳ ᐊᑯᒋᓂᔨᒡ ᐦ 24 ᐲᐦᐃᒻ 27᙮
ᐊᓐ ᒫᒃ ᕌᓐᑏ-ᕘ ᑳᐦᓈᑖᐦ ᑳ ᐄᔑᓂᐦᑳᑖᒡ ᐋᐅᒄ ᒫᐅᒡ ᒫᐦᒑᑎᓈᓂᐧᐃᒡ ᐋᐦ ᐧᐋᐱᐦᑎᔨᐧᐋᓂᐧᐃᒡ ᒑᐧᑳᓐ ᐅᐦᒋ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ ᐅᑎᐦ ᑳᐦᓈᑖᐦ᙮ ᐊᓐ ᒫᒃ ᐋᐦ
ᒫᒨᐱᔥᑎᑭᓂᐧᐃᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᒡ ᐄᔨᔨᐅᒡ ᐅᑎᐦ ᑳᐦᓈᑖᐦ, ᐹᔓᒡ ᐧᐄᒑᐱᑎᓰᒫᐧᐃᒡ ᐅᑎᐦ ᑯᐯᒃ ᒥᔮᒨᐱᔥᑎᑭᓂᐧᐃᐧᐃᔨᒡ ᐄᔨᔨᐤᐦ ᐋᐦ ᐱᒥᐱᔨᐦᑖᔨᒡᐦ ᐋᐦ
ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ, ᐋᑯᑎᐦ ᒫᒃ ᐧᐋᐦᒋ ᒌ ᐄᔑᓈᑯᓂᔨᒡ ᓃᔥᑖᒥᐦᒡ ᒑ ᒌᐦ ᐱᒋᔅᑎᓈᑭᓂᐅᐧᐃᒡ ᐄᔨᔨᐅᒡ ᐹᒥᐱᔨᐦᑖᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᐊᓂᑎᐦ ᑳ
ᐧᐋᐱᐦᑎᔨᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᒑᐧᑳᔨᐤ᙮

ᐊᓂᑎᐦ ᒫᒃ ᕌᓐᑏ-ᕘ ᑳᐦᓈᑖᐦ, ᐋᑯᑎᐦ ᑳ ᐧᐋᐱᐦᑎᔨᐧᐋᔮᐦᒡ ᐄᔨᔨᐅᐃᔨᐦᑎᐧᐃᓐ ᒫᐧᑳᒡ ᑳ ᐋᐱᐦᑖᒌᔑᑳᒡ ᐄᐋᐃᑏ ᐋᐦ ᐧᐄᒋᐦᐄᒥᐦᒡ, ᐄᔨᔨᐅᒡ ᐋᐦ ᐱᒥᐱᔨᐦᑖᒡ ᐋᐦ
ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᐅᑎᐦ ᑳᐦᓈᑖᐦ, ᐅᑎᐦ ᑯᐯᒃ, ᐧᐁᓐᑖᑮ, ᑭᔮᐦ ᐄᔥᒌᒫᐅᒡ ᐋᐦ ᐱᒥᐱᔨᐦᑖᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ ᐅᑖᐦ ᓅᓈᕕᒃ᙮ ᓂᒥᐧᔮᔨᐦᑖᓐ ᑭᔮᐦ
ᐋᐦ ᐧᐄᐦᑎᒫᑎᑯᒡ ᒫᐧᑳᒡ ᐅᑎᐦ ᑳ ᐃᐦᑖᓂᐧᐃᒡ, ᑌᐃᕕᑦ ᑭᔮᐦ ᐋᓈ ᐳᓯᒻ ᐅᑖᐦ ᐅᒋᐳᑯᒨ ᐧᐋᐦᒌᒡ ᒌᐦ ᐧᐋᐱᐦᑎᔨᐧᐋᐧᐃᒡ ᓂᓈᐦᑭᐤ ᒑᐧᑳᔨᐤ ᐅᑖᐦ ᐄᔨᔨᐅᔅᒌᐦᒡ ᐋᐦ ᒌᐦ
ᐅᔑᐦᑖᑭᓂᐧᐃᐧᐃᔨᒡ ᒑᐧᑳᔨᐤ᙮ ᑌᐃᕕᑦ ᑭᔮᐦ ᐋᓈ ᐊᓂᑎᐦ ᐅᕆᒋᓐ ᑳ ᐄᔑᓂᐦᑳᑖᔨᒡ ᒥᓯᓂᐦᐄᑭᓂᔨᐤ ᒌᐦ ᓅᑯᐦᐋᑭᓂᐅᐧᐃᒡ ᐊᓂᑎᐦ ᐅᔥᒡ, ᐅᑎᐦ ᑯᐯᒃ ᐋᐦ
ᑎᐹᑎᑖᔨᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ᙮

ᓂᒥᐧᔮᔨᐦᑖᓐ ᐋᐦ ᐧᐋᐱᐦᑎᒫᓐ ᐊᓂᑖᐦ ᐋᑐᐦᑖᔮᐦᒡ ᐊᓂᑖᐦ ᐄᔑ ᓃᑳᓐ ᑭᔮᐦ ᓂᒋᔅᒑᔨᐦᑖᓐ ᓈᓈᓂᒌᒻ ᒑ ᒌᐦᑳᓈᑯᐦᒡ ᑭᔮᐦ ᒑ ᒨᒋᒋᐦᐄᐧᐋᒡ ᐄᔨᔨᐅᒡ ᐋᔑ
ᐱᒥᐱᔨᐦᑖᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᐧᐃᔨᒡ᙮ ᐊᓐ ᒫᒃ ᐋᔥᐱᔑ ᒥᐦᒑᑐᔨᒡ ᐄᔑ ᐅᐧᐋᐱᐦᑎᔨᐧᐋᓂᐧᐃᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐊᓂᐧᐃᒡ ᐅᑖᐦ ᐄᔨᔨᐅᐃᐦᑖᐧᐃᓂᐦᒡ ᑭᔮᐦ ᐅᑎᐦ
ᑯᐯᒃ, ᐋᑯᑎᐦ ᐋᔑᓈᑯᐦᒡ ᓲᐦᒃ ᒑ ᒌᐦᑳᓈᑯᐦᑖᑭᓂᐧᐃᒡ ᐅᑖᐦ ᒉᐃᒥᔅ ᐯᐃᐦ ᐄᔨᔨᐅᔅᒌᐦᒡ ᐋᔑᓈᑯᐦᒡ ᐋᐦ ᓅᒋᒫᓂᑖᐧᐋᓂᐧᐃᒡ᙮





COTA
COTA was incorporated on December 7, 2000 as a non-profit corporation under Part II of the
Canadian Corporations Act. The actual process that eventually led to the creation of COTA,
however, began over 40 years ago during the negotiations for the James Bay and Northern
Québec Agreement (JBNQA).

History

About
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James Bay and Northern Québec AgreementThe negotiations leading to the JBNQA provided the platformfor gaining control over tourism development. With thesigning of the Final Agreement in November 1975, the legalframework for this control became a reality and paved the wayfor the creation of COTA as a treaty obligation under sections28.4 and 28.6 of the JBNQA.  
28.4 Cree Associations

28.4.1 Subject to the positive conclusions of the necessaryfeasibility studies involving the Crees to the greatest extentpossible and to the availability of funds, Canada and/or Québecwill assist the Crees with funding and technical advice inestablishing, as soon as possible, as described herein: a Cree Trappers' Association;• a Cree Outfitting and Tourism Association;• a Cree Native Arts and Crafts Association.•
28.6 Cree Outfitting and Tourism Association

28.6.1 As soon as possible following the execution of theAgreement and subject to the results of the feasibility studiesreferred to in paragraph 28.4.1 there shall be established aCree Outfitting and Tourism Association which shall inter alia:provide marketing, booking and promotion services• for Cree outfitting operations;provide business, management, accounting and   profes-• sional services for Cree outfitters;conduct feasibility studies related to establishment or• siting of individual outfitting facilities or a network ofoutfitting facilities.

28.6.2 Subject to the results of the feasibility studies and in theevent that a Cree Outfitting and Tourism Association isestablished, Canada, Québec and the Cree Regional Authority,in proportion to be mutually agreed upon shall assist theAssociation in its operation and objects.
Our Vision Moving ForwardOur vision, in accordance with Sections 28.4 and 28.6 of theJBNQA, is to:provide marketing, booking, and promotion services,• where necessary, for Cree outfitting operations;provide business, management, accounting and profes-• sional services, where necessary, for Cree outfitters;conduct feasibility studies related to the establishment• of individual outfitting or a network of outfittingfacilities.



Our mission is 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 with Cree communities, institutions, and businesses.

Objectives
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Implement Section 28.6 of the JBNQAProvide marketing, booking, and promotion services,• where necessary, for Cree outfitting and touristoperations.Provide business, management, accounting and profes-• sional services, where necessary, for Cree outfitters andtourist businesses.Conduct feasibility studies related to the establishment• of individual outfitting or tourism facilities or a networkof outfitting or tourism facilities.Community Awareness and Capacity Building• Place a priority on increasing awareness of tourism as a• sustainable economic development opportunity.Increase the capacity of local and regional institutions• to provide services by improving access to information.Support and undertake training and skill development• initiatives that recognize Cree skills and industrystandards.Support and encourage human resource development• related to tourism.
Industry DevelopmentPromote partnerships among Cree businesses,• communities, and institutions.Represent the interests of COTA members at meetings• with governments, commissions, other organizations,and non-native developers.Support the development of  Cree tourist products that• exceed market standards by creating quality standardsand by recognizing success with awards.Ensure the participation of the Cree Nation in the• development and promotion of tourism and outfittingactivities.

CommunicationsEnsure effective communications with Cree• stakeholders including Tallymen, governments,communities, and industry.Promote COTA's vision, objectives, activities, and• accomplishments.Promote a positive image of the membership.• Develop alliances and coordinate with other tourism• and indigenous organizations to work toward commongoals.Serve as a liaison between Cree tourism and outfitting• operators, the tourism industry, and the markets theyserve.Incorporate current technology to increase the ease and• efficiency of communications and reduce the associatedcosts.
MarketingIncrease market share by researching the feasibility of• regional projects that promote the communities.Conduct product development and market research that• include visitor statistics and product inventories.
Financial DevelopmentActively seek funding and other resources from• governments, the private sector, and other sources.Develop, where appropriate, revenue-generating• activities.



The primary role of the COTA Board of Directors is to guide the activities of the
association and make decisions that help further the development of the tourism
industry in Eeyou Istchee in accordance with the needs and objectives of our members.

Board of Directors
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Pictured from left to right: Jamie Moses, Roderick Pachano, Janie Pachano, Dianne O. Reid, Anna Bosum,Isaac Masty, Johnny Mark, Jerry Rupert, Joey Blacksmith, Ian Diamond and President, Titus Shecapio. Missing from the photo: Anderson Jolly



The chart below illustrates COTA’s organizational structure to June 1, 2017. All
staff positions are shared between COTA and EIT.  Organizational Chart
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Summaries
Following are summaries of the most relevant projects and initiatives that were launched
and/or undertaken during the last fiscal year.2016-2017

PROJECT

10Cree Outfitting and Tourism Association 2016-2017 Annual Report

1. Annual General Meeting and Tourism
ConferenceCOTA’s Annual General Meeting (AGM) and TourismConference was held in Waswanipi from July 12 to 14, 2016.
1.1 Annual General MeetingAt the AGM, which took place on July 12, in keeping withstandard protocol, the Annual Report, audited financial reportsand minutes from the previous AGM were presented forreview and consideration. Presentations were made on topics relevant to our currentmandates, including hospitality in Eeyou Istchee Baie-James,the implementation of the lodging tax, and COTA’s productdevelopment plan.
1.2 Tourism ConferenceThe theme of the 2016 Tourism Conference, a two-day event,was “Let’s grow your tourism business.” Four workshops wereoffered on this occasion, drawing a total of 48 participants.
Workshop 1: Business to Business: Working with the
Travel TradeThis workshop was presented by Arctic Kingdom’s PriscaCampbell who has over 30 years of experience in the travelindustry. The workshop provided in-depth insights into theglobal tourism industry and covered a number of topics,including the importance of creating a brand promise,Aboriginal tourism and the travel trade, market-readiness,identifying traveller “personas,” and the advantages of co-opmarketing.

Workshop 2: Visitor ReadinessThis workshop was hosted by Louise Séguin, who has extensiveexperience in adventure and nature tourism in northernQuebec. Ms. Séguin has been working with COTA since January2016 to assist Cree communities with local tourism planning,visitor support services, and product development.The workshop was engaging and informative and relied on theactive involvement of participants who were grouped bycommunity. The two primary goals of the workshop were to:(1) provide participants with a better understanding of theimportance of establishing a thorough and accurate visitorprofile; and (2) assess their community’s tourism “readiness”by identifying strengths and weaknesses with regard toinfrastructure, support services, and the ability to offer tourist“experiences.”
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Workshop 3: Top Tips for Hotel ManagersThis workshop presented by Arctic Kingdom’s Prisca Campbellprovided hotel managers with an overview of the keystrategies designed to ensure that business travellers enjoy apositive experience as guests in their hotel.
Workshop 4: Budgeting for EntrepreneursThis informative workshop, hosted by Irene Neeposh andJudith Cane, was designed to help future entrepreneursunderstand the “ins and outs” of developing an operatingbudget for their new business.
Presentation by Former Grand Chief Dr. Ted MosesThis year, we were pleased to welcome Former Grand Chief Dr.Ted Moses who, at the request of our board, graciously agreedto speak at our tourism conference. In his presentation, Dr.Moses shared his experiences as the chief negotiator of theJBNQA and reinforced the important role tourism plays increating economic development opportunities in EeyouIstchee that are sustainable and in harmony with our cultureand environment. It was both an honour and a privilege toinclude him in this year’s event.   
An Environmentally Friendly EventOnce again, this year, we engaged FaunENord’s Green Team tohelp us comply with the principles of eco-responsible events.In addition to providing reusable dishes, composting, and

collecting and sorting all recyclable materials, participantstook part in a community clean-up.To encourage all Cree entities to work with FaunENord’s GreenTeam, COTA announced the launch of the Green TeamSponsorship program, which provides $500 to eligible Creeorganizations that hire the Green Team for their events.We would like to take this opportunity to thank all of theparticipants of the 2016 Tourism Conference as well as oursponsor Air Creebec. We would also like to acknowledge andthank the community of Waswanipi for hosting the event.
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2. Coastal Cruises on the Eastern Coast of James
Bay and Marine Captain TrainingIn August 2012, as part of its Coastal Postal Route project, COTAorganized a fact-finding tour of the eastern coast of James Bayand on offshore islands. This seven-day tour allowed COTA togauge the coastal area’s potential for tourism development.Following this initial tour, COTA decided that a second, morein-depth fact-finding tour of the area was needed. The secondtour would focus on scouting locations and gaining a betterunderstanding of the sites’ development potential, includingtheir natural and cultural attributes.The impetus behind the project is to develop coastal cruises toprovide travellers with opportunities for sighting andobserving wildlife and other natural and cultural attractions aswell as visiting various tourism locations once these sites havebeen developed. Ultimately, the objective is to include thesecruises and products as part of tourism packages to be sold bythe Destination Management Company.

Scouting and exploration activities along the shore of JamesBay and surrounding islands were designed to:Identify safe marine routes• Determine polar bear and other wildlife-sighting• frequencyEvaluate sea currents and tides• Identify locations of inlets and small bays for sheltering•The expeditions also provided an opportunity to engage inmarine route-mapping between the coastal communities andthe off-shore islands.Following these exploratory activities at various sites, eachlocation’s tourism and cultural potential and accessibility wereevaluated. Participation by our communities and our Elderswill be decisive for these sites’ cultural heritage value and forthe purposes of interpretation. In addition, such participationwill foster the inclusion of interesting cultural attractions orfeatures for future tourism development.
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2.1 Marine Captain TrainingIn parallel with this project, a Marine Captain Training coursewas offered by Arctic Kingdom. Transport Canada certifiedtrainers provided the training for the Cree participants, inconjunction with boat trips for research and explorationactivities.Key deliverables of the program were:Marine training in compliance with Transport Canada• requirementsSmall Vessel Operator Proficiency, Marine Emergency• Duties A3 and RadioOperator Certificate – Marine certifications•Two training expeditions took place, one in July and one inAugust 2016. The trainees came from Waskaganish, Eastmain,Wemindji, Chisasibi, and Whapmagoostui. They were requiredto have some relevant boating experience.In total, 25 participants completed the training.  Due to poor weather conditions and other issues beyond ourcontrol, some aspects of the training will be completed in thesummer of 2017. The Coastal Cruises on the Eastern Coast of James Bay andMarine Captain Training  was initiated by COTA and funded bythe Ministère de l’Economie, des Sciences et de l’innovation,Cree Human Resource Development, and the five coastalcommunities.

3. Destination Management Company The primary function of the Destination ManagementCompany (DMC) is to support local tourism operators byproviding a reservation service to avoid missed sales opportu-nities. The DMC will also promote Eeyou Istchee Baie-James totravellers and travel agents alike, create and marketspecialized travel packages, offer credit card processing andbilling tools, and manage tourism inventory by providingcentralized booking for hotels and outfitting camps. The DMC,operating locally and owned by the region, was developed asa partnership between COTA, EIT and TBJ. It will be a licensedtravel agency.In September 2015, Roch Anctil was hired as the DMC ProjectCoordinator.

While favourable market conditions for the creation of a DMCare a fairly recent development, the vision for such a resourcewas expressed over 40 years ago in the James Bay andNorthern Quebec Agreement (JBNQA). With the developmentof a DMC, COTA fulfils its obligation under Article 28.6.1 of theJBNQA to provide marketing, booking, and promotion servicesto Cree outfitting operations. Implementing the DMC is a majorstep toward creating a tourism industry that is market-readyand that will be able to operate with increased efficiency.The DMC’s business plan was completed in June 2016;furthermore, funding to implement the DMC has been partiallysecured. The next step is to incorporate.Funding for the DMC Pre-commercialization phase wasgenerously provided by the Ministère de l’Economie, desSciences et de l’innovation, Tourisme Québec, COTA andTourisme Baie James. 
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In its role as an inbound tour operator, the DMC will
centralize the reservation process for tourists interested
in visiting Eeyou Istchee Baie-James and its commission-
based booking system will  facilitate travel to the region.
The DMC will manage reservations and ensure that
queries are answered in a timely manner. It will develop
attractive tourism packages designed to appeal to
travellers, thereby contributing to growing local tourism
operators’ customer base. In addition, it has the
potential to provide logistics support, transfers, and
other services, enabling operators to focus on delivering
outstanding visitor experiences.



4. Arctic Kingdom Project: Feasibility of Wildlife
Viewing Along the Eastern Coast of James BayDeveloping unique and appealing tourism packages fordifferent categories of travellers is a requirement for successin our tourism industry. Since wildlife-viewing is a popularform of tourism, working with Arctic Kingdom, we areexploring the viability of developing polar bear-viewingpackages on North and South Twin Islands as a sustainabletourism project. With over 10 years of experience developingwildlife-viewing tourism packages in remote and northerndestinations,  Arctic Kingdom has the experience needed tohelp guide us through these early stages of development.  To assess the sustainability of the proposed activity – includingthe potential impact on bears and the initiative’s economicfeasibility – the first step was to conduct preliminary researchto determine the size of the polar bear population during ice-free months and any possible adverse effects on the polar bearpopulation and habitat.
4.1 Polar Bear Population Assessment using an
Unmanned Aerial Vehicle (UAV) The two primary objectives of this initial study were to:Determine the feasibility of UAV monitoring of polar• bears on Twin Islands Determine the number of polar bears present on the• shore of the islands

The planned use of a small UAV to survey the shores of Northand South Twin Islands was cancelled due to a change inweather conditions. However, the UAV was successfullylaunched at the southernmost point of South Twin Island, andpreliminary observations were made: Operating the UAV in high winds was extremely• challengingNo polar bears were observed within 200 metres of the• shore at the southernmost tip of South Twin IslandGiven the limited data collected, the assessment remainedinconclusive. Since high winds are a frequent occurrence inJames Bay, the current UAV technology is not well suited as aresearch tool to this geographic location.  
4.2 Polar Bear Population Assessment using Satellite
ImageryThe second step was to examine satellite images. By analyzingsatellite imagery from 2009, 2012, 2013 and 2015, theobjective was to:Determine the number of polar bears present on the• islandsIdentify the exact locations of the polar bears on the• islandsThe preliminary results have been compiled and someconclusions drawn. A final report detailing these conclusionswas produced.
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4.3 Cree and Inuit Traditional Knowledge on Polar
BearsAs COTA strives to build a world-class, sustainable tourismindustry in Eeyou Istchee, we continue to rely on our Elders’vast knowledge to guide our decision-making and efforts tocreate ecologically, culturally and environmentally soundtourism products.In an effort to identify, catalogue, and ultimately, mitigatepotentially negative impacts on the polar bear population ofJames Bay, interviews were conducted with Cree and InuitElders who are experienced polar bear hunters. Since the start of this project, approximately twenty Eldershave been interviewed. The results of these interviews arebeing compiled, and a final report detailing the findings willbe submitted to COTA later this year.The project was done in partnership with Tawich DevelopmentCorporation and the funding was provided by the RTPAprogram (Regional Tourism Partnership Agreement).
5. Product Development Coaching In 2012,  to help Cree entrepreneurs upgrade and enhance theirtourism products, COTA implemented a Product DevelopmentCoaching program. The program provides eligible participantswith structured assistance from professionals to help themmeet their business objectives. The program helps both newand existing tourism operators to develop market-readytourism products that meet the needs and expectations oftravellers to the region.
5.1 One year coaching with PARConseilTwo businesses, Nuuhchimi Wiinuu run by David and AnnaBosum and Shammy Adventures operated by Angus Mayappoand Stephanie Georgekish are the first two tourism businessesto successfully complete this program. In April 2016, COTA was pleased to attend the grand openingof Nuuhchimi Wiinuu’s new facilities located near thecommunity of Oujé-Bougoumou. Later in the summer, onAugust 30, Shammy Adventures, located close to thecommunity of Wemindji, celebrated their grand opening.COTA would like to take the time to congratulate these twobusinesses and recognize the time and effort that they haveput in to make their businesses a success. 

With funding provided by Cree Human Resource Development,Nuuhchimi Wiinuu and Shammy Adventures continued tobenefit from the support provided by this program. 
5.2 Developments in 2016 and 2017In 2015, following the success of the first Product DevelopmentCoaching program, a second such initiative was launched.Two culture/adventure tourism entrepreneurs successfullycompleted the program. They are, Long Point Adventures andNipiischii Otish Adventures.  With the support of their coach,Steven Ashton, each is in the process of finalizing a business plan. The second Product Development Coaching program focusedon the development of a sustainable and authentic Aboriginalcultural tourism industry in Eeyou Istchee.This second initiative was funded by ACCORD Program(Ministère de l’Économie, de la Science et de l’Innovation), theRTPA Program (Regional Tourism Partnership Agreement)and COTA.
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6. Youth Video ProjectOne of COTA’s key objectives is to raise awareness among Creeyouth of tourism as a rewarding career choice and asustainable economic activity. To encourage young Crees to getinvolved in the tourism industry in Eeyou Istchee Baie-James,COTA continues to look for new ways of spreading its message.

In 2016, with the support of a small team of documentaryfilmmakers, COTA began the production of a video titled Cree
Tourism: Creating a Career of your Dreams. The videoencourages Cree youth to consider a career in tourism andprovides information about enrolment in educationalprograms to enable them to pursue a career in a particularfield. It also highlights a number of Cree tourism businesses,including Nuuhchimi Wiinuu, the Aanischaaukamikw CreeCultural Institute and Camp Louis-Jolliet. 

The video also features interviews with young Crees who haverecently completed college or university studies and havefound fulfilling work in the tourism sector in Eeyou Istchee.Currently in the final stage of filming, the official launch shouldtake place in December 2017. Following the launch, the videowill be distributed on DVD/Blu-ray format to educational andcommunity institutions and will be available, in part or inwhole, online.We would like to thank all those who participated on thisimportant project, and we look forward to its release.Funding was provided by the Cree School Board, Cree HumanResources Development, ACCORD program (Ministère del’Economie, des Sciences et de l’innovation) and thecommunities of Mistissini, Eastmain, Wemindji and Chisasibi. 
7. Mentorship for Communications and Member
ServicesA mentorship program was created to provide valuableindividual training to our Coordinator of Communications andMember Services. The program focused on the following skills:Drafting press releases• Writing magazine articles, particularly for the Air• Creebec Magazine Producing a newsletter• Creating profiles • Writing Facebook posts• Preparing PowerPoint presentations (achieving the• appropriate balance between text and visual content)Revising and editing all forms of written content•As this position often requires the quick turnaround of writtenmaterials, another important focus was to develop time-management strategies and create re-usable “templates”designed to expedite the completion of certain tasks.We would like to thank Cree Human Resources Developmentfor funding this project.  
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Tourism has the potential to offer Cree, especially Cree
youth, an opportunity to work in a field that promotes
the transfer of traditional knowledge between
generations and brings greater awareness of Cree
culture and values.
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8. Collaborations

8.1. Aerial Survey of the Southern Hudson Bay Polar
Bear Sub-PopulationThe 2016 aerial survey of the Southern Hudson Bay Polar Bearsub-population was a follow up to an earlier survey conductedin 2011 over mainland Ontario and Akimiski Island and in2012 over the remaining James Bay Islands in eastern HudsonBay. The 2016 survey was designed to replicate the surveyconducted in 2011 and 2012 however, this time, mainlandOntario and Akimiski Island and the James Bay Islands ineastern Hudson Bay will be surveyed in the same year. 
8.2 Cree Entrepreneur Kits As part of our mandate to promote Cree culture and traditionsthrough tourism and tourism-related activities, COTA waspleased to work jointly with Aanischaaukamikw Cree CulturalInstitute in support of its proposed initiative to develop CreeEntrepreneur Kits. The kits are designed to enhance visitorexperience while highlighting selected aspects of Cree historyand cultural tradition.The development of the Cree Entrepreneur Kits was completedover a twelve-month period and was divided into two distinctphases. Phase 1 consisted of consultations with local Creeartisans and tourist organizations. During Phase 2, prototypesof the Cree Entrepreneur Kits were developed and tested toevaluate the user experience. The project is expected to becompleted in 2017. 
8.3 Promotional Materials for Eeyou Istchee Baie-
JamesThe project is designed to market, at different points of salethroughout the region, various promotional items andproducts that reflect the new Eeyou Istchee Baie-James brandimage. Project objectives are to:Promote the brand image of the Eeyou Istchee Baie-• James tourism destinationEnsure profitability• Develop an online strategy to market brand-related• items and products over the long termA preliminary study to assess interest in purchasing thesepromotional products was carried out at fourteen points of sale.The results suggest that demand for these products is high.

Promotional items for sale include:Ceramic coffee mugs• Insulated travel mugs• Water bottles• Tuques• Rescue knives• License plates• Seeding notepads • Insulated bags •This project is a partnership between COTA and TourismeBaie-James.
8.4 Responsible Fishermen for Sustainable Sport
FishingSport-fishing continues to be an important tourism driver inEeyou Istchee Baie-James. As part of COTA’s mandate topromote sustainable tourism practices, we are pleased to lendour support to FaunENord’s initiative to educate visitors onthe importance of engaging in environmentally sound fishingpractices.  Campaign objectives include:Raising awareness among anglers of the importance of• cleaning boats to prevent the introduction of invasivespecies and pollutants in our waterwaysReducing the appearance of blue-green algae blooms• due to human activitiesInstallation of permanent information panels at sites• where popular fishing derbies are heldA longer-term goal includes a permanent boat-cleaning stationat key entry points to the region..
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