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letter from 
the Ceo
What a moment to be part of 
Indigenous tourism. Interest has never 
been higher, both within Canada 
and around the world, driven by a 
global desire for authenticity and true 
connection. Support for Indigenous 
experiences and entrepreneurs from 
the broader tourism industry in Alberta 
has never been so robust and authentic. 
And, perhaps most importantly, 
we’re seeing more optimism from ITA 
members than ever before. 

Since joining Indigenous Tourism Alberta 
as CEO earlier this year, I’m thrilled to 
be part of such a vibrant industry at a 
time of strength and opportunity. I have 
spent much of my life in Indigenous 
tourism, growing up the granddaughter 
of a Metis Knowledge Keeper with 
ancestry from the Sinclair and Swain 
families in the Red River Valley, and 
spending the past decade working in the 
aviation industry, I know I’m joining at 
a moment of incredible potential after 
another year of success by the ITA team. 

Over the past year, the ITA team made 
progress on a number of initiatives. 
ITA grew its membership and the 
number of Industry partners again in 
2024-’25. The number of Indigenous 

entrepreneurs connected through 
ITA with business mentors grew. 
Entrepreneur development programs 
expanded to take on more members, 
and were honed to better serve the 
needs of business owners. More than 
300 non-Indigenous members of the 
tourism industry participated in ITA’s 
cultural awareness programs. 

The number of export-ready  
members grew as part of a strategy  
to better address the growing  
demand for top-notch experiences  
for international travellers. 

ITA also scored major victories in 
marketing, including landing major 
stories in some of the world’s top  
travel publications, including Conde 
Nast Traveler and Adventure.com.  
ITA marketing campaigns reached more 
than 80 million people, and generated 
330,000 clicks to ITA member websites 
where travellers can make bookings. 
ITA represented Indigenous tourism  
at travel-trade events in Europe, the 
U.S. and Canada. 

That’s not to say there are no 
challenges. Financial stability across 
the Indigenous tourism sector is still 

elusive. Barriers for entrepreneurs 
remain, including challenges in 
investment, particularly on reserve, 
financing and partnership. Tourism 
industry labour shortages are 
especially acute for Indigenous 
businesses where knowledge, 
reciprocity and Protocol are key parts 
of any staffing strategy.  

Despite those headwinds, ITA remains 
in a strong position. Indigenous-led 
partnerships with Travel Alberta, 
PrairiesCan and Indigenous Services 
Canada remain solid and foundational 
to ITA’s ability to implement 
programs and strategies in support 
of Indigenous entrepreneurs. Tourism 
industry partnerships remain strong, 
particularly with Explore Edmonton 
and the landmark investment by 
Tourism Calgary in ITA to help support 
the growth of Indigenous tourism in 
the region, a creative relationship 
that can be a model for others. Such 
partnerships exist nowhere else in 
Canada on this scale, and put the 
industry in an enviable position. 

Most importantly, true to the spirit 
of ITA’s brand message of Come 
Walk With Us, this work is having an 

impact on Indigenous families and 
communities through the preservation 
of language and culture, opportunities 
for youth, and the pride that comes 
with knowing that people are travelling 
from all over the world for a chance to 
connect with our stories and wisdom.

Sincerely,

Chelsey Quirk
Chief Executive Officer 
Indigenous Tourism Alberta
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letter from the  
Chair of the board
It’s remarkable to reflect on the journey 
of Indigenous tourism. When I began in 
this industry, its potential felt immense, 
yet the path to a better future for the 
industry seemed long and uncertain.

Today, that recognition is undeniably 
here. The growing prominence of 
Indigenous tourism in Alberta, 
showcased by features in major travel 
publications, enthusiastic bookings 
from international travellers, and 
Indigenous artists sharing their culture 
on global stages, is a testament to its 
vibrant and essential place in Alberta’s 
tourism landscape.

This evolution is deeply rewarding. 
From the start, we’ve understood that 
Indigenous tourism offers more than 
just unique experiences; it’s a powerful 
force for supporting Indigenous 
families, communities, and is a path 
to economic reconciliation that goes 
deeper than economic indicators like 
GDP and job growth. It’s understanding 
and reciprocity that are the true 
measures of success.

This past year, Indigenous Tourism 
Alberta has made significant 
strides, particularly in securing key 
partnerships that provide a more 
stable and diverse funding base. This 
strengthened foundation enables us 
to enhance our support for Indigenous 
entrepreneurs and their businesses. 
Simultaneously, we’ve witnessed an 
extraordinary surge in demand for 
authentic Indigenous tourism. This 
heightened interest underscores the 
need to strategically expand our 
capacity and ensure the delivery of 
exceptional experiences.

ITA’s role in this growth is vital. 
The organization’s commitment to 
developing innovative programs, from 
workshops and mentorships to grants 
and marketing support, has been 
crucial. We celebrate our progress, 
but we remain focused on continuous 
improvement, driven by the passion 
and achievements of our members.

My perspective is shaped by my early 
experiences in this sector. We’ve come 
far, but the journey of growth and 
impact is truly just beginning.

Sincerely,

Brenda Holder
Board Chair 
Indigenous Tourism Alberta

ITA’s support has given me 
the confidence and tools to 
push beyond what I thought 
was possible for my business. 
Through their programs, 
networking opportunities and 
dedicated staff, ITA delivers 
value beyond numbers!

Kimberly
Holistic Habits
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The biggest story of Indigenous 
tourism this year was, perhaps 
ironically, the result of one of the 
industry’s greatest successes over 
the past decade: Demand from 
travellers. After years of work, growth 
and building, demand for Indigenous 
experiences from both domestic and 
international travellers has grown 
so much that it’s now presenting a 
challenge of meeting that demand. 

For a segment that was largely 
overlooked by the broader tourism 
industry for generations, this is a 
welcome challenge. But it’s still a 
challenge. Growing the supply of 
high-quality, export-ready tourism 
experiences is a key area of opportunity 
for the entire tourism industry, but it 
won’t be easy. At a time when labour 
shortages suppress growth across 
the global industry, the Indigenous 
tourism sector is being hit particularly 
hard because of the challenge of hiring 

and growing a business in ways that 
respect protocol, Indigenous knowledge, 
reciprocity and respect, while traditional 
and systemic barriers remain in place. 

The Indigenous tourism industry 
in Alberta is at the forefront of 
addressing this challenge. With strong 
partnerships in place to support 
robust entrepreneurial supports and 
marketing, ITA continues to innovate, 
refine and respond to the needs of 
members. The success in Alberta is 
bolstered by strong and effective 
partnerships with key organizations 
such as Travel Alberta, Explore 
Edmonton, and, notably this year, the 
addition of investment into ITA by 
Tourism Calgary. These collaborations 
create a supportive ecosystem that 
fosters growth and innovation, 
positioning Alberta as an example for 
other regions, and builds upon the 
foundational support of PrairiesCan 
and Indigenous Services Canada.

the state of 
indigenoUs toUrism

We deeply appreciate the support and encouragement 
ITA has provided along our journey. Thank you once again 
for your ongoing commitment to Indigenous tourism and 
for your support of Pine Creek Retreat. 

Clayton Didier 
Pine Creek
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It’s also important to acknowledge that 
this level of support and development 
is not uniform across Canada. While 
Alberta demonstrates the potential for 
Indigenous tourism, sustained growth 
on a national scale requires resources 
and support across all regions of 
Canada. This investment is crucial for 
the industry to reach its full potential 
and contribute to the economic and 
cultural vitality of the country.

Even still, there are many reasons 
for optimism, and none more so that 
the potential of Indigenous tourism 
to improve the lives of Indigenous 
entrepreneurs, their families and  
their communities. 

The top motivators for seeking 
Indigenous tourism experiences 
centre around cultural enrichment 
and meaningful engagement.

49%

of Canadians have 
participated in an 
Indigenous tourism 
experience.

79%

of Canadians 
are interested in 
Indigenous tourism 
experiences.

30%

of Canadians are 
unsure because they 
don’t know enough 
about it.

62%

of Canadians have a 
favourable opinion 
of Indigenous 
tourism.

86%

of those who participated in an Indigenous 
experience in Alberta are Albertans.

Canadians primarily view Indigenous tourism 
as a cultural and educational experience.

Awareness of ITA among Canadians is at 8%, 
and higher among Albertans at 18%.

Awareness of Indigenous Tourism Alberta (ITA) 
is significantly higher among younger Canadians:

Aged 18-34: 15%   National Average: 8%.

Younger Canadians (18-34 years old) are more 
likely to have participated in any Indigenous 
tourism experiences.

Leger Survey of Canadians on Indigenous Tourism

indigenoUs toUrism alberta    2024-2025 Annual Report
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keY Wins for ita 
team and members

81 M
Digital  
impressions

300+
Tourism industry partners 
who completed ITA’s cultural 
awareness programs

4
Regional Gatherings hosted 
to build connections and 
strengthen businesses

62
ITA members participated 
in business development 
programs

Conde Nast Traveler Feature StoryAttend travel-trade events in France, Germany and US markets

338,611
Clicks driven to  
member websites

139%

Increase in video view 
minutes on Meta platforms

Over the past year, being part of this membership and receiving 
the support of Indigenous Tourism Alberta (ITA) has been 
incredibly meaningful. This support has not only helped me 
grow as an entrepreneur, but it has also provided valuable 
opportunities for connection, visibility, and learning.”  

Loretta Tuttauk
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keY 
Priorities
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develoPment  
goals

Achieved

marketing  
goals

Achieved

PartnershiP & 
leadershiP goals

Achieved

Implement an Entrepreneurship 
training program

10 ITA members will complete  
Good Relations mentorship program

Accept three Nation, settlement or 
community intakes for cohort program

Deliver Cultural Awareness program 
for 300 people

Increase efficiency of marketing campaigns by 
lowering cost-per-click compared to 2023/24

30% growth in engagements (likes, comments, 
shares) on Facebook, Instagram and LinkedIn

Earn 20 media mentions that rank above 12/15 on 
Media Quality Score Index

Three earned media placements in publications 
that target stakeholders that position Alberta as 
a leader in Indigenous tourism and/or members 
as entrepreneurial leaders in their sector

Build Relationships with economic development 
and tourism groups across the province to create 
and implement / integrate Indigenous tourism 
product into existing operations.

Explore industry research projects for further 
provincial insight. 

Support National TOO Accreditation programs

Ensure alignment with economic measurement 
tools with industry and government partner
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aCtion Plan 2023-2024 

marketing Priority Key Performance Indicator Completion %

Member Support and Engagement Distribute monthly marketing educational content to members.

Develop a member co-op marketing program.

100%

Digital and Social Communities 30% growth in following year-over-year on Instagram, Facebook and LinkedIn.

30% growth in engagements (likes, comments, shares) on those platforms.

100%

Earned Media and Influencer Marketing Earn 20 media mentions that rank above 12/15 on Media Quality Score Index. 100%

Integrated Marketing Campaigns Develop and integrate two digital campaigns that align to the integrated marketing strategy.

Increase efficiency of marketing campaigns by lowering cost-per-click compared to 2023/24.

Implement brand lift study.

100%

Travel Trade and Media Create a “Good Trade Partner” index for ITA export ready membership to be ready for signing agreements  
with trade partners.

100%

Partnership Leverage marketing funding from partners through three marketing tactics. 100%

Industry Communications and PR Three earned media placements in publications that target stakeholders that position Alberta as a leader in  
Indigenous tourism and/or members as entrepreneurial leaders in their sector.

Monthly newsletter content that highlights ITA successes.

100%

Member Communications and PR Monthly content that highlights member successes.

Share all earned media placements with relevant members that score higher than 10/15 on media-quality score.

Share successes on LinkedIn.

100%

Sponsorships Evaluate 5-sponsorships based on Sponsorship Evaluation Matrix. 100%

Innovations Earmark funds for an innovation project that ITA has never tried before with a goal of raising awareness of  
Indigenous tourism.

100%
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develoPment Priority Key Performance Indicator Completion %

Host unique industry gathering opportunities. Host four gatherings located across Alberta with  400 registrants.

25% of costs are covered by sponsorship (minimum $100,000).

Create and implement a regional awards system. 

Post gathering survey for sentiment scoring.

100%

ITA Members value their membership. Five percent of market ready membership evolve to export ready. 

Annual membership sentiment survey Increase by five percent.

Create a structured membership pricing structure.

100%

Grow the sustainability of membership. 10 ITA members will complete Good Relations mentorship program.

Deliver Cultural Awareness program for 300 people. 

Host six Tea Times with members.

Continue relationship with a third party business to support Indigenous tourism entrepreneurs with training programs. 

Accept three Nation, settlement or community intakes for cohort program.

Implement Six Senses program with eight member businesses. 

Seventy percent of member communications targeted at Market and Export ready businesses.

100%

Department Capacity Direct output from team is showcased in membership success.

Qualify and quantify social impacts from work completed by Development team.

Quarterly reporting for leadership and funding partners.

100%
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leadershiP & 
PartnershiPs

Priority Key Performance Indicator Completion %

Establish guidelines to partnerships. Ensure that all partnerships are adhering to partnership guidelines. 100%

Commitment to Indigenous Tourism In Alberta. Provide industry with up to date research on Indigenous tourism GDP, jobs, businesses through  
Conference Board of Canada.

100%

ITA is Valued as the leader of Indigenous tourism for 
Alberta by all partners.

Speak at a minimum of five industry events.

Ensure industry growth measurements are taken annually, implement a membership engagement and satisfaction survey 
among members and industry. 

Ensure timely reporting and communication with all funding partners on updates and highlights and ITA’s success.

100%

Work with key stakeholders to develop long term 
Indigenous tourism development plan.

Build relationships with economic development and tourism groups across the province to create and implement / integrate 
Indigenous tourism product into existing operations.

100%

Support the supply of leadership and business skills 
and labour to enhance visitor experiences through 
quality service, hospitality, and cultural protocols.

Support ITAC’s national standards.

Explore industry research projects for further provincial insight. 

Support National TOO Accreditation programs.

Ensure alignment with economic measurement tools with Government of Alberta.

Host yearly general meeting.

Maintain organizational effectiveness.

Annual board governance training.

Produce a 5-year industry development and data gathering strategy. 

Producing leading edge reports for provincial studies.

90%

Strengthen Partnerships with regional and provincial 
destination marketing organizations, municipalities, 
and private sector.

Maintain strategic partnerships with clear deliverables. 100%

Create and maintain a consistent funding model to 
ensure organizational sustainability and success.

Maintain multi-year funding agreements.

Partnerships are mutually beneficial for ITA and partners. 

Direct output from team is showcased in membership success.

Qualify and quantify social impacts from work completed by Development team.

Produce annual Action Plan, Midterm Report and Annual Report. 

Produce annual audited financial statements. 

100%



INDIGENOUS TOURISM ALBERTA    2024-2025 Annual Report

12

oUr Partners
Thank you to our 
funding partners
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addendUm 
Audited Financial Statements 
















