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1. Executive Summary 
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A forward-thinking destination 

Tourism product development that is business-focused and well-planned is the bedrock of a forward-thinking travel destination. This vital 
work usually happens behind the scenes, takes incredible patience and fortitude, and seems to move at a glacial pace. But, like the 
Bleasdell Boulder, product development work creates something striking and unique, exactly what is needed for a prosperous future for 
the tourism economy. 

The City of Quinte West has chosen an opportune time to consider maximizing the Visitor economy’s benefits. Industry projections 
suggest that tourism operators in smaller communities are well-positioned to take advantage of the pent-up travel demand of a post-
pandemic economy. By creating a Tourism Development Strategy now, the City of Quinte West has identified the core tourism areas for 
growth. This roadmap will guide activities and investment, set out steps to achieve goals, and reaffirm the municipality’s commitment to 
this important sector. 

Accomplishments to build upon 

Quinte West has many accomplishments to celebrate. Successes along the waterfront include Trent Port Marina, arguably the most liked 
facility of its kind east of Toronto. There is a new boat launch at Ontario Street, and improvements are scheduled at Centennial Park boat 
launches. The Trenton Rowing & Paddling Club is a great success. Achievements are not limited to the waterways: Batawa’s outdoor 
skating rinks, natural playground, and mountain biking trails are enviable assets. Trail expansions will connect parks and attractions, such 
as the proposed path from Bain Park to Centennial Park, which has received upgrades to electrical for events, as well as amphitheatre and 
washroom improvements, not to mention the much-lauded Pop-Up project.  
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On top of infrastructure improvements such as public wi-fi in downtown Trenton and upgrades to wayfinding signage, recreation and 
sports is drawing visitors: the Dudley Hewitt Cup and Eastern Canada Cup hockey events, annual Pond Hockey Classic, the addition of new 
ball diamond and field lighting, and the excitement of the 2024 Canada Soccer Toyota National Championships, a bid recently awarded.  

In 2020, despite pandemic restrictions, the Bay of Quinte region experienced a summer of strong visitation, especially from the Greater 
Toronto Area and Quebec. The region’s hotel occupancy percentage was among Canada’s Top 3 and finished less affected than other 
markets in the nation. 

An economic impact assessment formed part of the strategic planning process (page 42). Taking account of its direct, indirect, and 
induced impacts, the tourism industry of Quinte West generated $15.2 million of constant 2012 dollars GDP in 2016 and supported a total 
of 270 jobs. For the strategy, tourism assets were catalogued and analyzed (page 35). There are nine major tourism attractions in Quinte 
West, which drive significant visitor traffic. The asset analysis revealed a solid base of 39 emerging attractions and 160 supporting assets 
with the potential to nurture a thriving local tourism sector.  

Strengths and aspirations 

An examination of Quinte West’s strengths from a tourism perspective summarized key waterfront assets such as the Bay of Quinte and 
the Trent-Severn Waterway. Established, quality tourism attractions, as well as committed municipal government support, helps to 
maintain a robust regional tourism ecosystem. Tourism stakeholders aspire to build upon the area’s image as an outdoor recreation hub, 
build more tourist accommodation of all types, increase overnight stays in shoulder seasons and winter, and develop water-based 
experiences – such as more access points for kayaks and stand-up paddleboards, and new houseboat cruising opportunities. 

Business owners, Quinte West residents, and tourism experts were engaged as part of the strategy development, including over 500 
participants in a community survey, industry workshops, interviews and discussions (page 37). Local citizens are supportive of tourism, 
with 94% agreeing that “tourism is good for the community” and the same number agreeing that “tourism makes a valuable contribution 
to the local economy”. Businesses are witnessing growing consumer demand for outdoor experiences that can reinforce the City’s slogan, 
A Natural Attraction. Stakeholders prioritized waterfront and river development, as well as monetized tourism-related activities for 
boating, fishing, and trails. Operators appreciate municipal support for tourism but want a clear strategy, incentives to kickstart tourism in 
the post-pandemic period, and celebrations of local successes. Regional coordination, building on neighbour communities’ successes, and 
industry training and networking, were other operator desires and hopes. 

Complex, interlocking mandates 

Tourism development and promotion is a complex set of interlocking mandates involving many agencies serving a multifaceted group of 
businesses and community organizations, large and small. A service delivery analysis reviewed the missions shared by the public sector to 
support tourism (page 35). Among the mandates identified as needing improvements were loans and grants for tourism businesses and 
organizations, facilitation of new and improved tourism products and experiences, workshops for operators, and directional signage so 
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tourists can find their way to their destination. 

Three comparable communities were benchmarked during this project, helping Quinte West learn from their respective approaches (page 
40). What was learned? Communities wishing to develop their tourism economy should focus on product development as the foundation 
for marketing efforts, concentrate on tourism investment to ensure the sector grows sustainably, make waterfront development a 
priority, and support regional collaboration to spur creativity and improve productivity. 

Desired outcomes 

Ultimately, tourism stakeholders envisioned a well-rounded list of outcomes they desire from implementing this strategy. They want 
improved quality, quantity, and diversity of tourist accommodations; increased public funding for tourism attraction and retention efforts; 
supports for local operators to scale up offerings; better access to data on visitor spending and sentiment; and overall tourism business 
viability and resilience, buoyed by a skilled and satisfied workforce. 

Based on the tourism vision, mission, guiding principles, and research and engagement findings, three strategic priorities were crafted: 

▪ Industry Collaboration 

▪ Market Readiness 

▪ Operator Supports 

Quinte West is clearly serious about growing its tourism sector. The recommendations, actions, and steps that follow, along with the 
accompanying technical report, were driven by extensive stakeholder engagement and objective analysis. They can act as a roadmap to 
improvement, cultivating Quinte West’s tourism sector for years to come, building upon its magnificent natural assets, welcoming 
residents, and professional tourism industry operators.  
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2. Foundations for Tourism Development 
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Definition of Tourism 

Tourism is a social, cultural, and economic phenomenon which entails the movement of people to countries or places outside their usual 

environment for personal or business/professional purposes. These people are called visitors (which may be either tourists or 

excursionists; residents or non-residents) and tourism has to do with their activities, some of which involve tourism expenditure.1 

Impact of Tourism 

Tourism is one of Canada’s largest economic sectors, generating total revenues of $98 billion annually, and accounting for 2% of Canada’s 

GDP.2 Tourism is a rich source of jobs for Canadians. Tourism offers significant entrepreneurial opportunities. Small and medium-sized 

enterprises make up 99% of the companies in Canada’s tourism sector. Tourism helps stimulate trade between countries as it enables 

face-to-face meetings that are crucial to overcoming linguistic and cultural barriers.  

Tourism is Canada’s largest service export 

Destination Canada reminds us that foreign currency is used to purchase Canadian services, making tourism an export by definition. In 

fact, tourism is Canada’s largest service export, worth $43.7 billion in Tourism Gross Domestic Product in 2019. There is a clear positive 

relationship between international arrivals and exports in the subsequent year: a 1% increase in arrivals to Canada leads to growth in 

Canadian exports by $817 million over the following two years, as well as an increase in the range of goods and services exported. 

For Quinte West, it’s not just international visitors that support the local tourism sector and generate wealth. Tourism in Quinte West 

includes anyone who arrives from outside of the municipality’s boundaries. 

Local spending is not tourism 

Spending by locals on recreation, culture, entertainment, retail and meals is the recirculation of existing community wealth and is not 
considered tourism. However, local spending by locals is always encouraged because it reduces the amount of dollars leaving the area. 
Local spending opportunities should be addressed in retail market studies, recreation master plans, cultural plans, or buy-local campaigns.

 
1 Source: World Tourism Organization (UNWTO), the United Nations agency responsible for the promotion of responsible, sustainable and universally 
accessible tourism. 
2 Destination Canada: Unlocking the Potential of Canada’s Visitor Economy, December 2018 
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3. Strategic Priorities for Quinte West Tourism 
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Strategic Priorities  
Strategic priorities for Quinte West’s tourism industry were summarized into three pillars: Industry Collaboration, Market Readiness, and 
Operator Supports. Central to the Tourism Development Strategy is Tourism Service Delivery, which includes the various programs, tactics, 
and initiatives carried out by the organizations involved: City of Quinte West, Bay of Quinte Marketing Board, Quinte West Chamber of 
Commerce, RTO9 Southeastern Ontario, and others. 

Industry Collaboration 

Tourism operators are supported through 
networking and partnerships that build 
collaboration and successes amongst 
tourism service-delivery organizations. 

 

Market Readiness 

Market-ready tourism products are 
expanded by creating tourism corridors 
and experience-based itineraries for 
mainstream and emerging consumer 
markets. 

 

Operator Supports 

Enhanced tourism products are realized by 
implementing financial and other supports 
for tourism operators. 
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Strategic Priority #1: Industry Collaboration 

Action 

Action 1: Double-down on networking and learning opportunities for the tourism industry. 

Rationale 

When tourism operators were asked what they wanted to see in a tourism development strategy, they quickly articulated the importance 
of better coordination, increased awareness of City supports, more product development, and the need for a regional lens on tourism 
activity. Tourism operators are eager to work with the City and other organizations to build clear actions for moving forward. This tourism 
development strategy is evidence that Quinte West’s City Council is supportive. Creating clear pathways to collaborations between the 
public and private sectors will build trust, uncover funding and support from various sources, and reinforce the commitment to invest. 

What Can Happen Now? 

Tourism business operators and support organizations appreciate the City’s approach to 
tourism development to date, given the kind words directed toward municipal staff. An 
excellent, collegial relationship between the private and public sectors already exists. With 
support from Council, City staff can re-allocate existing and new funds to amplify collaboration 
within the tourism industry through direct contact, events, workshops, conferences, tours, and 
networking. City staff should also continue to connect and regularly visit with tourism 
operators, adding value and providing advice and information whenever possible. 

Guiding Principles 

▪ See the whole picture 

▪ Collaborative destination management 

▪ Redefine economic success 

▪ Protect sense of place 

Figure 1: Tourism Business Speed-Matching, Scuba 

Diving Conference, Philippines 
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Action 1: Double-down on networking and learning opportunities for the tourism industry. 
ST

EP
S Step 1a: Organize regular tourism industry events where local 

operators can meet peers and develop relationships. 
Step 1b: Provide opportunities for tourism operators to 
expand their knowledge and expertise. 

TA
C

TI
C

S 

▪ Coordinate annual tourism-focused industry engagement opportunities 
(regional tourism conferences are encouraged).  

▪ Run speed-matching gatherings to encourage collaborations between 
tourism operators. 

▪ Provide paths to partnerships and clusters. 

▪ Promote shared procurement, workforce pools, and other cooperative 
concepts. 

▪ Organize an annual tour of key tourism attractions. 

▪ Organize regular workshops and presentations for tourism 
operators. 

▪ Share new technologies for promotions, booking, and 
organizing. 

▪ Communicate best practices and examples of productivity 
gains. 

A
P

P
R

O
A

C
H

 

▪ Time Frame: Ongoing 

▪ Action Type: Quick Win 

▪ Time Frame: Ongoing 

▪ Action Type: Start/Stop 

EX
A

M
P

LE
S 

▪ NYC Tourism Ready 

▪ Philippines Dive Travel B2B Exchange (Figure 1) 

▪ Norfolk County Tourism Business Speed-Matching  

▪ Southwestern Ontario Tourism Training Workshops 

▪ RTO7 Tuesday Tutorials 

▪ Tourism Council Western Australia Training Workshops 

P
A

R
TN

ER
S 

▪ RTO9 Southeastern Ontario  

▪ Trenval Business Development Corp. 

▪ Regional Chambers of Commerce and Downtown Business Improvement Areas 

▪ Bay of Quinte Regional Marketing Board and Municipal Partners 

▪ Prince Edward County Tourism Staff 

▪ Tour operators in target markets 

 

  

https://www.travelweekly.com/North-America-Travel/NYC-Company-helping-spread-wealth-from-tourism
https://phidex.asia/phidex/wp-content/uploads/2019/11/PHIDEX-2019-PostShowReport-Oct-10.pdf
https://www.simcoereformer.ca/2012/12/20/county-playing-matchmaker-for-businesses
https://www.swotc.ca/training-workshops
https://rto7.ca/Public/Tuesday-Tutorials
https://tourismcouncilwa.com.au/events-training/training-workshops
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Strategic Priority #2: Market Readiness 

Actions 

Action 2: Align and leverage tourism products and experiences. 

Action 3: Focus on target customers and anchor staging areas. 

Action 4: Stabilize infrastructure and marketing. 

Rationale 

Quinte West’s tourism operators and support organizations are well aware of assets that residents and visitors to the region enjoy. Quinte 
West is located on the Bay of Quinte and straddles the southern end of the Trent-Severn Waterway, enjoying a fortunate array of outdoor 
recreation experiences such as Trent Port Marina, Batawa Ski Hill and Trails, Frankford Tourist Park, and Sager Conservation Area. 
Arguably the most highly regarded pleasure marina east of Toronto is just steps from downtown Trenton. The Quinte Museum of Natural 
History is planned for the water’s edge. The best use for the Trenton Town Hall 1861 building should be determined, including 
opportunities for connections with the arts and other types of downtown revitalization. The Trent-Severn Waterway connects Quinte 
West’s urban core with attractions in the rural north. 
During the pandemic, traffic generally increased for 
outdoor-based tourism businesses and camping, 
where permitted. In fact, across the region, some 
geographic areas – beaches, specifically – 
experienced over-tourism. Pent-up demand by 
consumers will be unleashed when pandemic 
restrictions are lifted, so the industry must be 
prepared to avoid backlash from local citizens. Flows 
of visitors shape the evolution and perception of 
tourism destinations, and the tourism industry should 
seek to understand those flows and intervene to 
develop them further.  

Figure 2: Waterfront / Outdoor Corridor Concept 
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According to new research3, visitor flows (sequences within a trip) 
are affected by trajectories (intentional directions and/or flexible 
decisions within a trip) and corridors (activities and attractions in 
proximity). Applying this learning can help the tourism industry make 
sense of traveller motivations, better predict choices, and design 
corridors. In Quinte West, three natural visitor flows appear to be 
ripe for interventions: marina/downtown, Trent-Severn Waterway 
(Figure 2), and agricultural/rural. 

What Can Happen Now? 

Businesses support clusters of activity that highlight their strengths, 
so sketching out the alignments should be the first step in modifying 
marketing and product development. Quinte West is already 
investing in boat ramps and has embarked on a significant 
investment in its waterfront parks for motorized access to the Bay of 
Quinte. In rivers and canals, stand-up paddleboard enthusiasts, 
kayakers, and canoeists could be encouraged to launch in increasing 
numbers along more tranquil waters. Connecting the dots 
represented by Quinte West’s agriculture sector has already started 
with a database prepared by Harvest Hastings. 

Guiding Principles 

▪ Use sustainability standards 

▪ Quality over quantity 

▪ Reduce tourism’s burden 

▪ Contain tourism’s land use 

▪ Diversify source markets  

 
3 Pietro Beritelli, Stephan Reinhold, Christian Laesser, “Visitor flows, trajectories and corridors: Planning and designing places from the traveler's point of 
view”, Annals of Tourism Research, Volume 82, 2020, 102936. 

Figure 3: Itineraries for Livingston County, Michigan 
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Action 2: Align and leverage tourism products and experiences. 
ST

EP
S 

Step 2a: Develop itineraries showcasing experiences along tourism 
corridors. 

Step 2b: Divert traffic from over-tourism bottlenecks 
in neighbouring communities. 

TA
C

TI
C

S 

▪ Create detailed itineraries for each type of experience in Quinte West, link 
them to tourism businesses, and upload them to the website. (Figure 3) 

▪ Utilize tools such as signage and street markings and activations such as 
pop-up retail, street entertainment, and local food to drive foot traffic 
along walking routes between Trent Port Marina and Downtown Trenton. 

▪ Connect outdoor recreation experiences along the Trent-Severn 
Waterway, from Trenton to Batawa to Frankford to Sager Conservation 
Area, to drive tourist traffic into Quinte West rural areas. 

▪ Establish a Quinte West Food Crawl, linking local food and drink sources, 
farm markets and agritourism experiences across the municipality. 

▪ Analyze regional tourism traffic patterns and timing.  

▪ Host events and promotions on days and times aligned 
with over-capacity situations in Prince Edward County. 

▪ Promote overflow itineraries in over-capacity areas of 
Prince Edward County. 

A
P

P
R

O
A

C
H

 

▪ Time Frame: Plan in 2021-2022, implement in 2022-2023 

▪ Action Type: Quick Win 

▪ Time Frame: Plan in 2022, implement in 2023 and beyond 

▪ Action Type: Long Haul 

EX
A

M
P

LE
S 

▪ Itineraries, Livingston County, Southeast Michigan 

▪ North Grenville Foodies Delight Day Trip Itinerary 

▪ Kentucky Bourbon Trail Itineraries 

▪ Ireland’s Wild Atlantic Way 

▪ UNWTO Overtourism Report 

▪ Sustainable Tourism – Tips for Small Towns and Rural 
Areas 

▪ MapBox and Twitter data from GNIP – spatial behaviour of 
locals and tourists 

P
A

R
TN

ER
S 

▪ Bay of Quinte Marketing Board 

▪ RTO9 Southeastern Ontario  

▪ Prince Edward County (stakeholders to be determined) 

 

https://visitlivingstoncounty.com/things-to-do/itineraries/
https://www.explorenorthgrenville.ca/component/k2/itemlist/category/25-foodies-delight
https://kybourbontrail.com/kentucky-bourbon-trail-craft-tour-trip-planner/
https://www.thewildatlanticway.com/route-stages/
https://www.e-unwto.org/doi/pdf/10.18111/9789284420070
https://www.kanavainternational.com/2016/09/sustainable-tourism-five-essentials-for-rural-areas-and-small-towns
https://www.kanavainternational.com/2016/09/sustainable-tourism-five-essentials-for-rural-areas-and-small-towns
https://labs.mapbox.com/labs/twitter-gnip/locals/#12/44.1125/-77.5868
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Action 3: Focus on target customers and anchor staging areas. 
ST

EP
S Step 3a: Adapt tourism product 

offerings and service delivery by paying 
attention to the end user’s desires. 

Step 3b: Leverage anchor spaces as stages for 
scheduled experiences, activations, and event 
marshalling. 

Step 3c: Link food and drink 
producers and purveyors 
with foodies and locavores. 

TA
C

TI
C

S 

▪ Work with recreational fishing influencers 
and advocates to develop sustainable 
angling opportunities, such as more 
angling events, improved facilities, local 
culinary connections, and sponsorship 
opportunities and amenities at the City’s 
boat launches. 

▪ Adapt niche tourism products and 
marketing tactics to other unique tourists, 
such as francophones, New Canadians, 
visitors with disabilities. 

▪ National Air Force Museum of Canada hosting local 
food and drink events and tours, military-style 
outdoor dinners, fitness and outdoor activity tours. 

▪ Trent Port Marina and Bayshore Park hosting music 
concerts, entertainment, pop-up retail, food trucks. 

▪ Quinte West Farmers’ Market and Jack Lange 
Memorial Walkway hosting signature weekly 
tourism event, music series, outdoor local food 
harvest dinners 

▪ Centennial Park hosting music concerts, 
entertainment, pop-up retail, food trucks.  

▪ Mount Pelion Park hosting military-style fitness 
tours, walking track, washrooms. 

▪ Batawa hosting mountain bike trails, outdoor 
skating, skiing, music events with camping. 

▪ Frankford Tourist Park and Trent-Severn Waterway 
banks hosting trails, cycling, military-style fitness 
and survival camping, ruck marches, outlooks. 

▪ Bring together farmers, chefs, 
event organizers, and 
retailers to develop local food 
and drink experiences, trails, 
and events. 

▪ Recruit local food 
ambassadors (amateur or 
professional) and food travel 
bloggers to promote on-farm 
experiences, farm markets, 
restaurants, farmers, and 
chefs. 

 

A
P

P
R

O
A

C
H

 

▪ Time Frame: Plan fishing in 2022 for 
ongoing implementation in spring 2023; 
plan other niche markets in 2023 for 2024 
implementation 

▪ Action Type: Start/Stop 

▪ Time Frame: Plan in 2021-2022, ongoing 
implementation starting fall 2022 

▪ Action Type: Long Haul 

▪ Time Frame: Plan in 2022 for 
ongoing implementation 
starting in summer 2023 

▪ Action Type: Long Haul 
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ST
EP

S Step 3a: Adapt tourism product 
offerings and service delivery by paying 
attention to the end user’s desires. 

Step 3b: Leverage anchor spaces as stages for 
scheduled experiences, activations, and event 
marshalling. 

Step 3c: Link food and drink 
producers and purveyors 
with foodies and locavores. 

EX
A

M
P

LE
S 

▪ Saugeen River and Lake Huron Fishing 

▪ Recreational fishing organizations 

▪ Bow River Overnight Fishing Trip 

▪ Route Champlain 

▪ Ontario Parks Learn-to-Camp Program 

▪ Batawa Accessible Customer Service Policy 

▪ Fit Tours NYC 

▪ The Fitness Tourist 

▪ Survival holidays 

▪ PEI Cycling Itineraries 

▪ Old Stocks Inn Foodie Trails 

▪ West Cork Food Festival 

▪ Eat & Drink Norfolk 

▪ Fairly Fat Guys – Local Food 
Ambassadors 

P
A

R
TN

ER
S 

▪ Recreational fishing organizations 

▪ RTO9 Southeastern Ontario  

▪ Bay of Quinte Marketing Board 

▪ Société Économique de l’Ontario 

▪ Le Corridor Patrimoine, Culture et 
Tourisme Francophone Canada  

▪ Quebec Travel Bloggers 

▪ National Air Force Museum of Canada 

▪ Batawa Development Corp. 

▪ Private landowners of Bayshore Park that surrounds 
Trent Port Marina  

▪ Parks Canada 

▪ Canadian Forces Liaison Council ExecuTrek Program 

▪ PSP Fitness & Sports 8 Wing CFB Trenton 

▪ Parks Canada 

▪ Harvest Hastings 

▪ Bay of Quinte Marketing 
Board 

▪ RTO9 Southeastern Ontario 

▪ Ontario Ministry of 
Agriculture Food and Rural 
Affairs (OMAFRA) 

 

  

https://explorethebruce.com/explore/fishing-on-the-saugeen-river-and-lake-huron-shoreline/75
http://www.ontournet.com/page13.php
http://bowrivercanada.com/2-day-overnight-bow-float-trip/
https://routechamplain.ca/
https://www.ontarioparks.com/learntocamp
https://www.batawaskihill.com/batawa-ski-hill-accessibility-policies
https://fittoursnyc.com/
https://core.ac.uk/download/pdf/97833145.pdf
https://www.tourism-review.com/travel-tourism-magazine-survival-courses-holidays-for-adventurous-travelers-article2354
https://www.tourismpei.com/pei-cycling-itineraries
https://www.oldstocksinn.com/the-cotswolds/foodie-trails/
https://www.atasteofwestcork.com/
https://www.simcoereformer.ca/news/local-news/eat-drink-norfolk-marks-milestone-year
https://www.norfolktourism.ca/fairlyfatguys/
https://www.norfolktourism.ca/fairlyfatguys/
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Action 4: Stabilize infrastructure and marketing. 
ST

EP
S 

Step 4a: Develop a 
waterfront master plan 
connecting tourism 
assets. 

Step 4b: Expand internet 
so tourism operators can 
connect to customers. 

Step 4c: Help tourists 
find their way around. 

 

Step 4d: Reinforce collaborations with 
marketing partners. 

TA
C

TI
C

S 

▪ Map nodes of outdoor 
tourism activity and 
waterfront access along 
the Bay of Quinte, Trent-
Severn Waterway, and 
Murray Canal. 

▪ Connect the waterfront 
and outdoor tourism 
assets to trailheads, 
conservation areas and 
other sites, and boat 
launches. 

▪ Rural connections. 
▪ Reliable, high-speed 

public wi-fi in commercial 
areas. 

▪ Develop a pay-to-play 
tourism business 
directional signage 
program. 

▪ Improve public 
wayfinding signage. 

▪ Use sidewalk and street 
markings to lead 
tourists from Trent Port 
Marina to Downtown 
Trenton. 

▪ Continue to support the Bay of Quinte 
Regional Marketing Board  

▪ Create a City of Quinte West tourism 
industry advisory working group to provide 
operator advice and support for City staff 
representation at the regional level. 

▪ Explore new ways to elevate Quinte West’s 
tourism experiences within the Bay of 
Quinte marketing plan. 

▪ Focus on improving and promoting Quinte 
West experiences rather than simply 
pushing the Quinte West brand. 

▪ Continue to explore alliances and 
cooperation opportunities with the tourism 
industries of Prince Edward County and 
other neighbouring communities. 

A
P

P
R

O
A

C
H

 

▪ Time Frame: Develop 
master plan in 2024, 
implement in 2025 and 
beyond 

▪ Action Type: Long Haul 

▪ Time Frame: Begin 
planning in 2021, 
implement in 2022 and 
beyond 

▪ Action Type: Long Haul 

▪ Time Frame: Develop 
plan in 2021-2022, 
implement in 2022 and 
beyond 

▪ Action Type: Quick Win 

▪ Time Frame: Ongoing; develop terms of 
reference for tourism advisory group in 
2021 for winter 2022 implementation 

▪ Action Type: Start/Stop 
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ST
EP

S 

Step 4a: Develop a 
waterfront master plan 
connecting tourism 
assets. 

Step 4b: Expand internet 
so tourism operators can 
connect to customers. 

Step 4c: Help tourists 
find their way around. 

 

Step 4d: Reinforce collaborations with 
marketing partners. 

EX
A

M
P

LE
S 

▪ Township of South 
Stormont Waterfront 
Development Plan 

▪ Georgina Waterfront 
Parks Master Plan 

▪ Barrie Waterfront & 
Marina Strategic Plan 

▪ Fit Tours NYC 

▪ The Fitness Tourist 

▪ Survival holidays 

▪ Halton Region Tourism-
Oriented Directional 
Signage 

▪ Roadsworth Street Art 
Examples 

▪ Norfolk County Tourism 
Directional Signage 
Program 

▪ Grey Highlands Tourism Advisory 
Committee Terms of Reference 

▪ Port Hardy Tourism Advisory Committee 
Terms of Reference 

▪ Cruise the Coast Motorcycle Tourism 
Alliance 

P
A

R
TN

ER
S 

▪ Parks Canada 

▪ Trent-Severn Waterway 

▪ Lower Trent 
Conservation Authority 

▪ Quinte Conservation 
Authority 

▪ Private land owners  

▪ Quinte Economic 
Development 
Commission 

▪ Internet Service Providers 

▪ Ontario East Economic 
Development Corp. 

▪ Government of Canada 

▪ Government of Ontario  

 ▪ City of Quinte West 

▪ Bay of Quinte Marketing Board 

▪ RTO9 Southeastern Ontario 

▪ Prince Edward County 

▪ Quinte West tourism business 
representatives 

  

https://www.southstormont.ca/en/business-and-development/waterfront-development-plan.aspx
https://www.southstormont.ca/en/business-and-development/waterfront-development-plan.aspx
https://www.southstormont.ca/en/business-and-development/waterfront-development-plan.aspx
https://www.georgina.ca/file/16832/download?token=7ndRHcM5
https://www.georgina.ca/file/16832/download?token=7ndRHcM5
https://www.barrie.ca/Living/ParksTrails/Waterfront/Pages/WaterfrontParksInitiative.aspx
https://www.barrie.ca/Living/ParksTrails/Waterfront/Pages/WaterfrontParksInitiative.aspx
https://fittoursnyc.com/
https://core.ac.uk/download/pdf/97833145.pdf
https://www.tourism-review.com/travel-tourism-magazine-survival-courses-holidays-for-adventurous-travelers-article2354
https://www.halton.ca/Repository/Program-Guidelines-Tourism-Oriented-Directional-Si
https://www.halton.ca/Repository/Program-Guidelines-Tourism-Oriented-Directional-Si
https://www.halton.ca/Repository/Program-Guidelines-Tourism-Oriented-Directional-Si
https://mymodernmet.com/peter-gibson-roadsworth-street-art/
https://mymodernmet.com/peter-gibson-roadsworth-street-art/
https://www.norfolkcounty.ca/business/advertising-and-sponsorship-opportunities/directional-signage-program/
https://www.norfolkcounty.ca/business/advertising-and-sponsorship-opportunities/directional-signage-program/
https://www.norfolkcounty.ca/business/advertising-and-sponsorship-opportunities/directional-signage-program/
https://greyhighlands.civicweb.net/document/146486
https://greyhighlands.civicweb.net/document/146486
https://porthardy.ca/wp-content/uploads/2020/06/FINAL-Terms-of-Reference-2020.pdf
https://porthardy.ca/wp-content/uploads/2020/06/FINAL-Terms-of-Reference-2020.pdf
https://cruisethecoast.ca/the-routes/
https://cruisethecoast.ca/the-routes/
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Strategic Priority #3: Operator Supports 

Actions 

Action 5: Fast-track tourism-friendly policy changes. 

Action 6: Co-invest in product development with tourism operators. 

Rationale 

During workshop consultations, interviews and surveys, tourism operators in 
Quinte West clearly communicated the need for more support services from the 
City, ranging from product knowledge of other tourist attractions to help on the 
digital transformation of their business methods. With the establishment of the 
Municipal Accommodation Tax, operators expect the City to utilize these 
revenues to build the resilience and success of the tourism industry as a whole. 
City staff are exceptionally well networked with other organizations and agencies to support tourism operators, but there are other ways 
to improve municipal service delivery. With better positioning, Quinte West could attract major music festivals similar to the Gentlemen 
of the Road (Mumford and Sons) model, which the community was shortlisted for in the past. 

What Can Happen Now? 

The City of Quinte West can begin immediately by combing through its policies to find ways to make them friendlier to the tourism 
industry. Every aspect of the City’s programs and services that touch upon the tourism and hospitality sector – especially related to 
approval processes, regulatory frameworks, and fund mechanisms – should be reviewed and modified. A quick win for Quinte West would 
be the development of short-term rental accommodation to take advantage of pent-up demand. It would be advantageous to run all 
policy discussions through a permissive tourism-friendly lens, to ensure the highest level of flexibility possible. 

Guiding Principles 

▪ Collaborative destination management 
▪ Quality over quantity 
▪ Demand fair income distribution 

▪ Redefine economic success 
▪ Operate business responsibly 

Figure 4: Mumford and Sons' Concert with Festival Camping 
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Action 5: Fast-track tourism-friendly policy changes. 
ST

EP
S 

Step 5a: Modernize the Zoning By-
Law to provide flexibility in the 
development of tourism businesses. 

Step 5b: Create a Tourism Business 
Improvement Plan and other policies to 
encourage private-sector investment in 
tourism businesses. 

Step 5c: Streamline the tourism 
event planning and approval 
process to assist organizers. 

TA
C

TI
C

S 

▪ Allow on-farm experiences, overnight 
accommodation such as rental 
cottages and rental cabins, and 
camping in Agricultural Zones. 

▪ Allow farm breweries, farm wineries, 
and farm distilleries, as-of-right, in 
Agricultural Zones. 

▪ Allow micro-distilleries and craft 
breweries, as-of-right, in Downtown 
Zones. 

▪ Clarify definitions of tourist 
establishments and tourist 
accommodation and allow short-term 
rentals to increase the inventory of 
overnight accommodation. 

▪ Clarify definitions of camping 
establishments, tourist trailers and 
tourist vehicles and determine which 
zones they are permitted in. 

▪ Prioritize the improvement of agricultural 
properties for tourist establishments, on-farm 
tourist accommodation, farm breweries, wineries, 
distilleries, and value-added food and drink 
processing.   

▪ Prioritize the improvement of outdoor and water-
based tourism experiences for rural land, open 
space, and waterfront land, buildings and facilities 
used for tourist establishments related to outdoor 
land-based and water-based activities. 

▪ Prioritize the improvement in quantity and quality 
of overnight tourist accommodation on 
residential, rural, and agricultural properties to 
construct secondary suites and alternative tourist 
accommodation facilities. 

▪ Establish a Short Term Accommodation rental 
policy that is friendly and flexible for small 
businesses, while ensuring quality assurance and 
guest safety, with the ultimate goal of increasing 
the inventory of overnight accommodation. 

▪ Periodically run table-top exercises 
for tourism event planning to 
ensure volunteer groups and 
smaller operators can easily 
navigate the approvals process. 

▪ Ensure tourism events are clearly 
defined to channel resources to 
appropriate proposals. 

▪ Consider options for non-financial 
supports (e.g., staff support, fee 
waivers, etc.). 

 

A
P

P
R

O
A

C
H

 

▪ Time Frame: Review Zoning By-Law in 
2021, implement changes before 2022 
construction season 

▪ Action Type: Quick Win 

▪ Time Frame: Develop Tourism Business 
Improvement Plan in 2021, implement changes 
before 2022 construction season 

▪ Action Type: Quick Win 

▪ Time Frame: Plan in 2021 for 2022 
implementation 

▪ Action Type: Quick Win 
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ST
EP

S 

Step 5a: Modernize the Zoning By-
Law to provide flexibility in the 
development of tourism businesses. 

Step 5b: Create a Tourism Business 
Improvement Plan and other policies to 
encourage private-sector investment in 
tourism businesses. 

Step 5c: Streamline the tourism 
event planning and approval 
process to assist organizers. 

EX
A

M
P

LE
S 

▪ Norfolk County Zoning By-Law - On-
Farm Diversification 

▪ Haldimand County Rural Business and Tourism 
Community Improvement Plan 

▪ Alternative Accommodation Toolkit (Elgin-
Norfolk-Haldimand) 

▪ Halton Region Agriculture Community 
Development Fund 

▪ Bonavista, Newfoundland’s approach to AirBnBs 

▪ AirBnB information on MAT collection 

▪ Richmond Hill Festival & Events 
Strategy 

▪ Halton Hills Neighbourhood Block 
Party model 

▪ Windsor-Essex Sports Tourism 

P
A

R
TN

ER
S 

▪ City of Quinte West Planning & Development Department 

▪ Short-term accommodation booking platforms (e.g. AirBnB, etc.)  
▪ City of Quinte West – appropriate 

departments 

 

  

http://www.norfolkcounty.ca/wp-content/uploads/2021/01/JULY-2020-Consolidation-Updated-Fall-2020.pdf
http://www.norfolkcounty.ca/wp-content/uploads/2021/01/JULY-2020-Consolidation-Updated-Fall-2020.pdf
https://www.haldimandcounty.ca/wp-content/uploads/2018/03/RBTCIP-Overview-Web-1.pdf
https://www.haldimandcounty.ca/wp-content/uploads/2018/03/RBTCIP-Overview-Web-1.pdf
https://static1.squarespace.com/static/5abbaa98f93fd495aa77b220/t/5b3677b5f950b715d9f65991/1530296249126/Alternative-Accommodation-Study.pdf
https://www.halton.ca/For-Business/Agriculture-and-Environment/Agriculture-Community-Development-Fund
https://www.halton.ca/For-Business/Agriculture-and-Environment/Agriculture-Community-Development-Fund
https://www.cbc.ca/news/canada/newfoundland-labrador/bonavista-airbnb-taxes-1.5276285
https://www.airbnb.ca/help/article/2283/occupancy-tax-collection-and-remittance-by-airbnb-in-canada
https://www.richmondhill.ca/en/shared-content/resources/documents/868-Festivals-Events-Strategy-Final-Plan.pdf
https://www.richmondhill.ca/en/shared-content/resources/documents/868-Festivals-Events-Strategy-Final-Plan.pdf
https://www.haltonhills.ca/en/residents/planning-public-events.aspx
https://www.haltonhills.ca/en/residents/planning-public-events.aspx
https://visitwindsoressex.com/sports-tourism/
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Action 6: Co-invest in product development with tourism operators. 
ST

EP
S 

Step 6a: Invest in a Tourism 
Development Reserve using 
Municipal Accommodation Tax 
(MAT) revenues. 

Step 6b: Ensure grants and loans in Tourism 
Business Improvement Plan are structured to 
increase investment in new and improved tourism 
products and experiences. 

Step 6c: Provide municipal 
grants to non-profit 
organizations and social 
enterprises operating events 
and services for tourists. 

TA
C

TI
C

S 

▪ Hire a Tourism Development 
Coordinator to kickstart 
implementation.  

▪ Modify Municipal Accommodation 
Tax By-Law to collect revenues from 
Short Term Accommodation rentals. 

▪ Purchase property to be converted to 
public tourism uses (e.g. waterfront 
access, parking). 

▪ Purchase equipment to be used for 
tourism experiences (e.g. 
rental/shared bicycles, bike 
maintenance stands). 

▪ Purchase materials for wayfinding 
signage. 

▪ Fund larger Community 
Improvement Plan incentives (e.g., 
Batawa mountain bike trail 
improvements). 

▪ Support new attractions (e.g. Natural 
History Museum) 

 

▪ Develop agri-tourism by providing matching grants 
and/or interest-free loans for agricultural land 
owners to improve buildings and facilities used for 
tourist establishments, on-farm tourist 
accommodation, farm breweries, wineries and 
distilleries, and value-added local food and drink 
processing.   

▪ Develop outdoor tourism by providing matching 
grants and/or interest-free loans for waterfront 
land owners to improve buildings and facilities used 
for tourist establishments related to outdoor and 
water-based tourism experiences. 

▪ Develop the inventory of overnight tourist 
accommodation by providing incentives. 

▪ Encourage gated festivals with 
temporary overnight tent 
camping in City parks, where 
appropriate. 

▪ Expand pop-up retail 
experiences and mobile food 
premises along tourism 
corridors. 

▪ Encourage monetization of 
guided, interpretive nature 
walks. 

▪ Continue to support event bids 
for sports tournaments and 
competitions. 

A
P

P
R

O
A

C
H

 

▪ Time Frame: Develop investment 
plan in 2021 for implementation in 
2022 and beyond 

▪ Action Type: Long Haul 

▪ Time Frame: Develop Tourism Business Improvement 
Plan in 2021, implement changes before 2022 
construction season 

▪ Action Type: Quick Win 

▪ Time Frame: Plan in 2021 for 
2022 implementation 

▪ Action Type: Quick Win 
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ST
EP

S 

Step 6a: Invest in a Tourism 
Development Reserve using 
Municipal Accommodation Tax 
(MAT) revenues. 

Step 6b: Ensure grants and loans in Tourism 
Business Improvement Plan are structured to 
increase investment in new and improved tourism 
products and experiences. 

Step 6c: Provide municipal 
grants to non-profit 
organizations and social 
enterprises operating events 
and services for tourists. 

EX
A

M
P

LE
S 

▪ Orillia MAT Tourism Reserve Fund 
Allocation 

▪ Grey County Community Improvement Plan – 
Destination Infrastructure Grant 

▪ Haldimand County Rural Business and Tourism 
Community Improvement Plan - Commercial Roofed 
Accommodations and Value-Added Agricultural 
Development Tax-Increment Grant 

▪ Gentlemen of the Road Stopover 
Music Festival on-site camping 
(Figure 4) 

P
A

R
TN

ER
S ▪ City of Quinte West – appropriate 

departments  
▪ City of Quinte West Planning & Development 

Department 
▪ Festival organizers 

▪ Local sports and recreation clubs 
and associations 

▪ Nature groups 

 

 

https://www.orilliamatters.com/local-news/hotel-room-tax-proceeds-will-be-invested-into-local-tourism-efforts-1688420
https://www.orilliamatters.com/local-news/hotel-room-tax-proceeds-will-be-invested-into-local-tourism-efforts-1688420
https://docs.grey.ca/share/public?nodeRef=workspace://SpacesStore/c55de35c-fada-49e1-8afa-a6b045871528
https://docs.grey.ca/share/public?nodeRef=workspace://SpacesStore/c55de35c-fada-49e1-8afa-a6b045871528
https://www.haldimandcounty.ca/wp-content/uploads/2018/03/Haldimand-FINAL-RCIP-Complete-August-7-Update-1.pdf
https://www.haldimandcounty.ca/wp-content/uploads/2018/03/Haldimand-FINAL-RCIP-Complete-August-7-Update-1.pdf
https://www.haldimandcounty.ca/wp-content/uploads/2018/03/Haldimand-FINAL-RCIP-Complete-August-7-Update-1.pdf
https://www.haldimandcounty.ca/wp-content/uploads/2018/03/Haldimand-FINAL-RCIP-Complete-August-7-Update-1.pdf
https://medium.com/@seancatania/the-gentlemen-of-music-8623a989884a
https://medium.com/@seancatania/the-gentlemen-of-music-8623a989884a
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4. Scope of Tourism Services 
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Scope of Tourism Services 
Many organizations are involved in economic development tourism service delivery in the area (see Figure 5). A Tourism Service Delivery 
Analysis involved the four stakeholder agencies responsible for key tourism mandates in the City of Quinte West, including the City, the 
Chamber of Commerce, Bay of Quinte Marketing Board, and RTO9 Southeastern Ontario. The following tourism services were ranked as 
Very High or High Priority for the Tourism Development Strategy and were identified as needing service delivery improvements.  

▪ Business / Organization Loans & Grants 
▪ Marketing Tactics to Attract Tourists 
▪ Tourism Product/Experience Development 
▪ Tourism Business Retention & Expansion 
▪ Tourism Business Support / Workshops 

▪ Tourism Investment Attraction 
▪ Directional Signage for 

Businesses/Attractions 
▪ Wayfinding / Interpretive / Trail Signage 

 

The following tourism services were ranked as Very High or High Priority for the Tourism Development Strategy and were considered to 
have effective service delivery currently. 

▪ Regional Collaborations 
▪ Municipal Accommodation Tax 

Administration 

▪ Tourism/Hospitality Workforce Initiatives  
▪ Political Advocacy 
▪ Strategic Planning 

 

Figure 5: Agencies involved in economic development and tourism in Quinte West and region 
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Public Facility Requirements 

The City of Quinte West has a variety of high-quality public facilities that can be leveraged for tourism purposes, such as Trent Port 
Marina, Centennial Park, Mount Pelion, trails, and Frankford’s campground. 

Waterfront and Trails 

The recommendations of the Tourism Development Strategy include a request for a master plan to be developed that encompasses all 
waterfront access in the municipality and connectivity of trails. This includes the Bay of Quinte waterfront and the Trent-Severn 
Waterway, Murray Canal, and all other bodies of water that could be accessible to the public. Consideration should be given to expanding 
public facilities along the Trent-Severn Waterway to allow for picnic areas and access for non-motorized watercraft such as stand-up 
paddleboards, kayaks, and canoes (Figure 6). 

Trail facilities winding along the Trent-Severn Waterway and Bay of Quinte should be improved and connected to province-wide and 
national trail networks, where possible. Directional wayfinding signage and trailhead signage needs to be improved, as well as trail 
amenities and surface conditions, in order to grow the trail system to be competitive with other communities. 

Cyclists should be considered when upgrading 
roads, including adding wide paved shoulders. 
Shoulder sweeping was witnessed during the 
consultant’s visit, which is a very positive 
activity for cyclists. 

Camping 

As part of a master plan for waterfront access, 
campgrounds and areas that may be suitable 
for camping should be carefully analyzed from 
the perspective of their attributes as 
destinations for tourists and visitors. Providing 
transient camping that is conducive to hosting 
tourists can provide a significant economic 
impact bringing in new dollars from outside the 
community. Comfort camping facilities such as 
pods, yurts, oTENTiks, and safari tents, to be 
rented on a short-term basis, should also be 
seriously considered for these areas. An Figure 6: Facilities for non-motorized watercraft should extend up the Trent-Severn Waterway 
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example of this is the parcel of land immediately north of the bridge next to Frankford Tourist Park Campground. Through an open-
minded destination analysis and in cooperation with Parks Canada, this area should be reimagined to make the most of the economic 
benefit of the site from a tourism perspective – bringing new dollars to Frankford and Quinte West. A management strategy for the overall 
area is recommended.  

Private-Public Partnerships 

Partnerships may need to be developed with other landowners to advance these objectives. This is especially critical with Parks Canada, 
conservation authorities, and the private landowners of the property adjacent to Trent Port Marina. 

Municipal Accommodation Tax, Staffing Structure, Capacity, and Professional Development 

Recommendations within the report look at and beyond the transition from pandemic restrictions. Tourists are expected to express pent-
up demand for the types of experiences that Quinte West offers. This is not the time to lower the City’s commitment to tourism services, 
as businesses within the sector will need support in responding to short-term and long-term challenges and opportunities. 

Current utilization of the MAT has been focused on the development of this strategy. Where possible in future, recommendations in this 
report point to utilize a portion of MAT revenues for a special tourism reserve fund, Community Improvement Plan incentives, and 
municipal grants to community groups focused clearly on tourism objectives, not general community events or services. The special 
tourism reserve could be utilized for large projects that will be of tangible benefit to the development of the tourism industry. 

The current staffing structure is organized under the Planning & Development Services Department, which is advantageous for reviewing 
the Zoning By-Law and Community Improvement Plan recommendations within the report. 

Tourism product development should be a renewed focus of the City staff. Consideration should be given to realigning the event planning 
program to assist with tourism development programs. 

Enhanced professional development and training opportunities for City of Quinte West staff should be considered, such as attending 
conferences and sessions organized by the RTO, Economic Developers’ Council of Ontario, and the Tourism Industry Association of 
Ontario. By staying on top of trends and best practices, City staff will a well-developed, current understanding of opportunities and 
solutions. This will allow them to transfer knowledge and solutions to industry stakeholders more effectively. 

To accelerate the Tourism Development Strategy and increase the City’s capacity to respond to industry enthusiasm, it is recommended 
that Quinte West hire a Tourism Development Coordinator to kickstart implementation.  

Under contract with the Quinte West Chamber of Commerce, in-market visitor services should be reviewed to ensure that staff and 
funding resources for tourism product development initiatives are prioritized. 
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Branding and Marketing 

A community’s brand is integral to community pride, identity, and internal and external awareness of where the community is and what 
its strengths and opportunities are. In a perfect world, the legal name of the community would align perfectly with its tourism brand, as 
well as the feeling of belonging that residents associate with the place where they grew up. Often, however, circumstances have created 
disconnects that are difficult to mitigate. 

Quinte West faces these challenges, as do many single-tier, amalgamated municipalities with several established urban areas and hamlets 
within their boundaries. Trenton, for example, no longer exists as a municipal entity, but residents and businesses naturally find it difficult 
to change their patterns of behaviour when acknowledging new identities – even after two decades! The public survey for this project 
revealed that 56% of residents continue to use Trenton when asked “where are you from?”. Only 15% answered Quinte West, and many 
other place names were also given (see Figure 7), demonstrating that the challenge is deep and historic, and will not be fixed overnight. 

Figure 7: Quinte West resident responses to "Where are you from?" question in Resident Survey 
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A similar challenge exists in Virginia’s Blue Ridge, where communities such as Roanoke (Figure 8) and Franklin County are still used in 
marketing. The tourism authority for Virginia’s Blue Ridge4 prepared a branding tool kit including phrases and descriptions to help spread 
the region’s message. This is just one example of how a rebranding exercise could result in a whole toolbox of tactics to be used, over an 
extended period of time, to address the Quinte West branding issue.  

The City of Quinte West must set out on a rebranding journey requiring additional resources and effort to solve the challenge. This 
journey will require full commitment of elected representatives and staff, and the cooperation of all departments, partner organizations, 
community groups, businesses, and residents, in order to stabilize the Quinte West identity and brand. 

Figure 8: Virginia’s Blue Ridge: Example of incorporating old placenames next to official brands 

 

From a tourism promotional perspective, the City should continue to support the Bay of Quinte brand in partnership with the regional 
marketing board. Marketing and promotional tactics specific to attracting tourists and new residents are clearly within the mandate of the 
Bay of Quinte Marketing Board, as funded by municipal partners, with support from RTO9 Southeastern Ontario. 

Tourism development efforts can continue unhindered by branding issues. By developing, for example, a corridor of attractive outdoor 
experiences along the Trent-Severn from Quinte West Farmers’ Market to Batawa to Frankford, visitors will become aware of the specific 
activities within the corridor and post social media comments and positive reviews on trip planning apps. Creating Quinte West itineraries, 
as recommended in the report, would be very helpful to building brand awareness while highlighting the strengths of local tourism 
attractions. Itineraries for various seasons, holidays, tourist personas, and experience clusters are very useful for consumers, helping them 
to make decisions easily and plan their trips with new insights. 

A final reminder: don’t lose sight of the goal to develop your tourism industry, independent of your municipal rebranding journey.   

 
44 Virginia’s Blue Ridge Branding Kit 

https://www.visitroanokeva.com/partners/branding-kit/
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5. Strategy Background  
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5.1  SOARR Analysis 
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5.2  Tourism Asset Analysis 
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Community Engagement Findings  
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5.3  Benchmarking Review 
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5.4  Economic Impact Assessment  
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5.5  Tourism Guiding Principles 

 

 

  



 

 

MDB Insight – Quinte West Tourism Development Strategy Page 44 
 

  



 

 

MDB Insight – Quinte West Tourism Development Strategy Page 45 
 

5.6  Tourism Sector Trends 

A full review of tourism sector trends can be found in the technical report, including an overview of Canadian, provincial, and regional 
inbound travel situation, and any future predictions that may have been articulated by tourism authorities. Here are the highlights: 

National: Canada’s tourism industry, pre-Covid, was a $105-billion industry, supporting 748,000 jobs directly, and 1.9 million jobs (or 1 in 
10 jobs) in tourism-dependent industries. Tourism worldwide took an unprecedented hit in 2020, and recovery outlooks are not 
optimistic. Last year, Canada had lost up to 440,000 jobs in the visitor economy, 59% of all jobs in that sector. Hotel revenues in resorts 
across Canada sustained a revenue contraction of 61% in 2020.  

Provincial: The economic impact of Ontario’s tourism industry is considerable. In 2018, Ontario welcomed over 144 million visitors, 
contributing approximately $33 billion to the provincial GDP. Ontario is also home to 200,000 tourism-related businesses, which employ 
400,000 people in a range of areas, including food and beverage, recreation and entertainment, transportation, accommodation, and 
travel services. During the pandemic, the number of active tourism businesses in Ontario declined by 13.7% between January and October 
2020, the only region to fall below the sector average of 10.7%.  

Regional: For Quinte West’s Regional Tourism Organization, South Eastern Ontario, visitors spent $900.8 million in 2017, with $74.9 
million from overseas travellers. Nearby, Kawarthas Northumberland, recorded $626.6 million in visitor spending in 2017, with $33.4 
million from overseas travellers. Attracted by fresh air and open spaces, Canadians took to the road to explore parks and resort areas 
starting from July of 2020, dampening the impact of COVID-19 on accommodation providers servicing these regions. According to the 
2020 CBRE National Market Report, the Bay of Quinte region experienced a summer of strong visitation, especially from the Greater 
Toronto Area and Quebec. The region’s hotel occupancy percentage was in the top 3 in Canada and finished last year with the lowest 
percentage loss in all of Canada (9%) in a year when the average occupancy percentage decrease in the country was over 31%. 

Pent-up demand: In 2019, Canadians spent $28.2 billion on international leisure travel (excluding air). In March 2021, Destination Canada 
estimated that a shift in spending from international to domestic travel this year can help sustain jobs and rebuild billions of dollars in lost 
revenues. If Canadians re-allocated two-thirds of international tourism dollars to domestic tourism, it would replace the estimated $19.4 
billion shortfall in 2020 international revenues and sustain over 150,000 jobs. CIBC reported in November 2020 that Canadian households 
are holding on to more than $90 billion in excess cash, which is equal to four per cent of consumer spending. Quinte West has incredible 
potential to offer to future tourists especially around outdoor attractions, biking, and boating activities, to name a few. Once travel 
restrictions are lifted and Canadians feel safe to travel, this area could greatly benefit from pent-up tourism demand from large urban 
centres such as Montreal and Toronto. 

For further details on this section and others, consult the separate Technical Report. 
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