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Executive Summary
Ontario needs to forge a bold plan for investment attraction in its tourism industry.
Ontario’s Tourism Investment Strategy and Implementation Plan is designed to be that plan. The
province has set itself an ambitious goal – double tourism receipts by the year 2020 through increased
visitations and visitor spending. Attracting more visitors calls for new and refreshed tourism product .
Tourism is a vital part of Ontario‟s overall economy today, and will be even more so tomorrow.
Strengthening our tourism sector makes our economy more productive, creates jobs and improves our
quality of life.
The aggressive investment attraction strategy laid out in this plan brings that goal within reach.
Our strategy builds on the findings of a number of previous studies and reports conducted on Ontario‟s
tourism industry – in particular the 2009 Discovering Ontario: A Report on the Future of Tourism – that
have provided insight into the state of Ontario tourism and recommendations for the government as it
leads the way forward.
This plan also recognizes that most of the recommendations of these prior studies have yet to be
implemented. Any successful strategy demands that the Ministry of Tourism and Culture takes the lead,
with adequate resources at its command to effectively lead a tourism investment attraction agenda for
the Province.
A key element of the study is the range of opinions we gathered on the challenges facing tourism
investment attraction. Direct consultations conducted with a broad range of representatives from the
domestic and international tourism industry and investment community strongly informed the final
report.
The Tourism Investment Strategy and Implementation Plan is one more tool the Government of Ontario
can use in its role as a committed and aggressive participant in the global tourism market. It also aims
at providing direction in the form of actions that are achievable, realistic, and can be reasonably
implemented. The recommendations put forward here intended to help grow the tourism sector using
existing resources efficiently and effectively.
Key strategic initiatives detailed in the plan include:








Establishing Tourism as a priority sector in Ontario‟s investment attraction approach by updating
and implementing a Memorandum of Understanding (MOU) between MTC and MEDI identifying a
lead generation approach for tourism; engaging senior management at MTC and MEDI to ensure
Tourism is added as one of Ontario‟s key sectors in MEDI ‟s investment attraction strategy;
establishing an MTC/MEDI working team to implement the MOU and to develop a lead generation
and client account management approach for tourism investment attraction activities and lastly
establishing performance metrics for tourism investment
Creating a focused Value Proposition for investors that identifies the unique advantages of Ontario
as a tourism investment location. The Value Proposition will develop investment policies and
programs for the tourism sector, position the province in the marketplace and identify investment
opportunities.
Enhancing Ministry of Tourism and Culture investor outreach activities to build on the positive and
attractive Ontario brand, promote Ontario‟s Value Proposition, identify target markets, generate
investment leads and aggressively pursue investors.
Identifying provincially owned assets as opportunities for investment attraction.
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The Tourism Investment Strategy and Implementation Plan is a dynamic document, and revisions will
be made as needed to respond to changing economic conditions that affect the province‟s tourism
investment climate. The assumption is that any actions and implementation initiatives based on the
recommendations of the plan will be reviewed as to their effectiveness on an ongoing basis.
There are, however, two firm and unchanging assumptions that inform the findings of the Tourism
Investment Strategy and Implementation Plan:




Ontario will continue to be a primary location for investment in the years to come.
It is generally accepted that investment attraction success depends on broad based political and
tourism industry support and cooperation.

In summary, this plan charts a path for the Government of Ontario and its tourism industry partners
toward increased investment attraction and the overall growth of the sector.

Toronto Skyline

Gravenhurst

Niagara Falls

Ottawa
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1

Introduction
1

In Discovering Ontario: A Report on the Future of Tourism , the flagship report of the 2009 Ontario
Tourism Competitiveness Study, the authors make it clear that the Province of Ontario needs to be a
more committed and aggressive participant in the global tourism market. This requires taking specific
steps to ensure the growth and long term viability of the Province‟s tourism industry. An aggressive
target of doubling provincial tourism receipts by the year 2020 – from the (then) current level of $22
billion to $44 billion – was articulated. This implies not only existing tourism businesses increasing
productivity and profitability through operational improvement and expansion, but also the development
of new tourism product in the province. If the Province is to succeed in this effort however, investment
and investment attraction must be a key part of Ontario‟s long term tourism strategy.
The Discovering Ontario report also advocates for a stronger tourism industry that is premised on
changing how government and industry work together. To this end the report promotes:




Setting new standards for success that enable the province to be more internationally
competitive; and
Maximize the impact of private and public tourism investments on new and revitalized product
across Ontario.

Historically, the province has recognized the value of investing in tourism and cultural attractions. For
many of those communities and regions that participated in the Province‟s Premier Ranked Destination
initiatives, this effort proved to be a valuable exercise in understanding the capacity and capability for
driving tourism development and investment at the local level.
More recently, the Ministry of Tourism and Culture (MTC) has created regional tourism organizations
(RTOs) across the province. In all, Ontario has seen the emergence of 13 RTOs, each with a mandate
to enhance and grow their region‟s tourism receipts through a more coordinated approach to marketing,
product development and investment attraction.
However, for many municipalities the concept of tourism is still seen as peripheral to the central
purpose of economic development - the creation of jobs and attraction of business investment. Yet
tourism has become a significant contributor to many urban and rural economies across the province
supplying both permanent and part time jobs to area residents, assisting with the sustainability of
downtowns, substantiating investment in recreational infrastructure and shaping a community‟s quality
of life experience through its tourism product, be that festivals and events, arts and cultural activity, or
through a region‟s built heritage or its natural environment. At the same time, the Ontario tourism
industry generates receipts of $22 billion annually and $6.3 billion in direct tax revenue for the three
th
levels of government ranking it 7 among the province‟s export industries ahead of the entire primary
2
sector, including both forestry and mining.
Given the impact of the tourism industry on the provincial economy it is worth noting that tourism
investment occurs in many forms including:

1 The Ontario Tourism Competitiveness Study, A Report on the Future of Tourism, February, 2009
2 The Ontario Tourism Competitiveness Study, A Report on the Future of Tourism, February, 2009
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Foreign direct investment (FDI): new investment in product in Ontario from foreign (and nonOntario-based) investors using equity, re-invested earnings or intra-company loans originating
in another country;
Mergers and acquisitions (M&A): the creation of new tourism players in the tourism industry
in Ontario as a result of mergers and acquisition activity resulting in existing tourism companies
in the province becoming aligned with new partners and thus potential investors;
Business retention and expansion (BR&E): existing tourism enterprises that grow by
expanding existing services or product lines and/or entering into new tourism-related
enterprises; and
New domestic investment: the start-up of new tourism businesses by Ontario residents and
organizations (who may not have previously been in the tourism industry).

While all four sources of investment are important to the growth of the industry overall, this report is
focused on the approach required to attract a greater level of foreign direct investment to the province‟s
tourism sector.

1.1 Purpose of Study
In the past decade, the Ontario Ministry of Tourism and Culture has commissioned two major studies
that have focused on investment attraction in the tourism sector in Ontario:



In 2001: the Ontario Tourism Investment Climate Study by GGA Management Consultants
and Economic Research Associates recommended:
1. A range of tools and policies that would assist MTC to effectively encourage tourism
investment in the province;
2. Marketing initiatives that were focussed on developing productive relationships with
international investor/developers; and
3. Tourism development initiatives that fostered communication and dialogue between the
tourism industry and financial institutions in Ontario.



In 2009: the Ontario Tourism Investment Attraction Research Study by HLT Advisory and
the Tourism Company recommended that:
1. Tourism be positioned as part of, not parallel to, the Province‟s overall economic
development and investment attraction strategy;
2. The importance of tourism to the Ontario economy needs to be reinforced from the top;
3. A “whole of government” approach was needed to deal with substantive (threshold to be
determined) investments; and
4. Active investment attraction efforts should focus on high-probability investment destinations
(key locations) offering existing critical mass of tourism infrastructure, product and
visitation.

Further to these studies, there are a number of research papers that were undertaken as background to
the 2009 Discovering Ontario report that provide further insight and understanding of the role of
government in tourism and the current quality of Ontario‟s tourism product.
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Whereas these studies provide an understanding of what needs to be done, the Tourism Investment
Strategy and Implementation Plan contained herein, provides the Ministry of Tourism and Culture
with a strategy on how investment attraction efforts should be structured and where to begin the
investment attraction process. To this end the report that follows provides a clearer understanding of:










Investment attraction strategies and implementation activities of other government of Ontario
ministries engaged in investment attraction including but not limited to the Ministry of Economic
Development and Innovation, Ministry of Agricultural, Food and Rural Affairs, and Ministry of
Northern Development, Mines and Forestry;
Investment attraction strategies and implementation methods of private sector partnerships
including the Greater Toronto Marketing Alliance, Invest Toronto, Canada Lands Company,
Toronto Financial Services Alliance and other successful investment attraction organizations in
Ontario;
The information needs of potential investors in the Ontario tourism industry;
The investment practices of domestic and international lenders to the tourism industry and the
opportunity markets to engage such lenders;
Sources of intelligence for investment in tourism, practices for lead generation and high
potential locations to engage such investors; and
The role that MTC should play with other public and private entities engaged in investment
attraction activities, and in the future investment attraction activities of the Regional Tourism
Organizations.

The result is a four pronged investment attraction effort that is grounded in the key findings outlined in
the report and premised on:
1) Establishing Tourism as a priority sector in Ontario‟s investment attraction approach by
updating and implementing a Memorandum of Understanding (MOU) between MTC and MEDI
identifying a lead generation approach for tourism; engaging senior management at MTC and
MEDI to ensure Tourism is added as one of Ontario‟s key sectors in MEDI ‟s investment
attraction strategy; establishing an MTC/MEDI working team to implement the MOU and to
develop a lead generation and client account management approach for tourism investment
attraction activities and lastly establishing performance metrics for tourism investment
2) Creating a strong value proposition that supports the contention that tourism investment in the
province is desirable and provides a solid and secure return which will assists not only FDI but
all the other routes to tourism investment such as BR&E, mergers and acquisition activity and
the encouragement of domestic investment; and
3) A more aggressive, proactive and focused outreach effort on the part of MTC and its partners in
tourism.
4) Identifying provincially owned assets as opportunities for investment attraction.

Millier Dickinson Blais, together with TCI Management Consultants and GGA Management
Consultants, were retained to carry out this work. The resulting Tourism Investment Strategy and
Implementation Plan for Ontario not only provides a strategic framework and step-by-step roadmap by
which the Ministry of Tourism and Culture will proactively attract and support investment in the tourism
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sector in Ontario for the next 10 years, but it also conveys a strong message to the marketplace on how
the Province will ensure the long term sustainability of tourism in the future.

1.2 Methodology and Overview
This study builds on the findings of previous reports on the competitive position of Ontario‟s tourism
industry. Those studies are important in evaluating the role played by government in the tourism
sector and it measuring the quality and quantity of the Ontario‟s tourism product. This study
emphasizes new research, to inform MTC on an effective approach to driving tourism investment
based on the most current information and analysis.
This effort has included:

Review of background research
A review of all relevant reports and assessments having to do with the Province‟s tourism industry
investment in Ontario over the last decade was undertaken. This included Premier-Ranked Destination
Reports, the Discovering Ontario Report together with its relevant background papers such as the
Ontario Tourism Investment Attraction Research Study, and other sources. Consideration has also been
given to relevant Canada and Ontario tourism data over the same period, available information on the
trends in demand and characteristics of visitors to the Province, the economic importance of the
provincial tourism industry, as well as reporting on the issues and factors affecting tourism development
and marketing, both domestically and globally. Information derived from various industry magazines
and publications, web sites, and books relating to tourism development and investment have also been
considered. A relevant bibliography is provided in Appendix A.

Interviews with tourism industry leaders and investment community representatives
With the assistance from the Ministry of Tourism and Culture staff, a list of organizations and individuals
who could offer a broad spectrum of opinion on investment in Ontario‟s tourism industry was
assembled. This included senior levels of government, public sector partners, private sector investors,
financial institutions, and selected RTO representatives. In total, nearly 40 individuals provided their
input and insight to the study. Appendix B contains a list of those that participated in this consultation
effort.

Review of current and best practices in tourism investment attraction
Research was also undertaken as to the activities and best practices currently being pursued by
comparable jurisdictions in Canada, the United States, the United Kingdom, New Zealand and Australia.
In all, 9 jurisdictions were considered based on a select number of criteria that included a specific
mandate to increase tourism revenues and the fact that they were provincial, state or agencies
operating at the sub-national level. A summary of key findings is provided in Appendix C.

Review of models for investment attraction
A review of a select number of existing models of investment attraction practices in Ontario was
completed to gain an understanding of the resources required to effectively compete for international
investment. The review included an understanding of lead generation efforts, the role of marketing,
Millier Dickinson Blais: Ontario’s Tourism Investment Strategy and Implementation Plan
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support for research and competitive intelligence, and account management. The primary outcome of
this effort was the determination of the best model for Ontario‟s Ministry of Tourism and Culture that will
grow the profile of tourism investment within the Province‟s overall economic plan.

Situational analysis and assessment of factors affecting tourism investment
Based upon the literature review, as well as the insight gained from stakeholder interviews, the review
of other jurisdictions and the experience of the consultants in the tourism industry, the report identifies
the key factors affecting tourism investment. The resulting situational analysis provides the overarching
framework for the development of a tourism investment attraction strategy for MTC and suggests
possible areas of action that would bolster or support the province‟s tourism investment attraction
efforts.

Development of MTC’s Investment Attraction Strategy and Implementation Plan
Building on the results of the situational analysis, a Tourism Investment Strategy and Implementation
Plan has been developed for the Ministry of Tourism and Culture that further supports the economic
growth of the tourism industry in Ontario over the next 10 years.

Woodbine Racetrack, Toronto
Photo Credit: Standard Bred Canada

Rendering of Woodbine Live! Development
Photo Credit: Woodbine Entertainment

Rendering of Woodbine Live! Development
Photo Credit: Woodbine Entertainment
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2

Context for Ontario’s Tourism
Investment Strategy
The tourism investment strategy has been developed in the context of
successful investment attraction best practices of other Ontario
government ministries engaged in non - tourism investment attraction,
the investment climate in Ontario and within global trends in tourism
demand.

Tourism comprises the
activities of persons travelling
to and staying in places
outside their usual
environment for more than 24
hours and not more than one
consecutive year for leisure,
business and other purposes”

Mindful that today‟s traveller is attracted to tourism businesses that
deliver engaging experiences, investment attraction strategies need to
consider this emerging trend.

- United Nations World
Tourism Organization

Likewise, tourism industry data can present a challenge with respect to data collection and implications
of same for the development of investment attraction strategies.
The following provides an overview of Ontario‟s tourism industry and highlights options available to the
Ontario Government in order to stimulate tourism investment.

2.1 The Tourism Industry and Tourism Investment
Definition of Tourism Established by the United Nations World Tourism Organization
For the purposes of this report a standard, internationally-agreed upon definition of tourism established
by the United Nations World Tourism Organization that follows the logic above is used. This definition
states:

“Tourism comprises the activities of persons travelling to and staying in places outside
their usual environment for more than 24 hours and not more than one consecutive year
3
for leisure, business and other purposes".

Scope of the Tourism Industry
The tourism “industry” includes goods and services that serve the needs of travellers. These include but
are not limited to the accommodations sector, airlines, railways, airports, cruise ships, docks, marinas,
waterways, local transportation including taxicabs, food and beverage outlets, retail establishments,
attractions, entertainment, major events, arts and culture and infrastructure to support these activities.
Tourism investment attraction seeks new investment in all areas directly and indirectly related to serving
the needs of travellers and ultimately providing a quality visitor experience in Ontario.
Tourism investment may come from accommodation developers, attraction builders, real estate
developers, tourism operators, food/beverage & entertainment developers, transportation companies,
asset management companies (portfolio & fund management), banks / financial institutions, institutional
investors (e.g., pension funds), private investors, and real estate investment trusts.

3 United Nations World Tourism Organization, 2011
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2.2 Measuring the Tourism Industry in Ontario
One tool the Ministry of Tourism and Culture uses to measure the
tourism industry in Ontario is based upon Canada Business Patterns
data, which includes accommodation, arts entertainment and recreation,
food and beverage, transportation, travel services, retail, and other
services. Figure 1 below indicates the number of establishments in the
industry according to the Canada Business Patterns data for 2009.

FIGURE 1: NUMBER OF TOURISM ESTABLISHMENTS IN ONTARIO BY SECTOR, 2009

Number of
Establishments in
Ontario, 2009

Sector
Accommodation

Over 60% of all establishments in the
tourism industry are in retail and
service sectors. Less than 10% of all
tourism establishments are in
traditional attractions and
accommodation sectors.
on sectors.

% of Total Establishments
Comprising the Tourism Industry

4,761
9,207
29,590
8,875
2,754
58,892
34,141
148,220

Arts, Entertainment and Recreation
Food and Beverage
Transportation
Travel Services
Retail
Other services
Total

3.2%
6.2%
20.0%
6.0%
1.9%
39.7%
23.0%
100.0%

Source: Ontario Ministry of Tourism and Recreation, 2009

As Figure 1 illustrates, the tourism industry is dominated by retail and service establishments which
account for over 60% of all establishments comprising the tourism industry while less than 10% of all
establishments are in the arts, entertainment, recreation and accommodations sectors.
FIGURE 2: AVERAGE TOURIST EXPENDITURE PER ESTABLISHMENT, 2009

Sector

Tourist Expenditures
Amount $000

Establishments

% of Total

Number

Average
Tourist
Expenditure

% of Total

per
Establishment

Accommodation
Arts, Entertainment
and Recreation
Food and Beverage
Transportation &
Travel Services
Retail & Other
Services
Grand Total

$2,899,250

17.7%

4,761

3.2%

$608,958

$1,501,081

9.2%

9,207

6.2%

$163,037

$4,583,899

28.0%

29,590

20.0%

$154,914

$4,959,443

30.3%

11,629

7.8%

$426,472

$2,447,188

14.9%

93,033

62.8%

$26,305

$16,390,861

100.0%

148,220

100.0%

$110,585

Source: Ontario Ministry of Tourism and Recreation, 2009
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Total direct tourism expenditure in Ontario in 2009 was approximately $16.4 billion as shown in Figure
2. When combined with the establishments data in Figure 1, the patterns that emerge are as follows:
While the number of establishments in accommodation and arts, entertainment and recreation
represent less than 10% of all tourist-oriented establishments, the total tourist expenditures in these
two sectors account for 26% of the total.
Figure 2 indicates that the accommodation sector is more heavily reliant on tourism expenditure, with
tourists the primary customer base for accommodation establishments. For retail and other service
establishments, however, the tourism expenditure per establishment is much smaller, reflecting the fact
that tourism expenditure would be a much smaller component of overall gross revenues.

2.3 Implications for Tourism Investment
This analysis illustrates that the fact that tourism encompasses a wide range of industries and is
defined according to where tourists spend money. However, only some of those industries will
constitute the sorts of attractions and amenities that will draw tourists to a destination. Rather, people
travel, for business or for pleasure, to experience things that they cannot get at home – unique sights,
events, cultural experiences, a conference, etc. A resort is a fundamental attractor in this sense, as
might be an event, or a cultural attraction, or even the unique ambience offered by a community or
region.
Ultimately it is those unique attractions and support facilities that draw tourists into a region, that
tourism investment strategy should aim to stimulate. In short, an investment strategy must address the
following questions:




What are the tourism investment opportunities in Ontario that will drive increased visitation?
What resources need to be marshalled to generate investment that will drive increased
visitation?

Framing tourism development in terms of the primary opportunities for investment attraction
maintains a central focus on the accommodation, attractions and entertainment, retail, food and
beverage and travel trade sectors. However, it also requires a consideration of investment into tourismrelated infrastructure that shapes and facilitates the quality of the visitor experience, including:





Transportation and travel infrastructure;
Community development, beautification and revitalization;
Tourism-related customer service standards and training.

Lastly, a definition of the tourism industry would be incomplete if mention was not given to how visitor
preferences and expenditure decisions are pushing the „traditional‟ tourism envelope. As has been
4
suggested in the Global Opportunities Research Study commissioned by the Ministry by Deloitte in
2009, niche and/or experienced-based travel, such as medical tourism, adventure tourism and culinary
tourism, is a growing segment of the marketplace and challenging traditional understandings of both
tourism markets and products. The reasons for travel are becoming more diverse, and thus the
opportunities for tourism investment becoming broader.

4 Global Tourism Opportunities Research Study, Deloitte and Touche LLP, 2009
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2.4 Industry Investment Overview
As outlined in the previous section, when thinking of „tourism investment‟, certain industry sectors are
fairly straightforward – a new theme park, performing arts centre or new hotel can clearly be identified
as „tourism investment‟. This is because a main purpose of these enterprises is to attract visitors to an
area and serve them once they are there. Investment in other sectors is less clear. For example, is the
development of a new retail complex that may see 25% of its total business from tourism visitors, in the
tourism sector, or not in the tourism sector? Is the development of road infrastructure that will in part
expedite the flow of cottagers and visitors to and from the area in the tourism sector, or not in the
tourism sector? Even streetscape improvements in downtown areas that help to create an image,
identity and brand for a city that in turn attracts visitors, could in one sense be considered „tourism
investment‟.
Recognizing these definitional issues, the analysis below examines two
sectors that are for the most part recognized to be clearly in the tourism
5
industry. These are arts, entertainment and recreation (NAICS code 71),
and accommodation and food services (NAICS code 72). While focusing
upon these two sectors is useful to discern some basic patterns and
relationships within the industry, it must be recognized that “tourism
investment” crosses a wide range of industry sectors and is much broader
than just these two industry sector definitions.

“The business volume of
tourism equals or even
surpasses that of oil
exports, food products or
automobiles” at a global
scale.

Capital Investment in NAICS 71 and 72

- United Nations
World Tourism
Organization

Though not always perceived as such, it is clear that tourism has become a significant economic driver
worldwide. The United Nations World Tourism Organization has noted that “the business volume of
6
tourism equals or even surpasses that of oil exports, food products or automobiles” at a global scale .
As the Discovering Ontario report identifies, “the contribution from a stronger, more dynamic sector
7
could make tourism a fundamental building block of the next Ontario economy.”
To illustrate the importance of the tourism industry in Ontario, data has been drawn from Statistics
Canada relating to overall investment in the Province which includes certain sectors within its tourism
industry in recent years. The data show results of a survey of investment intentions on the part of
28,000 businesses (domestic and foreign) for 2008, 2009 and 2010, conducted in October of the
preceding year; thus, the data for 2010 reflect businesses‟ investment intentions as of October 2009.
The survey also measures capital investment intentions for both construction & machinery and
equipment.
Figure 3 below shows Ontario‟s overall share of total capital investment intentions in Canada, which on
average over the last three years is just under $100 billion per year. This represents just over 30% of
the Canadian total for all investment in all economic sectors. Notably, this is actually less than what one
might expect Ontario‟s share to be if investment reflected the distribution of population, as Ontario has
approximately 40% of the nation‟s total on this measure. However, while some investment is clearly
related to population (e.g. building hospitals, housing, retail establishments, schools), other investment
is tied to resource development.
5 NAICS is the North America Industry Classification System, used by both Canada and the US to ensure consistency in the
collection and comparison of industry data.
6 United Nations World Tourism Organization, 2011: see http://unwto.org/en/content/why-tourism
7 The Ontario Tourism Competitiveness Study. 2009. “Discovering Ontario: A Report on the Future of Tourism”. Queen‟s Printer
for Ontario, 2009.
Millier Dickinson Blais: Ontario’s Tourism Investment Strategy and Implementation Plan
14

FIGURE 3: TOTAL CAPITAL INVESTMENT INTENTIONS, CANADA AND ONTARIO, 2008 – 2010

Total Capital
Investment in Ontario
($ millions)

Total Capital Investment
in Canada ($ millions)

2008

$105,597.0

$349,248.5

30.2%

2009

$96,252.1

$309,537.9

31.1%

2010

$102,036.9

$323,085.0

31.6%

Average, 2008-2010

$101,962.0

$327,290.5

30.9%

Year

% Capital Investment
in Ontario

Source: Statistics Canada, Catalogue 61-232-X, Foreign and Domestic Investment in Canada, 2010

Of Ontario‟s total capital investment over the past three years, just under 2% (nearly $1.8 billion on
average over the period) represents investment in two of the key sectors comprising the tourism
industry: arts, entertainment and recreation (NAICS code 71), and accommodation and food
services (NAICS 72). These two sectors, while not comprising the totality of the tourism industry as
described in the previous section, do reflect to a greater extent those core elements of the industry that
serve to attract tourists to the province in the first place. They represent some of the major attractors
that draw visitors (arts, entertainment and recreation) and some of the key services that they require
when they get here (accommodation and food service).

FIGURE 4: TOTAL CAPITAL INVESTMENT INTENTIONS, NAICS 71 AND 72, ONTARIO, 2008 - 2010

Capital Investment in
NAICS 71 and 72 in
Ontario ($ millions)

Year

Total Capital
Investment in Ontario
($ millions)

% Capital Investment in
NAICS 71 and 72

2008

$2,030.1

$105,597.0

1.9%

2009

$1,622.6

$96,252.1

1.7%

2010

$1,650.4

$102,036.9

1.6%

Average, 2008-2010

$1,767.7

$101,295.3

1.7%

Source: Statistics Canada, Catalogue 61-232-X, Foreign and Domestic Investment in Canada, 2010

Figure 5 illustrates the type of investment in these two sectors in Ontario. Regarding the arts,
entertainment and recreation sector (NAICS 71), the data show that domestic investment is much
greater than foreign direct investment (FDI), which represented only 1.4% of the total investment in this
category in Ontario between 2008 and 2010. This generally reflects the national pattern as well,
although overall foreign investment represents approximately 3.8% of total investment on average,
more than double the percentage seen provincially. Taking a three-year average, Ontario represents
only 13.5% of all foreign direct investment in arts, entertainment and recreation in Canada, compared to
nearly 37% of domestic investment in this sector. On the surface, this suggests a greater opportunity
for increasing Ontario‟s share of FDI investment in NACIS 7. A targeted investment strategy could help
achieve this goal.
The pattern is not significantly different when consideration is given to accommodation and food service
sector (NAICS 72). Here, foreign investment in Ontario is about 12.6% of total investment, at an average
of nearly $128 million per year. Ontario‟s share of foreign investment in this sector is still less than the
national average (22% provincially vs. 33% nationally) but significantly higher than in NAICS 71.
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These patterns may reflect the fact that foreign investors are relatively comfortable with „routine
investments‟ like hotels and restaurants, that tend to be universally standard from one place to another.
Attractions such as arts, entertainment and recreation may tend to be more idiosyncratic and uniquely
tailored to a local population, and foreign investors may be less interested and attracted to this form of
investment. It may also be that they are less attuned to and understanding of the opportunities that this
form of investment may represent. The findings of the interviews conducted as part of this study tend to
support this observation. A more intensive and informative client management approach to dealing with
FDI-type tourism investment could help address this issue.
FIGURE 5: CAPITAL INVESTMENT INTENTIONS, NAICS 71 AND 72, CANADA AND ONTARIO, 2008 2010

Arts, Entertainment & Recreation (NAICS code 71)
Ontario ($ millions)
Forei
Domestic
Total
gn

Canada ($ millions)
Domesti
Foreig
Total
c
n

% Ontario of Canada
Dome Foreig
Total
stic
n

2008

$1,019.9

$8.8

$1,028.7

$2,192.60

$120.1

$2,312.7

46.5%

7.3%

44.5%

2009

$604.8

$13.5

$618.3

$2,047.00

$65.8

$2,112.8

29.5%

20.5%

29.3%

2010

$610.2

$9.9

$620.1

$1,863.90

$52.8

$1,916.7

32.7%

18.8%

32.4%

Average,
2008 - 2010

$745.0

$10.7

$755.7

$2,034.5

$79.6

$2,114.1

36.6%

13.5%

35.7%

Accommodation and Food Service (NAICS code 72)
Ontario ($ millions)
Forei
Domestic
gn
Total

Canada ($ millions)
Domesti
Foreig
c
n
Total

% Ontario of Canada
Dome Foreig
stic
n
Total

2008

$847.40

$154.0

$1,001.4

$2,791.40

$496.6

$3,288.0

30.4%

31.0%

30.5%

2009

$889.5

$114.7

$1,004.3

$2,647.60

$800.1

$3,447.7

33.6%

14.3%

29.1%

2010

$915.5

$114.8

$1,030.3

$2,603.60

$476.2

$3,079.8

35.2%

24.1%

33.5%

Average,
2008 - 2010

$884.1

$127.8

$1,012.0

$2,680.9

$591.0

$3,271.8

33.0%

21.6%

30.9%

Combined (NAICS codes 71 & 72)
Ontario ($ millions)
Forei
Domestic
gn
Total

Canada ($ millions)
Domesti
Forei
c
gn
Total

% Ontario of Canada
Dome Foreig
stic
n
Total

2008

$1,867.3

$162.8

$2,030.1

$4,984.0

$616.7

$5,600.7

37.5%

26.4%

36.3%

2009

$1,494.3

$128.2

$1,622.6

$4,694.6

$865.9

$5,560.5

31.8%

14.8%

29.2%

2010

$1,525.7

$124.7

$1,650.4

$4,467.5

$529.0

$4,996.5

34.2%

23.6%

33.0%

$1,629.1

$138.6

$1,767.7

$4,715.4

$670.5

$5,385.9

34.5%

20.7%

32.8%

Average,
2008 - 2010

* BASED UPON SURVEY OF CAPITAL EXPENDITURE INTENTIONS OF 28,000 BUSINESSES IN OCTOBER OF THE PRECEDING YEAR.
„CAPITAL‟ INCLUDES CONSTRUCTION ACTIVITY AS WELL AS MACHINERY AND EQUIPMENT.

Source: Statistics Canada, catalogue 61-232-x, foreign and domestic investment in Canada, 2010
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2.5 Impact of Global Trends
Any efforts on the part of the Province to increase foreign direct investment into the Ontario tourism
industry will occur in the context of an evolving global tourism industry. Tourism is strongly tied to global
macroeconomic trends, as the propensity for travel is directly tied to consumer spending patterns. While
the domestic and global tourism industry felt the impact of the economic recession through 2008 and
2009, an August 2010 Interim Update of the United Nations‟ World Tourism Organization‟s (UNWTO)
Tourism Barometer suggests that worldwide international tourist arrivals rebounded by 7% between
8
January and June of 2010 .
Indeed, the global tourism industry has demonstrated dependable and
impressive decades-long growth; total global visits have risen from 25 million
9
in 1950 to 880 million in 2010 . Forecasts suggest that the global tourism
industry will continue to experience growth in the next decade and beyond.
As indicated in figure 6 the World Travel and Tourism Council forecasts that
the contribution of the tourism industry to global GDP will increase by 4.2%
per year for the next ten years, with similarly impressive growth in
employment, exports and investment over the same time period. Indeed, the
data suggests that the global tourism industry, including its wider economic
impacts in other industries through capital and operating expenditures and
investment, will be responsible for 9.6% of global GDP by 2021.

The global tourism industry,
including its wider
economic impacts in other
industries, will be
responsible for 9.6% of
global GDP by 2021.
-World Travel and Tourism
Council, 2010

It should be noted that total GDP is forecasted to increase at a rate almost double that of employment
growth for the global tourism industry over the next 10 years. This could speak to the influence of
multiple factors; productivity in the industry may be forecasted to increase, or the visitor expenditures
and spinoff effects of the industry may simply increase without a required additional investment in
human resources. In either case, these forecasted trends reinforce a need for the Ministry of Tourism
and Culture to be tracking global tourism data and projections on an ongoing basis.

FIGURE 6: GLOBAL ECONOMIC IMPACT OF TOURISM INDUSTRY, CURRENT AND FORECAST

GDP ($ billion USD)
Direct
2011
2021
% chg.
per year

Total

Employment
(000s of jobs)
Direct
Total

Visitor Exports
($ billion USD)

Investment

$1,850.0

$5,991.9

99, 048

258,592

$1,162.7

$652.4

$2,860.5

$9,226.9

120,427

323,826

$1,789.2

$1,487.9

4.2%

4.2%

2.0%

2.3%

6.6%

5.4%

Source: World Travel and Tourism Council. Travel and Tourism Economic Impact 2011.

8 United Nations World Tourism Organization Tourism Highlights, 2010.
9 Ibid.
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While it is generally agreed that the anticipated growth in tourism will occur, the underlying sources and
characteristics of this growth are likely to change in the coming years. In the 2009 Discovering Ontario
report, noted economist Warren Jestin describes a number of opportunities and challenges that will
affect the Ontario tourism industry in the future. The Global Tourism Opportunities Research Study,
prepared as a background report for the larger study, expands upon many of these arguments. These
trends are summarized below:









Growth in demand from emerging markets: China, and other emerging markets, will become
larger sources of international travellers as per-capita incomes increase, and jurisdictions like
Ontario will need to consider how they will attract and accommodate these visitors. The
UNWTO has demonstrated that 46.6% of all international visits in 2009 to all destinations
originated in emerging markets such as South and East Asia and the Middle East. Thus,
Ontario-based tourism product and investment will need to evolve to become more world-class
and responsive to the needs and desires of an increasingly global clientele.
Growth in competition from emerging markets: Increased infrastructure development,
political stabilization, direct air accessibility, and affordable technology and access to
information are driving increased visitation to emerging markets like China and India. These
represent untapped markets for many tourists and will unquestionably represent increased
competition for Ontario.
Changing macroeconomic conditions: The continued strength of the Canadian dollar,
economic uncertainty in developed economies, and increasing energy prices will all affect
tourism visitation and performance, and necessitate a high-quality tourism product and visitor
experience to maintain growth in visitation and expenditures in Ontario.
Evolving legislation and regulations: Many Ontario regions have experienced the challenge
in attracting U.S. visitors as a result of increased complexity of border regulations and passport
requirements. Regulations related to environmental protection and emissions can also affect
the travel industry. Tourism operators and administrators in Ontario must be flexible to respond
to these changing circumstances.

Collectively, these trends point to the need for a multi-faceted, proactive and aggressive approach
to investment attraction and development of the Ontario tourism product offering, in order to ensure
the Province‟s global competitiveness. Ontario‟s Regional Tourism Organization (RTO) framework,
discussed next, is a structural response of the Ontario Government to the challenges facing the
provincial tourism economy.
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2.6 Emergence of RTO Framework
As discussed, the 2009 Ontario Tourism Competitiveness Study set forth a number of
recommendations to strengthen and enhance the Province‟s tourism industry – perhaps chief among
them, the goal of doubling tourism receipts in the Province by the year 2020. Another important
recommendation was to amend the structure of tourism delivery and administration in the Province. The
reasons for this suggestion were multi-faceted, but included:





Improved coordination of marketing and product development, in partnership with the Province;
Effective advocacy and engagement of the provincial government regarding tourism-related
policy, industry challenges and investment opportunities; and
Clearer identification of markets for potential tourists, and the increased likelihood of extended
stays.

To achieve this, the Study called for the creation of new Destination
Marketing and Management Organizations (DMMOs) throughout the
province. Public and private sector stakeholders in the Province‟s
tourism industry were asked to come together to submit proposals for
Regional Tourism Organizations by March 1, 2010. Through this
process, the initial boundaries and names for these regions
established in the Discovering Ontario report evolved and were
finalized in the creation of 13 Regional Tourism Organizations
(RTOs).

Despite many product
development and marketing
initiatives, there is a limited
level of product identification
and needs analysis
necessary to inform
meaningful investment
attraction at a regional level
at this time.

The Province initially committed fixed funding for the first two years of operation (i.e. through March 31,
2012) in the amount of $65 million, to facilitate transition, incorporation and strategic planning, and the
identification of „priority projects‟. In the 2011 Ontario provincial budget, a further $18.75 million was
announced to support this process through 2012-2013. Though transitional funding to the RTOs is
subject to change, the RTOs are also expected to be given the option to introduce Regional Tourism
Levies (RTL) of up to 3% on roofed accommodation receipts, though the timing for this transition is at
present unclear. It is anticipated that through this funding mechanism, as well as accessing other
sources of self-generated revenues, they will be ultimately self-supporting and sustainable.
Attached to this funding is the requirement for RTOs to develop a strategic destination plan, and the
development and implementation of priority projects and activities in a number of strategic action areas
that flow from the Discovering Ontario report. These action areas have been refined to result in the
following areas of focus:
What
Strategic Planning & Marketing

How
Reaching Out

Innovation & Product Development

Working Collaboratively

Investment Attraction

Investing Wisely

Workforce Development & Skills

Setting Standards for Success

Though investment attraction forms an important element of the RTOs‟ mandate, RTOs are still in a
transitional state. Many RTOs have only recently incorporated, established a board of directors, and/or
hired an executive director or staff. This means that, despite many product development and marketing
initiatives, there is a limited level of product identification and needs analysis undertaken to inform
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meaningful investment attraction at a regional level at this time. As the RTOs continue to understand
their markets, engage local economic development and investment attraction professionals, and track
and measure their success, the Ministry‟s Investment Development Office will work more closely with
the RTOs to identify and support investment attraction opportunities.

2.7 Implications for the Ministry of Tourism and Culture
As the preceding discussion makes clear, investment attraction efforts at the Ministry of Tourism and
Culture are occurring in the context of shifting global investment trends and international tourism visitor
preferences, and domestic tourism administration structures. This will require that the strategic
approach established in this report to drive investment attraction be dynamic and flexible, but also that
the Ministry be more aggressive in identifying high-value tourism investment opportunities in the
Province and cultivating relationships with potential investors. It also suggests that greater efforts in
attracting foreign direct investment (FDI) into projects that are clearly destination attractions represents
an ongoing opportunity for the Province.
The above findings also suggest a number of possible strategic policy directions to inform the Ministry‟s
efforts.

Encourage investment in arts, entertainment and recreational development
It may be the case that the investment attraction and development resources of the Ministry may be
more fruitfully deployed towards encouraging investment in arts, entertainment and recreational
development, including public sector investment and that private sector investment in support services
will follow with possibly little or no encouragement. The data suggest that this subsequent development
may be equal to or greater than the original catalytic investment in attractions; if visitation can be
increased, the private sector is likely to invest in the accommodation, food and beverage, and retail
amenities those visitors will require. While updating of product through investment is critical, developing
the tourism market for Ontario must be a complementary goal.

Benchmark attractions against world-class tourism demand generators and maintain
contact with potential foreign investors
Stimulating investment in attractions must be done in the context of increasing global competition. As
such, new product development should be benchmarked against world-class tourism demand
generators, and be attuned to the desires of a global market and tourism visitor. Lead generation efforts
of the Ontario Government should involve maintaining ongoing contact with potential foreign investors
on areas of high-value opportunity in the Province.

Produce an investment attraction package that highlights issues of strategic
importance to potential investors
The Province‟s investment attraction efforts must be premised on strategic intelligence and a thorough
understanding of trends in the provincial and global tourism market and investment community. While
this report has detailed aspects of this, the Ministry should work towards producing an investment
attraction package that highlights issues of strategic importance to potential investors, including:
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The importance of tourism infrastructure (transportation, air etc.), and potential investment
opportunities therein;
Regularly updated reporting on tourism investment, visitation and economic impact in Ontario,
supplemented with forecasts;
Strong destination branding – both tourist and investor-oriented – at both a provincial and
regional level; and
A focus on world-class experience and event-based assets that represent primary product
development and investment opportunities.

Recognize tourism as one the key economic drivers in Ontario
The Province needs to place „tourism‟ within the context of being one of the key economic drivers in
Ontario. As the data shows, tourism is a major global economic force and can generate significant
benefits in terms of wealth and job creation. But, as the subsequent findings will demonstrate, this
perspective is not seen to be evident in Ontario‟s approach towards the growing industry.

Toronto Pearson International Airport
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Assessment of Ontario’s Investment
Climate
Attracting private sector investment into the tourism sector is an ongoing challenge regardless of the
scale of investment or region. The 2009 Ontario Tourism Investment Attraction Research Study
confirmed the need for continual reinvestment in tourism because of the following factors:








Being recognized as an attractive and desirable tourism destination is a catalyst for economic
and social development – it leads to larger market, better accessibility, a stronger image,
increased availability of qualified staff and enhanced quality of living;
Tourism is a consumer good and, like all other consumer goods, reinvention, recapitalization
and repackaging is necessary to remain relevant and interesting to customers;
The status quo in tourism is not an option – the industry and the product has to continue to
evolve and develop;
The implied goal of growing the number of visitors to Ontario (which follows from the target of
doubling tourism receipts by the year 2020) will require additional capacity in lodging, attraction,
recreation and related tourism infrastructure;
The industry‟s ongoing, positive impact on job creation and employment development; and
Global competition, which has resulted in the creation of new or reinvented tourism
destinations, is placing greater pressure on Ontario to remain relevant and interesting to
10
potential visitors .

In developing a tourism investment strategy, interviews were conducted with a broad range of
representatives from the domestic and international tourism industry and investment community. Those
interviewed include senior representatives and decision-makers from traditional and non-traditional
financial institutions and major lenders, and senior executives with major tourism industry operators,
both domestically and internationally. This has allowed the strategy to be informed by a broad range of
perspectives, experiences and ideas and assisted in informing the challenges and opportunities that will
confront the Ministry of Tourism and Culture in its efforts to attract foreign direct investment into the
tourism industry and the actions required to ensure lasting and sustainable economic growth of the
Province‟s tourism industry.

3.1 Perspectives of International Tourism Industry and
Investment Community
International investors interviewed included companies with limited or no presence in Ontario but who
were familiar with the global marketplace and considering Ontario as a place to invest, to companies
who have an established presence in Ontario and are seeking to manage and grow their investments in
the province by selectively managing existing assets and seeking out niche opportunities. Some
companies interviewed had a core focus on the tourism sector, in either accommodations or attractions.
Others held diverse portfolios including assets that were in the tourism sector but indicated they had no
strategic mandate to invest in tourism. The following discussion highlights the major themes emerging
from these interviews.

10 HLT Advisory, Ontario Tourism Investment Attraction Research Study, February 2009
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The current economic climate is not viewed as favourable for investment in tourism
Respondents cited a number of macroeconomic issues that are well known to the industry and are seen
to be having a dampening effect on the health of Ontario‟s tourism sector. They include the high value
of the Canadian dollar relative to the US, the impacts of increased border security on US visitors, the
impact of the US recession, the high cost of gasoline, and the impact of a short tourism season.

Ontario tourism infrastructure is a barrier
Similar to the above issues, respondents mentioned infrastructural barriers to tourism investment in
Ontario, specifically: the high cost of air travel to and within Ontario, the need to improve the Pearson
airport experience, and the need to improve transportation from Pearson to the downtown both through
a fixed rail link and improved roads. There may be opportunities to offset this with further investment in
„international‟ airports in secondary markets such as London, Waterloo, and Hamilton, if supplemented
with additional investments in intra-regional connectivity via road and rail.

Impacts of globalization, the Internet and tourism supply
A corollary to the macroeconomic factors which are dampening tourism in Ontario is that the U.S. and
other markets are now somewhat more attractive for Ontario residents on a cost basis, especially for
those living near the border. For those further from the border, the rising cost of travel may offset the
strength of the dollar. In addition, the Internet has shortened lead times for people planning vacations
and eroded pricing power. Travel product is sold to discounters who remarket inexpensive travel
packages. It is less expensive for Ontarians to visit many destinations – for example, in warmer
climates like the Caribbean – than stay at an Ontario resort, and very easy for them to access these
deals.

Creating tourism demand remains a challenge
Operators and investors noted that in some markets, there has been a significant new supply of
accommodation. For example, Toronto has recently been the beneficiary of several new five star luxury
hotels, and operators are selectively adding to or upgrading supply in other Ontario communities. This
addition of supply is squeezing margins in some markets, and some are questioning whether the
industry can sustain the new supply. Operators and investors therefore believe that the challenge is to
increase provincial marketing of Ontario‟s tourism assets, and build up demand to match the new
supply. On the product development side, there may be an opportunity to add attractions (like the
11
Ripley‟s aquarium in Toronto) and/or reinvest in existing assets (like Ontario Place) to stimulate
demand.

International businesses view Ontario from a global investment perspective
International investors have a global mandate, and view Ontario from a global perspective. Often these
companies have strategic priorities focusing on new and emerging markets – typically in Asia –
because of their high rates of growth. North America is viewed as a relatively stable yet more mature
economic environment, offering niche as opposed to high-growth opportunities. This view is also true of
some Ontario-based companies who view investments from a global perspective. As one respondent
who owns tourism assets in Ontario put it: “We have no imperative that we have to invest in Ontario;
there is no imperative that we have to invest in tourism, or Canada. We look at opportunities on a global
basis, but there is always a home country bias.”
11 Note that the revitalization of Ontario Place was a key opportunity and recommendation identified in the Discovering Ontario
report.
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Investors selectively seek out niche and innovative investments
Despite the negative macroeconomic trends cited above, there are
several companies that have historically made decisions to invest in
Ontario, and anticipate that they will continue to do so in the future. For
companies that have not invested in Ontario yet, there are a number of
positives associated with the province. Ontario‟s strengths include a
stable political environment, an economy that has been remained
relatively healthy despite the U.S. recession, a stable real estate
market, a secure investment environment, and the presence of a
relatively large and affluent population in the GTA. Typically, Toronto
and Niagara Falls are viewed as markets most likely to receive
international investment in Ontario.

“We have no imperative that we
have to invest in Ontario; there is
no imperative that we have to
invest in tourism, or Canada. We
look at opportunities on a global
basis, but there is always a home
country bias”.
Interview Respondent

The recession has created some buying opportunities
Either because of the recession or because certain tourism operations have been put up for sale,
buying opportunities have been created for investors. In some cases, these assets are being acquired
for well below book value which offers an opportunity to reinvest in and refurbish the asset. In other
cases, tourism assets are being combined with other forms of real estate development, offering
attractive opportunities with the purchase. For example, this may include the purchase of a resort with
the intention of adding cottage residential or condominium units to help finance the acquisition. Another
model is the refurbishment of boutique hotels combined with the offering of condominiums as investor
units, which helps to lower the cost of building a luxury hotel.

Companies hold tourism assets for opportunistic reasons but do not perceive tourism
as part of their strategic mandate
Some companies hold assets which, depending on the definition, could be considered part of the
tourism industry. However, they may have acquired these assets as part of broader investment
purchases, or may have acquired them purely for their perceived future growth potential as real estate
holdings as opposed to being considered part of an overall strategic focus on building a “tourism”
investment portfolio. In some cases, respondent-owned companies that fall within the tourism sector
such as airlines, infrastructure or entertainment companies had made investments for their own
opportunistic or perceived intrinsic value rather than making a corporate strategic decision to invest in
the tourism industry per se. For these companies, the assets are likely to be sold more readily if
conditions warrant, compared with companies whose overall focus is directly on the tourism industry.

Compared with other jurisdictions in North America, Ontario is viewed as less
aggressive commercially
Other jurisdictions make more aggressive use of tax assistance and grants relative to Ontario. In the
case of one respondent interviewed, a six-figure grant was offered to locate in a U.S. city. While the
respondent was not necessarily expecting a similar offering in the Ontario marketplace, his view was
that there were more layers of bureaucracy in Ontario and that the availability of grants and tax breaks
may be less likely. Another respondent noted that if a local (municipal) Council is in favour of a local
tourism development, then this can expedite local development issues.
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Investors tend to be conservative and sophisticated
The respondents interviewed know their sectors and products well. They are sophisticated investors
and careful in assessing the risk and reward mix. They have a good understanding of local market
conditions within Ontario. For some, such as large pension plans, they have a requirement to generate
income for their members. As such, cash flow is important for illiquid investments such as infrastructure
projects. Further, they would rarely take the risk associated with a large, new, greenfield development
project, preferring instead to buy into the end product once development and other risks have been
removed. They tend to buy proven performing and productive assets rather than take the risk of
building them.

Importance of local partners
Most companies with foreign investors noted that it is important to understand the local marketplace
and land use planning environment, particularly if a real estate development is contemplated. Local
partners can help with feasibility studies, provide local knowledge of competitive developments, provide
local market data, make local introductions, address land use planning issues, and undertake
development and building projects.

3.2 Perspectives of Canadian Financial Institutions
In addition to international investors, interviews were undertaken with significant Canadian financial
institutions that provide financing and investment support for developments in tourism and other
industries. In addition to major banks or „traditional‟ investors, these interviews included representatives
of „non-traditional‟ lenders such as venture capital organizations, investment banks and private equity
firms. The following are the major findings emerging from these interviews.

The tourism sector is not a high priority with traditional financial institutions
The tourism sector is generally perceived to be a relatively high risk by financial institutions, as
compared to other industries. The sector is constrained by seasonality of operations, and is quite
sensitive to economic fluctuations and unforeseen events (e.g., SARS, H1N1, etc.). The assets for
some types of attractions (e.g., waterpark attractions) have low residual or resale value should the
investment fail. Higher levels of collateral are typically required relative to other sectors to qualify for a
loan.

Where traditional financial institutions consider a tourism investment, they tend to
favour investments with a known track record and well understood industry metrics
such as hotels
As one respondent indicated, investors want a contractually obligated income stream from an existing
investment that can immediately service debt. They are reluctant to bet on a pro forma where the
metrics are borderline, where projects take longer, where there is high risk of cost overruns and where,
with the possible exception of casinos, they never hit their pro forma. They have all witnessed disasters
where the wrong investment was made in the wrong location. These investors know their clients, their
track records, and have good relationships with them. For known and reliable clients and „safe‟ projects,
they will be more aggressive, larger amounts at lower rates. Typically for clients in the tourism
business who tend to have „riskier‟ projects, they will lend on a more conservative basis.
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Non-traditional lenders are either not interested or conservative in their lending
practices
Non-traditional lenders such as venture capitalists, private equity or investment bankers are either not
interested in tourism investment or tend to be quite conservative and cautious if they do consider a
tourism investment.






Venture capitalists tend to favour investments in technology, and have not shown much
interest in the tourism sector.
Private equity will invest in existing companies where there is a problem with management or
another internal operational issue (i.e. „fixable‟ issue) that affects profitability. Sometimes
referred to as relationship investment, the private equity investor puts in equity and new
management with a view to a turn-around and sale within 5 years. Private equity has not looked
at investments in tourism generally with the exception of some recent deals being made in the
airline industry.
Investment bankers do not see tourism as a high priority but they will attempt to syndicate
loans for development projects with foreign and local capital. Some projects which might be
seen as tourism by the Ministry are not viewed that way by the industry – the best example
being Porter Airlines, which received some funding but was seen as a transportation
investment, not „tourism‟. Some current tourism investment projects of which the Ministry is
aware involve investment bankers, e.g. Fort Erie racetrack; Muskoka development.

The recession has created some buying opportunities
Some private equity firms may capitalize on the recession and pick up assets at low value. For
example, if a hotel is built for $10 million with $6 million worth of debt, and is sold for $4 million, the
private equity firm is picking up the loan at 67 cents on the dollar. They have allowed the original
investor to take the original timing and leasing risk. Typically, however, this does not lead to new
investment in the economy – just a transfer of existing assets.

The availability of capital affects transactions in the sector
The table below shows the dramatic decline in the large hotel transactions in Canada and their value
from 2006 until 2010. In 2007, transactions peaked at 168, which accounted for a value of $4.4 billion.
In 2010, there were only 21 transactions valued at $487 million, of which 3 or 4 deals accounted for the
lion‟s share. The value of the transactions was high in 2007; according to one respondent, this was a
period of “free and easy money, less restrictive loan to value ratios, and less restrictive underwriting
standards. You had to be aggressive to win deals”. It was at the height of the commercial mortgage
backed security (CMBS) market which offered a guaranteed take-out as long as the project was built.
The CMBS market has been shut down for a couple of years which has restricted financing, particularly
for any new startups.
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FIGURE 7: TOTAL NUMBER AND VALUE OF HOTEL TRANSACTIONS >$ 5 MILLION, CANADA INCLUDING ASSET SALES >
$5 MILLION, PORTFOLIO TRANSACTIONS, OR M&A TRANSACTIONS

Total Hotel Transactions
Value of Transactions
Completed

2006

2007

2008

2009

2010

141

168

92

26

21

$2,600 m

$4,400 m

$912 m

$300 m

$487 m

Note: Legacy REIT sold by RBC in 2007 for $2.5 billion including debt.

Capital is becoming more available
In the investment banking sector, there is a sense that the economy is slowly strengthening which
should help the tourism sector. This is due to a perceived increase in U.S. lending, the resurfacing of
private equity, strong public valuations and the fact that public REITs (real estate investment trusts) are
buying again.

3.3 Perspectives of Ontario‟s Tourism Industry
The following discussion highlights the perceptions of investors and major industry operators in
Ontario that were interviewed. Note that while these are the perceptions of investors, the project team‟s
expertise as consultants to the tourism industry in the province reaffirms much of what was heard.

The tourism industry is not seen as a serious economic driver
Several respondents mentioned that the tourism industry suffers from a stereotype that it consists of
low-paying seasonal jobs, and is not a „serious‟ industry or economic driver in the way that
manufacturing or telecommunications is seen to be. Others expressed some frustration that this
perception was due to the fact that the Ministry does not rigorously seek to define itself in an „economic‟
way. This image, in their view, hampers the effectiveness of an investment strategy.

Image and perception of the Ministry of Tourism and Culture
Inextricably related to the above, several respondents noted that the Ministry of Tourism and Culture
was seen within Cabinet to be a „junior‟ portfolio, and does not have the profile and influence of, for
example, the Ministries of Finance or Economic Development and Innovation. It is believed that the
Ontario Government considers MTC to be the „Ministry of Fun‟, as opposed to a serious economic
Ministry focused on creating jobs and investment. In their view, as long as this situation exists, an
investment strategy can only have limited effectiveness.

Scepticism of tourism administration and prior efforts
While several interviewees were aware of a number of tourism investment-related policy studies that
had been undertaken in the past decade, they have not seen much change in policies or actions on the
part of the Ontario Government. Related to this, some concern was expressed about the 2009 „Sorbara
Report‟ which set up the Regional Tourism Organizations across the province. Interviewees recognize
that these are relatively new organizations (the majority perception is that these were imposed on the
tourism industry with relatively little consultation), some of which are still in transition, but are unsure of
how they may operate or effectively improve the tourism investment climate. In addition, the perceived
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lack of initiative on the part of the Province to promote redevelopment or investment in provincial
tourism assets such as Ontario Place and the Rideau Canal is of concern to some domestic investors
and operators.

Disconnect between tourism image and experience
Several interviewees mentioned that, in their perception, there was a disconnect between the world
class image of certain destinations in Ontario and the quality of the experience that a tourist received
upon arriving there. Key destinations singled out in this regard were Niagara Falls, Toronto, and
Muskoka. It was felt by these interviewees that these destinations should be targeted for particular
investment by the province, and that specific „destination development plans‟ should be put in place to
signal and guide the nature and type of tourism investment and development desired.

Lack of development projects
A lack of identified development priorities was noted by several interviewees. It was felt that the
identification of specific development priorities (i.e. investment opportunities in specific locations), and
indication of what kind of development would be welcomed and supported at each, would be a very
useful inspiration and guide to the private sector. Moreover, if part of this support could involve the
waiving or streamlining of the development approvals process locally and provincially, this would
increase investor certainty and speed up the overall development timeframe.

Need to better leverage provincial assets and agencies
Building upon the previous point, several interviewees suggested that the Ontario Government controls
several assets that need to be recapitalized or be redeveloped – assets which represent a broad crosssection of Ontario‟s geographic regions. Ontario Place was the favourite example but others were
mentioned as well. Specific attractions included Historic Fort William, the Ontario Science Centre, Royal
Botanical Garden and the various holdings of the Ontario Realty Corporation (e.g. the Frost Centre in
Haliburton). It was also suggested that many of the Province‟s existing assets would benefit from better
management to oversee decisions and long-term planning for these facilities (e.g. the St. Lawrence
Parks Commission, Science North, etc).

Too much bureaucracy at multiple levels of government
This theme was heard on several levels. One was with respect to municipal approvals, and the hassle
factor involved in meeting zoning and official plan requirements. A second level related to provincial and
federal government policy, particularly with respect to Niagara Escarpment and Greenbelt restrictions
and requirements. A third level related to bureaucracy within the Ministry itself, and the responsiveness
of the Ministry to opportunities that arise (including the IDO). Most interviewees understood the need for
regulatory policy at the municipal and provincial levels and conceded its necessity – and indeed the fact
that some regulatory restrictions were important in order to preserve some of the most spectacular
parts of the province (e.g. the Niagara Escarpment). Rather, the most significant part of the criticism lies
within the Ministry and the speed and effectiveness with which they are able to respond to opportunities
when they arise.

Focus should be placed on attractions development
A few interviewees suggested that the Ontario Government‟s role is to support the development of
attractions, and not the support services (hotels, restaurants) that cater to visitors once they are here.
Larger resorts, which are attractions in and of themselves, may be an exception to this rule.
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Grants, loans, tax reductions can be effective but are not the prime factor in
investment decisions
Incentives to increase investment are common, particularly in the U.S., where they are seen as a
competitive advantage. Some interviewees suggested that these kinds of incentives were helpful to
investment, but were rarely the „tipping point‟ that would trigger a development that would not otherwise
occur. In their view, an investment needs to stand on its own merits relating to the concept and the
market, recalling fundamental supply and demand. Incentives can be inducements, but will rarely
change a „no‟ decision to a „yes‟ one in the absence of business fundamentals.

Importance of infrastructure
Several mentioned the importance of provincial efforts to develop infrastructure, transportation, and
telecommunications as particularly necessary to „pave the way‟ for tourism development. This was seen
to be a longer-term connection to tourism development. For example, the development of four-lane
highway systems and/or stronger interregional rail links will act as a catalyst for tourism and other
development over the course of a decade. Nevertheless, infrastructure development plans need to be
promoted to the tourism industry, as well as through the usual economic development channels.

The Ontario brand
There is not a strong consensus on this issue. Some see the „Ontario brand‟ as being very positive
internationally, and strongly associated with iconic images and attractions (e.g. Niagara Falls, CN
Tower and Toronto skyline, fall colours in Algonquin Park). Other suggest that other destinations such
as Newfoundland and Labrador, Chicago/Illinois, New York, etc. are stronger than Ontario‟s, and that
this kind of „second tier status‟ is hurting investment prospects in the province. Still others suggest that
„Ontario‟ is not clearly differentiated from „Canada‟ and that there is some confusion in this regard.
(Even if true, this is not an area that can be directly addressed through a tourism investment strategy.
Ontario‟s brand identity will continue to grow and evolve over time through the efforts of the Ontario
Tourism Marketing Partnership Corporation (OTMPC), the RTOs, DMOs and others.)

3.4 Implications for the Ministry of Tourism and Culture
Drawing together the results of interviews with the international tourism industry and investment
community, Canadian financial institutions, and Ontario‟s tourism industry, the following findings must
be recognized and addressed by a Tourism Investment Strategy:

A concerted, coordinated, long-term investment attraction effort is required for Ontario
to compete with other regions globally
Ontario‟s tourism industry is competing for investment with other sectors of the provincial economy and
with other regions globally, e.g. US, Asia. As such, attracting increased investment into Ontario‟s
tourism industry will require a concerted, coordinated, long-term effort.

Inform and educate Canadian financial institutions regarding the tourism sector
While Ontario‟s tourism industry includes hotel, food and beverage, attractions, and transportation
operators with major contributions to the province„s economy, including employment, it is not well
understood as a distinct industry. The Government of Ontario and MTC will need to inform and educate
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Canadian financial institutions regarding the tourism industry the benefits of investing in this industry
sector, and take steps to reduce investment risk.

Identify development-ready tourism opportunities, including redevelopment and
potential public-private partnerships
Ontario has tourism assets which are aging and in need of redevelopment and investment; Ontario
does not have identified investment-ready projects. MTC should identify development-ready tourism
opportunities, including redevelopment of its own tourism assets and the pursuit of public-private sector
partnerships.

Expand financial assistance programs to include tourism investment
Ontario has limited financial incentives with which to attract tourism investment, unlike other Ontario
industry sectors and U.S. jurisdictions, and this is a competitive disadvantage for investment attraction.
Consideration should be given to exploring opportunities to extend available financial assistance to
proponents of tourism investment.

Recognize tourism as an important economic sector
MTC is not perceived as an economic Ministry and the Ontario tourism industry questions the Ministry‟s
ability to achieve its investment objectives, given competing priorities in the Ontario Government. The
Government will need to demonstrate that it recognizes the importance of the sector as an important
economic sector generating jobs, complementary investment in other sectors and tax revenues to
support public services.

Target investors and pursue opportunities using tools and approaches that best match
investors’ interests
Finally, the interviews have reflected that Ontario and MTC‟s tourism investment attraction efforts will
need to target potential investments and pursue them aggressively; demonstrating Ontario‟s
competitive advantages and using the tools and approaches which best match the investors‟ interests.
Figure 8 below, illustrates the approaches and tools which could be used to pursue potential tourism
investors. The findings represented in this table are derived from interviews conducted with tourism
investors and classified according to the investor „group‟ or class. For each group, the messages and
tactics recommended to be most effective to generate interest and secure investment are provided.

Hockey Hall of Fame
Photo Credit: Toronto Travel Guide
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FIGURE 8: TOURISM INVESTORS AND EFFECTIVE MARKETING APPROACHES
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4 Case Studies in Tourism Investment and
Attraction
As a guide to further developing the Ontario Ministry of Tourism & Culture‟s tourism investment
strategy, research was undertaken relative to the activities and best practices currently being pursued
by comparable jurisdictions in Canada, the USA, the United Kingdom, and Australia, amongst others.
Selection of these locations has been undertaken with input from the Ministry of Tourism of Culture.
While not all jurisdictions have approached the growth or support of their tourism industry in the same
way, there are elements of their strategies that have a direct bearing on the development of an
investment attraction strategy for Ontario.
Nine jurisdictions were identified for more in-depth review, as follows:

British Columbia

Alberta

Nova Scotia

East Midlands, UK

Queensland, Australia

New South Wales, Australia

Scotland, UK

Oregon, USA

Michigan, USA

The selection of these jurisdictions has been based on the following criteria:







All are provincial, state or agencies operating at the sub-national level;
All have a specific mandate to increase tourism revenues;
All present a range of different organizational approaches to tourism and related investment
attraction;
All are major tourism destinations with effective visitor attraction; and
All have relatively comparable populations to Ontario in terms of size and resources.

Ripley Aquarium
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4.1 Summary of Key Findings
Figures 9 and 10 summarize the key findings relative to tourism investment attraction in each
jurisdiction. More detailed charts for each jurisdiction can be found in Appendix C of the report. These
charts are followed by a discussion of the information represented in these tables.
FIGURE 9: COMPARATIVE JURISDICTIONAL REVIEW AND BEST PRACTICES (1 OF 2)
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Strategy initiatives

FIGURE 10: COMPARATIVE JURISDICTIONAL REVIEW AND BEST PRACTICES (2 OF 2)
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No.

The Case Study review reveals the following key findings:

Tourism Strategies Include Investment Attraction
There is no one standard model for tourism investment attraction in the jurisdictions reviewed for this study.
Most jurisdictions have agencies that work to promote tourism investment attraction as either part of
a ministry‟s overall investment attraction activities or through an Investment Promotion Agency (IPA)
which can be arms - length agency of government.
In British Columbia, Alberta, Nova Scotia and NSW Australia, tourism and related investment attraction
is being pursued by a government ministry or department within a ministry. Of these, British Columbia
has placed its tourism programs within an “economic” ministry.
In Michigan, Oregon, Queensland Australia, Scotland and the East Midlands, the tourism mandate and
funding have been placed in external agencies with boards and often include private sector
representatives in their decision-making.
All jurisdictions with the exception of NSW Australia have recognized the importance of investment
attraction and have specific strategies documented in their plans to pursue investment in various ways.
Queensland Australia and East Midlands, UK has the most developed tourism investment-related
strategies.
Scottish Development International is an excellent example of an Investment promotion Agency where
investment in Tourism and Food/Beverage are identified as key economic sectors.

Investment Attraction Using Representatives in Other Countries
British Columbia, Alberta, Nova Scotia, Queensland, NSW and Oregon have representatives in other
countries pursuing investment attraction. These representatives are pursuing investment attraction for a
variety of targeted sectors including tourism.
These representatives often work with and are located in the embassies, consulates and trade offices
of their national governments and can include civil services and private contractors and the network of
representatives is often the responsibility of another department or ministry which has an economic
development mandate. Coordination between tourism ministries and the ministry responsible for overall
investment attraction and representation in other countries may be formal or less so based on a
commitment to strategies and effective communication involving leads generated.

Tools Used to Support Investment Attraction and Development
Jurisdictions are using a range of tools to attract investment into their tourism sectors. Jurisdictions with
the greatest commitment to investment attraction tend to have developed a broader range of tools
including:





Business climate & market information showing the jurisdictions comparative advantage,
including visitor statistics, tax, utility, wage rates, etc.;
Site tours, location assistance, assistance with approvals, permits for those investors seeking to
develop an attraction, hotel or mixed-used development;
Marketing brochures, websites, other collaterals targeted specifically to tourism investment
attraction Tourism project feasibility guides, destination development guides, business
development tool kits to assist investors with their project planning and implementation;
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Targeted marketing to specific investors, e.g. air lines to add or increase direct flights; ski facility
operators; and
Financial projections for investor projects showing comparable ROI vs. other competitive
locations.

All jurisdictions have a range of programs which provide financial assistance to small and mediumsized. businesses which fulfill program criteria, including tourism businesses. East Midlands, Oregon
and Scotland have specific funding programs to assist investors with tourism project development. By
far the most important funding supports for tourism investment in the United States are tax increment
financing whereby local municipalities can defer taxes and make infrastructure investments to make
tourism projects more financially viable, and sales tax rebates which pass back to the investor sales
taxes generated by the development for an agreed-to period of time.

Investment Ready Projects & Opportunities
To assist investors, several jurisdictions have undertaken research to identify specific opportunities or
projects for development. East Midlands has developed a Tourism Investment Plan and a database of
desired tourism projects which are used to attract investment. East Midlands is committing funds to
support development of these projects in coordination with local agencies and the private sector.
Examples of these investments include, amongst others:






A 400-room hotel and golf complex near Loughborough;
Restoration of Elvaston Castle into a hotel;
“Outlaws Kingdom” – a new themed attraction based on Robin Hood; and
”Adrenalin Alley” sports competition venue in Northamptonshire.

Scottish Development International (SDI) has identified investment project opportunities in hotels and
accommodation, resorts, marinas, with supporting facts and statistics. SDI has developed a marketing
brochure summarizing these opportunities.
Like Scotland, Nova Scotia has developed a brochure which directs investors to consider investments
in such areas as hotels and accommodations, wineries, agri-tourism, and golf courses.
Queensland and Alberta work with tourism operators and organizations at the regional level to develop
project proposals and invite other investors to review and participate in these developments.
Queensland has identified catalyst, investment and infrastructure projects in Brisbane, Townsville, Gold
Coast and the Mackay Whitsunday regions (amongst others), including:






Cruise ship terminal;
Off-road adventure park;
Marina with mooring for super yachts; and
Airport precinct development.

Queensland is also pursuing an aviation investment strategy to increase the number of airlines and
direct flights into Queensland. Alberta has been hosting an annual Tourism Investment Symposium in
either Calgary or Edmonton to showcase tourism investment project proposals developed at the
regional level.
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New South Wales has identified tourism investment priorities in its Tourism, Planning and Investment
Summary October 2010 and proposed to develop detailed feasibility studies relative to the possible use
of government-owned land assets in Sydney with a view to facilitating private investment, including
using site-specific controls and appropriate incentives. NSW has also identified the need to develop
complementary facilities to its convention and exhibition facilities, including:





An entertainment / events / ballroom facility at the Star City Casino;
A convention and exhibition facility at Royal Randwick Racecourse; and
Exhibition and event facilities at piers 2 & 3 at Walsh Bay.

4.2 Implications for Ontario Ministry of Tourism and Culture
The case studies have revealed a broad spectrum of best practices which Ontario can draw from in
developing its tourism investment strategy and implementation plan. By capitalizing on these
opportunities and harnessing tools that have proven successful in other jurisdictions, Ontario can be a
leader in tourism both in Canada and internationally. Based on the case study research it is apparent
that:

There is no pre-eminent model for investment attraction
No jurisdiction is seen to have a pre-eminent model for tourism investment attraction. However, Ontario
can be a leader within Canada and have a competitive advantage over the American states with which
it most competes (i.e. Michigan, New York, Ohio) through implementation of a proactive, targeted
investment attraction effort.

Develop a wider range of tools to facilitate tourism investment than currently exists
MTC could develop a wider range of tools and tactics (including financial assistance) to facilitate
tourism investment than currently exist based on efforts which have proven effective in other
jurisdictions.

Establish representation for tourism investment attraction in other countries
Establishing representation for tourism investment attraction in other countries, in coordination with
other Ontario ministries, could be effective in increasing tourism investment and investor interest.
Effective coordination and communication would be essential with clear objectives, performance
measures and accountability.

Identify investment opportunities and projects to help drive investment where it is
needed most
Identifying investment opportunities and projects could help direct investment where it is most needed.
This would assist with the investment attraction efforts in other countries, particularly with investors with
limited tourism sector experience.

Establish a fund and/or extend tax increment financing to tourism projects
Establishing a fund and/or extending tax increment financing specifically to tourism projects could
increase investor confidence of project viability and attract other investors and lenders, e.g. Canadian
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bankers. This approach is likely most effective if geared towards small and medium size tourism
enterprises, and implies the participation of the RTOs and lower-tier municipalities that can implement
these incentive and financing schemes.

Dundas Square
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5 Ontario’s Investment Attraction Effort
Attracting foreign investment into Ontario is a multi-faceted effort involving multiple ministries, agencies
and organizations at a local, regional and provincial level. In constructing an investment attraction
model specific to the Ministry of Tourism and Culture, it is instructive to assess how other organizations
currently drive similar efforts – both to identify potential opportunities for collaboration and cooperation,
and to learn from the successes and challenges at hand.
To that end, reviews have been conducted of investment attraction and lead generation protocols for
those ministries that are seen to have well-developed programs in these areas, as follows:





Ministry of Economic Development and Innovation (MEDI);
Ministry of Agriculture, Food and Rural Affairs (OMAFRA);
Ministry of Northern Development, Mines and Forestry (MNDNF).

It should be further noted that there are a number of other sub-provincial agencies and organizations,
such as Toronto Financial Services Alliance and Invest Toronto, which are resourced or mandated to
conduct investment attraction and lead generation activities. Similar assessments of their approaches
to these activities have been discussed as well.

5.1 Current Operations and Perspectives of the Ministry of
Tourism and Culture
To properly contextualize the investment attraction initiatives in other provincial ministries and agencies
and inform the strategic recommendations provided in the report, consultations were undertaken with
the Ministry of Tourism and Culture to better understand their current operations and primary
challenges.

History of investment attraction efforts
The Ministry of Tourism and Culture initially established its Investment and Development Office to
develop product opportunities in major thematic areas across the province. This product development
mandate has taken many forms, with successes seen in specific product focuses on (for example)
culinary tourism, trails, conventions, and festival/event enhancement. Historically, the IDO has also
taken a role in pursuing development in the province‟s publicly owned assets, such as the St. Lawrence
Parks Commission, the Niagara Parks Commission, the Ottawa Convention Centre, and Ontario Place.
However, addressing these properties has been accompanied by significant public policy issues both
provincially and municipally, and has seen limited success as a result. Finally, the IDO engages in
international investment attraction; however, this is largely conducted on a networking basis as there is
limited travel support, research funding, and other resources to pursue dedicated in-market investment
attraction and lead generation efforts.
The remainder of this section addresses challenges and operational concerns faced by the Ministry of
Tourism and Culture in driving an investment attraction agenda, and inform the central issues to be
addressed in the strategy
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Importance of a bottom-up value proposition
The reorganization of the industry through Regional Tourism Organizations is seen as an opportunity to
identify key attractions and product offerings, and reinforce and unify support from industry
organizations and operators to strengthen the economic message of the Ministry. It is perceived that a
Value Proposition that includes the economic impact of the industry sector in Ontario, reinforced by
stakeholder support and strong industry data, will increase the profile of the Ministry within the
government and to external investors. It was also perceived that this effort could be supported by other
Ministries and stakeholders, whereby a prioritized agenda for tourism investment can be driven by a
„collaboration team‟ composed of MTC, MEDI and private sector representatives. Success with similar
models has been seen in other industries such as automotive manufacturing and biotechnology.

Leverage the Province’s existing assets
Part of this Value Proposition must include a concerted focus on the assets and agencies controlled by
the Province. While not always perceived as investment opportunities, revitalization of these assets and
spaces (referenced in Section 3) could incent further private sector investment. Traditionally, the
Ministry has not considered the entrepreneurial private sector opportunity these assets possess, and
has not had the ability to marshal the public policy resources within provincial government to redevelop
or reposition these assets for either public or private investment.

Increase access to strategic intelligence
To effectively provide potential investors with informed, relevant information about the Ontario
marketplace, the Ministry must be attuned to up-to-date global tourism data, trends and research. It is
noted that, where ministries like Economic Development and Innovation have significant annual
research budgets, MTC requires additional resources for competitive intelligence related to return on
investment, economic impact and job creation (either globally or domestically). This data is needed both
to attract tourism investment, but also to demonstrate the economic value of the industry within the
province.

Improve communication and implementation
It is clear that the tourism industry in Ontario does not suffer from a dearth of reports and studies that
outline what activities need to happen and how the industry needs to be structured. However, it was
suggested that these strategies are often not supported by a robust implementation plan for how to
make it happen, or a request for monies to support the implementation. As a result, there is limited
strategizing or communication within the Ministry on how to advance on issues that cross branches or
units. Ultimately, this strategy aims to address many prior limitations and challenges.

5.2 Review of Provincial Investment Attraction Activities
In addition to conducting interviews with select ministry staff, reviews were conducted of available
literature and material compiled by or prepared for various ministries, as part of their efforts to develop
and promote their investment attraction efforts.
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5.2.1 Ministry of Economic Development and Innovation
The Ministry of Economic Development and Innovation‟s Investment Division performs the primary
investment attraction function for the Government of Ontario. Its mandate is “to attract foreign
companies to the Province and create new investments and jobs in strategic sectors”. Targeted sectors
include Advanced Manufacturing, Automotive, Alternative/Renewable Energy, ICT/Digital Media,
Business/Financial Services, Life Sciences and Value Added Resources.
The Investment Division consists of four branches:






Direct Marketing and Lead Generation;
Manufacturing;
Science, Technology and Services; and
Investment Funding Programs.

The Division has performance targets to drive investment and job creation focused on the Province‟s
strategic sectors. Of these branches, the Direct Marketing and Lead Generation branch has the
responsibility of generating investment leads, to which the resources of the Division are then applied to
secure that investment into the Province. In 2010, the Direct Marketing and Lead Generation (DMLG)
branch formalized a „sales model‟ for investment attraction, focused on generating qualified leads for
the Investment Division‟s „sales funnel‟ and supporting sales representatives with strategic intelligence.

Lead Generation Approach
To generate those leads, the Ministry manages in-market International Business Development
Representatives (IBDRs) through three „umbrella‟ contracts – one for Europe, one for the United States,
and one for Asia. The contracted companies deploy their own salespeople, and are supported by sales
teams inside of the DMLG branch. The Division‟s approach to lead generation includes a combination
of prospecting, cold call campaigns that establish the interest and identify real projects, and executive
corporate calls where a targeted proposition is „pitched‟ to a potential investor.
MEDI has recently adapted its investment attraction activity to better reflect private sector practices and
enable the Investment Division to more effectively respond to market demands and improve overall
performance. The figure that follows reflects this transformation of the Division‟s investment activities.

Trent Severn Locks
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FIGURE 9: MEDI INVESTMENT TRANSFORMATION
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Segmented role and responsibilities to better respond
to investment sales processes/activities

Few defined performance measures

Private sector sales performance measures based on
strategic selling and sales funnel and investment
triage methodologies

Few customer service standards

Defined customer service stands and expectations

Lack of inter-ministry coordination

Stronger inter-Ministry coordination for marketing and
strategic market, sector and corporate intelligence

Old Model In Market Sales Program

New Model In Market Sales Program

Activity based performance measures

Outcome base measures focused on transactions in
the funnel

Lack of corporate support for lead
generation/prospecting

Dedicated resources/staff for prospect list
development and day to day lead generation support
for corporate calls

Expensive contracts with individuals

Contracts with firms with back office capabilities to
support sales representatives

Lack of coordination with economic development
partners

Coordinated lead generation and investment
servicing with the IMCs and federal
embassies/consulates

Performance not tied to compensation

New compensation structures tied to
performance/results

Old Model Lead Generation

New Model Lead Generation

Reactive approach to opportunities

Proactive strategic targeting of sectors, markets,
opportunities

Lack of focus on what to service and where to
dedicate resources

Identify investment decision makers early in the sales
cycle and manage those relationships over time

No triage or prioritization methodology

Resources allocated to opportunities with the
greatest potential
One window approach supported with triage
methodology

Source: Presentation to the FDI International Training Seminar, 2011

The Division‟s „sales funnel‟ approach is designed such that opportunities that arrive through the IBDRs
and other sources must meet a threshold of pre-defined criteria. This approach recognizes that less
than 20% of all initial inquiries are likely to translate into legitimate investment leads. This assessment,

Millier Dickinson Blais: Ontario’s Tourism Investment Strategy and Implementation Plan
42

or „triage‟, process rates each lead or opportunity against 21 criteria or „opportunity characteristics‟,
each of which is scored and weighted according to its relative importance. These criteria include:







The creation of employment positions in Ontario, and the value of those jobs;
The availability of project funding;
Fit with government priorities/sectors;
Project characteristics (proven technology, existing business plan, defined market);
Experience and profile of corporation.

Performance Measurement
Between this initial lead generation phase and the closing of a deal, the sales funnel is designed to
service leads through successive transactions, with each transaction representing an increasing
likelihood of investment and therefore an increasing amount of resources invested into the lead by the
Investment Division. The number of transactions that each lead generates serves as a means of
performance measurement for IBDRs.
Though this approach is still early in its implementation, it is perceived to have systematized and
formalized an investment attraction and lead generation protocol for the Province. In addition, by having
the DMLG branch be responsible for managing in-market sales duties through three contracts with
expert companies, the other branches of the Division (i.e. Manufacturing, Science, Technology and
Services) are able to better focus their resources and efforts internally on strategic intelligence and
servicing of pre-qualified leads. Performance targets for 2011-2012 include $745 million in new
investment and 3,600 new jobs.

Partnerships with Other Organizations
Though the Ministry of Economic Development and Innovation and the Investment Division are
mandated to focus on the Province‟s strategic sectors, memoranda of understanding (MOUs) have
been established between MEDI and the Ministry of Northern Development, Mines and Forestry
(MNDMF), and the Toronto Financial Services Alliance (TFSA). Under these MOUs, MEDI conducts
sector-specific (i.e. value-added resources, financial services) in-market prospecting and lead
generation through its existing umbrella contracts; the partner organizations provide local knowledge
and capacity to service any leads that result from that process.

5.2.2 Ministry of Agriculture, Food and Rural Affairs
In contrast to MEDI‟s approach, the Ontario Ministry of Agriculture, Food and Rural Affairs (OMAFRA)
houses a Business Development Branch within its Economic Development Division focused on
business retention and expansion and investment attraction in agriculture, food and beverage and food
processing industries. The branch itself is composed of five units:







Export Marketing;
Domestic Marketing;
Branding and Marketing;
Business and Investment Development; and
Strategic Intelligence and Marketing.

Within the branch, an estimated 80% of resources and staff are directed towards domestic investment,
with the remaining 20% devoted to international investment attraction. The majority of this investment
attraction effort is directed through the Business and Investment Development Unit, where 10 business
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development consultants and 2 investment attraction consultants work in 6 regional offices across the
province supporting food processing, bio-products and rural manufacturing businesses. OMAFRA‟s
structure differentiates between investment attraction and trade development allowing for separate
approaches to export development and investment attraction. The Ministry‟s organizational structure
and programming also includes ongoing business retention and community development activities.
Notwithstanding the separation of trade development and investment attraction both units use a
common client relationship management software tool (salesforce.com) to enable performance
monitoring. In addition, both units are focused on 6 priority subsectors within the food processing
industry.
While the primary goal of the Investment Development Unit is identifying and engaging potential investors in the food
processing sector, the unit is also involved in branding and marketing activities intended to enhance Ontario’s position as an
investment destination that includes:




Networking and collaboration with foreign industry associations; and
Highly focused media campaigns in trade and business publications.

Traditionally, the Investment Development Unit efforts have been focused on the United States due in part to the
commonalities between the two economies. However, these efforts have expanded to include Brazil, areas of the European
Union and the Middle East and North Africa (MENA).
The Lead Generation Approach in OMAFRA is seen as a largely collaborative effort. The Business and
Investment Development Unit derives strategic information from the Strategic Intelligence and
Marketing Unit, which has access to a variety of databases of company information, enabling them to
analyze trends in the Ministry‟s strategic sectors. This „back-end‟ information gathering also leverages
OMAFRA‟s Economic Development division – specifically the Rural Community Development branch –
to access labour and investment data to build an investment profile for potential companies. The unit‟s
lead generation effort also leverages other units – such as the Export Marketing unit – to gather trade
information and international market knowledge.
Leads cultivated from this multitude of sources – through management of existing clients by the Unit‟s
consultants, and contacts derived through other units, are „vetted‟ through an asset test, wherein
strategic intelligence on each lead is gathered through company databases to assess the company‟s
viability and match to key sectors. A customized business case is developed for each lead which
includes a „pitch‟ in the form of a presentation tailored with relevant market research and community
interest (gathered from working with local economic development partners and municipalities). The
branch also facilitates „top calls‟, whereby the Minister and or Deputy Minister arrange to meet or
consult with a visiting CEO or other company representative.
Investment tools used in the attraction of investment include:



Incentive programs that allow companies to:
Offset the cost of conducting research in Ontario;
Hire and upgrade employee skills;
Obtain new technologies;
Commercialize new products and ideas;




Marketing brochures;
Funding program information sheets.
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Overall, this approach is seen as both systematic – in the specific targeting of sectors and gathering
and assembly of strategic intelligence from multiple sources to support investment attraction efforts –
and intuitive, in deriving leads from local contacts, client meetings and field work.

Performance Measurement
The performance of the Business and Development unit is subject to overall Ministry performance
metrics, focused centrally on the number of jobs and level of capital investment created related to food
and beverage processing in Ontario. The work plans of each unit are aligned to this goal, such that the
branch plan informs the unit plan, which informs individual performance plans. These plans are based
largely on the number of calls made and indirect influence on the number of jobs created. However,
there is not a strict evaluation formula, recognizing the multi-faceted nature of investment attraction in
the Ministry. It is also noted that the branch itself rarely claims 100% „ownership‟ over an investment,
but subjects itself to a sliding scale based on the level of client assistance it provides.
Performance measures for 2010-2011 include:





1200 client calls with food processing, bio-product and small rural manufacturing;
Influencing investments of $285 million in food processing, bio-product and small rural
manufacturing; and
Encouraging the creation/retention of 2,175 jobs in food processing, bio-product and small rural
manufacturing.

5.2.3 Ministry of Northern Development, Mines and Forestry
The Ministry of Northern Development, Mines and Forestry (MNDMF), much like OMAFRA, has a
sector-based mandate, as well as a geographical one. It has evolved an economic development and
diversification role for Ontario‟s north, which includes an investment attraction and market development
role. The Ministry houses a Northern Development Division that oversees this group of activities, which
consists of the following branches:






Regional Economic Development;
Strategic Development;
Northern Ontario Heritage Fund Corporation (NOHFC); and
Northern Ontario Grow Bonds Corporation.

The Strategic Development Branch also comprises the Trade, Investment and Strategic Sectors (TISS)
Unit which was formed in 2009 with the mandate to facilitate job creation, investment and trade
enhancement across Northern Ontario. Priority target sectors for the TISS Unit include:






Forestry Bio Fuels and Chemicals;
Mining Supply Services;
Advanced Manufacturing; and
ICT and Business Services.

To effectively achieve their mandate of attracting increased investment to Northern Ontario, the Unit
actively partners with Mines and Forestry Divisions and the Ministry of Economic Development and
Innovation (MEDI) along with Northern Ontario economic development representatives and a broad
range of provincial, federal and international economic development stakeholders. This collaboration
has been driven in part by recognition that investment attraction is a highly competitive and complex
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activity requiring a coordinated, structured sales approach. TISS performance targets for 2011/2012
include the creation of 500 new jobs and $500 million in investment and export sales. First quarter 2011
results for TISS Unit suggest that the Unit has completed 5 investment deals resulting in $662 in new
12
investment, $1.5 million in export sales and 1135 direct and permanent supply chain jobs in Ontario.

Lead Generation Approach
The central investment attraction effort of the Ministry is housed through the Northern Development
Division‟s Strategic Development Branch, and delivered primarily through the Trade, Investment and
Strategic Sectors (TISS) Unit. This unit is tasked with cultivating investment leads and developing
strategic intelligence in each of the target sectors and developing local conditions to attract investment
through the GO North/Northern Community Investment Readiness Program. Thus, this unit is also
responsible for working with municipalities, First Nations groups and businesses to handle investment
inquiries and develop local capacity for investment attraction. It should be noted that sector or
commodity-specific investment development efforts also occur through other divisions such as the
Mines and Minerals Division (e.g. the Diamond Sector Unit) and the Forestry Division. These divisions
compile their own strategic intelligence and leverage existing corporate relationships to attract
investment. This has traditionally been seen to create issues with coordination of activities, and the
historical absence of a formalized performance measurement program has limited the overall
effectiveness of investment attraction and marketing efforts.

Partnerships with Other Organizations
The Trade, Investment and Strategic Sectors Unit works directly with the Ministry of Economic
Development and Innovation to drive investment attraction to Ontario‟s north in the targeted sectors
mentioned above, such that MEDI has historically provided funding to this unit to facilitate their
activities. More recently, the two Ministries have signed a memorandum of understanding through
which MNDMF benefits from having an in-market representative under each of MEDI‟s regional
umbrella contracts (U.S., Asia, E.U.) focused specifically on generating leads in value-added resources.
MNDMF is responsible for servicing the leads that are generated as a result.

5.2.4 Other Agencies and Organizations
As noted above, a number of other organizations undertake investment attraction efforts in the Province
of Ontario. The practices of two of these organizations, the Toronto Financial Services Alliance and
Invest Toronto, are briefly reviewed below.

Toronto Financial Services Alliance (TFSA)
The Toronto Financial Services Alliance is a public/private initiatives created in 2001 to promote
Toronto‟s competitiveness as a global financial services hub. In addition to a strong awareness-building
and advocacy role, the TFSA also provides strategic intelligence on the sector, which facilitates an
approach to corporate attraction premised on a comprehensive understanding of the region‟s strengths.
To that end, they have developed a value proposition based on an understanding of the Toronto
region‟s financial services value chain, gaps, and emerging business lines.
The TFSA works with multiple levels of government, the private sector, and academic institutions to
drive this effort, leveraging corporate connections and relationships where they exist. Most notably, in
recognizing the importance of lead generation, the TFSA has undertaken an MOU with the Ministry of
Economic Development and Innovation (MEDI) who has hired two in-market representatives (IBDRs)
12

TISS Unit 2010-11, Results and Performance Presentation
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under their existing contracts to focus specifically in financial services. MEDI keeps a master list of
these contacts and firms, whereas TFSA maintains a focus on research, advocacy and communication
to grow the jobs and GDP attached to the regional financial services sector.

Invest Toronto
Invest Toronto is an arms-length agency of the City of Toronto and holds the primary responsibility for
foreign direct investment for the City and facilitating the provision of information and expertise on local
investment opportunities, including site availability, industry research and benchmarking, and lead
handling.
Invest Toronto has strong relationships with MEDI and the Department of Foreign Affairs & International
Trade (DFAIT) Toronto Office, working with both organizations to identify and qualify leads specific to
the City of Toronto, where they function as the „closer‟ on investment opportunities. They staff six
investment advisors to generate and handle leads, and use a funnel system similar to MEDI to handle
those leads. As a smaller organization, the „size of the prize‟ determines the resources (in terms of staff
level and time) allocated to each opportunity. Also viewed as essential to Invest Toronto‟s practices
were the following elements:





Clarity of product, i.e. the profile of the market or opportunity being sold to potential investors;
A strong customer relationship management system; and
A protocol for reporting and measuring performance and successes.

5.3 Implications for Ministry of Tourism and Culture
This assessment of the investment attraction of other provincial ministries and regional agencies
suggests that the Ministry of Tourism and Culture could adopt a number of practices to strengthen its
own investment attraction efforts, summarized as follows:

Develop stronger research capabilities and provide robust, up-to-date information
Develop stronger research capability, and be able to provide robust, up-to-date information on
provincial, national and global markets, company performance, infrastructure and labour costs. This is
particularly important given the volatility and seasonality of the tourism market.

Enhance working relationships with other Ministries engaged in investment attraction
Enhance working relationships with other Ministries engaged in investment attraction. Specific
examples that were noted could include:




Leveraging community development efforts and funds that could be applied to tourism
development, such as OMAFRA‟S Rural Economic Development program and MNDMF‟s
Northern Ontario Heritage Fund Corporation
Pursuing a more structured, targeted investment attraction and sales approach by
strengthening collaboration with MEDI to conduct in-market, international lead generation and
prospecting efforts centred on tourism investment.

Develop and assess investment readiness in the Province
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Develop and assess investment readiness in the Province, working with the Regional Tourism
Organizations, the agencies and boards associated with the Province‟s tourism assets, and local
economic development partners to develop product and community capacity for investment.

Take a horizontal approach to lead identification and communication
MTC should consider taking a horizontal approach to lead identification and communication; similar to
the above, local RTO and DMO staff in key provincial target markets should assist the Ministry in
tracking local investments and facilitating contact with major operators and accommodators

Focus on investment and intelligence in strategic tourism sub-sectors
MTC should focus on investment and intelligence in strategic tourism sub-sectors, such as
accommodations, attractions, and events. This segmentation occurs in other Ministries and helps to
develop expertise and relationships with potential investors.

Marshal top-level support and resources to pursue and land high-value leads
MTC should marshal top-level support and resources to pursue and land high-value leads; both
provincial and regional agencies identified the importance of high-level (corporate and/or ministerial)
relationship-building as a critical element in securing large-scale investments.

Use of Performance Measures
Finally, a common characteristic of most of these approaches to investment attraction is the use of
performance targets and measures to track progress and effectiveness. In any approach to be
undertake by MTC, it is clear that performance evaluation measures should similarly be developed.
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6 Factors Affecting Tourism Investment in
Ontario
A Tourism Investment Strategy for the Ministry of Tourism and Culture is ultimately designed to support
growth of the tourism industry in Ontario. This growth is premised upon increased receipts, visitor
spending, and visitation to the province. Investment attraction and development and a focus on
developing tourism product and infrastructure underlie the growth in each of these areas.
This strategy has been developed in the context of a number of other studies and reports conducted on
tourism administration and investment in Ontario. The strategy reinforces and expands upon that work
where it aligns with the research findings and strategic objectives; however, recognition is also given to
the lack of implementation of these prior studies, and the need to address the resourcing and
administration of MTC to effectively lead a tourism investment attraction agenda for the province.
In this context, the strategy and implementation plan supports the needs of the Government of Ontario
to be a more committed and aggressive participant in the global tourism market. It also provides
direction for the Ministry of Tourism and Culture to achieve this goal in the form of actions that are
achievable, realistic, and can be reasonably implemented.
Based on the foregoing, an overarching framework for the strategy has been developed that responds
to the key challenges and opportunities that impact the Ministry‟s ability to effectively target tourism
investment. The framework has been informed by the results of the stakeholder consultation process, a
best practice review of similar and comparative jurisdictions, and an assessment of current investment
attraction practices in Ontario with a particular focus on those efforts already in place within the Ontario
Government. This framework is comprised of five direct factors perceived to have the greatest impact
on tourism investment attraction in Ontario and where the Ministry will be expected to have the greatest
influence. These factors include:







Marketing and lead generation;
Financial and tax incentives;
High level political support;
Account management approach; and
Availability of identified projects.

In addition to these five direct factors, there are other areas of provincial policy and activity that are
peripheral to the core activities of the Ministry of Tourism and Culture, but will nevertheless affect the
overall tourism investment climate of Ontario. These indirect factors include:







The overall attractiveness of the brand image and identity of the province;
The preferences and distribution of the province’s resident population;
The province’s transportation and telecommunications infrastructure;
Overall economic development policy, economic and fiscal policy; land use policy (for
example, the Niagara Escarpment and Greenbelt policies); and
Overall major political priorities of the government of the day.
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While not ignoring these indirect factors, this investment attraction strategy has focused on those areas
of engagement that the Ministry of Tourism and Culture can realistically address and that will maximize
the effectiveness of investment attraction efforts in the Province‟s tourism industry. For each of these
factors, key problems and opportunities have been summarized; this information informs the
recommended actions constituting the investment attraction strategy that is presented in the following
section.

6.1.1 Marketing and Lead Generation
Marketing and lead generation activity is at the core of many of the provincial ministries‟ efforts to attract
investment to Ontario. This is no less important for the attraction of tourism investment. These types of
activities are aimed at promoting the tourism investment climate in Ontario, making contact with potential
investors, and providing support information and materials to support this process.
Problems Expressed



Opportunities Identified

Investment marketing and lead generation is not happening effectively
on the tourism side in Ontario (but is in other sectors); however, big
tourism industry players are targeted in other jurisdictions



There is scepticism as to whether this approach will work in the



could add tourism to their portfolios



markets) would help create stronger impression
of Ontario as key destination

There is a problem with definition of tourism sector: a lack of
understanding as to what tourism is and isn‟t, so uncertainty as to
who to target



More aggressive consumer marketing of the
province (especially to Asian and European

tourism sector



MEDI, others already doing lead generation:



A differentiated approach to potential tourism
investors, including direct contact with

The Ontario brand identity as a tourism destination is reportedly not

international tourism companies and investors

strong which hampers lead generation

6.1.2 Financial and Tax Incentives
Although financial incentives should not be a determining factor for tourism investment or development,
there is little doubt that these help to create the image of a positive investment climate and in many
instances can be used to facilitate development to happen sooner and/or on a larger scale, than would
otherwise be the case. Accordingly, financial incentives are an important consideration in any
investment attraction strategy.
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Problems Expressed



Opportunities Identified

Competitive jurisdictions are able to offer significant grants and/or tax
incentives relative to Ontario





TIF programs have already been introduced in
many communities that could be used to
stimulate tourism-related development

At the same time, however, there exists some perception that the tax



environment is not a primary driver



There are some possibilities (TIF, condo tax) to
improve overall development environment

There is some perception that Ontario is a higher cost tax
environment relative to other jurisdictions





Other factors within provincial control (infrastructure development,

Investment in infrastructure to support tourism
development priorities and opportunities

project identification and capital support, may be more significant



Recognition exists on the part of many investors that there may be
grant and loan guarantee support for projects in underdeveloped
areas (e.g. northern Ontario)



Some caution has been noted on the use of loan guarantees to
stimulate tourism investment

6.1.3 Availability of Identified Projects
The identification and promotion of specific tourism projects by the Province would be very helpful to
potential investors. This is especially true when they are backed by a streamlined development
approvals process, or pre-approved financing assistance as it can facilitate development that might
otherwise not occur. It can also signal the clear intentions of the province regarding the importance and
priority of certain kinds of development in certain areas.
Problems Expressed

Opportunities Identified

 There is limited interest from investors in greenfield start-ups;
greater interest in situations where there is a pre-existing asset or
income stream

 Ontario has no „pre-identified‟ tourism projects that are strategic
priorities and where external investment is invited or welcomed

 The development financing environment in Ontario is very

 Ontario has many underperforming tourism
assets where such investment could be
welcomed (e.g. Ontario Place, in Niagara Falls,
ORC assets such as Frost Centre in Haliburton)

 There are other opportunities to address gaps in
tourism attractions and needed development

restrictive

6.1.4 Account Management Approach
This area of activity responds to a major theme running throughout the interviews to the effect that oneon-one relationships need to be developed with the most significant potential investors in the industry,
in order that they can become better informed of Ontario‟s competitive advantages and tourism
investment opportunities. As these relationships take time to develop, an accounts management
approach can be very effective, and would further complement ongoing marketing and lead generation
activity.

Millier Dickinson Blais: Ontario’s Tourism Investment Strategy and Implementation Plan
51

Problems Expressed

Opportunities Identified

 When investor interest is expressed, no one in the province „takes
on the account‟ and acts as the provincial trouble-shooter for the
investor

 Other jurisdictions are adopting this approach, recognizing that

 There is an opportunity to adopt this approach
 Other provincial and regional agencies take a
similar relationship-building and client
management approach

investors from some other cultures expect this kind of high-profile
treatment (Saudis, Korea)

6.1.5 Top-Level Political Support
The tourism industry needs to be seen within the government as a top priority, and regarded as a
significant economic driver both in terms of job creation and investment. From this it follows that tourism
investment opportunities will have a high priority in the province, and be accorded active political
support (behind the scenes when necessary, but also public and visible when appropriate).
It follows that these five factors should inform the core elements of the investment attraction strategy for
the Ministry of Tourism and Culture. This strategy is addressed in the next section.
Problems Expressed

Opportunities Identified

 „Tourism and Culture‟ is seen to be a junior ministry; there is some
perception that it is difficult to get attention from the highest (Premier;
Minister) level

 There is an opportunity through research and
education to change perceptions of the value of
the sector to urban and rural communities and

 Within government itself, tourism is not understood or believed to be a
strong economic sector (seasonal jobs)

 This is further compounded by the fact that the tourism industry does
not have a strong agency or organization that speak on its collective

the importance of investment and development

 Opportunities exist to have the Minister and
premier fete potential high-level investors (see
Account Management approach)

behalf

 Potential developments and investments are not accorded highest level
priority

6.2 Capitalizing on Ontario‟s Competitive Advantage:
Strategic Actions
Based upon the reviews of other approaches to investment attraction and the findings from interviews,
the following strategy is recommended. It is predicated on five core elements:

Effective marketing and lead generation



A more rigorous and coordinated approach to marketing and lead generation, specifically within the
tourism industry, is required. However, rather than „reinventing the wheel‟ the approach should take
advantage of the systems developed already in Ontario, specifically that developed by MEDI.
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Competitive financial and tax incentives
Financial assistance and tax incentives do play a role in encouraging investment and sending a signal
to the industry that tourism investment is a priority.

Identification of specific projects and investment priorities
The tourism industry is looking for specific identified projects in which to invest, where incentives are in
place and local and regional economic development agencies are „on board‟.

Adoption of an Account Management Approach
The identification of key investors and the development of a relationship through an „account
management‟ approach is a proactive and effective way of nurturing investment opportunities –
channelling their early input into specific investment projects can be an effective way of encouraging
investment.

Cultivating a culture of top-level political support for the industry
Investment attraction efforts must be supported by a government-wide recognition of the economic
importance of the tourism industry.
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7

Investment Attraction Strategy and
Implementation Plan
The Tourism Investment Strategy and Implementation Plan proposes the way forward for the Ministry
of Tourism and Culture to attract new investments in Ontario‟s tourism sector, create jobs and ultimately
increase visitor spending.
The current Strategy and Implementation Plan requires that the government of Ontario and Ministry of
Tourism and Culture are more committed participants in the global tourism market. This requires the
continuing support for the overall attractiveness of the brand image of Ontario, the development of
infrastructure to accommodate increasing numbers of visitors, the formulation of economic and land use
policies that support tourism investment and recognition of tourism as a key economic driver and job
creator in the province.
The strategic actions plan that will increase investment, create jobs and require a minimum of
resources is achievable, realistic and can be implemented in a reasonable time frame to produce
tangible results is a time framed of 18 months to two years
The four key recommended strategic action areas are:
1. Establishing Tourism as a priority sector in Ontario‟s investment attraction approach by
updating and implementing a Memorandum of Understanding (MOU) between MTC and MEDI
identifying a lead generation approach for tourism; engaging senior management at MTC and
MEDI to ensure Tourism is added as one of Ontario‟s key sectors in MEDI ‟s investment
attraction strategy; establishing an MTC/MEDI working team to implement the MOU and to
develop a lead generation and client account management approach for tourism investment
attraction activities and lastly establishing performance metrics for tourism investment
2. Create a focused Value Proposition (VP) for investors which identify the unique advantages of
Ontario as a tourism investment location. The VP positions the province in the marketplace
and identifies opportunities.
3. Develop investor outreach activities to promote Ontario‟s value proposition and generate
investment leads.
4. Identify provincially owned assets as opportunities for investment attraction.
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Strategic
Recommendation

1

Establish Tourism as a Priority Sector in
Ontario’s Investment Attraction Approach

By updating and implementing a Memorandum of Understanding (MOU) between MTC and MEDI
identifying a lead generation approach for tourism; engaging senior management at MTC and MEDI to
ensure Tourism is added as one of Ontario‟s key sectors in MEDI ‟s investment attraction strategy;
establishing an MTC/MEDI working team to implement the MOU and to develop a lead generation and
client account management approach for tourism investment attraction activities and lastly establishing
performance metrics for tourism investment
MEDI currently supports the government priority of a strong economy by focusing on the following three
strategies:





Economic Development;
Small & Medium Enterprise; and
Trade and Investment.

MEDI‟s current Trade and Investment strategies and best practices can support the limited capacity of
the Ministry of Tourism and Culture‟s investment attraction activities:





MEDI Trade Strategies:
 Assist Ontario‟s investment efforts through marketing, research and in-market support;
 Build Ontario‟s brand as a destination for global business; and
 Leverage Ontario‟s international presence through International Marketing Centres.
MEDI Investment Strategies:
 Proactively target investment opportunities and ensure early engagement with
companies;
 Strategically generate and qualify leads working with in-market representation;
 Establish performance based targets;
 Proactively pursue key investment opportunities;
 Manage client relationships and account management over the lifecycle of investment;
and
 Promote Ontario internationally.

Millier Dickinson Blais: Ontario’s Tourism Investment Strategy and Implementation Plan
55

Recognizing this expertise and skills set already within MEDI, the recommendations for MTC in this
area are:
Strategic Action

Implementation Schedule over Next 10 Years
Next Year
(2012)

Short Term
(2013)

MediumTerm
(2014 – 2016)

Long-Term
(2017 – 2021)

a) Secure Minister of Tourism
and Culture approval for an
MOU with MEDI.

documented
approval in
place



b) Develop agreement with
ADMs of MTC and MEDI to
work collaboratively.



c) Secure inter-ministerial
agreement to have Tourism
added to Ontario‟s key
strategic sectors.



Suggested
Performance
Metrics

signed
agreement
stating intention
to develop MOU

d) Complete MOU with MEDI
with a primary focus on Trade
and Investment, ensuring cooperation in the strategic areas
of Economic Development and
Small & Medium Enterprise for
the tourism industry.

e) Establish a collaboration
team with MTC and MEDI to
implement the MOU and
develop a strategic approach
for the tourism sector.



on-going 

on-going 

MOU completed



on-going 

on-going 

team in place

Millier Dickinson Blais: Ontario’s Tourism Investment Strategy and Implementation Plan
56

Strategic
Recommendation

2

Create a focused Value Proposition for
investors which identify the unique
advantages of Ontario as a tourism
investment location. The Value Proposition
positions the province in the marketplace
and identifies opportunities.

MTC will support the Competitiveness Study Recommendation # 11: “Actively Attract Investment” by
focusing on:





Foreign Direct Investment (FDI);
Business Retention & Expansion (BR&E); and
Mergers and Acquisitions (M & A).

Key Initiatives for Investment Attraction Strategies:











Understand investor needs;
Become client/investor focused;
Change the culture from passive to proactive;
Segment roles and responsibilities for investment attraction;
Allocate resources & train staff;
Define customer service standards;
Develop stronger inter-ministry co-operation;
Set key performance indicators with realistic objectives; and
Research driven and supported by effective customer relationship management.
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Activities to support the development of this Value Proposition-based approach are:
Implementation Schedule over Next 10 Years

Suggested Performance
Metrics

Strategic Action

Short
Term
(2013)

MediumTerm
(2014 –
2016)

LongTerm
(2017 –
2021)



on-going


on-going


identify specific areas and
opportunities (possibly
through updated premierranked process)

on-going


on-going


on-going


establish annual
consultation reporting
systems

on-going


on-going


development of investor
information data base and
possibly specific needs
profiles for individual
investors



on-going


undertake formal review
and report in medium-term

on-going


on-going


as above

Next Year
(2012)

a) Using MTC and MEDI resources,
identify: Ontario‟s key strengths,
weaknesses, opportunities and
threats for tourism investors; priority
sectors and clusters to promote
within tourism; and unique and
compelling investment opportunities.
b) Establish working teams with
other ministries as needed as well as
economic developers and industry
stakeholders throughout Ontario.

on-going


c) Compile detailed information on
the following in order to respond to
investor needs: labour, talent,
business costs, tax and regulatory
systems, risk, infrastructure,
transportation, business
environment, quality of life, etc.



d) Develop investment policies and
programs for the tourism sector
based on best practices at MEDI
through the MOU arrangement and
investor needs.
e) Know and research the
competition on an on-going basis.



on-going


Millier Dickinson Blais: Ontario’s Tourism Investment Strategy and Implementation Plan
58

Strategic
Recommendation

3

Develop investor outreach activities to
promote Ontario’s value

The Ministry of Economic Development and Innovation‟s investor outreach activities include the
following best practices which should act as a model for the Ministry of Tourism and Culture:



Investment Attraction: Provide top-level service to investor clients through:










Information on government programs and services;
Assistance in the site selection process;
Introduction to other intermediaries and stakeholders to facilitate the establishment
of their business in Ontario.

Encourage international business people to immigrate and
entrepreneurial expertise, technical skills and capital in Ontario;

invest

their

Services include consultations, seminars and information on establishing
businesses in Ontario.

International and Domestic Marketing Campaigns:






Business case development;

Business Immigration:





The provision of relevant investment information;

Build awareness of Ontario as a premier investment location and promote the
ministry‟s development programs and services;
This includes the development and production of advertising, media relations,
direct and interactive marketing web site content development, collateral materials
and other technology, including a state-of-the-art geographical information system
(GIS).

International Marketing Centres (IMCs):




Provide investment and trade services in key international markets, promote
economic interests and raise the profile of Ontario;
The centres are located in London, Los Angeles, Munich, New Delhi, New York
City, Shanghai, Tokyo, Beijing, Mexico City and Paris.
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Ontario Investment and Trade Centre:




Ontario‟s state-of-the-art investment and trade presentation and collaboration centre
serves as the focal point for business to access government investment, export and
business immigration programs and services.

International Trade:




Assists small and medium-sized Ontario companies with exportable goods and services to
access and expand into international markets;
Initiatives include international trade missions and exhibitions, virtual trade missions and
one-on-one export and market consulting, as well as export education programs and
seminars.

Within the context of this proactive model, the recommendations for MTC‟s outreach activities are:

Strategic Action

Implementation Schedule over Next 10 Years
MediumLongShort
Next Year
Term
Term
Term
(2012)
(2014 –
(2017 –
(2013)
2016)
2021)

a) Identify resources within MTCIDO to execute investment attraction
activities.
b) Identify clear guidelines for MEDI
lead generation activities as distinct
from IDO lead generation activities:
train IDO staff in lead generation and
closing techniques.

companion internal
memorandum (with MOU)
specifying resources





Suggested Performance
Metrics

training 

training 

training 

development of guidelines
and training materials



revise as
required 

revise as
required 

creation of support
materials



on-going


on-going




revise as
required 

revise as
required 



on-going


on-going


c) Create promotional materials that
identify programs, services and
resources for investors as well as
key tourism investment
opportunities.
d) Work with MEDI‟s lead generation
company to develop a strategic plan
to build account relationships with
tourism investors and entertainment
companies (i.e. one-stop shopping
approach for key accounts)
e) Create communication media that
supports the Value Proposition of
investing in the tourism sector in
Ontario and builds on the positive
and attractive Ontario brand
f) Identify target markets and pursue
investors in co-operation with other
ministries involved in investment
attraction, MEDI‟s International
Marketing Centres, investment
attraction agencies overseas, the
GTMA, Invest Toronto and the

target accounts identified;
account managers within
MTC also identified for
each

creation of communications
materials

specific identification of
targets and contacts for
each account
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Toronto Financial Services Alliance.


on-going


on-going


CRM measurement system
developed

on-going


on-going


on-going


develop mechanism for
account managers within
MTC to share this
information with one
another



on-going


on-going


hold one training session
per year

j) Develop a toolkit to assist Ontario
stakeholders with investment
readiness and provide information
on consultant services to Ontario
stakeholders.

 (after
MOU
developed)

revise as
required 

revise as
required 

k) Support and inform MEDI trade
missions when tourism is a key
sector to target, e.g. China, India,
UAE.

 (after
MOU
developed)

on-going


on-going


completion of evaluation
reports after mission

l) Invest in social media to promote
investment attraction based on best
practices of MEDI and MNDM‟s
investment services.

 (after
MOU
developed)

on-going


on-going


develop social media tools
and policies; undertake use

g) Develop a Customer Relationship
Management (CRM) system.
h) Network with current investors to
investigate new private sector
funding sources for current and ongoing tourism investments.



i) Actively engage in
activities/training sessions at the
Ontario Investment and Trade
Centre related to investment
attraction.

toolkit developed with
support materials
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Strategic
Recommendation

4

Identify Provincially Owned Assets as
Opportunities for Investment Attraction
Recommendation # 13 of Discovering Ontario, a Report on the
13
Future of Tourism is Transform Our Attractions.

The Government of Ontario has made significant investment in
the province‟s cultural attraction such as the Royal Ontario Museum (ROM) and the Art Gallery of
Ontario (AGO) but many of the province‟s attractions are in need of investment to allow them to achieve
their potential as major tourism attractors.
Anchor attractions such as Ontario Place as well as other public assets are dated and aging, often
lacking strategic partnerships and in general lacking appeal to broad demographic groups.
The report recommends “next steps” in transforming provincial attractions and assets which include:



Add to Ontario‟s public product offerings through public/private partnerships that include
increased linkages with the private sector and exploring private sector revitalization of public
product through private sector management, land lease, etc.

Recommendation #18 of Discovering Ontario encourages the development of unique high-potential
product that takes advantage of existing assets, niche products that align with new and best-prospect
markets, and the establishment of a fund to develop new niche product in partnership with industry and
on a competitive basis.
The study stated that “successful investment attraction requires a targeted approach that highlights the
real opportunities in Ontario. Government must therefore be proactive, particularly in the current
economic climate, and focus on key locations and opportunities.”
Implementation Schedule over Next 10 Years

Strategic Action

Next Year
(2012)

Short
Term
(2013)

Medium-

Long-

Term
(2014 –

Term
(2017 –

2016)

2021)

a) Within the context of a
provincial product development
framework, identify key tourism
products and clusters within



on-going


on-going


on-going




on-going


on-going


on-going


work with RTOs to identify
specific investment

attraction.

priorities of the Regional Tourism

Metrics

create the list of provincial
assets; identify the nature
and range of tourism
investment possibilities;
identify provincial support
mechanisms for each (may
be site specific and unique
to nature of opportunity)

Ontario including all provincially
owned assets including

b) Identify product development

Suggested Performance

13 The Ontario Tourism Competitiveness Study, A Report on the Future of Tourism, February, 2009
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Organizations.

opportunities and priorities
for each; ensure that each
of the provincial assets
(see #1 above) are known
to the RTOs

c) Identify pan-provincial product
on-going


identification of specific
province-wide product
development opportunities;
ensure that each RTO is
aware of these



undertake specific
evaluation of development
initiatives and gaps in
performance in year 3 after
assets initially identified
(see #a above)

on-going


ensure that all those
undertaking FDI and other
investment activities are
equipped with the list
developed in #a above

development priorities, including,
where appropriate, public-private



on-going


partnerships.
d) Based on identified tourism
development priorities and
clusters identify gaps and
weakness in provincial tourism
product including public assets.
e) Ensure that strategic
investment attraction outreach
activities align with government



investment priorities in tourism
product and public assets.
f) Use the CRM data base
developed (see


Recommendation 3 g) to match
investors to product gaps for new

on-going


on-going

on-going





investments.

CRM measurement system
developed with this
matching capability; use of
these results to inform
MTC and MEDI (where
appropriate) staff

g) Develop an inter-ministry
collaboration team to provide
one-window solution to secure
investment and provide postinvestment support for provincial



on-going


asset opportunities

on-going


on-going


have team members
identified and roles and
responsibilities („Terms of
Reference‟) for team
clearly articulated and
posted

The Strategy and Implementation Plan is a dynamic document and is intended to respond to current
economic conditions that are impacting tourism investment attraction in Ontario. It relies on broad
based political and tourism industry support for its implementation and assumes that the Government of
Ontario will continue to be a primary location for investment in the years to come.
Built into the framework is the assumption that actions will be reviewed on an ongoing basis and
assessed as to their effectiveness. Revisions will be made as needed to ensure all efforts are made to
enhance the province‟s tourism investment climate.
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Appendix B: List of Persons Consulted
The following list includes those who were directly consulted through telephone interviews and/or inperson meetings. Nearly 40 senior professionals were consulted, including tourism industry
representatives and investors, financial institutions and investors, economic development and tourism
professionals, and staff from government ministries, organizations and agencies.

Tourism Industry Representatives and Investors
Gord Canning

CEO and Chairman, Blue Mountain Resort, Intrawest Resorts

Don Braden

President, Blue Mountain Village Association

Blake Cordish

Vice-President, The Cordish Group

Reed Cordish

Vice-President, The Cordish Group

David Oglivie

Regional Vice President, Sales and Marketing, Starwood Hotels

Nick Varney

CEO, Merlin Entertainment

Steve Gupta

President and CEO, Easton‟s Group of Hotels

Anthony Annunziata

Vice President, Marketing and Development, Hilton Hotel Niagara Falls

A. Douglas Birrell

CEO, Niagara Hospitality Hotels

Isadore Sharp

Chairman, Four Seasons Hotels

Financial Institutions and Investors
Silvio Marsili

Director of Operations and Client Development, Roynat Capital Inc.

Michael Sneyd

President, Skyline International Investments

M. Richard M.
Remillard

Executive Director, Canadian Venture Capital Association

Gordon Nixon

President and CEO, Royal Bank of Canada
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Jim Leech

President and CEO, Ontario Teacher‟s Pension Fund

Sante Tesolin

Senior Manager, Multi-Cultural Banking, Scotiabank

Murli Nedungadi

Regional Director, Global Initiatives, Business Development Bank of Canada

Robert Mark

Partner, Osprey Capital Partners

Martin Grant

Managing Director, Alliance Investments

Economic Development and Tourism Professionals
George Hanus

President and COO, Greater Toronto Marketing Alliance

Terry Mundell

President, Greater Toronto Hotel Association

Jim Long

Regional Administrator, The Tourism Partnership of Niagara (RTO2)

Michael Williams

General Manager, City of Toronto, Economic Development & Culture

David Whitaker

President and CEO, Tourism Toronto

Renato Discenza

President and CEO, Invest Toronto

Janet Ecker

President and CEO, Toronto Financial services Alliance

Rob Berry

Manager, Sector and Strategic Partnerships, City of Toronto, Economic
Development & Culture

Government Ministries, Organizations and Agencies
Hon. Michael Chan,
MPP

Minister of Tourism and Culture, Executive Council of Ontario

Michael Kurts

Assistant Deputy Minister, Tourism Policy and Development Division, Ministry
of Tourism and Culture

Bruce Strapp

Director, Northern Ontario Heritage Fund Corporation

Shirley Phillips

Assistant Deputy Minister, Tourism Planning and Operations Division, Ministry
of Tourism and Culture
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George Borovilos

Director, Business development Branch, Ontario Ministry of Agriculture, Food &
Rural Affairs

John Mitsopulos

Director, Direct Marketing and Lead generation Branch

Robert A. Howald

Senior Vice President, real Estate Canada Lands Company CLC Limited

Noreen Cartwright

Senior Development Consultant, Investment and Development Office, Ministry
of Tourism and Culture

Debbie Jewell

Manager, Investment and Development Office, Ministry of Tourism and Culture

Martin Bohl

Director, Rural Community Development Branch, Ontario Ministry of
Agriculture, Food & Rural Affairs

Anne Waddell

Senior Specialist, Federal/Provincial Relations (Ottawa), Ontario Ministry of
Economic Development and Trade

Michael Langford

Director, Investment and Development Office, Ministry of Tourism and Culture

James Lynn

Senior Development Consultant, Investment and Development Office, Ministry
of Tourism and Culture

Caroline Polgrabia

Senior Policy Advisor, Regions Implementation Team, Ministry of Tourism and
Culture
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Appendix C: Investment Attraction
Case Studies – Detailed Jurisdictional
Reviews
Activities and best practices relating to tourism investment attraction were conducted for nine
comparator jurisdictions for the purposes of informing Ontario‟s Tourism Investment Attraction Strategy
& Implementation Plan. Detailed findings for each of these nine jurisdictions are presented in the charts
below.

British Columbia
Population

4,551,853
Ministry of Jobs, Tourism & Innovation – includes Tourism & Investment & Trade
Divisions

Name of Department (s) or
Agency(ies) – Tourism Investment

http://www.gov.bc.ca/tti/
Invest British Columbia – program of the Investment & Trade Division
https://trade.britishcolumbia.ca/Invest/Pages/Default.aspx
The new Ministry of Jobs, Tourism & Innovation is building on British
Columbia‟s Olympic momentum to let the world know that there is no place on
Earth like British Columbia to visit, work, live and do business.
The ministry combines the power of tourism, investment attraction and export
market development to market British Columbia as never before and to fully realize
this province‟s potential as Canada‟s Pacific Gateway.

Mission

Invest British Columbia is your one-stop investment attraction and facilitation
service led by the Province of British Columbia. We work closely with an extensive
network of public and private sector organizations to provide a free comprehensive,
coordinated and confidential service for companies interested in locating or
expanding in British Columbia
Strategic Plans & Reference to

Tourism British Columbia Action Plan

Investment

http://www.tti.gov.bc.ca/tourism/docs/tourism_action_plan.pdf and Invest BC
Tourism; Advanced Manufacturing & Innovation; Green Economy – Green Energy

Targeted Sectors:

& Environmental Technology; Digital Media & ICT; Education & Training; Food,
Beverage & Consumer Services; Financial & Professional Services; Life Sciences;
Major Sporting Event Suppliers; Natural Resources; Transportation & Infrastructure

Strategies & Recommendations
Related to Tourism Investment

Strategies in Tourism Annual Service Plan 2009/10
(http://www.bcbudget.gov.bc.ca/Annual_Reports/2009_2010/tca/tca.pdf)
Facilitating access to Crown land for all seasons resort development and outdoor
recreation programs through Master Development Agreements, Operating
Agreements and Crown land tenures
Marketing B.C.‟s locations, skilled labour and industry capabilities to international
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British Columbia
and domestic producers through the British Columbia Film Commission, and
delivering high quality, customer-centered production services and support to
expand the level of film and television production activity in the province.
BC Resort Task Force 2004 Recommendations:
1.Review acts and regulations that affect resort development to improve and
streamline application processes.
2. Remove barriers to existing resorts and new resort proposals, and review
application timelines and costs.
3. Conduct a competitive jurisdictional analysis.
4. Work with industry, communities and First Nations to identify economic
opportunities associated with resort development.
5. Develop a BC Resort Strategy and Action Plan that will lead to increased
investment in resort development.
- New resort developments achieved in 2009/10
Tourism Action Plan Recommendations:
Development & Investment
8 Actions aimed at:
A positive business climate
Increased tourism investment
Maximize tourism potential of Crown assets
Develop & expand BC‟s cultural attractions
Business Incentives: Certain incentives target particular industries (film, mining,
new media and international financial services). British Columbia‟s tax incentives
Investment Activities & Tools
(programs, services, investment
websites, funds, investment
opportunities identified, research
& statistics, investment guides,
etc.)

are provided as “entitlements” – they do not have to be negotiated – and are
available equally to all eligible businesses for qualifying activities. Federal
government incentives are also available that mirror provincial measures in many
cases.
Index:
Incentives for Research and Development
Incentives for Machinery and Equipment Investment
Sector-Specific Incentives (does not include tourism)
Tax Credits & Refunds (does not apply to tourism)
Websites developed for the North American, U.K., German, French, Australian,
Japanese, South Korean, Taiwanese, Chinese and Mexican markets
 Business Climate Information: Provide information to assist in client
investment decisions on local labour markets, business costs, investment
regulations, taxation structures, skills availability, incentives and relevant industry
sectors
 Customized Project Proposal: Confidential financial projections for your
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British Columbia
project, comparing the rate of return on investment in British Columbia and
competing locations; information on available talent pool, salary structures, sites,
facilities, infrastructure capacity etc
 Introductory Briefings: Face-to-face introductory briefings in Vancouver or any
of our international locations in US, UK, Germany, Japan, Korea, China and
India.
 Site Tours: Hosted familiarization tours, including visits to candidate sites,
facilities and communities.
 Business Introductions: Facilitated meetings with local providers of tax, real
estate, legal, utility and other services, and with relevant government permitting
agencies.
 Government Programs: Advice on relevant local and federal government
incentive programs such as support for research and innovation etc.
Are there in-market people

Yes, 9. Focus on economic development, but not specifically on tourism

promoting investment outside
jurisdiction?

investment attraction.

Bangalore, India

Beijing, China

Priority Sectors : Clean Energy & Environmental Technology; Life Sciences;
Digital Media & ICT; Education & Training
Priority Sectors : Clean Energy & Environmental Technology; Life Sciences;
Digital Media & ICT; Financial & Professional Services including Construction &
Design

Guangzhou, China

Priority Sectors : Clean Energy and Environmental Technology; Digital Media &
Information & Communications Technology; Financial & Professional Services
including Construction & Design

Hamburg, Germany

London, UK

Priority Sectors : Transportation & Infrastructure; Digital Media; Life Sciences,
Financial & Professional Services
Priority Sectors : Clean Energy & Environmental Technology; Digital Media and
ICT; Financial & Business Services

Palo Alto, US

Priority Sectors : Clean Energy & Environmental Technology; Information &
Communication Technologies; Venture Capital

Seoul, Korea

Priority Sectors : Clean Energy & Environmental Technology; Life Sciences;
Digital Media & ICT; Life Sciences

Shanghai, China

Priority Sectors : Clean Energy and Environmental Technology; Digital Media &
Information & Communications Technology; Financial & Professional Services

Tokyo, Japan
Does jurisdiction have a fund for
joint ventures?

Priority Sectors : Clean Energy & Environmental Technology; Life Sciences;
Digital Media and ICT; Financial & Professional Services
No.
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British Columbia
Does jurisdiction identify
investment-ready projects?

No.

Organization, Staffing, Budget:

Ministry currently under reorganization.

Roles & activities of staff

No separate tourism investment development unit or department.
Marcus Ewert-Johns, Exec.Director, International Relations, Trade & Investment
Division. 604 775-2145. Marcus.Johns@gov.bc.ca
Michael Track - Executive Director at (604) 775-2202 or Karen Lam - Project
Manager at (604) 775-2188

Contact

Invest British Columbia
Tel: 1-604-660-9727 Toll free: 1-888-880-ASIA (2742)
Asia Pacific Business Centre Robson Square, Suite 288-800 Hornby
St. Vancouver BC V6Z 2C5

Alberta
Population

3,724,832
Tourism Business Development, Research & Investment Branch -

Name of Department (s) or
Agency(ies) – Tourism Investment

http://www.tpr.alberta.ca/tourism/investment/
Tourism Division; Ministry of Tourism Parks & Recreation, Ministry of
Government of Alberta: http://www.tpr.alberta.ca/
Also, Ministry of International and Intergovernmental Relations has
representatives in international offices which assist with tourism investment,
amongst other sectors. http://www.international.alberta.ca/ - two ministries
work together on a project-by-project basis. No formal arrangement.
Tourism, Parks and Recreation supports the development and marketing of
the province as a world-class tourism destination; manages a network of
provincial parks to care for important ecological areas and provide
opportunities to enjoy and learn about Alberta's natural heritage; and promotes

Mission

active, healthy lifestyles and athletic excellence by supporting recreation, sport
and training facilities.
Tourism:
Annual Report 2009: http://www.tpr.alberta.ca/about/publications/2010/2009Strategic Plan & Reference to
Investment

10_Tourism_Parks_and_Recreation_without_financial_statements_Sept_16_2
010.pdf
STRATEGY 1.3
Facilitate and engage investor/entrepreneur involvement and investment in
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Alberta
Alberta‟s tourism industry through business development activities and
investment attraction initiatives (e.g., investment symposiums, trade missions)
focused on new markets and the creation of new/enhanced tourism business
opportunities.
STRATEGY 1.4
Partner with municipalities, not-for-profit groups and individuals to support the
development of new and enhanced tourism destinations and products,
particularly in rural areas
International Investment
http://www.international.alberta.ca/documents/International_strategy_web.pdf
Travel Alberta Business Strategy https://industry.travelalberta.com/en/AboutUs/Documents/Business%20Plan/Tr
avel%20Alberta%20Business%20Strategy%202010-13%20FINAL.pdf
Tourism attraction and investment is not a major focus; project by project and
reactive.
Value-added agri-food products, education and training services, tourism,
Targeted Sectors for Investment
Attraction

information and communication technology, geomatics, intelligent transport
systems, telehealth, life sciences, environmental and engineering products
and services, clean coal, technology transfer, oil sands, upgraded products,
agricultural products, consulting services, advanced industries,
petrochemicals.
Support Tourism Development Investments Facilitated by Travel Alberta‟s
Regional Marketing Consultants who work in conjunction with Tourism Parks &
Recreation and other government departments (Alberta

Strategies & Recommendations
Related to Tourism Investment

Agriculture and the Northern Alberta Development Council), we look to create
new product clusters and strengthen co-operation between industry operators
to promote new products and tourism experiences. Travel Alberta‟s support of
tourism development initiatives, like Canadian Badlands Ltd., will continue.
(Travel Alberta Business Strategy)

Investment activities & tools
(programs, services, investment
websites, funds, investment
opportunities identified, research &
statistics, investment guides, etc.)

Assessing and matching your investment interests and financial resources
with appropriate tourism business investment opportunities.
Providing contacts and facilitating meetings to assist with your business
interests.
Providing information to substantiate your business case or feasibility
study.
Providing detailed information on tourism sectors of interest.
Organizing your tourism investment trip to Alberta.
Providing information and assistance with regards to crown land leasing
opportunities through the Alberta Tourism Recreation Leasing process.
Provide business information and advisory services.
Offer financial advice and facilitate client/entrepreneur access to capital.
Guide clients through the regulatory processes involved in tourism
development projects.
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Alberta
Work with our government departments in an advocacy role to represent
the interests of the tourism industry in key policy areas such as improved air
access, highway signage and product development.
Provide advice on tourism-related economic impact assessments.
Tourism Investment Symposium - an opportunity for communities to promote
market-ready tourism development opportunities like hotels, resorts, golf
courses and marinas to investors, developers and hotel franchisers. Annual
event held in either Calgary or Edmonton.
http://www.tpr.alberta.ca/tourism/investment/symposium/default.aspx
Tourism Business Development Guide
http://www.tpr.alberta.ca/tourism/tourismdevelopment/pdf/tourismdevguides/1Tourism%20Development%20Guide.pdf
Land Development: Land Planning & Regulatory Approvals
http://www.tpr.alberta.ca/tourism/tourismdevelopment/landdevelopment/default
.aspx
Alberta China Office
Alberta Germany Office
Alberta Hong Kong Office
Alberta Japan Office
Alberta Korea Office
Alberta Mexico Office
Alberta Taiwan Office
Are there in-market people
promoting tourism investment
outside jurisdiction?

Alberta United Kingdom Office
Alberta Washington, D. C. Office
These offices are in the Ministry of International and Intergovernmental
Relations and work cooperative with the Ministry of Tourism, Parks and
Recreation, and one of the priority sectors is tourism, but is not the major focus
of attention.
http://www.international.alberta.ca/documents/InternationalOfficeActivityReport
_09-10.pdf
Have had some success increasing the number of flights from foreign
countries to Calgary, e.g. Korea, Japan, but most international representation
focuses on increasing tourist visits.

Does jurisdiction have a fund for
joint ventures

Not specifically for tourism. However, tourism businesses are eligible for
funding related to general business.
The Funding Sources Guide:
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Alberta
http://www.tpr.alberta.ca/tourism/tourismdevguides.aspx
Does jurisdiction identify

Yes: Regional Investment Opportunities identified in 13 regions:
www.tpr.alberta.ca/tourism/investment/regionalopportunities/default.aspx

investment-ready projects?
Uses Tourism Symposium to promote projects to investors.
Organization & Staffing:
Director, Tourism Business Development, Research and Investment + 5 staff
Roles & activities of staff
Mr. Moe Rehemtulla, Director, Tourism Business Development, Research &
Investment Branch (780) 427-6689
Contact
Mr. Scott Martin, Tourism Investment Consultant, Tourism Business
Development, Research & Investment Branch, (780) 415-8827

Nova Scotia
Population

942,506

Name of Department (s) or
Agency(ies) – Tourism Investment

Nova Scotia Ministry of Tourism, Culture & Heritage
Tourism Division www.gov.ns.ca/tourisminvestment
Department of Provincial Government
http://www.gov.ns.ca/econ/
Branding Positioning Statement:
“Nova Scotia is North America’s original maritime culture where visitors will be

Mission

captivated by our culture of old world charm with a new world pulse, shaped
by the sea and the spirit of our people.”

Strategic Plans & Reference to

2011 Tourism Plan http://www.gov.ns.ca/tch/pubs/Tians2011PlanBookPR.pdf

Investment

Nova Scotia Tourism – The Business Advantage – a marketing brochure for
investment attraction http://www.gov.ns.ca/tourisminvestment/opportunities.pdf

Targeted Sectors:

Tourism attraction and investment
Nova Scotia Tourism – the Business Advantage cites the following
Opportunities for Investment in the Nova Scotia Experience

Strategies & Recommendations
Related to Tourism Investment

Accommodations development
Enhance seacoast experience – sea kayaking, what watching, storm
watching getaways, culinary, hiking, diving, boating, cruising fishing
Special event experiences – festivals, events, concerts, international sports
events
Special interest tourism – hobbies, golf, motorcycle tourism
Contemporary culture tourism – wine, cuisine, agritourism, arts & crafts
Cultural heritage
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Nova Scotia
Getaways
http://www.gov.ns.ca/tourisminvestment/opportunities.pdf
Investment activities & tools
(programs, services, investment
websites, funds, investment
opportunities identified, research &
statistics, investment guides, etc.)

 Tourism Research – tourism statistics & studies
 Operate a Tourism business – tourism development manuals to assist in
establishing tourism business
 Regional Tourism Activity – current key tourism indicators
 Tourism Investment Opportunities: Accommodations Development;
Enhance Seacoast Experience; Special Event Experiences; Special Interest
Tourism; Contemporary Culture Tourism; Cultural Heritage; Getaways
2011 Tourism Marketing Partnership Programs - provide cooperative
marketing assistance for promotional initiatives that clearly support the
implementation of the Nova Scotia strategic tourism priorities identified in the
2011 Tourism Plan. There are two programs: · Festival and Events
Marketing; · Tourism Experiences Marketing.
The Tourism Destination Area Kit
The TDA Kit guides you in uncovering insights, resources and contacts to help
focus your goals, set targets and develop your community‟s strategic tourism
development.
The TDA Kit includes:
The Tourism Destination Area Process: an 8-Step Guide The essential
steps required to build a destination area.
TDA Critical Elements Tourism Destination Areas have 10 critical
elements with measurements for each.
Frequently Asked Questions
So You Want to Be A Tourism Destination Area: A Self-Guided
Workbook Assess your community‟s current state of tourism
readiness. Get a realistic gauge on what you can and cannot
accomplish. Identify the strengths and weaknesses of your area.
Glossary of Terms
Research Resources
Appendices include:
Resource Contacts
How to Select a Consultant
Research & Stats, Travel Trade Resources, Funding Programs, Marketing,
Building a Business
Partnership Programs – Web, Advertising, Travel Trade Shows, Consumer
Shows, Meeting 7u Conventions, Product Knowledge and Fam Tours,
Provincial Trave lGuides

Are there in-market people
promoting investment outside
jurisdiction?

The US, Germany and UK markets are reached through investment in the
Atlantic Canadian Tourism Partnership (ACTP) agreement. In the US market,
each provincial brand is represented in advertising campaigns. Advertising in
the UK market features the Atlantic Canada brand. They are marketing NS
but not for attracting investments.

Does jurisdiction have a fund for

Tourism Development Investment Funding: Public sector only, not
business. The Tourism Development section of the Tourism Division provides
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Nova Scotia
joint ventures?

development and planning support, including financial assistance and
guidance to communities; assistance in developing the market-readiness of
Nova Scotia‟s most competitive tourism products, destinations, and attractions;
development and distribution of “How To” tourism development publications
designed to assist entrepreneurs and tourism operators; and tourism policies,
including developing and supporting government policy that assist in the
growth and competitiveness of Nova Scotia‟s tourism sector.
Nova Scotia Strategic Opportunities Fund: for areas such as job creation,
export development, information technology, environmentally sustainable
infrastructure, manufacturing and production, available to all businesses, not
just tourism.
Community Economic Development Investment Funds (Economic &
Rural Development & Tourism): a pool of capital, formed through the sale of
shares (or units), to persons within a defined community, created to operate or
invest in local business, available to all businesses, not just tourism.
Tour Operator Partnership Program - This program provides opportunities
to partner in the marketing of packaged products in Nova Scotia‟s key
markets. The program is available to tour operators based on submitted
proposals only. Funding levels vary.
Nova Scotia Tourism – the Business Advantage mentions Opportunities for

Does jurisdiction identify

Investment in the Nova Scotia Experience

investment-ready projects?
http://www.gov.ns.ca/tourisminvestment/opportunities.pdf
Organization & Staffing:
Roles & activities of staff

Tourism Division does not have any staff directly involved in investment
attraction; staffing request denied after program initially started.
John Somers, Executive Director
Nova Scotia Department of Tourism, Culture & Heritage

Contact

Tourism Division, World Trade and Convention Centre, 6th Floor
PO Box 456, 1800 Argyle Street, Halifax, Nova Scotia, Canada B3J 2R5
Phone: (902) 424-5000 sommersjh@gov.ns.ca
Ian Thompson, Deputy Ministry, Economic & Rural Development & Tourism
Centennial Building 1660 Hollis St., Suite 600 Halifax, Nova Scotia B3J 1V7.
Phone: (902) 424-2901
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East Midlands, UK
Population

~4.4 million

Name of Department (s) or
Agency(ies) – Tourism Investment

East Midlands Tourism - http://www.eastmidlandstourism.com/
Tourism Arm of the East Midlands Development Agency (EMDA)
www.emda.org.uk
EMDA has a Board and CEO and is supported by the East Midlands Regional
Assembly
EMT‟s role is to increase the economic impact of the region‟s visitor economy,

Mission

oversee delivery of the tourism strategy as well as contribute to national
priorities.
East Midlands Tourism Strategy 2003 – 2010
http://www.eastmidlandstourism.com/wp-

Strategic Plan & Reference to
Investment

content/uploads/2010/05/emTourismStrategyFull1.pdf
Tourism Strategic Plan 2008-2011 http://www.eastmidlandstourism.com/wpcontent/uploads/2010/05/FINAL-PLAN-PDF2.pdf

Targeted Sectors

Tourism Investment
East Midlands Tourism Strategy 2003 – 2010
http://www.eastmidlandstourism.com/wpcontent/uploads/2010/05/emTourismStrategyFull1.pdf

Strategies & Recommendations
Related to Tourism Investment

Branding & Marketing
Attractors
Infrastructure
Business Skills & training
Performance Measurement
Special Projects
Delivery of Strategy
• To increase visitor value rather than volume, by placing emphasis on
increasing overnight stays
Tourism Strategic Plan 2008-2011 http://www.eastmidlandstourism.com/wpcontent/uploads/2010/05/FINAL-PLAN-PDF2.pdf
Strategic Priorities:
Marketing & Sales
Quality Improvement
Workforce & Skills Development
Investment
To identify and facilitate the right types of capital investment for the visitor
economy across the region
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Investment – Developing the visitor Economy:
http://www.eastmidlandstourism.com/?page_id=12
In 2008 East Midlands Tourism launched an investment grant fund to support
projects that will improve the quality of tourism in the region – 1m pounds in
2009. Attracting tourism investment a strategy of Strategic Plan.
Tourism Investment Plan
http://www.eastmidlandstourism.com/wp-content/uploads/2010/05/East-MidsExec-Sum-TIOA_150208.pdf
Investment activities & tools
(programs, services, investment
websites, funds, investment
opportunities identified, research &
statistics, investment guides, etc.)

Series of recommendations for different Counties, plus:
Recommendations
Tourism Strategies Relative to the following Themes
Sports Tourism
Distinctive Foods
Water Resources
Arts & Culture
Countryside
Recommendations for Flagship Attraction Developments
To explore with all stakeholders the current and future flagship attraction
developments to ascertain their full scope in maximising additionality for the
tourism sector of the East Midlands, and in potentially providing a series of
large-scale visitor attractions in the region – this is recognised gap in its visitor
product.
As well as supporting capital investment in major initiatives, EMT is involved in
advising on projects with wider implications for the visitor economy. These
include:
Assessment for funding
„Master Plan‟ Development
Examining land use
Product mix and opportunities
Delivering a longer term vision for destinations
Supporting concept development to enable ideas to become reality
Private sector project evaluation in relation to understanding the potential
contribution to the visitor economy
Influencing the private sector to ‟sell in‟ opportunities
Evidential support, providing the tools for others to „make the case‟ for
investment in the sector
Monitoring opportunities
Overseas marketing is managed by EMT, working with the Destination

Are there in-market people

Marketing Partnerships (from 5 counties) and supported by country specific

promoting tourism investment
outside jurisdiction

PR. For 2008-2011, France, Germany and The Netherlands have been
identified as the key markets for activity with partners – airlines, hotels,
airports, rental cars, attractions.
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Marketing appears to be in attracting visitors rather than investment.
During 2006/07, East Midlands Tourism assessed the opportunities for tourism
in the East Midlands. The aim of this review was to provide the basis for
informed, strategic interventions into the visitor economy based on growth
potential, need, fit with other regional requirements and the type of public
Does jurisdiction identify
investment ready projects?

sector intervention required.
Case Studies on East Midlands Tourism website indicate investment ready
projects: http://www.eastmidlandstourism.com/?page_id=3009.
Tourism Opportunities Assessment Report identifies projects seeking
investment. http://www.eastmidlandstourism.com/wpcontent/uploads/2010/05/East-Mids-Main-TIOA-PI-150208.pdf
East Midlands Development Agency provided funding of 3,281m pounds to
East Midlands Tourism in 2009/10

Does jurisdiction have fund for
joint ventures?

In 2008 East Midlands Tourism launched an investment grant fund to support
projects that will improve the quality of tourism in the region – 1m pounds in
2009. Attracting tourism investment a strategy of Strategic Plan.
In recent years there has been increased levels of public investment activity in
the region with projects such as the regeneration of Foxton Locks in
Leicestershire; the introduction of improved visitor facilities at Naseby
Battlefield; improved visitor signage at Stamford; the launch of a visitor
gateway programme at the National Forest and improvements to the High
Peak rail infrastructure. These projects were carried out with various partners,
e.g. county & district councils, tourism operators, Forestry Commission,
amongst others.
Independent Board – East Midlands Tourism Council

Organization & Staffing

Tourism Director plus Tourism Assistant, Head of Tourism Marketing,

Roles & activities of staff

Communications Manager, Marketing Campaigns Managers (2), Marketing
Officer, Team Manager – Performance & Evaluation Manager, Investment &
Research Manager

Contact

Ruth Hyde, Tourism Director East Midlands Tourism, Apex Court, City
Link, Nottingham NG2 4LA Tel: + 44 (0) 115 988 8546
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Scotland, UK
Population

5,168,500

Name of Department (s) or
Agency(ies) – Tourism Investment

Scottish Enterprise: www.scottish-enterprise.com
Scottish Development International: http://www.sdi.co.uk/
Department of Government of Scotland

Dept. of Province, State
Government, Agency with Board

Tourism Leadership Group – Chair and 17 members drawn from tourism
private sector operators. Supported b the Scottish Government, Scottish
Enterprise, Highlands & Islands Enteprise, visitScotland, SLAED Tourism
Group.
Visit Scotland - one team for tourism, working in partnership to exceed visitor
expectations

Mission

Strategic Plan & Reference to
Investment

Targeted Sectors:

Scottish Enterprise Business Plan 2010-2013 - http://www.scottishenterprise.com/~/media/SE/Resources/Documents/About%20us/What%20we
%20do/BusinessPlan_2010_2
Tourism, Textiles, Manufacturing, Food & Drink, Forest & Timber
Technologies, Creative Industries, Energy, Life Sciences, Financial Services,
Construction, Chemical Sciences, Aerospace, Defense & Marine
Strategy - Position Scotland as a highly competitive location for inward
investment for overseas companies looking to expand or consolidate their
European or worldwide operations.
Scottish Tourism: The Next Decade – a Tourism Framework for Changehttp://www.scotland.gov.uk/Publications/2006/03/03145848/1, currently being
updated by the Tourism Leadership Group
“There needs to be a culture of enterprise and innovation across the industry

Strategies & Recommendations
Related to Tourism Investment

to drive continual investment in new products and services that build on
Scotland's tourism assets and deliver fresh, engaging and distinctive visitor
experiences which reflect modern consumer interests; and we need to
harness new technology to deliver those products and services effectively”.
Scottish Tourism Forum Review of the Tourism Framework for change
proposed the following key action:
“Building in partnership an Investment Plan for tourism & hospitality to work in
conjunction with the National Planning Framework highlighting the enormous
sector potential and the perceived gaps in investment that currently exist
within the sector and areas across Scotland”
http://www.stforum.co.uk/wmslib/PDF_Docs/090109_TFFC_Review_Docum.p
df

Investment activities & tools

The Scottish Investment Bank operates a suite of investment funds. Each fund
adopts a highly innovative co-investment and shared risk intervention model to

(programs, services, investment

encourage more private investors to invest in early stage Scottish companies
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websites, funds, investment
opportunities identified, research &
statistics, investment guides, etc.)

with high growth potential.
https://www.scottish-enterprise.com:443/investment-opportunities/scottishinvestment-bank.aspx
Scottish Co-investment Fund Partners – lists partners and sectors they invest
in - https://www.scottish-enterprise.com:443/investment-opportunities/ScottishInvestment-Bank/Investors-SIB-investors/Investors-scif-search.aspx

Scottish Venture Fund Partners – will invest in hotels, property development,
amongst others. - https://www.scottish-enterprise.com:443/investmentopportunities/scottish-investment-bank/investors-svf.aspx

Investment opportunities through Scottish Investment Bank https://www.scottish-enterprise.com:443/investment-opportunities.aspx
We help connect private sector investors with Scottish businesses at various
stages of growth through our investment programmes.
Invest in emerging Scottish research
Invest in growing Scottish businesses
Commercialisation opportunities
Other investment opportunities
Tourism Research, e.g. economic impacts of tourism activities
Tourism Statistics, e.g. numbers of visitors, expenditures, etc.

Are there in-market people
promoting investment outside
jurisdiction?

Yes – Tourism Development International offices :
Australia and New Zealand
Canada
China - Beijing
China - Hong Kong
China - Shanghai
UAE - Dubai
UK - London
France
Germany
India - Mumbai
India - New Delhi
Japan
South Korea
Russia
UK head office - Glasgow
Singapore
Taiwan
USA - Boston
USA - Chicago
USA - Houston
USA - New York
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USA - San Jose
Visit Scotland has office in London dealing with business tourism.
The Tourism Innovation Fund (TIF) provides matched funding of up to £30,000
and professional one-to-one advice to help develop and commercialise the
very best innovative tourism ideas.
Does jurisdiction have a fund for
joint ventures?

The Scottish Co-investment Fund is a £72 million equity investment fund that
invests from £100,000 to £1 million in company finance deals of up to £2
million. It forms contractual partnerships with active venture capital fund
managers, business angels and business angel syndicates from the private
sector (the SCF partner).
Opportunities identified in certain sectors, including hotels, resorts and
marinas, amongst others.

Does jurisdiction have investmentready projects?

http://www.sdi.co.uk/sectors/tourism.aspx
Opportunities in tourism investment brochure http://www.sdi.co.uk/~/media/SDI/Files/documents/tourism/opportunities-intourism-investment.ashx
Visit Scotland.org – the corporate site for Scotland‟s national tourism
organization. www.visitscotland.org
Board – Chairman plus 7 members, drawn from tourism organizations,
municipal councillors, private tourism operators, chambers of commerce,
banks.

Organization & Staffing:

CEO & 5 directorates: Marketing, Partnerships, Digital & media,
EventScotland, Corporate Services.

Roles & activities of staff
Senior Management Team is responsible for setting direction and making
strategic decisions about the organisation‟s future. They report to the Board.
They agree the annual Corporate Plan.
Regional Leadership Group which is responsible for ensuring a consistent
approach in each region. It also manages the exchange of information about
national and regional issues among local teams.
Scottish Enterprise - 0141 228 2000; enquiries@scotent.co.uk

Contact

Visit Scotland –
Ocean Point One
94 Ocean Drive
Edinburgh
EH6 6JH
tel: 0131 472 2222
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New South Wales, Australia
Population

7,238,819

Name of Department (s) or

Ministry of Industry & Investment, Government of New South Wales
http://www.business.nsw.gov.au/invest-in-nsw

Agency(ies) – Tourism Investment

Tourism NSW http://corporate.tourism.nsw.gov.au/Home_p2440.aspx
Agency of Dept. of Industry & Investment, Government of New South Wales
with Board – Chairman plus 10 members drawn from private sector, tourism
organizations, government
“Growing a vibrant tourism sector in NSW by increasing the State‟s domestic
and international visitation through a collaborative approach between
Government and Industry.” – from Tourism Strategic Plan http://corporate.tourism.nsw.gov.au/Sites/SiteID6/objLib10/NSW%20Tourism%

Mission

20Strategy.pdf
NSW Industry Investment Annual Report 2009-2010 focus on primary
industries, not tourism:
Strategic Plan & Reference to
Investment

www.industry.nsw.gov.au/__data/assets/pdf_file/0004/365890/industry-andinvestment-nsw-annual-report-2009-10.pdf
Ministerial Task Force on Tourism 2010 – recommendation to identify
opportunities to attract new investment and development for Sydney & NSW

Targeted Sectors:

Not tourism: Advanced Manufacturing, Agri-food, Creative Industries, Defence
& Aerospace, Finance, Insurance & Business Services, Information &
Communications Technology, Mining, Transport & Logistics (Gov‟t of NSW
Invest in NSW)

NSW Tourism Strategy:
http://corporate.tourism.nsw.gov.au/Sites/SiteID6/objLib10/NSW%20Tourism%
20Strategy.pdf - recommended the establishment of a Ministerial Taskforce on
Tourism & Planning & Investment
Towards 2020:New South Wales Tourism Masterplan:
Strategies & Recommendations
Related to Tourism Investment

http://corporate.tourism.nsw.gov.au/Sites/SiteID6/objLib10/Masterplan%20%20Full%20Version.pdf
“Government will help to promote and facilitate a climate conducive to
enhancing investor perceptions, industry image and a positive business
environment. The industry, however, needs to deliver consistent profitability
and a commercial return on funds invested. Working in partnership,
government and industry can deliver the conditions necessary for the
investment and profitability that generate new employment.”
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Investment activities aimed at targeted sectors, not tourism.
Investment activities & tools
(programs, services, investment
websites, funds, investment
opportunities identified, research
& statistics, investment guides,
etc.)

Researching local market
Preparing a business plan
Visiting the market
Licensing, taxation & regulation
Site selection
Planning approvals
Hiring staff
Accessing utilities infrastructure
Sourcing local supply chain networks
Engaging with local industry associations
Research & development
Commencing operations & promoting the investment
Invest NSW Small Business Tool Kit - http://toolkit.smallbiz.nsw.gov.au/
Tourism Business Tool Kits
1. Guide to Understanding tourism industry
2. Guide to developing tourism product
http://corporate.tourism.nsw.gov.au/TourismBusinessToolkit_p4569.aspx
NSW Government opened representative offices in Guangzhou, Shanghai,
Mumbai and Abu Dhabi at the end of 2009 to promote NSW capabilities

Are there in-market people
promoting investment outside
jurisdiction?

internationally and facilitate export and attract direct business investment into
NSW.
Tourism NSW‟s International Managers visits NSW every 6 months to brief the
industry on latest developments in the key markets of United Kingdom,
Europe, North America, New Zealand, Singapore, Malaysia, India, China,
Hong Kong, Korea and Japan.
Main focus on attracting tourists, not investment.

Does jurisdiction have a fund for
joint ventures?

Does jurisdiction identify
investment-ready projects?

Regional Tourism Partnership Program allocates funds by Tourism NSW to
RTOs to facilitate expansion of regional tourism - $5.133m over 2009-2011
TQUAL Grants – Tourism Quality Projects. Funding of between $15,000
(plus GST) and $100,000 (plus GST).
Enterprise, Small Business & Regional Development - financial support for
start-ups. Also a branch of State & Regional Development and Tourism,
Industry & Investment NSW)
AusIndustry: Business Ready Program for Indigenous Tourism
Recommendations in Ministerial Taskforce on Tourism Planning & Investment
included: Identify strategic sites that can be packed up as private development
opportunity sites http://corporate.tourism.nsw.gov.au/Sites/SiteID6/objLib10/10110036%20Ministerial%20Taskforce%20booklet_v2.pdf

Organization, Staffing: Roles &

Exec. Dir. & GM; Directors of Marketing & Communications, Visit Sydney,

activities of staff

Regional Tourism, Strategy & Alliances, Tourism Operations
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Lyndel Gray, Executive Director and General Manager, Tourism NSW,
Tel: 61 2 9931 1524
Investment Attraction
Industry & Investment NSW
Contact

+61 (2) 9338 6641
investment@business.nsw.gov.au

Queensland, Australia
Population

4,516,361
Trade & Investment Queensland – agency responsible for investment
attraction, including tourism. http://www.investqueensland.qld.gov.au

Name of Department (s) or
Agency(ies) – Tourism Investment

Tourism Queensland – agency works with T&I Queensland to develop tourism
industry and encourage investment. www.tq.com.au
Both are agencies of the Queensland Government
Tourism Queensland - to be one of Australia‟s lead creative organizations,
providing support to all operators and protecting and growing jobs for our
industry.

Mission

Strategic Plan & Reference to
Investment

Targeted sectors

Queensland Tourism Strategy: http://www.tq.com.au/resource-centre/plans-strategies/queensland-tourism-strategy/queensland-tourismstrategy_home.cfm
Tourism; Advanced Manufacturing; Aviation & Aerospace; Biotechnology;
Defence; Food & Agribusiness; Games Development, and other sectors
Strategy: Investment, infrastructure and access
Programs valued at $1.9 million will foster new public and private sector
investment in infrastructure and improve transport access to and within
Queensland. Highlights include:

Strategies & Recommendations
Related to Tourism Investment

a program valued at $480,000 to create a dedicated investment focus within
Tourism Queensland, review and update the suite of existing aviation
strategies to maximize infrastructure and route development opportunities
and establish a Tourism Investment Attraction Group;
a program valued at $1 million to complete Regional Tourism Investment
and Infrastructure Plans for each Queensland destination including
$300,000 for specialist consultancy services; and
a $133,000 program to complete a Review of the Impact of Regulation on
the Tourism Industry and develop implementation options to reduce the
regulatory burden on business.
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Investment activities & tools
(programs, services, investment
websites, funds, investment

See below.

opportunities identified, research
& statistics, investment guides,
etc.)
Tourism Queensland Resource Centre: http://www.tq.com.au/resource-

centre/industry-assistance/investing-in-tourism/investing-intourism_home.cfm#growth
Tourism Industry Growth – Tourism Facts & Figures:
Tourism Queensland:

http://www.tq.com.au/fms/tq_corporate/research%20(NEW)/Summary
%20Visitor%20Statistics/tourism_facts_and_figures.pdf
New Opportunities – link to Queensland Destination Management Plans:
http://www.tq.com.au/tqcorp_06/index.cfm?67B39C52-D56E-789F-E8BDEA9E298C62F9
Mentoring for Growth - professionals & business specialists:

http://www.tq.com.au/multimediaviewer.cfm?bodyID=resources&bodyClass=red&video169Lg=Section
%209
Tourism Project Feasibility Guide - helps turn tourism concepts and ideas into
commercial reality:

http://www.tq.com.au/fms/tq_corporate/industrydevelopment/Tourism
%20Feasibility%20guide%20lo-res%20no%20crops.pdf
Other Support and Advice – links to Queensland government depts., e.g,
Dept. of Tourism, Regional Development & Industry,
http://www.ret.gov.au/Pages/default.aspx; Invest Queensland,

http://www.investqueensland.qld.gov.au/dsdweb/v4/apps/web/content.
cfm?id=1582; Aus Industry (the Australian Government's principal business
program delivery division in the Department of Innovation, Industry, Science
and Research), http://www.ausindustry.gov.au/Pages/AusIndustry.aspx;
Austrade, (provides export and investment services to Australian companies
and international buyers and investors) http://www.austrade.gov.au/
Services include:

Trade & Investment Queensland:

providing comparative information on business costs, skills availability and
other business investment opportunities in Queensland
arranging site visits
facilitating introductions with local companies and service providers, such as
education and training organisations, and raw materials suppliers
facilitating assistance from other Government agencies
providing financial incentives for companies to operate in Queensland,
based on fulfillment of criteria.
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Other Queensland Government services
industry supply solutions
industry development
migration assistance
licensing and approvals
regional Queensland offices
international offices providing global trade support
export assistance
Trade & Investment Queensland International offices (includes investment &
export services) often located in Australian embassies & work with Austrade
staff:
China offices - Beijing, Guangzhou, Shanghai
Europe office - London
Are there in-market people
promoting tourism investment
outside jurisdiction?

Hong Kong and Southern China office - Hong Kong
Japan office - Tokyo
Korea office - Seoul
India office - Bangalore
Indonesia office - Jakarta
Saudi Arabia office - Riyadh
Taiwan office - Taipei
The Americas office - Los Angeles
United Arab Emirates office - Abu Dhabi
Viet Nam – Ho Chi Minh City
See Queensland Tourism Strategy - the Queensland Government will invest
$48 million in QTS initiatives, in addition to the Government‟s ongoing direct &
indirect support to the tourism industry.

Does jurisdiction have a fund for
joint ventures?

Tourism industry can access financial incentives available to all business,
including:
Business & Industry Transformation Incentives
Smart Futures Fund
Climate change & business funding programs
What‟s your Big Idea Queensland?
Townsville, Queensland identifies 13 projects for investment in Tourism
Opportunity Plan 2009-2019:

http://www.tq.com.au/shadomx/apps/fms/fmsdownload.cfm?file_uuid=
96B11E30-B17B-3176-FCCF-0FB67ACE58D7
Does jurisdiction identify
investment-ready projects?

Mackay Whitsunday Regional Tourism Investment and Infrastructure Plan
2006-2016 identifies over 70 investment ready projects

http://www.tq.com.au/fms/tq_corporate/destinations/mackay/TQ_RTIIP
.pdf
Other regional Tourism Opportunity Plans identify investment ready projects.
Brisbane Regional Tourism Investment & Infrastructure Plan

http://www.investbrisbane.com.au/Brochures/Regional%20Tourism%2
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0Investment%20&%20Infrastructure%20Plan.pdf
Gold Coast & Hinterland Tourism Opportunity Plan
http://www.tq.com.au/fms//tq_corporate/destinations/gold_coast/TOP/Gold%2
0Coast%20TOP%20FINAL.pdf
Board plus CEO and Executive Director, Marketing; Director, Communication
Organization & Staffing:
Roles & activities of staff

& Publicity; Executive Director, Destinations; Executive Director, International;
Executive Director, Business Performance & Planning
http://www.tq.com.au/about-tq/contact-us/contact-us_home.cfm
http://www.tq.com.au/about-tq/contact-us/contact-us_home.cfm
Mr.Anthony Hayes, CEO
30 Makerston Street Tourism Queensland
House Brisbane Queensland 4000 GPO Box 328 Brisbane 4001 Tel + 61 7

Contact

3535 3535

Michigan, USA
Population

10,079,985

Name of Department (s) or
Agency(ies) – Tourism
Investment
Dept. of Province, State
Government, Agency with
Board

Michigan Economic Development Corporation:
http://www.michiganadvantage.org/Default.aspx
Tourism Michigan is a Department within the ED Corporation, but
focuses entirely on marketing.
Public Corporation created through interlocal agreement with state and
local governments.

MEDC Mission: The mission of the Michigan Economic Development
Corporation, in collaboration with its local economic partners, is to
transform the economy of our state. By executing the Governor‟s
economic development strategy, the MEDC promotes business and
tourism, thereby generating opportunities and economic growth. The
MEDC further achieves its mission by retaining and expanding
commerce, by facilitating new partnerships and by serving as the
principal advocate for the business community, thereby creating
desirable jobs and contributing to a superior quality of life for all
Michigan residents.

Mission

MEDC Strategic Plan 2007-2010
Strategic Plan & Reference to
Investment

http://ref.themedc.org/cm/attach/1EA139A5-77D6-47E1-ADBBA4ABA5F7D73A/Strategic%20Plan.pdf
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Michigan Tourism Strategic Plan 2007-2011
Error! Hyperlink reference not valid.
MEDC Strategic Plan 2007-2010
Strategy to expand & integrate tourism & business marketing
campaigns nationally & internationally
The MEDC will promote Michigan globally while assuring that the
success of our efforts is shared locally.
Michigan‟s message of transformation represents untold opportunities
for prosperity. To spread the message of opportunity throughout
Michigan and around the world, the MEDC will:
Strategies & Recommendations
Related to Tourism Investment

Market Michigan‟s unique assets to national and international
audiences, by highlighting our competitive business advantages,
skilled workforce, economic incentive tools and unsurpassed
natural resources
Share Michigan‟s business success stories among Michigan
residents, by encouraging our state‟s positive image and
generating enthusiasm and confidence among all Michigan
residents
Market Michigan‟s targeted business opportunities along with
our unique quality of life
Michigan Tourism Strategic Plan 2007-2011
Objective 3: Expand the delivery of positive experiences to
Michigan’s tourists.
Recommendations
Establish a culture of exceptional customer service.
Make the visitor experience more engaging and memorable.
Enhance access to existing capital to support new product
development initiatives.
Create a viable R&D program to support substantive new
investments in tourism-related facilities, amenities and
infrastructure.
Engage the industry in supporting wise stewardship of
resources that attract customers.
Investment strategies not backed up by dollars; tourism budget has
increased to $25m from $5 in six years, all being spent on visitor
attraction.
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Targeted Sectors

Michigan Wind Energy; Solar Energy; Advanced Energy Storage;
Water Technology; Alternative Energy; Life Sciences; Homeland
st
Security & Defense; Advanced Manufacturing; 21 Century Jobs Fund,
Aerospace; Medical Devices.

Investment activities & tools

No specific tools to attract tourism investment

(programs, services,
investment websites, funds,
investment opportunities
identified, research & statistics,
investment guides, etc.)

Reducing taxes to increase competitiveness

Are there in-market people
promoting tourism investment
outside jurisdiction?

Eliminating direct incentives & funding

No representatives in foreign markets promoting tourism investment;
are part of Great Lakes & North America Tourism Marketing
Consortium with 8 other states for visitor attraction, with
representatives in UK and Germany.
MECDC has links to equity capital for potential investors (venture
capital and angel investors):

Does jurisdiction have a fund
for joint ventures

Ann Arbor Angels: www.annarborangels.org; Capital Community
Angels: www.capitalcommunity angels.org; First Angels:
www.southwestmichiganfirst.com/First_Angels.cfm; Grand
Angels:www.grandangels.org; Great Lakes Angels:www.glagels.org
Business tax incentives and economic development programs
Business taxes may be virtually eliminated for companies locating in
one of Michigan's Renaissance Zones
Small Business Investment Tax Credit
(Major increase in Destination Marketing Budget, but not for
investment. $25m up from $5.5m in 2005)

Does jurisdiction identify
investment-ready projects?

Organization & Staffing:
Roles & activities of staff

Michigan Tourism Strategic Plan 2007-2011 has the following strategy:
Develop a research and technical assistance system to guide private
and public sector investments to opportunities that offer the highest
rate of return on investment.
Michigan Economic Development Corp. has a board with 90
representatives from business owners, local economic developers,
municipalities, college presidents, to support private sector. Tourism
Michigan is a Department within the ED Corporation, but focuses
entirely on marketing.
An executive Committee of 20 members appointed by the governor,
with private sector and municipal representatives.
CEO; Sr. VP Talent Enhancement; Sr. VP Strategic Partnerships; Sr.
VP, Marketing & Communications; Sr.; VP Urban Development; VP
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Marketing & Communications; VP Tribal Business Development;
CFO; VP & General Counsel: VP & CIO; VP Michigan Retention &
Growth; VP Governmental Affairs; VP Policy, Governmental Affairs &
Strategic Planning; Director Corporate Communications; VP
Entrepreneurial & Capital Services, VP Travel Michigan
George Zimmerman,
V-P, Tourism Michigan
(517) 335-1879
Contact

Michael A. Finney
President & CEO
Michigan Economic Development Corporation
1.888.522.0103.

Oregon, USA
Population

3,421,399

Name of Department (s) or

Government of Oregon - http://www.oregon.gov/

Agency(ies) – Tourism Investment
Oregon Tourism Commission - no tourism investment policies Semiindependent agency of Government of Oregon
9-member Board - one representing the public-at-large, three representing the
tourism industry and five representing the lodging sector of the industry
The statutory mission of the Oregon Tourism Commission is to encourage
economic growth and to enhance the quality of life in Oregon through a
strengthened economic impact of tourism throughout the state.

Mission

Strategic Plan & Reference to
Investment
Targeted Sectors

Travel Oregon 2009-2011 Strategic Plan:
http://industry.traveloregon.com/upload/otc/departments/final2009_2011strate
gicplan52609.pdf
Tourism attraction, not investment
Objectives of Tourism Development:

Strategies & Recommendations
Related to Tourism Investment

Provide strategic direction, proactive leadership and educational
opportunities to support tourism development in Oregon
Promote sustainable tourism development, including product innovation that
is appropriate for the community, consistent with tourism industry values and
coordinated with other Travel Oregon departments and tourism-related
entities
Encourage greater statewide, year-round economic returns through
enhanced visitor experiences and increased tourism products that cater to
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new and repeat customers
Integrate tourism where feasible into the development and policy framework
of all relevant state and federal agencies
Educate local, regional and statewide governments and communities on
tourism's contribution to Oregon's economic prosperity and quality of life
Investment activities & tools
(programs, services, investment

2008 Travel Oregon Partnership Opportunities:
http://industry.traveloregon.com/upload/otc/resources/marketingdocuments/20
08partnershipopps.pdf

websites, funds, investment
opportunities identified, research &

Strategic Planning Workshops for tourism development

statistics, investment guides, etc.)

Tourism Development Workshops

Are there in-market people
promoting investment outside
jurisdiction?

Italy, representing Europe – promoting travel to Oregon

Matching Grants Program for tourism projects. Oregon cities, counties, port
Does jurisdiction have a fund for
joint ventures

districts, federally-recognized Tribes and non-profit entities involved with
tourism promotion and development are eligible to apply for Oregon Tourism
Commission Matching Grants.

Does jurisdiction identify
investment-ready projects?

No
CEO, Assistant to CEO & Liaison to Commission; Director, International Sales

Organization, Staffing: Roles &
activities of staff

& Marketing; Director & Assistant, Domestic Consumer Marketing;
Chief Strategy Officer, Tourism Development ; Coordinator .Tourism
Development; Fiscal Manager, Operations
Todd Davidson, CEO

Contact
Todd@TravelOregon.com: 503.378.8847
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