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Introduction 
The Town of Saugeen Shores, with the support of RTO7, commissioned the development of Saugeen 
Shores’ first Tourism Strategy to provide direction for tourism efforts for the Town. This strategy builds on 
the recommendations of the Saugeen Shores Economic Development Strategy (2018). 
 
The strategy development process was divided into two phases. Phase One consisted of background 
research and analysis including a review of consumer and tourism related data in Saugeen Shores and 
more broadly. It included a review of the trends and issues facing tourism today and the implications for 
Saugeen Shores’ tourism assets and programming. The analysis incorporated a review of various 
governance models including the advantages and disadvantages of each model. Phase One also 
included the observations from a comprehensive stakeholder engagement exercise that included 
individual interviews, a focus group meeting and a community survey. 
 
This report provides a summary of the results of the initial findings. This document is the culmination of 
Phase Two, strategic plan development. The strategy document includes a review of practices by 
comparator communities, and recommendations for the Vision, Mission, Goals, Objectives and Strategic 
Actions for the Town’s Tourism Strategy. Upon approval of these elements, the plan will be completed 
with an implementation plan and performance measures.  
 

 

Initial Findings 
 
Several organizations currently have a role in the tourism destination management function in Saugeen 
Shores. 
 
At the regional level, Bruce Grey Simcoe / RTO7 is the regional tourism organization for the three-county 
area of Bruce, Grey and Simcoe counties which includes Saugeen Shores. RTO7’s activities include 
tourism product development, marketing, workforce development and investment attraction for the three 
counties. 
 
Bruce County’s tourism efforts have focused on a website and social media program for all municipalities 
in the County including Saugeen Shores, Kincardine, Brockton, South Bruce Peninsula, Huron-Kinloss, 
Arran-Elderslie, South Bruce and Northern Bruce Peninsula. The County has recently concluded the final 
year of the Explore the Bruce Passport program which encouraged visitors to travel to specific 
destinations in each of the municipalities. The County coordinates Spruce the Bruce, a program designed 
to support and promote investment in downtown development across the County including Saugeen 
Shores’ downtowns in Port Elgin and Southampton. The Tourism Economic Impact Study, commissioned 
by Bruce County (2018), was reviewed as part of the strategic planning process. 
 
The Saugeen Shores Chamber of Commerce is currently contracted to provide tourism services on behalf 
of the Town of Saugeen Shores. The Chamber hosts provides tourism information on the Chamber 
website and manages tourism social media channels. It also produces print materials and operates two 
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visitor information centres (in Port Elgin and Southampton).  
 
Tourist Town is a private sector company managing a tourism website for Saugeen Shores as well as 
sites for Port Elgin and Southampton. The company also hosts social media channels supporting the 
three websites. 
 
The Town of Saugeen Shores also provides tourism information on the Town website. 
 
Figure 1: Current Roles in Saugeen Shores Tourism Activity 

Regional Tourism 
Organization 

Bruce Grey Simcoe 
Bruce County 

Town of Saugeen Shores 

Saugeen Shores 
Chamber of 
Commerce 

Tourist Town 

Product development, 
marketing (website, social 
media), funding programs, 
workforce development and 
investment attraction for the 
three county area 

Website, social media for 
Bruce County, Explore the 
Bruce Passport, Downtown 
development (Spruce the 
Bruce) 

Website, social 
media, print, visitor 
information centres 

Websites, social 
media 

 
In total there are five local and two regional websites and multiple social media channels that promote 
tourism in Saugeen Shores. Tourism businesses have expressed their confusion on where to spend their 
marketing dollars and whether Chamber membership or advertising charges are required for even basic 
listings. The events calendars are not consistent across the various websites. The agreement with Tourist 
Town does not include social media, but the company has established Facebook and Instagram accounts 
associated with all three of the websites and has, on occasion, promoted attractions outside Saugeen 
Shores. 
 
Saugeen Shores is known for its 18 kilometres of waterfront. The Town is a popular summer beach 
destination. Other key tourism assets include the downtown destinations in Port Elgin and Southampton 
for shopping/ eating and drinking, outdoor/ sports and festivals and events. 
 
Home and cottage rentals make up the largest number of tourist accommodations for leisure travelers. At 
the time of this report, there were over 100 cottages rentals (including Airbnb, and VRBO), seven 
conventional Bed and Breakfast operations along with one mid-scale and six economy brand hotels in 
Saugeen Shores. Two additional hotels are in the development process.  
 
Travel Profiles 
 
The initial findings review (consultation phase) identified four predominant travel profiles for the Saugeen 
Shores visitor. 
 
Figure 2: Predominant Visitor Profiles 

 

Nature Lovers: Outdoor enthusiasts typically 30-55 years of age who travel 
throughout Ontario to participate in hiking, climbing and cycling. This individual is 
characterized as having more of an environmental focus and typically eschews larger 
urban centers when selecting a travel destination. The largest proportion of this visitor 
segment resides in the GTA’s heavily populated urban centres from Toronto to 
Hamilton.  
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Outgoing Mature Couples: A key component of the Ontario travel mix primarily due 
to the segment’s more advanced age, approaching or reaching retirement. This 
cohort may travel out of Canada in the winter, but in the spring & fall seasons, they 
comprise a large segment of driving excursions including overnight stays. Senior 
travelers partake in moderate exercise such as hiking rail trails, and have great 
tourism value due to propensity to shop for family members, particularly 
grandchildren. 

 

Up & Coming Explorers: The fastest growing travel segment, located in the GTA 
and Kitchener-Waterloo and representing the millennial age group. This travel 
category possesses upwardly mobile business careers. They are tech savvy travelers 
who depend on their smartphone as the research and booking tool, while ignoring the 
printed brochure. New Canadians living in the GTA are a significant part of this travel 
segment, bringing added value to the destination spend due to a propensity to travel 
with Visiting Friends & Relatives (VFR). 

 

Family Memory Builders: A significant segment of travel within Ontario that includes 
parents with families under 14 years of age. Warm weather beach destinations, 
amusement parks, street entertainment, and affordable food & beverage options are 
assets that match well with family travel. This segment has a very strong attachment 
to the sharing economy such as Airbnb & VRBO accommodation options.  

 
Stakeholder Engagement 
 
The strategic planning process included broad community consultation to obtain community and 
stakeholder input into the priorities, to share their observations on the tourism in the community and 
opportunities for supporting the tourism sector in Saugeen Shores. Over 1,000 people contributed to the 
stakeholder engagement.  
 
The following themes emerged from the consultation effort. 
 

1. Governance: There is general agreement that the Town needs a new, focused approach to 
tourism with a clarity of mission, clear leadership, engaged partners and clear consistent 
marketing. Many questioned the Chamber of Commerce’s role and past performance as the 
destination management organization for Saugeen Shores. 

2. Seasonality: Tourism activity is currently concentrated in the summer months. There was 
strong agreement in focusing on building tourism in the shoulder seasons. 

3. Beach: The waterfront and specifically the beaches are recognized as Saugeen Shores’ key 
tourism assets. Rising lake levels, dune grass, crowding, beach etiquette, competing uses 
and waterfront development are all top of mind for the community. 

4. Labour shortages: Businesses are struggling to find the workers they need, because of 
increasing competition for workers and a limited supply of affordable housing in the 
community. 

5. Investment: There is a growing recognition of the need to make long-term commitments and 
investment in tourism management and infrastructure including enhancing and expanding the 
trail network, improving beach facilities and investing in community recreation facilities. Many 
saw investments in recreational facilities as an opportunity to position Saugeen Shores as a 
sports tourism destination. 

6. Community capacity: Seasonal tourism activity is compounded by the Town’s dramatic 
population growth. The community is reporting accommodation shortages, traffic congestion 
and a lack of parking. 

7. Bruce Power: Many people recommended looking for opportunities to leverage Bruce 
Power’s growth to support the tourism sector.  
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Figure 3: Focus Group Discussions

 
 
Initial Strategic Considerations 
 
Ten areas emerged for consideration in the Tourism Strategy as a result of the review of tourism trends 
and opportunities, current practices and the stakeholder consideration. These themes are reviewed 
below.  
 
Governance and Management Plan 
Businesses, tourism stakeholders and residents are confused by the multiple delivery channels for 
tourism services. They have called for clarity in leadership and communication in managing the tourism 
portfolio. The strategic plan must identify the roles and responsibilities for all tourism partners in 
implementing the plan.  
 
A large part of the leadership role will be encouraging the various stakeholders to work together towards 
a common vision. Consistent and coordinated communications and marketing will be integral to this 
collaborative approach to tourism.  
 
Seasonality 
Tourism across Ontario peaks in the summer months. This is particularly true in waterfront communities. 
Saugeen Shores has an opportunity to expand the tourism market in the shoulder season, building upon 
the outdoor recreation tourism assets and filling the gaps in the seasonal tourism offerings with some of 
the ideas generated during the consultation phase. Sports tourism may be an opportunity to create 
additional tourism demand beyond the summer season. 
 
Sustainable Tourism 
Saugeen Shores’ tourism sector is dependent on the health and well-being of Lake Huron, the 18 
kilometers of waterfront and the outdoor recreational assets in the Town. Ensuring the long-term viability 
of these assets is critical to the long-term success of the tourism strategy. The tourism strategy must 
benefit tourism-related businesses and enhance the quality of life of Saugeen Shores’ residents without 
negatively impacting the environment. There are gaps in the tourism infrastructure that should be 
addressed to ensure that visitors are able to spend money in the community to maximize the benefit to 
the businesses, municipal coffers and residents. The stakeholders consulted through the strategic 
planning process identified a need for food and beverage options near the beach. They also commented 
on the need for transportation to connect the parking areas to the beach and the downtowns. Limited 
parking was also identified as an area for future focus. 
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Workforce 
Seasonal demand, a shortage of skilled workers and significant competition for labour from other sectors 
and other communities is limiting tourism related businesses’ potential.  
 
The Waterfront 
The 18 kilometres of waterfront in Saugeen Shores is the primary attractor for tourism activity in the 
Town. The strategy could explore the opportunities to build upon this incredible asset, identify ways to 
optimize the community benefit, all while minimizing the environmental impact of tourists and residents 
alike.  
 
Leveraging Bruce Power  
Bruce Power is currently planning for the start of the Major Component Replacement project. The Bruce 
Power work has created dramatic employment growth at the plant and in supporting businesses. The 
project is impacting all facets of the community from housing (demand and pricing) commercial business, 
and the supply of commercial properties and labour. The increased economic activity has also been 
accompanied by increased business travel expenditures. Saugeen Shores’ settlement areas are very 
close to the plant, and is positioned to address the increased demand for hotels, short-term 
accommodations, restaurants and meeting facilities. 
 
Addressing the Visiting Friends and Relatives (VFR) market 
Saugeen Shores has experienced an influx of new residents attracted to the community to work for Bruce 
Power and the related supporting businesses. It is also a popular destination for recent retirees escaping 
the overheated GTA real estate market. These new residents can play an important role in attracting their 
friends and relatives to the area. VFR represent a large share of the tourism market in communities 
across Ontario. Unlike fixed roof accommodation, rental accommodation is a recognized strategy for 
addressing this sector’s seasonal accommodation demand. 
 
Rental Accommodation 
Saugeen Shores has eight fixed roof accommodations in the Town with one in development and one 
other proposed. A far greater number of visitors are currently served by private cottage rentals; many 
using platforms such as Airbnb and VRBO. Municipalities across Ontario are currently considering their 
role in ensuring these properties meet safety and building code requirements. Many are considering 
applying the Municipal Accommodation Tax to conventional hotels and private rentals to support tourism 
product development and marketing efforts.  
 
Adopting New Marketing Practices 
Tourism marketing is evolving. Digital marketing is the predominant and most effective form of tourism 
marketing today. Destination management organizations are rethinking their tourism marketing activities 
to ensure that the community is maximizing the impact and return on its marketing program and ensuring 
clear and consistent messaging. Current digital marketing efforts in Saugeen Shores are disjointed 
without a comprehensive digital marketing strategy. 

Strategic Priorities 
 
A strategic plan must identify areas of priority. Strategic priorities are those issues or opportunities that 
provide the greatest potential impact and greatest opportunity to achieve the community’s vision and 
aspirations. By focusing on a few impactful priority areas, the Town can set the path for success with 
subsequent efforts. Setting strategic priorities also considers duplication of efforts to ensure that the 
limited available resources are applied to those areas that must be addressed. Using these filters, the 
Tourism Strategy Steering Committee established the following strategic priorities. 
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Figure 4: Strategic Priorities 

 
Governance Establishing the appropriate leadership, structure 

and resources to implement the tourism strategy 

 
Seasonality Increasing tourism activity in the shoulder seasons 

 
Sustainability 

Creating sustainable businesses. Ensuring tourism 
activity benefits residents and businesses and 
consider the environment. 

 Rental Accommodation 

Engaging and coordinating all accommodation 
providers. Providing a quality experience for 
visitors. 
Ensuring rental accommodation contributes to the 
community’s housing supply. 

 
Visiting Friends and 
Relatives 

Leveraging the built-in community ambassadors 
and travel generators. 

 New Marketing Practices Keeping pace with marketing best practices to 
effectively promote Saugeen Shores 

 
Governance: The strategic plan will recommend the optimal governance model, responsible partners 
and core activities to manage the tourism destination management operations for Saugeen Shores. The 
strategy must also consider the appropriate financial and human resources to successfully implement the 
strategy. 
 
Seasonality: The strategic plan should consider resident concerns about balancing the increased activity 
in the summer months and building the shoulder season activity in order to sustain and expand the 
number of year-round Saugeen Shores businesses and jobs.  
 
Sustainability: Much of Saugeen Shores’ tourism activity is based on the Town’s natural, outdoor 
tourism assets. The tourism strategy must ensure these assets are preserved for the enjoyment of 
residents and future visitors. Climate change, a growing population, traffic/parking congestion and 
evolving best practices in managing the Town’s shoreline must all be reflected in Saugeen Shores’ 
tourism strategy. 
 
Rental Accommodation: As noted earlier, Saugeen Shores’ tourism accommodation is dominated by 
the rental housing and cottages. The strategy should consider effective ways to engage with the owner/ 
operators of these vacation rental properties. The plan should include tactics to ensure a quality stay for 
visitors to Saugeen Shores, an adequate supply of rental accommodation and addressing the sharing 
economy platforms.  
 
Visiting Friends and Relatives (VFR): Saugeen Shores has a growing population due to the influx of 
nuclear related workers and retired or semi-retired people settling in the Town. The strategy will explore 
the potential for building on these built in community ambassadors. It will also consider the opportunities 
to address seasonality and accommodation shortages while providing direction for adapting to the sharing 
economy.  
 
New marketing techniques: This strategic plan will identify the most effective means for engaging 
potential visitors and promoting Saugeen Shores with conventional and emerging tourism marketing 
tools. 
  



 
 
 
 

 

10 
 

Mellor Murray Consulting • Saugeen Shores Tourism Strategy 

Comparator Communities 
 
A study of comparator communities provides context for assessing Saugeen Shores’ governance and 
operations options based on current practices.  
 
For the purposes of this review, Saugeen Shores will be compared to the communities of Goderich, 
Kincardine and Meaford, Ontario and Muskegon, Michigan. 
 
Figure 5: Comparator Communities Map 

 
Source: Google maps 
 
Both Goderich and Kincardine are located on the coast of Lake Huron within relatively close proximity to 
Saugeen Shores. Meaford, Ontario, located in the South Georgian Bay Region is a similar size to 
Saugeen Shores although located in a more active four-season tourism region due to its close proximity 
to Collingwood. Muskegon, Michigan is a larger community of 36,000 residents located on the west shore 
of Michigan with equal proximity to both Chicago and Detroit. Muskegon relies heavily on visitor traffic 
from both large metropolitan areas which bears similarity to Saugeen Shores’ relation to the GTA.  
 
The four municipalities of Goderich, Kincardine, Meaford, and Muskegon, Michigan have established 
tourism bodies embedded in their respective municipal structures. 
 
The three communities along the Lake Huron Coast possess the following similarities to Saugeen Shores’ 
tourism activity: 

• A relatively low number of fixed roof accommodation: hotels & motels  
• All tourism departments reside within economic development departments with at least one full 

time staff 
• Two of the tourism structures have a close working relationship with the respective Chamber of 

Commerce and BIA to operate Visitor Centers and festivals. (Kincardine does not contract out 
these activities). 

• All four destinations have an operating budget for tourism development and marketing  
 
The comparator communities also rely on private cottage rentals in the summer peak. They all have a 
similar abundance of private rental tourism product using sharing economy platforms such as Airbnb and 
VRBO.  
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Meaford stands apart from its southern neighbours on Lake Huron due to its close proximity to 
Collingwood. The year-round tourism activity is on a much larger scale with attractions and conference 
facilities clustered around Collingwood. The winter ski activity creates lodging and food and beverage 
activity well beyond that of the other destinations, including Muskegon.  
 
Although the marketing budgets vary within these comparator communities, the target visitors are similar. 
All the destinations target the GTA summer and fall touring visitor. They are also dependent on the VFR 
segment from larger centers in Ontario. 
 
The representatives from Kincardine and Goderich noted the significant impact of Bruce Power 
employees. All three Ontario communities recognized the impact of the VFR activity related to the retired 
population within their communities.  
 
Muskegon is located on the west side of Michigan, virtually equidistant from both Detroit and Chicago. 
The VFR component has a similar impact in Muskegon although, unlike the Ontario examples, Muskegon 
has a significant conference facility.  
 
Budgets reflected in the chart below are extracted from publicly available municipal budgets from 2018. 
The budget data reflects that Meaford has a much smaller tourism budget, much less than other similar 
sized communities, as much of the inbound travel activity is attracted by the tourism assets in 
Collingwood. The comparator communities in Ontario do not have a hotel tax to fund their tourism efforts. 
Muskegon does have a lodging tax, like almost all USA destinations.  
 
Figure 3 provides a summary of the governance practices, tourism structure, source of funding and 
specific roles for the comparator communities. This information was attained through phone interviews 
with representatives from each of the municipalities. 
 
The Ontario municipalities are all staffed with a dedicated tourism role reporting through economic 
development departments. The three Ontario municipalities manage tourism for their respective 
jurisdictions. The roles of the local BIAs and Chambers of Commerce vary by community.  
 
The Goderich BIA coordinates a few ‘Main Street’ festivals and/or events although the signature city 
festivals & events are managed by the economic development department. Meaford contracts the 
Chamber of Commerce to operate the downtown Visitor Center, while the local BIA operates an annual 
downtown event. The BIA and Chamber of Commerce in Kincardine are not involved in tourism. Bruce 
County promotes corporate travel due to the significant regional travel generated by Bruce Power and the 
utility industry. 
 
Many USA municipalities operate an industry-led Convention & Visitors Bureau responsible for 
destination marketing and the operation of visitor-facing operations. Muskegon operates the local 
Convention Center like most US destinations. 
 
Tourism budgets range from a high of $320,000 in Kincardine to a low of $75,000 in Meaford. The budget 
figures should be viewed with some caution as the municipal budget line item is typically vague and may 
contain allocations for the physical plant and other non-tourism marketing items. 
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Figure 6:  Summary of Governance Practices, tourism structure source of funding and specific roles 

Community Pop.+ Median 
Age 

Tourism 
Funding: 
$$/Source 

Role of Municipality/ Organizations 

Goderich 7,628 50 $160k yr/* 
Municipal 

• Sole municipal funding / no tourism assoc. 
• Econ Dev officer co-ordinates major 

Festival/Events  
• BIA: published five-year plan, coordinates 

specific Main St. festivals and events 
• Town manages Visitor Centre with student 

staffing (summer) 
• Created downtown brand ‘Canada’s 

prettiest town’ 

Kincardine 11,389 46 $320k yr/ * 
Municipal 

• Tourism coordinator reports to Town Clerk 
• No Chamber or BIA role in tourism  
• Bruce County funds Corp sector, little or no 

tourism 
• Ontario Main Street Revitalization Project 
• ‘Significant VFR’ Bruce Power  

Meaford 10,991 48 $75k/* 
Municipal 

• Tourism officer in Municipality 
• Tourism activity mostly South Georgian Bay 

Tourism Association member 
• Chamber runs Visitor Centre in downtown 
• BIA operates specific event 
• Meaford Hall holds Visit Centre 

Muskegon 37,287 35 $150k/ ** 
Hotel tax 

• Municipality specific meetings & 
conventions, runs Convention Centre 

• Chamber runs Convention and Visitors 
Bureau, marketing, Visitor Center  

• Funded by hotel tax  
Saugeen 
Shores 13,715 49 $171k 

• Contracted services from the Chamber of 
Commerce 

*Municipal budget item 
** Contact quote 
+ Statistics Canada 2016 Census 
 

Governance  
 
Governance is the framework that outlines how groups organize to make decisions. It consists of three 
inter-related dimensions of authority, decision-making and accountability.  
 
Municipalities throughout Ontario employ various models of overseeing and governing the roles of 
tourism destination management, marketing and visitor servicing.  
 
Many communities in Ontario are reconsidering the governance of municipal tourism organizations as a 
result of the recent legislation for the application of Municipal Accommodation Tax (MAT) in 2017. The 
MAT allows municipalities to apply a tax on accommodation fees to support the coordination and 
promotion of municipal tourism marketing and infrastructure expenditures. Some communities are also 
exploring ways to collect the MAT in cooperation with Airbnb. 
 
Currently in Ontario, the MAT effect on municipal tourism spending is slanted toward larger jurisdictions 
with a significant accommodation supply. Jurisdictions employing the MAT tax will require governance 
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models providing representation and a strong voice from the local hotel operators. Municipalities of all 
sizes are now evaluating the requirements to establish and oversee the distribution of MAT revenues. 
 
Destination Management Organizations are typically governed by one of three governance models: 
public, private and public-private.  
 
Figure 7: DMO Governance Models 

Model Operation 
Public Tourism within the municipal organization, often the economic development 

department  
Private Tourism organization operated by private sector businesses 

Public-Private Tourism Development Corporation 
Not-for-Profit incorporated structure 
Service Agreement: Municipality and standalone Not-for-Profit 

 
The three governance models in much of the province’s tourism sector varies depending on the role that 
tourism exerts in the local economy. Certain markets in which tourism is a dominant industry, including 
Niagara Falls, Muskoka area municipalities and Collingwood, differ in structure despite their relatively 
smaller structure than the larger communities of Toronto or Ottawa.  
 
Tourism Within Economic Development Department (Public Governance) 

• Tourism is funded through the municipal budget or augmented by MAT, depending on volume of 
lodging assets driving tax revenues.  

• There is typically no tourism industry board oversight (there may be an advisory committee). 
• Offices consist of a dedicated tourism manager and one Coordinator reporting through to 

Economic Development department (larger jurisdictions will have larger departments and more 
specialization). 

• Visitor Services are often operated by an industry organization such as the Chamber of 
Commerce or BIA and subsidized by the municipality. 

• The organizations typically provide a marketing liaison role with local industry.  
• Examples in Ontario include Elgin County, Middlesex County, the Town of Meaford. 

 
Tourism Development Corporation (Public-Private Governance) 

• Tourism activity is funded by the Municipality, the MAT, or a combination of the two (depending 
on the size of the lodging sector). 

• The organization operates based on a service agreement between municipality and not-for-profit 
tourism body. 

• Functions include marketing and visitor services.  
• The Municipality may provide administrative services.  
• Kawartha Chamber of Commerce and Tourism, Huntsville/Lake of Bays Chamber of Commerce. 

 
Not-for-Profit Incorporated Structure (Public-Private Governance) 

• The organization is an independent Not-for-Profit structure governed by volunteer board.  
• Visitor Centre(s) are supported by part-time and/or volunteer travel counselors (often co-op 

tourism students).  
• They are staffed by combination of two to three full-time staff plus volunteers for weekend and 

after-hours support.  
• The organization is Municipally funded. e.g. the City of Burlington provides $375,000 to $425,000 

annually to Tourism Burlington. 
• Examples in Ontario include Tourism Burlington, Stratford Tourism Alliance, Tourism Windsor 

Essex Pelee Island. 
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Service Agreement: Municipality and Not-for-Profit Stand-alone Agency (Public-Private 
Governance) 

• The organization operates based on a service agreement with municipality, typically a division of 
Economic Development. 

• The organization is funded by a MAT or annual payment from municipality, if required.  
• The municipality often provides identified administrative services.  
• The Tourism agency provides marketing, visitor services and support to local tourism businesses.  
• The political leadership, or Council is completely hands-off. 
• Examples include Tourism Sarnia Lambton, Tourism London. 

 
Tourism Operated by Private Sector (Private Governance) 

• The function is provided by the private sector such as the Chamber of Commerce.  
• The tourism industry provides an oversight board.  
• This function is more common in smaller jurisdictions.  
• Examples include Grand Bend, Tobermory, Miramichi River Tourism Association. 

 
The advantages and disadvantages of the three governance models are detailed below. 
 
Figure 8: Advantages and Disadvantages of the Three Governance Models 

Governance Advantages Disadvantages 
Public • Can access financing to leverage 

private investment 
• Direct access to sources of public 

funding 
• Municipal powers such as taxing, 

land ownership, zoning and 
regulatory powers, ability to 
construct and operate public facilities 
and services for tourism initiatives 

• Access to municipal resources 
(planning, research, culture and 
recreation) 

• More likely to have buy-in from 
public officials and staff 

• Can use municipal powers to 
coordinate community wide 
strategies 

• Influence is limited to the destination’s 
jurisdiction 

• Prohibited from participating in profit 
making ventures 

• Cannot normally build or operate non-
public facilities 

• Turnover of elected officials can result 
in inconsistent policies 

• Commitment by municipal officials to 
tourism may vary 

• Some private organizations mistrust 
government activities 

Private • Not directly accountable to a broad 
constituency 

• Able to make decisions quickly 
• Able to perform activities that may be 

in the public interest but are not 
necessarily allowable government 
activities 

• Able to receive donations (non-profit 
corporations) 

• Can access some funding not 
accessible to public sector 
organizations 

• May lack public sector support and 
commitment.  

• May not be financially viable without 
government cooperation 

• Organization assumes financial and 
organizational risks 

• Tourism may not be top of mind for 
public sector officials 

• May become disconnected from 
broader municipal initiatives  
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Governance Advantages Disadvantages 
Private-
Public 

• Excessive politicization less likely 
• Greater degree of freedom in hiring, 

firing and compensation decisions 
• Can undertake greater risk without 

political consequence 
• Can access public resources and 

powers with less bureaucratic 
restrictions 

• Draws on a broader range of 
expertise 

• Can mobilize public and private 
resource 

• Able to receive donations (non-profit 
corporations) 

• Can access some funding not 
accessible to public sector 
organizations  

• Could potentially be financially self-
supporting through service fees and 
membership dues 

• Not under the same degree of public 
control as public agencies, which can 
limit its accountability 

• Limited accountability may cause a 
public-private organization to forfeit a 
portion of their influence if the public 
sector and the citizenry are not 
satisfactorily represented 

 
Currently the Town of Saugeen Shores contracts with the Saugeen Shores Chamber of Commerce to 
deliver tourism services while Tourist Town is contracted to manage the official tourism websites of 
Saugeen Shores, Port Elgin and Southampton. Tourism Town operates the websites at no cost to the 
Town of Saugeen Shores and generates revenue through the sale of expanded listings for the tourism 
operators and through digital advertising sales. 
 
The Saugeen Shores Economic Development Strategy (2017/18) noted the need for performance 
measures and a review of the appropriate governance of the tourism activity in Saugeen Shores.  
 
Saugeen Shores Governance Overview  
The following table outlines the typical roles and specific activities of a destination marketing organization. 
The destination management role includes three distinct components managing and supporting the local 
tourism environment (including visitor services and tourism market research), marketing the destination, 
and overall coordination of the tourism stakeholders.  
 
Overall, the destination management organization requires a consistently applied process of coordinating 
and managing the collective stakeholders’ role in both the attraction and servicing of visitors to the 
community. The ultimate role of managing the destination’s tourism operation is in determining the 
appropriate budget and human resources dedicated to achieving the tourism goals of the municipality in 
relation to all other municipal priorities facing the local governing body. 
 
The roles and activities of a municipal or regional destination management organization are detailed 
below. These roles and activities are essential elements of developing the visitor experience, 
communicating with the targeted source visitor markets and supporting of the local tourism stakeholders.  
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Figure 9: Current and Recommended Roles for Tourism Partners 

Role Activities Current 
Organization(s) 

Recommended 
Organization(s) 

Ex
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The promotion of Saugeen Shores and its tourist 
products through: 

  

• Branding and positioning the Town to target 
markets SS, CoC SST 

• Web/digital marketing  TT, SS, CoC, Bruce 
County, RTO7 SS, Bruce County, RTO 7 

• Communication to target market of core assets 
via social and traditional media channels 

TT, SS, CoC, Bruce 
County, RTO7 SS T 

• Meeting Planner engagement re: conference 
assets None 

SS T, large hotels with 
meeting space, Bruce 
County 

• Utilize tactical advertising approach in promoting 
festivals, arts & sport events, leveraging RTO and 
other funding 

Unclear SS T, event organization, 
sport organizations 

• Proximity marketing supporting ‘Main Street’ 
visitor engagement: Retail, Food& Beverage BIAs, CoC BIAs, SS T 

In
te

rn
al

 D
ev

el
op

m
en

t 

• Stewardship of the visitor product experience 
throughout four seasons None BIAs, SS T 

• Communication & liaison with all tourism 
stakeholders ?? SS T 

• Visitor services, including timing of storefront 
operations, content, digital offerings  CoC, BIAs  CoC (with direction from 

SS T), BIAs 

• Development of the annual budget appropriate for 
achieving tourism targets ?? SS 

• Measuring and evaluating visitor satisfaction Bruce County, CoC? CoC, Bruce County SST 

• Information and market research helping 
stakeholders better understand market demands, 
industry supply and existing gaps  

RTO7 RTO7 

• Ensure high-quality development of human 
resources RTO7, SS Ec Dev SS Ec Dev, RTO 7 

• Sustainable destination management and 
development SS Ec Dev SS Ec Dev 

• Community asset stewardship  None SS T, SS Ec Dev 

• Bruce Power liaison  SS Ec Dev, Bruce 
County SS Ec Dev, Bruce County 

• Stakeholder management and coordination None SS T 

O
ve

ra
ll 
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st
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m
an

ag
em
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• Coordination of promoting Lake Huron’s south 
shore with RTO7 & Bruce County RTO 7  SS T, RTO 7, Bruce 

County 

• Monitor and adopt ‘best practices’ via connection 
to appropriate regional/provincial tourism bodies  None 

SS, RTO 7, Destination 
Ontario, sector 
orgs/boating ON MTCS 

 • Tourism Trolley CoC CoC 

Legend: SS – Town of Saugeen Shores, CoC – Saugeen Shores Chamber of Commerce, TT – Tourist Town, RTO7 
– Regional Tourism Organization 7, BIA – Business Improvement Association, SS T – Saugeen Shores Tourism,  
SS Ec Dev – Saugeen Shores Economic Development Staff 
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Leadership and Strategy 
Governance addresses authority and structure of an organization while leadership refers to the act of 
motivating a group towards a common goal. The role of the DMO (Destination Management Organization) 
is to positively influence the businesses, associations and other tourism stakeholders in Saugeen Shores’ 
tourism sector towards a common vision. The DMO must inspire trust and inclusivity, establish meaningful 
relationships with tourism partners and leverage strategic relationships. The ultimate goal of the DMO is 
to facilitate the development, coordination and implementation of the tourism strategy.  

In the current model, the Town of Saugeen Shores contracts tourism marketing and visitor services to the 
Chamber of Commerce and Tourism Town but has not established a DMO. Without a DMO and a 
strategic plan supported by appropriate funding and manpower, there can be no effective tourism 
leadership. 

The Role of the DMO 
There are some common pitfalls that can result in conflict or discontent in the destination management. 
They are:  
• Lack of communication and perceived lack of support for the tourism businesses in the tourism 

strategy and tactics; 
• Advertising, promotional budgets which appear, in the community’s view, to have little return on 

investment; 
• Seasonal tourist overcrowding of the facilities and attractions utilized by local citizens 
• Lack of human and financial resources to effectively implement a destination strategy. 
Successful destination management organizations research and report on the results of the tourism 
activity in the community. They actively listen and support tourism related business stakeholders including 
hotel managers, B&B owners, restaurant and bar managers as well as retail staff and management. They 
are also working with other municipal or regional leaders to balance the needs of local residents and 
visitors. 
 
Successful destination management organizations bring tourism stakeholders together with a shared 
vision. They ensure tourism efforts are on track and advise on the impact of municipal initiatives on the 
town or region’s tourism potential.  
 
Destination marketing has changed significantly over the past decades as digital tools have outpaced 
traditional media advertising in activity and impact. A tourism organization or a municipality overseeing 
the outreach to potential visitors to their city will spend less time on marketing outreach and more time on 
developing and nurturing the local visitor experience throughout all facets of a visit. Digital communication 
combined with an aligned business sector offering friendly, efficient service at each visitor interaction will 
create more positive recognition and reviews than the endless process of communicating features to a 
target market. Destination marketing has transformed into destination management where promotion is 
only one component of the DMO efforts. 
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Figure 10: Destination Management Organization Roles 
 

 
 
Saugeen Shores would benefit from a more coordinated approach with more strategic promotion and 
consistent messaging. The Town needs to take a leadership role in engaging tourism stakeholders in a 
shared vision while balancing the quality of life expectations of its residents.  
 
The Chamber of Commerce has done an admirable job of delivering some key tourism activities. The 
Chamber was not, however, given the mandate as the destination management organization. Saugeen 
Shores would benefit from a consolidated delivery of tourism destination management including 
marketing, internal development and overall destination stakeholder management.  
 
Saugeen Shores should adopt a tourism marketing plan that reflects current digital marketing practices. It 
should ensure the community has the supporting policies and infrastructure and provide leadership in 
coordinating tourism stakeholder efforts. Saugeen Shores is advised to continue to engage the Chamber 
of Commerce to operate the Visitor Information Centres (with modifications)1 and the tourism trolley on 
behalf of the Town. The Chamber currently provides visitor information services from its office in Port 
Elgin (along with the information centre at the Southampton Town Hall). It also has demonstrated success 
in the concept, implementation, operation and sponsorship of the trolley.  
 
Seasonality 
 
Current State 
Seasonal fluctuations in visitor activity is a common occurrence in Canada’s tourism industry and impact 
every element of a destination’s product development and marketing. Seasonality is also an economic 
challenge for tourism businesses. It results from a combination of seasonal weather patterns, school and 
business holidays, as well as the timing of local sport and entertainment events and civic celebrations.  
 
Saugeen Shores is recognized as an attractive desirable beach destination on Lake Huron. As a result, 
the Town experiences acute summer peak season pressure, particularly in the accommodation sector. 
Furthermore, the destination does not possess the image of well-known winter attractions with ski hills, 
snowmobile trails, or high-profile winter resorts, many of which are located in Muskoka, the Kawarthas 
and Georgian Bay.  

                                                   
1 Future operations of the Visitor Information Centres should be mutually beneficial, supporting the tourism strategy 
goals and contributing to the profitable operation of the Chamber of Commerce. 
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Although typically considered an economic challenge in tourism marketing circles, seasonality can also 
have considerable environmental and socio-cultural impacts arising from the peaks and troughs of visitor 
flows. It is a perplexing issue, further complicated by the lower economic impact in the off-peak period; 
and the environmental and socio-cultural pressures in the high travel periods. 
 
Tourism agencies around the globe utilize a variety of strategies to address seasonality including the 
following: 

• Adjusting pricing levels to reflect demand 
• Strategic seasonal timing of attractions, festivals and events 
• Market diversification by targeting different traveller profiles by season  
• Sports tourism  
• Main street rejuvenation and promotion 

 
Bruce County’s Economic Impact of Tourism Report (2018), provides insights into the tourism spending 
patterns by season. As the figure below shows, the tourism season peaks begin May through July.  
 
Figure 11: Peak Tourism Patterns in Bruce County  

  
Source: Bruce County, Economic Impact of Tourism 2018 

Given the predominant role of the beaches in Saugeen Shores, this peak spending period may be even 
more concentrated than in other areas of Bruce County. Considering the impact of the high-profile beach 
communities in Saugeen Shores, the peak July to September third quarter is likely more intensified than 
that of overall Bruce County. There are some businesses catering to the fall or winter seasons that 
perform well financially due to the impact of Ontario’s fall colours season or during the winter when 
specific activities associated with the snow bring visitors to the south Georgian Bay region.  

As outlined in the Bruce County report, the young family segment is mostly restricted to the school 
vacation summer months, whereas adult travellers would have a greater impact on the spring and fall 
months. Severe winter weather in the region would limit the potential to grow visitor activity in the winter 
months. The continued strength of the business travel segment, would be expected to provide moderate 
occupancy rates for the accommodation sector from October to May when leisure tourism spending is 
soft. The value of corporate travel relates to the daily spend on food & beverage, shopping and, in certain 
instances, arts and cultural installations. Overall, the corporate visitor is a relatively robust spender in any 
destination because many of the basic costs of this segment’s housing and food and beverage are 
expensed to the employer. The entertainment spending of these visitors is typically less than that of the 
recreational traveller. 
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Addressing Seasonality in Saugeen Shores 
The results of the stakeholder consultation, combined with the current accommodation shortages in the 
summer months indicates that Saugeen Shores’ tourism strategy and action plan should focus on 
growing tourism outside the summer season.  
 
There are some challenges with a strategy focused on building tourism activity in the off season. The 
Southern Ontario population, particularly the GTA, possesses a relatively affluent demographic that 
travels frequently, particularly within a three to four-hour radius of their home but the primary destinations 
for Ontarians in the winter is the sunshine and beaches in the USA and Caribbean. Also working against 
building the off-season, Ontario’s spring season weather patterns have increasingly become less inviting 
for local excursions with more rain and lower temperatures than decades ago. 
 
The following section examines some common tactics to address seasonality peaks and valleys. 
Destinations attempting to break down the extreme peaks and soft periods of visitor spending must begin 
with a collaborative effort between the municipality and the business community. Businesses planning to 
invest in a venture that provides off-season activity will in many cases need some form of support from 
the local or regional government. The support could come in the form of a direct financial benefit, efforts 
to coordinate tourism operators or simply from assistance to establish the enterprise’s location. The 
municipality can provide a supporting role in attracting tourism businesses with product that is outside the 
summer season. 
 
Focusing on ‘Main Street’ Amenities  
The Ontario touring ‘drive market’ is a valuable asset to communities located within four to five hours of 
the GTA population base, situated between Oshawa and Hamilton, north to Markham and Halton Region. 
Two to three day driving excursions are very common for middle aged couples, particularly in the fall and 
spring. This travel segment, known as ‘Mellow Vacationers’, are typically financially stable couples who 
are traveling more frequently as their family commitments lessen. The phenomenon of two couples in a 
car exploring ‘small town Ontario’ is a common market for numerous resorts, destination restaurants, and 
B&B operations located within a day’s drive of the GTA. 
 
Communities with a refurbished main street with interesting retail offerings such as arts, culinary and 
cafés, many set in historic buildings, help attract off-season visitors. Main Street refurbishment across 
smaller communities in Ontario have supported the movement of crafts people including chefs, artisans 
and young entrepreneurs searching for less expensive commercial properties in Ontario. The most 
successful Main Street refurbishments however are created by strong local municipalities motivated to 
enhance their downtown cores.  
  
Main Street experiences including interesting culinary and retail options that are of value to the exploring 
travellers are less weather dependent than other types of travel.  
 
Sports Tourism  
Sports tourism is one of the most common strategies for attracting tourism activity outside of the peak 
travel periods. A community’s capacity to host amateur indoor sports such as basketball, gymnastics, 
volleyball and hockey can help fill the holes during the cold weather seasons. 

Saugeen Shores’ expanding workforce within the utility sector offers the opportunity to leverage corporate 
sport tournaments. Sports tourism strategies require collaboration between the Municipality and both the 
public and private sector sport organizations. Sports tourism strategies typically include hosting events at 
opportune times, using existing infrastructure such as schools and arenas; and streamlining permitting 
and administration for the event. Sport tourism strategies must consider scheduled residents’ recreation 
programs and the capacity to accommodate sports tourism events in the existing facilities or planned 
facilities.  

The value of hosting sport tournaments and competitions lies in both the four-season activity from hockey 
and indoor court sports to the summer utilization of recreation fields in a multitude of activities including 
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soccer and baseball. Equally as important, sport tourism contributes to promoting the destination for 
further leisure travel and supports the talent attraction efforts.  

Sports tourism generates spending for accommodation and food and beverage sectors but not typically 
for entertainment. This sector is dependent on the ability to book venues (representing a potential conflict 
with residents) and accommodation as they prefer fixed roof accommodation over independent B&Bs or 
vacation rental properties. 

Meetings & Conferences 
Regional conferences and corporate meetings are another popular solution to filling unoccupied 
accommodation or food & beverage spaces in the off-peak months. Tourism departments typically 
support public or private hosting departments, companies or associations in attracting Ontario-based 
meetings. The municipalities also work to ensure their by-laws and regulations are supportive of 
meetings.  
 
More importantly, successful meeting and conference destinations require the appropriate infrastructure 
(meeting spaces) to serve meeting planners seeking new destinations for their delegates or corporate 
clients. Bruce Power has the potential to attract a variety of business sector meetings to Saugeen Shores. 
The waterfront setting would provide a compelling backdrop to the corporate meeting activity. Targeting 
the spring, fall and winter seasons would help fill the gap of business activity for lodging, retail and food 
and beverage operations. Privately owned meeting facilities budget for facility staff based on demand. 
The municipality is typically responsible for supporting the facilities by suspending by-law enforcement 
(e.g. closing a parking lot or roadway) or providing additional policing for outdoor events associated with 
the corporate meeting.  
 
Festivals / Events  
Most communities in North America encourage off-season visitation by planning festivals and events 
during this time. Short-term programming, targeting both local citizens and regional visitors, is the most 
common form of off-season tourism product development. Spring or fall events also correspond to the off-
season period when visitors recognize there is less demand for accommodation, restaurants and retail 
businesses and the propensity for special offers is enhanced. Scheduling events such as farmers 
markets, local food celebrations, cultural events and theatre events combined with off-season retail sales 
and entertainment over a two-day period are elements utilized by Ontario destinations in the shoulder 
seasons.  
 
Investment incentives 
Provincial programs offering incentives to tourism enterprises from the Tourism Development Fund and 
Grants Ontario are in place to support new business initiatives supporting the province’s tourism sector. 
Investors in tourism businesses receive support for developing products and experiences which target the 
quieter months outside of the summer peak. Many Canadian communities offer tourism investment 
incentives to attract festival activity or events during the off-season periods. RTO7 supports the funding 
application process for these provincial funding programs. 
 
Temporary Workers Program 
The Federal Temporary Workers Program (TWP) allows a municipal government body to prove the need 
for auxiliary staffing utilizing a Labour Market Impact Assessment. The purpose of the program is to allow 
jurisdictions with the requirement for tourism staff during defined peak periods to utilize temporary 
workers without committing to long term or fixed salary schemes. Saugeen Shores currently has not 
experienced the labour crunch which necessitates tapping into the provincial program, however, the peak 
summer beach period is potentially a factor that may support tourism businesses in the future. Recent 
changes to the program in 2019 allow foreign workers for occupation specific tourism work permits to 
leave their employer for another employer in the same occupation without having to apply for a new work 
permit.  This new element of the plan helps in maintaining a more stable temporary workforce than in the 
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past. The TWP is expected to continue indefinitely due to its recognized value in supporting small tourism 
business success to access labour.    
 
Sustainability 
 
Community residents are increasingly demanding sustainable strategies and practices, while 
municipalities are increasingly focusing on sustainability within their overall agendas. A ‘Sustainable 
Prosperity’ approach considers the overall financial, social and environmental benefits of the community2, 
addressing the needs of visitors, the industry, the environment and host community. 
 
RTO7 established a framework for combining sustainability and economic activity in the Sustainable 
Tourism Plan (2011) and a Waterways Tourism Product Report (2011). Saugeen Shores’ two very 
popular beach locations amplify the requirement to embrace sustainable practices such as replacing 
plastic bags with reusable cloth or paper bags and replacing plastic straws with compostable paper 
products. It was also evident through the community consultation that communication and education with 
residents and other stakeholders on responsible waterfront stewardship is an important component of the 
Town’s sustainability efforts.  
 
Saugeen Shores has not experienced the ‘over tourism’ pressures experienced by some of the 
neighbouring communities. Saugeen Shores residents have watched these communities with some 
concern and are clear that they want to avoid this challenge in their Town. Residents expressed concerns 
about traffic congestion that will be addressed through the Saugeen Shores transportation master plan, 
currently in development.  
 
Figure 12: Media Coverage – Over Tourism in Ontario 

 
Source: https://www.thestar.com/opinion/star-columnists/2018/08/27/cities-around-the-world-struggling-
with-too-much-tourism.html  

                                                   
2 See more about Sustainable Prosperity at https://sites.google.com/site/positivecommunitychange/what-is-
sustainable-prosperity and http://www.whistlercentre.ca/2013/01/sustainable-prosperity/ 
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Strategic Considerations 
As reported by Destination Think, “Destinations that have experienced overcrowding at popular locations 
or have had neighbourhoods eroded as tourism services push residents out are omens for the industry.”3 

Destination responses have included campaigns to encourage Instagram posters to “tag responsibly” 
while others are encouraging visitors to slow down and have more meaningful experiences. Alternative 
transit such as trolleys are often a part of the destinations’ strategy to address traffic congestion. Some 
destinations have had success in developing tourism experiences that incorporate conservation efforts. 
 
Saugeen Shores should encourage new programming and offerings in the shoulder seasons. Promotion 
in the summer season should focus on travellers that create higher yield, greater economic impact, and 
less environmental impact. All tourism efforts should be evaluated as they relate to sustainable 
development principles.  
 
Figure 13 United Nations Sustainable Tourism Principles  

Sustainable Tourism Principles 
1) Economic Viability: To ensure the viability and competitiveness of tourism destinations and 
enterprises, so that they are able to continue to prosper and deliver benefits in the long term. 
2) Local Prosperity: To maximize the contribution of tourism to the economic prosperity of the 
host destination, including the proportion of visitor spending that is retained locally. 
3) Employment Quality: To strengthen the number and quality of local jobs created and 
supported by tourism, including the level of pay, conditions of service and availability to all 
without discrimination by gender, race, disability or in other ways. 
4) Social Equity: To seek a widespread and fair distribution of economic and social benefits 
from tourism throughout the recipient community, including improving opportunities, income 
and services available to the poor. 
5) Visitor Fulfillment: To provide a safe, satisfying and fulfilling experience for visitors, 
available to all without discrimination by gender, race, and disability or in other ways 
6) Local Control: To engage and empower local communities in planning and decision 
making about the management and future development of tourism in their area, in 
consultation with other stakeholders. 
7) Community Wellbeing: To maintain and strengthen the quality of life in local communities, 
including social structures and access to resources, amenities and life support systems, 
avoiding any form of social degradation or exploitation. 
8) Cultural Richness: To respect and enhance the historic heritage, authentic culture, 
traditions and distinctiveness of host communities. 
9) Physical Integrity: To maintain and enhance the quality of landscapes, both urban and 
rural, and avoid the physical and visual degradation of the environment. 
10) Biodiversity: To support the conservation of natural areas, habitats and wildlife, and 
minimize damage to them. 
11) Resource Efficiency: To minimize the use of scarce and non-renewable resources in the 
development and operation of tourism facilities and services. 
12) Environmental Purity: To minimize the pollution of air, water and land and the generation 
of waste by tourism enterprises and visitors. 
Source: United Nations Environment Program (UNEP) and United Nations World Tourism 
Organization (UNWTO) 

 

                                                   
3 DMO responses, https://destinationthink.com/dmo-responses-mass-tourism-crisis-running-list/, (Acc., Sept. 23, 
2019) 
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Rental Accommodation  
 
Current Hotel Supply  
Clarifying the accommodation product and quality offered to business and leisure visitors is a key element 
of the Saugeen Shores Tourism Strategy. The Town needs to develop a long-term strategy in 
consultation with private rental property owners to address the amount and quality of supply to meet the 
needs of the various travel segments. 
 
An accommodation needs analysis is required to compare lodging options available through the 
traditional hotel market and the current B&B product offered within Saugeen Shores or located within a 
short drive of the Town.  
 
Saugeen Shores currently has an under supply of lodging, particularly in the summer season. Bruce 
Power and the related business activity has created an under-supply of lodging market and limited, 
quality supply of upgraded Limited Service hotels within Saugeen Shores. The motel economy product 
currently existing in this destination is mostly suitable for the budget leisure traveller in the peak summer 
period. Business travellers, typically, do not utilize motel product. Saugeen Shores’ motel accommodation 
has not kept up with the service and product standard enhancements over the past 10 to 15 years.  
 
The Holiday Inn Express will enter the accommodation market in 2020. A Microtel Hotel is proposed for 
2020 or later. These hotels are expected to have price points that are similar or, in the case of Microtel, 
slightly lower than the Super 8 hotel. With the current shortage of accommodation, the Super 8 has 
achieved rates in excess of $200 during peak business and leisure periods.  
 
The additional quality hotel supply offered by the Holiday Inn Express has the added benefit of providing 
a suitable option for middle aged couples (mellow vacationers) travelling on leisure and expecting 
contemporary amenities consistent with the elevated price point.  
 
The B&B category represents a key component of Saugeen Shores’ offering, particularly to the more 
experienced leisure traveller visiting typically without young children. The personalized experience offered 
at a B&B appeals to a rapidly growing market segment, willing to pay for amenities and cuisine that is, in 
most cases, at a premium level to the Economy & Midscale offerings. This lodging option, coupled with 
the ambience and physical setting of a B&B commands higher rates targeted to an upscale market.  
 
Pricing varies significantly in this market between summer and the other seasons which is typical in a 
beach destination within Ontario. There is little winter activity such as skiing in the destination to drive 
winter occupancy and room rates.  
 
Figure 14 below shows the Saugeen Shores hotel supply and estimated pricing levels throughout the 
year. There are approximately 300 rooms on offer on a regular basis, excluding the local listings of Airbnb 
and VRBO.  
 
There are approximately 300 rooms available per day in the traditional hotel, motel and B&B categories 
within and 60 to 70 daily lodging listings located in Saugeen Shores on offer from Airbnb and VRBO. 
There is also an equal number of listings promoted as Saugeen Shores listings but actually located in 
nearby communities including Owen Sound and Kincardine. Also, of note, the number of Airbnb listings 
for Saugeen Shore increases outside the peak tourist season once cottage owners have used the 
cottages during the summer season. 
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Figure 14 Saugeen Shores Hotel Supply and Pricing 

Property Prod. 
Scale 

# 
Rms 

Avg. rate(e)*  %** 
Bus/Leis Summer Fall/Spr Winter 

Super 8  Mid 50 -
60 

$220+ $175 $150 70/30 
Quality Inn $200+ $135 $120 65/35 
Travelodge 

Econ 
 

Less 
50 

$140+ $115 $90 50/50 
Sand Castle Suites n/a $140 $135 30/70 
All Seasons  $120 $75 $65 30/70 
Stop 21 $120+ $70 $50 30/70 
Manor  $120+ $65 $50 30/70 
Maplewood $100 $65 $65 30/70 
Windspire 

B&B 
 

4 $230 $130 $115 10/90 

Chantry Breezes 3+2 
cott. n/a $215 $155 10/90 

Watch Hill 4 $275 $175 $150 10/90 
Southampton Inn 5 n/a n/a $140 25/75 
Silken Retreat  3 n/a n/a n/a 10/90 
173 High Street  3 $210 $200 $190 10/90 
A Knight Southampton  3 $170 $145 $130 10/90 
Total Approx. 
Rooms/Day 

 320     

Peer-Peer Lodging  Available Rooms by Season  
Airbnb: (approx. 50% 
listings in SS) 

Room/ 
House 45-75 45 75 55 20/80 

VRBO: (50% SS) Room / 
House 7-12 12 7 8 15/85 

 
*prices extracted from property website utilizing specific dates in July, Oct, Jan.  
** Assumption: Business/leisure split based on product & location 
 
The Impact of the Sharing Economy  
The sharing economy has impacted hotel markets globally. Home and recreation property owners are 
listing their dwellings on short-term rental sites that target both corporate and leisure travellers. Peer to 
peer travel has disrupted the hotel industry to the extent that in some markets traditional lodging supply is 
out-numbered by the mass of listings by home or condo owners who are looking to earn extra income 
from their principal residence.  
 
Airbnb and VRBO (Vacation Rental by Owner) have expanded significantly and are impacting the Ontario 
lodging market. Business people travelling at their company’s expense are more likely to utilize the 
standard hotel product, particularly for a short-term stay. Airbnb has had success in capturing the longer-
term business traveller, when the amenities in an apartment or house are of more value.  
 
North American small business owners travelling on business are more likely to utilize companies like 
Airbnb to keep costs in line. The relative strength of the Canadian economy fueling the growth in business 
travel over the past five years has mitigated some of the impact of Airbnb and other disruptors on the 
hotel operators. Hotel development has not, to date, been significantly affected by the exponential growth 
of the peer to peer lodging sector. However, the current generation of millennial travellers, a growing 
segment of Bruce Power employees, could be expected to migrate to Airbnb or VRBO options. 
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Saugeen Shores: The Implications of Peer to Peer Lodging Options 
The lodging supply offered by Airbnb, VRBO and One Fine Stay will continue to be a factor in the lodging 
business. The fact that home and cottage owners can cover expenses or attain a second income on their 
properties has led to a new lodging source and phenomenon that has taken a significant share of the 
leisure market from traditional lodging in North America.  
 
Current projections suggest that the top hotel performers Super 8 and Holiday Inn Express will attain high 
occupancy from the business travel market, particularly that associated with the utility industry. The lower 
end motel segment will also attract more price sensitive business travel, and the family and travellers with 
animals seeking drive up motel product.  
 
Strategic Opportunities 
The promotion of peer to peer options benefits the overall tourism industry although it may create conflict 
with the current lodging supply community. The food and beverage, retail and attractions operators within 
Saugeen Shores will clearly benefit from promoting all of the destination’s lodging product, particularly in 
the summer when price levels are prohibitive for a segment of the potential travellers to the destination.  
 
The lodging and tourism members do not pay a membership fee to belong to a destination marketing 
organization which, in certain markets, excludes Airbnb and similar portals from gaining access to the 
marketing tools of the destination. 
 
The volume of personal lodging rentals through the peer to peer segment will continue to be popular for 
cottage owners looking to monetize the ‘down time’ of their assets. Visitors utilizing a cottage that would 
ordinarily be vacant supports incremental spending with local businesses and, typically, reduces 
vandalism and other petty crimes associated with vacant buildings. 
 
Recommendations 
As vacation rental platforms become more common, the Town can play a role in integrating these owners 
and operators into the mix of local tourism partners. The Town can also work to promote the broader 
base of accommodation options with the inclusion of Airbnb and its competitors. A destination can 
achieve this end by ensuring that the traditional hotel and motel assets within a community are provided 
priority positions on websites with both their descriptions and time-sensitive promotions during off-peak 
periods. 
 
Saugeen Shores could play a role in educating vacation rental owners and operators and working to 
establish quality standards for rental properties. The Short Term Accommodation Association (STAA) 
launched the first accreditation program in the UK for short term rentals in March 2019; the first step to 
some level of industry regulation. Considering the impact of the peer to peer room rental global sites on 
the hotel industry at large, it is assumed that increasing instances of regulation will be implemented 
across North America municipalities. The impact of the sharing economy has led Nova Scotia to introduce 
an industry-led program that ensures visitors receive appropriate clean and comfortable accommodation 
during their stay in the province. The Quality First Program will most likely be replicated in many 
jurisdictions as the inventory of listings of Airbnb and VRBO properties will significantly outnumber the 
fixed roof lodging supply. 
 
Visiting Friends and Relatives 
Visiting Friends & Relatives (VFR) is one of the largest forms of global travel. VFR travel is defined as 
travel where the primary purpose of the trip or the type of accommodation involves visiting friends and/or 
relatives. 

Over the past decade tourism bodies and municipalities are beginning to recognize the impact that the 
local community can exert on tourism spending. At the same time, the accommodation sector does not 
have as much to benefit from the VFR travel segment and as a result are often not supportive of DMOs 
efforts to develop this visitor sector. 
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VFR travel expenditures differ from the typical business or leisure segment because the spending is 
spread throughout the community rather than confined to a narrow tourism area.  

The large and relatively financially stable population base in Ontario benefits from a large number of 
hosts and host accommodation and stimulates travel visitation beyond the provincial borders.  

The number of immigrants moving to Ontario in the past two to three decades has created a new VFR 
opportunity. The GTA and Southern Ontario has attracted an immigrant base from Asia, Africa and South 
America that entertain relatives on a regular basis. The value of the long-stay visitor to the tourism sector 
is particularly significant as recent immigrants to Ontario are highly motivated to ‘show off’ the amenities 
in their new home province.  

Saugeen Shores has experienced strong population and employment growth. The Saugeen Shores 
Economic Development Strategic Plan (2018) reports that the projected growth from a younger 
demographic will include a greater share of new immigrants to Canada. The combination of a younger 
highly skilled demographic coupled with an increase in new Canadians is expected to result in increased 
VFR activity. 

In addition to the expenses made by visitors during their visit, these VFR trips also encourage host 
spending. The Economic Development Strategic Plan documents that Ontarians spend a considerable 
amount of money when friends and relatives come to visit, mainly by providing meals (often out of home) 
and entertainment. Many VFR travellers from overseas spend nights in paid accommodation for at least a 
portion of their trips. In many cases, friend/relative visits also encourage the host to travel out of town with 
their guests, creating significant incremental tourism impact. This is especially true for VFR involving 
overseas guests4. 

As noted in Figure 15, three quarters of all Ontario residents have relatives from outside the province. 
Over half of all Ontarians have hosted relatives from outside the province. A full 45 percent of Ontarians 
have hosted VFR in the past five years. Saugeen Shores’ location, three hours from the GTA means that 
there is even greater propensity to visit overnight. 
 
Figure 15: the Ontario VFR Market 

Ontarians with relatives outside 
Ontario 

Ontarians who have hosted 
visiting relatives from outside 
Ontario 

Ontarians who have hosted VFR 
in the past 5 years 

   

Source: Adapted from http://www.mtc.gov.on.ca/en/research/studies/Impact_of_VFR.pdf 

Strategic Opportunities 
The VFR segment represents a significant opportunity for Saugeen Shores’ tourism activity. 
 

                                                   
4 http://www.mtc.gov.on.ca/en/research/studies/Impact_of_VFR.pdf 

75% 56%
45%



 
 
 
 

 

28 
 

Mellor Murray Consulting • Saugeen Shores Tourism Strategy 

Saugeen Shores and the surrounding communities are unique throughout Ontario due to the continuing 
influx of a younger, highly skilled workforce attracted by the continued growth and influence of Bruce 
Power. In addition to the mature homeowners, the growing influx of employees under the age of 40 create 
an even greater opportunity for entertaining friends and relatives from large metropolitan centers in the 
province. The challenge for Saugeen Shores, beyond growing the tourism segment, lies in developing 
community assets that meet the needs of young individuals and families who have migrated in recent 
years.  
 
Promotion of community tourism assets to its own residents is more than a ‘Things to Do’ column in the 
local newspaper. A simple web site, offering a combination of periodic features of local business 
personalities accompanied by short term tactical product and pricing, will help increase the awareness 
levels of local amenities by residents.  
 
Any future tourism strategy employed by the Town should include a robust element of storytelling 
supported by tactics that elevate awareness levels of hosting visitors. The obvious opportunity for 
delivering a message to the new younger generation of homeowners involves the simple use of sharing 
stories from within the community. Saugeen Shores should also consider a Tourism Ambassador 
Program to prepares and certifies business with local knowledge of experiences. Theses program have 
been successful throughout Ontario destinations in highlighting the value of educating the community on 
the value of tourism.  
 
Marketing 
 
Overview of the Marketing Role 
Marketing a destination has evolved dramatically over the past decade. Previously the DMO focused on 
promotion and advertising intended to attract a mass audience. Today DMOs work to create an 
environment that enables visitors to communicate and share their experiences through digital channels. 
The key element in marketing a destination is an honest and straightforward presentation of the assets 
and experiences offered within the community.  

Smaller destinations, too often, imitate larger destinations in order to attract visitors, which somewhat 
misses the point when attempting to connect with their audience. Generally, visitors travel to smaller 
destinations for different reasons than major centers. Those who travel through smaller communities wish 
to experience the personality or unique characteristics in getting a sense of the community. The couple or 
family touring through the South Lake Huron coast of Ontario want to experience the smaller shoreline 
centers located between Sauble Beach and Grand Bend.  
 
The role of the marketer is to capture the perspectives and stories of the visitors particular to each season 
to tell the story of Saugeen Shores. The website informs the browsing public of the destination features 
and, equally important, shares the stories of the visitors’ experience in the destination.  
 
Destination Marketing Components 
A study by Destinations International identified the trends expected to have a positive or negative impact 
on destination organizations and determine the extent to which the DMO could influence or capitalize on 
these trends. As demonstrated below technology and digital marketing provides the greatest opportunity 
to influence and exploit. The study specifically references opportunities with customized content, mobile 
connection, personalized travel experiences, the dominance of video, social media, mobile platforms, 
geotargeting and localization. 
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Figure 16: Destination NEXT 2017 Future Map 

 
Source: Destination Next: A Strategic Roadmap for the NEXT Generation of Global Destination 
Organizations, 2017 Futures Study Update5 

Brand Positioning 
The first and most valuable role of the destination marketing team is to establish Saugeen Shores brand 
positioning. A well-researched brief on the overall impression and key takeaways of a visitor to the 
community creates the ‘canvas’ on which the story of the destination will be crafted. The brand positioning 
is typically developed from a combination of internal informal research of visitor profiles and comments 
from the visitor centres, retail and food and beverage operators and the accommodation sector. 
 
Saugeen Shores would benefit from a brand strategy for the Town which incorporates the communities of 
Southampton, Port Elgin and Saugeen Township that can stand alone from the higher level of county, 
region. This strategy would be developed with an understanding of the strategic input to the branding 
processes conducted by both County and Region. 
 
The role of the municipality’s tourism department is to develop a straightforward positioning statement 
that embodies the product offering to a visitor. It is imperative that a clear, concise tourism brand position 
forms the basis for marketing communications on the website or through social media channels.  
 
A crucial first step is crafting the brand messaging, which will influence all marketing communications. It is 
developing a brand persona for Saugeen Shores. Careful consideration needs to be taken to ensure that 
there exists a consistent theme in the ‘voice’ of the destination. The tourism marketer representing the 
community must take careful consideration in crafting the way in which the destination communicates its 
assets and virtues to the audience which, in most cases, will be delivered through the website or social 
media channels.  
 
The brand persona relates to the way in which marketers and the community at large wishes to be heard 
by target travel audiences. Representing the voice of a municipality, particularly one that is transitioning at 
a relatively rapid pace such as Saugeen Shores, is a responsibility of both tourism and overall economic 
development outreach. In most cases, a new group taking on a marketing communication role for a 
destination will embark on a process of acquiring views from many corners of the community.  
                                                   
5 Destination Next: A Strategic Roadmap for the NEXT Generation of Global Destination Organizations, 2017 Futures 
Study Update, p 4., Destinations International 
https://destinationsinternational.org/sites/default/master/files/DestinationNEXT%20Futures%20Study%20Update.pdf, 
Accessed Sept. 26, 2019. 
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Once a brand persona has been vetted by appropriate stakeholders, there is a need to create an internal 
standardized profile reflecting the voice of the destination and the language that best reflects the 
community.  Saugeen Shores is not a typical tourist destination and may wish not to promote itself similar 
to that of cities possessing numerous attractions and visitor spending outlets. 
 
The role of the marketer is to apply consistent messaging through all traditional and electronic media 
channels in order that the destination is positioned consistently.  
 
Saugeen Shores’ Tourism Assets 
Saugeen Shores is located adjacent to Lake Huron and boasts a combination of assets related to both 
outdoor physical activities as well an urban setting centred around attractive Main Streets in Port Elgin 
and Southampton. Most notable for summer visitors is the presence of 18 kilometres of waterfront with 
two sandy beaches located adjacent to the downtown core of each of its historic towns. The easy access 
from the beaches to high quality retail, food and beverage, and other services supporting the summer 
tourist sets Saugeen Shores apart from many other coastal communities on Lake Huron. A proposed 
waterfront development would provide additional amenities to leverage the waterfront in all four seasons. 
 
The Town’s outdoor offerings includes high quality cycling trails for participants of varying skill levels 
during three seasons and supports a growing sector of Ontario tourism activity originating in the heavily 
populated GTA. Additionally, an abundance of hiking trails range from relatively flat rail trails to more 
aggressive routes providing challenges for experienced hikers. 
 
Saugeen Shores hosts a number of seasonal events which draw visitors from throughout Southern 
Ontario and are responsible for attracting first time visitation to the region. The highly acclaimed Gran 
Fondo Lake Huron cycling event held annually in August is a significant attractor for cyclists and their 
families from outside the region; while the Pumpkinfest event held each Fall is a tourist draw for families. 
The Lighthouse Blues Festival in nearby Kincardine is one of several music and other regional special 
events which bring tourism spending to Saugeen Shores in the lodging, retail and dining sectors.  
 
A key component of visitor activity to Saugeen Shores is the attractive downtown cores of Southampton 
and Port Elgin. Both of these retail and dining centres provide attractive walking and browsing 
opportunities adjacent to the coastline, distinguishing Saugeen Shores from many similar municipalities 
located near the Great Lakes in Ontario. 
 
Defining the Experience 
Destinations promote travel experiences that align with the brand positioning and the target visitor 
profiles. Any destination website must include the tourism assets provided by the local business 
operators. The website is a core element of the tourism marketing effort. The primary role of the website 
is to define the experiences available to a prospective visitor.  
 
Identifying the visitor experiences available in a destination may appear obvious; however, it requires 
market research to develop the handful of experiences that best identify the core visitor profile. The 
tourism marketer builds a strategy by canvassing the various business sectors which interact with tourists 
from all of the accommodation, retail, culture and event business and organizations. The community’s 
sports and arts representatives play a significant role in the development of tourism product within a 
community and should be included in the canvassing process. 
 
Residents that currently entertain visiting friends and relatives are a rich source of information to gauge 
visitor experiences in the municipality. The utility industry workforce is a natural target for this type of 
research considering the large number of people that have recently migrated to the region from larger 
centers in Ontario.  

The destination’s catalogue of experiences shifts the perspective of a marketer from a focus on the local 
assets to a focus on the characteristics of a potential visitor. Research and available data from regional 
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tourism organizations such as Bruce County and RTO7 will provide valuable insights into Saugeen 
Shores’ experiences inventory. Saugeen Shores Tourism can also utilize research on brand and visitor 
experience such as the Bruce County Brand Study issued in 2016. 

RTO7 can assist with leveraging funding for a tourism specific website utilizing architecture from Bruce 
Grey Simcoe. This program allows partners to create an affordable specialized website with analytics and 
supports the sharing of stakeholder information with Saugeen Shores. 

Figure 17: Hamilton Halton Brant tourism website  

 
 
 
 
 
 
 
 
 
Source: www.theheartofontario.com 

Delivering the Message 
Once the brand messaging and marketing communications guidelines have been established, the 
marketer will develop a hierarchy of natural and business assets to profile. The tourism website will make 
room for most attractions, events and ancillary businesses such as dining and drinking establishments. 
The hierarchy determines which assets carry a greater degree of profile relative to each season. A key 
element of a communications plan will be to profile a selection of new or understated or undiscovered 
tourism entities which may not ordinarily be profiled.  
 
The communication strategy which embodies digital messaging through the web and social media 
channels must incorporate the brand and tactical messaging with a unifying strategy. This concept has 
been altered significantly in the recent decade as the inclusion of social channels has created a multi 
directional conversation on the state of customer service and the general product quality of a destination 
and its businesses. In many cases the tourism message is mostly crafted by the share of voice occupied 
by the visitor. Clearly, the only viable strategy of defence against negative social commentary of a 
destination lies in the need of the marketing practitioners to maintain a level of honesty and 
responsiveness to customer negative comments.  
 
The most valuable component in delivering the message on the destination’s tourism assets and in 
elevating its image to a digital audience is by sharing experiences from the mouths and pens of the 
visitor. A significant level of marketing budget has been recouped by tourism organizations over the years 
as the ‘push marketing’ mentality of utilizing printed material, emails, and radio or TV spots has been 
usurped by the power of the customer’s voice. The DMO has a role to play in adopting this new 
philosophy and training tourism operators on this new approach. 
 
Marketers are now focused on listening to guest feedback and actively establishing vehicles for sharing 
customer experiences. Establishing forums for visitor reviews and overall perspectives on the destination 
is the current honest ‘hide no secrets’ approach to marketing a destination. Destination blogs are also 
gaining popularity with DMOs as a strategic tool to gain interest in a destination. 
 
Digital Marketing 
The use of conventional printed brochures and print advertising has diminished significantly with the 
advent of digital tourism marketing. Some tourism businesses wish to utilize hard copy for on-site 
handouts or for distribution in visitor centers; however, the municipality is best suited to focusing on digital 
means to communicate its tourism assets and experiences with minimal print materials. 
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Communicating the features and benefits to a potential visitor is the primary function of a destination 
website with support by various social media platforms. Travel websites are designed to assist the user to 
search the content that best informs them of the destination’s assets and experiences. The main 
elements of a website supporting a destination like Saugeen Shores are: 
 

• Video: Hosting a hub for video visitor content for 30 second experience access as well as local 
operator comments.  

• Story Telling: Providing access to citizens to share stories and offer a human face to the 
vibrancy of the community and by voicing the benefits of living, working and visiting the 
community.  

• Influencers: Providing portals for on-line influencers, with highly engaged audiences, who utilize 
blogs, YouTube, Instagram etc.  

• Trip Planning: Integrating robust trip planning capabilities for the Bruce/Huron region.  
• Feature Profiles: Featuring a local tourism operator each week complete with video or written 

interviews referencing both the features of their asset and the value of the destination at large. 

Figure 18: Elements of a Website 

Trip Planning: My Stratford Concierge Story Telling – Learning to Fly Fish on the 
Grand River 

 

 
Source: visitstratford.ca Source: https://solotravelerworld.com/learning-to-

fly-fish-grand-river/ 
 

Feature Profiles: Texas Longhorn Ranch, 
Middlesex County 

Instagram post from social influencer 
burdickjoy #alwayschooseadventures 

  
Source: https://visitmiddlesex.ca/video-feed Source: @burdickjoy 
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Social Marketing Tools  
Facebook and Instagram are the predominant social channels travel marketers use to target specific 
audiences and deliver personalized message to engage interest in their destination. Facebook is a 
popular tool for travel recommendations.  
 
Snapchat and Instagram Stories, tailored to a younger demographic are emerging tools, destined to 
become a main staple of destination marketers. Snapchat uses live, one on one communication through 
its chat feature, allowing visitor centers to offer enhanced services in responding to destination queries. 
DMOs are monitoring social media channels like Facebook, Instagram and twitter to welcome visitors as 
they check in to the community.  
 
Proximity Marketing  
Proximity marketing utilizes location technologies to directly communicate with customers via their 
portable devices. Examples of proximity marketing in tourism includes distributing visitor information to 
travellers passing through a region. Text messages delivered to individuals touring through a region can 
be very effective for promoting festivals, farmers’ markets and special pricing for local retail or lodging 
business. 

Tourism marketers are experimenting with NFC (Near Field Communications). Tourism businesses install 
a device with promotional information which can be accessed by a person touring on highways within a 
specified distance from the destination. SMS Geofencing is similar to NFC. Specific text message 
applications use a location to send text message to the devices of a specific target audience.  

These contemporary digital marketing tactics may have potential for the Saugeen Shores tourism 
community given the large numbers of travellers that drive through the region, particularly in summer and 
fall. Businesses and event organizers can use these tools to message cell phones and attract a targeted 
visitor category; visitors that may not have intended to come to the community. Proximity Marketing and 
Geo-fencing are currently being used by small and mid-sized Ontario destinations. This form of digital 
communication to highway travellers within a defined number of kilometers, is mostly utilized as a 
supplementary tactic to the web site. Geo-fencing is an emerging technology and while current numbers 
of DMOs using this tool are relatively small, Saugeen Shores would have an opportunity to differentiate 
itself as an early adopter.   

Figure 19: Proximity marketing example 

 
Source: http://theappecosystem.blogspot.com/ 

 
Strategic Considerations 
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Saugeen Shores does not currently have a consistent voice or brand position. The Town has a 
compelling story that should be positioned to speak to the four key visitor profiles of nature lovers, 
outgoing mature couples, up and coming explorers and family memory builders as well as engaging the 
hosts for visiting friends and relatives. 
 
Saugeen Shores needs to establish one official tourism website to replace the five existing websites and 
support it with social media channels that also speak with the same persona. The website should be the 
portal for all Saugeen Shores experiences and tourism assets with a clear call to action and links to 
operators’ bookable inventory. Any print material is secondary to the digital offerings and should direct 
visitors to the more detailed information available online.  
 
The marketing strategy should focus on producing regularly updated seasonal content that is aligned with 
visitor interests, telling the unique stories of the people and experiences in Saugeen Shores. Visitor 
Information Centres have also evolved to a more digital presence requiring less staff and greater 
emphasis on accessing the content available online.  

The DMO should play an important role in assisting local tourism operators to adapt digital marketing best 
practices including providing an inventory of professional and user generated images and videos that 
highlight key experiences and leverage digital platforms such as TripAdvisor and advertising via Google 
AdWords. 

Tourism Staffing 
There are two roles required for a tourism marketing function for a destination of Saugeen Shores’ size, a 
tourism coordinator and a marketing specialist. 

Tourism Coordinator 
A tourism coordinator would be responsible for strategy and industry communications; supporting the 
needs of the Town, tourism operators and related local and regional organizations.  

This individual would be responsible for the following: 
• Tourism subject matter expert reporting to the Senior Economic Development role. 
• Key internal communications activity on tourism issues and opportunities within municipal 

government and the community at large.  
• Primary liaison role on behalf of Saugeen Shores participating with Bruce County and RTO7 

tourism organizations at the regional level, as well as interacting with similar municipalities 
throughout the broader Lake Huron region. 

• Supporting the needs of tourism focused festival and events which require municipal support in 
terms of festival organization and by-law requirements.  

• Research and related travel data on behalf of the community’s tourism operators. 
• Management of any full-time or temporary staff within the municipal tourism environment. 

Digital Marketing Specialist 
The other staffing requirement within a municipal structure is that of a Tourism Digital Marketing 
Specialist. The ideal candidate for this role is a recent graduate of a Community College tourism or e-
marketing program. This role requires an individual who is familiar with the most recent technology, tools, 
and communication tactics within the digital environment. This is an entry level position, providing the 
individual with the first step to a digital marketing tourism career.  
 
 Responsibilities for this role include: 

• Hands-on support of the destination website.  
• Maintenance and upgrading of all website and data base tourism information provided by the 

local industry.  
• Developing e-messaging tools internally to the community and externally to relevant data bases.  
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• Maintain a level of knowledge and application of emerging proximity marketing technologies to 
support tourism in Saugeen Shores.  

• Maintain the Visitor Centre tourist information kiosks or related technology to both inform and 
respond to visitor enquiries. (with support from the Chamber of Commerce). 

• Support the senior role with technical support for community communications.  
• Communicate with similar roles at other RTOs to ensure consistent digital communication 

messaging.  

Seasonal Staff 
Most tourism destinations employ peak season temporary staffing to address the uptake in visitation 
relative to visitor information centers. Typically, these roles are offered in the summer to students 
currently engaged at one of Ontario’s community colleges or universities.  
 
Responsibilities for the role include: 

• Staffing the destination’s visitor center to handle information enquiries 
• Filling in slow periods of guest interaction with special projects such populating social media 

platforms 
• Peak season employees are utilized for a myriad of special projects which full time staff are too 

busy to accomplish 
• Temporary staff are also used in all seasons as additional staffing for festivals and local events 

which peak in attendance on weekends. 

Figure 20: Recommended Tourism Staff 

 

Other Opportunities 
 
Conferences and Meetings  
Corporate meeting space operating within a municipality or resort location is a tool that any destination 
marketer will promote as a key asset to a community. Although tourism development and corporate 
meeting spaces are intrinsically tied in the pursuit of government investment on behalf of a particular 
destination; conferences and corporate meetings are mostly about economic development.  
 
Conferences are required to promote professional and business development, academic and research 
exchange of ideas, as well as filling the supplemental role of serving the meeting and banquet social 
needs of a community. Although the case for building a conference or corporate meeting space typically 
lies with the tourism sector, the true value is found in the ability to advance a region’s economic 
development agenda. The role of corporate meeting facilities as instruments of economic development 
does not neglect the priorities of the tourism sector, but rather serves as a means of expanding the role of 
how a center generates value for the community.  
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The value of the development of corporate meeting space for Saugeen Shores and Bruce County is, in 
part, the creation of destination exposure among both business and social organization members that 
may not otherwise visit and appreciate the destination. The region’s connection to the nuclear power 
industry certainly justifies investment in a meeting facility that serves both the business community while 
providing function space for each of the association, fraternal, and social wedding & celebration 
segments.  

Recognizing the impact of a conference center on the economic development goals of a municipality, 
much of the direct evaluation of a centre’s effectiveness focuses on what it contributes to  the 
tourism/hospitality sector; often simply the number of hotel room nights generated and the impact on the 
community’s retail and food & beverage operators. Additional hotel investment beyond the Holiday Inn 
Express and proposed Microtel developments, will be determined by the presence of the utility industry 
and its impact on lodging occupancy. 

A key factor in introducing corporate meeting space to a region lies in the competitive geographical 
landscape in which the meeting facility is located. The chart below outlines meeting space facilities that 
are located within 100 kilometers from Saugeen Shores, and would be considered as immediate 
competition to newly developed corporate meeting facilities in the municipality. However, the distances to 
both Collingwood and Goderich as the nearest competition to corporate meeting facilities is well beyond 
the radius guidelines followed by developers in determining competitive risks. Collingwood possesses a 
significant level of square foot volume and quality of meeting facilities, supported by an ample lodging 
inventory that would be a competitive advantage throughout the South Georgian Bay region. 
 
Meeting facilities in Kitchener–Waterloo such as Bingemans or the numerous facilities associated with the 
Universities of Waterloo and Wilfred Laurier are approximately 150 km or a two-hour drive from the Bruce 
region and the Lake Huron communities.  
 
A key element in determining the location of corporate meeting space within a community is the 
pedestrian access to the ‘Main Street’ amenities available to meeting attendees. Throughout North 
America, meeting spaces which are somewhat isolated in suburban areas or near freeways, can be less 
desirable to meeting planners than those located near the center of metropolitan areas. The Lake Huron 
waterfront adjacent to either Port Elgin or Southampton is a natural location to attract meeting planners to 
the facility.  
 
Seasonality is a significant element in determining the demand levels and financial success of a meeting 
facilities. Saugeen Shores possesses a visitor pattern that would not be suited to July & August larger 
scale meetings, although the obvious wedding market is an exception. Spring and Fall seasons are most 
appropriate in the corporate, association and fraternal segments of the meetings industry due to the 
personal vacation timing combined with high hotel occupancies resulting in lower availability and elevated 
pricing levels.  
 
Figure 21: Convention and Corporate Meeting Space within 100 km of Saugeen Shores 

Facility Description Location/km from  
Saugeen Shores 

Blue Mountain Four separate facilities including Blue 
Mountain Inn & Westin Trillium House. 

Collingwood 100km 

Living Water Resort & Spa Social & Wedding Venue Collingwood 100km 
Goderich Columbus Banquet 
Hall 

Association/Social Goderich / 85km 

Unifor Family Education 
Center 

Local Union facility utilized for 
community meetings, conferences 

Local 
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Bruce Power 
The refurbishment of the Bruce Nuclear facility has profoundly impacted Saugeen Shores. As noted 
earlier, the potential VFR market is increasing in step with the Town’s employment and population growth.  
 
The business activity surrounding Bruce Power and the related suppliers has created a demand for 
convention and event space. The average expenditure of convention and corporate travellers typically 
outpaces that of leisure travellers but is more skewed to accommodation and food and less on attractions 
and entertainment. 
 
The influx of new employees and residents has created greater demand for housing. The community is 
experiencing shortages in affordable housing for the service and retail workers employed in tourism 
related businesses. Saugeen Shores identified this challenge in the Economic Development Strategic 
Plan and the Town is working with local businesses and the development committee to begin to address 
this challenge. 
 
Bruce Power has established itself as a willing and motivated partner in advancing the regional economy. 
The company’s past behaviour would suggest that it could be a strategic partner in boosting the economic 
impact of tourism through convention and corporate meetings, leveraging the VFR market and addressing 
the needs for a range of housing types for Saugeen Shores residents.  
 
Workforce 
Workforce development is a priority area addressed in the Saugeen Shores Economic Development 
Strategic Plan. The Town has established a Community Improvement Plan (CIP) providing incentives for 
the development of affordable housing. RTO7 has established a tourism workforce development strategy 
in 2011 to support the training needs of tourism businesses in the region.  
 
Saugeen Shores has hosted information events to engage the business community in finding solutions to 
workforce challenges. The Town is also working with the University of Guelph on a labour shortage study. 
 
Saugeen Shores’ tourism appeal is an important factor in attracting talent to the Town. 
 
Waterfront 
Saugeen Shores’ waterfront is the Town’s primary tourism asset and as such it is imperative that the 
impact on the tourism sector is a consideration of any initiatives impacting this crucial resource. 
 
The Waterfront Master Plan (2014) was developed after extensive consultation with residents. The plan 
highlights the economic and tourism activity at the waterfront. The Waterfront Master Plan is intended to 
provide an enhanced visitor experience. The Town is also proceeding with environmental awareness 
events in partnership with the Lake Huron Coastal Centre and is pursuing federal funding for the break 
wall reconstruction. 
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Vision and Mission 
 
Vision and mission statements serve as a road map for the strategic plan. The vision describes the 
desired future state for Saugeen Shores. It is the long-term direction that serves to align and inspire. The 
mission describes the current state and the purpose of Saugeen Shores’ tourism strategy. Together the 
vision and mission establish a focal point that provides a guide for making decisions and allocating 
resources. 
 

 Vision 
 
Saugeen Shores is a preferred all-season tourist destination. The tourism sector is an 
important contributor to the Town’s economic wellbeing and quality of life. 
 

 Mission 
 
The Town of Saugeen Shores leads its tourism partners in sustainable product 
development and promotion to increase tourism’s economic and social benefits. 
 

Goals and Objectives 
 

 Goal Objective 

 
Effective leadership Consistent, cohesive tourism program development and 

implementation 

 
Extended Tourism Season Increasing tourism activity outside the summer months 

Increasing the economic impact of the tourism sector 

 
Sustainability 

Considering the environmental impact of tourism 
programming 
Supporting local businesses 
Ensuring tourism contributes to residents’ quality of life 

 
Quality accommodation  Quality accommodation to meet emerging traveller 

needs 

 
VFR Activity Increasing the economic impact of VFR travellers 

 
Strategic Marketing  Targeting key visitor segments with a combination of 

conventional and digital marketing tools 
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Recommended Actions  
 

 

Goal 1 Effective Leadership 

Strategic Objective Consistent, cohesive tourism program development and 
implementation 

 
Destination leadership is a function of informing, educating, advocating, providing relevant data and 
research, and developing a strategic communication framework for local stakeholders. The commitment 
to the tourism strategy predicated on the investment in the human and financial resources needed to 
implement the strategy.  
 
The Town of Saugeen Shores’ will need to work with all tourism stakeholders to provide a vision of 
the successful implementation of the tourism strategy and each stakeholder’s role within the 
strategy. Communication and consistency of messaging will be critical elements in the successful 
implementation and stakeholder engagement. 
 
The Town has an important role to play in helping local tourism stakeholders to keep pace with 
tourism trends, stay abreast of local tourism programming, opportunities to participate and support 
their business operations. The Town should also act as a hub for tourism stakeholders to network, 
share their insights and collaborate on programs and experience development. The Town can also 
help coordinate training and other services that may not be accessible to individual tourism 
operators or related organizations. The communications tools for the tourism partners should include 
a combination of meetings, workshops, online resources, email blasts and others as appropriate.  
 
As the link between the tourism sector and municipal administration, the tourism staff have an 
important role in advocating for policies and infrastructure that support tourism. The tourism staff will 
provide valuable insight into addressing and facilitating permitting and bylaw requirements for 
tourism related activities. The Town can also support bids by local associations for sports 
tournaments and regional meetings and events. 
 
The Town of Saugeen Shores is currently studying a proposal for a facility which would include 
indoor event space. In the preliminary stages, the tourism staff can provide information on the 
potential economic impact of corporate events. As this or other projects progress, the staff could 
support event attraction efforts with promotional material and connections with tourism related 
businesses to support the event coordinator’s needs. 
 
Tourism staff could also provide similar insights and supports for the Sports Tourism sector including 
estimating economic impact, supporting bids for hosting events, providing promotional materials and 
specific connections for event coordinators and facilitating permits and rentals in cooperation with 
the facilities staff. 
 
Actions 
 

1. Invest in the tourism staff and budget required to implement the tourism strategy 
2. Inform, engage and coordinate stakeholders on the delivery of the tourism strategy, product 

development and overall positioning of the destination. 
3. Inform and support tourism operators in elevating visitor experiences and engagement, product 

development, experiential tourism and digital marketing and advocate for their success 
4. Conduct and share relevant tourism research and data with tourism stakeholders, providing 

relevant analysis and recommendations 
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5. Conduct timely stakeholder information sessions to connect tourism related businesses, educate 
on tourism trends and opportunities and coordinate tourism programming 

6. Inform senior staff and elected officials on municipal issues with may impact tourism 
programming and related businesses and tourism issues that may impact the municipality. 

7. Establish a tourism partners portal to share resources, inform and engage tourism stakeholders  
8. Execute a product development program that includes corporate events, sports tourism and 

experiential tourism 
 

 

Goal 2 Extended Tourism Season 

Strategic Objective Increasing tourism activity outside the summer months 
Increasing the economic impact of the tourism sector 

 
Most tourism leaders in Ontario are focused on developing strategies which address visitation 
opportunities to drive business beyond the high demand periods of the summer months. Though it is 
difficult to entice travellers to a destination in less temperate seasons, there are certain strategies to gain 
the attention during the off-season. 
 
Planning for off-season events and promotions should begin before the peak season. It starts with 
developing off-season experiences and tourism product. Community businesses and associations should 
be convened to develop the off-season experiences and offerings that will attract the target visitor 
segments. Tourism operators should be encouraged to develop off-season programs and activities which 
are then promoted to summer visitors during their visit to Saugeen Shores. Summer visitors should be 
encouraged to subscribe to the tourism blog or connect via social media or other digital tools for follow up 
on off-season events and programs.  
 
The town may also want to consider incentives for shoulder season programming including subsidized 
digital marketing campaigns and event coordination support. 
 
Actions 

1. Develop off-peak tourism content and promotion offers to promote to visitors during the peak 
travel periods  

2. Compile traveller data from peak season visits to reconnect and promote off-season activities and 
assets 

3. Develop an off-season event strategy with community businesses and associations backed by 
financial and marketing support 

4. Consider incentives for infrastructure and programming to grow tourism’s shoulder-season 
5. Support the establishment of corporate meeting facilities 

 

 

Goal 3 Sustainability 

Strategic Objective 
Consider the environmental impact of tourism 
programming 
Supporting local businesses 
Ensuring tourism contributes to residents’ quality of life 

 
Sustainability is an important consideration for the tourism strategy as outlined in the stakeholder 
consultation. The UN Sustainable Tourism Principles, detailed earlier in this strategy provide a good 
framework for assessing the sustainability of any proposed tourism initiative in Saugeen Shores.  
 
The stakeholder consultation revealed that residents and tourism stakeholders were most supportive of 
efforts that would not contribute additional traffic or crowding of limited waterfront resources. As noted 
earlier in this report, the amount of vacation rental properties available for rent actually increases after the 
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summer months. Encouraging operators to offer programming for the shoulder-season would address 
both of these concerns.  
 
Tourism operators and event coordinators are an important component of sustainable tourism. The Town 
can support their efforts through education and promotion in the various communications with tourism 
stakeholders.  
 
The issue of managing and protecting Saugeen Shores’ waterfront was an area of significant discussion 
during the stakeholder consultation. It is clear that the Town needs to educate residents, and, to a lesser 
degree, visitors on the Town’s sustainable waterfront management practices and provide ways for 
individuals to contribute to the protection of the waterfront.  
 
Sustainability also includes supporting the viability of the downtowns and local businesses. The Tourism 
marketing programs should feature the food and beverage, retail and services in the downtowns as an 
integral part of the tourism offering in Saugeen Shores. The BIAs are important partners in these tourism 
development and marketing efforts. The tourism trolley plays an important role in encouraging visitors to 
explore Port Elgin and Southampton downtowns. Saugeen Shores should ensure that local businesses 
are aware of and accessing the small business supports available through Bruce County. 
 
Finally, Saugeen Shores should follow and learn from the efforts from communities that have established 
sustainable tourism programs including responsible social media tagging programs. Campaigns such as 
Jackson Hole’s “Keep Jackson Wild”6, more local efforts to address overcrowding at the Grotto in 
Tobermory and organizations such as Leave no Trace7 can provide resources and ideas to ensure 
Saugeen Shores’ natural assets are maintained and protected for future visitors and residents. 
 
Actions 
1. Review tourism programs and efforts for alignment with the UN Sustainable Tourism Principles 
2. Consider incentives for shoulder-season programming (See Goal 2 Action 4) 
3. Educate operators and event coordinators on sustainable efforts for their operations 
4. Educate residents and visitors on Saugeen Shores’ sustainable waterfront practices 
5. Feature the downtowns and local businesses in tourism promotion efforts 
6. Encourage tourism related businesses to access local small business resources 
7. Encourage responsible tagging in social media promotion 
 

 

Goal 4 Quality Accommodation 

Strategic Objective Quality accommodation to meet emerging traveler 
needs 

 
Destination management involves a continuous focus on the service and physical quality of both the 
overnight hotel offering as well as the peer to peer property rentals which comprise the largest amount of 
available inventory during most seasons. An ever-increasing factor in determining available lodging 
supply in a destination lies in developing a systematic approach to room rental availability by season. 
 
Contemporary practice of tourism organizations includes educating the new breed of lodging operators 
who have not previously been engaged in areas of tourist information, available product support, and the 
level of service standards expected within the destination. Destinations realize the need to ‘sell’ the 
growing inventory of houses, apartments or beach facilities that serve as a significant selling point for 
overnight stays. 
 

                                                   
6 https://apnews.com/873acdd95ed649b3b1700692356fc0ea 
7 https://lnt.org 
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The following actions reflect the opportunity to enhance the quality of overnight lodging offered to 
travellers to Saugeen Shores and the nearby surrounding areas.  
 
Actions 
1. Establish a guest room standards profile which communicates the level of basic services and 

amenities required for hotel and motel providers 
2. Develop a data base of vacation rental listings by season 
3. Produce seasonal communications targeting vacation rental owners/ operators to discuss their role in 

the local tourism industry, quality standards for rental properties, tourism information and tourism 
product support 

4. Host annual educational and networking workshops for vacation rental owners and intermediaries 
5. Conduct regular corporate visits of hotel/ motel operations 
6. Develop an online host toolkit for accommodation operators 
 

 

Goal 5 VFR Activity 

Strategic Objective: Increasing the economic impact of VFR travelers 
 
Saugeen Shores has experienced an influx of new residents attracted to the community to work for Bruce 
Power and the associated supporting businesses. It is also a popular destination for recent retirees 
escaping the overheated GTA real estate market. These new residents can play an important role in 
attracting their friends and relatives to the area.  
 
VFR represent a large share of the tourism market in communities across Ontario. Similar to that of fixed 
roof accommodation, local rental accommodation is a recognized strategy for addressing this sector’s 
seasonal accommodation demand.  

Over the past decade tourism bodies and municipalities are beginning to recognize the impact that the 
local community can exert on tourism spending. VFR travel expenditures differ from the typical business 
or leisure segment because the spending is spread throughout the community rather than confined to a 
narrow tourism area.  

The large and relatively financially stable population base in Ontario benefits from a large number of 
hosts and host accommodation and stimulates travel visitation beyond the provincial borders. 
 
Saugeen Shores can support the VFR sector by providing the tools residents need to host and entertain 
their guests including itinerary suggestions and updates on events, programs and special offerings from 
local businesses. 
 
The assets that make a community a desired tourism location also make it an attractive location to 
relocate. Tourism staff should ensure that the community’s talent attraction efforts are supported with 
tourism promotion materials.  
 
Actions 
1. Provide a seasonal tourism update for the community on key events, retail openings and food and 

beverage features 
2. Inform and remind the community of the impact of VFR spending to the local economy 
3. Develop an online tourism toolkit targeting residents hosting friends and relatives 
4. Customize a VFR program for Bruce Power employees 
5. Support regional talent attraction efforts with tourism promotion materials 
6. Consider adopting an ambassador program to engage stakeholders and interested residents as 

experts in the community’s tourism assets. 
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Goal 6 Strategic Marketing 

Strategic Objective Targeting key visitor segments with a combination of 
conventional and digital marketing tools 

 
Marketing a destination has evolved dramatically over the past decade as TV and print media vehicles 
highlighting the assets of a destination have been replaced by digital tools and communication channels 
that effectively share personal experiences of the tourist. The development and continued nurturing of the 
destination brand is paramount in executing a successful tourism marketing program.  
 
Destination marketing organizations are transitioning to tourism marketing that offers a realistic reveal of 
the destination supported by individual comments and reviews of current and past visitors. Where once 
tourism marketers offered their key messages and benefits by way of ‘push’ marketing in traditional media 
including direct mail to past data bases; the current method of communicating via a tourism blog provides 
real examples of experience sharing and storytelling by the visitor.  
 
Saugeen Shores’ waterfront, outdoor recreation, downtowns and seasonal tourism events should be 
profiled from the perspective of the specific visitor profiles and their interests.  
 
The DMO is required to source and utilize the abundance of research including visitor profiles and metrics 
to identify the type of traveller which matches the current tourism product offering such as outdoor 
experiences, culinary offerings or cultural attractions to their interests. 
 
There are currently four travel information and promotional websites for Saugeen Shores: 

• Visitsaugeenshores.ca 
• Saugeenshoreschamber.ca 
• Visitportelgin.ca 
• Visitsouthampton.ca 

The Town of Saugeen Shores website, saugeenshores.ca also provides some tourist related information. 
 
The travel information and asset listings within these websites overlaps. It does not offer significant 
variation in content to an individual seeking information although in some cases the information is not 
consistent.  Travel information is intended to be easily accessed and spoken with a singular voice which 
in most cases is produced by the destination marketing organization. Furthermore, a travel browser 
searching Saugeen Shores is most likely becoming somewhat frustrated as they access all sites to find 
that the product information is similar although the approach is varied.  
 
Saugeen Shores should consolidate the brand positioning, voice, and travel content within a single web 
entity. Search Engine Optimization (SEO) is fundamental to destination marketing. The Town’s SEO will 
become much more effective when one defined strategy is applied to search parameters.  
Providing a single voice will support the brand and positioning efforts and make it easier for busy tourism 
operators to engage with the digital platform.  
 
Social media channels such as Facebook, Instagram and Twitter are essential elements of a digital 
marketing strategy. Destinations use these platforms to reinforce brand positioning and the character of a 
destination. They also provide timely travel content on product and pricing initiatives.  
 
Travel marketers have transitioned from utilizing online travel agencies, and price comparison websites to 
social sites which both serve the destination’s branding and direct response marketing requirements.  
 
Facebook is the predominant social channel for travel marketers targeting specific audiences and 
delivering specific messages followed by twitter and Instagram. Facebook has become the ‘go-to tool’ of 
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the 40+ demographic. Facebook allows marketers to pinpoint visitor demographics making Facebook ads 
effective in targeting specific visitor profiles. 
 
Instagram Stories is an emerging travel tool tailored to the younger demographic. Currently, travel 
marketers are shifting budgets to Instagram as younger demographics focusing on photo research are 
migrating from Facebook. Almost half of all Instagram users use the app to find new travel destinations 
and places to explore8. Instagram is particularly successful in utilizing user-generated content to engage 
and promote destinations.  
 
Social media also provides significant costs savings in comparison to the earlier decades of print and TV 
marketing. The ongoing move to providing a travel browser with real time experiences through reviews on 
social channels has become a staple for supporting a destination’s focus on experiential travel. 
 
Saugeen Shores needs to establish a targeted social media strategy incorporating Facebook, twitter and 
Instagram to connect and engage with recurring and potential visitors. 
 
The goal of a Visitor Services program is to provide a one-stop outlet for visitors to peruse the entire 
destination product offering including site location, hours of operation and seasonal special events. 
Provide an information outlet for tourism businesses to present their marketing and product materials to 
on-site visitors. Traditional visitor service locations housed staff who were available to answer specific 
questions about the travel businesses within the given location. 
 
The visitor information centre model was a standard in tourism destination for decades. It was traditionally 
the only method for an ‘in-market’ traveller to attain comprehensive visitor information in a one-stop 
environment. Many travellers searched for the opportunity to talk to a live person when entering a new 
destination on their travels. Local industry operators provided the same printed marketing materials to 
their local visitor centre as they utilized at their on-site facility. 
 
More recently tourism product information is disseminated through tourism websites, providing a 
significant cost saving from the traditional print approach to delivering information. Furthermore, the 
access to on-line product information has transformed two to three day driving trips into trips that do not 
necessarily contain pre-planned destination stops or hotel bookings. The transition to accessing travel 
information on a phone has impacted travel-related bookings for lodging, attractions and food due to 
instant access to travel information and special offers.  
 
A blog with text, visuals and video, housed on the tourism website, provides content that can be shared 
through social media, driving traffic back to the website. The blog should feature visitor experiences, 
storytelling and feature attraction profiles while encouraging visitors to share their experiences and build 
upon this foundational material. 
 
The traditional model of Visitor Services has transitioned from a fixed visitor information site to a focus on 
digital interfaces as the primary channel for providing information and responding to questions. The cost 
of printing product information on behalf of a tourism-related business also supports the move to digital 
information in an era where tourism profits and margins continue to decline. It also contributes to the 
growing movement to more sustainable marketing practices. 
 
Saugeen Shores visitor services should begin to transition from the current bricks & mortar installations in 
Port Elgin and Southampton with the introduction of 24-hour digital support for visitors to the destination. 
Free-standing tourism information kiosks with interactive response to queries allows product information 
to be customized to a business’ needs on a daily basis; while offering access to visitors anywhere and 
anytime within Saugeen Shores. These kiosks can be housed at the existing visitor information centres 
and with key accommodation and attractions in the community to supplement traditional printed materials. 

                                                   
8 https://www.convinceandconvert.com/research/instagram-tourism-marketing/ 
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In some areas realtors are also offering visitor information services as a community service and 
opportunity to meet visitors and potential newcomers to the community. 
 
In the short-term, Saugeen Shores may consider adding the digital kiosk to the existing visitor information 
centres as opposed to the removal of the physical space to support the senior travelling demographic 
accustomed to face to face information gathering. Signage at the existing visitor information centres can 
also direct visitors to the online information after operating hours. 
 
The benefits of transitioning to free-standing tourism kiosks include: 

• Provides real-time product and pricing updates by tourism businesses as well as indirect tourism 
participants such as retail, food & beverage, and other operations unrelated directly to a visitor’s 
travel needs. (e.g. Real Estate) 

• The declining use of paper-based marketing and product materials provides needed cost savings 
for the industry operators at large 

• The placement of tourism kiosks has no boundaries which allows for flexible placement of 
installations near the beaches in peak season, or within the vicinity of special events such as the 
finish area of the Gran Fondo. 

• An additional impact of utilizing digital communication as the conduit to visitor information is the 
positive brand image of Saugeen Shores as a contemporary destination. This element is key 
considering the influx of younger professionals relocating to work in the utility sector. 

 
Actions 

1. Establish one official tourism website hosted by the Town of Saugeen Shores 
2. Develop a social media strategy utilizing Instagram and Facebook 
3. Establish a blog focused on visitor experiences, storytelling and feature attraction profiles 
4. Establish target visitor profiles 
5. Adopt a new visitor services program 
6. Develop a branding strategy 
7. Educate tourism operators on digital marketing tools and techniques 
8. Identify opportunities to align and leverage local marketing efforts with RTO7 and Bruce County 

Tourism marketing programs 
 
 
 


