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Å9ȄǇƭƻǊŜǊǎΩ 9ŘƎŜ wŜŎŀǇκLƴǘǊƻŘǳŎǘƛƻƴ

ÅThe Regenerative Tourism Strategy

ÅThe Co-Creation Lab



ÅWhy Tourism Product Dev in the AH?

ÅSome (Loose) Definitions: 
Traditional, Experiential, Transformational Product



ÅAsset-Based Community Development: 
What Have You Got?

ÅFunding, Networking, Gaps & Partnership (Capacity): 
What Do You Need?



ExplorersEdge.ca
GreatCanadianWilderness.com



GreatCanadianWilderness.com



Algonquin Park

Almaguin Highlands

Loring-Restoule

Muskoka

West Parry Sound District

South Algonquin





Business & 
Operational Plan



Develop innovative regenerative programs 

to ensure long-term sustainability and 

success for all stakeholders.

Mission



Regenerative Tourism

Constantly create and nurture the conditions 
for people, planet and economies (profit) 

TO THRIVE.



Regenerative Tourism Development: A Step Further



Regenerative Tourism

Community-Centric

Mutually Beneficial & 
Symbiotic Relationships



Community-Centric

Mutually Beneficial & 
Symbiotic Relationships



Case Study
άTayrontoέ













Develop innovative regenerative programs 

to ensure long-term sustainability and 

success for all stakeholders .

Mission



Step One



Over to you.



Why develop tourism product?



The Business of 
Tourism + Community 
Economic 
Development.

1.



ά²Ŝ ŀǊŜ ŘŜŜǇƭȅ ƘƻƴƻǊŜŘ ǘƻ ǊŜŎŜƛǾŜ ǘƘŜ 
MICHELIN Three Key recognition, an 
acknowledgement of our commitment to 
originality, regenerative practices, caring 
service, and the importance of placeΦέ 

ς Managing Director A. Decker-Penton



Famous Canadian Example: Fogo Island Inn/Shorefast 



Community-Centric



#2

Dispersion
Competitiveness



#3 Sub-Regional Development

ÅFUNDING: Muskoka heavily funded from 
multiple sources now (District, 
municipalities, MATs, DMO, Chambers). 
Niagara Investment increasing.

ÅMARKETING: differentiated audiences 
depending on the sub-region (GTA vs. 
Ottawa, North Bay, Sudbury)

ÅPRODUCT DEV: (lack of funding or 
human capital, more product elsewhere)



Invest in sub-regional strategies and 
development (primarily product/event 
development) for under-funded sub-regions.

REAFFIRMED FOR 2025-2026

2024-2025 BOP Recommendation: 



#4 Duplication vs. Differentiation









Value for Money Audit: 
December 2023

ÅDuplication (including MAT)
ÅLack of provincial strategy
ÅLocalized opportunities

ÅDifferentiated product is key

9ȄǇƭƻǊŜǊǎΩ 9ŘƎŜ tŜǊǎǇŜŎǘƛǾŜ



Higher Yield* Marketing Strategy 
Visitor numbers remain steady. Revenue increases exponentially. 

(Regenerative approach)

ϝIƛƎƘ ¸ƛŜƭŘ ƛǎ ƴƻǘ ǘƘŜ ǎŀƳŜ ŀǎ άIƛƎƘ bŜǘ ²ƻǊǘƘ ¢ǊŀǾŜƭέ

2024-2025 BOP Recommendation: 





Response: Regenerative Travel Agency (OTA Social Enterprise)



RTA Objectives

!ǘǘǊŀŎǘ άƘƛƎƘ ȅƛŜƭŘ ǾƛǎƛǘƻǊǎέ

Differentiate in the marketplace

Avoid duplication

Build destination loyalty

Create sustainable revenue generation / REVENUE FOR IMPACT

DIFFERENTIATED AND UNIQUE MARKETING STRATEGY



Travel Industry Council of Ontario (TICO) license awarded 

Corporate changes undertaken (Governance)

Go-To-Market (GTM) strategy development 



Social media fatigue is real.
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Also: Duplication
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