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ORGANIZATIONAL ROLE & 
FUNCTION 

South Georgian Bay Tourism is an In-Destination Education Organization 
(IDEO) whose ROLE is to enhance the visitor experience through seamless 

connection between visitors and unique products and experiences. 

MEAFORD THE BLUE MOUNTAINS  COLLINGWOOD  CLEARVIEW WASAGA BEACH 

S O U T H  G E O R G I A N  B A Y  T O U R I S M  



   
   

 
 

 
   

  

 Brand Promise 

GENTLY NUDGE AND 
GUIDE VISITORS WITHIN 

THE REGION TO SEIZE 
THEIR DAY BY 

DISCOVERING UNIQUE 
PLACES, ACTIVITIES, 

EXPERIENCES AND PEOPLE 



 
 

      

    

      

      

   

    

      

    

 

   

     

Board of 
Directors 

Mylisa Henderson - Scandinave Spa Blue Mountains 

Susan Nicholson - Collingwood BIA 

Cheryl McMenemy - Collingwood Olive Oil Co. 

Tim Hendry - Municipal Rep , Town of Blue Mountains 

Amanda Murray - Municipal Rep , Clearview Township 

Janet Sperling - Municipal Rep, Municipality of Meaford 

Martin Rydlo - Municipal Rep, Town of Collingwood 

Tyler King - Municipal Rep, Wasaga Beach 

PARTNERS 

Kathryn Stephenson - Tourism Simcoe County 

Bryan Plumstead - Grey County Tourism 



     

  

 
   

 

 
 

 

MEET OUR TEAM 

MELISSA TWIST SABRINA RANNALA 
COMMUNICATION DIRECTOR OF REGIONAL 

SPECIALIST TOURISM 

S O  U  T  H  G  E  O  R G  I  A  N  B  A  Y  T  O  U  R I  S M  T  E  A  M  



   
  

 

   

   
  

  

Key COVID-19 Actions to Date 
INDUSTRY CALLS LOCAL LOVE 

CAMPAIGN 

COVID-19 RESOURCE PAGE ADVOCACY LETTER 

SUPPORT LOCAL PAGES WEEKLY NEWSLETTERS 

SUPPORT LOCAL SOCIAL MESSAGING 
CAMPAIGN/GIFT CARD 
CAMPAIGN 



    

              
    

Key Action #1: Industry Calls 
MADE THE DECISIONS: 

To support the tourism industry, SGBT moved to a new model that supports all 
tourism related businesses (not just membership based) 



 
 

     Key Action #2: Local Love Campaign 
SD
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LOCAL LOVE CAMPAIGN 
• RT by Minister Macleod + TIAO 
• Lots of support from local businesses 



 

     
    

  
 

 

 

 

      
 

   
 

Key Action #3: COVID-19 
RESOURCE PAGE 

DEDICATED PAGE ON OUR WEBSITE - BANNER 
LOCATED AT TOP OF WEBPAGE 

RESOURCES FOR THE BUSINESS COMMUNITY 
UPDATED DAILY 

FREE RESOURCES 
WEBINARS 

CONFERENCE CALLS 
SURVEYS 

GENERAL UPDATES 

USING TOURISM MINI CONFERENCE PAGE TO 
PROMOTE WEBINARS 

COVID -19 RESOURCES 



   

   
   

  
    

   

     

     Key Action #4: SUPPORT LOCAL PAGES 

On March 20th we created dedicated 
pages on our website 

to support local businesses 
+ social media shootouts to showcase 

the businesses that were operating 

OVER 400 BUSINESSES THAT ARE LISTED 

SUPPORTLOCAL W EBSITE & SOCIAL MEDIA 



    KEY ACTION #5: LONG WEEKEND MESSAGING 



   

   Collingwood Today & Toronto Star 

LEADER IN THE INDUSTRY 



S IMCOE .COM  

http:SIMCOE.COM


  

          

 

COVID -19 RESILIENCY PLAN 

To help support the tourism economy as we move forward, SGBT 
has identified four key actions items as part of the COVID-19 

Resiliency Plan 

Safety  Protocol  + Education Leadership  +  Consistent  Messaging 

Providing  local  businesses  with  the  Acting  as  the leader  for  South  Georgian  
information n ecessary  to  properly  follow  Bay and bringing people together to use  
government  regulations consistent messaging  in  order  to  give  

clear  information  with  the  public 

Marketing 
Ambassadors 

Focusing  on  in-bound  marketing  and  ensuring  
Using our  local  businesses  and members  

people  feel  safe  when  in  the  community.  
of  the c ommunity t o help  promote t he  

Giving  them  things  that  they  can  see  at  each  
area through  social  media. 

stage, ensuring we follow government rules. 



       
     

            

 

                

  

       

  

 

PHASE 1 : SUPPORTING THE LOCAL BUSINESS 
COMMUNITY AND SHOWCASING SOUTH GEORGIAN BAY 

Objective: 

Preserve and protect visitor economy, help support businesses, enhance awareness of local stakeholders 

and industry 

To keep South Georgian Bay top of mind and to build trust with local residents & visitors. 

Efforts 

• Bi-weekly Local Tourism Chats 

• "Local Love" campaign : focus on supporting local businesses 

• Shop Local Campaign 

• Video Campaigns 



       
  

             

              

             

              

        

 

  

PHASE 2: REGIONAL PROTOCOL FOR BUSINESSES AND 
COMMUNITY AMBASSADOR CAMPAIGN 

Objective: 

Educating and creating a healthy, clean and safe environment for business owners, residents 

and visitors and demonstrating that we are taking the proper precautions to put people at ease. 

Educating the consumer and businesses on these best practices. Working with the Blue 

Mountain Village Association on protocol to ensure that the region is aligned with best practices. 

Efforts 

• Education to businesses on new protocol, capacity and traffic control: 

• Awareness Campaign: 

• Public Relations 



       
      

           

                 

       

     

    

   

    

  

      

PHASE 3: STABILIZE EFFORTS AND START TO REBUILD 
CONFIDENCE OF THE PUBLIC TO TRAVEL AGAIN 

Objective: 

Targeted marketing campaigns, short-haul market for immediate conversions, revenue flow and 

recovery. Make sure that we are using the right tone and relying on reliable sources from the 

government to pass along to the community and businesses. 

Efforts 

• Brand Ambassador/Influencers & Social Media Campaign: 

• Step 1: Downtowns Are Open Event 

• Step 2: Experience “Natural Distancing” 

• Step 3: Incorporating the virtual experience 

• Step 4: Experience-based Activities 

• Step 5: The Local Experience + Customer Appreciation 



   
 

   
 
 

  
      

       

    
  

       
        

 

   
     

    

Why is it 
important to 
act now and 
support local 
tourism 
businesses 

TOURISM CREATES JOBS 
There are more than 1,400 businesses 
employing upwards of 17,000 in Grey Bruce 
Simcoe 

TOURISM SPEND STRENGTHENS THE 
LOCAL ECONOMY 
In 2015, RT07 reported more than nine million 
tourists spent more than $1.3 billion in Bruce 
Grey Simcoe 

TOURISM INDUCES MORE CONSUMPTION 
Tourism induces more consumption of 
services and products which boosts the local 
economy 



 

  

 

   
 

COVID-19 Resiliency
Plan Budget 

TOTAL BUDGET 

RT07 CONTRIBUTION 

REQUEST FROM EACH 
MUNICPALITY 

$48,800 

$13,800 

$7,000 



South Georgian Bay Tourism 

is requesting $7,000  

from the Town  of the Blue Mountain to support  

the Recovery & Resiliency Development Plan 



thank you! 
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