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INTRODUCTION: 

WELCOME TO INNISKILLIN,  WELCOME TO NIAGARA ON THE LAKE, 

WELCOME TO WINE COUNTRY 

AND TO OUR US VISITORS, A VERY SPECIAL WELCOME TO CANADA!

WE ARE PLEASED TO HAVE ALL OF YOU HERE IN OUR NEWLY RENOVATED FOUNDERS’ HALL TO ENJOY A TASTE OF NIAGARA WINE COUNTRY AND TO SHARE SOME OF MY THOUGHTS ON TOURISM

I KNOW THAT DOLLY PARTON IS PERFORMING AT THE FALLSVIEW CASINO TONIGHT SO I WOULD LIKE TO THANK ALL OF YOU WHO GAVE UP YOUR DOLLY PARTON  TICKETS TO COME HERE INSTEAD.

WE HOPE THAT YOU ENJOYED THE WINE TASTING DURING THE RECEPTION WITH THE SELECTION OF 8 DIFFERENT VARIETAL WINES FROM INNISKILLIN AND JACKSON-TRIGGS ALONG WITH A GREAT SELECTION OF CANADIAN CHEESES FROM  DELUCAS WONDERFUL CHEESE SHOP JUST AROUND THE CORNER. THIS THREE YEAR OLD BUSINESS IS  RUN BY LOCAL CHEF AND ENTREPRENEUR TONY DELUCA.  THE WINES AND CHEESES WILL STILL BE AVAILABLE TO SAMPLE  AFTER MY ADDRESS ALONG WITH THE ADDITION OF A SPECIAL ICEWINE EXPERIENCE THAT INCLUDES PAIRINGS WITH CHOCOLATE AND PARMESAN. 

THERE’S YOUR INCENTIVE TO HANG IN THERE!

I WOULD LIKE TO THANK ARLENE WHITE, EXECUTIVE DIRECTOR OF THE BTA FOR INITIATING THIS SPEAKER SERIES-WOMEN IN TOURISM-AND FOR ASKING ME TO BE THE SPEAKER TO LAUNCH THIS NEW SERIES.

 I AM VERY HONOURED. I GUESS I QUALIFIED AFTER BEING AROUND TOURISM FOR 3 DECADES!!

THERE ARE MANY WOMEN ON BOTH SIDES OF THE BORDER WHO HAVE WORKED VERY HARD FOR MANY YEARS AND ARE CONTINUING TO WORK VERY HARD TO KEEP TOURISM ALIVE AND SUSTAINABLE IN NIAGARA WHILE NOT COMPROMISING THE ENVIRONMENT AND NATURAL BEAUTY  THAT NIAGARA HAS TO OFFER.  

 AS A COLLECTIVE GROUP I KNOW WE SHALL CONTINUE TO HAVE A STRONG VOICE AND CONTINUE TO MAKE A DIFFERENCE WITH THIS SERIES PROVIDING A GREAT PLATFORM TO DO JUST THAT. I LOOK FORWARD TO ATTENDING AND LISTENING TO FUTURE SPEAKERS IN THIS SERIES.

THE THING THAT I LIKE TO SPEAK ABOUT MOST NEXT TO WINE IS TOURISM. 

**I HAVE A GREAT COLLECTION OF WINE BOOKS BUT SITTING NEXT TO THEM ARE MY TRAVEL AND TOURISM BOOKS. I’M ONE OF THOSE PEOPLE WHO ALSO HAS TO HAVE AN ATLAS CLOSE AT HAND TO FIND THE EXACT LOCATION OF A COUTNRY OR A PLACE THAT  I HEAR ABOUT ON THE NEWS BUT  DON’T KNOW EXACTLY WHERE IT IS.  I THINK I PICKED UP THE ATLAS HABIT UP FROM MY FATHER.

TOURISM AFFECTS US ALL, EITHER FROM A BUSINESS PERSPECTIVE OR A PERSONAL PERSPECTIVE OR A COMBINATION OF BOTH. 

THE  BUSINESS PERSPECTIVE
-MOST OF US HERE TODAY ARE EMPLOYED IN THE TOURISM  BUSINESS WITH A PROPERTY EITHER TOTALLY DEPENDENT ON TOURISM OR PARTIALLY DEPENDENT ON IT. 

I BELIEVE THAT WE NEED TO KEEP OUR PERSONAL PERSPECTIVE ALWAYS CLOSE AT HAND WITHIN THE BUSINESS PERSPECTIVE. 

WE UNDERSTAND THE ECONOMIC IMPACT OF TOURISM ESPECIALLY IN THIS DAY AND AGE WHERE TOURISM EMERGES AS A SOLUTION TO ECONOMIC GROWTH IN THE FACE OF THE MANY CHANGES WITHIN THE MANUFACTURING BUSINESS.

THE PERSONAL PERSPECTIVE 

AT SOME POINT EACH YEAR WE ALL BECOME A TOURIST AND AS WELL  SOME OF US/MOST OF US  LIVE WITHIN THE MIDST OF A TOURIST AREA.

AS I PUT MY THOUGHTS TO PRINT ON MY COMPUTER IN MY LITTLE HOUSE  IN NOTL DOWN BY THE NIAGARA RIVER, I OBSERVED THE TOURISTS GOING BY. 

MY STREET IS EXTREMELY SCENIC WITH ONE END HOUSING THE FAMOUS NOTL GAZEBO OVERLOOKING THE MOUTH OF THE NIAGARA RIVER AND YOUNGSTOWN, NY’S HISTORIC FORT NIAGARA AND AT THE OTHER END THE BEAUTIFUL NOTL MARINA, QUEEN’S LANDING INN AND THE HARBOUR HOUSE. 

 TOURISTS GO BY MY HOUSE DAILY YEAR ROUND BUT CERTAINLY MORE IN THE NICE WEATHER-

WALKING, BIKING, ROLLERBLADING, JOGGING OR RIDING IN THE HORSE DRAWN CARRIAGES AND THE SPIFFY ANITIQUE CABS 

OR THE BUSES THAT ARE NOT SUPPOSED TO GO DOWN MY STREET WITH MANY FACES PRESSED AGAINST THE WINDOWS PEERING OUT.

I LOVE CHATTING WITH THE TOURISTS WHILE I AM OUT IN MY FRONT YARD GARDENING WHEN THEY STOP TO ASK DIRECTIONS OR WHEN THEY SIMPLY TELL ME HOW LUCKY I AM TO LIVE IN SUCH A BEAUTIFUL TOWN.

SO HOW DID I GET INVOLVED WITH TOURISM--

HISTORY

WHEN I STARTED AT INNISKILLIN BACK IN THE MID 70’S I LEFT A VERY SECURE TEACHING PROFESSION IN NOTL TO WORK WITH COFOUNDERS DONALD ZIRALDO AND KARL KAISER, TO HELP THEM LAUNCH THEIR WINERY, INNISKILLIN, THAT MANY TOLD THEM WOULD NOT SURVIVE AND THAT THEY SHOULDN’T WASTE THEIR TIME WITH TRYING TO MAKE PREMIUM WINE IN CANADA. 

 THEIR  PHILOSOPHY WAS SIMPLE--PRODUCING  PREMIUM CANADIAN WINES FROM PREMIUM  CANADIAN GRAPES GROWN IN THE NIAGARA PENINSULA. I  STARTED OUT IN THE RETAIL SIDE TO ASSIST WITH SELLING THE WINE FOR THEM AND AT THE SAME TIME LEARNING A LITTLE BIT MORE ABOUT WINE AS BACK THEN I KNEW NOTHING.

IN ORDER TO SELL WINE I REALIZED VERY EARLY IN THE GAME THAT IT WAS MORE THAN STATING THE PRICE, THE SUGAR CODE AND WHAT IT MIGHT PAIR WITH.

IT WAS HELPING PEOPLE UNDERSTAND WHY WE COULD PRODUCE PREMIUM WINE HERE AND GIVE THE WINE ITS OWN IDENTITY AMONGST THAT BROAD WORLD OF WINE THAT ALREADY EXISTED –

THE OLD WORLD WINES OF FRANCE, GERMANY AND ITALY AND THE BURGEONING NEW WORLD WINES OF CALIFORNIA AND AUSTRALIA. 

 I NEVER DREAMT THAT IT WOULD MESH SO HEAVILY INTO THE WORLD OF TOURISM. 

IN THOSE EARLY YEARS, THREE DECADES AGO, OUR VISITORS TO THE ORIGINAL WINERY MAYBE TOTALLED 1,000 WITHIN A SPAN OF FOUR MONTHS.  WE MOVED A FEW KILOMETRES NORTH TO THE WINERY SITE THAT YOU ARE ON TODAY, THE BRAE BURN ESTATE AND WE GREW TO A MAXIMUM OF 300,000 VISITORS. 

IT WOULD FLUCTUATE EACH YEAR AND NOW WE AVERAGE  ABOUT 250,000 VISITORS WITHIN THE  EXPANSE OF TWELVE MONTHS REFELCTING A GREAT GROWTH IN  NUMBERS AND THE PATTERN THAT SPREAD THESE VISITORS THROUGHOUT  THE ORIGINALLY SPARSE SHOULDER SEASONS. 

THE VISITORS IN THE OFF SEASONS ESPECIALLY THE WINTER WERE GARNERED THROUGH MANY COLLECTIVE EFFORTS BY MANY PEOPLE AND ORGANIZATIONS TO CREATE SPECIAL EVENTS AND IN PARTICULAR OUR VERY SUCCESSFUL ICEWINE FESTIVAL IN JANUARY.

I DID REALIZE THAT I NEEDED TO CREATE A COMFORT ZONE WITH WHICH TO SELL OUR WINE. 

BACK IN 1975 PREMIUM WINES WERE NOT THOUGHT TO COME FROM CANADA SO WE NEEDED TO UNDERSTAND HOW TO AT LEAST TO GET THE CUSTOMER TO THE WINERY SO THEY COULD TRY IT AND SEE FOR THEMSELVES.

WE RECEIVED A LOT OF ATTENTION-- MEDIA ATTENTION AS CANADA’S FIRST PREMIUM WINERY AND WE CAPITALIZED ON THAT. 

WE NEEDED TO BUILD CREDIBILITY AMONGST A STRONG SENSE OF PLACE. 

IF THEY DIDN’T KNOW THE NAME INNISKILLIN THEY SURE KNEW OUR  FAMOUS ‘NEIGHBOURS’

OUR ADDRESS WAS NIAGARA PARKWAY, NIAGARA ON THE LAKE, JUST 20 MINUTES FROM NIAGARA FALLS AND 5 MINUTES FROM THE OLD TOWN OF NOTL NESTLED BELOW THE NIAGARA ESCARPMENT AND SURROUNDED BY VINEYARDS AND ORCHARDS. HOW POWERFUL IS THAT!!! LOCATION, LOCATION, LOCATION.

TO KEEP THE MOMENTUM GOING WE WORKED WITH THE THEMES OF SOMETHING UNIQUE AND UNEXPECTED FROM CANADA AND THE WONDERFUL SENSE OF PLACE ALONG WITH REINFORCING SOME BASIC GEOGRAPHICAL FACTS THAT PEOPLE COULD RELATE OUR WINE TO. 

FACT---- PEOPLE WON’T BELIEVE THAT YOU CAN PRODUCE PREMIUM WINES IF THEY DON’T BELIEVE THAT YOU CAN GROW THE PREMIUM GRAPES

THE SENSE OF PLACE HELPED IN  BUILDING CREDIBILITY

-WHY WE CAN GROW GRAPES HERE DEFINED AREA (43 LATITUDE; ESCARPMENT);LATE 80’S VQA; 

ALL THIS GAVE THE MEDIA LOTS TO WRITE ABOUT  INCLUDING THE MANY INTERNATIONAL AWARDS BEING WON.

THIS ALL STARTED MINE AND INNISKILLIN’S INVOLVEMENT IN WINE TOURISM

WHAT COULD I  PERSONALLY DO TO ENCOURAGE VISITORS TO COME AND THEN HOPEFULLY BUY OUR WINES

I LOOKED AT HOW I WAS ABLE TO FEEL COMFORTABLE ABOUT WINE.

FOR ME IT WASN’T SOMEONE TELLING ME WHAT I WOULD LIKE, IT WAS THE OPPORTUNITY TO SAMPLE, COMPARE AND DESCRIBE THE WINE AS I USED ALL MY SENSES TO UNDERSTAND IT-SIGHT, SMELL, TASTE AND TOUCH (TEXTURE) IN A SETTING CONDUCIVE TO LEARNING AND HAVING FUN AT THE SAME TIME. BEING AT THE SIGHT WHERE IT WAS NOT ONLY MADE BUT THE RAW PRODUCT GREW ALL AROUND, WAS TRULY A TRHEE DIMENSIONAL EXPERIENCE.

ORIGINALLY I ORGANIZED SIT DOWN SEMINARS FOR ABOUT 30 PEOPLE IN OUR LOFT IN THE BRAE BURN BARN. BACK THIRTY YEARS AGO THERE WERE NO EDUCATIONAL TASTINGS, THEY WERE MORE LIKE STRAIGHT DRINKING WINE AND EATING OR I’LL HAVE A WHITE, A RED OR A ROSE.

 APPLYING MY TEACHING SKILLS, I CREATED THEMED TASTINGS AND USED WAYS TO KEEP THE WINES ORGANIZED AND EASY TO COMPARE.

 I DESIGNED  PLACEMATS THAT SIMPLY HAD NUMBERED CIRCLES REPRESENTING EACH SAMPLE OF A DIFFERENT WINE.  

BY COMPARING WINES TOGETHER, WHICH WE CALL A FLIGHT, IT WAS EASY TO START COMMENTING ON WHAT YOU LIKED, WHAT YOU DIDN’T LIKE AND BREAK THAT UNCOMFORTABLE INTIMIDATING FEELING THAT PEOPLE HAD ABOUT WINE TASTING—THAT THEY. DIDN’T KNOW HOW TO DESCRIBE WHAT IT WAS THAT THEY WERE TASTING.

WHEN YOU HAVE JUST ONE WINE TO COMMENT ON, IT’S HARD TO DESCRIBE IT.  PUT IT NEXT TO ANOTHER ONE AND IT’S EASY.

I LIKE THE FIRST ONE  BECAUSE--- IT IS DRY.

I LIKE THE THIRD ONE BECAUSE---  IT IS FRUITY. 

THE NUMBERED CIRCLES HELPED KEEP THE WINES AND THE TASTE ORGANIZED!!

SOMEWHAT LIKE YOUR OPPORTUNITY TODAY TO COMPARE AND EXPERIMENT TODAY.

I LEARNED HOW TO CREATE A COMFORT ZONE WHILE KEEPING   IT INTERESTING AND KEEPING IT TO THE LEVEL OF LEAVING  THE CUSTOMER WANTING TO COME BACK TO LEARN MORE WHILE  TRYING MORE WINES.  

THE KEY THING THAT I LEARNED WAS KEEP THE EXPERIENCE AUTHENTIC AND TRUE TO THE PRODUCT;  DON’T OVER POWER THE VISITORS WITH TOO MUCH INFORMATION BUT ALWAYS CONNECT THEM BACK TO  A BASE OF REFERENCE WHICH IN THE WINE INDUSTRY IS PURE AND SIMPLE--THE GRAPE VARIETY.

THEMES WERE MANY

DIFFERENT VARIETIES

 –RIESLING, CHARDONNAY, PINOT GRIGIO WHILE SOMETIMES AT HARVEST TASTING THE ACTUAL GRAPE THAT MADE THAT WINE.-RAW PRODUCT WITH END PRODUCT-LASTING IMPRESSION BUT BASIC UNDERSTANDING.

STYLES

-OAK AGED, UNOAKED; 

YOUNG VS AGED; 

SAME GRAPE FROM DIFFERENT VINEYARDS THROUGHOUT NIAGARA (NEAR THE LAKE, FURTHER INLAND, DIFFERENT SOILS ETC)

IT WAS FUN, I LEARNED ALONG WITH MY CUSTOMERS AND THEY CAME BACK.

THE WINETASTING SEMINARS, LED TO THEMED DINNERS, CHEF DEMONSTRATIONS, AND ALL THE WONDERFUL EVENTS THAT YOU FIND TODAY AT ALL WINERIES TODAY.

IN THE BEGINNING MOST PEOPLE EXPECTED THAT ANY TASTINGS THAT THEY DID AT A WINERY SHOULD BE FREE BECAUSE IT WOULD BE GOOD PROMOTION FOR US----

 BUT CLEARLY THEN AND TO THIS DAY I BELIEVED IN PUTTING A VALUE ON THE EXPERIENCE.

THE TASTINGS AND THE EVENTS GOT THE RESPECT THAT THEY DESERVED ONCE A SPECIFIC VALUE WAS ATTACHED TO IT. 

IF YOU HAVE PLANNED A GOOD EXPERIENCE FOR YOUR VISITORS YOU SHOULDN’T HAVE TO GIVE IT AWAY AND WITH BUILDING NUMBERS OF VISITORS THAT PEAKED AT 300,000 ANNUALLY YOU HAVE TO REMEMBER THAT YOU ARE IN BUSINESS TO MAKE A PROFIT AND NOT TO POUR YOUR PROFIT AWAY.

TO SHOW HOW FAR WE HAVE COME--

TODAY WE HAVE AN ICEWINE TASTING BAR WHERE VISITORS PAY $25. FOR A FLIGHT OF FOUR DIFFERENT STYLES OF  ICEWINES.  THEY ALSO LEARN ABOUT SPECIFIC ICEWINE GLASS FROM A FAMOUS GLASS PRODUCER NAMED RIEDEL WHERE THEY SEE THAT THE SHAPE OF THE GLASS  DOES MAKE A DIFFERENCE IN THE AROMA AND TASTE OF THE WINE.  THESE FLIGHTS SELL WELL THROUGHOUT THE ENTIRE DAY.

I WOULD LIKE TO ADDRESS SOME MAIN PRINCIPLES WHICH I THINK WILL TIE IN MY MAJOR THOUGHTS ON SUCCESSFUL TOURISM STRATEGIES   -

THE TOURISM PRINCIPLES-

 TP’S-

PRODUCT
-WHETHER IT’S WINE, A WATER PARK OR A WONDERFUL ACCOMODATION YOU HAVE TO HAVE A QUALITY PRODUCT THAT PEOPLE WILL BE  ATTRACTED TO ( SOMETHING TO SEE/TASTE/ EXPERIENCE OR A COMBINATION OF ALL THREE). 

WHAT IS YOUR PRODUCT AND IS IT THE BEST THAT IT CAN BE?

 IS IT AUTHENTIC OR HAVE YOU BUILT YOUR PRODUCT ON THINGS THAT CAN’T BE BACKED UP OR VALIDATED??

 IS IT UNIQUE OR DO YOU PRESENT IT IN A UNIQUE WAY?

 ARE THERE GREAT STORIES TO TELL PEOPLE ABOUT YOUR PRODUCT?

 I HAVE A REPETOIRE OF ENDLESS STORIES ABOUT  INNISKILLIN THAT I LOVE TO SHARE-AGAINST ALL ODDS; PIONEERING PREMIUM WINE IN CANADA; FIRST WINERY LICENSE SINCE 1929; FLW; THE BIRDS FLYING AWAY WITH OUR FIRST ICEWINE IN 83.

DON’T WORRY I WON’T START TELLING THEM ALL TONIGHT!

IN OUR BUSINESS OUR MAIN PRODUCT IS WINE AND IT’S AUTHENTICITY STARTS WITH THE GRAPES AND MOTHER NATURE. IT IS THEN  ENTRUSTED TO OUR TALENTED WINEMAKERS. 

WE CANNOT PROCEED IN TOURISM WITHOUT THAT!! 

WE THEN BUILD IN AS MANY EXPERIENCES THAT HELP PROFILE THE WINE.

OUR PRODUCT EXPERIENCE MOVED FROM A SIMPLE RETAIL PURCHASE OF A BOTTLE OF WINE TO ENDLESS RELATED ACTIVITIES THAT TAKE PLACE YEAR ROUND-TASTINGS , DINNERS, FOOD PAIRINGS, CELBRITY ICEWINE PICKING, FESTIVALS, LIVE MUSICAL PERFORMANCES, ETC.

-

EXPAND --THINK THREE DIMENSIONAL—A PRODUCT WITHIN A PRODUCT-COME TO THE BEAUTIFUL COUNTRY SIDE WHILE VISITING THE WINERY??

PARTNERS

 NO MATTER HOW GOOD YOU ARE YOU NEED PARTNERS/ALLIANCES TO MAXIMIZE  AND IMPACT WHAT YOU HAVE. 
PARTNERS BUILD CRITICAL MASS AND CLUSTERS THAT GIVE SUBSTANCE TO LONGER VISITS AND IMPACTFUL JOINT ADVERTISING  FOR DESTINATION MARKETING

PARTNERS CAN COME FROM WITHIN YOUR OWN SECTOR OR FROM OUTSIDE YOUR OWN SECTOR.

-PARTNERS THAT COME FOM OUTSIDE OUR WINERY SECTOR INCLUDE THE FOLLOWING 
CULTURAL, HOSPITALITY, CULINARY, HERITAGE, AGRICULTURAL, SPORT; RECREATION, ACCOMODATION OR THROUGH GOVERNMENT TOURISM AGENCIES.

TOURISM AGENCIES SUCH AS PROVINCIAL (TOURISM ONTARIO) AND FEDERAL (CANADIAN TOURISM COMMISSION); REGIONAL TOURISM AGENCIES; LOCAL CHAMBERS OF COMMERCE; 

OR THROUGH BINATIONAL EFFORTS SUCH AS BTA.

 EXAMPLES ARE MANY-SHAW FESTIVAL-THEATRE GETAWAY PACKAGES COMBINING THEATRE, WINERY, ACCOMODATION, HERITAGE, HOSPITALITY)

AS THERE WERE NO OTHER BOUTIQUE WINERIES WHEN WE STARTED IN THE 70’S OUR VERY FIRST TOURISM PARTNER THAT IMPACTED OUR VISITORS WAS SHAW FESTIVAL-A COMPANY THAT WAS BRINGING IN THOUSANDS OF VISITORS EACH THEATRE SEASON; JUST DOWN THE SCENIC ROAD FROM US AND FOCUSING ON THE SAME DEMOGRAPHICS AS US (OPENINGS, BOARD, ELEGANT TRADITIONS-CTC), .

ANOTHER GREAT EXAMPLE IS THE CURRENT THRUST  OF CULINARY TOURISM. TOURISM ONTARIO HAS PUT TOGETHER CULINARY BASED PACKAGES CALLED  SAVOUR ONTARIO.

OR 

PARTNERS THAT COME FROM WITHIN YOUR OWN SECTOR

STRENGTHEN YOU OWN SECTOR TO HAVE A PRESENCE SO YOU CAN TAKE YOUR PLACE WITHIN THE OTHER TOURISM SECTORS AND SO OTHERS WILL WANT TO ALIGN WITH YOU.

WE HAVE ALWAYS BEEN COMPLIMENTED IN OUR INDUSTRY FOR WORKING SO WELL TOGETHER.  WE WELCOME A NEW WINERY AS LONG AS THAT WINERY IS MARKET READY-IN OTHER WORDS MAKES GOOD WINE AND IS READY TO PROVIDE QUALITY SERVICE TO VISITORS. 

OUR FIRST PARTNERS WITHIN OUR SECTOR IN THE EARLY 80’S WERE HILLEBRAND AND CHATEAU DES CHARMES; WE SAVED $ ON JOINT ADVERTISING AND ORGANIZED TOURS WHERE VISITORS WOULD NOT 

HEAR THE SAME THING AT ALL THREE WINERIES.  

WE THEN WENT ON TO BUILD A STRONG MARKETING ENTITY IN NOTL-NOW SIMPLY CALLED THE WINERIES OF NOTL WHICH TODAY IS SEVENTEEN STRONG AND EXTREMELY ACTIVE IN TARGETTING A FOCUSED VISITOR TO COME TO NOTL.

WE HAVE THE WCO WHICH LEADS A MEMBERSHIP OF 70 PLUS WINERIES THROUGHOUT ONTARIO. THEY KEEP US FOCUSED AND GUIDE OUR CRTICIAL MASS IN THE RIGHT DIRECTION ENSURING COHESIVENESS AND TO MAINTAIN OUR COLLECTIVE CREDIBILITY IN A VERY COMPETITIVE TOURISM MARKET. 

INITIATIVES FOR TOURISM INITIALLY STARTED WITH THE WINE ROUTE & WINE ROUTE MAP IN THE LATE 80’S AND MOVED INTO THE DEVELOPMENT OF A TOURISM STRATEGY ENCOMPASSING EVERYTHING FROM A TOURISM COMMITTEE TO CULINARY INITIATIVES. I AM PLEASED TO BE A PART OF THAT TOURISM COMMITTEE TO HELP MAXIMIZE THE NUMEROUS OPPORTUNITIES WE HAVE FOR YEAR ROUND TOURISM IN NIAGARA. 

WE HAVE A STRONG PARTNERSHIP WITH THE  NIAGARA GRAPE AND WINE FESTIVAL WHO ORGANIZE  THREE VERY SUCCESSFUL FESTIVALS SET IN JANUARY, JUNE AND SEPTEMBER TO PROFILE THREE KEY SEASONS INTREGRAL TO OUR GROWING SEASON-FALL HARVEST, ICEWINE HARVEST AND  NEW VINTAGE RELEASE.

PLACE 
(SENSE OF PLACE PART 1)

-KNOW YOUR AREA AND UTILIZE WHAT YOU HAVE THAT IS UNIQUE AND AUTHENTIC. 

UNIQUE AND AUTHENTIC-WELL THAT SURE SOUNDS LIKE A LEAD IN TO ICEWINE TO ME--EXTREME CANADIAN WINTERS LEAD TO EXTREME CANADIAN WINEMAKING

WE HAVE BEEN BLESSED WITH A CLIMATE THAT ALLOWS US TO ATTRACT PEOPLE FROM ALL OVER THE WORLD TO TASTE AND BUY THIS UNIQUE CONCENTRATED WINE.  THEY ACTUALLY COME TO SEE IF WE REALLY DO GO OUT IN THE DEAD OF WINTER AND HARVEST GRAPES FROZEN NATURALLY ON THE VINE AT MINUS 8 CLESIUS. THIS PUTS US AT THE TOP OF THE LIST AMONGST REASONS TO VISIT US HERE IN NIAGARA.- HOW MANY HAVE A UNIQUE  AND INTERNATIONALLY RECOGNIZED PRODUCT TO LURE THEM TO THEIR WINE REGION. WE’VE BEEN DEALT AN ACE!! LET’S USE IT AND RESPECT IT IN ITS ROLE OF LINKING TO OUR SENSE OF PLACE.

(EPCOT—CULT FOLLOWING; RECOGNITION)

IF YOU HAVEN’T ALREADY PLEASE VIEW OUR JUST RELEASED ICEWINE VIDEO WHICH IS A GREAT  SENSE OF PLACE AND UNDERSTANDING OF ICEWINE MAKING THROUGH SOME AMAZING VISUALS.

(SENSE OF PLACE PART 2)-UNDERSTAND YOUR AREA’S PAST, PRESENT AND FUTURE; BE YOUR OWN MINI CHAMBER OF COMMERCE; 

BE ABLE TO TALK ABOUT THE HISTORY, THE AGRICULTURE, THE CURRENT ISSUES THAT ARE IMPORTANT TO YOUR AREA BECAUSE YOU DON’T OPERATE IN A BUBBLE.

THERE ARE COUNTLESS BOOKS WHICH HELP US UNDERSTAND OUR AREAS. IT WOULD BE INTERESING TO MAKE A LIST OF SUCH BOOKS THAT WE HAVE READ OR WANT TO READ RELATING TO AND UNDERSTANDING OUR OWN BACK YARD.

I AM ABOUT TO READ CHRISTINE SMYCZYNSKI’S BOOK:

WESTERN NEW YORK AN EXPLORER’S GUIDE:  FROM NIAGARA FALLS AND SOUTHERN ONTARIO TO THE WESTERN EDGE OF THE FINGER LAKES.

I AM ABOUT TO REREAD PIERRE BERTON’S NIAGARA TO KEEP ME IN TOUCH WITH WHERE WE ARE NOW AND HOW WE GOT TO THIS POINT

AND TO LEARN FROM MAJOR MISTAKES MADE IN THE PAST.

WINE AUTHOR AND EDUCATOR LINDA BRAMBLE HAS WRITTEN A COUPLE OF GREAT WINE RELATED TOURISM BOOKS THAT GIVE GREAT DIMENSION TO VISITING OUR AREA. 
THERE ARE COURSES SUCH AS “I KNOW NIAGARA” THROUGH NIAGARA COLLEGE AND MANY MAGAZINES TO READ AS WELL AS THE EASY ACCESS VIA THE INTERNET.

(SENSE OF PLACE PART 3)IN UNDERSTANDING OUR SENSE OF PLACE WE ALL MUST ALSO REMEMBER HOW TO MANAGE TOURISM TO SUCCESSFULLY CO-EXIST WITH THE RESIDENTS/NEIGHBOURS  IN OUR TOURIST REGIONS AND NOT HAVE TOURISM PITTED AGAINST RESIDENTS. TOURISM MUST BE PROPERLY PLANNED TO BE SUCCESSFUL AND SUSTAINABLE.

NBC’S MATT LAUER-VISITED THE KINGDOM OF BHUTAN (JUST EAST OF THE HIMALAYAS) ON HIS RECENT TRAVEL ADVENTURES AND SAID THAT THEY ENCOURAGED TOURISTS TO COME TO EXPERIENCE THEIR CULTURE AND BEAUTIFUL COUNTRY. AT THE SAME TIME BHUTAN WANTED TO PRESERVE AND PROTECT THEIR CULTURE AND COUNTRY SO THEY  CAME UP WITH A WAY TO CONTROL THEIR TOURISM.  THEY CHARGE A FEE OF  $200. PER VISITOR TO BE ALLOWED IN TO VISIT THEIR COUNTRY.

FOOD FOR THOUGHT.

WE NEED TO RESPECT AND PROTECT OUR BEAUTIFUL NIAGARA!!

(GREENBELT)

PRIDE, PASSION AND PROFESSIONALISM
THREE WORDS THAT CAN MAKE OR BREAK YOU IN THE TOURISM BUSINESS.

ALL THREE ARE VERY EVIDENT TO THE TOURIST AND SHOULD SHOW FROM THE FIRST GREETING TO THE LAST---THANKS FOR VISITING, PLEASE COME AGAIN. 

PRIDE, PASSION AND PROFESSIONALISM  BRING YOUR CUSTOMERS BACK TO YOU AS REGULAR  OR KEEP THEM AWAY FOREVER.

PAY CLOSE ATTENTION-

-KNOW HOW TO PRESENT YOURSELF, YOUR COMPANY AND YOUR PRODUCT  IN THE BEST POSSIBLE WAY (SERVICE, CLEANLINESS, FAIR PRACTICES)

 SHOW YOUR PASSION AND ENTHUSIASM OR GET ANOTHER CAREER.

TREAT PEOPLE HOW YOU WOULD LIKE TO BE TREATED.

YOUR VISITOR  DID NOT COME FROM ACROSS THE LAKE, ACROSS THE BORDER OR HALF WAY ACROSS THE WORLD TO BE POORLY TREATED.

MY PERSONAL FEELING ON THIS ONE IS TO TREAT PEOPLE THE SAME AS YOU WOULD TREAT GUESTS IN YOUR OWN HOME. 

PROFESSIONALISM ALSO ENCOMPASSES PROPER TRAINING AND EDUCATION. 

WE ARE EXTREMELY LUCKY TO HAVE TWO INSTITUTES OF HIGHER LEARNING TO ASSIST US WITH DEGREES THAT PERTAIN TO THE TOURISM INDUSTRY

BROCK UNIVERSITY WITH THEIR LONGSTANDING LEISURE STUDIES DEGREE

AND 

NIAGARA COLLEGE WITH THEIR NEW TOURISM AND HOSPITALITY CAMPUS, NIAGARA ON THE LAKE CAMPUS WHICH INCLUDES A DEGREE IN TOURISM/BUSINESS.

 I AM PLEASED TO SAY THAT IN OUR AUDIENCE TONIGHT WE HAVE CATHY CHEVALIER WHO IS ONE OF THE FIRST GRADUATES TO RECEIVE THIS TOURISM DEGREE FROM NIAGARA COLLEGE.

BOTH NC & BROCK COMMIT TO SUPPLYING OUR INDUSTRY WITH PROPERLY TRAINED GRADUATES TO KEEP OUR INDUSTRY SUPPLIED WITH THE BEST POSSIBLE EMPLOYEES. THIS CERTAINLY ASSISTS OUR INDUSTRY IN SETTING AND MAINTAINING HIGH STANDARDS OF QUALITY AND PROFESSIONAL LEVELS OF SERVICE.

PEOPLE-

PERSONALIZE THE VISIT WITH EITHER TALKING ABOUT OR INVOLVING THE PEOPLE WHO ARE KEY TO YOUR COMPANY.

IT GIVES A LASTING MEMORY AND CONNECTS THE GUEST TO THE PRODUCT. 
IN OUR BUSINESS PEOPLE LOVE TO MEET THE WINEMAKER BECAUSE HE IS THE PERSON WHO ACTUALLY MADE THE WINE THAT THEY ARE SAMPLING.WHETHER IT IS YOUR OWNER, WINEMAKER  A KEY PERSON IN YOUR COMPANY, GET THEM TO MEET YOUR GUESTS AND PERSONALIZE THE EXPERIENCE.

ALONG WITH A GREAT PRODUCT YOU HAVE TO HAVE GREAT PEOPLE BUT PEOPLE THAT YOUR GUESTS CAN RELATE TO AND HAVE FUN WITH

I HAVE  EXAMPLES OF TWO LADIES IN THE WINE BUSINESS WHO I CONTINUALLY  HEAR ABOUT WHEN CHATTING TO VISITORS ABOUT THEIR NIAGARA  WINE TRAVELS.

-MADAME ANDRE BOSC (come with me I have something special for you to try); HELEN LENKO (PIE) DANIEL LENKO ESTATE WINERY

PROACTIVE
THINK & PLAN AHEAD, READ THE NEWSPAPERS, WATCH THE NEWS (EVERY NIGHT THERE ARE MANY TOURISM RELATED ISSUES THAT COULD EFFECT YOU NOW OR IN THE FUTURE), JOIN COMMITTEES AND BOARDS

DO YOUR HOMEWORK; DISCUSS ISSUES WITH OTHERS IN YOUR INDUSTRY; NETWORK LIKE TONIGHT.

DON’T GET COMPLACENT- WITH TOURISM I FIND MANY NOT BEING PROACTIVE AND SIMPLY BLAMING ECONOMIC OR WEATHER CONDITIONS.

ANALYZE IT AND TALK TO OTHERS WHO SHARE THE SHAME CHALLENGES, COME UP WITH A SOLUTION, 

STOP WASTING YOUR ENERGY ON BLAMING SOMETHING THAT YOU CAN’T CONTROL. TOO MANY TOURISM PARTNERS THINK THAT SOME ONE ELSE WILL TAKE CARE OF THE PROBLEMS AND THAT THEY WILL MAGICALLY DISAPPEAR.  THEY WAIT TILL THEIR NUMBERS DROP AND THEN  START TO COMPLAIN.

WELL WAKE UP, BE PART OF THE SOLUTION NOT PART OF THE PROBLEM.
BTA

PASSPORT ISSUE IS A GREAT EXAMPLE BUT A LOT OF PEOPLE JUST DON’T GET IT. MUCH HAS BEEN DONE BY THE BTA IN LOBBYING WITH BOTH GOVERNMENTS AS WELL AS ENCOURAGING THE NEXXUS OPTION.

IN THE WINE BUSINESS EVERY YEAR IS DEPENDENT ON MOTHER NATURE.  THERE IS ONLY SO MUCH YOU CAN CONTROL AND THE REST IS OUT OF YOUR HANDS. YOU CAN BE PROACTIVE 

WHEN IT GETS TOO COLD YOU COVER  YOUR GRAPES WITH NETS TO KEEP THE BIRDS FROM EATING THEM AND YOU MAKE ICEWINE; TURN A NEGATIVE INTO A POSITIVE. 

PUT
-LAST BUT NOT LEAST
PUT YOURSELF IN THE SHOES OF YOUR GUEST

WHAT DO YOU REALLY SEE

GET OUT FROM BEHIND YOUR COUNTER; GO ON SOMEONE ELSE’S TOUR;

LOOK, LISTEN AND PAY ATTENTION!!

CHALLENGES AND SOLUTIONS

GOING BACK TO THE MAIN PRINCIPLES STATED

WE HAVE A PRODUCT, WE HAVE PARTNERS,   WE HAVE A SENSE OF PLACE, WE ARE AND WILL CONTINUE TO STRIVE TO BE PASSIONATE, PROUD AND PROFESSIONAL, WE HAVE GREAT PEOPLE BUT ARE WE PROACTIVE ENOUGH?????

TRANSPORTATION

FROM EITHER DIRECTION CAN PEOPLE REACH US EASILY-

WE HAVE OUR CHALLENGES WITH THE QEW CONGESTION AS WELL AS THE BORDER CROSSING ISSUES.

 PATRICK GEDGE AND NEDCO ARE WORKING ON THE MID PENINSULA CORRIDOR AS JUST ONE OF THE ISSUES PITCHED AT NIAGARA WEEK AT QUEEN’S PARK LAST MONTH.

HOW CAN YOU WORK WITH THE BTA  WITH THE CHALLENGES OF THE BORDER CROSSING ISSUES

WHAT CAN YOU DO??

MAKE IT EASY FOR YOUR VISITOR

UTILIZE YOUR WEBSITES, PRINTED MATERIAL, VOICEMAIL MESSAGES TO ASSIST THEM

GET THE FACTS STRAIGHT ON PASSPORTS, ENCOURAGE NEXXUS, POST THE TOLL FREE NUMBER WHERE PEOPLE CAN CHECK THE FLOW ON THE BRIDGES, GET YOUR MEDIA PARTNERS TO START SHOWING COVERAGE OF NO LINES AT THE BORDERS VERSUS ALWAYS SHOWING THE PEAK TIMES WITH THE LINEUPS. TALK TO YOUR CUSTOMERS WHEN ORGANIZING THEIR VISITS; GIVE THEM ALL THE TIPS THAT YOU KNOW.

TRENDS

THERE ARE MANYTRENDS THAT I SEE THAT ARE AND WILL CONTINUE TO BENEFIT ALL OF OUR SECTORS HERE IN NIAGARA

I WILL LIMIT TO TWO- WHICH ONE MIGHT EACH DRIVES THE OTHER!!

FOOD AND EXERCISE

CULINARY TOURISM AND OUTDOOR RECREATIONAL TOURISM

CULINARY TOURISM-IT’S SUCH AN OBVIOUS BUT TOTALLY UNTAPPED GROWTH AREA WHICH FITS WITH ALL AGE GROUPS. USE WHAT YOU ARE GIVEN.  WE ARE IN THE MIDDLE OF AN AGRICULTURAL AREA.  BUILD ON IT.

THE CULINARY TRAIL, GOOD EARTH AND STREWN COOKING SCHOOLS AS WELL AS THE ALREADY MENTIONED WINEMAKERS DINNERS, FESTIVALS, CHEF DEMONSTRATIONS.

MUCH IS HAPPENING WITH STRATEGIES THROUGH OUR PROVINCE UNDER THE GUIDANCE OF A CULINARY STEETING COMMITTEE AND CONTINUING WITH REGIONAL COMMITTEES IN FIVE KEY AREAS OF ONTARIO-ONE OF WHICH IS NIAGARA.

AFTER YOU HAVE EXPERIENCED CULINARY TOURISM YOU NEED TO BURN OFF A FEW CALORIES.  PEOPLE ARE LOOKING FOR WAYS TO BE ACTIVE.

GOLF COURSES HAVE SPRUNG UP ALL OVER NIAGARA AND ARE MEETING THE DEMAND FOR ACTIVITY.

WALKING AND HIKING TRAILS HAVE GROWN AND ARE BEING INCREASINGLY USED 

BUT THE ONE I SEE AS THE KEY GROWTH AREA IS BICYCLING AND THE CONNECTOR OF BICYCLE PATHS AND ROUTES.

JUST LOOK AT THE CARS AND COUNT THE BICYCLES ATTACHED. LOOK AT THE BIKE RENTAL BUSINESS AND THE BIKE TOURING BUSINESSES THAT HAVE EMERGED. NEW THIS YEAR IS A BUSINESS WORKING WITH VIA RAIL TO ALLOW PEOPLE TO BOARD THEIR BIKE AND HEAD OUR WAY.

AND TALK ABOUT A PROACTIVE TOURISM INITIATIVE THAT TIES A REGION TOGETHER FOR BOTH TOURIST AND RESIDENTS ALIKE JUST LOOK AT THE 

CIRCLE ROUTE THAT ENCOMPASSES A CIRCLE TRAVELLING FROM LAKE ERIE TO LAKE ONTARIO JOINED ON THE EAST BY THE NIAGARA PARKWAY AND THE WEST BY THE WELLAND CANAL.  THIS INITIATIVE HAS BEEN CHAMPIONED BY REGIONAL COUNCILLOR BRUCE TIMMS OVER A VERY LONG PERIOD OF TIME AND I THINK A GREAT EXAMPLE OF TYING  OUR TOURISM INITIATIVES TOGETHER. 
IN CONCLUSION

I WOULD LIKE TO SHARE WITH YOU TWO 

LONGSTANDING WOMEN ROLE MODELS FOR ME--

BECAUSE OF THEIR PROFESSIONALISM , PRODUCTIVITY, ACCOMPLISHMENTS AND STRONG WORK ETHIC AND THEIR WILLINGNESS  TO GIVE OF THEIR TIME. 

GROUPS-

THE LADIES AT SHAW FESTIVAL

SINGLE PERSON-
LINDA BRAMBLE-WINE WRITER, AUTHOR, PROF. AT CCOVI, BD MEMBER OF THE LCBO

EARLY YEARS WHEN SHE WAS TEACHING AT THE NIAGARA INSTITUTE, SHE WOULD SET UP WINE TASTINGS 

I WOULD ALSO LIKE TO ACKNOWLEDGE AN INTREGRAL PARTNER IN MY TOURISM LEARNING JOURNEY OVER THE PAST THIRTY YEARS--, DONALD ZIRALDO--. WHOSE ABILITY TO CAPTURE THE HEART OF  UNIQUE EXPERIENCES WHILE MAINTAINING THE HIGHEST POSSIBLE STANDARDS AMIDST  PLANNING  FOR THE FUTURE WAS INVALUABLE.  I BROUGHT MY TEACHING AND PEOPLE SKILLS TO THE TABLE SO WE COMBINED OUR TALENTS AND HAVE HAD A GOOD DEGREE OF SUCCES IN INFLUENCING AND SHAPING WINE TOURISM IN NIAGARA.  

SOOOOO

PAY ATTENTION

GET INVOLVED 

AND BE PROACTIVE!!!

I PROMISED YOU AN ADDED EXPERIENCE---ICEWINE STATIONS.

