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Great Divide Nature 
Interpretation

Tell Us About Your Company
We started our company in 1996 as a husband and wife business that has steadily grown 

over the years to offer us a rewarding career, business, and lifestyle. Our company caters to 

small group excursions. We purposefully keep our group size at 2 to 8 people for most tours, 

however our license with the park allows us to take out a maximum of 12 people per guide. 

This allows us to focus on each individual guest and attempt to connect our material directly to 

their lives and interests.

We specialize in customized nature based hikes that connect visitors with nature, help them to 

learn, and leave them with a new or enhanced appreciation for nature and the preservation of 

national parks.

When we are not guiding hikes, we provide interpretive shows in local hotels in the 

evenings, short guided walks for bus tour groups and snowshoeing excursions for 

winter guests.  We also train new guides working towards their certification with the 

Interpretive Guides Association.
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Fondue with a View
 
Leading by Example
Discover how the early history of fire protection in Canada’s national parks evolved into a specialty visitor experience that serves as a lead generator and 

increases awareness for a small, nature-based interpretive business that delivers intimate, customized visitor experiences.

Join Nadine Fletcher, Co-Owner, Operator and Guide for Great Divide Nature Interpretation as she shares her insights on their company, experiential travel 

and their Canadian Signature Experience.
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“We want them to have a wonderful experience, that at at the 

same time broadens their mind. It is very important to us to get 

them to think in a different way about nature and the role of 

national parks in our society and the world.”

Prior to launching the company, my husband Joel and I were interpreters for Parks Canada in Banff National Park, so it was a natural evolution for us to launch this 

business after Parks Canada decreased the interpretive services offered by the agency. The need was still there with the traveller and we are professionally qualified, so 

the business allowed us to continue to do what we love doing - connecting visitors to one of the greatest national parks in Canada.

 

What does “Experiential Travel” mean to your business?
For us, it’s really linked to the interpretive techniques we use; everything from simple props through to costumes and even audience interaction with characters to bring 

this place to life.  Anyone can take you on a hike, but few have the knowledge, skills, and passion to pull props from their backpack and stage stories along the journey.

 What makes a “Memorable Travel Experience”?
It’s all about our guides and their ability to connect our guests to the nature of Banff 

National Park -- in all senses. We craft stories out of facts and information by working with 

themes that are tailored to each trail we guide, the season and the guests themselves. The 

stories we weave are highly science-based, but made approachable through interpretive 

techniques that make the information fun, entertaining, engaging and memorable.

With years of experience, we have the capacity to tune into our guests and know if a 

more subtle approach is needed or a more theatrical one.  No matter what the moment 

looks like, the content is couched in narrative.  This raises the experience above just being 

a “talking head” that presents information, to something more out of the ordinary that 

engages people. 

Are you seeing any increase in demand for experiential travel?
It’s really hard for us to tell because we have been delivering travel this way for 20 years. 

What’s changed is that the type of tourism experience that small, niche operators like 

ourselves are offering is now being recognized. The internet has made it possible for 

travellers to find us, and we know people who come here are surprised by the level of 

experience they are having. 

Have we said “thank you” enough?!!

What’s important to your company?
Creating a safe environment for our guests to learn, discover, and become truly inspired in 

nature.
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Describe your ideal guests.
Our guest are enthusiastic learners, world travellers, and modest people who are looking 

for an intimate experience in nature that offers more than a ‘basic tour’. They are typically 

British, America, Australian, or Canadian and between 40 and 70 years of age.

Tell us about your key partners.
We purposefully have chosen to keep our business small with two employees, as we 

love taking the guests out into the park ourselves and engaging them with the stories. 

We also partner with tour operators and receptive operators as market demand presents 

opportunities.

What are you main sales channels?
•	 Fully independent travellers for our excursions (approximately 80% - 85%).

•	 Group tour market for our interpretive shows and short interpretive walks (approximately 

15% - 20%).

Tell us about your marketing.
Our website and Trip Advisor are our two main methods that we use to market our 

company. Referrals are a big part of what we do, as well as benefitting from long-standing 

relationships with select tour operators like Tauck Tours.

Although it is easy for people to find us on the internet, it is hard to convey to them how we 

are creating something more than a standard guided hike.

Our guests are surprised by the level of experience they get. All you need to do is look at 

our Trip Advisor reviews and it really tells the story about what the traveller is looking for and 

what they appreciate most about their time with us.  

I’d say that TripAdvisor reviews are really helping new clients to understand our unique sales 

proposition and the high caliber of our interpretive component.  

One area we’d like to enhance is to have video on our website to help convey the visitor 

experience.

 

“Joel looked after everyone, from making sure people had 

waterproof trousers and walking poles, to the right pace and 

putting people at ease in the surroundings and with each 

other. He carried a rucksack full of stuff from a full first aid kit, 

emergency radio and what seemed like a hundred and one other 

props and pictures to share his knowledge and enthusiasm for 

the Ecology of The Rockies.”

Trip Advisor Guest
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Your Canadian Signature Experience
Calling all honeymooners and chocoholics! 

Atop a historic fire lookout site, you will breathe in the exquisite aroma of melting chocolate while gazing out at some of the most expansive views in 

this UNESCO World Heritage Site of Banff National Park. Reach out and dip a cherry into our top-secret fondue recipe made with award-winning Belgian 

chocolate from Calgary-based Bernard Callebaut.  Bring it to your lips and smile.

Scenery and sweet tastes will not be your only rewards on this full day private hike. As always, our trips are packed with stories about wildlife, flowers and 

natural processes like the forest fires that led to the creation of the fire lookout system. Hear tales of early Swiss mountain guides who came here over a 

century ago, and whose culture still imbues the area. Watch for the backpack of goodies that brings the trail to life as you wind your way up the mountain. 

Available to small groups of 2 to 12 people. Participants will need a vehicle to get to the trailhead. This customized experience requires that you dress 

for the weather, have sturdy footwear, you are prepared to hike at least 6 kilometers (4 miles), and of course, you have a love of Belgian chocolate! Trips 

are tailored to both seasoned and novice hikers with a range of moderate to difficult routes. Offered between June and September, advanced booking is 

required.

Who does your Signature Experience appeal to?
Currently we find the greatest interest for this program is with couples who are looking for 

that “special time together” and media who wish to capture the magic of the mountains for 

their stories about the diversity of visitor opportunities in Banff National Park.

According to the Canadian Tourism Commission, our experience appeals to Authentic 

Experiences and Cultural Explorers.

How does your Signature Experience contribute to Canada’s 
competitive landscape?
Located in Canada’s first national park, we connect travellers to the stories of the flora, 

fauna, and history that led to Banff being designated a UNESCO world heritage site.

How do you sell your Signature Experience?
All Fondue with a View programs are purchased by a special request. ©
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Insights for Others

Have you made any changes to respond to the demand for experiential travel?

None really, because we’ve been in the experiential travel business before it was labeled this way - it’s what we do. Every year we are thinking of new themes, 

developing new stories, and finding new props to take out on the trail so our guests can touch, feel, and taste the things out in nature, but in ways that protect and 

respect the landscape, plant life, and wildlife.

Any marketing challenges?

Securing good video of our experiences is a challenge. We had one Media FAM trip hosted in 2012, which led to the creation of a story on our Signature Experience 

(http://www.youtube.com/watch?v=2cxPeIAMNTE). It was great, but now we’d like to have this for more of our experiences. Finding ways to continually leverage our 

limited marketing dollars is always on our radar.

A second challenge relates to the fact that we’ve had a few receptive tour companies contact us about our Fondue product only to discover that it is not really intended 

for volume business. For niche companies like ours, it’s important to clearly identify which experiences can accommodate a large group (if any) and let this be known to 

the tour operators.
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Tell us something we don’t know.
Being a member of the CTC’s Signature Experience Collection has provided us with a 

unique marketing opportunity to capture the imagination of travellers and the travel trade 

about the types of experiences we can offer. What’s interesting however, is that our Fondue 

with a View experience has mainly functioned as an “aspirational lure” for the rest of our 

visitor experiences. The program title captures attention, the description introduces people 

to the creative ways that we deliver our interpretive hikes and snowshoes, and then they 

explore our broader range of programs and usually select more basic one, which they later 

discover is an amazing experience in its own right!

I think the SEC program is ideal for a company that is young, ambitious and wants to 

develop programs with broad market appeal. This will ensure the Collection represents the 

depth of what we have to offer in Canada from small intimate experiences to larger scale 

visitor experiences that are authentic, engaging, and celebrate something truly unique and 

special about Canada.
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Any benefits of being in the Signature Experiences Collection?

This is a very unique moment in the tourism industry that I haven’t seen before. It used to be that if you weren’t interested in working in the mass-market tourism 

game, there was very little for you to participate in. The SEC program is very different. It is profiling small to large businesses, which I think is really awesome because 

smaller companies like ours offer very authentic experiences that truly bring the place and people to life. There’s a market for our type of business and this collection is 

helping to raise awareness of this fact.

Any tips for others?
•	 Put yourselves in the mindset of someone on vacation.

•	 Have fun.

•	 Be enthusiastic in your delivery and creating ways for people to connect and learn.

Any final words of wisdom?

Even if you don’t have what would be immediately recognized as a high-adrenaline experience, there is a place for you in Canada’s tourism industry!  Although it is hard 

to convey, we know from 20 years in the business that many people are looking for a quieter and deeper experience that their expands their mind and refreshes their 

body.  

The challenge is to make what you deliver clear enough to visitors, or the travel trade, for them to understand the experience.  You mustn’t just lay it out there in fancy 

words, “you’ll have your mind expanded and your body refreshed.”  You have to show them how that will happen when they join you for the day. We’ve found that 

well-written reviews and videos are key.

Story contributed by: Nadine Fletcher, Co-owner, Operator and Guide.

Researcher: Dr. Nancy Arsenault, Tourism Cafe Canada.


