
2025 Product Dev Sessions



Algonquins of Ontario Nations



Today’s 
Agenda



• Explorers’ Edge Recap/Introduction

• The Regenerative Tourism Strategy

• The Co-Creation Lab



• Why Tourism Product Dev in the AH?

• Some (Loose) Definitions: 
Traditional, Experiential, Transformational Product



• Asset-Based Community Development: 
What Have You Got?

• Funding, 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
“Tayronto”













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.



“We are deeply honored to receive the 
MICHELIN Three Key recognition, an 
acknowledgement of our commitment to 
originality, regenerative practices, caring 
service, and the importance of place.” 

– Managing Director A. Decker-Penton



Famous Canadian Example: Fogo Island Inn/Shorefast 



Community-Centric



#2

Dispersion
Competitiveness



#3 Sub-Regional Development

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

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

• PRODUCT 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

• Duplication (including MAT)
• Lack of provincial strategy
• Localized opportunities

• Differentiated product is key

Explorers’ Edge Perspective



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

(Regenerative approach)

*High Yield is not the same as “High Net Worth Travel”

2024-2025 BOP Recommendation: 





Response: Regenerative Travel Agency (OTA Social Enterprise)



RTA Objectives

Attract “high yield visitors”

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.

Photo illustration by Natalie Matthews-Ramo/Slate

Also: Duplication



Real people are preferred (“intimacy”).







AI and data are driving for this long haul trip...



…but product experts hold all the car bingo cards.



‘Thanks so much! So helpful for me.’

‘Thanks everyone for all the info’

‘Wonderful informative presentation Kate & Colin!’

‘Amazing job Colin & Kate! Great contributions from Ontario 
Parks and participants as well.’

‘Thank you! Very informative session - I appreciate your time 
and effort in setting this up for all of us.’

 

‘Thank you, very educational & interesting.’

 
‘Thank you - this session is very informative.’

‘Congratulations guys! Great chat tonight!!’

‘Thanks Explorers’ Edge and AO for putting this on!’

 
‘Any trail suggestions for moose rut this weekend?’

‘Lots of Info for future. I feel much more informed now. 
Thanks Colin!’



Niche is nice.







Personalization + 
Engagement

Branded Region + 
Product



As many experts as there are stars.

As many partners as there are products.



As many (high yield) travellers as we can imagine.



Explorers’ Edge Mantra:

“Personalization & Engagement for Conversion”



You are a storyteller. 

[break]



What do we mean by “Tourism Product”?

• Traditional
• Experiential/Transformational



“Traditional”

• Popular Attractions
• Events
• Stay, Eat, Do

• A LOT of competition
     



Product Support to be Competitive (funding/marketing)



Experiential/Transformational (Travel Manitoba)

Experiential tourism is a growing trend in the travel industry that goes 
beyond traditional sightseeing. 

Instead of merely visiting popular tourist attractions, this style of travel 
emphasizes immersing oneself in the local culture, lifestyle and 
environment of a destination. 

It’s about experiencing the place more deeply and authentically.



Asset-Based 
Community Development: 
What Have You Got?
(Fogo Island approach…)



Experiential/Transformational
Personalization & Engagement for Conversion
Competitive advantage / Non-Competitive Approach
Place-based



Mutually beneficial 
and symbiotic 
relationships.



Asset-Based Community Development: 
What Have You Got?

• Traditional product (attractions, events, food 
& beverage, accommodations)

• Experiential product
• Natural and cultural assets
• Infrastructure
• Experts



Be The Mushroom, 
Be The Tree.



• Traditional product
• Experiential product
• Natural and cultural assets
• Infrastructure
• Experts



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



Tall Pines 
Music & Art 

Festival

Muskoka Tourism

Parry Sound 
Chamber

Howl Photo 
Convention

Black Fly Festival

South Algonquin 
Business Assoc.

Commanda 
Museum

Muskoka 
Chautauqua

Town of PS
Cruise Program Bracebridge 

Pow Wow

Parry 
Sound 
Futures

Bracebridge 
Fire & Ice

Muskoka 
Oktoberfest

Venture Muskoka

Muskoka 
Arts & Crafts

Gravenhurst MAT 
SLGBTQ+

RTO13 (DNO)

Downtown PS
Business Assoc.

Resorts of Ontario
The Speakeasy 

Muskoka

Partnerships

Huntsville Theatre 
Company

Friends of 
Muskoka 

Watershed

Huntsville Festival 
of the Arts





Next Steps

• Have a deeper think (mushroom/tree)
• Second AH-specific product development survey
• Zoom(s) for follow-up
• Trevor Norris, Bay of Quinte Regional Marketing Board
• Co-Creation Lab continues!
• ACED continues to be communication and dev partner



Thank You!

Kate@explorersedge.ca

James@explorersedge.ca

Erin@explorersedge.ca

Jake@explorersedge.ca

mailto:Kate@explorersedge.ca
mailto:James@explorersedge.ca
mailto:Erin@explorersedge.ca
mailto:Jake@explorersedge.ca
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