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Opportunity Assessment
INTRODUCTION
In December of 2017, an Opportunity Assessment
of Wellington County, Ontario, was conducted,
and the findings were presented in a two-and-ahalf hour workshop. The assessment provides an
unbiased overview of Wellington County – how
it is seen by a visitor. It includes a review of local
marketing efforts, signage, attractions, critical
mass, retail mix, ease of getting around, customer
service, visitor amenities such as parking and public
washrooms, overall appeal, and the area’s ability to
attract overnight visitors.
In performing the Opportunity Assessment, we
looked at the area through the eyes of a first-time
visitor. No prior research was facilitated, and no
community representatives were contacted except
to set up the project. The towns, villages, county
and surrounding area were “secretly shopped.” Any
person looking to relocate their business, industry,
or residence will come to your community as a
visitor first. Tourism is the front door to all your
economic development efforts.
Once potential visitors find information about your
area, are the marketing materials good enough to
close the sale? In the Marketing Assessment, we
reviewed your visitor website and print marketing
materials.
A typical community has five opportunities to close
the sale:
1) Personal contact (visitor information centers,
trade shows, etc.)
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2) Websites
3) Brochures and printed materials
4) Publicity (articles)
5) Word of mouth - the most effective means
We searched the internet for activities, requested
and reviewed printed materials, and looked for
articles and third-party information. As we prepared
for travel to your community, we searched both
commercial and organizational websites promoting
the area, tourism websites, and read travel articles
and guidebooks.
The marketing assessment determined how
effective the marketing was in convincing a
potential visitor that the area would be worth a
special trip, a stop, or an overnight stay. The key to
the marketing assessment is to see if you have a
primary lure that makes you worth a special trip of a
one-hour drive – or from further away. The question
on most visitors’ minds is: What do you have that I
can’t get closer to home? What makes you worth a
special trip?
Where most communities falter is when they merely
provide “lists” of what the community has, whether
it’s truly “unique” or not. Nearly every community
in North America promotes the usual list of
diversions: local museums, shops and restaurants,
plenty of lodging, golf, outdoor recreation, historic
downtowns, scenic vistas, etc. Of course, nearly
every visitor can do these things closer to home. So,
what makes Wellington County worth the trip?
Always promote your primary lure first – what
makes you worth that special trip. THEN, promote
your diversionary, or “complementary” activities.
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Would you go to Anaheim, California, if Disneyland
wasn’t there? Do you think that Universal Studios
and Knotts Berry Farm mind that Disneyland gets
all the glory? Of course not. Eighty percent of all
tourism spending is with those secondary activities.
Disney does the heavy lifting in terms of advertising
and promotion, and the diversionary activities
benefit.
In a nutshell, the Marketing Effectiveness
Assessment looks for what makes your
communities worth a special trip, or a great place
to live, or to do business. We look for details, details,
details. Do you give a reason for visiting, and do you
provide enough information to make it easy to plan
a trip? Are the marketing materials good enough to
close the sale?
The second part of the assessment process is
the On-site Assessment. During this part of the
assessment, we spent over a week in the area,
looking at enticements from the highways (signs,
billboards, something that would get a visitor
to stop), beautification and overall curb appeal,
wayfinding (ease of getting around), visitor
amenities (public washrooms, visitor information,
parking), activities, overall appeal, retail mix
(lodging, dining, shopping), critical mass, customer
service, area attractions, pedestrian friendliness,
gathering spaces, evening activities, and the
availability of marketing materials and their
effectiveness.
The area benefits from tourism when visitors
spend money, and they do that in the local gift
shops, restaurants, hotels, etc. Therefore, the Onsite Assessment includes a candid look at private
businesses as much as public spaces and amenities.

For every shortcoming or challenge we note during
the assessment process, we provide a low-cost
“suggestion,” where possible, on how the challenge
can be corrected or overcome. The suggestions
are not termed “recommendations,” as they were
developed without consulting the community first
about possible constraints, future plans, or reasons
why the suggestions may not be appropriate.
Hopefully this assessment process will open
dialogue within the community, leading people to
adopt some or all of the suggestions, taking them
from suggestions to recommendations.
It’s important to note that to increase the
county’s tourism industry, fulfilling one or two
of the suggestions may have little impact, but
implementing a number of them, if not all, can
have a profoundly successful impact on the region’s
ability to tap into the tourism industry.
Implementation of these suggestions must be
a region-wide effort, involving both privately
owned businesses as well as local, county, and
provincial agencies, where appropriate. Every local
organization plays a role in tourism, downtown
revitalization, or economic development efforts.
A Destination Marketing Organization (DMO, CVB,
Chamber, TPA, etc.) will not be successful if the
tourism effort is not region-wide.
In many cases, issues may come up that you are
already aware of and are already working on. In
that case, the assessment validates those efforts.
But more often than not, the assessment will point
out things that you are aware of but can’t mention
or bring up without paying a political price. Local
politics can be a killer of the tourism industry.
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While marketing efforts are important, product
development is the most important factor of
successful economic development and a successful
tourism industry. People want activities, not just
things to look at. How much time can a visitor
spend enjoying activities – that cater to their
interests – in your area? Does you community
have truly unique attractions the visitor can’t get
closer to home? You must be able to deliver on
your marketing promises – otherwise visitors might
come once, but they won’t come back. It’s much
more cost effective to bring people back, than to
always go out and entice new visitors into town.
“Been there, done that” communities eventually run
out of visitors and find they don’t have a sustainable
tourism industry, or they simply become pit stops
or gateways on the way to somewhere else.
After spending several days reviewing marketing
materials and assessing the community, we have
looked at all of these issues, and have developed
some suggestions and ideas the community can
discuss and possibly implement to help increase
tourism spending locally.

SUCCESSFUL TOURISM TRANSLATES TO CASH
Tourism is successful when the community imports
more cash than it exports. When residents spend
their hard-earned money outside the community,
the community is exporting cash – often referred
to as “leakage.” Tourism helps fill that gap,
importing cash into the local economy without
the necessity of having to provide extended
social and other services. Visitors come, spend
money, then go home. When you import more
cash than you export, you have a positive “balance
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of trade.” Communities with successful tourism
programs easily see that the industry subsidizes the
community, whereas other communities find that
they subsidize visitors – providing services visitors
use without them leaving enough money behind to
cover the cost of those services.
The primary goal of the tourism industry is to bring
more cash into the local economy. This doesn’t
happen when visitors come into the community,
get out of their cars, and take photographs. And
it doesn’t happen when visitors go swimming in
the lake at your park all day, sunning, and eating
the lunch they brought from home. And it doesn’t
happen when visitors hike down your trails, enjoy
your interpretive centers, or stroll through your
lovely arboretums. These are all great things to do,
and, of course, you do want your visitors to do these
– but, you also want to entice them into your shops,
your cafes, espresso stands, restaurants, galleries,
B&B’s, and hotels, ultimately opening their wallets
to make purchases. That is what helps your local
economy, your small merchants, your hoteliers, and
your tax coffers.
To entice visitors to spend money in your
community, you need to have places for them to
spend it – you need to have the right mix of shops,
restaurants, entertainment, and lodging facilities,
all in an attractive setting, as well as attractions that
make them want to visit you in the first place.
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THE THREE TYPES OF TOURISM
1. Visiting friends and family
The number one reason people travel is to visit
friends and/or family. If you did nothing to
promote tourism, you would still have tourism
in your community. However, when friends and
family come to visit, do your residents take them
out to eat, shop, dine locally? Or do they head to
a neighboring community? Do your locals even
know what you have to offer? An effective tourism
marketing effort also includes educating locals as to
what you have and how to find it through effective
wayfinding signage, gateways and advertising.

The average leisure visitor is active 14 hours a day,
yet typically only spends four to six hours with the
primary lure. They then spend eight to ten hours
with diversionary activities - things they could
do closer to home, but will do while in the area.
A good example of this is Branson, Missouri, the
“live music-theater capital of the world.” This town
of 6,500 residents hosts 7.5 million visitors a year.
The primary “lure” is the 49 music theaters. The
average visitor attends two shows a day over about
four hours. During the other hours of the day, the
visitor will shop in local outlet malls, head to the
water parks, theme parks, and other attractions,

2. Business travel
The second most popular reason for travel is
business. Included in this category is educational
travel: colleges and universities, as well as
conventions and meetings, corporate travel,
vendor travel, etc. Like leisure travelers, this group
is looking for things to do “after hours” while in
the area. The most successful convention and
trade show towns are the result of their secondary
activities or “diversions,” not simply because of
their convention and exhibition facilities. Think
Disneyworld, Disneyland, San Antonio’s River Walk,
Banff, to name a few.
3. Leisure travel
The third, and most lucrative of all types of visitors,
is the leisure traveler. They have no personal
connections to the community, but are coming
purely to enjoy themselves. They stay in commercial
lodging establishments, eat virtually all their meals
in local restaurants, and their top diversionary
activity is shopping and dining in a pedestrianfriendly setting.
Wellington County, Ontario - Assessment Report
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play a round of golf, hike, bike, fish, do some bird
watching, and participate in any number of other
activities they could do closer to home, but will do
while visiting Branson.

Overnight visitors spend three to four times that
of day visitors, and nearly ten times that of visitors
using your community as a pit stop on the way to
somewhere else.

THE THREE STAGES OF TOURISM

THE FOUR-TIMES RULE

1. Status quo

Visitors will make a point of stopping or staying in
a community if it has enough activities that appeal
specifically to them and will keep them busy four
times longer than it took them to get there.

If you take no action to develop the tourism
industry, you will still have an element of tourism,
simply because some travelers will pull off local
highways or freeways for gas, food, or lodging,
as well as the fact that the number one reason
for travel is to visit friends or family. If you have
residents, you will have some tourism.
2. Getting people to stop
The first priority of developing a successful tourism
industry is getting people to stop. Imagine how
successful businesses in the community would be
if just 50% of the vehicles traveling through pulled
off the highway and spent just 30 minutes in your
community – buying gas, an ice cream cone, a
sandwich, a gift or souvenir?
If there’s a strong pull, imagine the money spent if
visitors stayed two hours in the community, which
nearly always translates to additional spending.
The first goal is to get those travelers to stop.
3. Becoming the destination
To become a destination community you must have
attractions and supporting amenities that convince
visitors to spend the night. And those attractions
must be different from what the visitor can get
closer to home.
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In other words, if a person has to drive 15 minutes
to visit you, do you have enough for them to do to
keep them busy for an hour? (4 times 15 minutes)
If a visitor has to drive an hour, do you have the
activities and amenities to keep them busy for four
hours?
The more you have to offer, collectively, the further
visitors will come, and the longer they will stay, and
of course, the more they will spend. This is why it is
so important for communities to market more than
just their immediate geographic areas. By marketing
neighboring activities and attractions, you present
much more for a visitor to do, and you make the
visit worth the trip.
Visitors don’t care about city limits or county lines –
so market the broader package and you’ll be able to
keep people in the area long enough to translate to
another meal, some more shopping, and hopefully,
an overnight stay.

SELL THE EXPERIENCE, NOT GEOGRAPHY
Nearly every destination marketing organization
is charged with promoting a geographic area, yet
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visitors couldn’t care less about those boundaries.
They are looking for activities that cater to their
interests, and location is second to the experience.
ALWAYS promote the primary lure first, then the
location. People by the millions head to Disneyland,
Disneyworld, Dollywood and other attractions. They
are not going to Anaheim, Orlando or Pigeon Forge.
Always sell the activity – the experience – THEN the
location.

LURES, DIVERSIONS AND AMBIANCE
Too often communities promote the list of
diversions that nearly every community has. The
primary lure is the activity that a visitor can’t find
closer to home.
Always promote your primary lure, then the
diversions. Do not try to be all things to all people.
Have you ever gone anywhere because they had
“something for everyone?” Of course not - you go
there because they have something specific for you.
Find your niche and promote it like crazy.
Historic downtowns provide ambiance - they are
not attractions, diversions, nor are they a primary
lure. It’s what’s in the buildings that makes a
downtown a destination.
The same can be said for scenery. Unless your
vista is a world-class scene, such as Niagara Falls or
the Grand Canyon, scenic vistas create wonderful
ambiance, but don’t translate to spending, and they
only last a few minutes. Then what?
All too often communities promote their heritage
as a primary draw. How far would you travel to
visit a mining museum? A timber museum? An

agricultural center? A county historical museum?
Heritage must be outstanding and pervasive
throughout the community to be a primary lure,
such as Plimoth Plantation or Salem, Massachusetts.
Thousands of communities are the “capital” of
something. For instance, in California, Borrego
Springs is the grapefruit capital of the world. Gilroy
is the garlic capital. Modesto is the tomato capital.
Gridley is the kiwi capital. Oxnard is the strawberry
capital. Fallbrook is the avocado capital. But here’s
the question: Have you ever gone anywhere
because it was the capital of a fruit or vegetable?
Your local heritage is important to the community
and can set the ambiance, even becoming a
diversionary activity. For local heritage to be a
major attraction, it needs to combine activities with
ambiance, and it needs to be pervasive throughout
the area.

BE DIFFERENT OR THE BEST
Why should a visitor come to your community
if they can enjoy the same activities closer to
home? Too many communities promote “outdoor
recreation” as their primary draw. Unfortunately,
that is the same attraction promoted by nearly
every community in North America.
If you are different, then you have a reason for
travelers to choose to visit you. If you are the best,
then visitors will generally flock to your doors.
If you have great hiking trails, then market their
unique qualities. Be specific and paint the image
of how wonderful they are in the minds of
your potential visitors. If you have one fantastic
restaurant in town, let people know about it – a
Wellington County, Ontario - Assessment Report
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unique dining experience is something many
people will travel far to enjoy.
Ashland, Oregon, previously a depressed timber
town, began its Shakespeare Festival, which now
runs nine months of the year and draws hundreds
of thousands of visitors who spend an average of six
nights in the community. The Shakespeare Festival
made Ashland different from any other community.
Leavenworth, Washington, another dying timber
town, adopted a Bavarian architectural theme and
produces dozens of Bavarian events every year.
Some now say the town looks more genuinely
Bavarian than towns in Bavaria. It is now one of the
primary tourist destinations in Washington state,
hosting more than 2.5 million visitors annually. They
offer a different experience, an experience that is
pervasive throughout town.
Okanogan County, Washington is an outdoor
recreational paradise – just like 37 of the 38
other counties in Washington. So why go to
the Okanogan? Because they are the best. They
researched guidebooks, newspaper and magazine
articles, and pulled quotes they could use in their
advertising efforts. Like, “Pinch yourself, you’re in
Okanogan Country with perhaps the best cross
country skiing on the continent.” This, and other
quotes like it, make it worth the drive to visit
Okanogan Country. The third-party endorsements
show that they are the best.
Set yourself apart from everyone else, and you’ll see
that by being unique, you’ll be a greater attraction.
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CRITICAL MASS MEANS CASH
Although it may not be the primary reason why
visitors come to your community, shopping and
dining in a pedestrian setting is the number one
activity of visitors. Besides lodging, it is also how
visitors spend the most amount of money.
Do you have a pedestrian-friendly shopping district?
If not, can you create one? Many communities
have been highly successful with the development
of a two or three block long pedestrian “village”
including visitor-oriented retail shops, dining, visitor
information, washrooms, etc., all in an attractive,
landscaped setting.
The general rule of thumb in those two or three
blocks (not spread out all over town) is 10+10+10:
Ten destination retail shops, which includes
galleries, antiques, collectibles, home accents and
furnishings, artists in action, book stores, logo gear
(clothing), souvenirs, outfitters, tour operators,
activity shops such as kites, jewelry, wine or
tobacco shops, and other specialties. The second
ten is for food: ice cream, fudge and candy stores,
soda fountains, sit-down dining, coffee shops, cafes,
bistros, delis, etc. And the final ten are businesses
open after 6:00 pm. This includes entertainment:
bars, dance clubs, theaters (movies and performing
arts), retail shops with activities (piano bar in a wine
shop), etc.
The important point is to group these businesses
together to create the “critical mass” in a pedestrianfriendly setting. This will attract visitors as well as
locals, and make it worth their while to stop and
shop. People are always drawn to the critical mass –

INTRODUCTION

the opportunity to have multiple choices, multiple
experiences, all in a convenient and attractive
setting.

TOURISM IS AN ECONOMIC
DEVELOPMENT ACTIVITY
The goal of successful tourism is for people to come
into the community, spend money, and go home.
Tourism is nearly a $1.5 trillion dollar industry in
the U.S., nearly $89 billion in Canada, and supports
millions of jobs. Ninety percent of tourism industry
businesses are small businesses of which 90%
have less then 15 employees. Tourism provides the
opportunity for entrepreneurs to get started, for
small family-run businesses to thrive, for artisans
and craftspeople to find a market, and creates a
basis for unique niche-retail environment including
wineries, artists, crafts, etc. Tourism provides a
diverse market within the community, expanding
its potential. Enhancing the community through
beautification efforts creates an attractive setting
for both locals and visitors, key in revitalizing a
community’s downtown. And a tourism-friendly
town will attract non-tourism industries faster than
others – new businesses will see the community
as a visitor before they make a final determination
about the community. Tourism is the front door to
your economic development efforts.
The benefits of a healthy tourism industry can
rejuvenate a town, foster community pride,
encourage economic diversity, and lead the way to
a vital, successful community.

Wellington County, Ontario - Assessment Report
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NEXT STEPS
The findings and suggestions in this report will
provide many ideas, strategies, and goals to reach
for. We hope that it fosters dialogue and becomes
a springboard for the community in enhancing the
tourism industry and other economic development
efforts, leading to greater prosperity, rejuvenation,
and enjoyment by all the citizens.
This report offers a first step in reaching that goal.
To fully realize the benefits of this assessment, the
county should take these findings and suggestions,
discuss them and evaluate them, and develop a
plan for implementation.
A detailed branding plan could help to build on
the results of this assessment, adding in-depth
research, evaluation, and local input to develop
a unique brand and implementation program.
The assessment process essentially provides a
look at where you are today. RBI’s BrandCamp
program could help build your branding plan from
the ground up, with local input, brainstorming,
research, and creative planning. We could work
with you to guide you through the process,
helping create a plan that has local champions and
community buy-in.
The next step in the planning process would be
to provide public outreach and review past and
current planning efforts. This would determine your
goals as a region.
The third step would involve research, feasibility
and market analysis, and determining your brand –
what you are or hope to be known for.
Then comes the “development” portion of the plan
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or the “how to get there” program: determining
what product development initiatives need to be
undertaken to reinforce and grow the brand. This
also includes defining the roles of the various local
organizations. Brand-building is most successful
when everyone is pulling in the same direction,
each with their own “to do list.”
Finally, there’s the detailed marketing plan: how and
when you will tell the world who you are and what
makes you special – the place to live, work and play.
A branding plan should be an “action plan” as
opposed to a “strategic plan.” You want a to do list,
by organization, not just general strategies, goals
and objectives.
The recommendations should provide all the
necessary steps for your county to be successful
in attaining its goals of a more diverse economy
with an enhanced tourism industry and to become
more attractive and enjoyable for both visitors
and citizens. The result of your efforts will be a
prosperous, enjoyable environment in which to live,
work, and visit.

FINDINGS & SUGGESTIONS

Findings & Suggestions
Wellington County, Ontario - Assessment Report
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Our assessment process included reviewing Wellington County’s marketing
materials, plus looking at your online presence, reviews on TripAdvisor and
other information sites, as well as performing the “secret-shopping” on-site
assessment. We spent more than a week in the Wellington area, looking
at signage and wayfinding (how easy was it to find your attractions and
amenities?), appeal, critical mass (were there places in the county to spend
money?), your attractions, businesses, amenities, customer service, and more.
We have a list of 60 key elements we review.
The market area Wellington County can draw from is huge–about 2.8 million
people (bottom left). There is also tremendous competition. So we considered
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what would make people choose Wellington County over the competition.
We looked at Wellington County as: 1) a place to live and raise a family, 2) a
place to work, invest in, or bring a business, and 3) a place to visit. In assessing
Wellington County, we did look at your marketing materials, although the
most important thing that keeps people coming back is your product—your
retail shops, your activities, and the people we interfaced with.
During our assessment, we looked at the 16 facts that should guide the future
of your communities over the next 20 years. These facts will be sprinkled
throughout this assessment.

FINDINGS & SUGGESTIONS

Fact #1: Tourism is the front door to your non-tourism development. We first
approached the assessment as a visitor, as will anyone else who considers
coming to Wellington County. Anyone who is looking at relocating, starting a
business, or investing in Wellington County will come first as a visitor.
Fact #2: Tourism is the purest form of economic development. Visitors come,
spend money, then go home. To thrive, Wellington County needs to make sure
that its residents don’t spend more money outside the county than it brings in.
Fact #3: Tourism is the fastest growing industry in Canada, particularly in
Southern Ontario. It can fill any gaps caused by spending leakage.

Fact #4: You have a LOT to offer! You need to have a toursim focus. We would
consider that you are Ontario’s scenic hill country.
To prepare, we took a look at the sourrounding areas, to determine the closest
areas from which you could draw more visitors. We visited all of these areas
(bottom right), even went to St. Jacobs, since it is nearby competition. We
discovered that a full third of Canada’s population lives in the southern Ontario
area. We needed to find what would motivate them to come to Wellington
County to visit, invest in, and possibly even make it their home.

Wellington County, Ontario - Assessment Report
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We needed to be able to answer three big questions to be able to make
suggestions for Wellington County (top left). One of the reasons we came in
December, was to see how much the communities had to offer during this
time of year. We wanted to know how easy it would be to extend your seasons
through the colder months. It’s very hard for businesses to be successful with
only a four or five month season.

Fact #6: You must promote your local businesses that make a visit worthwhile.
We noted that much of your marketing does not mention businesses
specfically and is too generic. Don’t be afraid to include private sector
businesses in your brochures. Usually it’s the shops and restaurants that make
a great destination, and that’s where most visitor spending takes place. Public
amenities will not draw spending.

Fact #5: There are three rules to travel spending (top right). One thing
we noticed is that you are short on accommodations for visitors. A key to
increased tourism spending is getting visitors to stay longer.

Fact #7: The top activity of visitors is shopping, dining and entertainment in a
pedestrian-friendly, intimate setting. The more information you provide, and
the easier it is for visitors to find that information, the faster you can close the
sale.
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Fact #8: Shopping, dining, and entertainment accounts for 80% of all nonlodging visitor spending. That’s why Disney built “Downtown Disney” outside
each of its parks.

Fact #10: Curb appeal can account for 70% of first time sales. Have you ever
said, “That looks like a nice place to eat.” Visitors usually go to restaurants with
good curb appeal.

Fact #9: 70% of all retail spending takes place after six p.m. That’s not just
visitor spending, but all spending. That’s why big box retailers and most
grocery stores are open until midnight or are open 24 hours. They know they
will miss out on most sales if they are closed after six. If everything is closed
after six, how can your visitors spend money? People spend the night in places
where there is something to do after six p.m.

Fact #11: Women account for 80% of all consumer spending. And women
make 70% of all travel decisions. Women will want to go in places where they
feel safe and where they feel welcome. Attractive, clean places with good
lighting make places more welcoming and feel safe.

Wellington County, Ontario - Assessment Report
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So, how do we attract more visitors to the county and spread them out to the
smaller towns? Promote your anchor tenants! These are the businesses that
people would travel a distance to go to. One suggestion:
Create a set of themed “trails.” These specific driving trails would connect
businesses and communities. It is critical to promote your anchor tenants,
those shops that make coming to Wellington worth a special trip.
You could create a Holiday Trail that would include stops like this one in Arthur
(bottom left). This is the best Christmas store in Ontario. The Arthur Cash &
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Carry should be included as it does a fantastic job with beautifying their store
front with merchandise displays.
Suggestion: Other stores should follow Cash & Carry’s example, and make
decorative displays of their merchandise outside their storefronts. It does a
fantastic job of beautification and attracting customers.
Inside the Arthur Cash & Carry, in December, 100% of their merchandise was
designed for the current time of year and Christmas season (bottom right).

FINDINGS & SUGGESTIONS

You could design your Holiday Trail as a full-day tour and itinerary. It could
include Arthur Cash & Carry, and then recommend a stop at Sussmans (top
left) right across the street , to shop for men’s or women’s clothes, then
stop at the Post Time Pub & Grill for lunch (they also did a great job with
beautification).

Once you get visitors in town for this tour, they will also stop in other
businesses that they find interesting along the way. Even though you may
name specific recommended stops, all businesses will benefit from your
bringing visitors into town.

Other places you could add as suggestions for stops on your Wellington
Country Holiday Trail would be Cynthia & Company (top right) in Mt. Forest for
its women’s clothing and Coffee Culture (bottom left).

Wellington County, Ontario - Assessment Report
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While we were in Mount Forest, we received a recommendation to stop by the
Greenhouse because they were fully decked out for Christmas (top left). Great
job.

Mentioning just a few of your anchor tenants specifically in these trail
recommendations is much better than generally saying that there are some
‘great shops and restaurants.’

Just pick two or three businesses in each area, like Amorettos (top right) in
Erin. Once people are in town to visit one shop, they will certainly visit two
or three other unspecified shops on their way to the next stop on the list. All
busniesses will benefit from your naming just a few.

Decor Solutions (bottom left) and Hannah’s (bottom right), both in Erin, also
had incredible curb appeal.
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Erin’s downtown looks fantastic with the merchants’ great beautification
efforts.

FINDINGS & SUGGESTIONS

You can promote two or three businesses in an area and then say, “by the way,
while you are there, also visit... ”
We couldn’t pass up getting some treats at this bakery along our way (top left).
Upon entering one little shop, we were given this card (top right) that gives
customers the opportunity to win gift certificates if they visited and got
stamps from several other shops nearby. This was a fantastic incentive for
people to visit more stores. We made it to four of them, and only missed the
last one because we ran out of time. This was the best promotion we saw!

When we were in Elora, merchants said that we should definitely visit the area
in town that was under construction because it did have stores that are open.
It was great that merchants were promoting their competitors. Because of this,
we found a great shop called the Muse. We also went in to Symmetry (bottom
left) in Elora and discovered that it was a great find.
When we were in Fergus, again we visited a number of very nice stores and
spent money in them while were there. One that we went into was Ron Wilkin
Jewelers that had a good selection of Christmas gifts.

Wellington County, Ontario - Assessment Report
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While walking around Fergus we found the Vault (top left) that has a great spot
on a corner. We also visted the Fergus Scottish Corner Shop. And, of course, we
found one of Fergus’s anchor tenants—Jester’s (top right).
When you promote these places for your Holiday trail, you should say things
like “when you walk into the store, you will see a jigsaw puzzle on the ceiling
that is made up of around 33,000 peices.” And note that Jester’s has more than
800 jigsaw puzzles for sale. The huge jigsaw puzzle display on the ceiling is
enough to pull people into the store. Promote specific information, and you’ll
attract more visitors!
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On your holiday tour, we would absolutely add Cox Creek Cellars (bottom left).
It was the only winery we could find in the county. When we were there, they
had an open house with live music, plus cheese and wine tastings. I felt bad
that there were only five other people there, on a Saturday when we were
visiting. But we did buy wine to take home with us!
When you have a Holiday Trail suggestion, you can market shops together by
noting places like these that make the visit worth a special trip. We also loved
that the drive to Wellington County is beautiful, even in December. The bucolic
drives between communities were such a pleasure.

FINDINGS & SUGGESTIONS

Create itineraries with lots of details, and post these on your website. When
you create your itineraries, please visit DestinationDevelopment.org for helpful
information on how to write these.
Here is an example of an itinerary we created for Seattle (top left). It includes
photos, hours, directions and tons of details. You can do a number of interaries
like a Holiday Trail, Canada Day Trail or Valentines Day Trail.

want to focus on a county. It would be great if you created a map like this for
the Holiday Trail and note where each of the stores are located.
You could have the back of the map very similar to this one (bottom left)
where you have photos of the businesses you recommend, with brief
descriptions.
You could also create a Farm to Home Trail (bottom left).

We arrived on Monday, but it wasn’t until Thursday that we actually found a
map (top right). Trying to use a map for all of Ontario is difficult when you just
Wellington County, Ontario - Assessment Report
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FINDINGS & SUGGESTIONS

The shops on this page would all work well for your Farm to Home Trail: the
Lavender Shop, Harriston Packing Co., Mennonite Handcrafted Furniture and
Parker Meats. This type of trail would be perfect for families to see where these
products are actually produced. This would be educational and entertaining,
while also promoting specific businesses around the county, encouraging
visitors to drive to many different communities and spend money around the
entire county.
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FINDINGS & SUGGESTIONS

The Farm to Home Trail would work year-round.
This page has even more candidates you could include: an alpaca farm (top
left), the Alpaca Time Store (top right), and the Rivers Edge Goat Dairy (bottom
left and right). With this type of trail, you would be promoting the businesses
in your county and making it experiential for visitors.

Wellington County, Ontario - Assessment Report
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FINDINGS & SUGGESTIONS

You could have a Local and Hand-crafted Trail that includes more unique
shops that are “worth the drive.” This trail would include places with farm fresh
fruits and vegetables; meats; home accents and furnishings; hand-crafted
and alapaca clothing; garden and outdoor living; and farm experiences. These
should be places that are special and can only be found in Wellington County.
All of these places should have consistent days and times that they are open,
so that you can include that information in your itineraries. If any of your ‘trails’
are seasonal, you should definitely note that, specifying when the best time to
visit would be.
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There are a number “trails” that you could design and offer in Wellington
County, here are a few suggestions (top right). Any of these would include
businesses that are your “best ofs.”
We found a number of businesses that we only happened upon because we
were doing an assessment, like York Soaring (bottom left and right). Help your
visitors find these places by including them in a trail.
A “Get out of your comfort zone trail” would be an exciting option. It could
include all manner of activities.

FINDINGS & SUGGESTIONS

Businesses to include in a Get Out of Your Comfort Zone Trail could include
indoor and outdoor experienes: Elora SkyRider Zipline, tubing down the river,
horseback riding, the Puzzle Rooms in Fergus, and the Grand River casino and
the Grand River raceway.
People are looking for experiences, and this type of “trail” would show unique
and exciting experiences in a way that makes it easy for visitors to learn about
and find.
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FINDINGS & SUGGESTIONS

Another suggestion would be an Artisan Trail. Elora has some great galleries,
and the Centre for the Arts (bottom right) displays local arts and also offers
classes. Perhaps some of the classes at the Centre could be included in the
“Out of your comfort zone” trail.
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FINDINGS & SUGGESTIONS

The Hanscomb Glass Studio (top left), Karger Gallery (top right) and Rio
Brand Ironworks (bottom left) could be part of a Fall Elora Fergus Studio Tour.
All the galleries in Elora were wonderful. The shop owners do an excellent
job attracting visitors into their shops. The glass blower was working in the
Hanscomb Glass Studio, and that was amazing. The only one we would have
missed if not pointed out by another merchant is the Ironworks. It’s kind of
hidden –consider adding some beautification to attract customers and make
sure you get noticed.

must be unique to Wellington County and “worth the drive.” They also need to
be open consistent hours and days – if you send us out to visit a business that
isn’t open, we’ll likely never go back.

Remember that when you select the businesses you want to include, they

People are four times more likely to buy art when they meet the artist.

If you develop these different “trails,” each with their own focus, be sure to
provide a map that indicates where each business is located, plus information
about each business, their open hours and days, and you can make
suggestions about where to stop for lunch or dinner.
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FINDINGS & SUGGESTIONS

If you create an Antiques Trail, you can include all the great shops in Aberfoyle.
Even though they weren’t open in December when were there, we can only
image that they are packed during their open seasons. At every turn in
Aberfolye, they have more and more antiques.
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You can recommend Aberfoyle for antiques, but then also let visitors know
where they can find antiques in the nearby communities. And, make sure all
your recommendations are for true antique shops and not shops selling just
second-hand merchandise.

FINDINGS & SUGGESTIONS

Promote your top 12 to 18 antique shops in the county for the Antique Trail
that are “worth the drive.” Include their open hours and days, what they
specialize in, and how to find them. Give details!

You can also do a History Trail or Immigrant Trail. For this tour, you would
certainly want to include some architectural sites like this church in Arthur
(bottom left) and some of the beautiful old stone or brick houses like this one
(bottom right). Tell some of the history of the area, where the beautiful stone
came from, and talk about the people’s lives. We all love stories about people,
not just facts and figures and dates.
Wellington County has some of the most beautiful historic buildings.
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FINDINGS & SUGGESTIONS

This truly amazing architecture was in Hillsburgh (top left), which seemed like
it was right out of Europe.
You could also include the Palmerston Lions Heritage Park with its rail history
(top right). This park was beautiful.
And, we would even add the Halton County Radial Railway (bottom left), even
though it is not actually ‘in’ Wellington County—don’t worry about county
lines. Visitors don’t. We came across this rail museum on our way from one
place in Wellington County to another in the county. Visitors aren’t concerned
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with county lines.
The Wellington County museum and archives building is impressive. You can’t
miss it, between Elora and Fergus (bottom right). The stories here about the
Poor House history and the local people are amazing and really gave us a
feeling of connection and empathy. When you evoke emotion, your visitors
will remember your community and enjoy their visit even more.

FINDINGS & SUGGESTIONS

Wellington’s history can also include the Mennonite people (top left) who are a
segment of your community. Visitors frequently have a lot of questions about
how Mennonites (or Amish, or other unique groups) live, so providing some
answers in your “history trail” guide will be very welcome.
You can even do a Center Stage Trail, and that would include the Hillsburgh
Theatre (bottom left), which is a beautiful facility. And, with all your theatres,
they need to always be promoting their next season, because then they are
actually extending an invitation for us to come back. Currently, I have no idea
when or if performances take place here because there is no information

ouside the theatre. If they do have performances, then they should be
included in the trail.
The Drayton Festival Theatre is not only a great facility, but they do promote
their upcoming performances (bottom right) out front. Good job. It lets visitors
know it is an operating theatre and invites them back. When you make it easy
for visitors to know what you have to offer, they are much more likely to spend
time and money in your communities.
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FINDINGS & SUGGESTIONS

This theatre has no sign (top left). We did not find one sign outside letting us
know what was here, and the only way we guessed it was a theatre is because
it had a sandwich board out front with performance times. We understand that
a new sign is in the works, which is great.
With any of these tour trails, each business or activity MUST be “worth the
drive.” Promote your very best shops in each area, and chances are good that
visitors are going to go to them all anyway. For the shops and activities to be
worth the drive they must be: better, bigger, include more of something, or be
different from what people can get closer to home. Because the competition is
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fierce. Your visitor market can easily go to Niagara on the Lake (bottom left) or
St. Jacobs.
We wanted to check out some of your immediate competition, so we drove
over to the Village of St. Jacobs (bottom right).

FINDINGS & SUGGESTIONS

The first few days we were here in Wellington County, enjoying the beautiful
farmland and towns, we thought how great it would be if Wellington County
had a huge farmers market that would attract people from miles around. So
when we went to St. Jacobs, we saw their amazing farmers market (top left).
We knew it had been a good idea, so good that it was already being done by
St. Jacobs!

Wellington to have their own place to tell the Mennonite story though.
St. Jacobs has done a great job having some of the best facilities in the
whole region for a number of attractions. But, Wellington County also has a
tremendous amount of great shops, activities, and restaurants, and it can still
promote their “Best Ofs” that make coming worth a special trip.

We had also been thinking that it would be good to have an interpretive
centre or museum or visitor centre that told the Mennonite story. Surprise!
That is also being done in St. Jacobs (top right). It would still be worthwhile for
Wellington County, Ontario - Assessment Report
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FINDINGS & SUGGESTIONS

When you promote your “Best Ofs” do it with the consumer in mind, don’t
try to include one shop from every town or village because of “politics.” Think
about what is going to make the most sense for your visitors. Be careful not
to get tied into geography by feeling obligated to promote at least one place
from every community. Don’t promote mediocre attractions.
Suggestion: Create brochures similar to the one for Butter Tarts & Buggies (top
left) for each of Wellington’s “trails.” You might simplify the design a bit, but
showing the map and specific information is very helpful. This would allow
visitors to pick up information that matches their specific interests.
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Also make sure that the busniesses you promote have a good selection of
product and that they are going to be open when they say they are open.
Provide details!—let visitors know what to expect when they visit a specific
place, as well as times for events and open hours.
Remember, the best toursim destinations are built on private-sector
development, not trails, rivers and public amenities.
People don’t go to “counties.” Think of another way to refer to Wellington
County that promotes a great feeling, like “Ontario’s Hill Country,” or the “Grand
River Valley,” or “Ontario’s Horse Heaven.” This evokes emotion.

FINDINGS & SUGGESTIONS

Create a “Very Best Of” brochure for the county to promote the best
restaurants, breweries, and other eateries. Have specific criteria for what
you will include in your “Best Of” list (sample bottom left). Promote your 12
top restaurants, at least, in this brochure. Your other attractions: retail shops
and galleries, top farm to home shops, and activities & attractions, can be
promoted in the “Trail” guides,or, if you wish, you could create other “Best Of”
brochures that would include those.
You could mail a copy to local households–it would inform people of all that
you have to offer. This would encourage locals to shop and dine locally.
One of the biggest difficulties we had in organizing our trip to Wellington

County was trying to figure out how to plan out our time. That’s what makes a
“Best Of” brochure and the “Trails” guides so helpful.
Alpena, Michigan’s Best Of brochure is a good example of format (top left
and right). The businesses were selected based on criteria and were invited
to be part of the brochure with a buy-in of $400. This created a public/
private partnership. You must vet and invite the participants. The format is
advertorial–not just ads. The text includes very specific information. Don’t
worry about promoting private businesses and anchor tenants, as success
breeds success among all your businesses. This will be true for your “Best Of”
brochure as well as your ‘Trail’ guides.
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FINDINGS & SUGGESTIONS

We primarily used TripAdvisor to find recommended restaurants. TripAdvisor is
the most visited travel website on the planet. It’s very important for shops and
restaurants to make sure they are included. Maddie Hatter (top left) is not even
mentioned on TripAdvisor. We later found out that that this store is new, so
they may not yet have had a chance to create a listing.
Suggestion: Encourage your businesses to create a listing on TripAdvisor. It is
free to do so, and more and more travelers use this site to make their plans.
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We saw the Bustle Inn (bottom left) in Erin, and it looked great, but we did not
have a chance to dine there. We did eat at Heaven on Seven (bottom right) in
Rockwood and the food was great. They even served local brews. We loved the
Elora Borealis!

FINDINGS & SUGGESTIONS

Another place that was rated very highly is Goodfellows (top left), also in
Rockwood. We would have loved to have eaten at Aberfoyle (top right), but
our timing was off for lunch when we passed by, however it looks incredible
and got amazing reviews.
Our favorite restaurant was My Kitchen by Gancena. We were the only ones
there, and we had a wonderful experience. We were able to talk to the chef/
owner, and learned about his childhood and how he came to be a chef.
That type of experience really endears a place to visitors. And the food was
amazing!

Including restaurants like these in your “Best Of” brochure will give people an
incentive to come back.
For example, if we were in Drayton one evening to go to the theatre, we might
also go to the Drayton Chop House (bottom left) for dinner.
We did eat at Cork in Elora (bottom right), and it was fantastic. There are so
many excellent places to eat in Wellington County that we wished we had
more time to go to all of them!
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FINDINGS & SUGGESTIONS

When we ate at the Elora Brewing Company (top left), we think we were
the oldest people in the restaurant. The millenials love Elora. The Brewing
Company had great food and a great atmosphere.
We also ate at Goofie Newfie (top right) which was fun because we were just in
Newfoundland a couple months ago.
We ate at the Brew House (bottom left) twice. We had the Wellington stew
both times—it was fantastic. Suggestion: When you market your ‘Best Ofs’ you
may want to say ‘try the Wellington stew’ when you are at the Brew House.

38

Wellington County, Ontario - Assessment Report

Promote specialty dishes–it can make people’s mouths water.
We didn’t have a chance to eat at the Tandoori Grill (bottom right) but it was
also highly rated.

FINDINGS & SUGGESTIONS

For your ‘Best Ofs’ you don’t have to stick to just restaurants, you can also
mention dessert shops like Bailey’s Ice Cream (top left).
We compiled a list of some of Wellington Country’s best places to grab a bite
(top right). There are very likely others too.

Consider creating “The Hidden Gems of Ontario’s Hill Country” or “The Hidden
Gems of Ontario’s Grand River Valley” book. This could be done by the private
sector–even just an individual.

When you promote your “anchor tenants,” everyone benefits. Because when
people come for your anchor tenants, they will also go to the other shops,
restaurants, activities, and businesses.
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FINDINGS & SUGGESTIONS

One of Door County, Wisconsin’s most successful marketing pieces is a small
book written by a private person called “101 Things to do in Door County” (top
left). These are basically “hidden gems,” and they are very specific, fun, miniitineraries about things to do while visiting Door County. They aren’t Door
County’s best attractions. They let visitors in on all the other fun things to do,
besides your major attractions.
Hidden gems are not the major attractions that would get us to travel to
Wellington Country, but while we’re here, these are some fantastic little
excursions and enjoyments we could have. These will get visitors to stay longer
and come back to Wellington County.
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Suggestion: Each of your communties should determine their Unique Selling
Proposition. These each need to ring true and be based on activities.
When we looked up Arthur’s tag line, “Canada’s Most Patriotic Village,” on the
internet, Arthur was not the primary town in the results (bottom right). Most
of the responses showed that people thought Halton Hills was considered the
most patriotic town. In Arthur we saw the Veterans’ Memorial and the murals,
but once people see those, why would they come back? You need to base
your “brand” on activities, and that theme should be pervasive throughout the
community. Arthur would need to add activities and more to really live up to
the promise implied by being “Canada’s Most Patriotic Village.”

FINDINGS & SUGGESTIONS

We saw Mount Forest’s tag line “High, Healthy, Happy,” and thought that it
would be funny if it were now “High, Happy, Hungry” (top left). We found out
that they note they are “High” because of their elevation, but we didn’t think
“High, Healthy, Happy” really set you apart from other communities. If there is
a benefit to the higher elevation, that could be an asset, but it’s best for your
unique “theme” to be based on activities.

Hillsburgh is a beautiful community, with the hills, the grand homes, and
their trails (bottom left and right). We immediately thought, “This is where the
money is.”

In Palmerston (top right), their unique selling proposition might be their rail
heritage. But, they need to make sure they also have activities associated with
it that will keep us coming back.
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FINDINGS & SUGGESTIONS

The library under construction (top left) looks like its going to be fabulous.
Both Hillsburgh and Erin seem to have an equestrian focus. Even Coffee Time’s
sign (bottom left) alluded to this. Maybe this part of the county should have an
identity as Ontario’s Horse Country. Defining your Unique Selling Proposition
sets an ambiance, even for those who don’t have horses, “horse country”
conveys a great feeling.
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Erin’s website currently says “Erin, where you feel natrually inspired and
genuinely at home.” However, this could fit a number of other communities
that also feel the same way. It isn’t unique.
We discovered that Erin is best known for being an intimate and upscale
shopping destination. And, we found out that December and the winter
holiday season (when we were there) is actually their busiest shopping time.

FINDINGS & SUGGESTIONS

It was easy to see why Erin is so popular for Christmas shopping. Downtown
Erin’s curb appeal and decorations in front of their shops (top left) was
inspiring (top left). The variety of shops and restaurants makes it a very fun
destination. It is an upscale shopping destination–that’s not a tagline, but it is
what they are known for.

Rockwood does not have the same pedestrian experience that Erin does. Its
downtown is a little disjointed and broken up (bottom left and right), with
a variety of architecture and ambiance. We weren’t sure what their Unique
Selling Proposition would be, but we’re sure they could determine one to hang
their hat on.

In Rockwood (top right), we thought it was great that they said “Enjoy your
time with us!” right as you come in to town. That isn’t why would come to
Rockwood–we could enjoy our time in many different places, but it is a great
way to greet visitors.
Wellington County, Ontario - Assessment Report
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FINDINGS & SUGGESTIONS

Aberfoyle (top left and right) is an industrial base, but their citizens probably
want to be known for something besides their industry. They may want to
focus on antiques, which was one thing that occurred to us.
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Drayton (bottom left and right) already had a great selling proposition “Home
of the Festival Theatre.” And, we agree!

FINDINGS & SUGGESTIONS

Belwood (top left) has one of the largest campgrounds—Highland Pines. The
amenities they have there are amazing. We were very impressed with the
camping facilities, and the campgrounds are beautiful. Belwood could be
known as Ontario’s best camping destination.
The signage (top left and right) is very well done–a great introduction. We
loved the pirate ship! How fun!
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FINDINGS & SUGGESTIONS

Fergus is full of Scottish architecture. However, one of our biggest
disppointments this week is that Fergus does not capitalize on their beautiful
and distinctly Scottish architecture and heritage.
When we drove into Fergus, we were astounded at the town’s appearance,
and we couldn’t wait to explore it more closely. We recently spent time in
Edinburgh (top right), and we think Fergus looks just as Scottish. We were
charmed.
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FINDINGS & SUGGESTIONS

Although Fergus has fantastic Scottish architecture, the town isn’t taking
advantage of that ambiance by enhancing it or embracing it. Some of the
signage is distinctly non-Scottish (bottom left). This Fergus welcome sign with
the slogan “a town for you” looks completely out of place. And what does “a
town for you” mean? It doesn’t convey much of anything–any town could say
that about itself.

something as simple as “A bit of Scotland in the heart of Ontario.

Fergus is unique–take advantage of that. We suggest you play it up as much
as you can. Come up with a Scottish slogan–we did a little brainstorming and
thought of “Pure Barry,” Scottish slang for wonderful and fantastic. Or just

Suggestion: Fergus should go ‘all in’ to capitalize on their Scottish heritage.
When visitors arrive in town, they should feel like they just entered Scotland.

The pole banners (bottom right) should reflect the Scottish heritage as well.
And while Fergus does have a Highlands games festival, what about the rest
of the year? Add more Scottish activities and events. Recruit more Scottishthemed businesses, shops, and restaurants.
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FINDINGS & SUGGESTIONS

We worked in Kincardine recently with their Scottish theme, and yet we
think Fergus has more Scottish “bones” than they do. Take a look at some of
Kincardine’s marketing (top left). Fergus could get some ideas from looking at
these.
Kincardine even has local Scottish stories and Scottish restaurants (bottom
left). Fergus needs to have these kind of tie-ins to their heritage.
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With the number of incredible examples of Scottish architecture in Fergus, we
really feel that this is what their brand needs to be (bottom right).

FINDINGS & SUGGESTIONS

Even in the winter, the buildings and landscapes everywhere in Fergus (top
left) were a gorgeous sight to see. The river made us think of Inverness. The
churches (top right) are lovely.
Elora has such amazing shopping, dining and arts offerings (bottom left), and
with the current investment that is occuring in the community (bottom right),
we feel that by next year it will eclipse Niagara on the Lake and St. Jacobs in
popularity.

and the additional shops across the river, it will be even more of an amazing
shopping destination. St. Jacobs is also on a river, but it doesn’t take advantage
of it. People really enjoy being close to water, and so the pedestrian walkway
going over the river and the additional shops in Elora will really enhance its
appeal. These changes will cement Elora, Fergus and Wellington County as one
of the most important areas in this province. Get ready!

With the pedestrian walkway that is planned for across the river in Elora
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FINDINGS & SUGGESTIONS

Elora is a fantastic town to visit for shopping and dining, and most of the
merchants do an excellent job (top left) with beautification.
The bottom line is for each of the towns and villages to find what sets them
apart and makes them unique. What is their unique selling proposition? We’ve
offered some suggestions here.
Then the county can wrap them all together with an “Umbrella Brand.” The
county as a whole can have its own Unique Selling Proposition. We made a
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couple suggestions earlier in this report: Ontario’s Hill Country or Grand River
Valley, or something else that you decide portrays what makes Wellington
County worth a special trip. You want to be sure you live up to the promise
that you make when you “claim ownership” of your selling proposition.
The county has access to all of our videos (a few shown bottom right)
for several months, and that will help walk you through the step-by-step
processes to be able to brand and market Wellington Country.

FINDINGS & SUGGESTIONS

As it stands now, Wellington County has its own online identity and websites,
and each of the villages and towns have theirs. Because each site is set up
differently and they all contain generic information, we found it really hard to
plan our trip to Wellington County. It was difficult to figure out specifics–what
was there to do and see, and what were the best attractions, shopping, and
dining, that we shouldn’t miss? What was the best the county had to offer?
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FINDINGS & SUGGESTIONS

Suggestion: Wellington should create a stand-alone county tourism website
with tons of photography, video clips, a press room and a “pick your season,
pick your passion” format. The individual towns and villages can still maintain
their own sites, but there needs to be a central website to help visitors plan
their time in the county as a whole.
And it’s critical to provide detailed information!
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Remember, tourism is the front door to your non-tourism economic
development. Make it easy for visitors to find the information they need.

FINDINGS & SUGGESTIONS

Visitors don’t just travel during business hours, so one of the most useful
things you can do is make sure visitor information is available outside 24/7.
Your Chamber of Commerce (top left) does not currently have information
available when they are not open.

This VIC in Ontario (top right) has a small brochure holder right outside its door
to make sure visitors can find information no matter what time of day or night.
Suggestion: Add weather-proof brochure holders outside the door of your
Visitor Center like these in Nova Scotia (bottom left) or Oxnard, CA (bottom
right).
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FINDINGS & SUGGESTIONS

North Platte, Nebraska (top left), had this brochure holder specially made to
distribute three separate brochures, a local guide, a state guide and a “Best
Of” brochure, which is another good example. They had this built by a local
craftsman for about $300.
Another way to provide visitor information would be to have some mobile
visitor information booths to use particularly during festivals and events, like
these in Banff (top right and bottom left). These are perfect, especially for the
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summer months. You can take the visitor information wherever the even is
being held.
Green Mountain Gazebo is one company that produces mobile stands like
these (bottom right).

FINDINGS & SUGGESTIONS

One of our favorite places is Cape May, NJ (top left and right). They have
created a very attractive, self-serve visitor information kiosk. We don’t need
technology here, just an old fashioned kiosk where you can pick up a printed
brochure. Note the message at the top, “Welcome friends, old and new, linger
here a day or two.”
On the inside of this kiosk they have room for a map of their town and
brochures promoting local buinsesses and attractions (top right).

The Mount Forest Chamber and Information center was open when we
stopped by (bottom left); however when they are closed, visitors are unable to
pick up information. They could easily add a brochure holder under the light to
the left of the door, for accesss 24/7.
We went by to “secret shop” the Elora Information center (bottom right);
however, when we went in, they said, “Hi, how are you, Mr. Brooks.” It was great
that we were able to finally find a county-wide map here, as well as other
brochures.
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FINDINGS & SUGGESTIONS

Suggestion: Watch our streaming video “Visitor Information Centers in the
Digital Age” for more information and ideas.
Once people leave your website, they typically go to TripAdvisor. By the
way, when it comes to getting the word out, TripAdvisor lists information by
community and not county. We consulted this site for ‘Things to Do.’
The number-one visited website in the world for those planning a leisure trip
is TripAdvisor (top right). TripAdvisor’s reviews make the information credible
and helpful. Cities or businesses can sponsor their own pages on TripAdvisor.
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Another thing you can do, as a county, has to do with Toursim-oriented
Displays (bottom left and right). We noticed that these signs mostly pointed to
Guelph and to things outside Wellington County, instead of attractions inside
the county.
You have to pay to add to these, but they are important and helpful. You may
want to make room in your budget for some of these in order to get the word
out about specific attractions.

FINDINGS & SUGGESTIONS

The first part of product development is wayfinding. Suggestion: Make this a
priority—to have a better, complete, easy to use wayfinding system. Almost all
of your current wayfinding signage just points us in a general direction, with
no further instruction. Your signage needs to complete the job.
Wayfinding signage includes: visitor info, washrooms, parking, medical,
police, fire, community services, attractions & activities, boat launches, public
access points, trail markers, trail access points, visitor information kiosks and
downtown pedestrian wayfinding. And, signs should never have more than
five lines, total. That’s the maximum people can read while driving.

Wayfinding needs to be easy to read, decorative (like Modesto, CA’s signage,
top right), and lead you all the way to your destination. The signs should fit the
area in design and feel.
Signs should be easy to read, such as these examples from the Woodlands, TX
and Appleton, WI (bottom left & right). These signs in Appleton are mounted
on existing power poles and cost about $700. Appleton put up 18 of these
wayfinding signs, and their retail sales went up by almost 20%. Studies show
that wayfinding will increase retail sales and services between 14% and 24%.
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Wayfinding is an investment. Navigation systems are no substitute—
Wayfinding tells people about things they might not even know you have.

because it does not complete the job of helping you find your destination. We
followed it to get to the zipline, and ended up at a school!

These signs are impossible to read from a vehicle, unless you pull over and get
out to read them (top right). Never have more than five lines of text, and the
lettering should be one inch tall for every 30 feet of viewing distance. This text
is much too small.

We did end up finding this sign on a bridge (bottom right), but it is not helpful
in finding the actual start and finish. Where is the start and finish?

Unfortunately, this signage is done in an out-of-date style that does not fit
your ambiance at all (bottom left). Each town or village in Wellington can have
its own branded signage with a design and flair that fits. This sign is frustrating
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We also were never able to find the Elora Gorge Viewpoint by following a sign
with an arrow. You want to start your wayfinding along Main Street, but it must
continue through every turn until you reach the destination.

FINDINGS & SUGGESTIONS

Following signs to Templin Garden won’t help you find it. Signs need to guide
visitors on every turn, so that the wayfinding terminates at the destination.
Once we did find the garden, we were very impressed (top left). It is lovely, and
we’re so glad we finally found it!
Wellington County desperately needs a county-wide wayfinding system.
Suggestion: Watch our streaming video “The Art of Developing a Wayfinding
System” on effective wayfinding. It is okay to point visitors from community to
community with your wayfinding.
Wayfinding is an investment, not an expense, because it increases sales.

It plays a role in your branding efforts and is a major component in your
marketing. It reinforces a positive experience, and builds community pride. It
also educates visitors and locals about what you have and where it’s located.
Wayfinding is as much a science as an art, so a graphic design firm is not
sufficient to plan the system. You need a wayfinding system specialist.
Downtowns are critical to Wellington County’s success. They are the heart and
soul of its communities. Even if your downtown is only a block long, it is still
the community’s centre–its heart and soul. Downtowns are back, and more
important than ever.
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FINDINGS & SUGGESTIONS

Downtowns = visitor spending. The top activity of visitors is shopping, dining
and entertainment in a pedestrian-friendly, intimate setting. This is where 80%
of all non-lodging tourism spending takes place. This translates to downtowns.

Downtowns are the future (top right). They are the most important
consideration for the success of your economic development, tourism and
community development.

Downtowns are critical to your success. Your downtown’s health shows the
health of the entire community. Site selectors visit a downtown to measure
the community’s health and to help gauge the vitality and quality of life. They
should be where we go after work and on weekends. That means, you need to
be open after work and on weekends.

The mix of businesses in your downtowns is important. A critical mass of
“like” businesses in a pedestrian setting will help your downtowns be more
successful. You can have a beautiful streetscape, but if the buildings are empty
(or not open for business), your downtown won’t be successful.
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FINDINGS & SUGGESTIONS

Currently, there are more Millennials (those born between 1980-1999) than
there are Boomers. This is the biggest, most diverse and best educated
generation in North American history. To appeal to this generation, you need
to be open after 6:00 pm.

Millennials are getting married and having kids in their 30s and 40s, and
spending twice as much time with their kids as than the Boomers did. Only
70% have drivers licenses, which is why urban areas are so important. They are
looking for good schools, safe neighborhoods, jobs and affordability. They love
places like Elora.
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FINDINGS & SUGGESTIONS

The Millenials love the rural areas just as much as any generation, providing
you make it a place where they can enjoy spending some time. Shops, eateries,
entertainment, fun gathering spaces.
We are tending to eat later at night, go shopping later at night, and
downtowns are becoming the places where we go to spend time in the
evenings and on weekends. But your downtowns need to be open and full of
activity. Downtowns need to be brought to life.
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Have music and street performers in your downtowns, even in the small
downtowns. Being able to decompress in an intimate, pedestrian-friendly
setting is a priority for Millennials and visitors.

FINDINGS & SUGGESTIONS

Suggestion: Ask your property owners and downtown businesses to take a
look at our free videos: The Resurgence of Downtowns series (top left). These
videos will show you how to get people into your downtowns 250 days a year,
and bring your downtowns back to life. That doesn’t mean 250 days of events,
but 250 days of activity. For example, a splash pad or ice skating rink provides
weeks of activity.
When people drive (or walk) through your downtowns, signs that are placed
flat against the buildings are almost impossible to read. Perpendicular (blade)
signs would take care of that problem.

Suggestion: Shops need blade signs. In a healthy downtown merchants use
blade signs. The right kind of signage can make or break a retail shop or
restaurant. How will potential customers know what you’re offering unless
they can see your signs?
This page has some examples of your community streets that would greatly
benefit from blade signs. Give visitors a reason to keep walking or driving
down a street by letting them know what shops are along their path. Tempt
them!
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FINDINGS & SUGGESTIONS

Can you tell what shops are along this street in Erin (top left)? Blade signs
would solve this problem.
These signs in Leavenworth, WA (top right) are excellent examples of effective
blade signs. Chocolate, collectables, trains, restaurant. It’s easy to see what
kind of stores these are. Always promote what it is you’re selling before the
name of the store.
Nantucket, Massachusetts (bottom left) also uses very good blade signs.
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Here are some blade signs in Carmel, California (bottom right). Most successful
downtowns in the U.S. and Canada have blade signs.

FINDINGS & SUGGESTIONS

All shops in Canmore, Alberta, use blade signs (top left). They make it easy to
see what stores are available, and they entice you to continue down the street
with the promise of more interesting shops.

You can see how these streets in Elora (top right and bottom left) and this one
in Fergus (bottom right) could use some blade signs.

Blade signs should be consistent in height and size, and they should be
decorative. They should also promote what it is you’re selling first, before the
name of the store.
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With blade signs, you wouldn’t need the sandwich board signs along the
sidewalks (top left), which are unreadable to people who are driving past.
Curb appeal is another important aspect of an appealing downtown. This
street in Fergus seems rather stark (top right).
Recommendation: Make sure downtown has plenty of benches, at the facades,
facing out, flanked by pots. Not only do they make downtown look appealing,
they provide plenty of places for people to rest between shops.
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Beautification is a great investment, and one way to make it more affordable is
to organize a buying co-op, similar to what they did in Fredericksburg, Texas.
The merchants combined forces to purchase pots, planters, planting soil,
and shrubs for everyone, then had students and youth clubs plant them as
fundraisers.
There was no signage indicating that this building is a theatre (bottom right).
Hopefully, one is on the way.

FINDINGS & SUGGESTIONS

Your signs need to fit the community’s brand. This sign in downtown Fergus
(top left) could use a makeover. You may need to adopt some bylaws to have
community standards for signage on businesses. In towns where you have
such fantastic architecture, the signs should not detract from that appeal. How
about signage in Fergus with a Scottish flair?
Suggestion: For businesses, never put up more than four posters or flyers
in your windows. Studies have shown that where there are more than four,
people ignore them all.

The Shoppers Drug Mart sign in downtown Elora (top right) needs to be
replaced. Even chain shops can create and use signage with historic charm.
And the shop just to the left has a sign with words that are too small, even to
be read by someone standing on the sidewalk.
Suggestion: Signs should always market what is being sold, before the name of
the store. It is hard to tell what is being sold in these two stores (bottom left),
by their signs. Friendly Chef (bottom right) could hang some additional signs
to note what they offer. If visitors can’t tell what is being sold, they will just
keep going.
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We couldn’t tell what was being sold at Renaissance in Erin, just by their
sign (top left). And, their sign should be perpendicular to their store, not
parallel. Suggestion: Add the name of the store to the top of all the windows,
then it would face both directions. Also, note what is being sold. The name
“Renaissance” doesn’t tell us what you sell.
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Amorettos and Hannah’s had great curb appeal with their pots full of
evergreens, but they need to tell visitors what they sell. Most visitors will not
come in the store if they don’t know what is being sold.
For signage, keep in mind that outlined fonts and script fonts are hard to read.

FINDINGS & SUGGESTIONS

We had to drive by Scozia (top left) several times before we were able to
determine that it was a restaurant. We finally decided that this was the case
because it looks like there are areas designated for outdoor dining in the front.
Only later did we discover that The Old Livery (top right) building actually
contains several businesses. If this included retail, they would need to add
signage.

Curb appeal can account for up to 70% of first-time sales at restaurants, golf
courses, wineries, retail shops and lodging facilities.
Businesses should extend their window displays to their exterior spaces. We
believe that every merchant should have the two feet in front of their store for
displays, like this shop (bottom right). Outdoor displays do not mean racks of
clothes or boxes and tables piled with merchandise. It needs to be attractive
merchandise artfully displayed.

Wellington County, Ontario - Assessment Report

69

FINDINGS & SUGGESTIONS

Restaurants should display their menus in an attractive setting, like this one in
Banff, Alberta does (top left). This entices hungry visitors inside.
Shops in Canmore, Alberta (top right) make creative displays outside to lure
shoppers. This shop owner sets up a beautiful display every morning, and she
says that it saved her business by attracting more customers.
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Another good example, also in Canmore (bottom left), are these shops that
use the front space outside their shops to add flowers, sandwich boards, and
product. Window displays that are extended outside a business soften the
transition between the outside and the inside.
Another nice example is this little table with chairs and and bright flower pots
(bottom right).

FINDINGS & SUGGESTIONS

Merchants need to invest in beautification. Wisconsin did a downtown
makeover (before: bottom right, and after: bottom left). Retail sales in the
block with the beautification increased by 35%.
Many merchants spend ten to fifteen minutes prior to opening setting up
their displays. These are decorative displays of their merchandise, like exterior
window displays. It looks inviting, attractive, and lets people know that
they are open for business. Especially in towns where there are a number of
vacancies, it’s critical to make it obvious you are open.

Cities should be charged with curbside beautification and businesses should
be charged with storefront beautification.
Merchants should be able to use about 24 to 30 inches of the sidewalk against
the building facade for benches, displays, and pots. Add pots every two meters
along the facade.
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Beautification is a great investment, and one way to make it more affordable
is to organize a buying co-op, similar to what they did in Fredericksburg,
Texas (top left and right, and bottom left). The merchants combined forces
to purchase pots, planters, planting soil, and shrubs for everyone, then had
students and youth clubs plant them as fundraisers. Notice that most of the
pots are filled with evergreen shrubs—that makes them low maintenance, and
they last all yearlong.
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Because women account for the majority of spending, merchants need to
appeal to women by making their shops or restaurants attractive and safe.
And it helps to add comfort—add benches. Not just for the women, but for the
men that they are shopping with. Add benches downtown (bottom right).

FINDINGS & SUGGESTIONS

Every shop should have a bench out front with flower pots on each side.
Benches should also always be at the building facades facing out (top left).
They should never be curbside.
This shop in Port Elgin, Ontario (bottom left) is not letting winter put a damper
on their storefront decor. They’ve used evergreens and bows, with bright pots
to add some color.

Ever wonder why homeowners frequently put chairs or benches outside
their front doors? (top right) Even if no one ever sits in them, they make the
home more attractive and welcoming. The same works for downtowns. Think
benches!
Sussman’s is doing a great job with winter beautification of their store (bottom
right). Love the little picket fence with a wreath and the hanging boughs. We
will use this as a future example of what to do for beautifcation.
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FINDINGS & SUGGESTIONS

We noted that this merchant in Elora had winter beautification (top left).
And, this shop in Erin (top right) also created very attractive cool weather
beautification. We were very impressed with the efforts of these store owners.
They are fantastic!
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There was one exception (bottom right). Having merchandise outside your
storefront, like this clothes rack, that you would never display in your windows
is not effective (bottom right). Clothes racks have a “garage sale” look.
Displays of merchandise outside (or in your store windows) should always be
decorative, artful arrangements.

FINDINGS & SUGGESTIONS

Overall, Erin was doing a fabulous job with their holiday beautification (top
left). We were very impressed.

The lack of curb appeal at this pizza restaurant doesn’t make vistors want to
dine here (bottom right).

Places like these (top right and bottom left), with their stark storefronts and
messy windows, do not make you want to go in.

Add beautification!
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There is no way we would go into this store in Rockwood (top left) based
on their storefront. And what does the $3.79 sign mean? This place seems
somewhat scary.

in charge of facade-side beautification. This street (bottom left) could use
both. Beautification softens the transition from the concrete sidewalk to the
building.

Winter is not an excuse to forgo attractive store fronts with beautification.
Saunders Bakery has an open sign in the window, but absolutely no curb
appeal (top right).

One reason popular winter shopping towns in Ontario like Niagara on the
Lake, St. Jacobs and Elora are busy is because they have the best curb appeal
(bottom right). There is no reason that all the communities in Wellington can’t
do the same.

Towns should take care of the curbside beautification, and merchants are
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FINDINGS & SUGGESTIONS

There was great winter beautification in St. Jacobs (top left).

perpendicular to the street for people to be able to read it from their cars.

Jemstones in Clifford (top right) lets people know it is open with their
facade decoration and the sandwich board out front. They’ve done the work
necessary to invite customers in.

Thank you to the glass shop owner in Elora that told us, “You should go to
Rio Bravo” (bottom right). We would never have found this shop otherwise.
Suggestion: Paint some art on the bare wall here – perhaps a mural, add a few
pots, and add a larger sign.

Right across the street from the Aberfoyle Mill is this little restaurant (bottom
left). Would you go in this place? It looks like a residence, has a cluttered
porch and the sign is confusing, “my place or yours.” Plus, the sign needs to be
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The rule of critical mass means that within three lineal blocks, this is the
minimum you need to have for a successful downtown (and we’ve seen
downtowns be successful with one very well orchestrated block):
• Ten places that sell food. This can include ice cream, a deli, a cafe, a bakery, a
brew pub, as well as fine dining.
• Ten destination retail shops. This includes galleries, home accents, outfitters,
garden shops, kitchen shops, gifts, antiques, and more.
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• Ten places open after 6:00 p.m. This can include restaurants, theatres, shops,
open-air markets, etc. 70% of all consumer spending takes place after 6:00 p.m.
You can start with Friday and Saturday evenings. And if your signs say you’ll be
open, then make sure you are open.
These need to all be included within the three lineal blocks, and that will give
you a critical mass of like-businesses grouped together in a pedestrian-friendly
setting. Make sure you have cross-walks for pedestrian safety!

FINDINGS & SUGGESTIONS

Downtowns need to operate using the “mall mentality”. Merchants need to
have consistent hours and days, and to be open into the evening hours. Likebusinesses should be grouped together–think of the success of antique malls
that do ten times the business when they are together, or auto malls, that
do seven times the sales when they are grouped together. Think about the
success of corner gas stations and fast food restaurants that cluster together.

to the chosen type of merchant. It only takes one-third of property owners to
buy in to the idea and help, and then the rest will see the advantage of your
vision.

Start with property owners, and focus on retail, to orchestrate your efforts.
Develop a plan for the businesses you want to have in your downtown, and
recruit them. Tell the property owners your vision so they will help by renting

When like-stores are grouped together, sales increase for everyone. People
enjoy having choices, and are drawn to places with critical mass.

Canmore (bottom left and right) and many other towns even have bylaws that
don’t allow chain stores in their downtown core area.
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Outdoor dining is a fantastic way to help revitalize a downtown. This little ice
cream shop in Canmore has just two small tables with chairs that only take
up about two and a half feet of space (top left). The owner said that when
she gives people their ice cream and they sit outside to eat, it draws a line of
customers out the door.
This little outdoor dining area in Canmore, Alberta (top right) is great. And if
there is not as much room at some locations for seating, merchants can just
add one narrow row of tables and chairs (bottom left).
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These are good examples of outdoor dining tables and chairs; the foot traffic
extends around that area. Seeing other diners out front is inviting to passersby. This helps attract visitors and the Millennial generation.
For one of the first times in history, jobs are going to where the talent is
and not vice versa. You want to be appealing to the Millennial segment. We
suggest you have professional groups for these residents.
We did notice the industry in Fergus and in the Aberfoyle area (bottom right).
It is great that you have those jobs locally.

FINDINGS & SUGGESTIONS

We did notice that based on your population numbers, Fergus appears to be
very under-served by retail and local services. We needed an extra work space
in our room at the Best Western, and we ended up having to drive to Guelph to
find a Walmart that had a small folding table we could purchase. The last thing
you want is leakage out of your communities.

have to shop outside the county to get what they need.

We heard from a large number of locals that whenever they need something
specific they go to Guelph to shop. The goal of economic development is to
keep the money local, and bring new money in. Retail needs to expand to
keep up with the population in Wellington County. Don’t make your residents

We think this is the the clubhouse at the Pike Lake Golf Course (bottom left),
but there was no signage. Suggestion: At all of your golf courses, add signs to
let us know what the buildings are, if they are open to the public, how many
holes, etc. Add information for your visitors. Even if they are closed this time of
year, signage will invite us back. Add more information for your trail heads.

These three signs in Arthur (top right) cannot be fully read from your car, and
there is no place to pull over to read them. Suggestion: Space these signs out
so that people will have the chance to read one before they come to the next.
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This is Erin Heights Golf Course (top left), but you can’t tell because they put away
all their signs for the winter.

Just having a closed sign (top right) is not helpful. And, what are these buildings
(bottom left)? Are they rentals? Let us know with signs.

Suggestion: Instead of not having any signs in the winter, add signs that let us
know that this is the Erin Heights Clubhouse, when your next season is, and when
you will be open. When your wayfinding terminates at a destination, make sure
there is identification signage and that it provides further information. Invite us
back.

We loved seeing the expanses of green grass here on the golf course, which was
amazing in December! (bottom right).

82

Wellington County, Ontario - Assessment Report

FINDINGS & SUGGESTIONS

When you drive into the entrance of the Grand River Conservation Authority,
you are assulted with a chart of fees!
Suggestion: You should say ‘Welcome!’ and what the conservation area has to
offer. Why should we pay our money when we don’t know what you have to
offer? A listing of the trails and amenities should come before you post all the
costs.

Following the ‘Park Open’ sign, we drove in. However, one of the first things we
saw was a closed gate! Sure, it was winter, but you need to invite us back and
let us know when the park will reopen.
You need to work to extend your seasons. I’m sure there are some great trails
that would still make for an awesome hike year-round. At least let us know
when you will reopen, and put away your “open” sign when you are closed.
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In Drayton, they did a great job of telling us when the fair was coming and the
dates it would be running (top left). This type of sign is an invitation to come
back next year. Drayton also makes it easy to find public parking with signage.
We saw the ‘Entering The Greenbelt’ sign (top right), but we had no clue what
it meant. Is this something visitors and residents should know about? It seems
that these signs are a waste since they don’t really tell you what they are about
or offer any way to get more information.
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Moorefield’s gateway sign is very attractive (bottom left). The town is also cute,
and we loved the pole banners (bottom right).
All of the towns’ gateway signs were very appealing and created good
first impressions. Have you ever wondered why developers build beautiful
entrances to their high-end housing developments? Besides giving a very
good first impression, they increase the perceived value of the neighborhood,
increase community pride, help the property sell faster, and increase property
values. Attractive gateways into your towns provide the same benefits.

FINDINGS & SUGGESTIONS

The Moorefield Diner looked good (top left), and we would have eaten there
but it wasn’t lunch time.
Fear’s Bibs ‘n’ Cribs (top right) was confusing. We weren’t sure what they sold
(we think it’s used children’s items?) and they had some open signs out, and
some closed signs out. Since the door was locked, they must have been closed.

We were overwhelmed with the many beautiful homes in Wellington County
(bottom left). The county looks prosperous, thriving, and lovely (bottom right).
Spending all these days touring every town in the county has shown us that
this is a fantastic place to live, raise a family, and have a business.

Merchants should be sure to be open whenever they have an open sign
displayed! If not, potential customers just won’t even try again.
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We’ve always seen that Waste Facilities (top left), water departments, and
public works departments, all seem to have the best signage–not just in
Wellington County, but in most cities and towns in North America! We guess
they want to be sure everyone can find them.
In Belwood, we were most impressed with the wonderful family campground
(top right). The facilities there are amazing. We looked at TripAdvisor to
find more information about things to do in Belwood, and the Belwood
Conservation area is highly rated for its trails.
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We read about the beauty of the Elora Gorge, so we tried and tried to find it.
We drove all around Elora looking for a way to view the park and gorge, and
we found the sign (bottom left), but it looked like the area was closed (bottom
right). It was very, very hard to find. Reviews on TripAdvisor for the Elora
Gorge are very good–it sounds like it is fantastic for the views and the trails.
Suggestion: Add wayfinding signage to make it easy to find! And add signage
to let visitors know when it will be open. Invite us back.

FINDINGS & SUGGESTIONS

Suggestion: Promote your top three trails. Provide specific information about
each trail, including directions, best time to hike, amenities and parking,
length and difficulty of the trail, and what makes that trail special.
We were very impressed with all of Wellington County. From the creative
beautification efforts of the merchants, particularly in Elora (top right), as well
as the great galleries and shops, to the parks (bottom left), and spectacular
Grand River and wilderness areas (bottom right), we were enchanted.

When cities and towns are analyzed for their livability, some of the most
important factors are a variety of affordable housing options, low crime, a
strong economy, and quality health care. The natural and cultural amenities are
very important too, and they are what gives a town its “flavor” and enjoyment
factor. These factors have a lot of appeal for both residents and visitors, and
they make the quality of life in a community much more enjoyable. The beauty
of Wellington County, with its rural ambiance, farms and rolling hills, gorgeous
river, and enjoyable towns, makes the county extremely appealing.
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We stayed in Fergus at the Best Western Plus (top left), and it was excellent. We
felt that the county is under-served for lodging options, though, just as it is
under-served for retail for the population.
The parks and trails are wonderful. We didn’t see any town that looked
dilapidated or run down at all, and we felt that we would be happy living in
any part of Wellington County. The proximity to Toronto, as well as the industry
within the county itself, indicates a wealth of employment opportunities
nearby. The county on a whole looks very prosperous.
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Cultural and natural amenities are what make a town fun. Things to do,
gathering places, arts, entertainment, dining options, an active downtown,
outdoor activities, all these increase enjoyment. It’s helpful for towns to get
residents out of their homes to spend time in the community at festivals,
musical events, performances, the arts, and to shop and dine. These also
attract visitors.
These factors help people decide to move to a town, and they help businesses
decide to relocate there. In addition, these benefit tourism, which can import a
lot of cash to a community.

FINDINGS & SUGGESTIONS

As we drove through your communities, we saw many great parks and
activities, like the skate park (top left). The housing options were all very
appealing, from the large, expensive homes, to the smaller homes (bottom
left). Every neighborhood we saw was attractive. We love this brick design
on this small home, and many of the buildings in the county use this. It’s
gorgeous.
The schools (bottom right) and medical facilities all look great. We were
particularly impressed by each town’s library. They are fantastic.

Once a community has the basic needs established, such as affordable
housing, low crime, a strong economy, and good health care, the additional
amenities are what really stand out and make a place special. Farmers markets,
parks, specialty shops, great dining, the arts, cultural activities, gathering
places where events can be enjoyed, outdoor adventures, beautiful scenery–
these are some of the things that really enhance a community, making it more
appealing and attractive to everyone. If your individual towns have a unique
selling proposition–a focus–they can even stand out more strongly and have
greater appeal.
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We really fell in love with Wellington County. What you have here is amazing.
The gorgeous farms (top left), beautiful homes (top right), fascinating
downtowns with shops, galleries, restaurants, and entertainment (bottom left),
and the river with its scenery, gorges, and parks (bottom right) combine to
make an incredible place to live, have a business, and visit.
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FINDINGS & SUGGESTIONS

The suggestions in this assessment are designed with the goal of helping
Wellington County and its towns and villages attract more visitors, more
business and investment, more residents, and to become an even more
enjoyable, healthy, and successful place for those already here. You have a
great foundation!
We recommend you take these suggestions, analyze them, and begin a plan
for implementation. Our top suggestions would be:
• Marketing: Create a set of “trails” to link together “like”assets around the
county and promote them in easy-to-follow brochures and trail maps.

• Promote your “anchor tenants” in a “Best Of” brochure guide.
• Identify the “hidden gems” and promote them as well.
• Each community should find and promote its “Unique Selling Proposition”–its
focus. Such as Fergus as Ontario’s Scottish town, or Erin with an equestrian
theme. The county can develop an over-arching umbrella brand.
• Make your downtowns a focus for local residents to spend their time.
• Develop a comprehensive, county-wide wayfinding system. This is critical.
• Develop a county-wide website with detailed information.
• Add round-the-clock visitor information kiosks.
• Merchants should beautify their storefronts and sidewalks. Use pots, hanging
baskets, decorative merchandise displays, tables, chairs, benches.
• Work with local shop owners on blade signs, marketing the product before
the name of the store, and extending open hours into evenings.
• Add benches in all the downtowns–at the building facades facing out. Flank
each bench with pots.
• Recruit more retail businesses so that locals don’t have to go outside the
county to meet their needs.
• Create central gathering places for locals in downtown cores.
• Orchestrate the business mix in the downtown core areas for critical mass
and to ensure pedestrian-friendliness. Add cross-walks.
There are more suggestions in this report as well. Wellington County is truly a
beautiful and amazing place. We are hoping we can come back soon to visit
and take the time to really be able to enjoy more of what you have to offer!
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Roger’s Q & A
The following pages contain a series of question posed to Roger after the
assessment presentation along with his answers.

1. What can we do to make our community more appealing so people want to
live here? Roger didn’t mention our community (specifically) as a place he
would want to live, so what can we do to make him want to live here?
A: With regards to the question, “What can we do to make our community more
appealing?” During the presentation, I spent at least an hour on that very
subject–addressing what could be done for all the communities as opposed
to each individual one. We talked about downtown beautification, putting
out benches, adding blade signs, reducing the number of fliers in windows,
staying open later, finding your unique selling proposition. These things all
help to make a community be a more attractive place to live. Since these
apply to all the towns, I didn’t single out each community except to site
specific examples of the topic.
There were NO communities we WOULDN’T live in. Wellington County, on a
whole, looks like a very good place to live. The only reason I mentioned Erin
and Hillsburgh at one point was because of the equestrian feel of the area.
Hills, horse farms, a great downtown in Erin (that the other communities
could easily emulate). In hindsight, I should have not mentioned which one
most appealed to us. Big mistake! Everyone has different tastes!
If you review the slides and presentation you can see what your town could
accomplish to make it more appealing.

2. What did Roger think of each municipality and their downtowns/how can we
individually improve: As a potential investor/business, as a potential visitor,
and as a potential resident?
A: During the presentation I talked about Clifford, Harriston, Palmerston, but
Alma wasn’t on our list, and Moorefield and Drayton I also talked about. I

spent a lot of time talking about Mount Forest and Arthur. I also talked about
Belwood, Erin, Hillsburgh, Rockwood, and Eden Mills wasn’t on the list. I didn’t
talk much about Morriston but did talk about Aberfoyle. We really saw very
little, other than industry and some nice neighborhoods in Morriston.
To improve each town in Wellington County to make it more appealing for
investors/business, visitors, and potential residents requires many of the
same ingredients. If each town tries to develop their own “Unique Selling
Proposition,” this will guide future product development and marketing
solutions. For example, if Fergus focuses on a Scottish theme, they would
want to recruit additional Scottish-themed businesses and restaurants. They
would want their marketing and signage to also have a Scottish theme.
If Puslich wanted their focus to be on antiques, they would want to expand their
antique market and shops even more. They could have some restaurants
that were furnished with antiques, and they would want to expand their
antiquing season. They would also want to enhance the curb appeal of their
downtowns and make them be more pedestrian-friendly to accommodate
their target market.
In fact, some of the common ingredients each town and municipality would
want to use would be: excellent wayfinding signage, beautification and curb
appeal, perpendicular retail signage, a good mix of businesses to attract
people, perhaps events, entertainment, and some outdoor dining, as well as a
good public gathering spot where people can socialize and interact.
What you might want to consider is having me (Roger) come back and do a road
trip with Mandy and Jana, where we go into each community for perhaps
two hours and actually sit down with residents and business owners to talk
about them specifically. In the 2.5 hours I had available for the presentation, if
I spent even ten minutes on each individual community, I wouldn’t have had
time to talk about the importance of each finding their own unique selling
proposition (brand), what they can do to pull people into their downtowns,
how to market their anchor tenants, and the primary subjects I touched on.
I addressed the specific topics that would benefit all the communities, using
some communities as examples. This way, each community could take away
the advice, even if I didn’t use their community as a specific example.
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2. Was Roger able to assess our schools, libraries, parks, homes, theatres, etc?
We are very proud of what we have to offer in regards to what’s located
outside of the downtown core was Roger able to look at those aspects?
A: We did visit schools, libraries, parks (we walked through the park in
Palmerston and showed it during the presentation), libraries, community
centres and other community assets, but because of time constraints, we
concentrated on things they could do to become even better places to live,
work and visit, rather than accolades for all the things they are doing right.
I know that you are very proud of what you have accomplished and what
the communities have to offer, and you have fantastic assets that make
living in Wellington County great.
I apologize for concentrating on community improvement rather than
confirmation of the good things each community had. I could have easily
spent the entire time talking about the great libraries, beautiful farms,
attractive schools, beautiful parks, the trail systems, nice neighborhoods,
etc. These communities are outstanding – ESPECIALLY for small rural
communities. We were VERY impressed. We’ve been in hundreds and
hundreds of communities, and Wellington County is one of the most
attractive and livable counties we have seen.
During the presentation I made mention, a couple of times, that we were
impressed with the county – “It’s certainly not impoverished like most rural
communities” – and mentioned over and over the quality of the schools,
libraries, parks and other amenities.
3. Was Roger able to eat at restaurants outside of Centre Wellington?
A: We did eat at restaurants outside of Centre Wellington, and we made
mention of some of those. We ate in Arthur, we ate in Rockford, we ate in
Erin, and we WANTED to eat in Abersfoyle, but we ran out of time. Some
places were closed when we came by. We stayed in Fergus, so it made
sense that we’d eat breakfast before we headed out, and we ate dinner
usually when we got back.
4. Were restaurants/things to see only picked only by Travelocity?
A: We don’t use Travelocity for restaurants; Travelocity is a travel booking
site. We did use TripAdvisor a lot, as do about 90% of visitors around the
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world. Because you have no Restaurant Guide (one of the suggestions) we
had to resort to other means including TripAdvisor and Yelp. Some of the best
restaurants have lousy curb appeal, but might be good. Some, like the Goofy
Newfie, we would have never even known existed if it weren’t listed on these
sites. Whenever possible, we did ask locals “where’s a good place to eat?” In
most cases they would mention restaurants in Centre Wellington, and locals’
recommendations matched the information from TripAdvisor fairly well.
For finding things to see/do, we primarily relied on signage and wayfinding as
well as the marketing materials we had. We used marketing websites for
information about things to do, as well as printed materials.
I think it would be great to host an opportunity for locals to see the video we did
on the power of TripAdvisor – the most visited, and important, travel website in
the world. Every retailer, activity, farm, and restaurant should be listed – and it’s
free!

5. Can you include information about “front desk” training (i.e. how to field calls
about tourism)?
A: Sure! We have LOTS of thoughts and ideas for front-desk training. BUT on the
list of priorities, this wouldn’t make the top ten list. Overall, we thought the
local customer service was very good, and in some cases, outstanding. We have
LOTS of thoughts on this and are planning a webinar (and video) dedicated to
this topic specifically.
When you receive a call from a potential visitor, first find out when they plan to
visit. This will help determine seasonality. Ask them questions about what
they want to do while visiting so you can provide them with the most specific
information they need. Make sure not to say that there’s “nothing to do.” We’ve
heard that too many times, and that’s just a good way to discourage visitors
from coming. Have your list of “Best Ofs” to refer to, plus be as helpful as
possible about specific information, such as when a place is open, the costs,
how to find it, etc. People need details to plan their trip, and you want to make
it as easy for them as you can. Be excited, and share your excitement.

ROGER’S Q & A

6. Was Roger able to visit any of the Taste Real partners? (Farms, restaurants,
etc.)
A: Taste Real partners. We didn’t even know what this was until we were almost
done with the assessment. Most of the visitor centres were closed and none
had 24/7 visitor information, so we finally saw this about a week into the
assessment in the Elora Visitors Centre. BUT it focused on farms and listed
a few restaurants, was too difficult to use, too cumbersome to use while
driving, and had too much information. This is why we suggested a “Best Of”
that would focus on the county’s best restaurants, eateries, bakeries, etc.
When we reviewed the myriad of township websites, none of them – that we
saw – even mentioned the Taste Real map and guide. Once again, this is why
you need a county-wide website (one of the suggestions), and why you need
24/7 visitor info (another suggestion).

7. Can Roger talk about wayfinding signage within the urban boundaries and
how it could connect to the larger County Signage Program?
A: I could have easily spent the entire 2.5 hours on wayfinding, but even with
a wayfinding plan, these towns and their businesses still need to do a lot of
work to get us to stop, get our of our cars, and then go in these shops and
restaurants. We have a video that is dedicated to this subject in our library. I’ll
bet it would answer most of the questions you, and others might have. We’d
LOVE to spend time with you talking about and reviewing your wayfinding
system plan.
The wayfinding does need to be county-wide, and it needs to integrate with
each urban area. However, each town could have its own signage design
that fits with its “theme.” The signage should be consistent in size and be
large enough to be readable while driving. If the designs of the urban signs
were perhaps the same shape as the county signs, that would provide some
continuity. Or perhaps the addition of the county logo on all of the signs
would provide enough of a common element. There are many ways you
could design the system to incorporate differences in each urban area’s signs
while still maintaining common design elements to link them together. And
the wayfinding MUST “connect the dots” – they need to finish all the way to
the destination, with each turn marked.

8. Was Roger able to walk through the park in Palmerston?
a. A Communities in Blooms National award winner - The Butchart Gardens
Land Reclamation Award.
b.

Museum on site, hand car demonstrations, etc.

Yes, we walked through the park in Palmerston. It was beautiful, even in
December. I showed it during the workshop. The museum was closed, but we
could see it was exceptional. We also saw other parks and trails throughout
the county that were excellent, beautiful and points of community pride.
We could see the communities took great pride in their parks, libraries, and
community assets. We were VERY impressed.

9. We are working on a county-wide Community Improvement Plan (CIP), could
Roger include some in the report?
We weren’t sure what this question is requesting. We’d love to help you with your
Community Improvement Plan. Remember, this was the assessment – the
conversation starter, or the baseline to work from. Here are some ideas:
- Each community needs to find its unique selling proposition or brand. We
offered an obvious idea for each, except those that didn’t seem to have any
type of focus that was visible.
- Once they find their unique focus, they need to make sure they can “own”
it – and make sure it’s something that’s sustainable and feasible. We have a
complete video series about branding, including the step-by-step process.
Each community should go through this process.
- Then they need to make sure the product is in place that “proves” and backs
up their ownership position. Make sure that if you “say” your community is
about something, that people visiting actually can experience what you are
promising. A brand is a promise.
- Then they need to concentrate on their downtowns: creating programmed
gathering places, working with local merchants, beautification, activities, etc.
You might consider having me come back to do a full day “Branding BootCamp”
where the communities attend, and we teach them how to go through this
Wellington County, Ontario - Assessment Report
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process. This should be the top priority in your Community Improvement
Plan. Decide “what you want to be when you grow up,” and then identify
the product (activities) that back it up, and how your focus will improve
over time, and then how to improve the supporting amenities, assets, local
businesses, and attractions.

10. Canada’s most patriotic village is Arthur - received this recognition in 2002.
Several murals, street banners and the community support this branding –
how can we make it more obvious?
A: I talked about Arthur’s brand during the presentation. We saw the murals,
the Veterans’ Memorial, but the award was 15 years ago. We googled the
“most patriotic town” and other towns showed up – not Arthur. Also, once
we’ve been there, seen the murals and banners, why would we come
back? A successful brand needs to be based on activities. I talked about
this not being a sustainable brand – unless they continually work on it
and improve it. Here’s the question: How’s that working for them? If they
want to expand this brand, they need to have activities that support the
brand, and it needs to become pervasive throughout the community. For
example, have some restaurants with a patriotic theme, including food and
music and décor. Have regular patriotic events and public concerts. That’s
just a start – do brainstorming to come up with more ideas.

12. The County has launched a Directional Tourism Signage Plan, we have
completed the community stakeholder engagement and design process. We
would like to stick to it as closely as possible. However, if there are ways that we
can tie into municipal signage/making them unique to the community once
within the urban boundaries, we would love to hear it!
A: It’s excellent that the County has launched a Signage Plan. This is a very
important and much-needed development. One way to tie them into
municipal signage and make them unique to each community would be to
add unique finials that are special for the community and represent each
community’s unique focus. I discussed in another answer (above) some other
ideas as well.

13. We like the branding name “Hill Country” that Roger had suggested (and
understand it was only a suggestion), but we wanted to ensure he knew our
neighbours are branded as “Hills of Headwaters”.
A: With the brand “Ontario’s Hill Country” I really don’t think that conflicts with
“Hills of Headwaters.” First of all, I have no idea what “Hills of Headwaters” is nor
does it provide a sense of the area. BUT, you could also easily be Ontario’s Horse
Country, or Horse Heaven. That applies to the Mennonite population as well
as all the equestrian facilities. But “hill country” is meant to provide a visual, in
the minds of potential visitors, that the setting sounds nice. I think some time
should be spend finding the county’s “umbrella brand.” We’d love to help!

11. How can Rockwood capitalize on the stunning Conservation Area?
A: Identify your top three (or five) trails, viewpoints, promote them
specifically, and THEN say “if you liked those, here are the next three…”
ALWAYS put the “Best Of’s” front and center in your marketing efforts,
and then if we like those, chances are good we’ll be back time and again.
Right now all of the marketing basically says “enjoy all of our trails and
conservation areas” with no information to help anyone figure out what’s
different about each one, what time of year is best to visit, what we’ll see,
what the difficulty level is. This was a MAJOR issue – a bunch of generic
marketing by the county AND the townships with no details at all. And no
signage to most of the trail heads.
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Some final notes:
The Assessment is meant to be a “conversation starter” - it’s a look at the
communities through the eyes of a first-time visitor. It’s not meant to provide
all the answers, but is meant to provide suggestions on how they can make
their communities better places to live, invest in and visit.
If you’d like us to help develop the Community Improvement Plan with you, we’d
be thrilled to do that with you, spending time in each community for several
days, meeting with local stakeholders and businesses, finding out what each
community wants to be known for, etc. Just let us know!

MARKETING ASSESSMENT

Wellington County Marketing Assessment
The following pages contain an assessment by our secret shoppers, who
researched the area from a distance, reviewing marketing materials to see if they
could find the area, and if the materials were convincing enough to make them
want to visit.
FIRST MARKETING ASSESSMENT

I started my research online by visiting the Ontario Travel website: www.
ontariotravel.net. This website let me select travel guides to be mailed to me,
and I ordered:
• Official Road Map of Ontario
• Where am I?
• Doors Open Ontario 2017
• Festivals & Events Ontario 2017/2018
The Festivals & Events Guide is for residents and visitors. It is very nicely laid
out by month, with a key on page 5. This guide didn’t have very much at all for
Wellington County. I would assume the county doesn’t have many festivals or
events.
I researched the entire area on Wikipedia to find out basic information. I learned
some interesting information. Many tourists visit Centre Wellington, especially
Elora, for daytrips. They come for the historic shopping area or the Grand River
Raceway with horse racing and slot machines. Also, they come for the Elora
Gorge Conservation Area. The park offers paddle boat rentals, hiking, camping,
fishing and picnicking. The nearby Elora Quarry is a popular swimming area.
There is an annual Elora Festival in July with is popular.
I learned that Erin has a new industrial park which is attracting new industries
because of the lower tax rate, accessibility to transportation, and its location
within the “Technology Triangle.” I saw that Erin has a lot of restaurants, and the
Wellington County, Ontario - Assessment Report
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Hawkeye Bird and Animal Control facility has falconry classes.
The Rockwood Conservation Area sounds good, with hiking, kayaking, caves, an
old mill site, and limestone cliffs.
In Mapleton, there is an organic dairy farm that caught my attention. They have
tours, ice cream, a store and café.
Aberfoyle is famous for its Spring Water Company.
The Aberfoyle Antique Market looks like it would be very fun to visit. Canada’s
largest outdoor antique market has more than 100 dealers. It’s only open from
May through October. Aberfoyle also has a farmers market.
Mount Forest has a motto “High, Healthy, Happy” which struck me as funny.
Perhaps change it?
Arthur Village was recognized as the most patriotic village in Canada in 2002
because so many Arthur citizens fought in World War II.
Fergus must be the largest town in the county, and it has some fun-sounding
attractions: Templin Gardens; a Scottish Festival & Highlands Games for three
days in August.
The other towns and villages didn’t have much of interest about them on
Wikipedia.
I looked up the Wellington Facebook page. It is attractive and nicely done with
pictures of businesses in the county.
Websites:
www.wellington.ca
This is a government website, and it has a series of large photos taken all over
the county. It’s more appealing than most government sites I’ve looked at. It was
easy to navigate and find specific information.
I clicked the link to “Discover,” then to “Experience Wellington County.” From here,
I could click to: “What’s Happening in Wellington,” Taste Real Local Food,” “Visit
Wellington,” “Our Communities,” and “Economic Development.” There is another
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box with additional links to a Festivals and Events Guide, and Events Calendar, a
Visitor’s Map, Getting Here, and Taste Real.
I clicked “Visit Wellington,” and found links to download a Festivals and Events
Guide, a Food Map, and a County Visitors’ Map. There were also links for various
ways to plan a trip to the county: Weekend Escapes, Festivals & Events, Summer
Activities, and Winter Activities. Beneath those was a list of about 30 different
“Must Do’s,” ranging from tubing down the Grand River, to eating a Caesar salad,
to ziplining, to glamping, to playing nude volleyball. Most of these choices have
links to other websites with more information.
Suggestion: Perhaps highlight just a few of the things to do–the very best–and
include the detailed information on your own website for those activities. When
a visitor clicks away from your website, they might not come back to it, so you
want to try to keep them on your website as much as you can. Also, make sure
the activities you list are unique.
The items included in “Plan Your Trip” are pretty much shorter lists of activities,
like the “Must Do’s.” Make sure these are not generic. One is waterskiing, and
you can do that in many different places besides Wellington County, so it’s not
unique, and there is no detailed information about where to waterski or what
makes the county so good for waterskiing that I would choose it over another
place.
Most of the suggested items under “Plan Your Trip” are too generic to really sell
me on why I would do these in Wellington County. Give me good reasons why
I would come to the county to stay at a B & B there, or why I would want to visit
your museum. What does it offer that is special?
TripAdvisor – https://www.tripadvisor.com/
The two top places to stay were Wellington Willows Boutique B & B and Twin
Birch Suites & Cottages. There were many other well rated places to stay, as well
as well rated restaurants.
My Impressions:
Now that I’ve done this research:
If Wellington County were located two hours from my house, would I make a

ASSESSMENT

special trip there based on what I saw, read, and learned?
I would like to see the Heritage Gardens that surround the Wellington Museum.
The building of the museum is impressive.
I would like to make a special trip to Erin to go to the Hawkeye Bird and Animal
Control to be able to have an encounter with and learn about the birds of prey
they have.
I’d also like to go to the Aberfoyle outdoor antique market, as well as to the Elora
Quarry for swimming in the summer.

Elora has its own self-guided Artwalk and Sculpture Tour, artists’ studios, Victoria
Park, a farmers market, and Horse & Hound parade.
The path along the Elora Gorge by the Grand River looks lovely.
Fergus has Templin Gardens, Fergus Grand Theatre, Fergus Ghost Walk, the
Scottish Festival and Highland Games, Kissing Stone.
Things to do in Fergus:
The Puzzle Rooms

I might like to go to Mapleton’s Organic which is in Moorefield, especially if they
had a specific event. This is a dairy where they sell fresh ice cream and have
events where you can visit the dairy barn, a cedar hedge maze, have a light
lunch, or just hang out.

Scottish and Highland Games in August

The area sounds very bucolic/picturesque. The Hawkeye experience and
Mapleton Dairy sold it for me. I could spend a half a day at either location. I’d also
want to try dinner at the Sunday Aberfoyle Mill restaurant. The antique market
in Aberfoyle sounds fun, and I’d like to spend a day tubing down the Grand River
in the summer. The Elora Quarry sounds unique. The cooking classes at Natalia’s
Kitchen in Guelph sounds like fun.

Grand River Troutfitters

I would like to stop at the Elora Brew Company for fish & chips with a craft
beer. People also liked the ribs and chicken with fries there. And, I’d stop at the
Templin Gardens if I were passing through Fergus. I might also stop at Flowers to
Fragrance in Clifford.

Fergus Grand Theatre
Wellington Artist’s Gallery and Art Centre

Fergus Ghost Walk
The Scottish Games sounds like a lot of fun to attend in the summer. I’d also want
to do the Elora culinary walking tour, see the cooking demo at the Drew House,
and visit the Wellington Artist’s Gallery. In the summer, it would also be fun to
spend time at the Elora Gorge. It looks like a lovely area.

SECOND MARKETING ASSESSMENT

Website: wwwcentrewellington.ca

Town of Erin: Hillsburgh, Erin

The Centre Wellington website is very nicely done with information grouped in
useful sections where it is easy to find what you are looking for.

Website: http://www.erin.ca/visiting-here/tourism

The whole area sounds lovely and quaint. Pictures of some of the main streets
show older buildings with stone facades and tall chimneys–all very pretty. The
parks look well-manicured and designed for fun gatherings.

On the “visiting here” section of the website there is no link for things to do,
places to stay, shop or eat. There are links to events that show events by season.
The links list the events, dates and description along with link to the event’s
website.

Elora & Fergus have their own pages within the Centre Wellington website. There
are a lot of links so you can find specific information.

This site provides very little information for visitors. It has no maps, no itineraries
and no suggestions.
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The Village of Erin has a much better website: villageoferin.com

Township of Mapleton: Drayton, Moorefield

This site has a link to a business directory, which includes accommodations,
shops and restaurants. Under things to do they provide information on
walking trails, biking, parks etc. Under Nearby Destinations they provide 5
suggested areas to visit. This website is more helpful than the Town of Erin
site, however it does not provide itineraries or maps, and could use more
pictures.

Website: https://www.mapleton.ca

Contact: I called the number listed at the bottom of the website that stated
Contact Us. To get to someone I had to listen to an entire list of options and in
the end pushed 0 to speak with someone who then patched me over to speak
with someone in economic development. I spoke to a woman who stated that
the Village of Erin had several unique stores. In December they are doing a
Christmas in the Country theme and all of the stores windows are decorated.
She stated that it is a horse friendly area with many farms that you can go
visit. She also stated that there are many trails. She said it is really beautiful
with rolling hills. The call was great and I definitely wanted to go visit after
speaking with her!
Things to Do:
Downtown Heritage Walking Trail
Hawkeye Bird and Animal Control
Angelstone Tournaments
Overall thoughts: The website could use a little work. There is not one
attraction or something that really stands out as making me want to go
there. But, what really sold me on wanting to go here was speaking to the
representative on the phone, but not all visitors are going to call and speak to
someone. I would love to stay at the Devonshire Guest House and eat at many
of the restaurants, to walk to Downtown Heritage Walking Trail and to stop by
the shops. It looks quaint and charming.
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There is not an option for visitors on their website. I mostly looked at the
“Explore and Play” Section. But even here there was not great information.
They had some links to museums, and art centers. But really nothing tourist
based. There are no lists of places to stay, things to see and do, places to eat,
etc. There were no maps or itineraries. This website would not be at all helpful
to someone looking to visit, nor would it entice anyone to come visit.
Contact: I called the number listed under contact us and then was taken to an
automated line, I pressed 0 to speak to the receptionist. The person I spoke to
stated that the area was very rural and that there wasn’t much to do. She did
mention that the theatre in Drayton was very good and that this was the main
reason people came to visit. I asked if there were any restaurants or shops or
places I should check out if I went there to go to the theatre. She mentioned
that there was a pizza place, but that she wasn’t sure if it had seating, and also
mentioned a steak house but stated it wasn’t very kid friendly. After talking
to her I would not be interested in going out of my way to visit this area.
Though, if I lived around there I might check out the theatre based on her
recommendation.
Things to Do:
Drayton Festival Theatre
Places to Eat:
A La Mode- Café style food and beverages and deserts.
Drayton Chop House- Atmosphere and food are noted to be good. Many
people chose to eat here after visiting the theatre.
Overall Thoughts: The website, the person I talked to and a general internet
search make it seem like this place has very little to offer. The theatre sounds
nice, but it is strange to me that there aren’t great restaurant choices or places
to stay for people who come into town for the theatre.

ASSESSMENT

Township of Puslinch: Aberfoyle, Morriston
Website: http://www.puslinch.ca/en/visit-us.asp
On the visit us section of the website there is no link for places to stay, shop or
eat. There are links to specific attractions. The links take you to a description of
the attraction that contains a link to the attraction’s home page; some of the
descriptions include a picture, but not all do. The Festivals and Events page
takes you to a Wellington County calendar and is not Puslinch specific. The Photo
Gallery does not contain photos that would be interesting to a visitor. There are
no maps or itineraries with suggestions. Overall the page is somewhat helpful
in that it provides some information on attractions, but could provide so much
more.
I thought the “Explore Us” link might have some information that would be
useful, and it did have some additional links that looked like they might have
good information, but overall the pages they linked to were either county pages
or were long and didn’t give me quick information.
Overall both of the sites did not provide enough information or provide it in an
easily accessible manner.
Contact: I called the number listed under contact at the bottom of the page. I
spoke to a nice lady who was very confused as to why I would want to visit their
area. She stated that it is very rural and that there was not much to see or do. I
mentioned that I saw the Donkey Sanctuary on their website, and she said it was
a good place to visit but didn’t really make me want to visit. After the call I had
very little interest in visiting.
Things to Do:
Donkey Sanctuary
Drumlin Farms
Emerald Lake
Puslinch Lake
Calmwaters Fly Fishing
Places to Stay: I could not find any lodging in Puslinch

Aberfoyle Mill Restaurant: Fine dining surrounded by history. Food and ambiance
are both noted to be excellent.
Old Marina Restaurant: Dining on the lake with a view. Noted to be a hidden gem
with good food in a beautiful location.
The Danish Place: Serves open face sandwiches. Is noted to be worth the drive
just to eat here.
Overall Thoughts: Nothing on the website or internet, nor my call, made me want
to drive 3 hours to visit Puslinch. But if I were in the area I would stop by check
out the Donkey Sanctuary and maybe eat at the Danish Place.

Guelph/Eramosa Township: Rockwood
Website: http://www.get.on.ca/visiting-here/default.aspx
On the “visit us” section of the website there is no link for places to stay, shop
or eat. The festivals and events link takes you to a page that has a well laid out
list of all of the events for the year. This page is easy to navigate and provides
good information for each event. If I were going to be in the area this page
would be helpful in letting me know what was going on while I was there. The
Attractions link provides a nice list of attractions in the area. Once again it is laid
out attractively with addresses, good descriptions and links to the website of the
attraction. The Parks and Trails link takes you to a page that has a map at the top
with a pin in it for each of the locations. Then there is a list of the locations with
address and features. It is easy to look at and navigate. My one suggestion for all
three links would be to add photographs of each place. Each link provides a list
but not photos.
Lastly, The Explore Down Town link takes you to a map of Rockwood and shows
all of its businesses, which is a good idea, but this map is a bit hard to read.
Overall the website is okay. It is laid out nicely and is user friendly. Though the
map lists local businesses, it would be nice to have actual links for places to eat,
shop and stay. I need more details. There are no suggested itineraries, which
would also be helpful.

Places to Eat:
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Contact: I called the number listed at the bottom of the website that stated
Call Us. To get to someone I had to listen to an entire list of options and in the
end pushed 0 to speak with the receptionist. When I spoke with her she wanted
to know where I would be going, and I told her I would be in the area and was
wondering what I would do in her township. She basically stated that there was
nothing to do and that I should just visit Guelph. I asked if there were any fun
restaurants to eat at, and she said “not really.” She said they have some festivals
in the summer and some gorgeous conservation areas but other than that
there isn’t much to bring in a visitor.

approximately 14,000 square feet of shopping and dining experiences for
everyone’s enjoyment.

Things to Do:

Saunders Bakery: Quaint bakery with Fresh baked good every morning. Must
get there early as they do sell out.

Wellington County Museum and Archives: The Museum tells the stories of the
people and places of Guelph/Eramosa and other communities in Wellington
County through exhibits displayed in nine galleries. The Archives features a
spacious public reading room with everything for the family historian or local
history researcher.
Beaches, Parks, Trails and Outdoors: There are two conservation areas and
many community parks and trails throughout the Township, which provide
opportunities for picnics, hiking, canoeing, cycling, swimming and are perfect
for taking photos!

White Rock Ostrich Farm: A fun and interesting learning experience for kids
and adults of all ages!
Ariss Valley Golf Course
Guelph Lakes Golf and Country Club
Cox Creek Winery
Places to Eat:

Goodfellows Field to Fork: Small shop with limited seating. Known to have
great food.
Heaven on Seven: Diner food has great reviews.
Overall thoughts: Based off their website, my call and my other internet
searches, I would not go out of my way to visit. If I were near by I would like
to see the Rockwood Conservation Area, and maybe grab something at the
bakery. But would likely not spend much money here.

Guelph Lake Conservation Area
Rockwood Conservation Area- This area consists of a lake, walking trails, caves
and cotton factory ruins. It also has limestone cliffs and glacial potholes.
River’s Edge Gift Shop: A great little shop with a wide selection of gifts, jewelry
décor.
Rockwood Farmers Markets and Farm Tours: Located at the St. John’s Anglican
Church right in the heart of Rockwood, this market features fresh produce,
local products, and live music. This market is operated by a vibrant multigenerational group of avid gardeners and beginners who are seeking to foster
community engagement.
Knapp’s Country Market: Situated near Guelph Lake, discover this unique
treasure nestled amongst natural spring fed ponds. Knapp’s provides
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Township of Centre Wellington: Belwood, Fergus, Elora
Website: www.centrewellington.ca/visitus/
The “Visit” page is set up well and is easy to navigate. This is a great example
for the other areas on how to put their websites together. Right on the front
they have links for places to see and do, eat, shop, and stay with photographs.
The photographs are what really sell me on going there. There are suggested
itineraries. I would say there is almost too much listed; it is a bit hard to get
through the information, and it gets confusing. On “Where to Eat” and “Where
to Stay” they have small paragraphs with descriptions, and this is great,
because it really narrows it down for the visitors. It would be very helpful if
they did a top five list or “best of” list.

ASSESSMENT

Things to do:

Harmony Meadows Alpaca

Jester’s Fun Factory

Cox Creek Cellars

Belwood Lake Conservation Area

Places to Eat:

The bicycle Tailor

Desert Rose Café

Elora Gorge Conservation Area

The Shepherd’s Pub

Styll Gallery

Elora Brewing Company

Sweet Distractions

Cork Restaurant

The Mermaid in Elora

Box Social

Rio Bravo Ironworks

The Secret Garden Tea House

Blown Away Glass Studio

The Viking Café

Wellington County Museum and Archives

City Bakery

Elora Centre for the Arts

Union Pizza and Brewing

Explora

Overall Thoughts:

Elora Gourmet Weekends at the Drew House

There are so many things to see and do in the area, and it looks like the
downtowns are quaint and cute with many good food choices. I would make it
a point to come out and visit if I lived close by. I think it would be a fun weekend
getaway to stay in one of the B & Bs and then explore several of the shops and
restaurants. Nothing really stood out to me as a reason to go here other than
there were so many options and it all looked so cute.

Zentangle
Fergus Grand Theatre
Gorge Cinema
The Puzzle Room
Elora Acoustic Café

Wellington North: Arthur, Mount Forest

Grand River Raceway and Slots
Elora Farmers Market

There is a “Visit” page that has links to the History, Leisure & Recreation Guide,
Trails & Tours, a Culture Map, Events Calendar, Festivals & Events Guide, How to
Get Here, Maps, and “Simply Explore…”

Elora Culinary Walking Tour

There is also a link to another website: “Explore Butter Tarts & Buggies.” This
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sounded like fun, so I explored it, and it is a themed “trail” to various farms,
shops and restaurants in the area. This is a great idea! It makes it easy to plan
a day or two’s adventures in the area. The brochure (downloadable) has a
good map, but the rest of the brochure is kind of cluttered. It does have good
information though, and it’s a terrific idea.
The “Culture Map” page is kind of difficult to use, and it seems to include just
about everything in the area.
The events calendar page was blank.
The “Trails & Tours” page included “Explore Butter Tarts & Buggies,” a cycling map
downloadable brochure, a birding trail with downloadable map, and an Arthur
Historic Walking Tour downloadable brochure.
There wasn’t a listing of restaurants.
Overall Thoughts:
Wellington North might be a fun place to explore using the Butter Tarts &
Buggies tour map. I thought that was a great way to sell the area and get visitors
to explore. I suggest adding more pictures of the towns and the area to the
website. Nothing sells like great photography!

Minto: Clifford, Harriston, Palmerston
Minto’s home page is kind of uninteresting, looking kind of corporate. Of course,
it is a “town” website, not just for visitors, but if you added at least one large,
beautiful photo of the area, it would give a better first impression.
There is a “Visitor” page link, and from it, there are more links to:
Butter Tarts & Buggies (again)
Culinary and Agritourism
Getting Here
Heritage & Culture
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Farmers’ Markets
Minto Garden Getaway
Places to Eat
Places to Golf
Places to Stay
With the Culinary and Agritourism link, there is information about TasteReal, a branding initiative that supports the local food economy by offering
authentic taste. So, this is a new branding strategy, but this webpage doesn’t
tell how visitors experience it. Not sure if it’s something special to do, or if it’s
just marketing?
They also include different locations for the farmers market, WildThings
Plant Farm, and Flowers to Fragrance Lavender Farm. There are descriptions,
photos, and links to their websites. This is well done.
Heritage and Culture includes the Palmerston Railway Heritage Museum,
Minto Heritage Gallery, Minto Arts Council, Basement Café Concert Series,
Harriston Town Hall Theatre, Norgan Theatre, and Harriston Historical Society.
There are photos, links, and good information about each of these.
Places to Eat includes a list of eateries organized by village with phone
numbers. Phone numbers by themselves aren’t very helpful for visitors. It
would be good to add a photo, a brief description of the type of food, the
address, and a website link if possible.
Places to Golf includes two places, and provides photos, descriptions,
addresses, and contact information.
Overall Thoughts:
Basically, I thought Minto’s website was good at providing most of the details
and information a visitor would need. It looks like Minto links with Wellington
North for the Butter Tarts & Buggies, which is great. I think it would be fun to
spend a day exploring the “agritourism” attractions in this whole area.
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PRINTED MARKETING MATERIALS

“Very Best Restaurants of Wellington County” brochure

Wellington County Visitor’s Map

• We strongly suggest creating a “Best Of” brochure as described earlier
in this report, featuring your very best restaurants.

We were very relieved when we found this map in a Visitor Centre! It is a bit
cumbersome to use in a car, but actually most maps are. But it made finding
things in the County so much easier!
The opposite side of the map is kind of a “teaser” brochure. It gives a little
information about a variety of things to do and places to see, but not enough
information to help you figure out how to do it. If you could add a little more
detail, it would be helpful–that way people wouldn’t have to go to a variety of
websites to get the details they need.

Guelph Wellington Local Food Map
Taste-Real
This map brochure is also cumbersome because it is so large, and you have to
keep flipping it over to find out what each numbered item is. It does have useful
information, though, and it is arranged logically.
I liked how there were various “Must Taste” items pointed out on the map. That’s
like showing your “Best Ofs” which makes it easier for visitors.

Elora & Fergus Tourism brochure
This is a “teaser” brochure–it has general attractions without the details to help a
visitor actually find and do the activity. If you could promote more specifics with
details, and be less generic and general, it would be more effective.
The small maps of downtown Elora and downtown Fergus are helpful because
they aren’t cumbersome, but they do show enough detail.
Also, there are some great photos in this brochure, but there’s no way to know
where they are taken. Add captions!

A “Best Of” guide can have a dramatic impact on visitor spending. Its purpose is
to promote your “anchor tenants”—those businesses and attractions that your
visitors can’t find closer to home—those you would drive an hour or so to visit.
It’s important that the brochure NOT look like a bunch of ads. Use an advertorial
format; include lots of photos with specific, descriptive text.
Establish criteria to select the very best that you have.
Send the brochure to your residents and provide it to your visitors, so you can
educate both your locals and your visitors about what you have to offer in
Wellington County. Have it available in lodging facilities for every guest.
A “Best Of” guide will bring visitors to those anchor tenants, and while they are in
the area, visitors will go in other shops and restaurants too.

“Trail” brochures
• We strongly suggest creating various “trail” brochures, as described earlier in
this report, each of which has a different focus; for example, you could have a
“Holiday Trail,” which features businesses, shops, and activities that would have a
Christmas focus.
You could have an “Artisan Trail,” which highlights the very best galleries, artisans,
gift shops throughout the county. Another idea is an “adventure” guide, where
you invite people to “step out of their comfort zone” and try something new.
These brochures would include a map to help visitors find the various shops,
stores, galleries, etc. that are being promoted. Just as in the “Very Best
Restaurants of Wellington County” brochure, each business or activity would be
vetted for its quality, uniqueness, hours of operation, curb appeal, etc.
Always promote your anchor tenants, and everyone will benefit. Use great
photography and provide specific information. Jettison the generic from your
marketing!
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Contact Information
Roger Brooks International, Inc.
24654 N. Lake Pleasant Pkwy
Suite 103-487
Peoria, AZ 85383
(206) 241-4770
Email: Kaylene@RogerBrooksTeam.com
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