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What is “Leading
Edge”

* Aleading-edge product or service is
one that pioneers innovation,
creativity, and technology ahead of
iIndustry norms.

* It offers unique value or redefines
consumer experience.

* Leading-edge tourism involves
sustainability, cultural authenticity,
digital integration, and experiential
design (Wynn, 2022).

* These innovations can transform
regional tourism economies or
elevate visitor expectations.




Aurora Village - A
Northern Wonder

* | ocated outside Yellowknife, NWT,
this Indigenous-owned business
offers immersive Northern Lights
experiences.

e Combines traditional Dene culture

with premium tourism services.

» Offers heated teepees, cultural
storytelling, dog sledding, and
customized aurora viewing.

* A recognlzed success story in
Canada’s Indigenous tourism
sector.

* Website: https://auroravillage.com




Aurora Village (An
Innovation)

* First-of-its-kind aurora viewing
experience engrained in Indigenous
cultural storytelling.

* Integrates climate-appropriate
design with eco-conscious
infrastructure (e.g., low-light
pollution setup).

* Attracts international visitors to a
remote part of Canada during off-
peak seasons.

* Has helped redefine Northern
tourism as premium, authentic, and
ethical (Schweinsberg et al., 2021).




Unique Features and
Services Offered

* 21 heated teepees with wood
stoves and Indigenous decor for
warmth and cultural immersion.

* Aurora-viewing seats placed
strategically based on real-time
forecasts.

 Customized transportation usin
sleighs designed for comfort an
sky visibility.

* Langu ée support for tourists from
Japan, China, Germany, and more.

* Culturally rich experiences like
bannock tasting, fur handling, and
Dene drumming.




Connectionto
Trends

* Directly tied to the trend of
experiential tourism — guests
become active participants, not
just observers.

. Al ns with the rise of authentic,
Igenous-led tourism across
Canada

* Supports seasonal .
diversification—promotes tourism
outside summer months.

* Appeals to the growing desire for
environmentally sustainable travel
(Yamashita, 2025).




Aurora Village and
Sustainable Tourism

* Minimizes environmental impact
by using sleds and small group
formats.

* Limits artificial light to preserve
natural Aurora views.

* Educates guests on land
stewardship and Indigenous
connections to nature.

* Supports long-term ecological
and cultural preservation goals in
Northern Canada.
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Impact on Canada’s
Tourism Landscape

* Drives traffic to lesser-known areas
like Yellowknife, supporting local
economy and jobs.

* Demonstrates the success of
Indigenous ownership in tourism
(Morrison, 2022).

* Acts as a case study for combining
tradition with tech-enhanced travel
planning (e.g., Aurora alerts).

e Positions Canada as a leader in
responsible Arctic tourism.




Implications for Your
Career Path

* Offers a model of ethical tourism
management to apply in future
roles.

* Expands understanding of how to

incorporate cultural narratives into
guest experiences.

* Highlights the importance of
community-led tourism in policy
and program design (Higgins-
Desbiolles & Bighy, 2022).

* Opportunity to collaborate with

Indigenous partners or even
specialize in Northern tourism.




Application in the
Events Sector

* Framework adaptable to themed
events like “Aurora Nights” in
urban areas or festivals.

* Could inspire mobile teepee pop-
ups for cultural education or
heritage events.

* Promotes cross-sector
collaboration between event
planners and Indigenous tourism
operators (Wynn, 2022).

* Offersinsight into how seasonality
and spectacle can be used
creatively in event planning.




Broader Social and
Economic Value

* Strengthens reconciliation through
education, employment, and
empowerment.

* Encourages international visitors
to engage meaningfully with
Indigenous history and
worldviews.

* Promotes long-term, sustainable
economic development in remote
communities (Morrison, 2022).

* Provides areplicable model for
other Indigenous and eco-tourism
ventures across Canada.
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