
City of Barrie Economic Development Committee

Presentation by Regional Tourism Organization 7  ::  May 2, 2012

— Region 7 Branding
— Interdependency



Background

• The “Sorbara Report” (2009) recommended a regional 
approach based on industry led organizations who would 
“bring together stakeholders... to oversee the 
development of new products, and to identify and define 
unique experiences offered by the region…”

May 2012 :: Slide City of Barrie1

www.mtc.gov.on.ca/en/regions

http://www.mtc.gov.on.ca/en/regions


RTO mandate

• 13 regions created 2010
• RTOs are funded by the province and accountable to the 

Ministry of Tourism, Culture and Sport for leading 
strategic initiatives to build tourism in four key areas:
• Marketing
• Tourism product development
• Workforce development
• Investment attraction
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About RTO7

• Incorporated December 2010
• Industry-led board

• Vision for BruceGreySimcoe:
• “To be Ontario’s four season destination of choice”

• 2012/13 funding: $2.143 million
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Why brand?
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Process

Phase 1: discovery
Research analysis, identity 
audit, competitive analysis, 
stakeholder interviews, 
workshops
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Phase 2: benefit testing
Consumer focus groups
Stakeholder focus groups

• Aug 2011 to Jan 2012
• Independent branding/marketing agency



The essence
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BruceGreySimcoe
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“BruceGreySimcoe is a region characterized by big sky, big 
land and big water. In one elegant brush stroke, the logo 
captures both the surge of a sun-dappled wave, and the 
dramatic sweep of topography over the escarpment. The play 
of colours within the wave reflects the changing seasons, 
trailing off in a spray of icy blue.

The name, BruceGreySimcoe, anchors the logo in lines that 
are simple, clean and friendly. Together, the graphic and 
typography create a fresh, vibrant image with timeless appeal.” 

- BruceGreySimcoe Brand Guidelines

www.rto7.ca

http://www.mtc.gov.on.ca/en/regions


The travel purchase funnel
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Awareness

Familiarity

Opinion

Consideration

Purchase

Interest

Loyalty

Dreaming

Planning

Sale

Advocacy

The Internet is the #1 
source of information for  
travel planning

– Google 

86% of Canadians have 
Internet access (95%  
under age 55) 

– Ipsos Reid



Interdependency
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Dreaming

Sale

Planning

Advocacy

The regional brand lives 
here. Targeted marketing 
interests and motivates 
consumer at beginning of 
the decision cycle

This space belongs to 
DMOs, tourism 
organizations and 
operators. It’s their job to 
inform, persuade and 
ultimately close the sale –
and ensure a visitor 
experience that will result 
in return visits

Beyond marketing, 
RTO7’s role is to provide 
support to stakeholders, 
in the form of strategic 
and collaborative 
leadership, that will 
enhance and sustainably 
grow tourism across the 
region



Thank you
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Industry: www.rto7.ca
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