SECTION 4.1 Future Challenges
The Future of Tourism in Ontario

4.1.1. Sustainable Visitation

Ontario faces increasingly complex chal-
lenges that may impact the reliable flow of
international visitors. This requires engaging
in long-term planning that builds a culture
of domestic travel and encourages more
seamless travel for inbound US visitors.

The COVID-19 pandemic has shown just
how prone Ontario’s tourism industry is to
international visitor disruptions. In northern
Ontario and border-adjacent regions de-
pendent on US tourism, border restrictions
meant a virtual shutdown of local tour-
ism economies. Moreover, due to the long-
standing dependence on US visitors, oper-

ators had difficulty pivoting to the domestic
market. Building a tourism industry that
is more resilient to such disruptions begins
with developing a consumer culture of do-
mestic travel.

The Ontario Staycation Tax Credit was es-
tablished in 2022, to encourage locals to ex-
plore Ontario." Inits initial form, the program
did not include transient boating, wherein
boaters travel from town to town, docking in
a local marina and staying overnight. Con-
tinuing this government tax credit, with the
inclusion of transient boating, would incen-
tivize domestic travel over the long term.

We recommend:

=)» Promote Ontario as a premier travel destination for local, domestic,

and international visitors.

—) Make the Ontario Staycation Tax Credit an annual offering and broad-
en the program to include transient boating.

—) Develop a destination marketing opportunity fund to amplify tourism

marketing and product development in rural and northern tourism
economies, with the objective of cultivating stronger domestic markets

for more sustainable visitation.

4.1.1l. Seamless Travel

Disruptions at the border during the pandemic impacted visitation at land, air, and ma-
rine borders. Minimizing barriers to travel is a critical component of sustaining reliable
streams of visitors. Land border crossings are still at only 50.8% of normal travel volumes,v
illustrating the extent to which border restrictions have stymied US travel to Ontario. For
border-adjacent destinations dependent on the ‘rubber tire’ tourism market, the financial
impact is staggering.
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SECTION 4.1 Future Challenges

The Future of Tourism in Ontario

4.1.1l. Seamless Travel

Niagara and the Loss of US Visitors

Americans make up about 35% of visitors
to Niagara Falls and about 50% of tourism
revenueM With American and long-haul
international visitors (e.g., from Asia, Eu-
rope) likelier to visit and spend at multiple
sites, these visitors have higher per capita
spending than domestic visitors.V How-
ever, US visitation is currently at less than
half of 2019 numbers and long-haul inter-
national markets have barely returned at
o”,Iix

Northern Ontario and the Loss of US
Visitors

As a result of border restrictions and re-
duced visitors, the recovery of northern
Ontario tourism sectors is taking place
at a much slower rate than the rest of
the province. As of summer 2022, US arriv-
als were at only 25-33% of what they were
pre-pandemic.* In 2022, international land
pborder crossings into Canada as a per-
centage of 2019 numbers have reduced in:
Fort Frances (-70.4%), Rainy River (-749%), Pi-
geon River (-57.7%), Sault St. Marie (-70.4%),
and Ontario overall (-66.1%).%

Given the importance of the US market to
northern resource-based tourism opera-
tors, Nature and Outdoor Tourism Ontario
(NOTO) estimates resultant 2022 revenue
losses to date at almost SIO0OM X

For travelers wishing to travel between the United States and Canada, enrollment and
renewal of NEXUS status has been made difficult as a result of the COVID-19 pandemic.
NEXUS is a bi-national, Canada-US program that plays a key role in facilitating frequent
travel between Ontario and the US. NEXUS enroliments were closed during the pandemic
and have yet to reopen in Canada, and more than 500,000 applicants are on a waitlist.
This creates a significant barrier for travelers.

Given the importance of the US market to Canadian tourism, it is critical to ensure that in-
bound and outbound travel is as seamless as possible for US visitors now and in the future
to cultivate long-term economic growth.
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4.1.1l. Seamless Travel
We recommend:

Work with the tourism industry and government partners to create
strategies that ensure seamless inbound and outbound travel for US
visitors in the event of future border disruptions.

Work with US authorities to return to pre-pandemic capacity levels and
hours of operation at pre-clearance airports and to re-open Canadian
NEXUS enrolment centres, closed as a result of the COVID-19 pandemic,
or quickly find alternative ways to process applications

SECTION 4.2 Future Opportunities
The Future of Tourism in Ontario

4.2.1. Cultural Tourism

Cultural tourism is defined by the UN World
Tourism Organization as tourism centered
on cultural attractions and products, in-
cluding heritage and religious sites, crafts,
performing arts, food, and festivals and
special events. Cultural tourism is one of the
fastest growing segments of the tourism in-
dustry, accounting for about 40% of tourism
worldwide X The global heritage tourism

The growth of cultural tourism reflects an
increased desire by travelers to seek out
tangible and intangible cultures while on
vacation, particularly in international trav-
el Cultural tourism presents opportunities
to create innovative, sustainable tourism
products that engage in intercultural ex-
change.

It also creates valuable opportunities for

—) Invest in a modern digital border and effective, efficient screening pro-
cedures. This includes implementing biometrics and the digital pro-
cessing of travellers at our border similar to what travellers experience
in Europe. We also recommend exploring a domestic trusted traveler
program to facilitate smoother travel and ensure border services re-
sources are focused most effectively.

—) Digitize and streamline processes to reduce the backlog in Canadian

passport and visa applications, so that Canada can welcome more
visitors and international students. For example, this could include ex-
panding the Electronic Travel Authorizations (ETA) program to more
low-risk visa-requiring countries.

—) Establish globally competitive processing standards for CATSA and
CBSA, including at peak hours at all CATSA checkpoints.

4.1.11l. Addressing Rising Homelessness and Housing Precarity

Over the course of the COVID-19 pandemic, communities across Ontario have seen a rise
in homeless and vulnerable populations, a phenomenon driven by multiple factors includ-
ing: the closure of emergency homeless shelters, municipal reductions in mental health
and addictions services, limited supply of supportive housing for those with long histories
of homelessness and complex challenges, rising poverty, and the pandemic-related re-
duction in the affordable housing supply especially in suburban and rural regions.

Recent provincial investments to provide more supportive housing in Ontario are prom-
ising, including investing an additional $25M into the Homelessness Prevention Program.
However, more can be done.

Building upon these investments to address homelessness in the short-
term and long-term, we recommend:

—) Increase investments for municipalities and non-profits to expand ac-
cess and availability of addiction and mental health services, shelters,
transitional housing, and other emergency and long-term supports and
services.
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market was valued at over $550 billion (USD)
in 2021 and is expected to expand at a com-
pound annual growth rate of 3.8% from 2022
to 2030.xv

workforce development. For instance, Fran-
cophone and bilingual tourism play an
important role in attracting highly skilled
workers to Ontario’s tourism industry,
strengthening Ontario’s bilingual workforce.

- —

Global Reach of Francophone Tourism y
Francophone and bilingual tourism in Ontar-
io targets niche markets to attract visitors,
appealing to a domestic and global Franco-
phone market of 300 million people worldwide.
It highlights the unique culture of Francophone |
communities, offering Francophone Vvisitors |
services in the language of their choice. 81% of
Quebecers say itis very important and import-
ant to have a minimum of service in French
when they travelv

Eighty-seven percent of Canadian tourism
operators offering francophone and bilingual &=
services are interested in attracting more fran- *
cophone markets.*The benefits of appealing
to this visitor market include enhancing high
yield spending, supporting shoulder season
visitation, mitigating the risks of relying on
more traditional markets, and fostering cultur-
al-linguistic ties that create opportunities for §
inter-provincial and global investment in Fran-
co-Ontarian tourism products.

Culture plays an important role in attracting both visitors and residents to main streets
and urban cores. However, in addition to the rising cost of marketing and submitting com-
petitive event bids, major cultural events and entertainment productions are bypassing
Ontario cities for North American locations with more favourable tax incentives. Govern-
ment should work with industry to enable cities and destinations to successfully attract
major cultural events and productions.
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SECTION 4.2 Future Opportunities
The Future of Tourism in Ontario

4.2.1. Cultural Tourism

We recommend:

—) Leverage Ontario’s recent investments in projects such as Route Cham-
plain to create new business opportunities for Franco-Ontarian com-
munities to benefit from the visitor economy’s growth and socioeco-

nomic spinoffs.

—) Implement a tax credit program (similar to the Ontario Film and Televi-
sion Tax Credit and the Canadian Film or Video Production Tax Credit)
providing a 20-25% tax credit/rebate on labour and production capital
expenses for live productions (e.g., theatre, music, dance) produced,
co-produced, or presented by Canadian-based companies

4.2.1l. Indigenous Tourism

Prior to the COVID-19 pandemic, Indigenous
tourism was the fastest growing sector in
Ontario’s tourism industry, experiencing an-
nual exponential growth and drawing sig-
nificant foreign investment. In fact, 1 in 3
international visitors to Canada express in-
terest in an Indigenous tourism experience.
Ixviii Between 2014 and 2017, Indigenous tour-
ism grew 23%, surpassing Canada’s overall
tourism activity growth by 8.7%."* Indigenous
tourism contributes over half a billion dol-
lars ($622.1 million) to Ontario’'s GDP*More-
over, Ontario is home to Canada’s largest
Indigenous tourism sector.

As a cultural tourism market, Indigenous
tourism is leading the development of
unique offerings that engage in intercul-
tural exchange. For instance, some Indige-
Nnous operators are developing Indigenous
food tourism as a means for meaningful
cultural exchange with visitors, cultural re-
vitalization, and community empowerment
with valuable implications towards recon-
ciliation.™ Other Indigenous operators are
using augmented virtual reality to create

experiences for visitors unable to visit sites
physically, creating a unique tourism prod-
uct while broadening their reach to distant
consumer markets.

Moreover, as the fastest growing demo-
graphic outside of new immigrants, Indig-
enous people can be part of the solution
to the industry’s ongoing labour crisis. With
Indigenous people comprising one-third of
northern Ontario’s population, increased
participation in the tourism industry sup-
ports northern tourism growth and the
economic development of Indigenous and
northern communities.

COVID-19 resulted in a 47% loss in real GDP
for the Indigenous tourism sector, with em-
ployment falling by 28% in 2020."" However,
Indigenous tourism businesses may recover
faster than the rest of the overall industry.
Indigenous Tourism Ontario estimates that
the Indigenous tourism sector will return to
2019 levels of economic activity as early as
2023. Ixxiii

We recommend:

—) Provide sustainable funding for the Indigenous tourism sector which
supports the continued development and growth of Indigenous tour-

ism in Ontario.
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4.2.11l. Wellness Tourism

Wellness tourism involves promoting health
and personal well-being through physical,
psychological, and spiritual activities, as
well as through services, including lodging,
transport, food and beverage, and shop-
ping. Current lifestyle trends such as visit-
ing wellness spas, fitness centres, wellness
resorts, healthy eating, and self-care have
enabled the growth of wellness tourism
globally. According to the Global Wellness
Institute, wellness tourism is worth $639 bil-
lion in yearly visitor expenditure.®" The glob-
al wellness tourism market is projected to
reach $1,592 billion by 2030, a compound an-
nual growth rate of 7.2% from 2021 to 2030.%v

Wellness Travel

According to a 2019 survey conducted by the
Global Wellness Institute’s Wellness Tourism Ini-
tiative i

- Canada was the second-most popular des-
tination North Americans wanted to visit for
wellness travel.

- The top three most important things to travel-
lers on a wellness trip were: location connect-
ed to nature, quality fresh local cuisine, and
quality accommodation.

- The vast majority of travellers book direct with
the brand via the website.

- Travellers will pay a premium for accommo-
dations that meet their wellness needs, with
8 in 10 respondents willing to pay up to 20%
more.
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During the COVID-19 pandemic, consumer
and business interest in wellness tourism
increased with the rise of at-home fitness
and renewed interest in self-care. As people
looked to travel locally, destinations and op-
erators that appealed to themes of health
and wellbeing in their travel offerings were
viewed favourably by visitors, with health
being synonymous with feeling secure ™

The growth of wellness tourism will continue
to be driven by current lifestyle trends com-
bined with the expansion of cultural tour-
ism: visitors are not only more interested in
learning about the culture and nature of a
destination, but they are doing so to help
maintain a healthy lifestyle, reduce stress,
prevent disease, and enhance their wellbe-
ing_lxxvii
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SECTION 4.2 Future Opportunities
The Future of Tourism in Ontario

4.2.1V. Film Tourism

Film tourism generates visitation through portrayals of destinations in film, video, and tele-
vision.* |t is a growing sector globally, driven by the growth of the entertainment industry
and the increase in international travel.” Blockbuster films can bring a significant influx in
tourism to the locations where they are filmed. For instance, the Harry Potter film franchise
caused visitation to increase by at least 50% to every UK location where the movies were
filmed.™ Film tourism can boost shoulder season visitation and offer destinations addi-
tional sources for revenue generation.

Film tourism is a promising sector for growth, as more productions choose Ontario lo-
cations for varied and scenic backdrops and cheaper production costs. Recent locally
filmed TV productions include The Handmaid’s Tale’ and ‘The Queen’s Gambit, both filmed
in Cambridge, and the ‘Umbrella Academy, filmed in Hamilton and Toronto.

4.2V. Sport Tourism

In Ontario, sport tourism generates significant economic activity and is a catalyst for
visitor attraction. In 2019, sport tourism in Ontario generated $2.5 billion in spending from
domestic and international visitors.*i This includes both spectator (e.g., Pan Am Games,
Special Olympics, Grey Cup, all star games, and Canadian and world championships) and
participatory (e.g., marathons, tournaments) sport tourism, which appeal differently to dif-
ferent destinations. Ontario attracts 33% of all sport visitors to Canada. i

The sport tourism sector contributes millions of dollars annually to the province, supports
thousands of jobs throughout the province, and spurs infrastructure investments and up-
grades that benefit the wider community. The 108th Grey cup, hosted in Hamilton, is esti-
mated to have brought in $29.8 million in Hamilton alone and nearly $35 million in overall
economic activity for the province.* Moreover, the total GDP generated by the 2019 Spe-
cial Olympics Ontario Invitational Youth Games was $2.4 million for Toronto and $3.7 million
for Ontario.»v

4.2NVI1. Cannabis Tourism

Cannabis presents several promising opportunities for the future of tourism and hospital-
ity. If permitted, cannabis experiences in public culinary and hospitality settings could of-
fer consumers and tourists a new way to appreciate cuisine. Moreover, public events such
as concerts, conventions, and sport games could offer gated pop-up cannabis retail and
consumption zones for adults.

We recommend:
—) Advance licensing for cannabis consumption inside public venues.

—) Allow public events such as concerts, conventions, and sport games to
offer gated pop-up cannabis retail and consumption zones for adults.
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SECTION 4.2 Future Oportunities
The Future of Tourism in Ontario

4.2VIl. Outdoor and Nature-Based Tourism

Outdoor and nature-based tourism involves fishing, hunting, rafting, hiking, cycling, cav-
ing, and other outdoor activities. When included within the broader adventure tourism
market, outdoor and nature-based tourism was valued at $282 billion USD in 2021 and is
expected to grow at a compound annual growth rate of 15.2% from 2022 to 2030.xxVi

In 2016, nearly 7 in 10 Canadians participated in outdoor or nature-based activities, with
hiking being the most popular activity.®*i As such, this sector offers opportunities to grow
the domestic tourism market, especially given that Ontario attracts more nature-based
tourists than any other province i

Canadians and Outdoor Activities

According to the 2016 General Social Survey,”* the (
most popular outdoor activities among Canadians
were:

- Hiking or backpacking (44%)

- Wildlife viewing or photography (32%)

- Tent camping (24%)

- Fishing (22%)

- Canoeing or kayaking (22%)

- Motor boating or jet skiing (20%)

- Snowmobiling or other off-road vehicle use (17%)
- Foraging for food (16%)

- Mountain biking (13%)

- Snowshoeing or cross-country skiing (13%)

Agritourism is a form of nature-based tourism that allows visitors to learn about, explore,
and taste Ontario’s vast agricultural offerings. Agritourism is an industry ripe for growth
and economic opportunity. By enabling farm businesses to expand their business offer-
ings and enhance their revenue streams, local and provincial governments stimulate the
economy while providing the public with an opportunity to experience local, healthy food
and reconnect with the natural environment.

Ontario farmers are increasingly turning to agritourism for diversified income. The Ontario
Federation of Agriculture (OFA) conducted a survey of its members,* where they found the
following opportunities most promising for agritourism:

- Teaching/educational workshops

- Farm tours

- On-farm retail stores/markets

- Farm stays/bed and breakfasts

- Weddings/special events
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4.2 VIl. Outdoor and Nature-Based Tourism

We recommend:
—) Promote Ontario as a prime destination for agritourism and other forms
of nature-based tourism.

—) Leverage Ontario’s natural beauty and greenspaces to attract visitors
and reinforce Ontario’s tourism brand.

—) Ensure government programs and initiatives for agritourism consider

the time restraints and seasonal pressures associated with growing
agriculture by timing funding application deadlines appropriately.

4.2 VIll. Sustainable Tourism

Sustainability is one of the biggest consumer trends in tourism, with growing interest and
demand from travelers.

Consumer Attitudes Toward Sustainable Travel

Recent consumer research shows:

- Consumers are making more mindful decisions
when travelling, such as visiting local cultural or
historical sites (46%), using more environmentally
friendly transportation options (43%), and travel-
ing to smaller, lesser-known destinations (41%)<

- 9 in 10 consumers said they look for sustainable
options when travelling=!

- Half of consumers expressed willingness to pay
more for sustainable transportation, activity, and
lodging optionse

- Nearly 70% of consumers expressed willingness to
sacrifice convenience to be a more sustainable
traveller©v

- 86% of respondents agreed sustainability is im-
portant to travellers and 56% stated that global
warming has prompted their desire to travel sus-
tainably.xe

Apart from consumer demand, sustainability is becoming increasingly important to the vi-

ability of tourism experiences and commercial livelihoods. All visitor experiences in Ontario
are impacted by more frequent and extreme climate events.
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4.2 Vlll. Sustainable Tourism
We recommend:
9 Offer targeted investments to support tourism operators seeking to imple-
ment green infrastructure and practices.

9 Provide supports to prevent and mitigate climate change impacts for re-
source-based tourism operators and tourism businesses located in regions
at high risk of extreme weather events.

é Increase climate resilience from erosion, flooding, and extreme weather
events by preserving and enhancing natural infrastructure. This includes in-
vestments in afforestation and the expansion of greenspace.

4.2.1X. Implementing the Recommendations of the Tourism Economic
Recovery Ministerial Task Force

The recommendations outlined in the 2021 Tourism Economic Recovery Ministerial Task
Force report*v provide a path for tourism recovery, in addition to continued growth and
sustainability as the industry, visitors, and global contexts evolve.

Recommendations include:
é Continue to foster collaboration between public health officials and tourism
sectors.
Emphasize local pride of place and Ontario as a diverse, inclusive, and mul-
ticultural “world in one province” in destination by marketing.
Provide travel incentives to encourage more people to make local travel and
hospitality plans.
Leverage transportation infrastructure (e.g., airports, visitor informatio n
centres, highway signage) to attract visitors and reinforce Ontario’s tourism
brand and attracting visitors to destinations and cultural interest areas.
Highlight Ontario’s talent and creative industries by supporting the creation
of music cities and film destinations to highlight filming locations.
Cross-promote Ontario’s tourism offerings as contributors to physical and
mental health, through partners such as Ontario Parks and Parks Canada,
as well as private operators.

4 4 d

4.2.X. Tourism as a Component of Economic Development

As we grapple with how to mitigate the labour crisis across the local and global econo-
my, the value of tourism and hospitality should not be overlooked. Culture is a major fac-
tor workers consider when deciding where to live. Tourism and hospitality enable culture
through dining, gathering, leisure, entertainment, and celebration experiences. Local tour-
ism economies are therefore hugely responsible for attracting, retaining, and dispersing
domestic and international workers. Simply put, tourism is not only a key economic driver
as an industry, it is an indispensable component of broader economic development. The
tourism industry’s recovery, growth, and long-term sustainability should therefore be part
of any local, regional, provincial, and national economic development strategy.

State of the Ontario Tourism Industry Report L7


https://files.ontario.ca/mhstci-tourism-economic-recovery-ministerial-task-force-report-en-2021-06-21.pdf
https://files.ontario.ca/mhstci-tourism-economic-recovery-ministerial-task-force-report-en-2021-06-21.pdf

CONCLUSION

In order for Ontario’s tourism industry to grow, attract investment, and remain
resilient, we must address the economic, labour, and infrastructure barriers
impeding the full potential of the industry.

This report covered four major areas: economy, labour, infrastructure, and the
future of tourism in Ontario. The key issues and recommendations discussed
speak to themes of labour gaps and instability, the uneven pace of economic
recovery, red tape, the housing crisis, connectivity, transportation networks,
investment attraction, destination development, economic growth, and sus-
tainability.

The report also lists opportunities for the future of tourism in Ontario to cre-
ate world-leading innovative tourism products and experiences that can un-
leash industry growth. Through our recommendations, we outlined a compre-
hensive multi-pronged strategy to make Ontario the best destination in the
world to visit, start a tourism business, and invest in world-renowned visitor
experiences.

While the industry is still recovering from the economic impacts of the COVID-19 /) .
pandemic, the future of tourism in Ontario is a promising one. We |look for- ;
ward to continued collaboration between industry and government partners
to help make this future possible.
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