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DDAP 2016 FOUR PILLARShhh The DDAP’s Goal 
Increase sustainable tourism revenues through managing &  market ing Grey 
County as a tourism destination. 

Market  

Community 
Engagement  

Destination 
Management  

Research &  
Tracking 

Resource  
Allocation 

GOAL    INCREASE SUSTAINABLE TOURISM REVENUES THROUGH MANAGING & 
MARKETING GREY  COUNTY AS A TOURISM DESTINATION 

 ACTION PLAN  2016  FOUR  PILLARS 
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1. Reorganize tourism staff functions 
2. Invest in professional development 
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PILLAR 4:   RESOURCE   ALLOCATION 
 Amanda	Pausner	
Tourism	Specialist	–	
Partner	&	Media	
Rela8ons	
	

Heather	Aljoe	
Tourism	Specialist	–		
Marke8ng	

Mary	Jane	Hills	–		
Administra8ve	
Assistant	

Bryan	Plumstead	
Manager	of	Tourism	

Pillar	1	–	Community	
Engagement	

Pillar	2	–	Des6na6on	
Management	

Support	Tourism	&	
Economic	
Development	

Pillar	3	–	Market	
Research	&	Tracking	
	
Pillar	4	–	Resource	
Alloca6on	

Industry	Contact	&	
Communica6ons	
Media	Rela6ons	
Industry	events	
Support	–	Experience	
Development	
	

Consumer	Contact	&	
Communica6ons		
Website/Social	Media	
Marke6ng	Plan	
Distribu6on	

Scheduling,	Financial	
Tracking,		Mailouts	
Tourism	Vehicle	
Agreements/Research	

Product/Experience	
Development	
Cycling	
Signage	
	
	



Grey County Council 
 

CAO 
Kim Wingrove 

Manager of  
Tourism 

Bryan Plumstead 

Tourism 
Specialist 

Heather Aljoe 
2 Summer 
Students 

Tourism Specialist 
Amanda Pausner 

TAC                                  
Tourism Advisory 

Committee 
  

Admin Assistant   
Mary Jane Hills 

Manager of 
Economic 

Development  
Savanna Myers 

EDO – Local Food 
Philly Markowitz 

EDAC Economic 
Development Advisory 

Committee 

Senior Economic 
Development 

Officer 
Steve Furness 
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1. Clean up and maintain 
the Grey County Tourism 
stakeholder database 

2. Build a simple 
stakeholder 
communications plan 

3. Relaunch “Tourism Talks” 
4. Make the industry website 

a useful tool and resource 
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Marketing 
1. Create a robust marketing and communications plan 
2. Embrace the brand 
3. Create a visiting friends and relatives (VFR) marketing and communications campaign 
4. Create a Grey County Tourism mobile application. 

5. Facilitate the creation of packages & itineraries. 
6. Create a simple experiential outbound tour operator strategy 
 
 
 
 
 
 
 
 
 
 

PILLAR 2:   DESTINATION  MANAGEMENT 
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2016  FALL CAMPAIGN - OBJECTIVES 
 

•  Market Grey County as Ontario’s #1 destination for 
fall, increase visitation & spend 

•  Increase visits to visitgrey.ca  
•  Grow Facebook fans (likes) 
•  Build brand awareness with #ColourItYourWay 



              Social Media 

	Social	Media 
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                  Instagram  
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																		Instagram		



         The Power of Video 

•  Views	on	Facebook:	205,	426	
•  Views	on	YouTube:	3,195	
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									The	Power	of	Video	



Our Website 
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Our	Website	



Telling the Story  
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Telling	the	Story		



Touring Routes (4) 
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Touring	Routes	(4)	



Media Coverage 

Amanda Pausner hosted 4 media writers between Sept. 19 – Oct. 6, 
each with their own itinerary and story line ideas. This led to weeks of 
social media coverage and stories published both on & off line.   
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Media	Coverage	



Media Coverage 
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Media	Coverage	



Media Coverage 
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Media	Coverage	



Facebook Statistics 
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Facebook	Sta8s8cs	



Campaign Web Analytics 

www.visitgrey.ca		

•  Visitor	session	were	up	106%	over	2015,	going	from	51,240	to	
105,839	in	that	6me	frame	

•  The	number	of	users	(includes	both	new	&	returning)	were	
also	up	98%	over	2015,	going	from	40,193	to	79,782	
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Campaign	Web	Analy8cs	



YTD Web Analytics  
Overall	website	sessions	for	the	year	(Jan	1	–	
Nov	10)	are	up	68%	from	2015	to	2016	

Top	Pages		
Opera6ng	System	

City	
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YTD	Web	Analy8cs		
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1. Track the success of the DDAP 
2. Track key quantitative and qualitative metrics and the economic impact of tourism 
3. Create profiles of target market audience groups using both demographics and 

psychographics 
 
 
 
 
 
 
 
 
 

PILLAR 3:   MARKET RESEARCH & TRACKING 
 



WHAT DO YOU WANT TO KNOW? 

RTO	7	

Grey	County	

DMOs																																								
Des6na6on	Marke6ng	Organiza6ons	

	

Municipali6es	

Public	Acrac6ons	

Including	Parks	
Private	Tourism	
Businesses	

ü		Understand	Visitor	Trends	

ü  Es6mate	Economic	Value								
of	Tourism	

ü Reliable,	consistent	input	to	
Marke6ng/Business	Plans	

ü  Support	for	Exis6ng/New	
Product	/Experience	Dev.	

SUPPLY	

DEMAND	



SUPPLY	
è Economic	impact	of	tourism	

è Number	of	tourism	jobs	
è Number	of	tourism	
businesses	

è Tax	Revenue	
è Business	trends	(e.g.	YTY)	
è HST	or	other	indicator		

	

SPECIFICALLY? 

DEMAND		
è Everything	in	Regional	

Tourism	Profiles	for…	
–  Visitors	to		acrac6ons	
&	events	

–  Visitors/VFR/residents/
second	home	owners	

–  New	Canadians	
è Visitor	Sa6sfac6on	
è Trip	Mo6vators	
è Visitor	Expenditures	
è Forecasts	
è How	was	the	“season”?	

Timely	&	
Reliable	



WHAT WE KNOW ABOUT SUPPLY 
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WHAT WE KNOW ABOUT SUPPLY 
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• Significant	
Growth	in	tourism	
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Ontario	
	

TOURISM* JOBS by Industry Sector – Grey County 
OMAFRA Analyst 



WHAT WE KNOW ABOUT DEMAND 

Our Information Sources 
§  Grey County Tourism  Annual 

Attractions/Events Survey 
§  Grey County Tourism Google Analytics 
§  OMTCS Regional Tourism Profiles 

(RTP) 
§  OMTCS Market Segmentation for 

Bruce Grey Simcoe 
§  PRIZM Market Segmentation (New 

Tool) 
§  Partner surveys/info centre stats 

DEMAND		
è Everything	in	Regional	

Tourism	Profiles	for…	
–  Visitors	to		acrac6ons	
&	events	

–  Visitors/VFR/residents/
second	home	owners	

–  New	Canadians	
è Visitor	Sa6sfac6on	
è Trip	Mo6vators	
è Visitor	Expenditures	
è Forecasts	
è How	was	the	“season”?	



Define trade area  -  SW & Central ON 
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Environics Analysis – 2015 Social Media Campaign 
Define trade area  -  SW & Central ON 

•  Gain further insights into 
2015 Social Media Campaign 
- who our customers are, 
how to reach them, and 
where to find more of them 

•  Compare in-market and out-
market customers 

•  Look at potential new 
markets 
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Better understand our customers  
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Create target sets 
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Create target sets 



PRIZM Can Link To CIR Segments 

35	
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PRIZM Can Link To CIR Segments 



PRIZM Can Link to EQ 
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Authen6c	
Experiencers	

13%	

Cultural	History	
Buffs	
12%	

Cultural	Explorers	
9%	Personal	History	

Explorers	
7%	

Rejuvenators	
18%	

No	Hassle	
Travellers	

22%	
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Locate Rejuvenators 
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  Rejuvenators 

Name Count % Pen Index 

Kawartha Lakes (ON), CY 21,241 67.22 746 
Chatham-Kent (ON), MU 14,912 33.51 372 
Haldimand County (ON), CY 8,500 49.50 549 
Georgina (ON), T 8,365 47.51 526 
Burlington (ON), CY 7,901 10.37 115 
Toronto (ON), C 7,534 0.65 7 
Hamilton (ON), C 7,082 3.21 36 
Fort Erie (ON), T 6,539 48.56 539 
Norfolk County (ON), CY 6,178 23.70 263 
Trent Hills (ON), MU 5,754 100.00 1,107 
Smith-Ennismore-Lakefield 
(ON), TP 5,713 82.39 913 
Wasaga Beach (ON), T 5,646 64.68 715 
Essex (ON), T 5,474 62.93 697 

Locate Rejuvenators 



What’s Next for grey county? 
•  Applying insights to new campaigns 

•  Pilot project -provide template reports to 
businesses & potentially build  better insights at 
DMO, municipal and county levels 

•  Use PRIZM to inform a VFR (Visiting Friends & 
Relatives) campaign 
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What’s Next? 




