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Arctic Range 
Adventure

Tell Us About Your Company
We are a Yukon-based company that provides unique winter tours and packages for 

international visitors. For over 25 years, we have used the same high standards to ensure 

that our focus is to protect the pristine wilderness that the Arctic winter offers, so the 

beauty of the region remains.

Our breathtaking tours take guests across the Arctic Circle, into First Nations communities, 

national parks, and wrap our guests in the magic of the northern lights. We bring the 

beauty of Canada’s winters to life!

What does “Experiential Travel” mean to your business?
Experiential travel is more than words, or a trend. It’s about fundamentally understanding 

what our visitors feel on an emotional level and bringing that to life, while we simultaneously 

take care of all the planning, preparations, travel and safety on a practical level.
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Leading by Example
Step into Canada’s North and discover how truly paying attention to what travellers are seeking can impact the decisions you make regarding the tours you 

offer, the staff you hire, and the markets where you can find new opportunities to succeed.

Join Felix Geithner, the Lead Guide, Operations Manager, Marketing Manager and company President of Arctic Range Adventure as he shares insights on 

their company, experiential travel and their Canadian Signature Experience.
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What makes a “Memorable Travel Experience”?
Ensuring our guests are connected emotionally so that when they return home to their own 

environment, they have positive memories that allow them to relive the experience and share 

their stories with family and friends.

Are you seeing any increase in demand for experiential travel?
Yes. Demand is moving away from standard touring programs that offer a spectrum of 

activities, towards a real desire for experiences that connect people in deeper ways to the 

communities they visit and the people they encounter. 

We believe travellers who really want to get off the beaten track and experience a 

northern, remote, once-of-a-lifetime vacation have always existed, they just didn’t know 

about companies like ours. Now, thanks to the Internet we can reach these travellers online 

and provide prospective travellers with information that gives them the confidence to know 

that we understand the types of experiences they are looking for.

What’s important to you as a company?
We feel it is important to take our client feedback very seriously and adjust our program to 

what they are seeking. Our travel trade partners increasingly understand this, and compared 

to 10 or 15 years ago they are more receptive to program changes. It used to be they 

wanted a program to be exactly the same for three years. I think they too are recognizing 

the need to be a little more responsive to changing traveller demand. Travellers are telling us 

what they want; we’d be crazy not to listen to them.

Describe your ideal guests.
That’s easy; it’s people who are seeking a “dream of a lifetime.” They are entry level 

adventurers who want to learn and experience something unique. Many save for years to 

afford to travel with us and as a result, they don’t book on a whim. Even in today’s new 

culture of short booking periods, our guests usually book these exotic excursions six months 

in advance. We do have day programs that cater to a completely different type of traveller, 

and their booking time is much shorter.

“What I love about our business is the close contact 

the guests have with our guides. They develop very 

close relationships during the tour and stay in touch. 

This year we received a copy of an 80-page book 

that one of our clients made that contains all her 

stories she wrote while travelling with us.

This is the kind of travel experience we sell, the 

connection we make. It really reinforces why we love 

what we do.”
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Tell us about your key partners.
I think the secret to our success is our passion and the connections we can stage to meet 

locals at select times in the program. Technically, anyone can drive the ice road to Tuktoyaktuk, 

but travelling on your own it would be virtually impossible to connect with the people and 

special places.

For visitors, we bring the knowledge of the places to go and the people to meet. We work 

with lots of First Nations elders in the communities we visit so our guests can get close to the 

local stories and history. We use the same storyteller to lead the tour of the community. These 

interactions truly inspire our guests and help them understand the ways of the North and the 

people who live in this very harsh climate.

What are you main sales channels?
Eighty percent of the bookings for the Ice Road to Tuktoyaktuk experience is a result of direct 

bookings from our clients. The remaining 20% comes from receptive tour operators, particularly 

in the Asian countries. We take bookings in English, German, and Japanese.

The main receptive tour operators we work with are in Asia and Europe including: JTB, J-Pac, 

Adventure World, and Discover The World. We provide retail pricing, agent commissions and 

wholesaler net rates to tour operators, receptive operators, travel wholesalers and retail travel 

agents that sell our programs.

Tell us about your marketing.
Roughly 82% of our overall business comes from Asia, 7% from Canada, 7% from Europe and 

4% from the USA. We work primarily with the travel trade to promote our programs. An emerging market we are interested in is Brazil.

Our main tactics include our website, which is translated into Japanese. We invest in search engine optimization, search engine marketing, host media and travel trade 

FAM tours, and we are active with social media on Facebook, Twitter, YouTube, Foursquare, and Trip Advisor. Our regular photo and video shoots ensure we have new 

and ongoing content that portrays what we offer.

Who does your Signature Experience appeal to?
The Ice Road to Tuktoyaktuk attracts people who are well travelled. Many have travelled extensively around the world and they are looking for a very unique, in-depth 

experience. 

We think of the people who are attracted to our tours as “second experience travellers”. This does not necessarily mean it is their second time to visit Canada, but 

rather they are a type of repeat traveller seeking remote experiences around the world and who are willing to step into a new adventure.

As new members of the Signature Experience Collection we haven’t been through the Explorer Quotient process yet, but I would anticipate our guests are likely to be 

Authentic Experiencers, Cultural Explorers, and Free Spirits.

“Experiential travel is about engaging the traveller in 

ways that enables them to get close to what they 

want to see and experience in Canada’s North.”
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Your Canadian Signature Experience
It’s a life-changing journey: an eight-day trek through the pristine Arctic wilderness. With Whitehorse-based Arctic Range Adventure, you’ll travel along 

roadways built of ice, through traditional First Nations trading routes and across the Arctic Circle, while witnessing some of Canada’s most diverse 

landscapes and immersing yourself in history and First Nations culture.

Along the way, traverse ancient wildlife corridors and snow-covered highways. Awaken your inner geologist and marvel at the exposed spines of the 

low-rolling Ogilvies, one of the oldest mountain ranges in North America. Explore the wooden boardwalks of Dawson, and learn the town’s history as home 

to the world’s greatest gold rush. Become transfixed by images of the surreal aurora borealis, and how northern winter temperatures make the scenery 

even more intense and beautiful. Get up close to migrating herds of caribou, then celebrate your crossing of the Arctic Circle with a celebratory glass of 

champagne. Make a final excursion into the Inuvialuit village of Tuktoyaktuk, accessible over land only by a winter “ice road” constructed of ice. As you’re 

invited into a local resident’s home, get a firsthand look at life in a northern community before dipping your toe into the Arctic Ocean.

Arctic Range Adventure has over 25 years of experience providing entry-level travel through the north. Trips are available from September to April. Guides 

speak English, German, Japanese, Chinese and Korean. This experience caters to groups as small as 5 and as large as 12. Full winter clothing is available 

for rental. Participants must arrange for travel to Whitehorse Airport. 
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How does your Signature Experience contribute to Canada’s 
competitive landscape?
We set the benchmark very high and plan our programs so the guests truly connect with the 

magnificent beauty of the land and the people in the far north. We attract a very adventurous type of 

traveller to Canada, one who stays for a long time and is willing to invest their time to learn about our 

destination.

Quite frankly, it is an extremely unique experience and one that you can’t get anywhere else in the 

world.

How do you sell your Signature Experience?
We principally sell through the travel trade with a focus on the Asian and European markets. We 

also promote this Signature Experience though our website, newsletters, social media activities, 

and profile the Ice Road to Tuktoyaktuk when we are at international trade shows and international 

consumer shows.

Tell us something we don’t know.
Our Signature Experience, in some form, has been in market for 10 years. Originally it was a 

two-week, round-trip program, but two years ago we reduced it to an eight-day program only 

travelling in one-direction. We begin in Whitehorse, Yukon and fly out of Inuvik in the Northwest 

Territories. 

This change made the tour more attractive to international travellers and allowed more time to learn along the way. For some guests, they like to combine it with a trip 

to the Rocky Mountains or Vancouver, which allows them time to explore other parts of Canada in the winter. Our program brings them here and the other destinations 

benefit by the traveller wanting to stay and explore other parts of Canada after they leave Tuktoyaktuk.

Insights for Others

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

Our trips have always been highly experiential in nature, so I wouldn’t say we have made a great deal of change in how we engage our guests. What has changed, 

however, is how we are reaching out to experiential travellers in new markets. For example, in the past few years we decided we wanted to seriously go after the Asian 

market. We had to work very had to find Japanese, Chinese and Korean speaking staff members who want to live in the North. It’s unbelievably difficult to do, but if we 

didn’t have these language capabilities, we couldn’t create the level of experience we want for our guests. Also we have the linguistic talent on our team to translate the 

website, respond to questions our guests have, and really get to know them.

“Our Signature Experience is not designed for 

large groups. Our minimum is five guests, our 

maximum 12. This is small group travel at its 

finest and that’s the way we want to keep it!”
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Any marketing challenges?

The competition for remote, once-in-a-lifetime winter excursions is tough, especially 

with Scandinavia close to our core markets. We work hard to ensure our programs are 

unique and worth the investment of travelling from afar.

Any benefits of being in the Signature Experiences 
Collection?

This is the first time we are able to work closely with the CTC. We just were accepted 

into the program in April 2012 and already we’re seeing interest from the travel trade. 

Asia appears to be keen on working with Signature Experiences in the Collection in this 

early stage and we’re hoping as the CTC markets the experiences more broadly we’ll 

also see some uptake from Europe.

Any tips for others?
Keep your finger on the pulse of your guests and their expectations. Don’t be afraid to change the program, but if you are working with the travel trade, work with your 

partners so they know what you are doing and why. 

For smaller, niche businesses like ours, a program like the Signature Experiences Collection may generate the greatest benefit by profiling us as a unique, “WOW” 

experience that draws attention to the unexpected and unknown aspects of Canada. We find that beneficial, and it definitely shows a different side of Canada than 

Vancouver or Niagara falls.

Any final words of wisdom?
Keep things simple, have an open mind and allow yourself to explore new things. If you want to reach new international markets you have to be able to adapt. If your gut 

intuition is telling you to try something - do it!

Story contributed by: Felix Geithner, Lead Guide, Operations Manager, Marketing Manager and President, Arctic Range Adventure.

Researcher: Dr. Nancy Arsenault, Tourism Cafe Canada.


