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Executive Summary 
In early 2012, the Orillia Hotel Association initiated the coming together of Orillia and Area tourism stakeholder organizations 
(including, The City of Orillia (Economic Development and Culture and Heritage Departments), Downtown Orillia Management Board, 
Ontario’s Lake County, and The Orillia and District Chamber of Commerce) for the purpose of discussing opportunities to work more 
effectively to enhance tourism service delivery and marketing of Orillia and Area.  During the initial meeting it became evident that 
there were concerns about duplications, gaps and missed opportunities related to tourism service delivery and marketing and that a 
professional third party perspective would be beneficial to assist the stakeholder groups to realize how to move forward efficiently 
and effectively. 
 
Brain Trust Marketing & Communications was retained by the City of Orillia’s Economic Development Department to facilitate a two-
part, one-day session to assist in the development of a marketing and partnership model for the delivery of tourism services for Orillia 
and Area and prepare a summary report with recommendations.  This document serves as the summary report.   
 
The recommendations made in the report are based on a clear understanding of the following: 

1. The current tourism Industry landscape, globally, nationally, provincially and locally 
2. Traditional tourism industry stakeholder roles and responsibilities 
3. Regional Tourism Organizations and the associated opportunities  
4. The current tourism activities (service delivery and marketing) of each of the tourism stakeholder organizations in Orillia and 

Area, through a detailed survey, and dialogue in the Tourism Town Hall Session and the Tourism Town Hall Working Group 
Session. 

 
This thorough understanding led to an examination of each of the stakeholder groups’ current activities and an impartial evaluation of 
which activities were on-task and off-task.  Observations were then categorized in the following four areas: 

1. What is Working 
2. Gaps 
3. Duplications 
4. Opportunities 

  
The conclusion is the need for a realignment of roles and responsibilities in order for Orillia and Area to become a more effective 
player in the tourism market. It is recommended that this realignment process start immediately with Orillia and Area embracing 
Ontario’s Lake Country as the official DMO.  The immediate, short term and long term recommendations in this report identify the 
changes that each of the tourism stakeholder groups need to make in order to ensure that the transition is successful. 
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Project Background 
 
In January 31, 2012, the Orillia Hotel Association initiated a meeting with four Orillia and Area Tourism Stakeholder Organizations 
including, The City of Orillia (Economic Development and Culture and Heritage Departments), Downtown Orillia Management Board, 
Ontario’s Lake County, and The Orillia and District Chamber of Commerce to discuss issues and concerns related to tourism 
services duplications, lack of unification and coordination amongst the organizations, and the ROI related to tourism activities. During 
that initial session it became clear that there was a need to evaluate the roles and responsibilities of each of the stakeholder groups 
and develop a coordinated effort to reduce duplications, address gaps and become more effective in the areas of tourism service 
delivery and marketing. 
 
In May, 2012, as a follow-up to the January 31 meeting, the City of Orillia’s Economic Development Department issued a Request for 
Expression of Interest for a professional consulting firm to facilitate a two-part, one-day session to assist in the development of a 
marketing and partnership model for the delivery of tourism services for Orillia and Area.  Brain Trust Marketing & Communications 
were retained to facilitate the sessions and prepare a summary report with recommendations.   
 
An open tourism town hall session was held in the morning on June 22 and had 39 attendees.  An afternoon session was then held 
with the Tourism Roundtable Working Group, consisting of representatives from the City of Orillia, Downtown Orillia, Ontario’s Lake 
County, The Orillia and District Chamber of Commerce, the Ministry of Tourism, Culture and Recreation and the Orillia Hotel 
Association.   
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Tourism Roundtable Project Overview 
 

Objective 

Key tourism industry members and tourism service providers in and around Orillia are interested in developing a more unified 
approach to the delivery of tourism related promotion and services. 

Methodology 

Phase One: Understanding Where You Are – Preparing for Success 

• Client Briefing with Dan Landry, Economic Development Manager, City of Orillia to review background and confirm key 
dates and deliverables.  

• Phone call with Craig Musil, Chair, Orillia Hotel Association to gain further background understanding. 
• Review of the Background on Partners document to gain an understanding of Orillia’s current situation.  

Phase Two: Need-Gap Analysis Chart Development 

• A tourism stakeholder organization survey was created and distributed to each of the key organizations to help clarify 
current roles, responsibilities and functions. The information gathered was then plotted in a matrix and used to identify 
duplications, gaps and opportunities.  

• Review of each of the tourism stakeholder groups objectives / mandate 
• Review of each of the tourism stakeholder websites. 
• Tourism Roundtable session presentation development including findings from survey within a context of the current 

tourism landscape. 
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Phase Three: Facilitation of two ½ day sessions 

Tourism Stakeholder Agenda – Morning Session  
1. Introductions 
2. Task - Outcomes 
3. Tourism Market Snapshot 
4. Who’s Doing What? 
5. Is There a Better Way? 
6. Facilitated Discussion 
7. Action Steps 

 

Tourism Roundtable Working Group Agenda – Afternoon Session   
1. Re-cap of morning session 
2. Roles and responsibilities discussion 
3. What conclusion are we drawing? 
4. Realignment – What does this look like? 
5. Wrap-Up and Next Steps 

                                                             

Phase Four: Final Report with Recommendations, Articulate How, Who and When 

This document serves as the final deliverable. 

Deliverables 

The summary report with recommendations for the development of a marketing and partnership model for the delivery of tourism 
services for Orillia and Area based on initial input from area tourism stakeholders and advisement from the Tourism Round Table 
Working Group. 
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The Tourism Industry Landscape 
In order to understand the importance of this initiative and move ahead in a strategic direction it is essential to consider the relevancy 
of the tourism industry and it’s positive effect on global, national, provincial and local economies tourism’s social impact and today’s 
tourism realities. 

Economic Impact of Tourism 

Globally 

• International tourist arrivals grew by 4.4% in 2011 to a total 980 million, up from 939 million in 2010 
• The Americas saw an increase of 6 million arrivals (+4%), reaching 156 million in total 
• North America, with a 3% increase, had 100 million tourists in 2011 
• UNWTO – international tourism to continue growing in 2012 although at a slower rate  
• Arrivals are expected to increase by 3 - 4%, reaching the historic one billion mark by the end of the year 

Source: UNWTO 

The Ontario Ministry of Tourism, Culture and Sport defines tourism as the following: 

• Spending one or more nights away from home, or a day trip of over 40 km away from the place of residence 
• Includes foreign and domestic travelers 
• Includes many industries, e.g. accommodation, attractions, food and beverage, recreation, culture, entertainment, 

transportation, and retail 
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Nationally 

• Tourism is a $74B industry in Canada 
• 1.6M people hold a job in the tourism sector 
• Currently, 80% of tourism revenue comes from domestic travellers, an increase from 65% in 2000 
• On an annual basis, Canada's international travel deficit reached $15.9 billion in 2011, an increase of $1.6 billion from 2010 
• During the course of the year, payments by Canadians travelling abroad grew 7.2% to $32.7 billion while receipts from foreign 

residents in Canada increased 3.5% to $16.8 billion  
Source: StatsCan  

Provincially 

• Ontario’s tourism industry is an economic powerhouse with $21 billion in annual receipts, representing 3.8% of the provinces 
GDP   

• There are approximately 147,000 * businesses related to tourism products and services in Ontario (represents 17% of the 
total number of businesses in the province). 

• In Ontario, the tourism industry generated $23 Billion in tourism receipts in 2008 and supports 300,000 direct and indirect 
jobs. 

Source: TIAO  

Simcoe County 

• Visitor Spending = $ 839 million  
• 55 % overnight, 45 % same day 
• Number of visitors = 6.8 million 
• (2.7 million overnight, 4 million same-day) 
• 51% on pleasure trips 
• 43% visiting friends and relatives 
• 3 % on business 
• 4% other 
• # of nights in roofed commercial accommodations = 1.7 million 

Source: Ministry of Tourism, Regional Tourism Profiles for Simcoe County 2010. 
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Social Impact of Tourism  
• Tourism provides investment in sustainable community development through tourism-related infrastructure  
• Tourism produces more attractive surroundings for residents as a place to live, work and play. 
• Tourism helps to instill a sense of pride in the community.  
• The high volume of visiting friends and families helps to increase the area’s exposure as a tourist destination of choice, 

and has led to more overnight stays year over year. 
• Tourism provides an increase in the variety and types of festivals & events that capitalize on natural and heritage 

assets, but also caters to visitor preferences and cultural backgrounds, and provides more educational opportunities for 
residents. 

Today’s Tourism Reality 
While tourism is a positive economic driver in the province it must be recognized that communities throughout Ontario, including 
Orillia and Area face a number of challenges in sustaining and growing their tourism industries. These include the following: 

Recession – Ontario’s tourism market is continuing to be hit by the recent recession. 

Demand for experiential tourism – Many travelers are looking for a more authentic vacation experience, with opportunities for 
participation, learning and personal fulfillment. 

Growing importance of social media – “Word of mouth” communication about tourism destinations and travel experiences through 
social media channels is having an increasing influence on traveler decisions 

The web dominates – The Internet is the number one travel source for both planning and purchasing travel. Online consumers are 
looking for rich content on destinations that provide them with the depth of information they require to make a travel decision, as well 
as purchase and plan their trip. 

Travel markets are becoming more diverse – Appealing to older, ethnic, alternative lifestyles and diverse family units is now a 
reality that must be considered when it comes to capturing today’s growing travel market. 

Increased competition – Orillia and Area faces increased competition from both a perspective with many new destinations 
becoming competitors through regional marketing initiatives, collaborative marketing campaigns and new product development. 
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Tourism Industry Stakeholders 
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Tourism Industry Stakeholder’s Primary Roles and Responsibilities 
CTC 

OTMPC 
Ministry of Tourism, 
Culture and Sport 

Regional Tourism 
Organizations 

Destination Marketing 
Organizations 

Grass Roots Tourism and 
Local Organizations 

• Main goal is to generate 
tourism export 
revenues.   

• Sustain a vibrant and 
profitable Canadian 
tourism industry 

• Market Canada as a 
desirable tourism 
destination 

• Support a cooperative 
relationship between 
the private sector and 
the governments of 
Canada 

• Provide information 
about Canadian tourism 
to the private sector and 
to the governments of 
Canada, the provinces 
and the territories.  

• Primary focus is to 
execute marketing 
strategies designed to 
grow interest in and 
visitation to the 
province  

• Secondary focus is to 
partner with industry in 
tourism marketing and 
experience / product 
development activities  

• Tourism Research 
• Tourism Investment  
  

• Provide vision and 
leadership 

• Work collaboratively to 
facilitate growth and 
innovation 

• Marketing 
• Product development 
• Investment attraction 
• Workforce development 

• Primary focus on 
attracting visitors 

• Develops and executes 
a marketing strategy 
(Media, PR, 
Familiarization tours) 

• Leisure, Sports, M&IT, 
Travel Trade strategies 

• Hosts official website 
and produces and 
distributes official 
visitor’s guide 

• Partners with others 
(UP – OTMPC, CTC 
and DOWN – Chamber, 
BIA, Sector 
Associations) 

• Influences and 
leverages RTO 7’s 
$2.14 annual budget 

Municipal Departments 
• Primary focus to contribute to 

the well being of residents and 
businesses 

• Secondary focus to work with 
tourism sector to support 
activities that drive tourism  

Chamber of Commerce/BIA 
• Visitors Services (info centers) 
• Servicing visitors to extend 

length of stay  
• Inform visitors what there is to 

see and do  
• Direct visitors to stakeholders’ 

companies; from locals and 
visitors and to deliver services 
to its stakeholders 

• Education, promotion, 
networking, group buying  

• Secondary - create “reasons to 
visit” through delivery of events 
and festivals  

Sector Associations 
• Primary focus to support 

industry members 
• advocacy, marketing, 

education, development 
• Secondary focus to partner 

with PMO, DMO, on a variety 
of activities  
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Regional Tourism Organizations 
In December 2009 The Ministry of Tourism announced the formation and development of thirteen Regional Tourism Organizations 
across Ontario. RTO 7 is comprised of Bruce, Grey and Simcoe Counties.  

RTOs will be independent, industry-led, not-for-profit organizations responsible for building and 
supporting competitive and sustainable tourism regions. They will help attract more visitors, generate 
more economic activity, and create more tourism jobs across the province. 

Source: www.tourism.gov.on.ca 

The Ministry of Tourism, Culture and Sport has allocated $40 million annually 
to be divided among the 13 RTOs and of this funding, $2,015,000 was 
allocated to RTO 7 for 2010/11 and again in 2011/12.  $2,143,000 has been 
allocated for 2012/2013. 

RTO 7 is directed by a volunteer, industry led board drawn from private and 
non-private tourism businesses and organizations across Brice, Grey and 
Simcoe to represent the interest of Region 7 tourism.    

RTO 7’s Mission: To work collaboratively with tourism partners and 
stakeholders to enrich Region 7’s diverse tourism experiences and to sustain 
and grow visitation, investment and tourism receipts  

The intent of the Ministry of Tourism is that the local DMOs will continue to perform their local responsibilities while partnering with 
the new RTO to enhance tourism and increase capacity. Similar to the DMO concept where greater things are possible through 
collaboration, the regional approach is designed to further enhance that ability. 
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A sampling of RTO 7 initiatives:  
• Consumer website (see top right) 
• Industry Stakeholder website (see below, right) 
• “BruceGreySimcoe: Always in Season” Brand Development and 

Launch 
• Strategic Destination Development Plan 
• Winter Tourism Economic Impact/Research 
• Waterways Product Development Study 
• Green/Sustainable Tourism Development 
• Winter Media/Public Relations Campaign  
• 2012 Summers Big Here Campaign 
• Over 12,000 high quality images 
• More than 1,100 minutes of broadcast quality video 

 
 
 
 
 
 
 
 
 
 
 
 
 
Note: RTO 7 is currently in the midst of completing a Regional Tourism Functional Assessment. The project will review how tourism 
(in all its component parts including planning, marketing and promotion, servicing visitors, training, etc.) is delivered in 
BruceGreySimcoe, and then recommend ways to improve the efficiency of delivery. This will also identify unmet needs, overlapping 
roles, and other improvements to be made in tourism design, development and marketing.  The project will be completed by March 
2013.  
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Destination Marketing Organizations 
In the past DMO’s focused their attention primarily on marketing initiatives that would increase tourism activities and receipts in their 
communities. Over the past few years, destinations in Ontario have started to expand their focus to also include destination 
development initiatives.   This shift mirrors that of the Ministry of Tourism, Culture and Sport and the Canadian Tourism Commission 
who are developing strong tourism experience brands which rely heavily on new products and experiences that can be promoted as 
unique or iconic. 

The success of marketing and destination development hinges on the level of involvement of the tourism industry stakeholders and 
the ability of the DMO to affectivity engage and coordinate.  One of the major roles of the DMO is to develop a cohesive approach 
among stakeholders to enable the collective to achieve results that the individual businesses would not be able to on their own.  

Most communities throughout Ontario have well established DMOs.  The operation, size and function of the various agencies in the 
province vary, however, the primary objectives of advocacy, industry training, destination development and marketing activities are 
typically standard. 

Destination Marketing Fees 
Destinations have the opportunity to collect a destination marketing fee (DMF). The DMF would be voluntarily collected by each DMO 
or RTO by hoteliers who agree to collect and remit the funds to a third party organization (DMO or RTO). The DMF is a percentage 
(3% is the norm) added to the room rate portion of a guest’s hotel receipt. In Orillia and Area a DMF could generate significant 
funding and allow for more robust marketing and destination development tactics to reach existing and emerging target markets. 

The Role of Orillia and Area within RTO 7 
Communities throughout Ontario, including Orillia and Area, are now sitting at regional tables throughout the province and using RTO 
funding to develop new products, enhance existing products and promote this to their key target markets.  As RTO 7 makes 
decisions about future product development and marketing programs it is critical for Orillia and Area to be in a position to both 
influence and leverage the $2.14 million spent on tourism initiatives. Many of RTOs’ development and marketing initiatives rely on the 
local DMOs and their networks within their own communities. Without a fully functioning local DMO or administrative body who is 
connected to the grass roots tourism industry, communities like Orillia and Area will not reap the benefits offered by the RTOs. 
Fragmentation of tourism roles and responsibilities in a community make working with the RTO more complicated and hinders the 
opportunity to create and implement successful programs.  
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Current Tourism Stakeholder Organizations Roles and Activities 
 

Orillia and Area Stakeholders 

Currently, there are 6 organizations involved in varying capacities in the areas of tourism marketing, visitor services, destination 
management and development. These include: 

• Downtown Orillia Management Board 
• Chambers of Commerce (Orillia District, Oro Medonte and Ramara) 
• City of Orillia - Culture and Heritage Department 
• City of Orillia - Economic Development Office 
• Ontario's Lake Country 
• Orillia Hotel Association 

 
 Each of these organizations has their own strategic objectives as identified in the following pages. 
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Downtown Orillia Management Board 

 
The Board’s mission statement is: To market, beautify, maintain, and develop Downtown Orillia as a heritage shopping attraction, 
and as the primary regional centre for business in Orillia and area.  
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Orillia District Chamber of Commerce  

The mandate of the Chamber of Commerce is to provide both tangible and intangible benefits to our members in particular, and our 
community as a whole. 
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City of Orillia Culture and Heritage Department  

The Department of Culture and Heritage provides leadership and support to develop culture in Orillia for economic and broader 
community benefit. 
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City of Orillia Economic Development Department  

The goal of the EDC is to promote and encourage industrial, commercial and residential development to increase assessment, 
employment, and social opportunities in the City of Orillia. 
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Ontario’s Lake Country 

Vision  
Ontario’s Lake Country will be a vibrant “must-see” 4 season destination, easily accessed by land and water, with unique 
experiences and a readily available, integrated network of tourism products and services to create tourism wealth for the 
communities within it. 

Mission  
Ontario’s Lake Country encourages visitors to stay longer, spend more and return often by actively developing unique experiences, 
networking amongst stakeholders and marketing strategically.  
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 Geographic Representation  

 

 



22 

 

Current Resource Allocations  
 

Tourism Stakeholder Organizations: Annual Investment in Tourism 

Organization Total Tourism Budget Tourism Marketing 
Budget 

Visitor Services 
Budget 

Downtown Orillia Management Board  $160,000  $50,000 $46,000 

Orillia District Chamber of Commerce  $189,800  $40,000 $75,000 

City of Orillia - Culture and Heritage Department  $43,000  $28,000  $15,000  

City of Orillia - Economic Development Office  $75,000  $10,000 0 

Ontario's Lake Country  $97,500  $67,500 $30,000 

Totals 565,300 195,500 166,000 

Note: Above numbers reflect tourism investment made to marketing and visitor services only, other costs may be allocated to total 
tourism budgets. 
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Tourism Stakeholder Organizations:  Staffing 

 

 

Tourism Organization Full Time 
Staff 

Seasonal 
Staff 

Downtown Orillia Management Board 2 1 

Orillia District Chamber of Commerce 3.5 12 

City of Orillia - Culture and Heritage Department 1 0 

City of Orillia - Economic Development Office 0 0 

Ontario's Lake Country 1 2 

Totals 10.5 17 
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Current Tourism Marketing Activities 
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Downtown Orillia Management Board X X  X  X X X X    

Orillia District Chamber of Commerce X X  X X X  X   X  

City of Orillia - Culture and Heritage 
Department X X X X X X X X X X X X 

City of Orillia - Economic Development 
Office X X  X X X    X   

Ontario's Lake Country X X X  X X  X X X X X 

Orillia Hotel Association X X    X X X X   X 

Simcoe Country Tourism 
(for entire Simcoe County area) X X X X X X X   X X  
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Visitors Guides Publication Quantity 

Downtown Orillia Management Board Downtown Directory Brochure & Events Guide          25,000  

Orillia District Chamber of Commerce 
Annual Orillia Area Guide map          90,000  

Port of Orillia Brochure            3,000  

City of Orillia -Culture and Heritage Department Programs, posters and rack cards           40,000  

City of Orillia - Economic Development Office Orillia Events guide          40,000  

Ontario's Lake Country  Annual Visitor Guide           40,000  

Simcoe County Tourism  
(all collateral is for entire Simcoe County area) 

Golf Guide  
Simcoe County Guide Map  
Marina Guide  
Trails Guide  

 
15,000           

100,000 
15,000 

  20,000 
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Top Ad Markets First Second Third 

Downtown Orillia Management 
Board Orillia and Area Simcoe County - Muskoka  GTA 

Orillia District Chamber of 
Commerce 

Simcoe County 
U.S. & Quebec borders. 
Kawartha Lakes  

Advertising in Boating 
focused magazines.   

City of Orillia -Culture and 
Heritage Department Local - $20,000 Simcoe County - $10,000 GTA - $10,000 

City of Orillia - Economic 
Development Office 60 kilometres around Orillia Greater Toronto Area U.S. Border Cities 

Ontario's Lake Country GTA-Toronto and area Southwest 
 London 

Local-Visiting Friends 
and relatives, Orillia, 
Barrie 

Simcoe County GTA South West, Ottawa Grey, Bruce 
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The following chart lists the marketing tactics that each of the tourism stakeholder organizations wished they could implement if they 
had the resources available. 

 

Marketing Wishes First Second 

Downtown Orillia Management Board 
Large billboard signs on the highways in all 
directions surrounding Orillia directing people 
to Downtown Orillia. 

TV 

Orillia District Chamber of Commerce Perhaps a stronger television presence Increased presence on social 
network 

City of Orillia -Culture and Heritage 
Department More Television Billboard campaign 

City of Orillia - Economic Development 
Office Data capture and dialogue Highway visitor centre 

Simcoe County Tourism Intelligent Internet Marketing Social Media 

Ontario's Lake Country Product Development Training, Social Media 
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Organization Biggest Marketing Challenge 

Downtown Orillia Management Board Money and cohesive marketing plan as an area. We can't go it alone in 
the GTA. 

Orillia District Chamber of Commerce Always the money & time. 

City of Orillia -Culture and Heritage Department Stretching dollars 

City of Orillia - Economic Development Office An effective brand for the region 

Ontario's Lake Country Funding, Consistent Messaging 

Orillia Hotel Association Too many books/maps to advertise in  

Simcoe County Tourism Print ads, measurement, no direct call to action 
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Current Visitor Services Delivery 
 

Visitor Services 
Visitor 
Information 
Centre 

 Answers 
phone 
inquiries 

 Replies to 
email 
inquiries 

 Hosts 
special 
events 

Provides 
way-finding 
signage 

Other 

Downtown Orillia Management 
Board   X X X  Provide directory 

maps 

Orillia District Chamber of 
Commerce 

 (1, yr round,  

1 seasonal) 
X X X X billboards 

City of Orillia - Culture & 
Heritage    X X X X   

City of Orillia - Economic Dev.     X X  Provide support to 
festivals and events 

Ontario's Lake Country   X X  X 
mail out packages, 
travelling event 
kiosk, e-newsletters 

Orillia Hotel Association   X X X    

Simcoe County Tourism  X X X  

County wide 
distribution 
services, and 
border run 
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Observations 
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Current On-Task and Off-Task Activities 
 On Task  Off Task  

O
nt

ar
io

’s
 L

ak
e 

C
ou

nt
ry

 

•  Signage in OTICs (Barrie) 
• Regional Tourism website 
• Regional Visitor Guide & distributions  (locally and provincially) 
• TODS  
• Proactive – FAM tours, travel writers 
• Consumer Shows (6-7 Ottawa and GTA) 
• Co-op ads with Simcoe County Guides and Maps, and other 

Ontario publications 
• Advisory Council (industry connection, RTO) 
• Packaging in past 
• Revenue generation  
• Advertising 
• Local front line orientation (low priority) 
• Funding local events (animating the destination, i.e. $500 for 

witches walk) 
• Seeking funding (grants)  

• Attends 40 local festivals to promote area 
• Organizing and executing events 
• Sweet retreats – staycations (unless it is a VFR 

strategy) 
• Hosted consumer show at local curling event 

C
ha

m
be

rs
 

• Special events (Orillia 4) 
• Membership networking 
• Education 
• Mentoring program  
• Visitor information centre (year round and seasonal) 
• Carry brochures local and near-by, other Ontario locations 
• Harbour Master at Orillia municipal dock / marina? 
• Website, links to others (Lake Country, Simcoe County) 
• Answers telephone 
• Recognition awards 
• Map (local focus) 

• Website, links to others (Lake Country, Simcoe County) 
• Consumer Trade Shows (Sportsman Show, Boat show, 

Fishing Show to promote Perch Festival and harbour) 
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 On Task  Off Task  
C

ity
 o

f O
ril

lia
   

(E
c 

D
ev

 a
nd

 C
ul

tu
re

 a
nd

 H
er

ita
ge

) • Own and program 2 local attractions (Opera House and 
Leacock Museum) 

• Produce summer theatre productions 
• Grant writing 
• Financial support to events 
• Local ads for owned facilities 
• Marketing support for events 
• Websites (Opera House and Museum) 
• Direct funding to DMO and Chamber 
• Operational support for events held on city property 
• Facilitate applications for hosting sporting events (bids 

opportunities) 
• Facilitation with businesses to assist with event opportunities 
• Product development (i.e. cycling routes) 
• Owns the Port of Orillia  

• Events Guide – cooperative 
• Out-of-market ads for owned facilities 
• Website – Visitor tab 
• Brochure distribution outside of area – with Simcoe 

County 
• TV/Radio ads promoting festivals 
• Consumer trade shows (TO Motorcycle show) 

(partnering with Lake Country is on task) 

B
IA

 

• Run events 
• Local advertising 
• May have a visitor centre 
• Website – event page (only downtown events) 
• Downtown directory map (duplication) 

• Partnering and packaging – promoting these outside 
the area 

 

Note: This process did not include the on-task, off-task activities of Simcoe County or RTO 7, but only those whose geographic focus 
is solely Orillia and Area.  
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Conclusion 
A realignment of roles and responsibilities is required with the following imperatives: 

• Willingness to change among all stakeholders – a new way of doing things, (this is a critical step) 
• Leadership – industry led, area wide 
• Accountability 
• Specific deliverables 
• Fixed timeline 

Recommendations 
Immediate  

It is recommended that Orillia and Area embrace Ontario’s Lake Country as the official DMO. In order for this to take place Ontario’s 
Lake County will need to behave more like a typical DMO by abandoning some local marketing and visitor service activities that they 
have been focused on in the past and shift to other more strategic tasks more inline with the responsibilities of a DMO.   

 

Recognizing that Ontario’s Lake County becomes the DMO, there needs to be a consolidation of activities of other tourism 
organizations within the area with a goal of reinforcing the on-task activities and eliminating off-task activities of Ontario’s Lake 
Country as well as other the other tourism stakeholder organizations. 

Ontario Lake County’s High Level Priorities: 

- Primary focus on attracting visitors from outside the area 
- Build a mix of market segments that together will deliver the tourism business that Orillia 

and Area desires – high yield, overnight, year-round, geographic market distribution. 
- Develop and execute a marketing strategy (Leisure, Sports, M&IT, Travel Trade) that will 

position Orillia as a desirable destination and deliver new business using the most cost-
effective communications and marketing tools 

• Partner with others to leverage marketing resources (BruceGreySimcoe, Simcoe County 
Tourism, OTMPC, CTC and Chamber, BIA, Sector Associations) 
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The following chart identifies specific immediate recommendations that are intended to enable all tourism stakeholder organizations 
to operate more effectively over the next year, until a complete tourism strategy can completed (see Short Term, page 36).   

These immediate recommendations are based on: 

1. Industry input at the Tourism Roundtable and Working Group Session  
2. Consideration of the practicality of utilizing organizations and infrastructure that are already in place  
3. The consultants knowledge of how other communities successfully market and develop their destinations 
4. The consultants experience and expertise as tourism specialists. 

Organization Main Role Necessary Functions  

Ontario's Lake Country Marketing: Attracting visitors from outside the 
area  

Destination Development: Encourage and 
facilitate the creation of new reasons to visit, 
staying competitive 

• Develop and execute marketing plan 
• Host official tourism website and champion 

all on-line activities aimed at visitors 
• Publish official visitors guide and distribute 

by April 1 
• Regular communication with Chambers, 

Downtown Orillia, City of Orillia and Orillia 
Hotel Association about marketing plans and 
tactics to ensure all partners are aware of 
upcoming promos. 

• Provide collateral and links to all partners to 
support their role in servicing visitors 

• Only attend tradeshows that attract visitors 
from outside the area 

• Facilitate, in partnership with others, 
destination development 
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Organization Main Role Necessary Functions  

Orillia District Chamber of Commerce Visitor Services: connecting visitors with the 
area’s experiences and maximizing spending 
in the community.   

 

 

Destination Animation: hosting of special 
events, operation of the Port of Orillia 

• Operate year round visitor center 
• Respond to visitor inquiries (phone, e-mail) 
• Embrace and reinforce OLC’s brand to 

visitors (one brand = consumer confidence)   
• Provide link to OLC website instead of 

hosting a visitor’s tab 
• Distribute visitor information (OLC visitors 

guide and other area collateral) to visitors 
when they are in the destination 

• Partner in promotional pieces with OLC 
rather than producing separate collateral 
aimed at visitors - eliminate duplication in 
marketing resources 

Downtown Orillia Management Board Visitor Services:  Specific to the Downtown  

Destination Animation: hosting of special 
events in the Downtown 

• Publish and distribute map of Downtown 
Orillia 

• Host Downtown events 
• Provide link to OLC website instead of 

hosting a visitor’s tab 
 



36 

 

Organization Main Role Necessary Functions  

City of Orillia  Tourism infrastructure maintenance and 
development (where appropriate) 

 

 

Provision of Resources to support OLC’s 
mandate 

 

• Continue to operate facilities and provide 
seasonal programming at visitor centric 
attractors 

• As the center and the home of the majority 
of the tourism infrastructure the city should 
increase its financial contribution to become 
the lead funding partner in destination 
marketing and development and ensure that 
OLC has the necessary funds and resources 
to reach its key markets successfully 

• Increase the level of resource support to OLC 
to boost opportunities for destination 
development (industry workshops, 
experience development, creating new 
reasons to visit) 

• Provide link to OLC website instead of 
hosting a visitor’s tab 

• Eliminate duplication in marketing 
resources, OLC to fulfill visitor marketing 

Orillia Hotel Association Tourism Industry Advocacy • Continue to meet to discuss current business 
conditions, opportunities, partnerships and 
collaboration 

• Be actively involved in Ontario’s Lake County 
• Provide input and support in destination 

development initiatives with the City of 
Orillia and OLC 

• Lead discussions / exploration of an area 
wide Destination Marketing Fee (DMF) 
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Short Term (within next 12 months) 

Ontario’s Lake County must develop, in partnership with leadership from the other stakeholders a road map for long-term success to 
ensure it sets the right course of action and puts in place the resources to be successful.  In order to do this it is critical for the 
organization to invest in the creation of a 3-year strategic tourism plan that would include: 

• Organizational structure and sustainable financial and human resources model 
• Marketing priorities 
• Destination development priorities 
• Visitor services priorities 

Through the consultation process we have determined that the brand of the destination (Ontario’s Lake Country) is in question.  For 
that reason one of the initial strategies must be to undertake a rebranding exercise. This issue needs to be resolved congruently with 
the strategic plan development in order that all involved embrace an effective collective brand that will resonate with the consumer 
and be supported and cross promoted by Orillia and Area tourism stakeholders and municipalities. In order not to lose a marketing 
presence during the short-term to mid-term period stakeholders may consider using a “Orillia and Lake County” positioning.  

Long Term (1-3 years) 
 
Implementation of the 3-year tourism strategy; this will facilitate Ontario’s Lake Country to: 

• Rally the industry around a unified approach 
• Maximize effectiveness at growing tourism visitation and revenues 
• Create awareness and appeal for the destination 
• Maximize effectiveness of supporting organizations and municipalities 
• Leverage marketing and product development initiatives of RTO 7, Simcoe County, and OTMPC 
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Realignment Action and Timeline 
Task  Who Timing  What 

Establish a Regional Tourism Task 
Force 

Representatives from each of the 
tourism stakeholder organizations: 
• City of Orillia, Rama First 

Nations, Severn, Ramara, Oro-
Medonte 

• Downtown Orillia 
• Orillia and Area District 

Chamber of Commerce 
• Oro Medonte Chamber of 

Commerce 
• Orillia Hotel Association 
• Simcoe County Tourism 

(advisory role) 
• Ministry of Tourism, Culture and 

Sport (advisory role) 

Begins Immediately 
 

Develop a memo of understanding 
that defines the mandate and 
transition period and distribute.  This 
memo to be signed by all tourism 
stakeholder organization and 
municipalities.   
  
 
 

Explore initiating a Destination 
Marketing Fee (DMF) for Orillia and 
Area 

Ontario’s Lake Country, Orillia Hotel 
Association 

Fall 2012 Investigate the opportunity to 
generate additional marketing 
resources  

Put in place the process for the 
development of a 3-year tourism 
strategy for Orillia and Area 
including a destination branding 
process.  
 

Transition Taskforce Team By March 31, 2013 Organizational review of Lake Country 
in order to come up with a sustainable 
funding model for a successful long 
term tourism marketing and visitor 
services plan 



39 

 

Implementation of the 3 year 
strategic tourism plan 

Ontario’s Lake Country 
 
Subsequently:  The City of Orillia, 
Downtown Orillia, Chambers 

April 1, 2013 The development of this plan will 
ensure the most effective marketing 
and visitor services delivery approach 
and identify the level of financial and 
human resources required to be 
effective. 
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