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Introduction 
 
Central Counties continues to focus on building tourism 
capacity throughout the region.  Our goal is to provide and 
align tourism resources that enable CCT stakeholders to  
create success for themselves and the tourism economy.    
 
This has been a subtle shift in the way Central 
Counties operates.  We recognize that at the end of 
the day, every business is responsible for their own 
success, and every municipality, BIA and DMO  
has to define for themselves what tourism  
success looks like in their communities.  Our role 
is to provide the resources, tools and support to assist all 
of our stakeholders achieve their tourism goals, rather than take 
responsibility for their success. 
 
2018-2019 was an ambitious year for Central Counties.  In partnership with our  
amazing DMO’s and stakeholders, we developed and launched the Temperance & 
Temptation program, which included themed and curated routes through the 
three regions, as well as guided bus tours.   
 
We supported our stakeholders’ efforts to build and tell their stories to audiences 
across the province through social and main stream media, photography and  
video content to their websites.  With our DMO partners, we spoke to new  
municipal councils about the importance of tourism as both an economic driver 
and community builder, and facilitated the development of several Community 
Tourism Plans.  And we provided opportunities for our stakeholders to get a better 
understanding of their customers and how to motivate more of them to visit. 
 
The end result is more businesses and communities that understand 
how embracing tourism and destination development has both 
economic and social benefits, which has built the tourism 
capacity in the region.  I want to thank our three 
DMO Partners – Durham Tourism, York Region 
Arts Council, and Headwaters Tourism – for 
their continued support and  
collaborative efforts.  We truly  
are stronger when we  
work together. 
 
Here’s to another 
great year! 
 
 
 
 
 
 

 

2018-2019 Year in Review 
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Highlights 
 
Temperance and Temptation 
 
The York, Durham and Headwaters self-guided tours launched 
on July 2, supported by marketing and communications.  Staff 
tested the routes and the readiness of the stakeholder partners 
in early July to ensure guests would have a good time.   
 
30 “detour” partners were engaged and added to support the 
self-guided tours, making for a more fulsome experience.   
 
Routes and costing for the guided tours were finalized in July.  
This was later than planned and made it so tickets were not on 
sale in late July as planned.  Staff did not anticipate that 
stakeholders would take so long to get back with final costing.   
 
The official launch party for Temperance and Temptation (and 
the grand opening of the Temperance and Temptation 
exhibition at the newly branded Museum of Dufferin) was held 
on July 28.  The newly appointed Minister of Tourism, Culture 
and Sport, the Honourable Sylvia Jones, was present at the 
event and spoke to the over 100 people in attendance.  Eight of 
the nine alcohol producer partners were in attendance to 
support the event.  Several media were on-hand as well. 
 
Three guided media tours were held in August and September 
– one in each region.  More than 20 media and other VIPs took 
one of the tours, which also acted as a test run for the actors 
and the stakeholders.  After each tour, CCT staff  connected 
with the stakeholders to complete a post-mortem and worked 
with them to ensure that a) they are comfortable with the 
program and its impact on their business and b) they are 
providing superior service to the tour participants.   
 
Moving forward, one of the things CCT can do a better job of is 
stakeholder engagement.  In reviewing the success of the 
program, we realized that several of the stakeholders were 
involved because they believed in CCT and what we do.  They 
thought that their participation in the program was “doing us a 
favour”.   

For the 2019-2020 T&T program, a meeting was set up in 
each region for stakeholders to meet one another and start 
planning what THEY were going to do to support the 
program and make it even more successful than the pilot 
year.  Interested parties also completed a participation form 
for both self-guided and bus tours.   
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Council Meetings 
 
The Municipal Elections were held in October 2018.  With new Councils 
throughout the region, the board and staff felt it an opportune time for 
the Executive Director and DMO partners to join forces and co-present 
a ten-minute information session on why tourism  
matters. 
 
12 presentations were made to 
Council during the year and seven 
more are scheduled for Q1 and 
Q2 of 2019-2020.  The sessions 
were well received and there were 
many questions asked by Council. 
 
Having CCT, the DMO and in some  
cases, a municipal staff member 
co-present, showed great unity and alignment.   The intent is to get more 
municipalities to recognize tourism as an economic driver and undertake 
to develop a Community Tourism Plan. 
 
 
 

 

 

Symposium 
 
The 2019 CCT Tourism Symposium was a huge hit.  For the first time ever, the three regional symposiums were combined 
into a pan-regional conference.  Staff believed that stakeholders would benefit from learning about what was happening 
across Central Counties and meeting like-minded people from different areas.  This proved to be true.  There were so 
many great conversations taking place at breaks and lunch that it was often difficult to keep the agenda on time.   
 
The event maxed capacity at 175 people and the satisfaction rating was 98%.  The break-out sessions assisted 
stakeholders in getting a better understanding of how to use research and being equipped for the group travel markets.   
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Ontario’s Road Trip Destination 
 
Just jump in your vehicle and come experience all of the great things to see, eat and do in Central Counties.  That is how the 
organization has been positioning itself while targeting specific types of people within a few hours drive of the area.  The 
Road Trip campaigns include a summer and winter magazine that is dropped in the Globe & Mail and supported by robust 
web and social content, not to mention some great media relations.   
 
Like everything else Central Counties does with its marketing and communications programs, these campaigns have one 
purpose – to get potential visitors so interested in at least one of our stakeholders/destinations that they are motivated to 
get off the couch and drive on over.  The campaigns have proven to be very popular with both stakeholders and visitors.  
The limited magazine advertising space we make available to stakeholders sells out within hours and there is often a waiting 
list. 
 
For the Winter Campaign, CCT leveraged Destination Ontario to drive additional visits to its stakeholders across the region.  
During the seven-week campaign, there were 120,000+ visits to the YDH website, driven there by robust stakeholder 
content.  In that same time, web-session times averaged 2min 57sec, which meant that people were engaged with the 
content.  Even more impressive is that the leveraged campaign realized 14.7M impressions and resulted in more that 86,000 
direct clicks to partner websites.  Being able to track these referrals is one of the keys to CCT being able to report on the 
effectiveness of helping stakeholders tell their stories to audiences they couldn’t reach on their own.   
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Partnerships 
 
In 2018-2019, CCT was able to directly leverage more than $455,000 in partner investment to increase tourism capacity and 
visitation throughout the region.    From tourism wayfinding to festival support, and helping stakeholders  tell their  story to 
a broader audience, the 32 official partnerships from across the region assisted stakeholders achieve their goals.   
 
Based on conservative visitor numbers from festival organizers and the reported coupon redemptions from the attraction 
partners taking part in the co-op program, 2018 partnerships garnered more that $20 Million in trackable economic impact 
for the region. 
 
While the economic impact is great, what is even more exciting is the number of businesses investing in building capacity for 
the benefit of themselves and their communities.   
 

 

Headwaters Dufferin County Museum and Archives

Headwaters Orangeville Blues and Jazz Festival Phase II

York TD Newmarket Music Festival

York TD Markham Jazz Festival

Headwaters Orangeville Wayfinding

York Markham Village Music Festival

All Co-op Buys

Durham Uxbridge Wayfinding

Headwaters Headwaters Arts

York Unionville BIA

Durham York-Durham Heritage Railway

Headwaters Landman Gardens

York Canada's Wonderland Halloween Haunt

Durham Uxbridge Historical Society

Durham Clarington's Great Apple Adventure

Durham Uxbridge Food Fair

Durham UxCycle Event

York Caledon Video Montage

Durham Second Wedge RunTOBeer

Durham Scugog Tourism Website

York Vaughan International Film Festival

All Ontario Farm Fresh Tourism Courses

Headwaters Orangeville Blues and Jazz Festival Phase I

Headwaters Alton Mill Fire and Ice Festival

All TRCA Maple Syrup Festival

Durham Sunderland Maple Syrup Festival

Durham Springtide Music Festival

York YRAC Festivals Trail Guide

Durham CBOT Convention Centre Study

Durham YDHR Online Ticketing and Reservation

Headwaters Dufferin County Wayfinding

Durham Blue Heron Books (Phase 1)
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Industry Equipping 
 
One of the most important roles Central Counties plays is helping 
our businesses and communities understand the benefits of  
tourism and working with them to become more tourism-ready.   
This builds tourism capacity in the region and develops 
destinations – both of which have the ability to entice visitors 
from further away to spend more time and money in the region.   
 
In 2018-2019, the three Field Consultants held more than 150 
face-to-face meetings with stakeholders in addition to more than 
3000 direct calls/emails to assist them.  That is on top of the  
dozens of community meetings and training sessions.  Having the 
three of them on the ground is invaluable to our businesses and 
community leaders as they work towards building their tourism 
capacity.   
 
Central Counties sponsored 31 learning opportunities that benefited more than 800 stakeholders.  From sponsorship seminars, 
to online webinars, the AGM to Tourism NOW presentations, operators found useful 
information that they were able to take back with them and successfully incorporate 
into their businesses.  The Tourism NOW sessions, some held as part of a larger event 
like the tourism symposium, were particularly well-received.   These seminars provide 
stakeholders with the tools to take advantage of the services provided by CCT so that 
they can be ready to welcome new visitors and know how to  reach them.  The 
program has been so successful that in 2018-2019, CCT staff turned the live seminar 
into an online version so that stakeholders who had previously been unable to make it 
out to one of the sessions, could now learn online instead.  The program launched in 2019 and by the end of the fiscal had 
been watched more than 80 times by stakeholders. 
 
CCT also focused attention on growing its Business-to-Business (B2B) communications channels.  The new website was 
launched in Q1 and was full of information to help grow tourism readiness and operator’s ability to attract and retain clients.  
Each month, the B2B newsletter was distributed to the almost 800 subscribers and included information about engaging with 
Central Counties, our DMO partners and the province, as well as learning opportunities and “how to” guides.   
 
New in 2018-2019 was the launch of B2B social media channels which is allowing CCT to share stakeholder success stories 
across the region and get information out in a timely manner.  By the end of the fiscal, CCT had 1,576 stakeholders 

 

 

 

 

following across all of its channels. 
Linkedin was the only active B2B 
channel and it grew 4.8% from 309 to 
324.  All other channels started with 
no followers and as of March 31 sat at 
200 for Twitter, 350 for Instagram and 
702 for Facebook.  These channels will 
continue to grow in 2019-2020. 
 
Another important project CCT 
undertook in 2018-2019 was providing 
stakeholders the opportunity to learn 
more about their visitors, where they 
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are coming from, what else 
they like to do and where a 
business can find more of them.  
CCT partnered with Environics 
Analytics and pushed them to 
allow staff to pull meaningful 
reports utilizing stakeholder 
customer postal code data.  
Through feedback, training and 
testing, staff is able to provide 
in-depth analysis about the 
visitor and, more importantly, 
show the stakeholder how to 
interpret the data and use it to 
improve business performance.   
 
In 2018-2019, CCT staff 
completed 26 reports for 
various stakeholders as well as 
aggregate reports for each of 
the three sub-regions and all of 
Central Counties.  Reports were 
offered at an introductory price 
of $99 for one and $149 for 

 

two.   
 
CCT hosted a data 
interpretation seminar at the 
2019 tourism symposium 
which allowed stakeholders 
the opportunity to really 
understand the power of the 
information provided through 
postal code collection.  From a 
regional standpoint, what the 
data shows is that the target 
markets CCT helps 
stakeholders connect with are 
in fact the main types of 
people that visit the region.  
 
We are continuing our 
relationships with Environics 
Analytics in 2019-2020 so that 
more stakeholders can take 
advantage of learning about 
their customers and how to 
reach them more effectively. 

Business Development 
 
The group travel market has big potential for many stakeholders within Central Counties.  In 2018-2019, CCT shifted gears a 
bit from being responsible for bringing groups to the region, to helping stakeholders become group tour ready so that they 
could attract and sell group business.  We wanted to increase the number of businesses that are ready to welcome groups 
and provide them with experiences that exceed expectations. 
 
Group Tour readiness was part of the Tourism NOW presentations that took place throughout the region in 2018-2019 and 
CCT also hosted two seminars as part of the 2019 tourism symposium.  Both of those sessions were well attended and many 
stakeholders engaged with CCT about getting themselves ready to welcome groups.   
 
CCT also went to several tradeshows that cater to the group market, in many cases with stakeholders from the region which 
allowed for better representation of CCT and what we have to offer.  The trips were very successful, with a number of tour 
operators booking groups with stakeholders in the region.  A group of 700+ is booked with several stakeholders in the fall of 
2019, a coaching association conference was held in spring of 2019 and several bus trips are booked for the Temperance and 

Temptation partners this season. 
 
In the fall of 2018, CCT hosted a CITAP (Canadian International Travel – 
Asia/Pacific) event where 20 stakeholders got to meet with tour operators 
bringing tourists from the east.  The tour operators also got to experience 
first-hand some of the great places to visit in the region on a 
familiarization tour.   
 
These meetings led to new relationships and some group bookings have 
already started coming in for stakeholders in attendance that day. 
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Marketing Support 
 
Central Counties supports its stakeholder’s efforts to create 
and tell their stories to their targeted audiences.  With this 
focus on stakeholder content, potential visitors have been 
finding and choosing to visit regional businesses more often.   
 
In fiscal 2018-2019, more than 250,000 people learned 
about the places to visit and things to do in Central 
Counties, linking back to the YDH website through 
compelling blogs, social media posts and imagery.  Over 200 
blogs and social media articles were written for, and about, 
stakeholders in the region which led to over a million social 
media impressions, 600K engagements and 100K click 
throughs.   
 
One of the services provided by Central Counties is media 
relations.  Stakeholders are encouraged to send us their 
media advisories and press releases, which CCT puts out on 
the wire.  This is in addition to all of the stakeholder stories 
that CCT pitches and the stakeholder events that CCT 
distributes monthly to the media.  CCT subscribes to a 
media service that tracks the number of stories and earned 
media value of them.  In 2018-2019, over 4,200 stories 
included stakeholders in the region, generating almost 710 
million impressions and an earned media value of more 
than $4.8M. 
 
Stakeholders love the opportunity to showcase their 
businesses in ways that they may not have been able to 
afford on their own.  The themed, full-page, Globe & Mail 
co-op ads are a great example of this.  Central Counties, in 
partnership with its stakeholders, created 10 full-page 
colour ads during the fiscal and themed the content for 
continuity.  The four to eight (depending if it was a single 
page or double page spread) advertisers were tied together 
with brief narrative that directed readers to the website 
where they could explore more things to do around the 
theme.  All of the ad spots sold out in hours and received 
great feedback.   
 
In the world of digital communications, content is king.  CCT 
assists its stakeholders by developing new images and 
videos of their compelling experiences and then allowing 
them, the municipalities, regional / provincial partners and 
the media to use the photos and videos to help tell their 
stories.  In 2018-2019, CCT added 2975 stakeholder images 
and 10 videos to the image bank.  CCT also added lots of 
video b-roll that can be used as part of other content down 
the road.   
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Product Development 
 
A big part of building tourism capacity is growing the number of stakeholders who are actively working together to provide 
unique experiences.  Central Counties and our DMO partners build themed routes and itineraries that help tell our 
stakeholders stories in compelling ways.   
 
In 2018-2019, the Rural Routes & Dirty Boots tour won two awards on the same 

night.  The tour was developed by CCT in collaboration with the 
Greenbelt Foundation and our regional partners.  The program 
won Culinary Tourism Initiative of the Year at the 1st DINE and 
DESTINATION Awards Gala and won Ontario Tourism Partnership 

of the year (as the judged entry for the Greenbelt Brewery Discovery Routes) at the 
2018 Ontario Tourism Summit. 
 
Central Counties strives to be the catalyst for new product and experience 
development which is then championed by the stakeholder partners in future years 
with CCT playing a supporting role.  The only way these great routes and experiences 
will continue to thrive is with the businesses benefitting from them at the helm.   

 
The Santa’s Passport is a great example of this.  Designed 
as a way to get families visiting Uxbridge to ride the Santa 
Train to explore the beautiful downtown, the first 
iteration was led by Central Counties.  In the following 
year, CCT was again the catalyst but had more businesses 
interested in participating.  This past year, the program 
grew to have 
support from the Township of Uxbridge, who took the initiative to successfully apply for 
Celebrate Ontario funding to grow the program this fiscal.  Central Counties’ role can now be 
one of support, and the amazing experience program will continue to grow and increase its 
economic impact on the businesses in Uxbridge. 
 
Central Counties will be doing the same thing with its Temperance & Temptation experience in 
2019-2020.  As outlined in the highlights section, developing the program was a massive,  

content-rich undertaking which has years of shelf-life to grow and flourish.   The partners for the 2019-2020 program have 
all agreed to work together to promote and cross-promote the tours and each other.  In another year or so, CCT’s role in 
this incredible program will just be supporting the partners. 
 
CCT, in cooperation with the Ontario Trails Council, DMO partners and several 
municipalities, were able to complete the framework for an online GPS based 
trails mapping system that allows trails owners (municipalities/regions) to 
upload or map their trails and add in custom trail markers (eg.  “Section Under 
Construction”, “Great Photo Spot”, etc.).  The program is also tied directly to  
Central Counties’ stakeholder profile data and all nearby amenities appear on 
the map with location markers.  The new GPS based mobile maps will be 
available on the Ontario Trails Council website and can be customized on the 
Central Counties, DMO and municipal websites.  In 2019-2020, CCT will be 
working with the DMO’s and municipalities to identify and GPS map the trails 
they would like to highlight.   
 
Based on audience research conducted by CCT and validated with aggregate postal code data analysis, staff also began to 
do a preliminary scan of art and artisan capacity within the region so that we could determine if there was sufficient  
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product and stakeholder appetite to build experiences in 2019-2020.  At the moment, there are 114 artists (43 in York, 31 in 
Durham, and 40 in Headwaters), currently with a profile on the YDH website.  We know there are many more not currently 
listed with CCT. 
 
After initial conversations with several active partners, two key themes have been identified: nature and wellness. Our 
artisans feel a strong connection to the nature/landscape in the region, and derive their inspiration from it. The wellness 
theme is broken down into self-healing, self-discovery, self-expression, and creating a positive change in oneself and help in 
mental health. These two themes can be connected and can stand on their own. Not only are these themes very timely, but 
they also resonate with our visitors who are looking to escape the GTA urban core. 
 
For every marketing support project undertaken by CCT, itineraries were developed that matched theme-related 
businesses that, when combined, help tell a compelling story about why people should visit the area.  In all, the Field 
Consultants worked with stakeholders to develop 26 itineraries that made for better storytelling and engagement with the 
social posts.  For many stakeholders, this was their first foray into destination development.   CCT works with these 
stakeholders and encourages them to work with each other to grow the itineraries and routes.   

 

Finances 
 
Central Counties’ auditors concluded their review of the 2018-2019 finances and found that, in their opinion, “the 
accompanying financial statements present fairly, in all material respects, the financial position of the Organization as 
at March 31, 2019, and the results of its operations and its cash flows for the year then ended in accordance with Canadian 
accounting standards for not-for-profit organizations.” 
 

 

ZONE 6 REGIONAL TOURISM ORGANIZATION (CENTRAL COUNTIES TOURISM)

STATEMENT OF OPERATIONS FOR THE YEAR ENDED MARCH 31, 2019

2019 2018

Revenue
Ministry of Tourism, Culture and Sport $ 2,635,737 $ 2,635,737

Partnership Contributions 45,400 64,650

Other 42,894 38,085

Interest 531 439

2,724,562 2,738,911

Expenditures
Governance - administration and overhead 368,958 828,318

Partnership funding 379,000 378,216

Product development 373,850 305,839

Sales and marketing initiative 1,263,670 1,068,762

Workforce development 332,572 72,721

2,718,050 2,653,856

Excess of Revenue Over Expenditures $ 6,512 $ 85,055


