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Foreword

The United Counties of Leeds and Grenville (Leeds Grenville, the Counties) have impressive 

tourism assets. From waterways to pathways, quaint villages and towns, lakes, forests and 

lookouts, a UNESCO Biosphere, the Rideau Canal ςhƴǘŀǊƛƻΩǎ ƻƴƭȅ ¦b9{/h ²ƻǊƭŘ IŜǊƛǘŀƎŜ ǎƛǘŜ 

and the 1000 Islands ςthe Counties have it all!

And, while COVID has fundamentally shifted tourism, from consumer and traveller behaviour 

ǘƻ ƳŀǊƪŜǘƛƴƎ ŀƴŘ ǎŀƭŜǎ ŎƘŀƴƴŜƭǎ ǘƻ ǘƘŜ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ƴƻǿ άǿƻǊƪ ŦǊƻƳ ŀƴȅǿƘŜǊŜΣέ tourism 

assets and experiences in Leeds Grenville will be in demand for decades to come.

Leeds Grenville tourism assets, destinations, and experiences however, are siloed and in some 

cases fragmented, with little common thread to link tourism across the region. Some of these 

assets, destinations, and experiences are mature, built for a different era and simply lack 

reinvestment and upkeep to command higher rates and longer stays ςwhile other parts of the 

region are brand new to tourism and are in need of a roadmap to leverage burgeoning tourism 

assets and ability to attract visitors and investors.

Because of these challenges and opportunities, the Counties, under the leadership of the 

Economic Development Office of Leeds Grenville, has commissioned the development of an 

inaugural Regional Tourism Destination Strategy, steeped in research and public engagement, 

to determine where and how the region can address some of its shortcomings and leverage 

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

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

communities, and tourism experiences under a single banner and the Counties-wide 

leadership.

How will we do this?

We will realize this potential by ensuring that tourism plays a leadership role ςthrough the 

Ψ/ƻǳƴǘƛŜǎ Tourism OfficeΩ ςthat complements existing DMOs and municipal tourism/economic 

development offices by bringing stakeholders together, continuously communicating the 

vision of a unified tourism future, sharing research and trends to support aligned decision-

making, developing cross-regional trails and itineraries, and collaborating on the creation of 

unique and innovative ways of supporting the tourism supply and marketing.

Finally, the tourism industry is acutely aware that the road that lies ahead is fraught with risks 

and challenges. While there is understandable apprehension around new potential COVID 

waves, international conflict, the possibility of a looming recession, and severe labour 

shortages and bottlenecks ςtourism will face even greater challenges ahead. This provides an 

even stronger case for the need to create a concerted Regional Tourism Destination Strategy 

that can help manage risks and action opportunities. 

The Regional Tourism Destination Strategy prioritizes creation of the Counties Tourism Office, 

which, together with regional stakeholders and DMOs, will provide a homebase from which to 

action the many complementary initiatives outlined in this strategy ςensuring Leeds Grenville 

becomes an even greater destination of choice for the future.
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List of Abbreviations

ÅATV: All Terrain Vehicle

ÅCSE: Canadian Signature Experiences

ÅDMO: Destination Management Organization or Destination Marketing Organization

ÅEV: Electrical Vehicle

ÅFAM TOUR: Familiarization Tour

ÅFIT: Free Independent Travellers

ÅHR: Human Resources

ÅMHSTCIΥ hƴǘŀǊƛƻΩǎ aƛƴƛǎǘǊȅ ƻŦ IŜǊƛǘŀƎŜΣ {ǇƻǊǘΣ ¢ƻǳǊƛǎƳ ŀƴŘ /ǳƭǘǳǊŜ LƴŘǳǎǘǊƛŜǎ

ÅON: Ontario

ÅQC: Québec

ÅQRΥ vǳƛŎƪ wŜǎǇƻƴǎŜ όŀǎ ƛƴ άvw /ƻŘŜέύ

ÅRFP: Request for Proposal

ÅROI: Return on Investment

ÅRTO9: Regional Tourism Organization 9 (South Eastern Ontario)

ÅSEO: Search Engine Optimization

ÅSMEs: Small- to-Medium Enterprises

ÅUNESCO: United Nations Educational, Scientific and Cultural Organization
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Executive Summary: Overview

The United Counties of Leeds and Grenville Regional Tourism Destination Strategy (the 

Strategy) accelerates opportunities to galvanize the tourism industry around a common 

regional vision and plan ςensuring that tourism is prioritized, and that it effectively generates 

the highest possible return on investment for tourism stakeholders across the Counties.

The Strategy addresses the key challenges facing the region including fragmentation, lack of 

collaboration, identity, competitiveness and others ςto develop a destination that entices 

visitors to choose the Counties, stay longer, and spend more, while creating a sense of pride 

for its residents, operators, and partners.   

.ŜŦƻǊŜΧ

Prior to development of the Regional Tourism Destination 

{ǘǊŀǘŜƎȅΣ [ŜŜŘǎ DǊŜƴǾƛƭƭŜΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ǿŀǎ ŎƘŀǊŀŎǘŜǊƛȊŜŘ 

by: 

Å Siloed tourism organizations

Å No compelling message for visitors to explore region, stay 

longer, or spend more

Å Redundancy of regional marketing efforts

Å Limited appreciation and value for tourism from 

communities and local industry

Å Confusion around regional tourism boundaries, identity, 

offerings, and investment opportunities

Å Limited revenue and career opportunities among tourism 

operators in the region

!ŦǘŜǊΧΦΦ
After approval and implementation of the Regional Tourism 

5Ŝǎǘƛƴŀǘƛƻƴ {ǘǊŀǘŜƎȅΣ [ŜŜŘǎ DǊŜƴǾƛƭƭŜΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ǿƛƭƭ 

be characterized by: 

Å DMOs collaborating to improve regional tourism offerings 

and promotion

ÅGreater awareness of all that Leeds Grenville offers 

visitors and its communities

Å Visitors staying longer and spending more

Å Community and industry understanding of the 

importance of tourism and its prioritization

Å A blueprint for investors, entrepreneurs, and 

municipalities/DMOs to close gaps between visitor 

desires and what is available in the region

LEEDS GRENVILLE REGIONAL TOURISM 

DESTINATION STRATEGY
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Executive Summary: The Main Challenge

¢ƻ ōŜǎǘ ǳƴŘŜǊǎǘŀƴŘ [ŜŜŘǎ DǊŜƴǾƛƭƭŜΩǎ ŦǳƴŘŀƳŜƴǘŀƭ ŎƘŀƭƭŜƴƎŜ ǘƻ ǎǳǇǇƻǊǘ ŀ ǊŜƎƛƻƴŀƭ ǘƻǳǊƛǎƳ 

ŀǇǇǊƻŀŎƘΣ ǿŜ ǘǳǊƴŜŘ ǘƻ .ǳǘƭŜǊΩǎ ¢ƻǳǊƛǎƳ !ǊŜŀ [ƛŦŜ /ȅŎƭŜ aƻŘŜƭΣ ǿƘƛŎƘ ǇǊƻǾƛŘŜǎ ƛƴǎƛƎƘǘ ƛƴǘƻ 

the evolution and life stages of tourism management of destinations.

.ǳǘƭŜǊΩǎ ¢ƻǳǊƛǎƳ !ǊŜŀ [ƛŦŜ /ȅŎƭŜ aƻŘŜƭ ƛǎ ŀ ǎƛƳǇƭƛǎǘƛŎ ƭƛƴŜŀǊ ƳƻŘŜƭ ǘƘŀǘ Ǉƭƻǘǎ ŘƛŦŦŜǊŜƴǘ ǎǘŀƎŜǎ ƛƴ 

tourism development based on tourist number growth and time. It outlines six specific stages 

of tourism development.

For Leeds Grenville, destinations like Gananoque and Brockville have been in the business of 

tourism for decades, and should continue to be, while others are at earlier stages of tourism 

development ςŎƘŀƭƭŜƴƎŜǎ ŀƴŘ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǿƛƭƭ ǾŀǊȅ ŘŜǇŜƴŘƛƴƎ ƻƴ ǿƘŜǊŜ ǘƘŜ ǊŜƎƛƻƴΩǎ 

communities fit on this model. This strategy considers the Leeds Grenville tourism dichotomy 

and establishes an approach that caters to all Leeds Grenville destinations, no matter where 

ǘƘŜȅ ǎƛǘ ƻƴ .ǳǘƭŜǊΩǎ ¢ƻǳǊƛǎƳ !ǊŜŀ [ƛŦŜ /ȅŎƭŜ aƻŘŜƭΦ

Source: 

ÅGananoque/Leeds and 
the Thousand Islands

ÅBrockville

ÅKemptville/North Grenville

ÅWestport

ÅRideau Lakes

ÅPrescott

ÅAthens

Illustrative

ÅMerrickville
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Methodology

It is critical that the Strategy be rooted in evidence that comes from triangulating multiple 

ǎƻǳǊŎŜǎ ƻŦ ƛƴŦƻǊƳŀǘƛƻƴΦ ¢Ƙƛǎ ƛǎ ƴŜŎŜǎǎŀǊȅ ǘƻ ŜƴǎǳǊŜ ŀ ƘƻƭƛǎǘƛŎ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘƘŜ /ƻǳƴǘƛŜǎΩ 

current tourism context, and to gain buy-in from the individuals that have a stake in the 

outcome of the strategy.

Phase One included a review of existing strategies, plans, research, and more (see Appendix 

A), as well as comprehensive engagement with tourism stakeholders across the Counties (see 

Appendix Bfor stakeholder engagement summary) to develop a thorough baseline of the 

current tourism context, an understanding of the tourism challenges and opportunities, 

vision, guiding principles, and common objectives. It then focused on prioritizing the most 

important approaches and initiatives based on the impact they can have on achieving 

objectives, and their ease of implementation (see Initiative Prioritization Assessment in 

Appendix C). This phase resulted in the development of the first Regional Tourism Destination 

Strategy, as well as the Destination Management and Destination Development plans.

Phase Two leveraged the Regional Tourism Destination Strategy, and Destination 

Management and Destination Development Plans to formulate a Destination Marketing and 

Communications Plan.

Finally, Phase Three focused on developing detailed action plans and socializing those plans 

with key tourism stakeholders to ensure buy-in and alignment.

Å Audit of marketing and communications 
opportunities

Å Summary brand audit

Å Creation of the Destination Marketing and 
Communications Plan in alignment with the 
Regional Tourism Destination Strategy

May-June 2022

Regional Tourism Destination Strategy:
Destination Management & Development Plans

Regional Tourism Destination Strategy:
Marketing & Communications Plan

Socialization & Onboarding

Å Full implementation action plan

Å Associated monitoring and evaluation plan

Å Series of socialization workshops with the 
Counties team and key community 
stakeholders

June-July 2022

1 2 3

Å Comprehensive baseline research

Å Extensive stakeholder and community 
engagement

Å /ǊŜŀǘƛƻƴ ƻŦ ǘƘŜ /ƻǳƴǘƛŜǎΩ ŦƛǊǎǘ wŜƎƛƻƴŀƭ ¢ƻǳǊƛǎƳ 
Destination Strategy, including the Destination 
Management and Destination Development 
Plans

April-June 2022
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How to Read This Document: A Regional Tourism Destination Strategy Framework

Values that guide tourism stakeholders to accomplish its vision

Short and long-term barriers that need to be addressed

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

Å Can be supply-driven reflecting currently under-leveraged, 
competitive opportunities;

Å Can be demand-driven like an under-targeted group of prospective 
visitors; and

Å Are prioritized based on impact and ease of implementation.

Intentions Leeds Grenville sets to develop or enhance tourism

Direction for tourism in Leeds Grenville that reflects tourism stakeholder 
needs, potential visitors, and the communities that are served

GUIDING PRINCIPLES

CHALLENGES & 
OPPORTUNITIES

PILLARS & INITIATIVES

OBJECTIVES

VISION & MISSION

TACTICAL 
IMPLEMENTATION 
PLAN

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

Å Support implementation of objectives and pillar initiatives;

Å Ensures conditions for success are met and sufficient resources are 
available to develop opportunities;

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

Å Includes outlining market characteristics and key messaging for those 
inclined to travel to Leeds Grenville.

¢ƘŜ ŦǊŀƳŜǿƻǊƪ ǳǎŜŘ ǘƻ ŦƛǊǎǘ ǎǘǊǳŎǘǳǊŜ [ŜŜŘǎ DǊŜƴǾƛƭƭŜΩǎ wŜƎƛƻƴŀƭ ¢ƻǳǊƛǎƳ 5Ŝǎǘƛƴŀǘƛƻƴ {ǘǊŀǘŜƎȅΣ 

followed by the Destination Management, Destination Development, and Destination 

Marketing and Communications Plans, allows for the flexibility needed to navigate a post-

pandemic tourism environment. It is rooted in evidence, informed by a detailed understanding 

ƻŦ ǘƘŜ ǊŜƎƛƻƴΩǎ ǘƻǳǊƛǎƳ ŎƻƴǘŜȄǘΣ ŜƴƎŀƎŜƳŜƴǘ ǘƘǊƻǳƎƘ ƳȅǊƛŀŘ ƛƴǘŜǊǾƛŜǿǎΣ ǿƻǊƪǎƘƻǇǎΣ ŀƴŘ 

ǎǳǊǾŜȅǎ ǿƛǘƘ [ŜŜŘǎ DǊŜƴǾƛƭƭŜΩǎ ŜŎƻƴƻƳƛŎ ŘŜǾŜƭƻǇƳŜƴǘ ƭŜŀŘŜǊǎƘƛǇΣ ǎǘŜŜǊƛƴƎ ŎƻƳƳƛǘǘŜŜΣ ǎǘŀŦŦΣ 

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 strategic 

direction moving forward. It is followed by an understanding of key short, medium, and long-

term challenges and opportunities, before setting the vision, along with the strategic objectives 

necessary to achieve that vision.

With the strategic objectives set, details of the strategy begin to emerge with a breakdown of 

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.
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Guiding Principles

DǳƛŘƛƴƎ ǇǊƛƴŎƛǇƭŜǎ ǊŜǇǊŜǎŜƴǘ ǘƘŜ ǎƘŀǊŜŘ ǾŀƭǳŜǎ ŀƴŘ ōŜƭƛŜŦǎ ƻŦ ŀ ŘŜǎǘƛƴŀǘƛƻƴΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΦ 

For Leeds Grenville, they guide the sometimes difficult decisions that need to be taken, and 

apply them in all circumstances, regardless of changes in goals, strategies, type of work, or 

management.

1. We support our communities above all, engaging them and other key tourism 

stakeholders to understand their needs and act on their behalf, while communicating the 

value of tourism and the role they each play in it.

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

stakeholders and assets, celebrating the uniqueness, diversity, and genuine character of 

our entire region.

3. We strive to protect our one-of-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 higher-

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 take 

calculated risks, while also being accountable and responsible to all our stakeholders.

GUIDING PRINCIPLES CHALLENGES OBJECTIVESVISION & MISSIONOPPORTUNITIES PILLARS & INITIATIVES TACTICAL PLANS
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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 stakeholders ςas well 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 short-term; and,

2. Longer-term, systemic challenges facing tourism in Leeds Grenville.

GUIDING PRINCIPLES CHALLENGES OBJECTIVESOPPORTUNITIES PILLARS & INITIATIVES TACTICAL PLANSVISION & MISSION
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1. Challenges that have an immediate impact on tourism recovery in the short-term

13

Challenge Description Potential Impact Management/Actions

1. Labour

Á Insufficient trained labour across almost all sectors leading 
to limited staff for direct and indirect tourism businesses 
and organizations

Á If not addressed, upcoming tourism seasons may be 
severely impacted, potentially leading to reduction in 
products and services and/or quality, dissatisfied visitors, 
and in turn, further operator closures

Á Engage in a broad regional tourism labour committee to 
assess actual labour situation and develop potential 
solutions to overcome identified challenges

Á Examples to overcome labour challenges include working 
with educational institutions for youth employment, 
seniors, and newcomers to encourage training and 
support, business model adjustments, and digital 
transformation

2. Immediate 
competitiveness

Á Many more unified destinations, some with deeper 
pockets within ON, Canada, and across the world, all vying 
for a smaller amount of tourists, primarily caused by lifting 
of travel restrictions due the global pandemic

Á Visitors are enticed to travel to other destinations causing 
them to spend less time and dollars in Leeds Grenville

Á Leverage existing research to understand potential target 
markets/niches along with their behaviours, motivations, 
and needs

Á Create small, action-oriented campaigns targeted to 
regional and provincial audiences enticing them to visit 
imminently

Challenges (Continued)

GUIDING PRINCIPLES CHALLENGES OBJECTIVESOPPORTUNITIES PILLARS & INITIATIVES TACTICAL PLANSVISION & MISSION
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2. Longer-term, systemic challenges facing tourism in Leeds Grenville.
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Challenge Description Potential Impact Management/Actions

1. Leadership

Á Lack of regional leadership focused on tourism, creating a 
common vision for tourism in Leeds Grenville, and 
ensuring alignment across all tourism stakeholders

Á Industry stakeholders across the region prioritize what's 
important to them versus what might be best for the 
region as a whole (which may also include themselves)

Á Tourism investors (both local and international) unwilling 
to invest and take risks in the region because there is no 
cohesive plan

Á Clearly define a business case for a leading Counties 
regional tourism office for Leeds Grenville, along with its 
remit, governance, structure, funding, and operational 
plans

Á Seek approval from key stakeholders and secure funding
Á Communicate establishment of regional tourism 

leadership organization along with its strategy and plans

2. Collaboration

Á Tourism organizations across the region work in silos 
contributing to overlapping efforts, smaller opportunities 
for more practical investment in product development and 
marketing

Á Lack of opportunities to connect tourism stakeholders to 
network and create more products and experiences for 
visitors and community members to enjoy

Á Other more collaborative destinations, some with deeper 
pockets, replace Leeds Grenville as a place for visitors/ 
visitor spending

Á Overlapping efforts undertaken by tourism enablers across 
region more costly and time-consuming

Á Tourism stakeholders and visitors not benefitting from all 
that Leeds Grenville has to offer

Á Identify and standardize two-way communications and 
engagement with tourism stakeholders by sharing relevant 
information to enable better decisions, in line with the 
regional tourism vision

Á Create more inclusive networking opportunities for 
tourism stakeholders across the region to partner and 
innovate

3. Identity

Á Confusion with what the concept of Leeds Grenville is 
among tourism stakeholders throughout region

Á No clear way to describe Leeds Grenville to potential 
visitors or residents

Á No big theme, or demand-generator to drive immediate 
interest to visit Leeds Grenville

Á Individual tourism organizations work independently to 
communicate what their destination is all about ςa more 
costly and time-consuming proposition

Á Stakeholders, let alone visitors, find it difficult to connect 
the region to a particular theme or feeling, which is  
important for branding and enticing visitation

Á Clearly articulate a theme for the region along with a sub-
theme architecture to facilitate marketing the region and 
communicating all that it has to offer

Á Provide tourism stakeholders opportunities and the option 
of leveraging regional theme and sub-themes in their 
marketing and communications

Challenges (Continued)

GUIDING PRINCIPLES CHALLENGES OBJECTIVESOPPORTUNITIES PILLARS & INITIATIVES TACTICAL PLANS

ĄŎƻƴǘƛƴǳŜŘΧ

VISION & MISSION
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2. Longer-term, systemic challenges facing tourism in Leeds Grenville.
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Challenge Description Potential Impact Management/Actions

4. Products & experiences

Á While the Counties have many tourism offerings, lack of 
cross-regional products, experiences, routes, trails, 
itineraries and packages to entice visitors to come, spend 
more time, and more dollars

Á Under-utilized assets not being leveraged to draw visitors 
and provide them with more options to enjoy experiences 
across the region

Á Municipalities across the region focus on creating their 
own products and experiences, providing less options for 
visitors to stay longer and spend more

Á Full potential return for region not realized as visitors lack 
options to spend more and return

Á Lack of opportunity for dispersion into other parts of the 
region, causing some municipalities to lose out on 
revenues, due to the perception of lack of things to do

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

Á Work with federal and provincial partners to identify and 
provide funding and reduce red-tape for development of 
new (including year-round) regional tourism products and 
experiences

5. Infrastructure & visitor/ 
community amenities

Á Lack of tourism infrastructure across the region, mostly 
due to high costs for individual municipalities to address 
on their own (e.g., public washrooms, parking, elective 
vehicle charging stations, etc.) 

Á Lack of digital infrastructure such as Wi-Fi and connectivity
Á Under-utilized infrastructure that may be put to use to 

support visitor and resident experience

Á Visitors tend not return to the region due to negative 
experiences with public infrastructure, or lack thereof

Á Reduces perception of quality of experience across the 
region potentially leading to negative word-of-mouth

Á Exclusion of certain types of visitors due to specific tourism 
infrastructure needs

Á Bring tourism organizations and community members 
together to identify areas for infrastructure development

Á Work with federal and provincial partners to identify and 
provide funding and reduce red-tape for development of 
new (including year-round) regional tourism products and 
experiences

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

Challenges (Continued)

GUIDING PRINCIPLES CHALLENGES OBJECTIVESOPPORTUNITIES PILLARS & INITIATIVES TACTICAL PLANSVISION & MISSION
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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 

/ƻǳƴǘƛŜǎΣ ƛǘ ƻǳǘƭƛƴŜǎ ƻǇǇƻǊǘǳƴƛǘȅ ǘƘŜƳŜǎ ǘƘŀǘ ŀǊŜ Ƴƻǎǘ ŎǊƛǘƛŎŀƭ ǘƻ ǘƘŜ ǊŜƎƛƻƴΩǎ ŦǳǘǳǊŜ ǎǳŎŎŜǎǎΦ

Opportunity themes can be grouped in two categories:

1. Immediate and short-term opportunity themes; and,

2. Medium and long-term opportunity themes.

GUIDING PRINCIPLES CHALLENGES OBJECTIVESOPPORTUNITIES PILLARS & INITIATIVES TACTICAL PLANSVISION & MISSION
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1. Immediate and short-term opportunity themes
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Opportunities (Continued)

GUIDING PRINCIPLES CHALLENGES OBJECTIVESOPPORTUNITIES PILLARS & INITIATIVES TACTICAL PLANS

Opportunity Description Potential Impact Management /Actions

1. Establishment of role as 
regional tourism leader

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

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

Á Direction provided to tourism stakeholders so they can 
align their vision and actions

Á Tourism stakeholders in the region spend dollars more 
effectively knowing there is a Counties tourism office that 
will support specific, non-overlapping priorities

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

2. Communicating value of 
regional tourism with 
key stakeholders

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

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

Á Added energy and momentum from tourism stakeholders 
to focus on developing/enhancing their tourism sector

Á Residents understand importance of and need to provide 
support, particularly funding, to tourism

Á Complete stakeholder analysis to identify all tourism 
stakeholders and understand their needs to develop 
messaging and communication vehicles to reach them

Á Starting with communities most amenable to tourism, 
begin communicating importance of tourism to supporting 
local economies and quality of life

3. Packaging products and 
experiences

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

Á More visitors choose Leeds Grenville because they are 
easily able to find the experiences they are seeking, and it 
is easy for them to envision what different itinerary 
options may look like

Á Tourism dispersion and generation of wealth for 
communities and tourism stakeholders

Á Review and analyze inventory of existing Leeds Grenville 
products and experiences 

Á Consider identifying and developing packages, itineraries, 
and experiences based on existing offerings

Á Communicate identified packages, itineraries, and 
experiences through website, social media, and other 
channels

4. Small, short-term media 
campaigns to promote 
Leeds Grenville

Á Promote Leeds Grenville and the wealth of experiences it 
offers to people in the region; potential to entice visitors in 
Ottawa to also experience Leeds Grenville

Á Focus on global trends and traveller desires that Leeds 
Grenville matches with  (e.g., rural, agri-tourism, culinary, 
culture, open spaces, waterfront, etc.)

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

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

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

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

VISION & MISSION
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2. Medium and long-term opportunity themes
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Opportunities (Continued)

GUIDING PRINCIPLES CHALLENGES OBJECTIVESOPPORTUNITIES PILLARS & INITIATIVES TACTICAL PLANS

Opportunity Description Potential Impact Management /Actions

1. Shifting mindset of 
tourism stakeholders 
across region

Á Longer-term, begin converting mindset of local tourism 
stakeholders, communities, and residents to prioritize 
tourism/regional tourism

Á Leeds Grenville more efficiently leveraging resources to 
support wealth generation for its communities

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

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

Á Continue to communicate/educate Leeds Grenville 
business and residents on the benefits of tourism across 
the region, including the visitor dollars it generates and the 
improved quality of life it brings its communities

2. Establishing and building 
buy-in on clear brand 
identity for Leeds 
Grenville

Á Tourism stakeholders and residents can clearly define 
Leeds Grenville

Á Visitors have a clear view of what to expect when visiting 
Leeds Grenville

Á Tourism stakeholders can clearly understand how to fit 
into the overall Leeds Grenville theme

Á Tourism stakeholders can more clearly articulate the 
benefits of visiting the region

Á Visitors and investors have clearer understanding of Leeds 
Grenville as a destination

Á Action marketing and communications long-term plan
Á Continuously communicate Leeds Grenville brand theme 

and identity

3. Focusing on regional 
elite experiences

Á Create uniquely Leeds Grenville packages and itineraries of 
experiences to make it more enticing for visitation, 
spending more time and money

Á Elite experiences encourage higher-level of services and 
generation of experiences for higher-yield visitors

Á Support seasonal dispersion improving overall quality of 
Leeds Grenville offerings

Á Generation of tourism wealth for communities and 
tourism stakeholders

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

Á Consider identifying and developing elite packages and 
itineraries

Á Leverage technology to facilitate accessing and booking 
opportunities for visitors

4. Identifying and 
supporting visitor/ 
community amenities

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

Á More options and seamless experiences for visitors make it 
easier for them to access the region, stay longer, visit more 
often, and contribute to Leeds Grenville wealth generation

Á 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

Á Work with partners/investors to advocate for, and 
implement infrastructure projects

VISION & MISSION
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Vision & Mission

[ŜŜŘǎ DǊŜƴǾƛƭƭŜΩǎ ǘƻǳǊƛǎƳ Ǿƛǎƛƻƴ ƛǎ ŀƴ ŀǎǇƛǊŀǘƛƻƴŀƭ ǾƛŜǿ ƻŦ ǘƘŜ ŦǳǘǳǊŜ ŦƻǊ ǘƻǳǊƛǎƳ ƛƴ ǘƘŜ 

Counties that is meant to inspire visitors, staff, and partners while providing guidance on how 

to get there successfully.

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

accomplish its tourism objectives ςa tourism future developed by design.

VISION

A desired year-round destination that entices visitors and residents with an array of unique, 

diverse, high-quality, and celebrated traveller experiences.

MISSION

Nurturing a regional tourism culture that clearly, inclusively, and collaboratively balances the 

needs of our visitors, tourism partners, communities, and environment.

GUIDING PRINCIPLES CHALLENGES OBJECTIVESVISION & MISSIONOPPORTUNITIES PILLARS & INITIATIVES TACTICAL PLANS
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Objectives

GUIDING PRINCIPLES CHALLENGES OBJECTIVESOPPORTUNITIES

To achieve its vision, Leeds Grenville needs to consider the entire tourism ecosystem. It needs 

to satisfy economic development objectives by first and foremost supporting tourism 

stakeholders hardest hit by the pandemic over the last two years to accelerate wealth 

development and job growth. It understands that decisions made on behalf of the tourism 

industry also impact the communities in which tourism happens, as well as its surrounding 

physical environment.

PILLARS & INITIATIVES TACTICAL PLANS

ECONOMIC

2

SOCIAL

3

ENVIRONMENTAL

1. REGIONAL TOURISM LEADERSHIP

Establish leadership to align tourism stakeholders and 
communities to develop and implement a holistic vision for 
tourism in the region.

4. INCLUSIVITY

Integrate voices of all types of communities, residents, and 
Indigenous peoples as part of the tourism conversation.

7. ENVIRONMENTAL IMPACT

Infuse environmental considerations more 
comprehensively in key tourism programs, building 
awareness of tourism stakeholders as well as visitors on 
their responsibility towards environment.

2. MORE REVENUE & PROFIT

Instill sense of collaboration to support revenue and profits 
growth through product development and visitor 
awareness and understanding of tourism offering.

5. VALUE OF TOURISM

Clearly articulate the value of Leeds Grenville tourism to 
ŎƻƳƳǳƴƛǘƛŜǎ ŀƴŘ ǊŜǎƛŘŜƴǘǎΣ ƛƳǇǊƻǾƛƴƎ ǘƻǳǊƛǎƳΩǎ 
perception.

3. ATTRACT & RETAIN INVESTORS

Inform investors (large and small) about the plan, and 
prioritization and potential of tourism in the region. 
Investors will develop products, experiences, and tourism 
assets that reflect plans for best potential ROI.

6. COMMUNITY/RESIDENT BENEFITS

Improve awareness of amenities that are provided because 
of tourism and understanding that public investment in 
tourism will continue to support the community.

1

VISION & MISSION
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Pillars & Initiatives

[ŜŜŘǎ DǊŜƴǾƛƭƭŜΩǎ wŜƎƛƻƴŀƭ ¢ƻǳǊƛǎƳ 5Ŝǎǘƛƴŀǘƛƻƴ {ǘǊŀǘŜƎȅ ƛǎ ōǊƻƪŜƴ Řƻǿƴ ƛƴǘƻ ǘƘǊŜŜ ǇƛƭƭŀǊǎΥ

1. Destination Management;

2. Destination Development; and

3. Destination Marketing and Communications.

Each pillar contains a number of initiatives that Leeds Grenville should undertake over the 

next 5 years to achieve its vision. Tactical actions, timelines, responsible stakeholders, and 

measurable outcomes for each initiative are outlined in the following sections. See Appendix 

Dfor detailed actions at a glance.

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES

1 3

1. Establish the Counties Tourism Office

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 sentiment 
research

5. Improve regional tourism stakeholder 
communications

6. Develop and communicate tourism investment 
attraction plan

TACTICAL PLANS

7. 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. Identify and support enhancement and 
development of regional tourism infrastructure

12. Improve wayfinding opportunities (physical and 
digital)

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 multi-channel visitor services program

2

DESTINATION MANAGEMENT DESTINATION DEVELOPMENT DESTINATION MARKETING & COMMUNICATIONS

VISION & MISSION

Quick
Win

Quick
Win

Quick
Win
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PILLAR 1 INITIATIVES: DESTINATION MANAGEMENT
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Initiative 1: Establish the Counties Tourism Office

Rationale/Description

The Regional Tourism Destination Strategy lays out the business case for establishing the Counties Tourism Office for Leeds 
Grenville that prioritizes tourism as a key sector for the Counties and whose remit it is to facilitate implementation of the
/ƻǳƴǘƛŜǎΩ {ǘǊŀǘŜƎȅΣ ƛƴ ŎƻƻǊŘƛƴŀǘƛƻƴ ǿƛǘƘ ƭƻŎŀƭ 5ahǎ ŀƴŘ ƳǳƴƛŎƛǇŀƭƛǘƛŜǎΣ ŀƴŘ ǘƘǊƻǳƎƘ ǘƘŜ ƎǳƛŘŀƴŎŜ ƻŦ ŀ ǊŜƎƛƻƴŀƭ ǘƻǳǊƛǎƳ 
leadership committee (see Initiative 2).
This initiative focuses on gaining approval of the Strategy from Counties Council, presenting its scope focusing on regional 
tourism needs and opportunities as laid out in the Strategy, implementation plans, and initial resource requirements (funding
and HR) based on implementation timelines. It is recommended that initial funding sources come from Counties Council and 
that the Counties Tourism Office should explore additional funding sources (e.g., DMO membership fees), in due time, likely in 
conjunction with the next iteration of the Regional Tourism Destination Strategy.
Lǘ ƛǎ ǘƘŜ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴ ƻŦ ǘƘŜ {ǘǊŀǘŜƎȅ ǘƘŀǘ ǘƘŜ ǊŜƎƛƻƴΩǎ ƛƴŀǳƎǳǊŀƭ /ƻǳƴǘƛŜǎ Tourism Office be led by a dedicated regional 
tourism manager, reporting to the Leeds Grenville Economic Development Office, and initially supported by one product 
development and one destination marketing specialist, to be ramped up over time based on the outlined Regional Tourism 
Destination Strategy action plan. Appendix Eprovides a non-comprehensive description of the roles of the Regional Tourism 
Office versus local municipalities/DMOs.

Timeframe/Trigger

Immediate (0-6 months)

Upon approval of 2023 budget

Roles

Counties Council (co-lead)

Leeds Grenville Economic Development 
Office (co-lead)

Leeds Grenville regional tourism leadership 
committee chair (co-lead)

Leeds Grenville DMOs/municipalities 
(support)

Outcomes

Approval of Regional Tourism Destination 
Strategy

Establishment of the inaugural Counties 
Tourism Office

Tactical Actions

Seek approval for the Regional Tourism Destination Strategy from Counties Council, securing funding to establish the Counties
Tourism Office, and to support implementation of initiative laid out in the Regional Tourism Destination Strategy.

Officially establish the Counties Tourism Office embedded under the Leeds Grenville Economic Development Office.

Consider dissolving Rideau Heritage Route Tourism Association since the Counties Tourism Office will takeover responsibilities.

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.

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A N A G E M E N T  P L A N

VISION & MISSION
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Initiative 2: Create Regional Tourism Leadership Committee to Oversee Regional Tourism Destination Strategy 
Implementation

Rationale/Description

The Regional Tourism Destination Strategy requires owners who are willing and able to be accountable and responsible for its 
ƛƳǇƭŜƳŜƴǘŀǘƛƻƴΦ LŘŜŀƭƭȅΣ ǘƘŜǎŜ ƻǿƴŜǊǎ ƘŀǾŜ ŀƴ ŜȄƛǎǘƛƴƎ ǎǘŀƪŜ ƛƴ ǘƘŜ ǊŜƎƛƻƴΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ŀǎ ǿŜƭƭ ŀǎ ǘƘŜ ŜƴŜǊƎȅ ŀƴŘ 
influence to ensure proposed initiatives are implemented effectively.

Initiative 2focuses on creation of a regional tourism leadership committee, composed of individuals primarily from within and 
throughout the Counties who can guide the direction of tourism for the region, through the regional tourism leadership 
organization (see Initiative 1), and who will take ultimate ownership of Strategy implementation oversight. 

The regional tourism leadership committee will meet regularly to provide strategic direction and recommendations to 
/ƻǳƴǘƛŜǎ /ƻǳƴŎƛƭ ƻƴ ƛƳǇƻǊǘŀƴǘ ǘƻǳǊƛǎƳ ƳŀǘǘŜǊǎΣ ǘƻ ōŜ ŘŜŦƛƴŜŘ ŀǎ ǇŀǊǘ ƻŦ ǘƘŜ ŎƻƳƳƛǘǘŜŜΩǎ ǘŜǊƳǎ ƻŦ ǊŜŦŜǊŜƴŎŜΦ

A key initial action of the inaugural regional tourism leadership committee is to define terms of reference, key roles, terms, key 

tasks and processes for conducting those tasks ςincluding updating the plan based on the current situation and/or as future 
opportunities arise and overseeing the renewal of the Strategy every 3-5 years.

Timeframe/Trigger

Immediate (0-6 months)

Upon approval of 2023 budget

Roles

Leeds Grenville Economic Development 
Office (co-lead)

Leeds Grenville regional tourism leadership 
committee chair (co-lead)

Public and private sector organizations 
supporting implementation of the Regional 
Tourism Destination Strategy (support)

Outcomes

Recommendations to Counties Council 
based on regional tourism leadership 
committee guidance

Effective implementation of Regional 
Tourism Destination Strategy to meet 
defined outcomes

Tactical Actions

Identify tourism stakeholders who would be willing and able to be part of the regional tourism leadership committee.

Establish regional tourism leadership committee governance policies, key roles and identifying/assigning individuals to fill 
those roles.

Work with the Counties Tourism Office to develop detailed project plans for initiatives identified in the Strategy.

Meet regularly to get updates from initiative leads, address risks, and leverage learnings and opportunities.

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A N A G E M E N T  P L A N

VISION & MISSION
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Initiative 3: Improve Regional Tourism Stakeholder Collaboration and Partnerships

Rationale/Description

Regional tourism stakeholders, both direct and indirect, across the Counties cited a lack of collaboration across the region as 
ƻƴŜ ƻŦ ǘƘŜ ǇǊƛƳŀǊȅ ǊŜŀǎƻƴǎ ŦƻǊ ǘƘŜ ǊŜƎƛƻƴΩǎ ǎƛƭƻŜŘ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ςleading to a lack of a common tourism vision for the 
region, redundant, inefficient, and ineffective utilization of municipal resources, and confusion as to the Leeds Grenville 
tourism offering for visitors.

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

Improving opportunities for regional collaboration is an important way that the Counties Tourism Office 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 (see Initiative 7).

Timeframe/Trigger

Short-term (6-12 months)

ongoing

Roles

Counties Tourism Office (co-lead)

Leeds Grenville DMOs/municipalities (co-
lead)

Tourism associations (support)

Outcomes

Understanding of available collaboration and 
partnership opportunities

Detailed collaboration and partnerships plan

Increased regional collaborations and 
partnerships

Increased Leeds Grenville products and 
experiences

Increased awareness and tourism revenues

Tactical Actions

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

Create and execute a collaboration and partnership plan and communicate opportunities with relevant tourism stakeholders, 
including hosting of regular meetings with DMOs/municipalities.

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A N A G E M E N T  P L A N

VISION & MISSION
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Initiative 4: Collect and Share Market and Resident Sentiment Research

Rationale/Description

COVID-19 has had an immense impact on the tourism industry. From consumer behaviours to how destinations communicate 
with potential visitors, and so much more. These changes need to be continuously understood to make the best decisions for 
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 region, vis-à-vis similar destinations and other threats

- Consumer research in primary and up-and-coming target markets (e.g., ON, QC, the U.S., and other potential markets), to 
understand travel consumer needs, behaviours, and path-to-visit.

Research needs to be sophisticated enough to support tourism operators and businesses in understanding nuances, yet 
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 Counties Tourism Office can demonstrate immediate 
value.

Timeframe/Trigger

Short-term (6-12 months)

ongoing

Roles

Counties Tourism Office (co-lead)

Leeds Grenville DMOs/municipalities (co-
lead)

Tourism associations (support)

Outcomes

Detailed and insightful research on tourism 
and competitive trends

5ŜǘŀƛƭŜŘ ǊŜǎŜŀǊŎƘ ƻƴ ǘƘŜ /ƻǳƴǘƛŜǎΩ ŎƻƴǎǳƳŜǊ 
markets and segments

Dissemination of research to stakeholders

More informed operator decision-making 
leading to additional tourism revenues

Tactical Actions

Collect, analyze, and share global, domestic, and local tourism trends research.

Collect, analyze, and share competitor research.

Collect, analyze, and share primary target market research conducted through surveys and digital listening.

Explore ways to share data and insights and the implications with stakeholders, including DMOs, operators, local economic 
development offices, and others through online solutions.

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A N A G E M E N T  P L A N

VISION & MISSION

QUICK WIN
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Initiative 5: Improve Regional Tourism Stakeholder Communications

Rationale/Description

Tourism stakeholders, both direct and indirect, from across the Counties, expressed a need for improved communications of 
regional tourism efforts.

Initiative 5focuses on undertaking a comprehensive regional tourism stakeholder analysis to understand key stakeholder roles, 
needs, and key messaging required to communicate tourism matters and ensuring that all regional tourism stakeholders are 
equally privy to information that will support their operations in alignment with regional tourism ambitions.

This initiative entails sharing of information, for example the existence of the Regional Tourism Destination Strategy and the 
status of implementation of its initiatives, as well as the continuous collection of feedback from regional tourism stakeholders
to ensure their needs are being met.

Additionally, this initiative includes development of a Leeds Grenville community-focused 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.

Timeframe/Trigger

Short-term (6-12 months)

ongoing

Roles

Counties Tourism Office (lead)

Leeds Grenville DMOs/municipalities 
(support)

Outcomes

Clear understanding of all regional tourism 
stakeholder communications needs

Detailed regional tourism stakeholder 
communication plan and implementation

Regional tourism stakeholders satisfied with 
communications content and cadence to 
support improved decision-making

Tactical Actions

Conduct in-depth regional tourism stakeholder analysis detailing stakeholder type, needs, and messaging requirements.

Create and execute a regional tourism stakeholder and resident communication plan based on stakeholder analysis and their 
needs.

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A N A G E M E N T  P L A N

VISION & MISSION
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Initiative 6: Develop and Communicate Tourism Investment Attraction Plan

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A N A G E M E N T  P L A N

Rationale/Description

There is no shortage of tourism opportunities, entrepreneurially-minded driven individuals, and funding available to support 
development and enhancement of tourism products and experiences across Leeds Grenville.

The challenge is creating an inclusive environment that enables the connection of opportunities, entrepreneurs, and investors
to innovate and begin building products and experiences for Leeds Grenville communities and visitors to enjoy.

The Counties Economic Development and Tourism Offices should consider developing a stronger tourism investment 
environment by identifying barriers to attractingtourism investmentand developing a strategy to attract investors and 
connecting them with opportunities.

Additionally, the Counties Tourism Office, in close coordination with innovation and entrepreneurship centers across the 
region, needs to foster a new and innovative mindset for tourism, by creating an environment that allows for risk-taking 
among tourism stakeholders.

Timeframe/Trigger

Medium-term (12-24 months)

ongoing

Roles

Leeds Grenville Economic Development 
Office (co-lead)
Counties Tourism Office (co-lead)
Regional Entrepreneurship Centres (support)
Leeds Grenville DMOs/municipalities 
(support)
RTO9 (support)
Ministry of Heritage, Sport, Tourism and 
Culture Industries (support)

Outcomes

Development of an investor attraction brief

Increased number of tourism businesses

Increased investment in tourism businesses

Increased tourism revenues

Tactical Actions

Create an investor attraction brief to entice potential investors to fund Leeds Grenville tourism opportunities.

Explore opportunities to foster more innovation and entrepreneurship across the region in partnership with regional 
innovation and entrepreneurial centers.

Work with existing regional entrepreneurship and innovation centres to identify entrepreneurs, matching them with potential 
high-yield tourism opportunities, and connecting them directly with investors and/or through investment pitch events.

VISION & MISSION
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+ 30

Initiative 7: Address Immediate Labour Bottlenecks

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A N A G E M E N T  P L A N

Rationale/Description

An identified bottleneck posing an immediate risk to recovering tourism revenues is the topic of labour ςa bottleneck that 
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 leadingto
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 Counties Tourism 
Office spearhead a committee to better understand and resolve this bottleneck, it should seek to initiate collaboration through 
a cross-sectorial committee to address the topic as quickly as possible in order to avoid potential loss of tourism revenues in 
2022 and beyond.

The Counties Tourism Office should ensure that it has a seat at the table created to address the labour bottleneck to advocate 
for the support that may be required by the tourism industry. This may include supporting topics like benefits and/or 
retirement plans for people in tourism and making it more attractive for younger tourism workers to be part of the tourism 
industry as well as opportunities to explore and leverage new tourism business models and digital solutions.

Timeframe/Trigger

Short-term (6-12 months)

Roles

Counties Tourism Office (co-lead)
Leeds Grenville Economic Development 
Office (co-lead)
Regional Tourism Organization 9 (co-lead)
Federal Government (co-lead)
Leeds Grenville DMOs/municipalities 
(support)
Tourism HR organizations (support)
Local employment agencies (co-lead)

Outcomes

Detailed tourism labour strategy and plan to 
address immediate labour bottleneck

Increased tourism labour participation in 
2022 and beyond

Increased number of tourism businesses 
adopting digital/technology models

Tactical Actions

Identify existing committees focused on addressing labour bottlenecks and explore ways to increase collaboration and plans 
for implementation of possible management strategies.

Communicate with key tourism stakeholders, role taken on labour committee, and strategies being undertaken to support 
labour bottlenecks, along with regular status of outcomes so that tourism stakeholders are aware of related initiatives to 
leverage for their own businesses.

VISION & MISSION
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Timeframe/Trigger

Short-term (6-12 months)

Ongoing

31

Initiative 8: Improve and Share Tourism Product and Experience Inventory with Key Tourism Stakeholders

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  D E V E L O P M E N T  P L A N

Rationale/Description

The pandemic has caused many businesses to shutter or change the way they serve patrons over the last two years.

The Counties Tourism Office should work with regional DMOs to update and maintain the ongoing inventory of businesses in 
the region, identifying potential under-utilized assets, gaps, and opportunities for tourism business, product, and experience 
development.

The Counties Tourism Office and tourism leaders across the region should focus on identifying potential for regional tourism 
products and experiences, regional routes and trails, off-peak tourism products and experiences, and regional tourism 
infrastructure needs, to ultimately support development of regional tourism packages, itineraries, and routes (see Initiative 9, 
10, and 11), and in alignment with identified visitor needs collected during research (see Initiative 4).

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

Roles

Counties Tourism Office (lead)

Leeds Grenville Economic Development 
Office (support)

Leeds Grenville DMOs/municipalities 
(support)

Outcomes

Detailed tourism inventory and analysis

Improved awareness by tourism stakeholders 
of tourism operations in the region

Increased number of tourism businesses 
adopting digital technology models

Tactical Actions

Conduct and maintain a regionally-focused inventory and gap analysis of tourism products and experiences.

Identify, communicate, and collaborate with potential tourism businesses that would benefit from, and should consider ways 
of adapting to digital technology models, as appropriate.

Explore ways to share data with stakeholders through online solutions.

VISION & MISSION

QUICK WIN
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Initiative 9: Create Desired Packages, Itineraries, and Routes

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  D E V E L O P M E N T  P L A N

Rationale/Description

Regionally, there is a lack of products and experiences that are packaged to enable potential visitors to easily find what they 
are looking for and support promotions across their path to purchase. 

There is an opportunity for the Counties Tourism Office to fill this void, based on information collected in Initiative 8, and 
market research collected in Initiative 4, to create a host of package, itinerary, and route options, focusing on 1, 2, 3, and 5-day 
trips for various market segments. While early research indicates an opportunity to focus on developing options centered on 
the following topics, other topics such as agri-tourism, industrial tourism, cruise, and film tourism should be explored as 
resources become available, or as the tourism context evolves (see Appendix Ffor additional descriptions and examples):
- Flavour Trail
- Scenic Drives
- Village Charms

- River Route
- Hiking/Walking/Garden Trails
- Waterways & Parks

Together with tourism organizations across the region, the Counties Tourism Office should initially aim to create diverse, 
inclusive, sustainable, and highly sought-after packages, itineraries, and routes. Additional focus may be placed on Indigenous 
and environmentally-friendly experiences. 

Timeframe/Trigger

Short-term (6-12 months)

Ongoing

Roles

Counties Tourism Office (lead)

Leeds Grenville DMOs/municipalities 
(support)

Outcomes

Increased number of packages, itineraries, 
and routes

Increased awareness and tourism revenues 
generated from visitation through packages, 
itineraries, and routes

Tactical Actions

Work with product development specialist (internal or external) to focus on creating initial unique, yet market-ready tourism 
packages, itineraries, and routes.

Outline a detailed product development plan focused on creating a minimum of three regional packages, itineraries, and 
routes for first year, evaluating them, and building additional options every year or season thereafter. Ensure to build reporting 
structure for operators to share results and feedback.

Market and communicate package, itinerary, and route options targeting identified markets (see Initiatives 16, 17, and 18).

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

VISION & MISSION
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Initiative 10: Develop Uniquely Leeds Grenville Elite Packages, Itineraries, and Canadian Signature Experiences

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  D E V E L O P M E N T  P L A N

Rationale/Description

Beyond support in creation of regional packages, itineraries, and routes (see Initiatives 9 and 10), over time, the Counties 
Tourism Office should also consider creation of more elite, high-yield, Leeds Grenville experiences that are unique to the 
/ƻǳƴǘƛŜǎ ŀƴŘ Ƴŀȅ ōŜ ǇƻǎƛǘƛƻƴŜŘ ǘƻ ōŜ ƛƴŎƭǳŘŜŘ ŀǎ ǇŀǊǘ ƻŦ /ŀƴŀŘŀΩǎ /ŀƴŀŘƛŀƴ {ƛƎƴŀǘǳǊŜ 9ȄǇŜǊƛŜƴŎŜǎ ό/{9ǎύ ςexperiences that 
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 additional 
high-yield CSEs (see Initiative 8), that consider shifting visitor values, demographics, and psychographics (see Initiative 4). This 
enables the region to promote outstanding new products and experiences to visitors specifically seeking out higher-yield 
experiences, generating additional tourism revenues.

While the previous initiative aims to package market-ready experiences, uniquely Leeds Grenville packages and itineraries 
should aim to develop packages and itineraries that are strategically aligned with identified priorities such as shoulder/winter
packages and itineraries, as well as packages and itineraries that would entice QC, U.S., and international markets. See 
additional examples in Appendix F.

Timeframe/Trigger

Medium-term (12-24 months)

Ongoing

Roles

Counties Tourism Office (lead)

Leeds Grenville DMOs/municipalities 
(support)

Outcomes

Increased number of elite experiences that 
are unique to Leeds Grenville

Increased number of CSEs in Leeds Grenville

Increased awareness and tourism revenues 
generated from Leeds Grenville elite 
experiences and CSEs

Tactical Actions

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

Outline a detailed product development plan for elite experiences and CSEs focused on creating building a minimum of three 
regional packages and itineraries by year 3.

Market and communicate package and itinerary options targeting identified markets (see Initiatives 16, 17, and 18)

Work with various partners (see Initiative 3), such as travel trade partners and online tour operators, to promote elite and CSE 
tourism packages and itineraries.

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

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  D E V E L O P M E N T  P L A N

Rationale/Description

Tourism stakeholders from across the region cited the lack of tourism infrastructure to support visitation such as public 

transportation, boat docks and ramps, washrooms, parking, Wi-Fi, electric vehicle charging stations, among others ςprimarily 
because it is too costly for individual municipalities to address on their own.

Additionally, there is a tremendous amount of under-utilized infrastructure that can be better leveraged to ensure higher ROI 
for the communities in which they exist, while also enhancing the visitor experience.

This initiative focuses on collecting data on existing and upcoming tourism infrastructure throughout the region, mapping it,
and identifying areas where there may be potential gaps in infrastructure.

A particularly important area of focus for regional tourism infrastructure investment is around transportation to enable those 
without vehicles to get around the Counties, including marine areas and infrastructure to support more-on-the water 
experiences and activities (e.g., kayaking, sailing, paddleboarding, etc.), and water access (e.g., launches, docks, and marinas).

This initiative may be conducted in tandem with the one outlined in Initiative 8.

Timeframe/Trigger

Long-term (24+ months)

Roles

Leeds Grenville DMOs/municipalities (co-
lead)

Leeds Grenville Economic Development 
Office (co-lead)

Counties Tourism Office (support)

Outcomes

Increased tourism infrastructure across 
Leeds Grenville

Increased satisfaction with visitor experience

Increased revenues from longer stays

Tactical Actions

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

Work with partners to support development of the business case for identified infrastructure investments (potentially in 
alignment with Initiative 7), and advocate for, and implement infrastructure projects.

VISION & MISSION
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Initiative 12: Improve Wayfinding Opportunities

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  D E V E L O P M E N T  P L A N

Rationale/Description

Engagement and analysis leading up to the development of the Regional Tourism Destination Strategy identified supporting 
wayfinding initiatives as an immediate, high-impact initiative of the Strategy while also being relatively easy to implement.

Wayfinding consists of building awareness of tourism-related 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, or even charge 
their electric vehicles.

Lƴ ǘƻŘŀȅΩǎ ŀƎŜ ƻŦ ǘŜŎƘƴƻƭƻƎȅ ǿŀȅŦƛƴŘƛƴƎ ƎƻŜǎ ōŜȅƻƴŘ Ƨǳǎǘ ƘŀǾƛƴƎ ǇƘȅǎƛŎŀƭ ǎƛƎƴŀƎŜ όŀƭǘƘƻǳƎƘ ǘƘŀǘ ƛǎ ǎǘƛƭƭ ǊŜǉǳƛǊŜŘΣ ŜǎǇŜŎƛŀƭƭȅfor 
the drive market). The use of technological solutions is imperative to ensuring visitors, as well as community members, can 
connect and improve their awareness of opportunities in the area.

This initiative focuses on identifying ways to improve way-finding opportunities throughout the region in a high-standard (i.e.,
design and quality), equitable, and inclusive way.

Timeframe/Trigger

Medium-term (12-24 months)

Roles

Leeds Grenville DMOs/municipalities (co-
lead)

Leeds Grenville Economic Development 
Office (co-lead)

Counties Tourism Office (co-lead)

Outcomes

Increased tourism infrastructure across 
Leeds Grenville

Increased satisfaction with visitor experience

Increased revenues from longer stays

Tactical Actions

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

Work with partners to support development of the business case for identified wayfinding work.

VISION & MISSION
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PILLAR 3 INITIATIVES: DESTINATION MARKETING 
& COMMUNICATIONS
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Initiative 13: Build a Leeds Grenville Tourism Marketing Collective that Includes Brand Development

Rationale/Description

Some tourism stakeholders are supportive of the Counties role in tourism management, development and marketing ςsome 
are not.

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

A collective of destinations, operators, and organizations will help to improve tourism performance and encourage the view of
regional tourism as an opportunity to grow number of visits, length of stay, spending, and dispersion throughout the region.

aŀǊƪŜǘƛƴƎ ŀǎ ŀ ƎǊƻǳǇ Ŏŀƴ ƘŜƭǇ ƳƻǾŜ ΨǘƘŜ ƴŜŜŘƭŜΩ ςotherwise everything remains the same.

Brand development is needed to build tourism culture and community ςinternal audience is the focus for initial brand efforts 
(see Appendix G).

Timeframe/Trigger

Immediate (12 months)

Roles

Counties Tourism Office (co-lead)

Leeds Grenville DMOs/municipalities 
(support)

Tourism marketing committee (co-lead)

Public and private sector organizations 
(support)

Outcomes

Effective implementation of the tourism 
marketing and communications plan

Effective implementation of the brand 
recommendations

Tactical Actions

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

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

Adopt and execute brand recommendations.

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A R K E T I N G  &  C O M M U N I C A T I O N S  P L A N

VISION & MISSION
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Initiative 14: Develop Digital Tourism Channels to Serve the Region

Rationale/Description

A dedicated tourism website will better serve potential visitors and locals ςwith enhanced search optimization, faster page 
speed, and dynamic content (see media approach in Appendix Hand audience profiles Appendix I)

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

Operator listings are a thing of the past ςdrive consumers directly to operator websites as quickly as possible.

Social channels are the number one source for travel information ςthe channels and content formats continue to evolve (see 
media approach in Appendix H).

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

Introduce a consumer newsletter that mirrors the economic development version (several comments noted it was highly 
regarded and well-read). This will also serve to engage residents (see media approach Appendix H).

Channels need to be updated frequently.

Timeframe/Trigger

Immediate (6-12 months)

Ongoing

Roles

Counties Tourism Office (lead)

Leeds Grenville DMOs/municipalities 
(support)

Outcomes

Number of impressions delivered 

Number of follows/shares/clicks to operators

Leads sent to operators through digital 
channels

Consumer newsletter sign-ups and open rate

Search engine rankings and growth in 
organic search 

Tactical Actions

Secure/identify funding for website build and build RFP/scope of work for new website.

Secure/identify funding for development of a content strategy and ongoing execution.

Establish sustained annual budget for asset development including photography and video content.

Determine roles/responsibilities for web and social content management.

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A R K E T I N G  &  C O M M U N I C A T I O N S  P L A N

VISION & MISSION
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Initiative 15: Build a Regional Tourism Content Marketing Program

Rationale/Description

ά¢ƻŘŀȅΩǎ ŀǳŘƛŜƴŎŜǎ ǿŀƴǘ ǘƻ ƘŜŀǊ ǘƘŜ ŘŜǇǘƘ ƻŦ ȅƻǳǊ ǎǘƻǊȅ ŀƴŘ ǳƴŘŜǊǎǘŀƴŘ ǿƘȅ ȅƻǳ ŜȄƛǎǘΦ !ǳǘƘŜƴǘƛŎƛǘȅ ǊǳƭŜǎ ǘƘŜ Řŀȅέ - Tara 
Walpert-Levy, Managing Director, Google.

- 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 focus ςgiving consumers what they seek.

- Content marketing allows shining light on local experiences, businesses and residents ςoff the beaten track, support small 
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 customers ς
we can feed into their content system.

- Once the program has been running for 12-18 months consider adding niche/experience themed campaigns that bring 
together operators from across the region (such as paddling, hiking, camping, farm visits).

Timeframe/Trigger

Immediate (6-12 months)

Ongoing

Roles

Counties Tourism Office (co-lead)

Tourism Marketing Committee (co-lead)
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Outcomes

Search engine rankings and growth in 
organic search 

Number of impressions delivered 

Number of follows/shares/clicks to operators 
from digital channels

Leads sent to operators through digital 
channels

Tactical Actions

Secure/determine funding for development of a content strategy and ongoing execution to establish themes, pillars and a 
content calendar.

Undertake an SEO audit to assist in plan development (outsource as needed).

Establish sustained annual budget for asset development including photography and video.

Determine roles/responsibilities for web and social content management.

Establish sustained annual budget for paid media support.
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Initiative 16: Focus on Local Engagement

Rationale/Description

ά¢ƘŜ ƪŜȅ ǘƻ ŘŜǎǘƛƴŀǘƛƻƴǎΩ ǎǳŎŎŜǎǎŜǎ ƭƻƴƎ-term points to this: the industry engaging with host communities, and tourism boards 
ŀƴŘ ōǳǎƛƴŜǎǎŜǎ ŎŀǘŜǊƛƴƎ ǘƻ ǊŜǎƛŘŜƴǘǎ ŀǎ ǘƘŜƛǊ ǇǊƛƳŀǊȅ ŎǳǎǘƻƳŜǊΦέ

- The Counties is made up of a collective of passionate, engaged residents that care about their home. They are invested in its
future and in how it is shared with visitors.

- Friends and relatives are the primary source of information for travel ςthey carry influence and are the top motivator for 
tourism.

- The pandemic forced Canadians to travel closer to home and to discover their own backyard.  This is widely accepted as the 
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 provide a two-way 
channel for communication.

Timeframe/Trigger

Immediate (0-6 months)

Ongoing

Roles

Counties Tourism Office (lead)

Leeds Grenville DMOs/municipalities 
(support)

Public and private sector (support)

Community organizations (support)

Outcomes

Number of local impressions delivered 

Number of follows/shares/clicks to operators

Leads sent to operators through digital 
channels

Newsletter sign-ups and open rate

Tactical Actions

Set up a Locals Know stream of content ςconsider local spokespeople to share the Counties plans.

Develop an ongoing  communications and marketing plan targeting residents and seek local media partnerships.

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

Rationale/Description

There is an opportunity to grow visitation from QC and ON markets ςnumber of visits, length of stay, number of destinations 
visited.

Awareness for most destinations beyond 1000 Islands is limited, there is opportunity to build awareness through 
itinerary/route development.

The QC market has been identified as a priority based on proximity, ease of travel and alignment of experiences (outdoor, 
boating, food/drink).

ON is currently the largest source market for visitors ςthe Counties region provides a close and easy destination for rest, 
relaxation, and connection to nature and natural beauty.

Timeframe/Trigger

Immediate (0-6 months)

Ongoing

Roles

Counties Tourism Office (lead)

Leeds Grenville DMOs/municipalities 
(support)

Public and private sector (support)

Community organizations (support)

ÅOutcomes

Number of impressions delivered 

Number of follows/shares/clicks to operators 
Leads sent to operators

Newsletter sign-ups and open rate

Search engine rankings and growth in 
organic search 

Tactical Actions

Incorporate a QC component into the owned/earned and paid media strategies including French language assets.  For cost 
efficiency, the tourism website can use Google translate..

Introduce new ways to experience the region through itineraries/routes.

Consider development of a bilingual newsletter in coming years

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

Rationale/Description

The Counties should assume the lead representation role for the region in partnership with U.S. marketing initiatives with the 
Thousand Islands Council.

Investigate and collaborate on cross-border 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 for trade-ready product development (the 
itinerary/route initiative may be enough to get started in the short term).

Neighbouring destinations active in trade are partners, not competition ςbuild and nurture relationships with Cornwall, 
Kingston, and Ottawa for broader promotion of Eastern Ontario ςcan itineraries be co-built, can we be represented through 
their efforts.

Timeframe/Trigger

Immediate (0-6 months)

Ongoing

Roles

Counties Tourism Office (lead)

ÅOutcomes

Number of impressions delivered through 
marketing efforts (paid, earned and owned)

Number of follows/shares/clicks to operators

Leads sent to operators through digital 
channels

Tactical Actions

Create an industry trade strategy ςsupported in part by the development of trade-ready itineraries.

Build a trade-ready plan for operators ςwork closely with RTO on the delivery of education and training as needed.

Source: Lebawit Lily Girma | SKIFT Megatrends Defining Travel 2022

GUIDING PRINCIPLES CHALLENGES PILLARS & INITIATIVESOBJECTIVESOPPORTUNITIES TACTICAL PLANS

D E S T I N A T I O N  M A R K E T I N G  &  C O M M U N I C A T I O N S  P L A N

VISION & MISSION



+ 43

Initiative 19: Establish Online Distribution and Sales Support

Rationale/Description

Online travel agents, deal sites and Trip Advisor are relevant across the consumer planning/booking journey ςfrom awareness, 
engagement and conversion.

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

Many of the Counties operators are not leveraging these digital channels to their maximum benefit ςthe Counties can help to 
educate and nurture this (Google is the primary channel to optimize as it is the starting point for most trip planning).

Niche tour operators may provide immediate opportunities for promotion of the Counties experiences.

Timeframe/Trigger

Short-term (6-12 months)

Ongoing

Roles

Counties Tourism Office (lead)

Leeds Grenville DMOs/municipalities 
(support)

Public and private sector (support)

Community organizations (support)

Outcomes

Number of impressions delivered 

Number of follows/shares/clicks to operators

Leads sent to operators through digital 
channels

Tactical Actions

Identify potential trade partners by niche, reach and audiences.

Share itinerary/route with travel trade partners in advance of going live ς²ƘŀǘΩǎ ƳƛǎǎƛƴƎΚ ²ƘŀǘΩǎ ƴŜŜŘŜŘΚ !ŘƧǳǎǘ ŀƴŘ ǊŜŦƛƴŜ 
as needed.

Build a trade-ready plan for operators ςwork closely with RTO9 on the delivery of education and training as needed.
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Initiative 20: Support a Multi-Channel Visitor Services Program with Focus on Operators

Rationale/Description

Visitors seek information from a variety of sources in a complex ecosystem:

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

- Person-to person: Local ambassadors, Visitor Centres, Front Line Staff

Leeds Grenville Tourism Office needs to coordinate and align with RTO9, DMO and Destination Ontario visitor services 
offerings.

Training in customer service and product knowledge is needed for all front-line staff.  This feeds into the growth of a tourism 
culture ςto create a sense of place for visitors, a sense of welcome, and collaboration among tourism operators.

Social media is the primary digital channel to provide real-time visitor services -ƛǘ ƛǎ ǘƘŜ άŀƭǿŀȅǎ ƻƴέ ŎǳǎǘƻƳŜǊ ǎŜǊǾƛŎŜ ŎƘŀƴƴel 
and will need to be managed accordingly.

Timeframe/Trigger

Short-term (6-12 months)

Ongoing

Roles

Counties Tourism Office (lead)

Leeds Grenville DMOs/municipalities 
(support)

Regional Tourism Organization 9 (support)

Outcomes

Number of engagements with visitors

Number of front line participants in training

Leads sent to operators through digital 
channels

QR Code downloads

Tactical Actions

Create and optimize digital tools to engage with visitors across all channels, consider building an online hub for partners to 
upload materials to be shared, a QR code program to promote itineraries/routes.

Be prepared to respond to individual requests through social media.

Review existing visitor service centres and seek opportunities for distribution of QR code posters/rack cards/signage.

Promote the value of a regional approach to sharing content, recommendations and travel information to stakeholders.

Encourage residents to engage with visitors and share their recommendations.
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Appendix A: Leeds Grenville Tourism Today 
(Global, Domestic, & Local Trends)
















































































































































































