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Foreword

The United Counties of Leeds and Grenville (Leeds Grenville, the Counties) have impressiveHow will we do this?

tourism assetsFrom waterways to pathways, quaint Yillages and towns, lakes, forests and We will realize this potential by ensuring that tourism plays a leadershipttoteigh the
lookouts, a UNESCO Biosphere, the Rideau Canali | NA 2 Qa 2yt e | bo{/ '-D/ 'z% &%ﬁriﬁ@ﬁc&ﬂﬂ\apcgnﬂ)lgmeﬁtg‘e%&ing DMOs and municipal tourism/econom
and the 1000 Islandsthe Counties have it all development officeby bringing stakeholders together, continuously communicating the
And, while COVID has fundamentally shifted tourism, from consumer and traveller behaviowision of a unified tourism future, sharing research and trends to support aligned decisio
G2 YINJSOAYy3 FyR &alfSa OKFyySta G oursidS 2 ndakihddedeloping erosdgdnalyrdlssanditingaids, afd@laboratiggo theS e Aianso
assets and experiences in Leeds Grenville will be in demand for decades.to come unigue and innovative ways of supporting the tourism supply and marketing.

Leeds Grenville tourism assets, destinations, and experiences however, are siloed and in séimally, the tourism industry is acutely aware that the road that lies ahead is fraught with

cases fragmented, with little common thread to link tourism across the refpome of these and challenges. While there is understandable apprehension around new potential COV
assets, destinations, and experiences are mature, built for a different era and simply lack  waves, international conflict, the possibility of a looming recession, and severe labour

reinvestment and upkeep to command higher rates and longerctelyde other parts of the shortages and bottleneckstourism will face even greater challenges ahead. This provides
region are brand new to tourism and are in need of a roadmap to leverage burgeoning tourismaven stronger case for the need to create a concerted Regional Tourism Destination Stre
assets and ability to attract visitors and investors. that can help manage risks and action opportunities.

Because of these challenges and opportunities, the Counties, under the leadership of the The Regional Tourism Destination Strategy prioritizes creation of the CJontissnOffice,
Economic Development Office of Leeds Grenville, has commissioned the development of awhich, together with regional stakeholders and DMOs, will provide a homebase from whi
inaugural Regional Tourism Destination Strategy, steeped in research and public engagemettion the many complementary initiatives outlined in this strategrysuring Leeds Grenville
to determine where and how the region can address some of its shortcomings and leveragdecomes an even greater destination of choice for the future.

its opportunities to create a vision for the future of tourism and to instill a strong tourism

culture in the region to realize its full tourism potentjal potential that will galvanize

communities, and tourism experiences under a single banner and the Cevidtes

leadership.

tourism.
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List of Abbreviations

A ATV All Terrain Vehicle

A CSECanadian Signature Experiences

A DMQ Destination Management Organization or Destination Marketing Organization
A EVeElectrical Vehicle

A FAM TOUREamiliarization Tour

A FITFree Independent Travellers

A HR Human Resources

| SNAGF 3SE

AMHSTGI hydlF NA2Qa aAyAailiNrR 27

A ON Ontario

tourism.
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A QC Québec

AQRr vdzA O1 wSaLRyaS 6Fa Ay
A RFPRequest for Proposal

A RO1Return on Investment

A RTO89Regional Tourism Organization 9 (South Eastern Ontario)
A SEOSearch Engine Optimization

A SMEsSmall to-Medium Enterprises
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Executive Summary: Overview

The United Counties of Leeds and Grenville Regional Tourism Destination Strategy (the  The Strategy addresses the key challenges facing the region including fragmentation, las
Strategy) accelerates opportunities to galvanize the tourism industry around a common collaboration, identity, competitiveness and othets develop a destination that entices
regional vision and planensuring that tourism is prioritized, and that it effectively generates visitors to choose the Counties, stay longer, and spend more, while creating a sense of |
the highest possible return on investment for tourism stakeholders across the Counties.  for its residents, operators, and partners.

. ST2NBX LEEDS GRENVILLE REGIONAL TOURISM ! T U SNX ® &

Prior to development of the Regional Tourism Destination DESTINATION STRATEGY Aﬂ?r aeproval ar’md implementa,ttion °f’thf Regional T(iUfAiva“
{GNr G532z [SSRa DNByOAtt SQi jws a0 xor s eeng [ HRalAYHAAZY {UNFOS3Iex [ SSR
by: G be characterized by:

A Siloed tourism organizations FLAUCULRE L TOURISM DESTINATION STRATEGY A DMOs collaborating to improve regional tourism offering

REGIONAL TOURISM STRATEGY

A No compelling message for visitors to explore region, stay and promotion

longer, or spend more

June 2022

A Greater awareness of all that Leeds Grenville offers

A Redundancy of regional marketing efforts visitors and its communities

A Limited appreciation and value for tourism from A Visitors staying longer and spending more

A Community and industry understanding of the
importance of tourism and its prioritization

communities and local industry

A Confusion around regional tourism boundaries, identity,

offerings, and investment opportunities A A blueprint for investors, entrepreneurs, and

municipalities/DMOs to close gaps between visitor
desires and what is available in the region

A Limited revenue and career opportunities among tourism
operators in the region

tourism.
@ by design + A
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Executive Summary: The Main Challenge

¢2 6840 dzyRSNEGFYR [ SSRA DNBYSAL{ SQa T dzy iRor Yeds Grerlville Estinktiord fika Ganah@ueao BialkhlE have beedid thesbysin
I LILINR F OKX ¢S GdzZNYySR G2 . dzif SNQR& ¢2dzNRayY tobkiSm for[decatlés, ahcdsolilcoraiuiRts heFwhile kthed Kre atlbHicd Atdy& df tolir
the evolution and life stages of tourism management of destinations. developmeng OK | £ £ Sy3Sa YR 2LIIR2NIdzyAGASa oAff
Cdziif SNQA ¢2dNRAAY ! NBF [ATFTS /280t8 az2RSt A ZFOMMungigs it og this;mpdelsThis strtegy cqrsigess fhe keedg renyille foyrismydicho

tourism development based on tourist number growth and time. It outlines six specific stagea,snd eistabhshes ‘?n approach tha't cat?rs to all Leeds Grenville dest|nat|Aons, no matteAr wi
of tourism development UKSeé aAu 2y .dzif SNXRa ¢2dzNAayYy ! NBF [ATFS

rejuvenation
‘

consolidation

stagnation

development

decline

Number of tourists

involvement

exploration

¥

Time

Illustrative

tourism. Source:
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Methodology

It is critical that the Strategy be rooted in evidence that comes from triangulating multiple important approaches and initiatives based on the impact they can have on achieving
a2dzNDOSa 2F AYyTF2NXIFGA2yd ¢KAA Aa ySOSaal Nbbjedtiges, Snd theizde df implenbnkation (6@ Initiafivie Brivdtizatioy AsseysmenirF

current tourism context, and to gain buyfrom the individuals that have a stake in the Appendix € This phase resulted in the development of the first Regional Tourism Destin
outcome of the strategy. Strategy, as well as the Destination Managementestination Developmempians.
Phase Onmcluded a review of existing strategies, plans, research, and mor&pendix Phase Twéeveraged the Regional Tourism Destination Strategy, and Destination

A), as well as comprehensive engagement with tourism stakeholders across the Counties (ddanagement and Destination Development Plans to formulate a Destination Marketing &
Appendix Bor stakeholder engagement summary) to develop a thorough baseline of the ~ Communications Plan.

current tourism context, an understanding of the tourism challenges and opportunities,
vision, guiding principles, and common objectives. It then focused on prioritizing the most

FinallyPhase Threfocused on developing detailed action plans and socializing those plal
with key tourism stakeholders to ensure boyand alignment.

A Comprehensive baseline research A Audit of marketing and communications A Full implementation action plan
A Extensive stakeholder and community opportunities A Associated monitoring and evaluation plan
engagement A Summary brand audit A Series of socialization workshops with the
A I NBFHGAZ2Y 2F GKS [/ 2dzyiASaQ T MN&Bréation & thé Regtihation WM& kit adacy” Counties team and key community
Destination Strategy, including the Destination Communications Plan in alignment with the stakeholders
Management and Destination Development Regional Tourism Destination Strategy
Plans
AprikJune 2022 May-June 2022 Juneduly 2022

E@ by design + A
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How to Read This Document: A Regional Tourism Destination Strategy Framework

SUILING PRINCIFLES

[da)Y

CKS FTNIYSg2N] dzaSR (2 TFANRG &G NHzO0 dzNB
followed by the Destination Managemebigstination DevelopmenandDestination
Marketingand Communications Plans, allows for the flexibility needed to navigate-a post

[

pandemic tourism environment. It is rooted in evidence, informed by a detailed understanc
2F GKS NBIA2YyQa G2dzNAayY O2zydSEG:E Sy3lr3asy
adzNwSea oAGK [ SSRa DNByw@AffSQa SO2y2YAO
DMOs, associations, and the many other key tourism stakeholders in the community, to
structure a path forward.

The outlined strategy begins by first laying out tourism values, through the development of
guiding principles that the Counties wants to ensure remain constant as it executes its strg
direction moving forward. It is followed by an understanding of key short, medium, and lon
term challenges and opportunities, before setting the vision, along with the strategic objec
necessary to achieve that vision.

With the strategic objectives set, details of the strategy begin to emerge with a breakdown
the initiatives by pillar (i.e., Destination Management, Destination Development, and
Destination Marketing and Communications Plans) along with the key tactical actions,
timelines, responsible stakeholders, and key measures for each to ensure the successful
implementation of the Strategy over the next months and years to come.

Values that guiae tourisim stakeholders to accornplish its vision

CHALLENGES &
' OPPORTUNITIES Short and longerm barriers that need to be addressed
10

SY. U i KNE dz3 KelGe N 1R AYUSN.EA Sig-ai2 g2 INJ L akK20LI
RSOSt2LIYSyd tSI RSNAKALIE adSSNAy3a O2YYAl

OBJECTIVES Intentions Leeds Grenville sets to develop or enhance tourism

Initiatives organized in Destination Management, Destination
Development, and Destination Marketing and Communications pillars
that:

g A Can be suppidriven reflecting currently undéeveraged,
PILLARS & INITIATIVES  competitive opportunities;

tives : . .
A Can be demandriven like an undetargeted group of prospective
visitors; and

A Are prioritized based on impact and ease of implementation.

tegic

of

Includes actions, timelines, responsible stakeholders, and key measur
that:

A Support implementation of objectives and pillar initiatives;

TACTICAL A Ensures conditions for success are met and sufficient resources are
IMPLEMENTATION available to develop opportunities;
PLAN

A Oversees tourism enabling environment and infrastructure support
for product and experience development/enhancement; and

A Includes outlining market characteristics and key messaging for tho
inclined to travel to Leeds Grenville.

T3V e, + A

tourism.
by design
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Guiding Principles

DdZA RAY 3 LINAYOALX Sa NBLINBaSyYyid (GKS aKI NBR @l Wedathport buydemniudities\aBoveiall, 2rifjagihg tHer§ and athéd kéyxodrigma (i
For Leeds Grenville, they guide the sometimes difficult decisions that need to be taken, and stakeholders to understand their needs and act on their behalf, while communicating
apply them in all circumstances, regardless of changes in goals, strategies, type of work, or  value of tourism and the role they each play in it.

management. 2. We operate without borders; we are united, inclusive, and equitable with all tourism

stakeholders and assets, celebrating the uniqueness, diversity, and genuine characte
our entire region.

3. We strive to protect our onef-a-kind and natural environment to ensure its enjoyment
by current and future generations of residents and guests.

4. We welcome our guests warmly ensuring they leave feeling that they received a high
standard tourism experience than if they had chosen another destination.

5. We root our decisions in evidence and measure results of our actions, enabling us to
calculated risks, while also being accountable and responsible to all our stakeholders

tourism.
@ by design + A
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Challenges

Discovery conducted to form the Strategy delved deeply into understanding the systemic
challenges impacting tourism in the region directly from Leeds Grenville leadership and staff,
and many other public and private sector tourism stakeholglasswell as a study of the

current tourism environment globally, domestically, provincially, and locally.

While the list below does not represent all tourism challenges that Leeds Grenville faces, it
outlines the most critical ones.

Challenges are divided into two categories:
1. Those that have an immediate impact on tourism revenues in the-&hort and,

2. Longerterm, systemic challenges facing tourism in Leeds Grenville.

tourism.
@ by design + A
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Challenges (Continued)

1. Challenges that have an immediate impact on tourism recovery in thetestmort

Challenge Description Potential Impact Management/Actions

A Insufficient trained labour across almost all sectors leading If not addressed, upcoming tourism seasons may be A Engage in a broad regional tourism labour committee to

to limited staff for direct and indirect tourism businesses severely impacted, potentially leading to reduction in assess actual labour situation and develop potential
and organizations products and services and/or quality, dissatisfied visitors,  solutions to overcome identified challenges
and in turn, further operator closures A Examples to overcome labour challenges include working
1. Labour . ) R
with educational institutions for youth employment,
seniors, and newcomers to encourage training and
support, business model adjustments, and digital
transformation
A Many more unified destinations, some with deeper A Visitors are enticed to travel to other destinations causingA Leverage existing research to understand potential target
pockets within ON, Canada, and across the world, all vying them to spend less time and dollars in Leeds Grenville markets/niches along with their behaviours, motivations,
2. Immediate for a smaller amount of tourists, primarily caused by lifting and needs
competitiveness of travel restrictions due the global pandemic A Create small, actieariented campaigns targeted to
regional and provincial audiences enticing them to visit
imminently

tourism.
@ by design + A
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Challenges (Continued)

2. Longeiterm, systemic challenges facing tourism in Leeds Grenville.

Challenge Description Potential Impact Management/Actions

A Lack of regional leadership focused on tourism, creating @ Industry stakeholders across the region prioritize what's A Clearly define a business case for a leading Counties

common vision for tourism in Leeds Grenville, and important to them versus what might be best for the regional tourism office for Leeds Grenville, along with its
ensuring alignment across all tourism stakeholders region as a whole (which may also include themselves) remit, governance, structure, funding, and operational
1. Leadership A Tourism investors (both local and international) unwilling  plans
to invest and take risks in the region because there is no A Seek approval from key stakeholders and secure funding
cohesive plan A Communicate establishment of regional tourism

leadership organization along with its strategy and plans

A Tourism organizations across the region work in silos A Other more collaborative destinations, some with deeper A Identify and standardize twavay communications and
contributing to overlapping efforts, smaller opportunities pockets, replace Leeds Grenville as a place for visitors/ engagement with tourism stakeholders by sharing relevant

for more practical investment in product development and visitor spending information to enable better decisions, in line with the
2. Collaboration marketing A Overlapping efforts undertaken by tourism enablers across regional tourism vision
A Lack of opportunities to connect tourism stakeholders to region more costly and timeonsuming A Create more inclusive networking opportunities for
network and create more products and experiences for A Tourism stakeholders and visitors not benefitting from all  tourism stakeholders across the region to partner and
visitors and community members to enjoy that Leeds Grenville has to offer innovate
A Confusion with what the concept of Leeds Grenville is A Individual tourism organizations work independently to A Clearly articulate a theme for the region along with a sub
among tourism stakeholders throughout region communicate what their destination is all abqu more theme architecture to facilitate marketing the region and
. A No clear way to describe Leeds Grenville to potential costly and timeconsuming proposition communicating all that it has to offer
3. Identity Iy : ] - e i . . . .
visitors or residents A Stakeholders, let alone visitors, find it difficult to connect A Provide tourism stakeholders opportunities and the option
A No big theme, or demangenerator to drive immediate the region to a particular theme or feeling, which is of leveraging regional theme and sthiemes in their
interest to visit Leeds Grenville important for branding and enticing visitation marketing and communications
AO2YGAYc
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CHALLENGES

Challenges (Continued)

2. Longeiterm, systemic challenges facing tourism in Leeds Grenville.

s

Challenge Description Potential Impact Management/Actions

A While the Counties have many tourism offerings, lack of A Municipalities across the region focus on creating their A

crossregional products, experiences, routes, trails, own products and experiences, providing less options for
itineraries and packages to entice visitors to come, spend visitors to stay longer and spend more
more time, and more dollars A Full potential return for region not realized as visitors lackA

4. Products & experiences Undetrutilized assets not being leveraged to draw visitors  options to spend more and return

and provide them with more options to enjoy experiencesA Lack of opportunity for dispersion into other parts of the
across the region region, causing some municipalities to lose out on
revenues, due to the perception of lack of things to do

Bring tourism organizations together to identify/create
more sustainable tourism products and experience
innovation and development programs

Work with federal and provincial partners to identify and
provide funding and reduce reédpe for development of
new (including yearound) regional tourism products and
experiences

A Lack of tourism infrastructure across the region, mostly A Visitors tend not return to the region due to negative A
due to high costs for individual municipalities to address experiences with public infrastructure, or lack thereof
on their own (e.g., public washrooms, parkiglgctive A Reduces perception of quality of experience across the A

5. Infrastructure & visitor/ vehicle cha_rgmg stations, etc.) _ N ' region _potentlally !eadlng to nt_ag_atlve wemﬁmouth _
. i Lack of digital infrastructure such askVand connectivity A Exclusion of certain types of visitors due to specific tour
community amenities . : .

Underutilized infrastructure that may be put to use to infrastructure needs
support visitor and resident experience A

tourism.
@ by design + A

Bring tourism organizations and community members
together to identify areas for infrastructure development
Work with federal and provincial partners to identify and
provide funding and reduce redpe for development of
new (including yearound) regional tourism products and
experiences

Regularly communicate infrastructure updates to reside
to make them aware of the value tourism brings, beyond
tourism receipts
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Opportunities

Stakeholder engagement and a review of key tourism trends revealed opportunities that
Leeds Grenville can leverage to achieve possible outcomes over the next five years.

While the list below does not represent all tourism opportunities that are available to the
[ 2dzy UAS&AT AG 2dzif AySa 2LILR2NIdzyAride GKSYSa

Opportunity themes can be grouped in two categories:
1. Immediate and shotterm opportunity themes; and,

2. Medium and longerm opportunity themes.

tourism.
@ by design + A



OPPORTUNITIES

Opportunities (Continued)

1. Immediate and shoterm opportunity themes

Opportunity Description

A Clearly articulate remit, governance, structure, funding A
source, and operational plans of the Strategy ensuring no
overlap/additional layers with other tourism enabling A
organizations (i.e., DMOs/municipalities)

A Gain Council approval for business plan to create a
regional tourism entity and secure source(s) of funding

1. Establishment of role as
regional tourism leader

Potential Impact

Direction provided to tourism stakeholders so they can A
align their vision and actions A
Tourism stakeholders in the region spend dollars more
effectively knowing there is a Counties tourism office that
will support specific, neaverlapping priorities

s

Management /Actions

Finalize, review, and approve the Strategy
Seek funding to support approved Strategy initiatives

A Allay hesitancy of municipal tourism players on the value &
Counties tourism office can bring to support driving their
agendas as well A

A Address potential negative resident sentiment towards
tourism by communicating areas that tourism improves
quality of life

2. Communicating value of
regional tourism with
key stakeholders

Added energy and momentum from tourism stakeholdersA
to focus on developing/enhancing their tourism sector
Residents understand importance of and need to provide
support, particularly funding, to tourism A

Complete stakeholder analysis to identify all tourism
stakeholders and understand their needs to develop
messaging and communication vehicles to reach them
Starting with communities most amenable to tourism,
begin communicating importance of tourism to supporting
local economies and quality of life

A Create packages, itineraries, and routes for things to do A
across Leeds Grenville to make it easier for visitors to
choose the region and stay longer to explore more

3. Packaging products and offerings

experiences

More visitors choose Leeds Grenville because they are A
easily able to find the experiences they are seeking, and it

is easy for them to envision what different itinerary A
options may look like
Tourism dispersion and generation of wealth for A

communities and tourism stakeholders

Review and analyze inventory of existing Leeds Grenville
products and experiences

Consider identifying and developing packages, itineraries,
and experiences based on existing offerings
Communicate identified packages, itineraries, and
experiences through website, social media, and other
channels

A Promote Leeds Grenville and the wealth of experiences itA
offers to people in the region; potential to entice visitors
Ottawa to also experience Leeds Grenville
Focus on global trends and traveller desires that Leeds A
Grenville matches with (e.g., rural, agrrism, culinary,
culture, open spaces, waterfront, etc.)

4. Small, shotfterm media
campaigns to promote
Leeds Grenville

tourism.
@ by design + A

Development of marketing campaigns to reach a high A
volume of potential visitors for 2022 and 2022/2023
winter/shoulder season

Generation of visitor revenues and tourism wealth for A
communities and tourism stakeholders

Develop highiargeted marketing campaigns to create
interest and immediate travel decisions, along with initial
marketing assets (e.g., images, videos, etc.)

Ensure marketing plans remain nimble to anticipate
tourism limitations caused by potential external factors
such as new COVID variants, border restrictions, etc.
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OPPORTUNITIES

Opportunities (Continued)

2. Medium and longerm opportunity themes

Opportunity

1. Shifting mindset of
tourism stakeholders
across region

Description

A

Longerterm, begin converting mindset of local tourism
stakeholders, communities, and residents to prioritize
tourism/regional tourism A

A

Potential Impact

support wealth generation for its communities

Visitors have a more seamless experience, stay longer,
spend more, and want to return

Tourism prioritized as an industry, bringing awareness to
value it offers, as well as investment dollars

s

Management /Actions

A Leeds Grenville more efficiently leveraging resources to A Continue to communicate/educate Leeds Grenville

business and residents on the benefits of tourism across
the region, including the visitor dollars it generates and
improved quality of life it brings its communities

2. Establishing and buildin

buy-in on clear brand
identity for Leeds
Grenville

A

A

Tourism stakeholders and residents can clearly define A
Leeds Grenville
Visitors have a clear view of what to expect when visiting A
Leeds Grenville

A

Tourism stakeholders can clearly understand how to fit A
into the overall Leeds Grenville theme A
Tourism stakeholders can more clearly articulate the
benefits of visiting the region

Visitors and investors have clearer understanding of Leeds

Grenville as a destination

Action marketing and communications letegm plan
Continuously communicate Leeds Grenville brand theme
and identity

3. Focusing on regional
elite experiences

Create uniquely Leeds Grenville packages and itinerarie A
experiences to make it more enticing for visitation,
spending more time and money A

A

Elite experiences encourage higherel of servicesand A
generation of experiences for highgeld visitors

Support seasonal dispersion improving overall quality of A
Leeds Grenville offerings

Generation of tourism wealth for communities and A
tourism stakeholders

Create inventory of uniquely Leeds Grenville tourism
products and experiences across the region

Consider identifying and developing elite packages and
itineraries

Leverage technology to facilitate accessing and booking
opportunities for visitors

4. Identifying and
supporting visitor/
community amenities

tourism.
@ by design + A

There are a number of infrastructure initiatives that can bé
developed to support regional tourism sustainabfyom
public washrooms, boating docks, electric vehicles
charging stations, additional public parking areas,
incentives to support more roofed accommodations, etc.

More options and seamless experiences for visitors mal A
easier for them to access the region, stay longer, visit 1r
often, and contribute to Leeds Grenville wealth generation

A

Identify list of infrastructure projects across the region,
and create prioritization assessment to determine those
most likely to have greatest returns financially, for the
community, and for the environment

Work with partners/investors to advocate for, and
implement infrastructure projects
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Vision & Mission
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Counties that is meant to inspire visitors, staff, and partners while providing guidance on hOW desired yearound destination that entices visitors and residents with an array of unique

to get there successtully. diverse, higkguality, and celebrated traveller experiences.

It represents the hope for the kind of tourism that Leeds Grenville wants as it aims to MISSION

accomplish its tourism objectives tourism future developed by design.

Nurturing a regional tourism culture that clearly, inclusively, and collaboratively balances
needs of our visitors, tourism partners, communities, and environment.

tourism.
@ by design + A
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renville

Obijectives

To achieve its vision, Leeds Grenville needs to consider the entire tourism ecosystem. It neddselopment and job growth. It understands that decisions made on behalf of the tourisr
to satisfy economic development objectives by first and foremost supporting tourism industry also impact the communities in which tourism happens, as well as its surroundi
stakeholders hardest hit by the pandemic over the last two years to accelerate wealth physical environment.

ECONOMIC SOCIAL ENVIRONMENTAL

1. REGIONAL TOURISM LEADERSHIP 4. INCLUSIVITY 7. ENVIRONMENTAL IMPACT

Establish leadership to align tourism stakeholders and Integrate voices of all types of communities, residents, a Infuse environmental considerations more

communities to develop and implement a holistic vision Indigenous peoples as part of the tourism conversation. comprehensively in key tourism programs, building

tourism in the region. awareness of tourism stakeholders as well as visitors o
their responsibility towards environment.

2. MORE REVENUE & PROFIT 5. VALUE OF TOURISM
Instill sense of collaboration to support revenue and pro Clearly articulate the value of Leeds Grenville tourism to

growth through product development and visitor O2YYdzyAllASa YR NBRaARSyila
awareness and understanding of tourism offering. perception.

3. ATTRACT & RETAIN INVESTORS 6. COMMUNITY/RESIDENT BENEFITS

Inform investors (large and small) about the plan, and Improve awareness of amenities that are provided becal
prioritization and potential of tourism in the region. of tourism and understanding that public investment in
Investors will develop products, experiences, and touris tourism will continue to support the community.

assets that reflect plans for best potential ROI.

tourism.
E@ by design + A




Pillars & Initiatives

[ SSRa DNBYy @At SQa
1. Destination Management;
2. Destination Development; and

wSIA2Y I ¢

3. Destination Marketing and Communications.

DESTINATION MANAGEMENT

. Establish the Countid®urismOffice

2. Create regional tourism leadership committee to
oversee Regional Tourism Destination Strategy
implementation

3. Improve regional tourism destination stakeholder
collaboration and partnership

4. Collect and share market and resident sentimentuick
research Win

5. Improve regional tourism stakeholder
communications

6. Develop and communicate tourism investment
attraction plan

tourism.
E@ by design + A

¢2dzNR AY 5 Sa&i A Ehch pillarygontgins WhuinBeddd initlatives shatR de® GreRiledslybuldiuyidierake iDL
next 5 years to achieve its vision. Tactical actions, timelines, responsible stakeholders, a

s

measurable outcomes for each initiative are outlined in the following sectionApferdix
Dfor detailed actions at a glance.

DESTINATION DEVELOPMENT

. Address immediate labour bottlenecks

8. Improve and share tourism product and
experience inventory with key tourism
stakeholders

9. Create desired packages, itineraries, and routes

10.Develop uniquely Leeds Grenville elite packages,
itineraries, and Canadian Signature Experiences

11.1dentify and support enhancement and
development of regional tourism infrastructure

12.Improve wayfinding opportunities (physical and Quick
digital) Win

Quick
Win

DESTINATION MARKETING & COMMUNICATIONS

13.Build a Leeds Grenville tourism marketing
collective, including brand development

14.Develop digital tourism channels to serve the
region

15.Build a regional tourism content marketing
program

16.Focus on local engagement

17.Prioritize near domestic markets (ON and QC)

18.Reconsider U.S. and international opportunities

19. Establish online distribution and sales support

20. Support a multchannel visitor services program
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Initiative 1: Establish the Counties Tourism Office

Rationale/Description Timeframe/Trigger

The Regional Tourism Destination Strategy lays out the business case for establishing theTQmusTiefice for Leeds Immediate (66 months)

Grenville that prioritizes tourism as a key sector for the Counties and whose remit it is to facilitate implementation of the Upon approvaLof 2023 budget A

[ 2dzy 0 AS&aQ {GN)YGS3Ies Ay O22NRAYIFGAZ2Y gA0GK 20t 5aha A Q) A 3
leadership committee (sdaitiative 2.
This initiative focuses on gaining approval of the Strategy from Counties Council, presenting its scope focusing on regiona
tourism needs and opportunities as laid out in the Strategy, implementation plans, and initial resource requirements (fundin (g‘ountles Council (dead)
and HR) based on implementation timelines. It is recommended that initial funding sources come from Counties Council af§€ds Grenville Economic Development
that the CountieSourismOffice should explore additional funding sources (e.g., DMO membership fees), in due time, likely ifffice (celead)

conjunction with the next iteration of the Regional Tourism Destination Strategy. Leeds Grenville regional tourism leadership
LG A& GKS NBO2YYSyRIGAZY 27F G KS TolrismiX¥fide Sedad bylaKldditated rédionaNB 3 A Goymutiee ghgiri(cdeaddzNg t  / 2 dzy G A ¢
tourism manager, reporting to the Leeds Grenville Economic Development Office, and initially supported by one product Leeds Grenville DMOs/municipalities
development and one destination marketing specialist, to be ramped up over time based on the outlined Regional Tourism(support)

Destination Strategy action plalppendix Pprovides a nortomprehensive description of the roles of the Regional Tourism

Office versus local municipalities/DMOs.

)31

Seek approval for the Regional Tourism Destination Strategy from Counties Council, securing funding to establish the Couptliggoval of Regional Tourism Destination

TourismOffice, and to support implementation of initiative laid out in the Regional Tourism Destination Strategy. Strategy
Officially establish the Counti@surismOffice embedded under the Leeds Grenville Economic Development Office. Establishment of the inaugural Counties
Consider dissolving Rideau Heritage Route Tourism Association since the Cournsie©ffice will takeover responsibilities. TourismOffice

Draft and approve job descriptions for the dedicated regional tourism manager and their support team.
Post job descriptions and hire dedicated regional tourism manager and support team.

tourism.
by design + A
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Initiative 2: Create Regional Tourism Leadership Committee to Oversee Regional Tourism Destination Strate
Implementation

Rationale/Description Timeframe/Trigger

The Regional Tourism Destination Strategy requires owners who are willing and able to be accountable anq responsible fofrmimediate (66 months)
AYLX SYSyidldAzy® LRSHffes GKSAS 26y SNE KF @S 'y SEAA&GAY Iyghidpdroval df ¥023bfdget NB I A 2 y Q4

influence to ensure proposed initiatives are implemented effectively.

Initiative 2focuses on creation of a regional tourism leadership committee, composed of individuals primarily from Withi
throug_hOl_Jt the Co_u_nti_es who can guid_e the dire_ction of tourisrr_1 for the regior_l, through th_e regiona_l tourism leadership Leeds Grenville Economic Development
organization (setnitiative 1), and who will take ultimate ownership of Strategy implementation oversight. Office (celead)

The regiopal tgurism Ieadersh[p committee will meet regu!arly to,prov'ide strategic direction @ngl [ecommendgtions _toA . Leeds Grenyille regional tourism leadership
/| 2dzy UASa [/ 2dzy OAf 2y AYLRZNIUFIYyU 02dz2NAaY YIIUUSNERX 02 0S Réﬁrﬁiﬁfe@dﬂairl(c@eadyl' NI 2F UKS
A key initial action of the inaugural regional tourism leadership committee is to define terms of reference, key roldeyterms p,plic and private sector organizations

tasks and processes for conducting those tgsksluding updating the plan based on the current situation and/or as future  supporting implementation of the Regional

opportunities arise and overseeing the renewal of the Strategy evepears. Tourism Destination Strategy (support)
Identify tourism stakeholders who would be willing and able to be part of the regional tourism leadership committee. Recommendations to Counties Council
Establish regional tourism leadership committee governance policies, key roles and identifying/assigning individuals to fill based on regional tourism leadership
those roles. committee guidance

Work with the CountieSourismOfficeto develop detailed project plans for initiatives identified in the Strategy. Effective implementation of Regional
Meet regularly to get updates from initiative leads, address risks, and leverage learnings and opportunities. Tourism Destination Strategy to meet

defined outcomes

tourism.
@ by design + A
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Initiative 3: Improve Regional Tourism Stakeholder Collaboration and Partnerships

Rationale/Description Timeframe/Trigger

Regional tourism stakeholders, both direct and indirect, across the Counties cited a lack of collaboration acrossabe region Shortterm (6-12 months)
2yS 2F UKS LINAYINE NBlIazya leatdg ol Bek ba Bomgh @arism isbor2f@ Re 0 2 dzphliothy” A Y Rdza U NB

region, redundant, inefficient, and ineffective utilization of municipal resources, and confusion as to the Leeds Grenvill
tourism offering for visitors.

Thissuggests working with local DMOs and municipalities to develop multiple opportunities for tourism stakeholders from - quntiesTourismOffice (colead)
across the region (and beyond) to connect and network to form/enhance relationships and partnerships to support local an
regional product development and promotional synergies.

Improving opportunities for regional collaboration is an important way that the ColintiesmOffice can demonstrate
immediate value to Leeds Grenville tourism stakeholders.

This initiative should also consider opportunities to formalize partnerships with internal and external DMOs, municipalities,
and associations (e.g., Brockville, Gananoque, Kemptville, DMOs, local municipalities focused on tourism, Smiths Falls, RTO9,
Ottawa Tourism, and others), as well as indirect organizations such as local universities, colleges, and secondary schools to
alleviate immediate labour bottlenecks (dniiative 7.

I(_jeeds Grenville DMOs/municipalities-(co
lead)

Tourism associations (support)

)31

Work with tourism industry leaders to create a list of collaboration and partnership opportunities, including regional Understanding of available collaboration and
networking events and brochure swap. partnership opportunities

Create and execute a collaboration and partnership plan and communicate opportunities with relevant tourism stakeholdergetailed collaboration and partnerships plan
including hosting of regular meetings with DMOs/municipalities. Increased regional collaborations and

partnerships

Increased Leeds Grenville products and
experiences

Increased awareness and tourism revenues

—. I
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Initiative 4: Collect and Share Market and Resident Sentiment Research

Rationale/Description Timeframe/Trigger

COVIEL9 has had an immense impact on the tourism industry. From consumer behaviours to how destinations communica8hortterm (6-12 months)
with potential visitors, and so much more. These changes need to be continuously understood to make the best decisions gﬁgoing
destinations and tourism stakeholders. This includes:

- Trends research to clarify expected shifts in global, domestic, and local tourism

- Competitive research to position Leeds Grenville as a regianyigisimilar destinations and other threats CountieslourismOffice (co-lead)
- Consumer research in primary andamd-coming target markets (e.g., ON, QC, the U.S., and other potential markets), to | eeds Grenville DMOs/municipalities-(co
understand travel consumer needs, behaviours, and-fmathsit. lead)

Research needs to be sophisticated enough to support tourism operators and businesses in understanding nuances, yet Tourism associations (support)
practical enough to inform decisions based on the insights provided. Research may be conducted at a point in time (e.g.,
market segment research) while also providing continuous updates to the industry in a standard format.

Conducting and sharing research openly represents a crucial way that the CoauntigsOffice can demonstrate immediate

value.

Collect, analyze, and share global, domestic, and local tourism trends research. Detailed and insightful research on tourism
Collect, analyze, and share competitor research. and competitive trends

Collect, analyze, and share primary target market research conducted through surveys and digital listening. 5SGFAf SR NBaSIkNDK 2y
Explore ways to share data and insights and the implications with stakeholders, including DMOs, operators, local economidnarkets and segments

development offices, and others through online solutions. Dissemination of research to stakeholders

More informed operator decisiemaking
leading to additional tourism revenues

(T30 + A . s
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Initiative 5: Improve Regional Tourism Stakeholder Communications

Rationale/Description Timeframe/Trigger

Tourism stakeholders, both direct and indirect, from across the Counties, expressed a need for improved communications &hortterm (6-12 months)

regional tourism efforts. ongoing
Initiative 5focuses on undertaking a comprehensive regional tourism stakeholder analysis to understand key stakehold

needs, and key messaging required to communicate tourism matters and ensuring that all regional tourism stakeholde_
equally privy to information that will support their operations in alignment with regional tourism ambitions. CountiesTourismOffice (lead)

This initiative entails sharing of information, for example the existence of the Regional Tourism Destination Strategy and th| ceds Grenville DMOs/municipalities
status of implementation of its initiatives, as well as the continuous collection of feedback from regional tourism stakehold (support)

to ensure their needs are being met.

Additionally, this initiative includes development of a Leeds Grenville comfagised communications plan, including

feedback loops, to ensure residents understand the value that tourism brings to the region beyond just revenue, but also in

the form of amenities and infrastructure to improve local quality of life.

Conduct indepth regional tourism stakeholder analysis detailing stakeholder type, needs, and messaging requirements.  Clear understanding of all regional tourism

Create and execute a regional tourism stakeholder and resident communication plan based on stakeholder analysis and theiakeholder communications needs

needs. Detailed regional tourism stakeholder
communication plan and implementation
Regional tourism stakeholders satisfied with
communications content and cadence to
support improved decisiemaking

(T30 + A .
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Initiative 6: Develop and Communicate Tourism Investment Attraction Plan

Rationale/Description Timeframe/Trigger

There is no shortage of tourism opportunities, entrepreneusallyded driven individuals, and funding available to support Mediumterm (1224 months)

development and enhancement of tourism products and experiences across Leeds Grenville. ongoing

The challenge is creating an inclusive environment that enables the connection of opportunities, entrepreneurs, and ingQ@ia

to innovate and begin building products and experiences for Leeds Grenville communities and visitors to enjoy.
The Counties Economic Development dodrismOfficesshould consider developing a stronger tourism investment Leeds Grenville Economic Development
environment by identifying barriers to attractitgurism investmenand developing a strategy to attract investors and Office (celead)

connecting them with opportunities. CountieslourismOffice (colead)

Additionally, the CountieBourismOffice, in close coordination with innovation and entrepreneurship centers across the Regional Entrepreneurship Centres (support)
region, needs to foster a new and innovative mindset for tourism, by creating an environment that allowsalkingsk Leeds Grenville DMOs/municipalities

among tourism stakeholders. (support)

RTO9 (support)
Ministry of Heritage, Sport, Tourism and
Culture Industries (support)

)31

Create an investor attraction brief to entice potential investors to fund Leeds Grenville tourism opportunities. Development of an investor attraction brief
Explore opportunities to foster more innovation and entrepreneurship across the region in partnership with regional Increased number of tourism businesses

innovation and entrepreneurial centers. Increased investment in tourism businesses
Work with existing regional entrepreneurship and innovation centres to identify entrepreneurs, matching them with potentiaj,creased tourism revenues
highyield tourism opportunities, and connecting them directly with investors and/or through investment pitch events.

tourism.
by design + A
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Initiative 7: Address Immediate Labour Bottlenecks

Rationale/Description Timeframe/Trigger

An identified bottleneck posing an immediate risk to recovering tourism revenues is the topic o€ laldmitleneck that Shortterm (612 months)
nearly every destination in Canada, and around the world is facing.

For Leeds Grenville, this bottleneck consists of a lack of trained labour to support operator operations, potentially lead

continued closures and reduction in quality offerings, especially for the upcoming tourism seasons.

Bottlenecks are cumbersome for any one organization to manage. While we do not recommend that the Tauisies CountieslourismOffice (co-lead)

Office spearhead a committee to better understand and resolve this bottleneck, it should seek to initiate collaboration througlkeeds Grenville Economic Development

a crosssectorial committee to address the topic as quickly as possible in order to avoid potential loss of tourism revenues iOffice (celead)

2022 and beyond. Regional Tourism Organization 9-lgad)

The CountieFourismOffice should ensure that it has a seat at the table created to address the labour bottleneck to advocatd-ederal Government (dead)

for the support that may be required by the tourism industry. This may include supporting topics like benefits and/or Leeds Grenville DMOs/municipalities

retirement plans for people in tourism and making it more attractive for younger tourism workers to be part of the tourism (support)

industry as well as opportunities to explore and leverage new tourism business models and digital solutions. Tourism HR organizations (support)
Local employment agenciés-lead)

Identify existing committees focused on addressing labour bottlenecks and explore ways to increase collaboration and plarSetailed tourism labour strategy and plan to
for implementation of possible management strategies. address immediate labour bottleneck

Communicate with key tourism stakeholders, role taken on labour committee, and strategies being undertaken to support Increased tourism labour participation in

labour bottlenecks, along with regular status of outcomes so that tourism stakeholders are aware of related initiatives to 2022 and beyond

leverage for their own businesses. Increased number of tourism businesses

adopting digital/technology models

(T30 + A . 20
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Initiative 8: Improve and Share Tourism Product and Experience Inventory with Key Tourism Stakeholders

Rationale/Description Timeframe/Trigger

The pandemic has caused many businesses to shutter or change the way they serve patrons over the last two years. Shortterm (6-12 months)
The CountieSourismOffice should work with regional DMOs to update and maintain the ongoing inventory of businesses in Ongoing

the region, identifying potential undetilized assets, gaps, and opportunities for tourism business, product, and experiengg

The Countie3ourismOffice and tourism leaders across the region should focus on identifying potential for regional tourism  CountieslourismOffice (lead)
products and experiences, regional routes and trailgedk tourism products and experiences, and regional tourism
infrastructure needs, to ultimately support development of regional tourism packages, itineraries, and rouretatbe=9,
10, and 1}, and in alignment with identified visitor needs collected during researcin{tiative 4.

Additionally, this initiative should support identification of tourism businesses that would Bemafiandshould consider
ways of adapting to digital technology models, as appropriate.

Leeds Grenville Economic Development
Office (support)

Leeds Grenville DMOs/municipalities
(support)

)31

Conduct and maintain a regionaibcused inventory and gap analysis of tourism products and experiences. Detailed tourism inventory and analysis

Identify, communicate, and collaborate with potential tourism businesses that would benefit from, and should consider wayfmproved awareness by tourism stakeholders
of adapting to digital technology models, as appropriate. of tourism operations in the region

Explore ways to share data with stakeholders through online solutions. Increased number of tourism businesses
adopting digital technology models

tourism.
by design + A
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Initiative 9: Create Desired Packages, Itineraries, and Routes

Rationale/Description Timeframe/Trigger

Regionally, there is a lack of products and experiences that are packaged to enable potential visitors to easily fayd what th Shortterm (6-12 months)
are looking for and support promotions across their path to purchase. Ongoing

There is an opportunity for the CountiBsurism Officeo fill this void, based on information collectednitiative § and
market research collected Initiative 4 to create a host of package, itinerary, and route options, focusing on 1, 2, 3dand
trips for various market segments. While early research indicates an opportunity to focus on developing options centered 0@, ntiesTourismOffice (lead)

the following topics, other topics such as dgurism, industrial tourism, cruise, and film tourism should be explored as
resources become available, or as the tourism context evolveAgpeadix For additional descriptions and examples):

Leeds Grenville DMOs/municipalities

- Flavour Tralil - River Route (support
- Scenic Drives - Hiking/Walking/Garden Trails
- Village Charms - Waterways & Parks

Together with tourism organizations across the region, the Codmigsm Officshould initially aim to create diverse,
inclusive, sustainable, and highly sougttér packages, itineraries, and routes. Additional focus may be placed on Indigenous
and environmentallyriendly experiences.

Work with product development specialist (internal or external) to focus on creating initial unique, yetnesdlygburism Increased number of packages, itineraries,
packages, itineraries, and routes. and routes

Outline a detailed product development plan focused on creating a minimum of three regional packages, itineraries, and Increased awareness and tourism revenues
routes for first year, evaluating them, and building additional options every year or season thereafter. Ensure to tinlgl repo generated from visitation through packages,
structure for operators to share results and feedback. itineraries, and routes

Market and communicate package, itinerary, and route options targeting identified markdtsitjatiees 16, 17, and 18

Work with various partners (sésmitiative 3, such as travel trade partners and online tour operators, to promote tourism
packages, itineraries, and routes.

tourism.
@ by design + A
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Initiative 10: Develop Uniquely Leeds Grenville Elite Packages, Itineraries, and Canadian Signhature Experie

Rationale/Description Timeframe/Trigger

Beyond support in creation of regional packages, itineraries, and routdsifisgives 9 and 10 over time, the Counties Mediumterm (1224 months)
TourismOffice should also consider creation of more elite, hyggld, Leeds Grenville experiences that are unique to the Ongoing

/| 2dzy 0ASa FyR YI@& 0S LRaAlGA2ySR (2 0SS AyOf dzRS®erienzes thit N&G AR
visitors (and community members) would be unable to experience anywhere else in the world.

Leeds Grenville regional tourism has an opportunity to leverage existing work and research to create or enhance additionap 5\ nties Tourisréffice (lead)

hightyield CSEs (sémitiative §, that consider shifting visitor values, demographics, and psychographibrst{atree 4. This Leeds Grenville DMOs/municipalities

enables the region to promote outstanding new products and experiences to visitors specifically seeking egiekigher (support)

experiences, generating additional tourism revenues.

While the previous initiative aims to package markatly experiences, uniquely Leeds Grenville packages and itineraries

should aim to develop packages and itineraries that are strategically aligned with identified priorities such as shtarlder/win

packages and itineraries, as well as packages and itineraries that would entice QC, U.S., and international markets. See

additional examples iAppendix F

Work with product development specialist (internal or external) with package and itinerary development experience to Increased number of elite experiences that
explore, create, and communicate uniquely Leeds Grenville elite experiences and CSEs. are unique to Leeds Grenville

Outline a detailed product development plan for elite experiences and CSEs focused on creating building a minimum of thnegreased number of CSEs in Leeds Grenville
regional packages and itineraries by year 3. Increased awareness and tourism revenues
Market and communicate package and itinerary options targeting identified marketniftives 16, 17, and 1.8 generated from Leeds Grenville elite

)31

Work with various partners (sésmitiative 3, such as travel trade partners and online tour operators, to promote elite and CSE experiences and CSEs
tourism packages and itineraries.

tourism.
by design + A



s

Initiative 11: Identify and Support Enhancement and Development of Regional Tourism Infrastructure

Rationale/Description Timeframe/Trigger

Tourism stakeholders from across the region cited the lack of tourism infrastructure to support visitation such as public Longterm (24+ months)

transportation, boat docks and ramps, washrooms, parkingriVElectric vehicle charging stations, among otQeyamarily

because it is too costly for individual municipalities to address on their own.

Additionally, there is a tremendous amount of urdsélized infrastructure that can be better leveraged to ensure higher R
for the communities in which they exist, while also enhancing the visitor experience. Leeds Grenville DMOs/municipalities-(co
This initiative focuses on collecting data on existing and upcoming tourism infrastructure throughout the region, mapping itJead)

and identifying areas where there may be potential gaps in infrastructure. Leeds Grenville Economic Development
A particularly important area of focus for regional tourism infrastructure investment is around transportation to enable thos Office (celead)

without vehicles to get around the Counties, including marine areas and infrastructure to suppeonAiozevater Counties Tourisrffice (support)
experiences and activities (e.g., kayaking, sailing, paddleboarding, etc.), and water access (e.g., launches, doalks).and mari

This initiative may be conducted in tandem with the one outlindxitiative 8

)31

Working with local DMOs and municipalities, identify list of infrastructure projects across the region to create mmoritizati Increased tourism infrastructure across
assessment and determine the ones most likely to have greater ROI (financially, socially, and for the environment). Leeds Grenville

Work with partners to support development of the business case for identified infrastructure investments (potentially in Increased satisfaction with visitor experience
alignment withinitiative 7, and advocate for, and implement infrastructure projects. Increased revenues from longer stays

tourism.
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Initiative 12: Improve Wayfinding Opportunities

Rationale/Description Timeframe/Trigger

Engagement and analysis leading up to the development of the Regional Tourism Destination Strategy identified supportinglediumterm (1224 months)
wayfinding initiatives as an immediate, higipact initiative of the Strategy while also being relatively easy to implement.

Wayfinding consists of building awareness of tourslated offerings such as food and beverage, attractions, and other

points of interest, while also informing visitors of places they can rest, find washrooms, connect to the internet,hnrgae

their electric vehicles. A o 3 A A 3 Leeds Grenville DMOs/municipalities-(co

LYy uUu2RIFIeQa 3S 2F 0SOKy2t23e glreFTAYRAY3I I2S5Sa 0Se2fpR 2dzedy) KIFI Ay LIKeaAOlt aa:
the drive market). The use of technological solutions is imperative to ensuring visitors, as well as community members, can aeds Grenville Economic Development

connect and improve their awareness of opportunities in the area. Office (celead)

This initiative focuses on identifying ways to improvefivayng opportunities throughout the region in a higiandard (i.e., CountiesTourismOffice (colead)
design and quality), equitable, and inclusive way.

Working with local DMOS, identify a list of wayfinding opportunities across the region and create prioritization assgessment fncreased tourism infrastructure across
determine those most likely to have greater returns both financially and for the community. Leeds Grenville

Work with partners to support development of the business case for identified wayfinding work. Increased satisfaction with visitor experience
Increased revenues from longer stays

tourism.
@ by design + A
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Initiative 13: Build a Leeds Grenville Tourism Marketing Collective that Includes Brand Development

Rationale/Description Timeframe/Trigger

Some tourism stakeholders are supportive of the Counties role in tourism management, development and rgarkaing Immediate (12 months)

are not.

The success of the marketing effort is reliant on building trust and cooperation among stakeholder groups to ensure th

see themselves in the marketing, that they feel the marketing is strengthening their own efforts, and that it is bringing _
communities together for common good. Counties Tourism Offi¢eo-lead)

A collective of destinations, operators, and organizations will help to improve tourism performance and encourage the view| Qfa s Grenville DMOs/municipalities
regional tourism as an opportunity to grow number of visits, length of stay, spending, and dispersion throughout the region(support)

alk Nl SUAYy3 & 3N dzZLX oberyise Kverithidg e@ahS thesénieS y SSRE SQ Tourism marketing committee (¢ead)
Brand development is needed to build tourism culture and commgmtgrnal audience is the focus for initial brand efforts Public and private sector organizations
(seeAppendix G (support)

Set up a tourism marketing collective (or committee) for ongoing input, guidance and direction. Effective implementation of the tourism

Meet regularly to get updates from various participants, address challenges, and leverage learnings. marketing and communications plan

Adopt and execute brand recommendations. Effective implementation of the brand
recommendations

tourism.
@ by design + A
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Initiative 14: Develop Digital Tourism Channels to Serve the Region

Rationale/Description Timeframe/Trigger

A dedicated tourism website will better serve potential visitors and lqedts enhanced search optimization, faster page Immediate (612 months)

speed, and dynamic content (see media approad&ppendix Hhnd audience profileAppendix) Ongoing

The website becomes the hub of digital contedestination websites are a key source for awareness and inspiration.

Operator listings are a thing of the pgsirive consumers directly to operator websites as quickly as possible.
Social channels are the number one source for travel informatio@ channels and content formats continue to evgbese CountieslourismOffice (lead)

media approach iAppendix hi Leeds Grenville DMOs/municipalities

A plan must be put in place to establish chanqétacebook, Instagram, YouTube are priority for year one with Tik Tok and  (support)
Pinterest presenting future opportunities.

Introduce a consumer newsletter that mirrors the economic development version (several comments noted it was highly
regarded and wellead). This will also serve to engage residents (see media appmpehdix B

Channels need to be updated frequently.

Secure/identify funding for website build and build RFP/scope of work for new website. Number of impressions delivered
Secure/identify funding for development of a content strategy and ongoing execution. Number of follows/shares/clicks to operators
Establish sustained annual budget for asset development including photography and video content. Leads sent to operators through digital
Determine roles/responsibilities for web and social content management. channels

Consumer newsletter sigups and open rate

Search engine rankings and growth in
organic search

(T30 + A I s
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Initiative 15: Build a Regional Tourism Content Marketing Program

Rationale/Description Timeframe/Trigger

G¢2RFeQa FdZRASYyOSa ¢l yid 2 KSFENI GKS RSLIK 27F @20 &0 2 NEnméditR (61dzsnddthdyB G I YR g K& &

WalpertLevy, Managing Director, Google. Ongoing

- A content marketing program will help cultivate engagement from residents and local businesses.

- Content can be deployed across multiple channels in multiple formats and be repurposed for various audiences.
- Tracking search volumes and keywords helps shape content direction and godng consumers what they seek. Counties Tourisr@ffice (co-lead)

- Content marketing allows shining light on local experiences, businesses and residiethts beaten track, support small Tourism Marketing Committee (¢@ad)

business, generate a sense of community. Contributors can be selected based on interest, following, trust and influence.
- Content can help build trust, keep people engaged, improve conversion and enhance visibility online.

- Destination ON and RTO9 have moved into content marketing as their primary method to reach and influence gustomers
we can feed into their content system.

- Once the program has been running forlmonths consider adding niche/experience themed campaigns that bring
together operators from across the region (such as paddling, hiking, camping, farm visits).

Secure/determine funding for development of a content strategy and ongoing execution to establish themes, pillars and a Search engine rankings and growth in

content calendar. organic search

Undertake an SEO audit to assist in plan development (outsource as needed). Number of impressions delivered

Establish sustained annual budget for asset development including photography and video. Number of follows/shares/clicks to operators

Determine roles/responsibilities for web and social content management. from digital channels

Establish sustained annual budget for paid media support. Leads sent to operators through digital
channels

(T30 + A . o
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Initiative 16: Focus on Local Engagement

Rationale/Description Timeframe/Trigger

G¢KS 1S@& 02 RSal den point2tythiOtheintiBwy skgagBgiwitlh st @mmunities, and tourism boards Immediate (66 months)
FYR 6dzaAySaasSa OFGSNAy3I (2 NBaAARSyda Fa GKSANI LINAYFNE Oging 2 Y S NpE

- The Counties is made up of a collective of passionate, engaged residents that care about their home. They are inve ;

future and in how it is shared with visitors. _
- Friends and relatives are the primary source of information for tcabely carry influence and are the top motivator for CountieslourismOffice (lead)

tourism. Leeds Grenville DMOs/municipalities
- The pandemic forced Canadians to travel closer to home and to discover their own backyard. This is widely accepted agsif¢port)

new normal for travel. Our residents are our best source market.

- Ongoing engagement and investment in reaching locals will further pride and equity in the region and prowidaya two
channel for communication.

Public and private sector (support)
Community organizations (support)

Set up a Locals Know streantohtent¢ considedocal spokespeople to share the Counties plans. Number of local impressions delivered

Develop an ongoing communications and marketing plan targeting residents and seek local media partnerships. Number of follows/shares/clicks to operators
Leads sent to operators through digital
channels

Newsletter sigrups and open rate

@ oy F A Source: Lebawit Lily Girma | SKIFT Megatrends Defining Travel 2022
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Initiative 17: Prioritize Near Domestic Markets (ON and QC)

Rationale/Description Timeframe/Trigger

There is an opportunity to grow visitation from QC and ON marketmber of visits, length of stay, number of destinations Immediate (86 months)
ViSited. Ongon‘]g

Awareness for most destinations beyond 1000 Islands is limited, there is opportunity to build awareness through

The QC market has been identified as a priority based on proximity, ease of travel and alignment of experiences (outdoor, CountieslourismOffice (lead)

boating, food/drink). Leeds Grenville DMOs/municipalities
ON is currently the largest source market for visitgdrse Counties region provides a close and easy destination for rest, (support)

relaxation, and connection to nature and natural beauty. Public and private sector (support)

Community organizations (support)

Incorporate a QC component into the owned/earned and paid media strategies including French language assets. For costlumber of impressions delivered

efficiency, the tourism website can use Google translate.. Number of follows/shares/clicks to operators
Introduce new ways to experience the region through itineraries/routes. Leads sent to operators
Consider development of a bilingual newsletter in coming years Newsletter sigrups and open rate

Search engine rankings and growth in
organic search

@ oy F A Source: Lebawit Lily Girma | SKIFT Megatrends Defining Travel 2022
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Initiative 18: Reconsider U.S. and International Opportunities

Rationale/Description Timeframe/Trigger

The Counties should assume the lead representation role for the region in partnership with U.S. marketing initiatives with thmmediate (66 months)

Thousand Islands Council. Ongoing

Investigate and collaborate on crdssrder partnership and promotional initiatives.

International opportunities exist through partnership with Destination Ontario and gateway cities.
Consultation with trade operators and Destination Ontario to build a plan forteads product development (the CountiesiourismOiffice (lead)

itinerary/route initiative may be enough to get started in the short term).

Neighbouring destinations active in trade are partners, not compettimnld and nurture relationships with Cornwall,
Kingston, and Ottawa for broader promotion of Eastern Ontacam itineraries be cbuilt, can we be represented through
their efforts.

Create an industry trade strateggupported in part by the development of tradeady itineraries. Number of impressions delivered through
Build a tradaeady plan for operators work closely with RTO on the delivery of education and training as needed. marketing efforts (paid, earned and owned)
Number of follows/shares/clicks to operators

Leads sent to operators through digital
channels

@ oy F A Source: Lebawit Lily Girma | SKIFT Megatrends Defining Travel 2022
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Initiative 19: Establish Online Distribution and Sales Support

Rationale/Description Timeframe/Trigger

Online travel agents, deal sites and Trip Advisor are relevant across the consumer planning/bookingffoanmreeyareness, Shortterm (6-12 months)

engagement and conversion. Ongoing

The environment is dynamic and smaller operators may not be optimized.

Many of the Counties operators are not leveraging these digital channels to their maximumgaee@obunties can help to

educate and nurture this (Google is the primary channel to optimize as it is the starting point for most trip planning). CountieslourismOffice (lead)

Niche tour operators may provide immediate opportunities for promotion of the Counties experiences. Leeds Grenville DMOs/municipalities
(support)

Public and private sector (support)
Community organizations (support)

(T3

Identify potential trade partners by niche, reach and audiences. Number of impressions delivered

Share itinerary/route with travel trade partners in advance of going iv& I G Q&4 YA &aAy 3IK 2 KI G Q& Yy NGiverkRifolldwsisBated/dlicks ty dperdighs T A

as needed. Leads sent to operators through digital
Build a tradeready plan for operators work closely with RTO9 on the delivery of education and training as needed. channels

tourism.
by design + A
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Initiative 20: Support a Mul€hannel Visitor Services Program with Focus on Operators

Rationale/Description Timeframe/Trigger

Visitors seek information from a variety of sources in a complex ecosystem: Shortterm (6-12 months)

- Mobile/on+line : Social media, Web searches, Review sites, Booking sites, Destination content Ongoing

- Personto person: Local ambassadors, Visitor Centres, Front Line Staff
Leeds Grenvill®ourismOffice needs to coordinate and align with RTO9, DMO and Destination Ontario visitor services

offerings. CountiesiourismOiffice (lead)

Training in customer service and product knowledge is needed for allifrestaff. This feeds into the growth of a tourism Leeds Grenville DMOs/municipalities
culture¢ to create a sense of place for visitors, a sense of welcome, and collaboration among tourism operators. (support)

Social media is the primary digital channel to providetima visitor servicesA i A a (KS al f gl e&a &yé Regpana FodrSMDrgalidadda D(Suppor | Y
and will need to be managed accordingly.

Create and optimize digital tools to engage with visitors across all channels, consider building an online hub foopartners t Number of engagements with visitors
upload materials to be shared, a QR code program to promote itineraries/routes. Number of front line participants in training

Be prepared to respond to individual requests through social media. Leads sent to operators through digital
Review existing