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INTRODUCTION 
The Municipal Accommoda1on Tax Associa1on (MATA) of South Bruce Peninsula in coopera1on 
with Regional Tourism Organiza1on – Region 7 (RTO7) contracted McQueen Galloway Associates 
(MGA) and Sierra Planning Consultants (SPC) to complete a 5-year Tourism Strategy and 1-year 
Ac1on Plan. The Tourism Strategy fulfills MATA’s obliga1on under the Municipal Accommoda1on 
Tax (MAT) agreement with the Town of South Bruce Peninsula. MGA prides itself on developing 
tourism strategies u1lizing a quan1ta1ve and qualita1ve evidenced based approach to 
formula1ng meaningful and responsive strategies. This report is not a tourism strategy. It is a 
collec1on of evidence that will assist in developing the tourism strategy. 

The purpose of this “Situa1onal Analysis” or “Findings” report is to assess the current situa1on 
regarding the variety of tourism related ac1vity currently influencing the South Bruce Peninsula 
area. In essence, before an organiza1on can determine where they need to go, they need to fully 
understand where they are. The report should be viewed as where MATA is posi1oned now within 
the context of tourism related agencies, policies, visitor profiles, tourism assets, and tourism 
operators in South Bruce Peninsula. 

The report is structured in two fundamental structures. The first or main structure includes; 

♦ MAT - OVERVIEW 
♦ MATA – Accountability Framework 
♦ LITERATURE REVIEW – Key Findings 
♦ TOURISM STAKEHOLDER/OPERATOR CONSULTATION – Key Findings 
♦ SURVEY – Key Findings 
♦ TOURISM ASSETS – Key Findings 
♦ MAT COMPARATORS  
♦ STRATEGIC THEMES 
♦ SUPPORTING APPENDICES 

The second structure assumes that MATA will work within the provincial and regional hierarchy 
of tourism en11es. That is to say that there are several tourism agencies that serve South Bruce 
Peninsula in whole or in part. The graphic below illustrates the exis1ng tourism hierarchy in 
Ontario related to MATA.  

It is important for MATA to know the extent to which the current tourism hierarchy is drawing 
poten1al visitors from an interna1onal, na1onal, provincial, regional, and local context.  In this 
report the hierarchy has been inverted and starts with the local situa1on and moves to the 
regional context.   

Tourism Hierarchy  
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Pursuant to the Request for Proposal (RFP), this report also contains a sec1on related to profiling 
three municipali1es with experience in Municipal Accommoda1on Tax, including Kingston, Prince 
Edward County, and Quinte West. This sec1on provides a profile of their history and experience 
with MAT as well as their current prac1ces. A fourth comparator was subsequently introduced 
(Timmins), with an evalua1on matrix to assess the distribu1on of MAT funding to tourism en11es. 

The report concludes with a series of “strategic themes”. These themes have been uncovered 
through analyzing the respec1ve quan1ta1ve and qualita1ve findings from all aspects of the 
report. These strategic themes ul1mately lead to determining MATA’s “Strategic Direc1ons” and 
form the basis of the 5-year strategy. 

  

 

 

GLOSSARY OF TERMS 
 

Tourism Stakeholder – Short-term accommodators who collect MAT revenues from visitors and 
submit to the Town of South Bruce Peninsula. 

Tourism OrganizaNon – Organiza1ons who have a role, in whole or in part, suppor1ng tourism 
efforts within South Bruce Peninsula or beyond but including South Bruce Peninsula. 

Tourism EnNty – A business, non-profit organiza1on, or government who a]racts visitors in 
whole or in part to their services.  

Acronyms 

2SLGBTQIA+  - 2 Spirit, Lesbian, Gay, Bi-Sexual, Trans-sexual, Queer or Questioning, Intersex, 
Asexual.  

AADT   - Average Annual Daily Traffic. 
DMF  - Destination Marketing Fee. 
DMMO  - Destination Marketing & Management Organization. 
DMO  - Destination Marketing Organization. 
DMP  - Destination Marketing Program. 
KAP  - Kingston Accommodation Partners. 
MAT  - Municipal Accommodation Tax. 
MATA  - Municipal Accommodation Tax Association. 
MGA  - McQueen Galloway Associates. 
NBP  - North Bruce Peninsula. 
PEC  - Prince Edward County. 
RFP  - Request for Proposal. 
RTO7  - Regional Tourism Organization 7. 
SBP  - South Bruce Peninsula. 
SPC  - Sierra Planning Consultants. 
STA  - Short Term Accommodation (Accommodator). 
STAG  - Sustainable Tourism Advisory Group. 
T3  - RTO7 T3 Accelerator Program. 
TEDC  - Timmins Economic Development Corporation. 
TK  - Tourism Kingston. 
TODS  - Tourism Oriented Destination Signage.  
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MUNICIPAL ACCOMMODATION TAX - OVERVIEW   
 

The Municipal Accommoda1on Tax (MAT) is a revenue tool that allows municipali1es to support, 
promote, and grow tourism as an economic driver.  

With the MAT genera1ng revenue to support and promote local tourism, establishing a clear and 
transparent process of MAT funding distribu1on, project monitoring and evalua1on is 
increasingly important. This applies to both eligible tourism organiza1ons and municipal por1ons 
of MAT funding.  

The following informa1on has been extracted for the benefit of providing the reader with general 
facts associated with the Provincial legisla1on suppor1ng MAT, as well as programs u1lized prior 
to the most recent 2017 MAT Regula1ons. The historical reference is provided as some of the 
chosen municipal comparators have evolved from those historical programs which have shaped 
their current situa1ons. 

 

Municipal AccommodaNon Tax Facts 

How Distribu1on of MAT Is Regulated?  
- Introduced by the Ontario legisla1on in 2017. 
- Over 50 Ontario municipali1es have implemented MAT as of June 2023. The number 

of municipali1es is increasing.  
- Most municipali1es implement a 4% tax (with a few excep1ons, including Toronto 6% 

and O]awa and Niagara on the Lake - 2%, etc.) 
- MAT applies to short term or transient accommoda1on (less than 30 nights). MAT is 

applied to the accommoda1on charge only, other fees are not included (e.g., valet 
parking, laundry service or con1nental breakfast, etc.). 

As a pre-cursor of MAT, a voluntary accommoda1on tax was implemented in some municipali1es 
under Des1na1on Marke1ng Programs (DMP). For example, Prince Edward County and Kingston 
implemented a voluntary Des1na1on Marke1ng Fee (DMF) on transient accommoda1on charge 
in place before the MAT was introduced.  

The implementa1on and administra1on of the accommoda1on tax is authorized under Sec1on 
400.1 of the Municipal Act and Ontario Regula1on 435/17. With the Province of Ontario’s 
passage of Bill 127, the Stronger Healthier Ontario Act, in 2017, municipali1es can establish a by-
law to collect an accommoda1on tax through providers of short-term accommoda1ons. 

To implement the MAT municipali1es are to enact the MAT by-laws that determine and regulate 
the design of the tax.  

MAT is implemented on short term transient accommoda1on (under 30 days). The types of 
accommoda1on subject to the tax exemp1ons are defined by the Ontario regula1ons and local 
by-laws (i.e., MAT by-laws and STA/transient accommoda1on by-laws).  Beyond the Ontario 
Regula1ons, Municipali1es have the power to further define what cons1tutes short term 
transient accommoda1on to determine the types of short-term accommoda1on MAT would 
apply to. Where a MAT by-law is in place the accommoda1on tax is mandatory and short-term 
accommoda1on providers are obligated to collect the tax from purchasers of accommoda1on 
and remit the tax to the municipality, or its agent. 

 

The regula1ons direct the use of MAT funds:  
Provincial regula1ons require municipali1es to share the MAT revenues with one or more eligible 
not-for-profit tourism en11es, whose mandate includes tourism promo1on in Ontario or in a 
municipality.  
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Municipali1es are required to make a payment of at least 50% of net MAT revenues to the eligible 
tourism en1ty.  

MAT revenues are to be spent on promo1ng tourism and product development within 
municipali1es.  

The Municipality may also decide to collect the MAT internally and provide those funds directly 
to the Des1na1on Marke1ng Organiza1on (DMO) for the implementa1on of Des1na1on 
Marke1ng Program (DMP).   

To be eligible to receive a share of MAT funds, a tourism en1ty must be a not-for-profit 
organiza1on whose mandate includes tourism promo1on in Ontario or in a municipality (Ontario 
Regula1on 435/17, Sec1on1). 

The MAT funds shared with an eligible tourism en1ty must be used for the “exclusive purpose of 
promo1ng tourism” (Ontario Regula1on 435/17, Sec1on 5(3)). Tourism promo1on includes the 
development of tourism products (Ontario Regula1on 435/17, Sec1on1). To establish and 
enforce these condi1ons, municipali1es and tourism en11es enter into an agreement that sets 
out financial accountability ma]ers to ensure that amounts paid to the en1ty are used for the 
exclusive purpose of promo1ng tourism. 

What happens to MAT funds? 
Direc1on regarding MAT revenue distribu1on is provided at the provincial and municipal level. 
The Municipal Act, 2001 requires municipali1es that choose to implement a transient 
accommoda1on tax to share a por1on of their revenues from the tax with an “eligible tourism 
en1ty.” 

Municipali1es allocate a por1on of the total revenue for MAT administra1on purposes (examples 
include up to 10% of the total MAT revenue). 

Aner that the net MAT revenue amount is allocated as per the Ontario Regula1on 435/17 
Transient Accommoda1on Legisla1on and the local MAT by-law: 

50% municipality & 50% to one or more eligible tourism organizaNon(s) 

The regula1ons do not provide a defini1on for a “Des1na1on Marke1ng Organiza1on” (DMO) 
Eligible tourism en1ty. 

Depending on the circumstances, this may be a Des1na1on Marke1ng Organiza1on, Regional 
Tourism Organiza1on, or other not-for-profit tourism organiza1on such as an economic 
development corpora1on. The amount to be shared, and with whom, would depend on whether 
there is an exis1ng des1na1on marke1ng program in the community. 

• Municipal Share of MAT Revenues (50%) Municipal accommoda1on tax regula1ons 
under the Municipal Act, 2001 do not address, or limit in any way, how a municipality may 
use or spend revenues from a transient accommoda1on tax. 

• The regula1ons do not require a municipality to spend MAT revenues in the year following 
the collec1on. Decisions on how to spend the municipal por1on of MAT revenue is at the 
discre1on of the municipality.  For example, a municipality can use revenues from a tax to 
contribute to a reserve or to an infrastructure project. 

• Municipal Councils make decisions on alloca1on of a municipal share of MAT revenue 
alloca1on to tourism and other tourism related projects in the process of the annual 
budget development, through mo1ons to support an event or an ini1a1ve, or by 
establishing a special commi]ee.  

• The sharing formula does not prevent municipali1es from dedica1ng more than the 
required amount to tourism ac1vi1es. Other purposes should be related to tourism 
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promo1on but may include infrastructure projects such as affordable housing, road 
repairs, etc. 

Share of an eligible tourism enNty (50%)  

The remaining 50% is to be used for des1na1on promo1on and development administered by 
one or more eligible non-profit tourism en1ty or en11es with a mandate to promote tourism in 
a municipality or in Ontario.  

The amount allocated to an eligible tourism en1ty is calculated as 50% of MAT revenues minus 
the municipality’s reasonable costs of collec1ng and administering MAT.  

The non-municipal share of MAT should be paid within 60 days aner the end of the fiscal year 
(Ontario Regula1on 435/17, Sec1ons 5(2, 4, 5)). 

• The regula1ons also require a municipality and tourism en1ty to enter into an agreement 
that deals with reasonable financial accountability ma]ers to ensure that amounts paid 
to the en1ty are used for the exclusive purpose of promo1ng tourism. The agreement may 
provide for other mafers. (Ontario RegulaDon 435/17, SecDons 6(1)). 

• Addi1onally, examples of eligible tourism en11es include economic development 
corpora1ons, which meet the eligibility criteria under the MAT regula1ons. Northeastern 
Ontario municipali1es use this approach to reduce duplica1on of effort and resources 
(examples include Thunder Bay, Greater Sudbury, City of Hearst, and Timmins). 

A municipality can decide to share more than the minimum amount of MAT revenue with a 
tourism enNty. How this por1on of funding will be spent is a subject of the nego1a1on between 
the tourism en1ty and the municipality. All condi1ons should be clearly defined in the agreement 
between the signing en11es. 

The Municipal AccommodaNon Tax regulaNons do not govern municipal decisions to fund the 
local tourism sector above and beyond the sharing requirements set out under the transient 
accommoda1on tax regula1ons. 

MunicipaliNes with a pre-exisNng desNnaNon markeNng program that implement a tax are 
iniNally required to share an amount that matches the revenues collected on short term 
accommodaNon in the municipality and received by the relevant not-for-profit tourism 
organiza1on under a des1na1on marke1ng program from accommoda1ons in the municipality, 
in respect of the fiscal year before the transient accommoda1on tax came into effect. 

Tax revenues shared with an eligible tourism en1ty must be used by the DMO or tourism en1ty 
for the “exclusive purpose of promoNng tourism” (which includes the development of tourism 
products). 
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MUNICIPAL ACCOMMODATION TAX ASSOCIATION (MATA) 
 

Accountability Framework  
 

The following sec1on outlines the current accountability framework that MATA is opera1ng 
within. The Town of South Bruce Peninsula implemented a Municipal Accommoda1on Tax 
pursuant to Sec1on 400.1 of the Municipal Act 2011, which permits municipali1es to establish a 
MAT consistent with provincial regula1ons governing the Act.  

 As required under the Act, the Town of South Bruce Peninsula approved a by-law to establish a 
Municipal Accommoda1on Tax in 2021. In 2022, the Town of South Bruce Peninsula passed a by-
law approving the Town enter into an agreement with MATA as the designated tourism en1ty as 
required under the Act (O. Reg. 435-17). 

 MATA must operate within the current three-year agreement and within its cons1tu1on and by-
laws formulated therein. 

 Figure 1: MATA Accountability Framework 

 

 

MATA - The Municipal Accommoda1on Tax Associa1on is governed by a cross sec1on of tourism 
representa1ves who have developed the following Vision, Mission, and Core Values.1  

 Our Vision 
 To have the Town of South Bruce Peninsula as a four-season Tourism des1na1on of choice in 
Ontario. 

 
 Our Mission 
 To work with our tourism stakeholders to build, sustain and grow tourism in the Town of South 
Bruce Peninsula through investment and educa1on. 
   
 Core Values 
 Collabora1ve, Transparent, Trustworthy and Accountable to our Tourism Stakeholders. 

 

 
1 South Bruce Peninsula MATA | RTO7 

https://rto7.ca/Public/Resources/South-Bruce-Peninsula-MATA
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MATA’s Board of Directors: 

• Robert Trask, Chair, Chesley Lake Camp 
• Be]y Ann (George) Knight, Vice-Chair, Airbnb Owner & Sco1abank 
• Donna Harb, Secretary/Treasurer, Sauble Beach Chamber of Commerce, Realtor 
• Lisa Gow, Carson’s Camp 
• Kim Follis, Financial Advisor  
• Mitch Grant, Sauble Co]age Rentals & Unique Pieces Retail 
• Evan Baulch, Sauble Beach Chamber of Commerce, Heydays Restaurant, June Motel 

   

MATA - Tourism Strategy & AcNon Plan 

Pursuant to Sec-on 4, Sub-Sec-ons 4.1 through 4.5 of the Town’s Agreement with MATA, they are 
required to develop a 5-year “Tourism Master Plan” to address the following Strategy, Objec-ves 
and Outcomes; 

4.0 Strategy, Objec-ves and Outcomes2 

4.1 - To assist with the growth of the tourism sector of the Town’s local economy and to ensure 
that the Town becomes the tourism des-na-on of choice in Ontario, the par-es hereto agree that 
within 18 (eighteen) months of the execu-on of this agreement, MATA shall create a Tourism 
Master Plan. 

4.2 - The Tourism Master Plan will include a long-term vision for the Town’s tourism sector that 
considers and aligns with the Town’s Strategic Plan and Economic Strategy. 

4.3 - The Tourism Master Plan will provide MATA with priori-es and objec-ves to be used on 
growing the tourism sector in the Town of South Bruce Peninsula. 

4.4 - The Tourism Master Plan will be updated at least once every five (5) years. 

4.5 - The funds shall be used in the pursuit of the following and related objec-ves and outcomes: 

4.5.1 achieving the objec-ves iden-fied in the Tourism Master Plan; 

4.5.2 increase visita-on to the Town; 

4.5.3 enhance the Town’s na-onal and interna-onal profile; 

4.5.4 support tourism product development and industry growth in the Town; 

4.5.5 fund bid requirements for major events without addi-onal funding from the Town; 

4.5.6 to become more compe--ve with other provincial and na-onal ci-es in Canada; 

4.5.7 increase shoulder season tourism and offerings; and 

4.5.8 where applicable, suppor-ng the priori-es that are set by the Town and the 

County of Bruce.  

 

 

 

LITERATURE REVIEW 
Pursuant to the deliverables contained in the RFP, a literature review was completed on the 
following prescribed reference documents. 

 
2 Excerpt from MATA Agreement with the Town of South Bruce Peninsula – Appendix B 
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SOUTH BRUCE PENINSULA 

o South Bruce Peninsula 5-Year Economic Development Strategy  
o Hotel Resort Feasibility Study & Marke1ng Pitch Kit 
o Sauble Beach Growth Strategy 

BRUCE COUNTY 

o Economic Impact of Tourism Report (2018/2019) 

REGIONAL TOURISM ORGANIZATION – REGION 7 (RTO7) 

o Downtown Wiarton Community Profile 2022  
o Sauble Beach Tourism Data    
o RTO7 Business Plan (2023/24)  
o RTO7 Wayfinding Standards & Specifica1ons (2021)  
o RTO7 Sustainable Tourism Newsle]ers (2023)  
o Wiarton Tourism Data (2023) 

OTHER 

o Wasaga Beach Tourism Des1na1on Management Plan (2018)  
o  Saugeen Shores Tourism Strategy (2019)  
o Northern Bruce Peninsula Sustainable Tourism Management Plan (2018) 

To synthesize the informa1on contained in the literature review, the consultants have extracted 
key points of reference in each document. To further summarize the informa1on the 
consultants have concluded key findings from each data source. The following sec1on will list 
those key findings from each data source. 

 

SBP Economic Development Strategy - FINDINGS 
 

o The Town has a vested interest in tourism as a significant driver to its economic 
development goals. 

o The Town of South Bruce Peninsula’s Economic Development Strategy contains a 
Strategic Priority – “Increase Tourism Development”.  

o The Ac1ons contained in the Town’s Economic Development Strategic Plan are directly 
aligned with MATA’s overarching objec1ves. 

o The Town’s Strategy iden1fies a total capital budget amoun1ng to $50,000 for tourism 
ac1vi1es over 5 years (currently unfunded). 

o One of the strategic ac1ons relates to alloca1ng the Town’s 50% of the MAT revenues to 
tourism development. 

o The Town funds the seasonal visitor centre at a cost of approximately $20,000 annually. 
o The Town and the County cost share a transit service to Sauble Beach from May to 

Labour Day. 
o The MATA Board has suggested that the Town delegate all the ac1ons contained in their 

Strategic Priority related to Tourism development to MATA. Recognizing that there are 
several aligned studies underway, the exact distribu1ons of roles and responsibili1es 
could be reviewed in early Fall, 2023. This will allow for the comple1on of the County’s 
review of “who does what” related to tourism in the County, including SBP. It will allow 
for the comple1on of the MATA Tourism Strategy and one-year ac1on plan. A review at 
this 1me could provide for improved alloca1on of resources, opportunity to leverage all 
funding sources, and enhanced communica1on between organiza1ons sharing a similar 
goal for strengthening tourism and economic development in South Bruce Peninsula.  

o Town’s Economic Development Strategy.  - “As an area most notably known for its 
tourism assets and experiences, South Bruce Peninsula should con-nue to increase its 
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local tourism development. This is a necessary step in further diversifying the number of 
experiences during the height of the summer season, but also to increase the number 
and types of tourism experiences during the shoulder and off-season.” 

 

Bruce County - FINDINGS 
 

o Bruce County produces a highly informa1ve annual study on the economic impact of 
tourism which includes data on counts, spending, and visitor demographics, and business. 

o The rank order of preferred visitor accommoda1ons is consistently (i) private homes, (ii) 
camping, (iii) rental cabin/co]age, (iv) hotel/motel in private, (v) Airbnb, (vi) Bed & 
Breakfast.  

o There is a consistent high degree of sa1sfac1on among visitors to Bruce County 
o The County’s Spruce the Bruce program provides funding to business for the following 

areas: Façade Improvement, Perpendicular Signage. Awnings, Community Marke1ng, 
Community Signage, Streetscape Beau1fica1on, Des1na1on Infrastructure & Ac1ve 
Transporta1on, Fascia Signage, Pa1o Installa1on, Business Accessibility Adaptability, 
Product and Experience Development Grant, Agri-food Innova1on Grant, Residen1al 
Improvement Grant. 

 

RT07 – FINDINGS 
 

o The RTO7’s Mission and Vision is aligned with MATA’s objec1ves and recognizes MATA 
and all tourism stakeholders within Bruce, Grey, and Simcoe Coun1es. 

o RTO7 has adopted a “Sustainable Tourism” pledge and has a link to the Tourism Industry 
Associa1on of Ontario (TIAO) toolkit to assist tourism partners. 

o As part of the RTO7 2023/24 Business Plan, RTO7 acknowledges that there are 5 key 
challenges to the Tourism Industry in Region 7; 

§ Reliable Workforce 
§ Stakeholder Debt Load 
§ Addressing Sustainable Tourism 
§ Implementa1on of Technology 
§ Reliable and consistent data  

o RTO7’s challenges have been assessed as; 
§ Stakeholder Fa1gue,  
§ Stakeholder Debt,  
§ Limited Resources to serve large stakeholder base,  
§ Year-over-Year Stability of RTO Program. 

o RTO7 has several Partnership Programs to support tourism stakeholders including; 
§ Tourism Wayfinding,  
§ Product/Experience Development,  
§ Video/Image Produc1on,  
§ Digital Adver1sing,  
§ Social Media Adver1sing,  
§ Transla1on Services,  
§ Storytelling,  
§ Recruitment Video/Image Development 

o In addi1on to the Partnership Programs, RTO7 offers marke1ng support, extensive 
training programs, the T3 Accelerator (mentorship) programs, etc. 

o RTO7’s Budget has allocated greater resources to “workforce development/Training” and 
“Product Development”, and reduc1ons in “Partnership Programs” and “Marke1ng”. 

o RTO7 uses Environics Analy1cs to gather visitor informa1on. 
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o Geofencing reports are more challenging to understand. 
o Geofencing report for Wiarton indicated a reduc1on of traveller numbers in all seasons 

between 2019 and 2021. Traveller numbers were also very consistent from season to 
season in 2021 compared with 2019. 

o Facebook and YouTube are the most popular social media plaxorms used by visitors 
(70%+). 

o There are no overwhelming differences between the Visitor Profile between Wiarton 
and Sauble Beach for annual daily visits. 

o RTO7 has wayfinding standards and offers a “pay to play” for Tourism Stakeholders to 
maintain a consistent “look and feel” to guide visitors. 

o The Town of South Bruce Peninsula appears to be the largest supporter of the “pay to 
play” wayfinding signage program. (See APPENDIX A) 

o RTO7 data derived from Environics Analy1cs, offers tourism en11es the top five “types” 
of visitors (Visitor Profile) who are a]racted to SBP. 

o The visitor profiles between Sauble Beach and Wiarton are very similar (as per RTO7 
Environmental Analy1cs reports). However, Sauble Beach does have a higher 
representa1on of suburban, middle-aged, and mul1-ethnic families. 

o The table below reflects the top 10 unique visitors (in descending order) from their place 
of origin. Unique visitors are those that live beyond 40 Kilometers. The loca1on that are 
bolded represent those areas whose visitors are under-represented in SBP, meaning that 
there are fewer visitors from these loca1ons per popula1on than other visitor 
des1na1ons.  

SAUBLE BEACH UNIQUE VISITORS (+40 KLMS) WIARTON UNIQUE VISITORS (+40 KLMS) 
Toronto  
Guelph 
Kitchener 
Cambridge 
Hamilton  
Mississauga 
Brockton 
London 
Brampton 
Waterloo 

Toronto  
Kitchener 
Brockton 
Meaford 
Hamilton 
London 
Mississauga 
Guelph 
Hanover 
North Wellington 

 

 

Wasaga Beach Tourism DesHnaHon Management Plan - FINDINGS 
 

o Introduces a change in the tradi1onal tourism model of focussing on the “supply side” of 
what a des1na1on has to offer, and more focus on the “demand side”. 

o Focus on the “demand side” requires tourism en11es to be]er understand what visitors 
are looking for in their experiences and speaking to their interest (as opposed to 
promo1ng supply). 

 

 

 

 

Saugeen Shores Tourism Strategy – FINDINGS 
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o Defines three fundamental roles for a Des1na1on Management Organiza1on including 
(I) Marke1ng, (ii) Managing & Suppor1ng local tourism offerings, (iii) Coordina1on of 
tourism stakeholders. 

 

Northern Bruce Peninsula Sustainable Tourism Management Plan – FINDINGS 
 

o Completed a sustainable tourism strategy in 2018 in a collabora1ve manner and 
developed 4 key pillars: 

• Strategy 1: Community and Industry Engagement: This pillar is designed to 
effec1vely communicate the direc1on, management, and performance 
measurement of the tourism plan with all key stakeholders in NBP.  

• Strategy 2: Product and Experience Development: This pillar is designed to 
refine and develop NBP’s product and experience offerings including in shoulder 
seasons and new areas as well as build capacity with local operators to deliver 
tourism experiences.  

• Strategy 3: Investment and Asset Development: This pillar is designed to secure 
stable funding for the plan ini1a1ves as well as manage exis1ng tourism 
infrastructure and develop new tourism assets.  

• Strategy 4: Sustainability Posi1oning and Des1na1on Branding: This pillar is 
focused on the promo1on, marke1ng, and communica1on (to consumers and 
the travel trade) of Northern Bruce Peninsula’s tourism brand experience.  

 

o The Sustainable Tourism Advisory Group (STAG) Commi]ee is represented by 
Municipality of Northern Bruce Peninsula (Staff & Councillors) • Bruce County • Parks 
Canada • Ontario Parks • Saugeen Ojibway Na1on • Regional Tourism Organiza1on 7 • 
Bruce Trail Conservancy • Tobermory and District Chamber of Commerce. 

o STAG Mission - “As a networked group of stakeholders in the regional tourism economy, 
the Sustainable Tourism Advisory Group will work collabora1vely across organiza1ons, to 
leverage resources, to share exper1se and to implement the principles and prac1ces of 
sustainable tourism management.”  

o STAG’s vision is “to develop a thriving, collec1vely managed tourism economy on the 
Northern Bruce Peninsula, whereby: • effec1ve collabora1on exists between the 
business community and local/ regional government and non-government organiza1ons 
that hold a mandate for sustainable tourism.  

o The work of STAG is divided into three working groups including (1) Communica1ons, (2) 
Infrastructure, and (3) Capacity Management.  

 

NBP Sustainable Tourism Management Plan June 22 (rto7.ca) 

 

 

 

 

 

https://rto7.ca/RTO7/media/RTO7-Public-Documents/NBP-Sustainable-Tourism-Management-Plan-June-22.pdf
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NATIONAL & PROVINCIAL TOURISM TRENDS  

In Canada, demand for travel and tourist experiences is on the rise, primarily driven by 
domes1c travel and markets. During the pandemic domes1c tourism subs1tuted 
much of interna1onal travel due to travel restric1ons, safety, and health concerns. 
This trend has con1nued aner travel restric1ons were gradually lined. Today’s 
uncertain1es include health concerns, cost of living and infla1on, and new 
geopoli1cal risks (Des1na1on Canada, 2022). This na1onal trend is true in Ontario. 

 

A summary of tourism trends in Canada and Ontario 

• Increase in domestic and local tourism - Concerns about 
health and personal finance have contributed to the 
increase in domestic and local travel. 

• Increased interest in responsible tourism – Travelers are more mindful 
of environmental sustainability, social diversity and the impacts of 
tourism on local communities. 

• Increased interest in outdoor activities and experiences -  The trend 
has continued since the increase in outdoor activities during the 
pandemic due to indoor capacity restrictions, health and safety 
concerns. 

• The digital shift - The tourism sector has been adapting to digital 
enhancements made during the pandemic. This includes innovative 
approaches to marketing (e.g., digital marketing, data-driven decision-
making, and digital user experience-based product design). 

• Sports tourism trends include increased domestic and shorter-distance 
travel, building local capacity for sports participants, and planning 
multi-use facilities (higher capacity, energy and cost efficient) to offer 
benefits to sport participants and communities. 

 
Spending potential of Canadian households has been fluctuating. During the COVID-19 
crisis the level of household savings was higher than in the pre-pandemic years. However, 
new crises and uncertainties (such as high inflation and cost of living) may have negative 
effects on household savings and on willingness to spend on travel and tourism. The 
increasing costs of travel (due to increase in prices for transportation, hotel 
accommodation, and food) many households continue to be cautious about health and 
spending on tourism and travel. In the next few years, tourism demand will depend on 
household income and ability to save for travel, and prices for tourism services and 
products. 

 
The industry has been changing. The labour pool in tourism, travel, entertainment, and 
related sectors became smaller during the pandemic. As the industry recovers, this 
creates opportunities to offer employment and increase the number of jobs. This trend 
can be especially relevant to local communities as domestic and local tourism has been 
on the rise. 

 
 
Affordability: New uncertainties such as the cost of living and inflation create concerns 
for personal finance and affordability of tourism. The trend is diversifying tourism 
products and making it easier for tourists and visitors to find “products and destinations 
that suit their budgets, schedules, and needs.” (Ontario Tourism Economic Recovery 
Ministerial Task Force, 2021). The tourism industry participants have been diversifying 
their products and marketing to reach out to tourists of different ages, abilities, 
economic, social, and ethnic backgrounds. 
Tourism products vary from free events (weekend festivals and markets) to affordable 
packages (including family friendly deals and weekend getaways) to luxury tours. 
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Demand for Healthy and Safe Travels: Increase in DomesHc and Outdoor Tourism 
 

Increasing demand for healthy and safe tourism options. Domestic/ local and outdoor 
tourism have been on the rise. Demand for shorter-distance travel and outdoor activities 
has been growing as travelers seek destinations and activities perceived to be healthy and 
safe. Importantly, nature and outdoor experiences are part of the solution to physical and 
mental health challenges. There is an opportunity for the tourism industry to capitalize on 
this increased interest and attractiveness of the outdoors. 

 
While many tourists seek outdoor activities to stay physically active (e.g., running, hiking, 
cycling, etc.); many others are looking to engage with the natural world, seeking easy day 
trips, parks or trails where people of all ages, abilities, and backgrounds can leisurely 
enjoy the nature. Urban centres that offer opportunities for leisurely walks, enjoying 
downtowns and local communities, waterfront trails or urban trails and parks provide 
opportunities for improving health and quality of life in an equitable manner, without 
discriminating by age or ability. 
 

 
Responsible & Sustainable Travel: 
 

Responsible travel means travelers are increasingly mindful of impacts of tourism on 
desNnaNons, communiNes, and the environment. Consumer research demonstrates 
growing support for responsible travel. Travelers are increasingly inclined to reduce carbon 
emissions (including from long-distance travel), support local communi1es and economies, 
and support environmental conserva1on (2021 Canada Key Market Trends Report). 

The responsible tourism trend has a potential to contribute not only to economic 
prosperity but also to socio- cultural and environmental net benefits to local 
communities. The development of local tourism opportunities is supported in Canada’s 
Tourism Strategy (2019). One of the main priorities in the strategy is supporting and 
promoting onsite experience destinations and culinary/farm-to-table tourism. Onsite 
experience development examples include breweries, wineries, farms, fisheries and 
maple syrup farms. Farm-to-table and culinary tourism projects may include culinary 
trails, Indigenous culinary experiences, food festivals and farmers' markets. These 
businesses, events, activities, and destinations contribute to more sustainable local travel 
and attract both domestic and international tourists. 
Provincial governments have supported and encouraged local tourism. For example, in 
2021, the Province of Ontario introduced the Staycation Tax Credit (January-December 
2021) to support local tourism to contribute to the provincial market and economic 
recovery of local communities. This incentive also encouraged more environmentally 
sustainable shorter- distance travel. 
 

Social Change 

Diversity, Equity and Inclusion – The tourism industry has been increasingly 
embracing principles of diversity, equity and inclusion of BIPOC and 2SLGBTQIA+ 
communities. These principles are one of the pillars of the Canada Tourism 
Strategy and among the key principles highlighted by the Ontario Tourism 
Ministry and RTO7. 

The Canada Tourism Strategy (2019) sets out three principal areas: building 
tourism in communities, attracting investment, and promoting public-private 
collaboration. 

The strategy of Building tourism in communities recognizes that all communities 
have the potential to be a tourism destination and sets out five priority 
categories: 
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1. Winter and shoulder-season tourism – to provide more reasons to 
visit in off-peak periods. More tourist visits from November to April. 

2. Rural and remote tourism – to entice tourists to lesser-known parts of the country. 

3. Farm-to-table and culinary tourism – projects like culinary trails, 
Indigenous culinary experiences, food festivals and farmers' markets, 
as well as onsite experience development such as breweries, 
wineries, farms, fisheries and maple syrup producers. 

4. Indigenous tourism – to help Indigenous peoples and 
communities present their unique histories, traditional 
stories, creative arts and contemporary values. 

5. Inclusive Tourism – to expand 2SLGBTQIA+ diversity training and 
market readiness programs, and support events celebrating 
diverse backgrounds and identities. 

 
Supporting the Indigenous tourism industry - The Indigenous Tourism 
Association of Canada (ITAC) identified significant negative effects of the 
pandemic on indigenous tourism. Indigenous tourism operators include the 
independent sole-proprietors to the not-for-profit heritage associations, and 
community-based organizations. Provincial/Territorial Indigenous partners are 
encouraged to continue to engage with Indigenous stakeholders to design 
policies and support (ITAC Report 2021). 

 

Engaging with and supporting BIPOC communities in developing tourism 
opportunities and businesses. The Canada Tourism Strategy supports 
investments in diversity training, expanding 2SLGBTQIA+ market readiness 
programs, and supporting inclusive programming. 

 
Digital Shift 

Rapid digitization, accelerated by the pandemic, creates both new opportunities 
and challenges for travel and tourism service providers. Tourism service providers 
increasingly require a virtual presence and digital marketing to engage with 
different audiences. They are expected to understand trends, personalize 
experiences and advertisement messages. This digital shift within the industry 
requires more sophisticated approaches to marketing focused on content and 
brand purpose. 

 
Sport Tourism Trends 
 

The sport tourism industry relies on and contributes to local, regional and 
national economic development initiatives. Sport tourism and the hosting of sport 
events have social, economic, and sustainability impacts on local communities. 
Competitors, spectators, and other participants in sport events (including 
athletes, teams, coaches, officials, etc.) bring significant tourism spending to a 
host community and region. Based on Statistics Canada Travel Survey 2018 data, 
the average spend per sport tourism visit in Canada was $302 per visitor. The 
average Canadian sport tourism visitor spends $145 on a same day visit and $547 
on an overnight visit. The average estimated spend for international visitors is 
from $775 per visit for a U.S.-based visitor to $2,033 per overseas visitor per stay. 
(Sport Tourism Canada, 2021) 

 
 
 

https://indigenoustourism.ca/wp-content/uploads/2021/09/Conference-Board-of-Canada-ITAC-Report-September-2021.pdf
https://sporttourismcanada.com/wp-content/uploads/2021/06/Bouncing-Back-International-2021.pdf
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Trends in the sport tourism industry in the post-pandemic years are like general 
tourism trends in ensuring safety of all participants, planning, and operating local 
venues and events, the rise of individual and outdoor sports, re-thinking 
approaches to indoor facilities development and management, the digital shift 
and options for remote training, meetings, consultations, and work. 

 

Individual and outdoor sports on the rise 
 

Safer compared to team sports in the context of the pandemic, individual and outdoor 
sports have been more resilient and faster to recover. Outdoor sports such as cycling, 
running, pickleball, tennis, golf, skiing, skating, boating, etc. offer natural safety measures, 
additional mental and physical health benefits and have been gaining in popularity. This 
greater interest in outdoor and individual activities offers new opportunities for sport and 
recreation providers. 

 
Shorter Travel Distances - More Local and Regional Events 

More athletes and teams are playing in their home region or neighboring regions, 
compared to years before the pandemic. This trend emerged during the pandemic due to 
health and safety concerns and travel restrictions. Locally owned and operated events 
offer more flexibility (e.g., fewer technical, organizational, and other requirements and 
can be adapted to smaller groups) and less dependence on national and other events. 
Consequently, recruiting and marketing efforts for various events are likely to focus more 
on the regional markets and explore local and regional partnership opportunities to fund 
and organize events. 

 
Re-Thinking Sports Facilities 

Shorter travel distances and potentially more regional/local events require facilities. 
Many publicly funded and managed venues have been planned or converted to 
accommodate multiple uses, reduce operating costs, and offer more options and higher 
capacity. Responding to an increased demand for outdoor activities, some sports 
facilities and parks were used for non-sports purposes (e.g., gatherings, concerts, 
community spaces and meeting rooms, etc.). Municipalities in Canada and Ontario were 
forced to re-think the use of sports facilities and explore partnership opportunities to 
offer services to respond to the needs of their communities and increase return on 
investments. 
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TOURISM ASSETS 
 
The following section is intended to illustrate a cross section of information. First, it should be 
stated that South Bruce Peninsula has a variety of tourism assets that serve a wide variety of 
interests and visitor ages, including families. With that said, there does not appear to be a central 
source that offers a complete inventory of tourism assets by asset type, such as: 
 

(i) Accommodations,  
(ii) Activities,  
(iii) Destinations, 
(iv) Events, 
(v) Dining,  
(vi) Shopping.    

 
There is a hierarchy of organizations that have a vested interest in tourism promotion that ranges 
from local areas such as the local Chambers of Commerce, Town-wide promotions such as the 
Town of South Bruce Peninsula, and regional tourism standpoint such as Bruce County and RTO7 
– Bruce/Grey/Simcoe. 
 
The consultants have purposely looked at what organizations are promoting on-line given that 
visitors and potential visitors are most likely to search online for information. Collateral tourism 
promotional products are also helpful once visitors have come to the area. 
 
The following section illustrates what tourism assets are promoted online by each organization 
(follow links) and how they are promoted by category. Observations on each website and its 
characteristics are noted.  
 
Sauble Chamber of Commerce 
 
Motels, Campgrounds, Cottages 
Activities 
Dining 
Shopping 
Events 

Where to Stay Archives - Sauble Beach, Ontario 
Where to Play Archives - Sauble Beach, Ontario 
Where to Eat Archives - Sauble Beach, Ontario 
Where to Shop Archives - Sauble Beach, Ontario 
Upcoming Events – Sauble Beach, Ontario 

 
o Prominent on the main page. 
o Focus on Sauble Beach Entities. 
o Features Members. 
o Lists Non-Members. 
o No weblinks to entities. 

 
 
Wiarton Chamber of Commerce 
 
Main Page 
 
 
Activities 

Wiarton and District Chamber of Commerce - 
Events (wiartonchamber.ca) 
 
Wiarton and District Chamber of Commerce - 
Things To Do (wiartonchamber.ca) 

 
o Not Prominent on the main page. 
o Limited information – things to do. 
o No links. 

 
 
Town of South Bruce Peninsula 
 
Main Page – Menu Tab Explore & Play Explore and Play - South Bruce Peninsula 

https://saublebeach.com/categories/accommodations/
https://saublebeach.com/categories/attractions/
https://saublebeach.com/categories/restaurants/
https://saublebeach.com/categories/shops/
https://saublebeach.com/events/
http://www.wiartonchamber.ca/events.cfm
http://www.wiartonchamber.ca/events.cfm
http://www.wiartonchamber.ca/art-culture-listing.cfm
http://www.wiartonchamber.ca/art-culture-listing.cfm
https://www.southbrucepeninsula.com/en/explore-and-play/explore-and-play.aspx
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Tourism Tab Tourism - South Bruce Peninsula 
 

o Prominent on the main page – Explore & Play. 
o Focus on SBP. 
o Tourism listed as a tab. 
o Links to entities – map of locations. 
o No weblinks to entity websites. 

 
Bruce County 
  

Main Page 
Activities 
Towns to Explore 
  
Places to Stay 

Hotels, Motels, Hostels 
  

Bed & Breakfast 
  

Cabins & Cottages 
  

Campgrounds 
Trails by category of walking, hiking, 
cycling, canoe/Kayak, winter, ATV. 
  

Homepage - Explore The Bruce | Bruce County 
Things to Do - Explore The Bruce | Bruce County 
Towns to Explore - Explore The Bruce | Bruce 
County 
Places To Stay - Explore The Bruce | Bruce County 
Hotels, Motels and Hostels - Explore The Bruce | 
Bruce County 
Inns and Bed and Breakfasts - Explore The Bruce | 
Bruce County 
Cabins and Cofages - Explore The Bruce | Bruce 
County 
Campgrounds - Explore The Bruce | Bruce County 
  
Bruce County Trails - Bruce County Trails 
  

   

o Prominent on the Main Page. 
o Focus on Bruce Peninsula. 
o Main tabs for each category of accommodaDons, acDviDes, towns, resources for visitors. 
o Link to interacDve map that shows locaDons of enDDes. 
o Pop-up enDty names on interacDve map. 
o Limited weblinks to enDDes. 

  

 RTO7 
  

Home Page 
Industry Event 
  
Resources 
Link to Bruce Grey Simcoe Registration 
  
Bruce/Grey/Simcoe 
Lake Huron/Sauble Beach 
Link to County Website 
Link to Town of SBP- Explore & Play 
  

Home | RTO7 
Events | RTO7 
  
South Bruce Peninsula MATA | RTO7 
brucegreysimcoe.com/bgs-
services/OperatorRegistraDon/Default.aspx 
BruceGreySimcoe - Home 
BruceGreySimcoe - Lake Huron / Sauble Beach 
Homepage - Explore The Bruce | Bruce County 
Tourism - South Bruce Peninsula 

  

o Home Page is not intui1ve to find tourism assets. 
o MATA listed under “Resources” third layer. 
o Bruce/Grey/Simcoe main page (2nd layer) has “Great Places”. 
o Great Places showcases Sauble Beach/Lake Huron (3rd Layer) 
o Sauble Beach/Lake Huron (4th layers) has links to Explore the Bruce, South Bruce 

Peninsula, Sauble Beach parking.  
o No weblinks to tourism en11es. 

https://www.southbrucepeninsula.com/en/explore-and-play/tourism.aspx
https://explorethebruce.com/
https://explorethebruce.com/things-to-do/
https://explorethebruce.com/towns-to-explore/
https://explorethebruce.com/towns-to-explore/
https://explorethebruce.com/places-to-stay/
https://explorethebruce.com/places-to-stay/hotels-motels-and-hostels/
https://explorethebruce.com/places-to-stay/hotels-motels-and-hostels/
https://explorethebruce.com/places-to-stay/inns-and-bed-and-breakfasts/
https://explorethebruce.com/places-to-stay/inns-and-bed-and-breakfasts/
https://explorethebruce.com/places-to-stay/cabins-and-cottages/
https://explorethebruce.com/places-to-stay/cabins-and-cottages/
https://explorethebruce.com/places-to-stay/campgrounds/
https://trails.brucecounty.on.ca/?__hstc=264466896.66918e24b12ecc16bbcb913aab7d394f.1685720502263.1686742390179.1686746365496.4&__hssc=264466896.20.1686746365496&__hsfp=3789671553
https://rto7.ca/public/home
https://rto7.ca/Public/Events
https://rto7.ca/Public/Resources/South-Bruce-Peninsula-MATA
https://brucegreysimcoe.com/bgs-services/OperatorRegistration/Default.aspx
https://brucegreysimcoe.com/bgs-services/OperatorRegistration/Default.aspx
https://brucegreysimcoe.com/home
https://brucegreysimcoe.com/great-places/lake-huron-sauble-beach
https://explorethebruce.com/
https://www.southbrucepeninsula.com/en/explore-and-play/tourism.aspx
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Tourism Asset Online MarkeHng - FINDINGS 
  

o RTO7 – Bruce/Grey/Simcoe does not readily inform online viewers what South Bruce 
Peninsula has to offer, and focus is on Sauble Beach/Lake Huron. 

o Explore the Bruce offers direct access to tourism assets/ by asset category. Interac1ve 
mapping is intui1ve and takes poten1al visitors to a geographical loca1on. 

o There is some coordina1on of linking tourism organiza1ons within the organiza1onal 
hierarchy.  

o There are limited website links to the actual tourism en11es which draws the search to 
an end. 

 

Tourism Oriented DesHnaHon Signage (TODS) 
 
One of MATA’s primary tourism competitors are visitors traveling to Northern Bruce Peninsula 
to enjoy the many demand generators and unique tourism assets. This issue was noted by 
MATA and tourism stakeholders who have expressed frustration or the opportunity to attract 
visitors going to Northern Bruce Peninsula to be diverted to South Bruce Peninsula. 
 
Considering this issue, preliminary commentary reflects the current situation and respective 
challenges/opportunities.    
 
Highway #6 Annual Average Daily Traffic (AADT) 
 
According to the Ministry of Transportation’s most recent traffic volume data (2019)3 the 
Annual Average Daily Traffic on Highway #6 North leading into South Bruce Peninsula at 
Concession #5 was measured at 7,250. The daily traffic volume reduced to 2,950 north of SBP at 
Miller Lake. A more fulsome listing of AADT’s along Highway #6 is illustrated in APPENDIX B. 
 
Recognizing that these traffic counts do not specifically address seasonal values, it does suggest 
that a significant volume of daily traffic (4,300) remains in the South Bruce Peninsula area. This 
suggests that there is a 60% capture rate of north bound traffic, or 40% of traffic volume goes 
on to Northern Bruce Peninsula. This leaves a good margin of potential visitors that could be 
attracted to SBP.  
 
Tourism Oriented Destination Signage (TODS) 
 
TODS signage is a widely known marketing program that offers a consistent and uniform 
standard that all travelers have become familiar with. Whether you are a daily commuter or a 
potential visitor to an area TODS signage captures high volumes of daily traffic. First-time 
visitors come to rely on TODS signage (along with their GPS) to welcome and direct them to 
their destination. TODS signage also serves to peak curiosity among travelers and may influence 
a future visit.  
 
The following is an excerpt from the TODS website.     
 
“Since 1997, Canadian TODS Limited has been responsible for the administration and operation 
of Ontario’s Provincial Tourism-Oriented Directional Signing Program for Ontario’s Ministry of 
Heritage, Sport, Tourism, and Culture Industries as well as the Ministry of Transportation. 
 

 
3 Theme.aspx (gov.on.ca) 
 

https://www.library.mto.gov.on.ca/SydneyPLUS/TechPubs/Theme.aspx?r=702797&f=files%2fTraffic+Volume+Metadata+Information+-+Oct+2019+-+EN.pdf&m=resource
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We offer a complete “turnkey” approach where we are responsible for all marketing, 
administration, operational needs, and general oversight. We maintain a central office with full-
time staff who work solely on this signing program. 
 
Throughout our history, we have remained committed to the three (3) groups of customers who 
must be satisfied with our service: the Transportation Agency to whom we report, the 
participating businesses, and, ultimately, the motorists who rely on the information we provide 
to make their travel safer and more efficient”. 

 
We note that there is some use of TODS signage by individual tourism entities along Highway 
#6, however given the number of tourism assets there appears to be under-representation of 
TODS signage for a tourism destination. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
TODS MarkeHng (HWY #6) - FINDINGS 
 

o The Town’s current capture rate of annual daily traffic is estimated at 60%, leaving 40% 
of vehicular traffic going beyond South Bruce Peninsula.  

 
o There is limited presence of TODS Signage on Highway #6 for SBP tourism entities.  

 
o The RTO7 wayfinding signage standards are complementary to the TODS signage 

standards. 
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STAKEHOLDER CONSULTATION SUMMARY 
 

Engagement Strategy 
 

The overall engagement strategy consisted of a mul1-layered approach to gather meaningful 
and consecu1ve informa1on from a variety of tourism en11es. These en11es consisted of a 
cross sec1on of Short-Term Accommodators who collect and submit the MAT, tourism 
operators, tourism suppor1ng businesses, and organiza1ons with a vested interest in promo1ng 
tourism. It included a combina1on of in-person, telephone, and virtual groups sessions, one-on-
one interviews, and focus group sessions. 

Each phase of the engagement process serves to inform increasingly pointed ques1ons to 
uncover common issues impac1ng tourism en11es in South Bruce Peninsula. These common 
issues were presented back to tourism operators through a survey instrument designed to 
validate informa1on collected from the consulta1on process. 

The engagement process results in the qualita1ve evidence that will inform the tourism strategy 
for MATA and complements the quan1ta1ve data presented in previous sec1ons of the 
Situa1onal Analysis Report.   

 

 

 

Kick-Off MeeHng MATA & Project Steering CommiNee  

In the first phase of the engagement plan, the focus was primarily on the ‘key industry tourism 
operators/organizations. A kick off meeting was completed with the MATA Board of Directors 
and the Project Steering Committee.    

 

MATA Board of Directors  

Kim Clarke - MATA Admin/RTO7 

Robert Trask, Chair, Chesley Lake Camp 

Be]y Ann (George) Knight, Vice-Chair, Airbnb Owner & Financial Advisor 

Donna Harb, Secretary/Treasurer, Sauble Beach Chamber of Commerce, Realtor, Classic Sauble 
Co]ages 

Project 
Kick-Off

• In person Meeting with MATA 
Board & Steering Committee

Interviews
• One on One Interviews with 

Tourism Operators and 
Organizations

Focus 
Groups

• 2 Virtual 
Focus Groups 

Survey
• On-line 

Industry 
Survey
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Lisa Gow - Carson's Campground 

Kim Follis - Financial advisor 

Evan Baulch - Heydays Restaurant Owner 

Mitch Grant - STA owner 

 
Steering Commi`ee 

Robert Trask - MATA BOD Chair/Chesley Lake Camp 

Joe Vanderzand - Wiarton Legion and Deep Water Gallery Director 

Becky Knight - Sauble Beach Chamber of Commerce 

Sarah Mann - Red Bay Tent & Trailer Park 

Danielle Edwards – TSBP (a resource to the Steering Commi]ee; arms-length Town 
representa1ve) 

Robyn Hewi] & Alex Hogan - RTO7 
 

 There were several observations that arose from the May 11, 2023, kick-off meeting (not in 
order of priority) 

• obvious need to re-build trust among SBP, RTO7, MATA, and industry 
operators/organizations as well as MAT stakeholders, requiring transparency and 
ongoing communication. 

• Re-branding opportunity for SBP (Gateway to the Bruce…); promotion of the natural 
beauty and natural assets in the area 

• Need to capture “flow through” traffic heading to attractions in Northern Bruce 
Peninsula (Tobermory, Grotto) 

• Focus marketing to over 40km one-way distance travelled.  
• Focus on positive – need to minimize current talking points (Beach Claim, parking fees, 

negative response to MAT) 
• Communication Strategy needed (requiring coordinated and consistent messaging), 

improved use of digital media. 
• Potential to extend the season (slightly – May and June, September, and October) or 

year-round (not fully supported by all) 
• Staffing a major issue (attracting, retaining, housing); consider partnerships with 

Colleges, incentives to provide housing. 
• Event support for Volunteer activities 
• Balance for all geographic areas of SBP (not just Sauble) 
• Consideration to re-distribute funds proportionately based on where collected (sense 

of fairness, support for all) 
• Potential to coordinate administrative support (computer, website, social media, 

volunteer management) 
• Promote area for corporate getaways, retreats, destination weddings. 
• Improved communication among all stakeholders; if an event is being held, need to 

have supporting services open/available to service it (accommodation, food & beverage 
etc.) 

  

Interviews 

Following the kick off meeting MGA conducted one on one interviews with key industry 
“influencers” between May and June.  The purpose of these interviews with RTO7 Staff, the 
MATA Board of Directors, and Tourism Operators was to engage in conversations about tourism 
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in South Bruce Peninsula and reflect on the opportunities and challenges presented from a 
variety of perspectives. There was an opportunity to share their vision and overall ideas about 
tourism. Over 30 conversations were conducted over a two-month time frame.  Unfortunately, 
MGA has been unable to speak to any First Nation leaders despite several different attempts.  
The following individuals provided insight during the initial engagement sessions: 

• Jeff Loney, Bruce County Economic Development Director 
• Matt Dwyer, Red Bay Lodge 
• Tammy Pletch, Roth Campground 
• Kim Clarke, RTO7/MATA administrator 
• Mayor Garry Michi 
• Sarah, The June Hotel, Sauble Beach 
• Ryan Gardhouse, Sauble Beach Restaurant Owner and owner of 6 properties 
• Danielle Edwards, South Bruce Peninsula, Economic Development Office 
• Katie Laliberte, HeyDays Restaurant 

 

Many concepts, ideas and discussions were shared that will help to shape the framework for 
the Tourism Strategy – Refer to APPENDIX C for a summary of feedback. 

Focus Group Sessions  
Concurrently with the one-on-one interviews we had two virtual engagement sessions that 10 
individuals attended.  We asked several key questions throughout the 90-minute interactive on-
line engagement session (which included live polling on two questions).  The following is a 
summary of the individual comments (and are not necessarily in order of importance). 

What areas of South Bruce Peninsula do your visitors come to and why? 
- Camping, nature opportunities 
- Trillium hunt, rare orchids 
- On “bucket list for many” 
- Photographers 
- Day trips with hikes, beach, visit to markets. 
- Some stay in SBP and some travel north to Tobermory 
- Campground has mostly seasonal with some overnight stays; visit Spirit Rock, Caves, 

Skinners Bluff (lots of repeat business) 
- Sauble Beach and Bruce Peninsula as a whole 
- lavender farm  
- Red Bay beach 
- Beaches  
- Provincial Parks and falls 
- Downtown Wiarton and Bluewater Park 
- Spirit Rock Conservation Area 
- Cape Croker Park – Bruce trail, indigenous experiences 
- Chesley lake, fishing at inland lakes by Oliphant summer – split SB and rest of 

municipality 
- Most well-known beside Wiarton Willie, mature, very seasonal July 01 to Labour Day 
- SBP is dense with campgrounds as well as 2 all-inclusive resorts. 
- Red Bay lodge, Bluewater Park, Spry Lake 
- These are the Core Trip Mo1vators 
- Hiking Bruce trail, eco adventure, race in Wiarton 
- County – was pushing mountain biking - Purple Valley Park cycling popular. 
- Some road cycling 
- Great Lakes Waterfront Trail on both east and west sides 
- Cycling lanes on #6 north of Mar 
- South of Dyers Bay Road 
- Why leave campground – challenging to leave campsites – camping is the ac1vity.  
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- Lots provide ac1vity for kids – pools, ponds, lakes. 
- Two types = seasonal campers and transient campers – co]age owners seasonal – 

would move around more looking for things to do – beach, ice cream, music. 
 

 
What do you (or your visitors) think are the gaps in tourism in South Bruce Peninsula? 
- inability to draw visitors to come (KW, Guelph, and Toronto) to visit, and then decide 

to move and start a business. 
- Large geographic area to reach – SBP, including Wiarton, SB  
- Retail, tourism operators would like to see year-round business. 
- promotions 
- Lack of available real estate. 
- Consistency and availability. (Some people think you can just arrive and book) 
- Expectations of visitors (Uber, bank machines in campgrounds) 
- Shoulder season very hit and miss – after Labour Day, very weather dependent. 
- Lack of Workforce 
- Housing of different types 
- No restaurants or accommodations in the winter 
- not enough washrooms 
- lack of volunteer’s  
- Year-round restaurants 
- No breakfast loca1on 
- Not one consistent area to find out what is happening – SBP, different websites. 
- Seasonality DMO or RTO – must be a will from business owners; need key leaders in 

the community. 
- Build out slowly, weekend, addi1onal weeks on either side of key season. 
- Need to build consumer demand. 
- Need to build around WW festival, maybe add Christmas or concert weekend = need 

a draw otherwise people not coming in the winter as it is not sustainable 
(unpredictable weather). 

- specific demand generators in peak (ie SB), but need to develop a demand generator 
that is NOT weather dependent – across province changing weather not dependable; 
natural assets and existing features mixed with something not weather dependent 
(i.e., Blue Mountain just a ski hill before village developed) 

- Need a vision to be created and then start to work on it. 
- off- season educational tourism partner with Parks Canada – schools and post-

secondary to come on mass – experience and learn about nature and drive people 
here, come to learn. 

What are the most important special events held in South Bruce Peninsula, and is there 
capacity for more? 

- Wiarton Willie over 60 years old (media hype is big, but festival itself is small) 
- Frustration with WW; restaurants and hotels closed driving people to Owen Sound 
- Also, Wiarton Maple Fest and Rotary Fair 
- Sand Fest in SB  
- Local area events – chamber, service clubs  
- Car shows, farmers markets (smaller events) 
- Multi-sport race (run, cycle, paddle varying distances) 
- Sand fest in SB 
- Tuesday car show with live music etc.  
- Capacity for more but more promotion is needed. 
- Was support to help with grant writing but position vacated – impact capacity. 

 
Ideas to showcase SBP tourism assets (poll question) 
The top answers were: 
Recrea1on/trails/adventure  
Water  
Beach  
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Shopping  
Culinary  
Bluewater  
Cycling  
Winter  
Other – experien1al business/farm offerings  

 
Comments 

- Key is to get them here. 
- After the first few days’ stay people need something to do. 
- No stopping people driving up #6 on Friday night, maybe catch them mid-week or on 

the way home. 
- unparallel nature and wildlife, Immersion with nature (bears, bald eagle, osprey nest, 

snakes, turtles) 
- Promo1ng SBP as your home base with whole Peninsula to explore 

What could MATA/SBP do? 
- Financial support was offered previously to merchants. 
- Simplify support structure as RT07 support is an onerous process as they needed to 

collect postal codes, plus take customer service training. 
- Radio campaign has helped them. 
- need some shared marketing materials for cyclists (Ride the Bruce) at locations in GTA 

bike shops and outfitters. 
- Take a vendor booth – Cottage Life, Sportsman Show, Bike Shows etc. 
- train in culinary, service, hotel industry in off season and then use skills in industry but 

need to partner for satellite campus idea. 
- strategy for labour shortage workforce development a core pillar, attraction, and 

retention – recruitment “jobs in Bruce” platform 
- Coordinate linkages between job seekers and local business 
- Keeping youth in the area.  
- Need help including operating into off season, staffing into offseason. 
- Contract a summer content creator. 
- Operating expense help (incentives to stay open) 
- Writing grants 
- Product and experience development opportunity so when visitors come, they 

generate more revenue. 
- Share awareness and resources of business grants 
- Need to ensure all stakeholders come to the table and help with identifying problems 

and creating solutions; otherwise, MAT will have ended up costing everyone more. 
- Coordinated development of a website. 
- Support coordinated communications hub. 
- Event capacity limited so MAT could support or share for festivals. 
- Accommodators cannot survive without food and beverage, coordinated services and 

activities.  
- Work with SBP – they get 50% of funds and have more flexibility on how to spend it; 

need to help with tourism assets broadly in the community. 
- All partners must work together – “tourism is a team sport”. 

 
What are the priorities (A poll question): 
The top responses were- 

 
- Staff development and recruitment  
- Off season 
- Product and experience development  
- Tourism infrastructure  
- Marketing 
- Transportation 

Comments 
- Challenge with young staff – get trained, SMART serve and then leave. 
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- Need to promote the industry as a career and educate that customer service skills, 
food handling skills etc. can be useful in other career pursuits.  

- Potential to work with post-secondary to encourage culinary, internship ideas, onsite 
training. 

- Opportunity for paid activity – tours, fishing guides, kayak, canoe rentals. 
How could MATA help? 

- Potential ideas to help all (not just SB and Wiarton, but rural too) 
- Need to increase awareness – “don’t know, won’t go”, present area as a destination. 
- Need enhanced social media and targeted campaigns to various demographics.  
- multi-media campaigns on what SBP assets have to offer, story-based commercials 

(Paid advertising, radio, social media) 
- Consider targeted audiences provided it encourages people to stay (not just a day 

trip) 
- capture individual email addresses through a sign-up option and target to database 

directly. 
- Ways to reach watercraft visitors – Wiarton Marina, Oliphant Marina, Sauble Beach 

River. 
- Need to be clear that the number of visitors must equal the capacity to provide 

required services. 
- Need contract staff to execute vision on the ground. 
- How to recruit 40 people to come and work in SBP in the summer, creative ways to 

host an industry night and recruit needed staff (bartenders and line cooks). 
- Housing and options to address barriers to support all types of housing (impact of 

building code requirements, permits for allowing trailers etc.) consider staff camp 
with lodge and tents, yurts. 

- Local Government owns property – could work together to create accommodation 
options. 

- Need to get all jurisdic1ons together to address the real issues. Iden1fy key gaps, 
where can they develop new products – funding support for staff, work with RTO and 
partners. 

- Support coopera1ve marke1ng program with MATA receiving a small %. 
- Other examples where coordinated solu1ons benefit all – STAG in Northern Bruce 

(sustainable tourism ac1on group) 
- Coordina1on and clarity – many players are marke1ng but not very coordinated. 

 
 

Preliminary Strategic Themes 

As outlined in the introduction of this section, the engagement process was designed to 
uncover common themes impacting tourism operators. In so doing, the analysis recognized all 
challenges and opinions offered by individual tourism operators, however in meaningful 
strategy development it is critical to synthesize inputs into the common themes impacting the 
entirety of the sector. As such, our analysis has uncovered the following five strategic themes:   

• Staff recruitment and housing 

• Extending the tourism season outside the summer season 

- initially by one month on either side 

- building on special events and/or feature dates  

• Tourism infrastructure (washrooms, parking) 

• Elevating the visitor experience 

• Improved coordination and communication to maximize resources. 
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SURVEY SUMMARY 
 

Building on the results of the engagement findings, five themes were identified in the 
engagement analysis. 

• Staff recruitment and housing 

• Extending the tourism season outside the summer season 

- initially by one month on either side 

- building on special events and/ or feature dates  

• Tourism infrastructure (washrooms, parking) 

• Elevating the visitor experience 

• Improved coordination and communication to maximize resources. 

These themes were included in the on-line industry survey in the following format: 

“Based on the initial industry stakeholder engagement feedback received, five main areas of 
focus (or pillars) have been identified to support growing a sustainable tourism sector in South 
Bruce Peninsula. Please rank these pillars according to their importance (with 1 being most 
important and 5 being least important.” 

The on-line industry survey was conducted between June 20th through July 5th. The survey 
received 35 responses with a 100% completion rate.  The average survey took the respondent 
approximately 15 minutes to complete the 11 questions.  The goals of the survey were to 
confirm initial engagement conversations with a more diverse stakeholder group, test the 
strategic themes/pillars that were emerging from initial engagement and the background data, 
and receive additional ideas and strategies to help inform the Tourism Strategy.  Most of the 
responses were received between June 20th to June 27th. 

 

The summary of findings of the survey are as follows, for complete survey results see APPENDIX 
D. 
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QUESTION 1: Based on the iniDal industry stakeholder engagement feedback received, five main areas 
of focus (or pillars) have been idenDfied to support growing a sustainable tourism sector in South 
Bruce Peninsula. Please rank these pillars according to their importance (with 1 being most important 
and 5 being least important).  

 

The top two pillar ranking were Extending the tourism season (3.71 ranking) and Tourism Infrastructure 
ranking second (3.12).  All five ranking were very close from 3.71 ranking to 2.50 ranking. 
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QUESTION 3: South Bruce Peninsula offers a variety of visitor experiences. In your opinion, 
what do you think are the top three visitor experiences South Bruce Peninsula should focus 
on? 

 

The top three visitor experiences South Bruce Peninsula should focus on were the Connection to Nature, 
Beach, Special Events/Music 

 

 

 

 

 

 

 

 

 

 

 

 

 



   
 

  
MGA/SIERRA SITUATIONAL ANALYSIS REPORT 32 

 

QUESTION 4: How aware are you on what MATA can use the MAT revenues for? 

 

Over 50% of respondents were Somewhat Aware of MATA and what MATA can use the MAT revenues 
for there was an equal split between Not Aware and Very Aware. 
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QUESTION 6: From the following list of tourism industry supporting organizations, please indicate by 
checking the appropriate box which organizations you are aware of, and which you are working with. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The organizations stakeholders are most aware of and working with are Town of South Bruce Peninsula, 
Sauble Beach Chamber of Commerce, Service Clubs and Bruce County.  
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QUESTION 8: To help us further understand the survey responses received, how would you classify 
your role within the tourism industry in South Bruce Peninsula.  

 

 

There were representative from all tourism sectors above, with the largest number of respondents from 
Roofed Accommodation Operator. 

 

For complete survey results with the open-ended question please refer to APPENDIX D. 
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MAT MUNICIPAL COMPARATOR REVIEW 
 

IntroducHon 
The Municipal Accommoda1on Tax (MAT) is a revenue tool that allows municipali1es to 
support, promote, and grow tourism as an economic driver.  

With the MAT genera1ng revenue to support and promote local tourism, establishing a clear 
and transparent process of MAT revenue distribu1on, project monitoring and evalua1on is 
increasingly important. This applies to both eligible tourism organiza1ons and municipal 
por1ons of MAT funding.  

This report looks at three cases of implemen1ng MAT in Eastern Ontario –the City of Kingston, 
Prince Edward County, and Quinte West and one case from Northern Ontario – City of Timmins.  

The examples demonstrate progress that these municipali1es have achieved in implemen1ng 
the MAT.  

Main takeaways include the importance of achieving greater transparency in MAT revenue 
distribuNon.    

Each case offers helpful insights into how the MAT can be distributed: 

• The City of Kingston has agreements with Kingston Accommoda1on Partners and 
Tourism Kingston – all three partners par1cipate in commi]ees making decisions about 
MAT funding distribu1on. 

• PEC created a new Des1na1on Marke1ng Organiza1on (DMO) and transferred 
responsibili1es and funding for tourism marke1ng and research to the organiza1on. MAT 
revenue will fund this organiza1on.  

• Quinte West holds an Accommoda1on & A]rac1on Stakeholder mee1ng bi-annually to 
discuss opportuni1es/challenges and provide updates on tourism ac1vi1es and 
ini1a1ves. 

• City of Timmins shares 50% of MAT revenue with the Timmins Economic Development 
Corpora1on (TEDC). TEDC has established the MAT Fund, which supports distribu1on of 
funding to local tourism organiza1ons though an applica1on process. The TEDC MAT 
Subcommi]ee of the TEDC Board, consis1ng of tourism industry representa1ves, City of 
Timmins, and local tourism and economic development organiza1ons, evaluates funding 
applica1ons and develops recommenda1ons for the Board. All informa1on about the 
Fund, the applica1on process, evalua1on criteria, and results of funding rounds are 
communicated through a dedicated MAT sec1on on the TEDC website.   

While municipali1es have clear and detailed instruc1ons about MAT collec1on; most of the 
reviewed cases do not provide guidance on or a descrip1on of MAT revenue distribu1on on 
their public facing websites – the first point of informa1on for anyone from the tourism industry 
or the public. The websites onen lack informa1on regarding the criteria for MAT distribu1on, or 
a descrip1on of opportuni1es that MAT funding offers to the tourism industry.   

Neither of the reviewed Des1na1on Marke1ng Organiza1ons provide sufficient level of detail (if 
any) or reports regarding how their por1on of the MAT is allocated, how they spend the MAT 
funding, or what their plans are. This kind of informa1on is important for transparency and 
be]er understanding of how MAT funds work to support the tourism sector and the economy.   

As the City of Timmins example shows it is important to understand clear priori1es (based on 
the Tourism Strategy and year-to-year trends), have processes and staff in place to support the 
management of the MAT Fund, and provide detailed informa1on about funding opportuni1es, 
applica1on evalua1on criteria, and report on the results. etc.  

Establishing a process and decision-making criteria for MAT funds distribu1on and publishing 
detailed guidance and informa1on on public facing websites is important for encouraging 
applica1ons and suppor1ng the development of local tourism industries.  
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The following case studies discuss the prac1ce of implemen1ng MAT in the four municipali1es, 
focusing on the process of alloca1on and distribu1on of revenues collected through MAT. The 
three Eastern Ontario cases include: City of Kingston, Prince Edward County and Quinte West. 
The fourth case – the City of Timmins – The Timmins Economic Development Corpora1on - is an 
example of a MAT distribu1on program designed to support the local tourism industry. 

 
Kingston  
 

About the MAT 
In Kingston, the mandatory Municipal Accommoda1on Tax (MAT) replaced the voluntary 3% 
des1na1on marke1ng fee (DMF) that had been administered by Kingston Accommoda1on 
Partners (KAP) since 2004 and un1l the introduc1on of MAT. 

The 4% MAT By-Law Number 2018-95 has been in effect since 2018. 

The Municipal Accommoda1on Tax received by providers of transient accommoda1on is 
collected by the City of Kingston and Kingston Accommoda1on Partners as an agent for the 
municipality. 

Exemp1ons to the MAT include colleges and universi1es, which are exempted based on 
provincial legisla1on. Having said that, both Queen’s University and St. Lawrence College have 
voluntarily been collec1ng a fee which has been redirected to KAP. These ins1tu1ons have 
decided to work in partnership because they recognize the importance of tourism as a sector 
and recognize the financial benefit that tourism brings to their own ins1tu1ons.  

The provincial regula1ons allow municipali1es to enter into an agreement with a tourism en1ty 
to collect the tax on their behalf and prescribes a revenue sharing formula where proceeds are 
shared with a pre-exis1ng eligible local tourism en1ty. 

In 2018, Council approved a partnership and agreement between Kingston Accommoda1on 
Partners, Tourism Kingston (TK), an External Agency supported by the City, and the City for the 
collec1on and reinvestment of the MAT revenues. The agreement was renewed in 2020.  

The agreement designates Kingston Accommoda1on Partners as the agency responsible for the 
collec1on of the MAT on behalf of the City as KAP already had a system in place through its 
previous collec1on of the voluntary 3% des1na1on marke1ng fee. 

About Kingston DMO 
Kingston Accommoda1on Partners and Tourism Kingston promote Kingston as a des1na1on for 
leisure visitors, mee1ngs and conven1ons, major events, media rela1ons, tour operators, sport, 
film and travel trade. Kingston Accommoda1on Partners’ long-term des1na1on development 
ini1a1ves aim at enhancing the visitor experience. 

Since 2004, Kingston Accommoda1on Partners implemented and administered the voluntary 3% 
des1na1on marke1ng fee.  

What happens with MAT funds? 
Funds generated through the Municipal Accommoda1on Tax are invested in des1na1on 
marke1ng, sales, and product development in Kingston.  

As part of Council’s approved partnership agreement, the funds collected are to be 
redistributed between marke1ng/promo1on (65%) and a Development Fund (35%).  

The Ontario Regula1on 435/17 requires alloca1on to a pre-exis1ng Des1na1on Marke1ng 
Organiza1on an amount represen1ng the average annual amount of previously collected 
des1na1on marke1ng fee. In 2022, from the 65% alloca1on, the City is obligated to provide 
$1.6M of the MAT revenues escalated annually to KAP.   
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If the 65% redirected to marke1ng and promo1on is less than the $1.6M, KAP is to receive its 
funding and the contribu1on to the Development Fund would be reduced.  

The agreement between the City, Kingston Accommoda1on Partners and Tourism Kingston also 
outlines that funds will be provided in addi1on to the 65% to account for incremental costs 
related to the MAT collec1on processes, recognizing that there are a much larger number of 
proper1es that are now mandated to contribute to the MAT. 

The marke1ng/promo1on funds are primarily redirected from Kingston Accommoda1on 
Partners and Tourism Kingston based on a Service Level Agreement signed by both TK and KAP.  
The following Exhibit illustrates the process. 

Exhibit 1. Kingston: MAT Funds DistribuIon & Decision-Making Process 

 

MarkeHng CommiNee 
These annual funds are to be spent on marke1ng ini1a1ves contained in an integrated 
marke1ng plan developed by TK in consulta1on with a MarkeNng Commi`ee. The Marke1ng 
Commi]ee includes representa1ves from the City, Tourism Kingston, and Kingston 
Accommoda1on Partners.  

Development Fund CommiNee 
The Development Fund is used to fund product development, major events a]rac1on and 
strategic ini1a1ves to advance the implementa1on of the Integrated Des1na1on Strategy 
(2019).  

Decisions related to the Development Fund are authorized through the Development Fund 
Commi]ee which includes representa1on from TK, KAP and the City. 

In 2018/2019, the Development Fund Commi]ee supported the following ini1a1ves:  

• Invested $260,736 in the 2020 Brier Curling Championship.  
• Allocated up to $200,000 per year to support the a]rac1on of new airline carriers and 

addi1onal flights at the airport.  

City of Kingston - City Council Agenda - Mee1ng 03-2021 - Report COU-21-040 

• In 2020, MAT revenues were allocated to the development fund to support the tourism 
industry impacted by the pandemic.  Council approved up to $700,000 to be transferred 
from the MAT Development Fund to offset MAT revenue shorxalls in 2020 and to ensure 
ongoing funding of marke1ng and promo1onal ac1vi1es. 
 

What plans or policies guide MAT funding decisions? 
Kingston Integrated Des1na1on Strategy - “Co-crea1ng an integrated des1na1on strategy for 
Kingston – moving beyond recovery to des1na1on resiliency, 2022–2027” (2023) recognizes that 
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promotion , 65%
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100% 

 

 
Tourism 
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The City of Kingston  
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https://www.cityofkingston.ca/documents/10180/38810395/City-Council_Meeting-03-2021_Report-21-040_MAT-Agreement-Renewal.pdf
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the MAT has generated significant funding to support tourism ini1a1ves across the city without 
impac1ng poten1al visitor spend with accommoda1on partners. The Strategy recommends 
extending a voluntary levy to other types of accommoda1on.  

The des1na1on strategy guides MAT revenue distribu1on. The overall vision and mission are as 
follows: 

To develop, op-mize, and enhance Kingston’s visitor economy assets and infrastructure 
across all seasons to aeract visitors for leisure, mee-ngs, sports, group travel, and 
crea-ve industries – to grow year-round tourism revenue while leveraging tourism’s 
poten-al to posi-vely influence resident quality of life, key partner groups, and the 
environment.  Source: Community - Kingston AccommodaDon Partners 

Tourism iniDaDves supported by Kingston AccommodaDon Partners  

 

 

 

 

 

 

 

 

Kingston AccommodaDon Partners contributes to place building and community partnerships 
suppor1ng community ini1a1ves, development of recrea1on and tourism facili1es, a]rac1ng 
conferences and sport compe11on, and sponsoring events.  

Ini1a1ves par1ally supported with MAT funds include:  

• Kingston’s Integrated Des1na1on Strategy.  
• Kingston’s Culinary Strategy.   
• The Leon’s Centre build – a venue for spor1ng events, concerts, special events, and 

community ac1vi1es. 
• Expansion of the Visitor Informa1on Centre. 
• Kingston’s airport expansion.  
• Pres1ge sports events, including curling events such as the Sco�es 2013 and Brier 2020 
• Suppor1ng the Kingston Film Office to a]ract and support media produc1on.  
• Suppor1ng Tourism Kingston’s sales and marke1ng efforts, and  

Major Events 
Attraction

Strategic 
Initiatives

AdvocacyInfrastructure

Project 
Development

Destination 
Marketing

https://www.kingstonaccommodationpartners.ca/community/
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• Suppor1ng the Conference Incen1ve Program that provides financial support to event 
planners. The program supports events that a]ract visitors to Kingston. 

 

Concluding ObservaHons:  
Kingston is a helpful example of how MAT decision-making can be organized.  

• The process of MAT distribu1on is in place as guided by the joint agreement.  
• The three MAT-implemen1ng partner organiza1ons - the City of Kingston, Tourism 

Kingston and KAP - work together.  
• All three partners are represented in the joint decision-making commi]ees.   

However, the organiza1ons’ websites do not provide guidance, reports, or more detailed 
informa1on about how MAT funds are distributed. It is not clear if and how tourism 
development ini1a1ves can apply for funding.  

 

 

Prince Edward County, PEC  
About PEC Municipal Accommoda1on Tax 

• Tax Rate: 4% in effect since February 1, 2021 (PEC Municipal Accommoda1on Tax BY-
LAW NO. 53-2020) 

• Revenues: $1.21 million in 2021, $1.42 million in 2022  
• In 2023, staff recommended an increase to 6%  
• 2 eligible tourism organiza1ons receive the 50% por1on of the MAT revenue. 

 
PEC Municipal AccommodaNon Tax BY-LAW NO. 53-2020 definiNons and provisions with 
regard to MAT revenue distribuNon: 

The MAT tax applies to “the accommoda1on por1on of short-term, roofed accommoda1on in 
Prince Edward County”. This means all STA dwelling rentals, including inns, hotels, motels, B&Bs, 
and any other accommodators offering roofed accommoda1on.  

In addi1on to the types of accommoda1on detailed in the provincial legisla1on, PEC excludes 
from the MAT tents and RVs. 

Relevant to MAT, PEC has a Short-Term Accommoda1on (STA) system and the short-term 
accommoda1on (by-law No. 4518-2013) system allows es1ma1ng and monitoring supply of 
short-term accommoda1ons and enforcing administra1ve penal1es. This system is important 
for the MAT implementa1on. 

How much revenue does MAT generate? 
In the reviewed cases, municipali1es by Council decision allocate their 50% to the Tourism 
strategies (where available) and to infrastructure projects. 

 2021 2022 
MAT Revenues $1.21 million $1,472,303 
MAT Admin. Costs $80,000 $109,803 
50% Municipal $565,000 $653,892 
50% - 2 Eligible Tourism OrganizaDons $565,000 $653,892 

- Stay PEC  No agreement in 2021 $104,460 (one Dme payment) 
- Visit the County Established in 2022 $548,912 

 

  

https://princeedwardcounty.civicweb.net/filepro/documents/?preview=194632
https://princeedwardcounty.civicweb.net/filepro/documents/162578?preview=178200
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What documents or policies guide funding decision-making? 
 
Tourism management is a part of the County's core summer opera1ons. The Community 
Services, Programs and Ini1a1ves, and several other departments are involved in the delivery of 
tourism management.  

In 2021, PEC developed and implemented its first Tourism Management Plan as part of a post-
pandemic tourism industry recovery effort.  

• Prince Edward County DesNnaNon Development Strategy, October 2021 aims to 
balance the needs of the tourism industry and the needs of the resident by, helping to 
mi-gate the impact of tourism on residents and infrastructure. 

• Tourism Business RetenIon and Expansion (BR+E) - study of the tourism and 
hospitality sector with 85+ interviews to get a thorough understanding of the sector's 
status, growth poten-al, development opportuni-es, needs, challenges and more.  

• Tourism Master Plan - a policy document funded through the Regional Tourism 
Organiza-on 9 (RTO9) and Canadian Experiences Fund (CEF) to create a 5–7-year plan 
for des-na-on development of Prince Edward County. 

These documents are based on public and industry consulta1ons and are aligned with the 
County’s strategic priori1es and economic development plans related to the tourism sector.  

The MAT by-law is aligned with the following corporate strategic priori1es:  

 
 
What happens to MAT Funds? 
Municipal PorHon of MAT Revenue (50%)  

The PEC MAT by-law and Tourism Strategy guide the municipal uses of the MAT for tourism 
marke1ng and services that support tourism and infrastructure (e.g., affordable housing, road 
repairs, etc.). PEC Council decides how these funds are to be spent at its annual budget 
mee1ngs.  

The municipality invests in projects that support tourism but also provide benefits to residents, 
such as parks, boat launches, trails, and tourism management efforts. In its decisions, the 
municipality is guided by the Tourism Strategy, Tourism Master Plan and its strategic priori1es 
that relate to the promo1on of tourism. 

Livable Community 

• Foster an affordable, healthy, livable community for all;
• Creation of a municipal corporation as the DMO would allow for a transparent, community 
influenced process towards the allocation of MAT funds to create a sustainable destination 
where tourism can benefit all residents.

Stable and Diversified Economy 

• Balance the needs of the tourism industry and the needs of the residents, mitigating the 
impact of tourism on residents and infrastructure.

Financial Sustainability 

• Ensuring financial sustainability with a financial plan that allows us to achieve our financial 
objectives.
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Tourism has value and benefits for the community and at the same 1me increases costs of 
managing public infrastructure, parks, conserva1on areas and water access areas, public 
parking, etc. Therefore, municipal tourism-related projects in PEC include infrastructure (e.g., 
roads, water and sewers), by-law enforcement (e.g., parking), shoreline protec1on, and other 
municipal services that have increased need during the tourism season. MAT provides a source 
of revenue to cover these tourism related costs with the funds provided by visitors rather than 
residents. 

Prior to the introduc1on of the MAT the County undertook consulta1ons to make 
recommenda1ons to Council about MAT spending and developed a tourism development 
strategy (2021). As shown below, the strategy has five (5) pillars and includes MAT related 
recommenda1ons. 

Pillars of the Prince Edward County Tourism Development Strategy (2021)  

 

 
 
MAT recommendaNons in the the Prince Edward County Tourism 
Development Strategy (2021) 

• MAT revenues need to demonstrably take the pressure off 
residents in paying for addi1onal costs related to tourism.  

•  
 

• Incorporate a measure of community benefit or involvement when 
assessing projects receiving Municipal Accommoda1on Tax funding. 

 
• A por1on of MAT revenues should be used for projects or events 

that support a sense of community.  
 

• A sponsorship program be developed, priori1zing winter season 
events with community appeal and cross-sector benefits. As these 
fes1vals and events can face organiza1onal, volunteer and funding-
based challenges, sponsorship would help allevia1ng some of these 
roadblocks. 

 

DMMO 50% 
The MAT regula1ons require that 50% of collected MAT funds must be transferred to an eligible 
tourism en1ty, or Des1na1on Marke1ng Organiza1on (DMO), independent from the 
municipality. The PEC MAT By-law directs the DMO to use their por1on of the MAT funds for 
“the exclusive purpose of promo1ng tourism” (para 19). The By-Law does not include further 
provisions regarding distribu1on of MAT revenues.   

Since 2013, the Municipality was ac1ng as the DMO for The County, managing the 'Visit The 
County' brand and providing visitor services. As per provincial and local regula1ons, with the 
introduc1on of MAT the tourism sector must have a say in how the marke1ng funds are spent.  

REDUCING 
OVER-TOURISM

BUILDING 
SUPPORT 

SUPPORTING 
REGENERATIVE 

TOURISM

STRATEGIC 
ADVANCES

MANAGING 
TOURISM
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In 2022, the Municipality of Prince Edward County established a Des1na1on Marke1ng and 
Management Organiza1on (DMMO) – VisitPEC. A municipal corpora1on is owned by 
municipality but acts as an autonomous organiza1on governed by the industry board that 
delivers local public services economic development or tourism agencies) (Infrastructure Canada - 
Canada Healthy CommuniDes IniDaDve Applicant Guide). As such the DMMO can explore crea1ve 
solu1ons to how tourism can both grow and thrive as an economic and cultural driver for PEC. 
VisitPEC will be responsible for implemen1ng the PEC Des1na1on Marke1ng Strategy and 
Tourism Plan.  

The DMMO is funded by a por1on of the MAT revenue. In 2022, $50,000 from the municipal 
por1on of the MAT funds were allocated to support the crea1on of the new DMMO. Once the 
DMMO becomes fully opera1onal, des1na1on marke1ng and visitor services will be funded 
through the DMMO budget and no longer through the municipal budget.  

,  

 

 

The exhibit below iden1fies the governance structure of the DMMO and working rela1onship 
with the municipality.  

Tourism Sector Governance Structure: Des@na@on Management and Marke@ng Organiza@on as a Municipal Corpora@on  

 

 

Source: PRINCE EDWARD COUNTY: THE CASE FOR A Des9na9on Marke9ng and Management Organiza9on 

Visit The County mandates are to:  

• Work closely with the municipality and regional partners to strategically advance 
responsible tourism management, environmental sustainability, and regenera-ve 
tourism goals. 

• Work in partnership and collabora-on with various tourism sectors and community 
stakeholders to promote Prince Edward County and ensure quality des-na-on 
experiences for all. 

• Provide efficient, accountable, ethical, and transparent governance of Municipal 
Accommoda-on Tax investments related to tourism and use their allocated por-on to 

DMMO Visit the County
Municipal Corporation

Wrk in 
partnership and 

collaboration 
with tourism 

sectors & 
community 

stakeholders 

Funded from 
MAT -

MoU with                                      
the County

Accountable to
the DMMO 

Board

Efficient, 
accountable, 

ethical 
transparent 

governance of 
MAT 

investments 

Guided by PEC 
Strategic 

Priorities and  
Tourism 
Strategy

DMMO Board of Directors
comprized of                              

key stakeholders 

Governance Principles 

https://www.infrastructure.gc.ca/chci-iccs/applicant-guide-candidat-eng.html
https://www.infrastructure.gc.ca/chci-iccs/applicant-guide-candidat-eng.html
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fund marke-ng, minor tourism related capital projects and tourism product 
development. 

• Represent and support the Prince Edward County tourism sector and act as a leader in 
tourism marke-ng through management of visitor facing digital accounts, print 
materials and other promo-onal assets related to visitor services. 

• Collect and clearly communicate key tourism sta-s-cs, economic and social impact data, 
and credible informa-on related to market research and travel trends. 

• Provide a vehicle for the transfer of municipal and other partner assets, physical or 
financial, for des-na-on marke-ng and management related to tourism. 

PEC has two eligible tourism enHHes, why?   
Ontario regula1ons allow municipali1es to share MAT revenues with more than one eligible 
tourism en1ty. In addi1on to the recently established DMMO Visit PEC, the County recognizes 
The Prince Edward County Accommoda1on Associa1on StayPEC as an “eligible tourism en1ty” 
for MAT.  

StayPEC is a not-for-profit tourism marke1ng organiza1on with a mandate to market PEC as a 
tourism des1na1on. StayPEC focuses on marke1ng ini1a1ves to promote shoulder and off-
season tourism. The organiza1on offers free marke1ng programs to its members. MAT funding 
supports the associa1on and its marke1ng ini1a1ves.  

Prior to the introduc1on of the MAT in 2021, The Prince Edward County Accommoda1on 
Associa1on Stay PEC members had collected a voluntary 2% des1na1on marke1ng fee (DMF) 
from overnight visitors. This voluntary des1na1on fee program generated $100,000 annually 
that was used to promote winter tourism and the shoulder season. As provided in the provincial 
regula1ons, this previous beneficiary status makes StayPEC legally en1tled to a por1on of MAT 
funding from the DMO por1on. StayPEC is eligible for the total amount of revenue collected 
under the voluntary des1na1on fee program in the fiscal year 2020 (calculated as determined in 
Sec1on 2.8. Ontario Regula1on 435/17).  

In the process of DMMO crea1on, StayPEC as an industry-led advocacy group advocated for a 
more comprehensive process of consul1ng with the business community with regard to an 
industry-led versus a municipal-led DMMO.   

In 2022, The County and StayPEC signed a Memorandum of Understanding (MOU) that allocates 
the amount to be paid and outlines how MAT funds should be spent. The MOU offered StayPEC 
a one-1me payment of $100,000 to reflect their role as the previous accommoda1on charge 
collectors. “In exchange, Stay PEC would forfeit any claims/expecta1ons to further MAT funding 
or to act as the DMO.” (Staff Report Regular Council – 14 Dec 2021). In 2022, The County 
allocated StayPEC $104,460 (or 16% of the total DMO share) of MAT funding to fund its tourism 
marke1ng ac1vi1es. Stay PEC provided The County with a business plan for consulta1on and 
input that outlines how these funds support Ar1cle 1.2 Promo1ng Tourism in The County. 

Stay PEC expressed their inten1ons to work in partnership with Visit the County in the future. 

 

What has been supported through MAT so far?  
In 2022, to implement the PEC Tourism Strategy a Tourism Management Budget was created 
for 2022 and beyond.  

This Budget consolidates expenditures from all municipal departments involved in tourism 
management and is funded through user-generated fees and MAT funds. 

The total 2021 Tourism Management Plan cost of $201,118 was covered by user-generated fees 
($79,784) and the municipal share of MAT funds ($121,134).  
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Exhibit 2. PEC: Alloca@on of the Municipal por@on of MAT Revenue in 2022-2023 

 2021 2022 
MAT Revenues $1.21 million $1,372,303 
MAT Admin. Costs $80,000 $109,803 
MAT for Tourism $565,000 $653,892 
50% Municipal 
 
$565,000 

$115,000 The County used for various 
expenditures including legal and 
professional fees ($50,000). 
 
Council minutes do not provide details 
regarding these expenditures. Including:  
 

• up to $50,000 from the municipal 
porJon of the 2021 MAT collecJon 
to support the creaJon of the new 
DMMO 

 
The remaining $450,000 were put in the 
Reserve for MAT. As directed by Council, the 
remaining amount was distributed as 
follows:  
 

• $220,000 (40%) transferred to fund 
for Road ConstrucJon in the 2023 
budget 
 

• $125,000 (22% of the municipal 
porJon of the 2022 MAT revenue) 
from the MAT Reserve allocated to 
fund needs of the 2022 Tourism 
Management Budget, includes: 
 
 

• $76,000 to implement the tourism 
management plan for  Wellington 
beach, Wellington boat launch and 
bulk water sta>on (incl. traffic 
management, boat launch 
improvement, reloca>on of the 
water sta>on) 
 
 

• Municipal Park Signage Plan 
funded through proceeds from the 
2021 Tourism Management Plan 
and the MAT. 

In 2022, The $1,372,303 earned $45,284 in interest. 
 
The end of year 2022 balance in the Reserve for MAT 
(municipal use) was $818,500. As directed by 
Council, this amount was distributed as follows:  
 

• $700,000 (88%) transferred to the Reserve 
for Roads ConstrucJon. 
 

• $118,500 (12%) allocated to fund needs of 
the 2023 Tourism Management Plan / 
Tourism Management Budget 
 

 
• A Municipal Boat Launch Strategy includes 

enhancements to the exisJng ameniJes. 

 

 

Concluding Remarks 
The County is in the early stages of the MAT implementa1on.  

The DMMO Visit PEC was established as a municipal corpora1on governed by the Board. The 
organiza1on is s1ll being established and tourism marke1ng responsibili1es are being 
transferred. 

In 2022, The County allocated its por1on of the MAT funding to the Implementa1on of the 
Tourism Strategy through the Tourism strategy budget and to infrastructure – road construc1on.  

PEC MAT decision making is supported through policies and plans. Onen cited criteria for MAT 
funding alloca1on are the implementa1on of the County’s Des1na1on Strategy and tourism 
marke1ng and promo1on.  
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Staff reports and Council Decisions are published on the County website and provide 
informa1on about the amount of tax collected and distributed.  

Currently the DMMO website does not communicate to the tourism industries and community 
representa1ves how MAT funding is going to be distributed. It is not known yet how Visit PEC 
plans to allocate its por1on of MAT funding. If they plan to support events and organiza1ons, 
the process is not presented explicitly on their public facing webpage.  

 

 

Quinte West  
About MAT  
 
A 4% transient Municipal Accommodation Tax (MAT) through a by-law for the City of Quinte 
West was to begin July 1, 2019. 
 
The City’s Corporate and Financial Services Department processes the collection of MAT directly 
from the providers of short-term accommodation and processes the distribution of funds.  
 
Quinte West Finance staff is tasked both with the collection of funds from the accommodators 
and the distribution of funds.   
 
A Tourism Reserve Fund was established for receiving and distributing the City of Quinte West’s 
share of revenue from the Municipal Accommodation Tax. 
 
Tourism Entity: the Regional Destination Marketing Organization (DMO), the Bay of Quinte 
Regional Marketing Board (BOQRMB). Bay of Quinte Tourism – does not provide informa1on on 
MAT distribu1on process on their website. 
  
The MAT is collected directly from all Quinte West hotels/motels/B&B’s and through Airbnb for 
other transient accommodations.   
 
Before adopting the tax, The Economic Development & Tourism Advisory Committee directed 
staff to initiate a consultation to engage Quinte West accommodators and other tourism business 
leaders to develop a plan for the collection, administration and planned use of MAT funds.   
 
 
How much revenue does MAT generate? 
 
In 2017, City Staff estimated the 4% MAT to generate approximately $400,000 per year. The 
estimate is based on  60% occupancy.).   
Following the introduction of MAT, , the MAT tax generated $200,000 in the six-month period 
of 2019. MAT funds  were allocated to the development of the City’s Tourism Strategy and to 
the Tourism Reserve Fund (as shown below). As required by the Ontario Regulation, the City 
transferred $100,000 to the DMMO the Bay of Quinte Regional Marketing Board. 
  

MAT Revenue (2019 – 6-month period) $200,000 
Remittance directly to BOQRMB $100,000 
Tourism Strategy   $30,000 
Tourism Reserve Fund   $70,000 
2020 Tourism Initiatives - based on outcomes of the strategy 
and opportunities that present themselves 

  

 
 

https://bayofquinte.ca/tourism/?s=MAT&searchblogs=1%2C2%2C3%2C4
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 What happens to MAT funds? 
The Municipality uses the MAT funds generated from visitors to build our tourism sector and 
create jobs and investment in the City of Quinte West. 
 
Ongoing communications with the tourism accommodators take place to identify how MAT funds 
can provide benefits.  A task group of the Economic Development & Tourism Advisory Committee 
was established and included external stakeholders.   
 
There is also an Accommodation & Attraction Stakeholder meeting bi-annually to discuss 
opportunities/challenges and provide updates on tourism activities and initiatives. 
 
Staff Report 19-024-MAT ImplementaDon-April-2019 (civicweb.net) 

Timmins  

About MAT 

Based on the Timmins by-laws, Timmins MAT is implemented as follows (MAT BY-LAW No. 2019-8306, 
memorandum BY-LAW No. 2021- 8523): 

• Municipal AccommodaDon Tax (MAT) is in effect since May 1, 2019, at a rate of 4%.  

• The tax applies to short-term accommodaDon – meaning accommodaDon for a conDnuous 
period of less than 30 days in a hotel, motel, lodge, inn, bed and breakfast, dwelling unit or any 
place an accommodaDon is provided.  

• As per the Ontario regulaDon, Timmins’ short-term accommodaDons exempt from MAT include: 
accommodaDon provided by universiDes, hospital, etc. For a complete list refer to the Municipal 
Act and Ontario RegulaDon 435/17 and MAT BY-LAW No. 2019-8306. 

• Fity per cent (50%) of the net MAT revenue go to the municipality.  

• The other 50% of the net MAT revenue go to a designated tourism enDty idenDfied by the City.  
The City of Timmins has designated the Timmins Economic Development CorporaDon (TEDC) as 
the eligible tourism enDty. The TEDC is governed by a non-profit board with an economic 
development mandate that has long included a tourism porvolio.  

• TEDC has established and manages The Municipal AccommodaDon Tax Fund. As per the 
Timmins MAT By-Law and an Agreement with TEDC 50% of MAT proceed the City of Timmins 
transferred to TEDC MAT Fund.  

• The MAT fund funds are shared across eligible for-profit and not-for-profit tourism iniDaDves 
and enDDes in the public and private sectors.  

• The fund is open to not-for-profit, for-profit, and mixed partnerships for tourism promotion in 
Timmins. Eligibility is based on the lead organization in the partnership. 

• City of Timmins’ Tourism Development Strategy and Culture, RecreaDon and Tourism Master 
Plan (2014, currently under review) guide investment decisions by the TEDC.  

• Based on the TEDC fund instrucDons, the MAT Fund funds can be used to add new ameniDes 
and experiences to add to Timmins' tourism porjolio. Another benefit can be the creaDon of 
employment opportuniDes in the tourism sector. 

Timmins Economic Development CorporaHon  
Some municipali1es have designated economic development corpora1ons as eligible tourism 
en11es for MAT funding distribu1on. Combining economic development and tourism 
promo1on has been prevalent in Northern Ontario municipali1es, including the City of Thunder 
Bay, the City of Greater Sudbury, Town of Hearst, the City of Sault Ste. Marie, and City of 
Timmins. 

The economic development corpora1on should be eligible to receive MAT revenue, meaning it 
should be a not-for-profit organiza1on with a mandate that includes tourism promo1on in 
Ontario or in a municipality. 

https://quintewest.civicweb.net/document/50436/
https://timmins.civicweb.net/document/101563/2021-8523.pdf?handle=542CE9EECB6C467389B2D185FAE707A4#:~:text=This%20Memorandum%20of%20Understanding%20is%20to%20authorize%20the,funds%20from%20the%20Municipal%20Transient%20Accommodation%20Tax%20%28MAT%29.


   
 

  
MGA/SIERRA SITUATIONAL ANALYSIS REPORT 47 

 

The Timmins Economic Development Corpora1on (TEDC) is a non-profit corpora1on, governed 
by the Board. TEDC is established for the purposes of economic and community development. 
Un1l the establishment of the Des1na1on Marke1ng Organiza1on Tourism Timmins, TEDC had 
been the municipality’s arms-length agency for tourism development.  

TEDC administers MAT Fund that has a clearly defined funding distribu1on process and a 
transparent approach to MAT funding distribu1on to local en11es involved in tourism 
promo1on. Eligible en11es include non-for-profit organiza1ons, private organisa1ons, and 
partnerships.  

TEDC has established The Municipal Accommoda1on Tax Subcommi]ee (MATS) that works as a 
Sub-Commi]ee of the TEDC Board. MATS provides advice, recommenda1ons, informa1on, and 
exper1se in regard to MAT tourism investments. The MATS reviews the applica1ons submi]ed 
to the MAT Fund and makes recommenda1ons to the TEDC Board for projects that are aligned 
with a yearly work plan and Tourism Development Strategy developed by Tourism Timmins. 

The MAT Subcommi]ee vo1ng members represent the Timmins Accommoda1on Group (TAG); 
Tourism Timmins; the Timmins Chamber; the TEDC Board of Directors; the Venture Centre; and 
the BIA.– TEDC‘s Director of Community Development is a non-vo1ng member who prepare 
reports for TEDC Board and Director of Community Economic Development. 

Timmins MAT Subcommi]ee Terms of Reference guide subcommi]ee’s decision making and 
MAT applica1on evalua1on and the investment of the net proceeds of the MAT Fund. The 
primary objec1ve is aligned with the Timmins Tourism Strategy and Tourism Master Plan: to 
bring more visitors to the city and increase hotel occupancy rates.  

Other objec1ves to guide investment of the MAT Fund are to enhance the local tourism 
economy by:  

1. Increasing visita1on to the City of Timmins;  

2. Extending the length of stay of visitors;  

3. Extending the economic yield per visitor to the City of Timmins;  

4. Enhancing event and conference tourism bid and hos1ng;  

5. Suppor1ng new product development and capital in alignment with the Tourism 
Development Strategy;  

6. Support a culture of service excellence within the tourism sector and the broader business 
community;  

7. Communicate the importance of the tourism industry as an economic and social driver within 
the City of Timmins.  

In 2021, five recipients received just over $303,000 from the MAT Fund. In 2022, the MAT Fund 
supported $376,360 suppor1ng 11 tourism related ini1a1ves, events, and organiza1ons. The 
following table presents the 2022 MAT Fund Awards. 

2022 Recipients 
Total  $376,360.00 
 

1. Mushkegowuk Cup 2023  $27,000.00 
2. Canadian Pro Snowcross  $25,000.00 
3. Canadian Trade ex  $30,000.00 
4. Timmins Festival and Events 2022  $200,000.00 
5. Timmins Golf Championship 2022  $7,500.00 
6. Punjabi Cultural Music Fest  $60,000.00 
7. Timmins Bowling  $7,000.00 
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8. Schumacher Lions Xmas Craft  $11,200.00 
9. Sister Fay Basketball  $2,705.00 
10. THVS Girls Volleyball  $2,055.00 
11. THVS Gold Cup Basketball  $3,900.00 

 

 

The exhibits below show a detailed process for MAT Fund applica1ons and a list of evalua1on 

criteria that guide MAT Subcommi]ee decisions. d members are community 
and ey help strategize and plan projects  

Exhibit 3. TEDC MAT Funding ApplicaDon Process, TEDC 
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EvaluaHon Matrix  
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MUNICIPAL COMPARATOR REVIEW - FINDINGS 
• Generally, across Ontario, Designated Tourism Organiza1ons have allocated their shares 

of MAT to fund their eligible tourism marke1ng ac1vi1es, to implement their projects 
and to support relevant events or marke1ng ini1a1ves to support other organiza1ons   
 

• Relevant municipal strategic guiding documents such as municipality’s Strategic 
Direc1ons, Tourism Strategies, Tourism and Economic Development Plans, Recrea1on 
and Tourism Master Plans and other relevant plans should be in place and aligned to 
guide MAT revenue alloca1on and spending to support strategic goals regarding tourism 
and economic development.  

• The spending of the municipal por1on of the MAT revenue must have a clear and explicit 
connec1on to the benefit of tourism in the region. The process should be transparent 
and informa1on publicly available. Ideally on the website pages dedicated to MAT.   

• DMMOs should be transparent about their tourism promo1on goals, objec1ves, 
strategic direc1ons, and projects or ac1vi1es supported through MAT funding. This 
informa1on should be published on their websites and presented in a form of annual 
report, which could outline objec1ves for the year, MAT funding received and spent, 
projects supported though MAT funding and evalua1on of results against objec1ves. 

• If a DMMO distributes funds to other tourism en11es, decision-making process, 
applica1on process, applica1on assessment criteria and results should be published on 
the publicly facing websites. At the end of each year, results should be presented in a 
format of an annual report.   

• Both municipali1es and tourism en11es are expected to be financially accountable and 
transparent about MAT revenue distribu1on. As directed by the Ontario Regula1on and 
may be outlined in MAT By-laws and agreements between DMMOs and municipali1es, 
financial reports and, where applicable, audit results should be available to the industry 
stakeholders and the public.  This applies both to municipali1es and DMMOs that are 
tasked with distribu1ng MAT funds. 

• Greater transparency about decision-making and how MAT funds support tourism 
industry informa1on and report communicated clearly through the websites (both 
municipali1es and DMOs) 
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APPENDIX A – WAYFINDING SIGNAGE 
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APPENDIX B – HWY 6 AADT’S 
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APPENDIX C – STAKEHOLDER ENGAGEMENT 
 

South Bruce Peninsula – Stakeholder Engagement 

Monday June 12, 2023 

 

Attendees: Robert Trask (MATA Chair), Alex Hogan (RTO7), Jennie and Robbie Robinson 
(Robbie Broadcasting), Kim Clarke (RTO7), Sarah Mann (Red Bay campground), Lee deLang 
(Marketing and Communication firm) 

MGA – Tracey McQueen, Jennifer Reynolds, Diane English. 

1. Tracey welcomed the group and introduced the MGA team. 
 

2. Robert provided a welcome and on behalf of MATA. 
 

3. The agenda was reviewed with options to post in chat, reminder about Thursday’s 
session and the Survey timeline. 
 

4. What areas of South Bruce Peninsula do your visitors come to and why? 
- Camping, nature opportunities 
- Trillium hunt, rare orchids 
- On “bucket list for many” 
- Photographers 
- Day trips with hikes, beach, visit to markets. 
- Some stay in SBP and some travel north to Tobermory 
- Campground has mostly seasonal with some overnight stays; visit Spirit Rock, Caves, 

Skinners Bluff (lots of repeat business) 
 

5. What do you (or your visitors) think are the gaps in tourism in South Bruce Peninsula? 
 

- Ability to draw visitors to come (KW, Guelph, and Toronto) to visit, and then decide to 
move and start a business. 

- Large area to reach – SBP, including Wiarton, SB and lots trying to connect (Wiarton 
BIA, Chamber, RTO) so Radio CF0S very strong in Bruce and Grey, promoting Wiarton 
Willy, Ribfest, Wiarton Wednesday, camping, marinas, vendors. 

- Retail would like to see year-round business. 
- Promotion to potential employees to the Bruce and Doctors; lakeside living, lifestyle, 

family options but a very competitive market. Promoting to families includes same assets 
as promoting to tourists. 

- Lack of available real estate. 
- Consistency and availability. (Some people think you can just arrive and book) 
- Expectations of visitors (Uber, bank machines in campgrounds) 
- Shoulder season very hit and miss – after Labour Day, very weather dependent. 
- Workforce. 
- Housing 

 

6. What are the most important special events held in South Bruce Peninsula, and is their 
capacity for more? 
 

- Wiarton Willy over 60 years old 
- Also, Wiarton Maple Fest and Rotary Fair 
- Sand Fest in SB (draws more people) 
- Approximately 100,000 people in SB on any given weekend 
- Could be more events of a Wiarton Willy scale; COVID impacted. 
- Need to build up before and after the event and not just the day of the event (need to 

line up all – event, food and beverage, accommodation) – Volunteers an issue. 
 

7. Poll – Ideas to showcase SBP tourism assets. 
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- Key is to get them here. 
- Camping and Adventure lifestyle/trails had 3 votes, Beach had 2. 
- Shopping, Special Events/Music Events, Cycling and Winter activities each had 1 vote 
- After the first few days’ stay people need something to do. 
- No stopping people driving up #6 on Friday night, maybe catch on way back home. 

 

8. What could MATA/SBP do? 
 

- Financial support was offered previously to merchants. 
- Was an onerous process as they needed to collect postal codes, plus take customer 

service training. 
- Radio campaign has helped them. But radio spots are costly, and some needed small 

subsidy. 
- Talk radio (CFOS) and Country 93 were both informative. 
- As a tourist, cycling trails is great but need some shared marketing materials (Ride the 

Bruce) at locations in GTA bike shops and outfitters. 
- Take a vendor booth – Cottage Life, Sportsman Show, Bike Shows etc. 

 

9. Poll – priorities. 
 

- Staff development and recruitment (3), Marketing, infrastructure, Product/Experience 
development (2 each), off season incentives (1). 

- Challenge with young staff – get trained, SMART serve and then leave. 
- Need to promote the industry as a career and educate that customer service skills, food 

handling skills etc. can be useful in other career pursuits.  
- Potential to work with post-secondary to encourage culinary, internship ideas, onsite 

training. 
 

10. How could MATA help? 
 

- Story based commercials – more than six words on a sign while driving no impact. 
- Potential ideas to help all (not just SB and Wiarton, but rural too) 
- Need to increase awareness – “don’t know, won’t go”, present area as a destination. 
- Need enhanced social media and targeted campaigns to various demographics.  
- Segment audience and intersect with multi-media campaigns on what SBP assets have 

to offer. (Paid advertising, radio, social media) 
- Consider targeted audiences (Asian market?) although some felt they are day trip bus 

visitors only. 
- Consider options to capture individual email addresses through a sign-up option and 

target to database directly. 
- Ways to reach watercraft visitors – Wiarton Marina, Oliphant Marina, Sauble Beach 

River. 
- Need to be clear that the number of visitors has to equal the capacity to provide required 

services. 
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South Bruce Peninsula – Stakeholder Engagement 

Thursday June 15, 2023 
 
Attendees:  

Joe Vanderzand Director Wiarton Chamber of Commerce, Board member, Deep Water Gallery 

Christine Arezzi Bluewater Lavendar Farm, Wiarton 
Jan Lai FCLMPB (Four County Labour market planning board) 
Dana Sousi, Executive Director, FCLMPN  
Jeff Loney, Manager, EC Dev Bruce County (DMO for County) 
Mat - Red Bay Lodge 
Tori Matichuk  Ec Dev Officer, Bruce County (focus on tourism and “Explore the Bruce”)  
Robert Trask, MATA Chair (welcome only)  
Shelby, Sauble Beach Resort Camp 
 
MGA – Tracey McQueen, Jennifer Reynolds, Diane English.  
 

1. Tracey welcomed the group and introduced the MGA team. 
 

2.  Robert provided a welcome on behalf of MATA and noted how important this project 
(five-year plan and one year action plan for MATA) was. He noted he could not stay on 
call due to an RTO7 Board meeting.  

 
3. The agenda was reviewed with options to post in chat. 

 
4. What Areas of South Bruce do your visitors come to and why? 

 
• weather good, Sauble Beach and Bruce Peninsula as a whole 
• rest of year Bruce Pen and Wiarton (45 min drive across) 
• good beach days SB 
• lavender farm just opened in 2021 will track as they open up where visitors come from 
• Bruce Trail 
• Red Bay beach 
• Beaches  
• Bruce county – any data available – “econ impact of tourism report” – over 600 visitors 

surveyed and input from business – will share reports they completed prior to pandemic 
with much traffic from KW, GTA but during pandemic – more from right in the Peninsula. 

• Sauble Provincial Park and falls 
• Downtown Wiarton and Bluewater Park 
• Spirit walk Conservation Area 
• Cape Croker Park – Bruce trail, indigenous experiences 
• Chesley lake, fishing at inland lakes by Oliphant 
• 40 % 90 min drive in winter; based on survey  

A lot GTA, Collingwood and Georgian Bay area 
Grey and Bruce County – under utilized market to Bruce Peninsula 
Bruce Pen is the best tourism asset not just SB – therefore hard to build an economy 
around it – GTA peak, but local drive market in 2-hour radius key overall. 

• how is data collected – County – survey on the ground or online previously. 
• RTO has done work with downtown core using phone data. 
• Going forward – will note their residency or postal code if visiting. 

 

5. What do you or your visitors, think are the gaps in tourism in SBP? 
 

• 2 months business unsustainable over the other 10 months – infrastructure and staffing 
impossible, need more people to live here, more dwellings and ways to keep people, 
how to survive thru winter.  

• trying to promote the Bruce in off season, but if they come at this time to visit, need food 
and beverage and accommodation to welcome everyone; therefore, hard to convince 
businesses to stay open – “chicken and egg”. 
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• Example - If beaches crowded and not enough WCs, enough restaurants, places to stay 
• Some book in SBP but head north to Tobermory  
• Snowshoeing, snowmobiles, ice fishing off season options. 
• Wiarton has opened some new restaurants. 
• events are largely volunteer led and a challenge with volunteers, and businesses open 

but “mom and pop” operations, no staff – not sustainable. 
• How to get more staff, enough $$$ to afford to stay but a shortage of people to deliver 

services people want. 
• Winter market (snowshoe, snowmobile) difficult market due to weather changes unless 

increase targeted weather-based market – no longer a reasonable market. 
• Need to build around WW festival, maybe add Christmas or concert weekend = need a 

draw otherwise people not coming in the winter as it is not sustainable (unpredictable 
weather). 

• specific demand generators in peak season (i.e., SB), but need to develop a demand 
generator that is NOT weather dependent – across province changing weather not 
dependable; natural assets and existing features mixed with something not weather 
dependent (i.e., Blue Mountain just a ski hill before village developed) 

• Need a vision to be created and then start to work on it. 
• Consider an off-season educational tourism partner with Parks Canada – schools and 

post secondary to come on mass to the region – experience and learn about nature and 
drive people here, come to learn. 

 

6. What are the most important special events held in SBP? 
• Wiarton Willy 
• Local area events – chamber, service clubs but not massive draws 
• But July and August don’t need a big, massive draw. 
• Car shows, farmers markets, smaller events, and smaller draw 
• Sand fest in SB 
• Question if people are coming for events or coincidental to their visit?  
• Campgrounds – repeat customers for events specifically but occasional visitors may not 

know stuff is happening, but they do try to promote on website and calendars etc. 
• Need more promotion – Tuesday car show, live music etc. but many think nothing going 

on – provide live music every night. 
 

7. What ideas do you think could showcase SBP Assets (poll)? 
Water 2 
Beach 1 
Shopping 1 
Culinary 2 
Rec/trails/adventure 7 
Bluewater 1 
Cycling 1 
Winter 1 
Other – experiential business offerings (on farm) 
- unparalleled nature and wildlife, Immersion with nature (bears, bald eagle, osprey nest, 
snakes, turtles) 
- Promoting SBP as your home base with whole Peninsula to explore 
 

8. What could MATA / SBP do to help? 
Train in culinary, service, hotel industry in off season and then use skills in industry but need to 
partner for satellite campus idea. 

Develop a strategy for labour shortage – workforce development a core pillar, attraction and 
retention – recruitment “jobs in Bruce” platform, “shift yourself for shift workers” (withdrew 
program due to lack of support/awareness) but have money, funding and resources, also 
County is Service System managers for Province to get job seekers and business link to link; 
resident attraction also a focus (tourist first,  and then attract to live seasonally,  and then 
permanent (flow) and then their next generation after that). 

Integrated solutions needed but not a short-term fix. 

Can MATA partner to create measurable impact? 
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Keeping youth in the area.  

Even at high school area – leaving to go to Owen Sound for school (culinary, woodworking – 
losing even at a high school level, trade schools etc.) 

Need stakeholders to come to the table – identify problems, create solutions, and bring 
stakeholders to the table – if not helping at that level, then we have failed with MATA (has cost 
more). Need help including operating support into off season, staffing into offseason - not just 
more signage. 

During peak times, digital ads just a dip in big pot – incent people ($$$) so food and beverage 
establishments stay open – pay them, need specific operational solutions, 20% matching 
operational expenses, local operators are busy and no time to do social media. Contract a 
summer content creator student whose core job is to promote every business over and over. 
County cannot do it for individual businesses - but MATA could on social media for all 
businesses (Owen Sound River district is doing it now), Signage and stuff, off season ok, but 
MATA needs to address real problems. 

Operating off season and staffing where they live. 

Can a grant offset operating cost (heating, lights on)? 

Writing grants for small O/o – when relying on volunteer help. 

Need product and experience development opportunities, broad training and get involved with 
business – how to diversity and bring in more revenue when people DO come – up the revenue 
potential; Bruce County would be happy to support “business to Bruce program” – lots of 
resource for business development to help with actions and implementation. 

 

9. Priorities (poll) 
Staff recruitment/retention 6 
Off season 5 
Transportation 1 
Tourism infrastructure 4 
Product / experience development 5 
 

10. How could MATA help you with priorities? 
  

• Will give direction on the challenges to MATA – then they execute. 
• No on the ground support at RTO level. 
• Need contract staff to execute vision on the ground. 
• i.e., How to recruit 40 people to come and work in SBP in the summer. 
• Idea - Go to ski town and get people to work summer – for example - winter in Whistler 

and summer in Bruce Peninsula. 
• Local O/O could support.   
• Hiring and importing of 40 different people would help take pressure off and help smaller 

operators with their staff needs.  
• Take a lead – housing, options to address barriers to use as housing (due to not meeting 

code, allowing trailers etc.) consider staff camp with lodge and tents, yurts. 
• Need to get all jurisdictions together to address the real issues. 
• Creative way to host an industry night and recruit needed staff (bar tenders and line 

cooks). 
• Some will offer to take the lead to get the idea launched. 
• Federal Government (Immigration) providing “working holiday visas” – young people can 

come – Canadians are going in other places working 2 six-month jobs – Bruce County 
has not taken up on it yet. 

• Need a sense of place – culture of this group from other countries to see Bruce County 
and Peninsula to be a place of choice so need housing and places to stay. 

• Housing key gap – get them on board. 
• Town of SBP owns property – bring money and offer to build and then staff camps with 

all partners part of it; transport staff as needed. 
• Need MATA to be lobby group and use money to create solutions. 
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11. Next steps 
• Second one this week, seeing themes and possible solutions. 
• Online survey to seek continued input, validation. 
• Chicken and egg discussion – need to map it out. 

MATA not solution for all priorities – need to work in partnership. 
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APPENDIX D – SURVEY RESULTS 
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