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2012/2013 GTTA Board Directors

Darrell Reeder, Joseph Lawrence House B&B, Collingwood

Jay Worsley, The Huron Club, Collingwood

Mark Crowe, Stonebridge, Wasaga Beach

R.B.Waind, The Blue Mountains

Ray Lapp, Heidelberg Inn, Collingwood

Mylisa Henderson, Scandinave Spa, The Blue Mountains

Linda Proudfoot, Pretty River Valley Country Inn, The Blue Mountains

Linda Service, Scenic Caves, The Blue Mountains

Kevin Lloyd, Councillor, Town of Collingwood

Michael Martin, Councillor, The Blue Mountains 

Evelyn Lumsden, Cranberry Golf Resort, Collingwood

Sue Nicholson, Collingwood BIA, Collingwood

Sandra Meagher, Community Connection, 211, Collingwood

GTTA Board of Directors
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GTTA Mission and Mandate

� The Georgian Triangle will lead and develop partnerships aimed at 
promoting our regional tourism destination.

� The Association is a not-for-profit/charitable, Destination Marketing and 
Management Organization (DMMO) representing our Core supporting 
municipalities of Collingwood and The Blue Mountains and more than 200 
tourism businesses

� We operate with a Volunteer Board of Directors, representative of tourism 
industry, sector and South Georgian Bay region.

� Our Destination Marketing and Management Organization/DMMO is a 
testament to a true tourism destination region - a region unbridled by 
political boundaries.

� Our Visitors cross the political lines all the time, and want Visitor Services 
for the greater SGB region. 
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The GTTA considers Visitor Services/Communications as its

main functions.

1. Visitor Services and Communications

2. Volunteer Industry Driven Board of Directors

3. Collaborative and Fiscally Accountable

4. Best in Class Visitor Centre Operations/Accredited Staff

5. Developed Brochure Distribution System

6. Creators of the SGB Regional Strategic Destination Plan  

7. 2 year Business Plan/Action Plan 

8. See and Do Visitor Guide 

9. Enhanced Media 

10. Best-in-Class Mapping 

Who We Are and What We Do
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GTTA/ DMMO Performance is measured against several objectives, 

some examples include:

� Incremental economic impact of visitors to the destination – 2.6 Million 
in Economic Impact from Collingwood VC in person visits  

� Leveraging resources through community-based coalitions, 
partnerships and alliances

� Developing a formal planning process including a Strategic Destination 
Plan (GTTA SGB Longwoods Research-based Strategy)

� 4-Season Promotion

GTTA Return On Investment
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GTTA LETTER TO RTO7
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