
1

Strategic Plan
2019 – 2022



2

Established as the Oakville Tourism Partnership in 2009, Visit Oakville is a not-for-

profit destination marketing organization (DMO). Visit Oakville is guided by a Board 

of Directors representing the local tourism community, including accommodations, 

attractions, Business Improvement Areas, the Oakville Chamber of Commerce and the 

Town of Oakville. Visit Oakville currently employs two full-time employees, as well as 

seasonal staff. 

About Visit Oakville

Tourism Profile
Situated on Lake Ontario approximately midway between Toronto and Hamilton, 

Oakville offers visitors a unique respite from big-city travel. 

The convenient location, beautiful scenery and historic charm has made Oakville a 

lakeside destination for over a century. With over 1,400 hectares of parkland and 150 

km of trails, Oakville’s green space is only one of the reasons this town attracts 1.5 

million visitors each year. 

Oakville also boasts a strong and active sporting culture with supporting facilities. It 

is home to Glen Abbey Golf Course and Golf Canada, the Oakville Blades and some 

of the largest amateur sports organizations in the country. The Oakville Museum, 

Oakville Galleries and the Oakville Centre for the Performing Arts set the stage for 

those indulging in arts and culture tourism. Those looking for a little action and 

adventure can find fun at attractions like iFLY Toronto, Dave & Busters and Bronte 

Creek Provincial Park. 

Multi-Day events like the RBC Canadian Open, Kerrfest and the TD Songs of Summer 

Festival also draw thousands of people each year. There are currently 10 traditional 

hotels and several bed and breakfasts in Oakville, offering over 1,100 rooms locally. 

Bronte Creek Provincial Park offers seasonal campsites and the Residences at Sheridan 

College provide summer travelers with another accommodation option.

Oakville is home to three vibrant Business Improvement Associations (BIAs) that 

provide a diverse selection of one-of-a-kind shops, restaurants, cafes and historic 

buildings. The town supports a very healthy corporate business community, hosting 

many notable head offices such as Ford Canada, PwC, and Siemens Canada. 

Ranked the Best Place to Live in Canada by MoneySense Magazine in 2018, Oakville is 

known to be a safe, friendly and welcoming town to all those who visit.
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The United Nations World Tourism Organization tells us that the global tourism industry will continue to 

grow at a rate of 4% annually. New markets, cheaper air access, savvy marketing and a growing middle 

class are all high-level factors adding to the continued growth of travel and tourism. Asia and the Pacific 

are the current regions demonstrating the largest expansion in their outbound markets. Another market of 

great interest to destinations globally are millennial travellers, who continue to drive considerable change 

in how travel information is consumed, how travel is purchased and, increasingly, what travel ‘products’ or 

‘experiences’ are being delivered. This trend is dominated by a search for authentic experiences. 

Top spenders 2017 (US$ billion)

Though global in nature, these trends are impacting destinations at every level. Progressive destinations 

are recognizing a need to shift their efforts and, as such, their resources. Destinations who understand the 

tourism product development and delivery models within their regions will be the most successful. 

Industry Trends
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Canada

In 2018:

Ontario

In 2016: 

Tourism by the Numbers

21.1
Million

Arrivals

34.1
Million

Tourism 
Receipts

14.4
Million

Arrivals from the United 
States our largest market

4.3%
Contribution 

to GDP

6.7
Million

Oversea Visitors 
32% of total arrivals 

(all-time high) 

391
Thousand

Tourism Jobs

$102.5
Billion

Generated to 
Economy

186
Thousand
Tourism Related 

Businesses

UK (792k) China (737k)
France (604k) Germany (406k)

Mexico (404k)

Tourism is largest employer 
of young people

23% of workforce aged 15-24

 (source: Destination Canada)

(source: Tourism Industry Association of Ontario)
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What draws visitors to Oakville?

During the summers of 2016-2018, Visit Oakville collected 2,995 visitor surveys. Here’s what they told us: 

For those staying overnight:

71%
Were in Oakville 

for the day

54%
Stay with family 

and friends

42%
Stay in
hotels

3%
Stay in 
B&Bs

96%
were satisfied with 

their visit to Oakville

37% 
visit for pleasure

31% 
visit friends & 
family

21% 
attend an 

event

7% 
business

8% 
shop or dine

*allowed 
multiple 

responses

80% very
16% somewhat
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In the fall of 2018, ahead of the 

implementation of a 4% Municipal 

Accommodations Tax (MAT), Visit Oakville 

acknowledged the need for a revised strategic 

direction for the organization. Visit Oakville’s 

existing strategy was approved by the Board 

of Directors in 2011. Having achieved some 

success despite limited resources since then, 

the anticipated revenue generated by the MAT 

greatly changes Visit Oakville’s resources and 

capacity and creates a considerable opportunity 

to offer greater support to the local tourism 

community as a whole.

The Strategic Business Plan for Visit Oakville 

spans the next three years. Its purpose is to 

guide the organization’s future development 

and core activities as they relate to tourism 

management in Oakville. 

Research and Consultation

Visit Oakville engaged consulting firm Bannikin 

Travel Ltd. to conduct research, facilitate 

industry engagement and work with a Visit 

Oakville steering committee to translate its 

findings into a new strategic plan. The strategy 

was also operationalized into an action plan 

that identifies associated priority initiatives and 

a timeline for implementation/adoption and 

one or more key performance indicators. 

The findings and insights that support this 

strategy and action plan are drawn from 

a comprehensive desk study, stakeholder 

interviews, two phases of workshops with 

industry and community partners and an 

online survey. 

Developing a New Strategy and Action 
Plan – Why Now?
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Vision 

Become the hub for tourism marketing, development and coordination in Oakville. 

Visit Oakville Mission 

To encourage increased value from (and for) the Oakville tourism industry.

The Pillars

Using the insights compiled from each of these aforementioned stakeholder engagements and analyzed 

with a view to the best use of Visit Oakville’s current and potential resources, three pillars were identified 

to guide Visit Oakville’s strategic direction as an organization dedicated to supporting tourism in the town 

of Oakville. The pillars represent high level priority areas upon which the strategy and action plan are 

based, and are organized to allow for a concentrated, focused approach. 

A New Strategy

Marketing & 
Partnerships

Experience
Improvement &

Curation

Tourism 
Advocacy 
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The goal of this pillar is to position Oakville as a distinct destination brand, setting it apart from 

surrounding destinations and attractions.

Visit Oakville benefits from a wealth of resources represented through its partners. By better leveraging 

these resources through a partnership engagement plan, Visit Oakville will better understand its own 

value proposition. A marketing & gap analysis will plot a way forward on a re-imagining of the Visit 

Oakville brand. 

How will we support this pillar? 

Strategic initiatives will focus on enhancing relationships with Oakville’s tourism community to create 

opportunities for collaboration and build a strong Visit Oakville brand.

How will we measure success?

Pillar 1
Marketing & Partnerships

•	 Establish	a	partnership	resource	dedicated			

 to building industry relationships.

•	 Build	a	partnership	plan	aimed	to	engage		 	

 and connect community partners.

•	 Develop	a	new	marketing	plan	based	on	a		

 thorough gap analysis. 

•	 Establish	a	marketing	and	partnership	

advisory group to provide ongoing 

feedback.

•	 Undergo	a	Visit	Oakville	re-brand	that		 	

 better communicates Oakville’s destination  

 value proposition.

•	 Partner	collaboration:	Measure	the	number	

of new or expanded partner initiatives (e.g. 

sports tournaments, meetings, events) 

that contribute to the economic impact of 

tourism locally.

•	 Partner	reporting:	Conduct	an	annual	

partner survey that measures partners’ 

perceived value of Visit Oakville, satisfaction 

and engagement levels. 

•	 Marketing	KPIs:	Identify	marketing	key	

performance indicators (KPIs) and integrate 

those into organizational work plans.

•	 Marketing	analytics:	Track	and	measure	

marketing and communications tactics and 

channels to assess reach, engagement, and 

to guide future marketing decisions.
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The goal of this pillar is to increase the economic impact of tourism by encouraging greater spend and 

longer stays from visitors already attracted by Oakville’s existing infrastructure and environment. 

Oakville is in an enviable position with respect to community assets, particularly in the sporting, arts and 

culture spaces. Existing organizations are bringing groups and events to Oakville and have expressed 

interest in a stronger working relationship with Visit Oakville. By leveraging the first-class facilities and 

events that exist in Oakville, Visit Oakville can play a key role in curating experiences that improve the 

visitor experience while benefiting partner organizations. 

How will we support this pillar?

Strategic initiatives will focus on enhancing the visitor experience through collaboration with and support 

for local tourism-related organizations.

How will we measure success?

Pillar 2
Experience Improvement & Curation

•	 Establish	a	special	projects	resource	

dedicated to understanding the visitor 

experience.

•	 Develop	a	visitor	experience	strategy	that		 	

 identifies opportunities and proactively   

 addresses gaps.

•	 Build	tourism	business	resources	that	allow	

local organizations to capitalize on the 

visitor market.

•	 Curate	visitor	experiences	through	product	

mapping and theme development to 

encourage extended visitor stays.

•	 Launch	a	tourism	investment	fund	that	

encourages the growth of existing or 

creation of new tourism-related attractions 

and events.

•	 Visitor	satisfaction:	Expand	on	the	current	

seasonal visitor survey to capture satisfaction 

data throughout the year and identify any 

trends in visitor feedback.

•	 Length	of	stays:	Work	with	accommodation		

 partners to track average length of    

 overnight stays.

•	 Partner	reporting:	Follow	up	with	partners	

and businesses to evaluate the tourism 

business resources and the outcome of 

theme development. 

•	 Tourism	investment	fund:	Measure	quantity	

of applications. Monitor the success of each 

fund receiver by key performance indicators 

(KPIs) including room nights, additional 

economic impact and legacy building.
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Pillar 2
Experience Improvement & Curation



12

The goal of this pillar is to increase community awareness of Visit Oakville with a view to building greater 

support for the value of the tourism economy in the long-term. 

We know Oakville is a great place to live. For many of the same reasons – its welcoming nature, low crime 

rate, and excellent amenities, to name a few – Oakville is also a great place to visit. However, through the 

consultation process, it was evident that there is limited understanding of the value of the visitor economy. 

Residents of Oakville are vital to the growth of tourism and delivery of a quality visitor experience in town. 

With concerted efforts to involve and engage, our passionate residents could be our greatest ambassadors. 

How will we support this pillar?

Strategic initiatives will focus on increasing awareness around Visit Oakville and the local tourism economy 

through	communication,	engagement	and	identifying	mutually	beneficial	projects.

How will we measure success?

Pillar 3
Tourism Advocacy

•	 Develop	a	community	education	and	

awareness plan that includes outreach and 

engagement elements.

•	 Identify	and	build	relationships	with	

tourism advocates from local business, 

BIAs, resident associations and the Town of 

Oakville.

•	 Schedule	“Tourism	Talks”	to	highlight		 	

 Oakville’s local visitor assets.

•	 Develop	a	capital	investment	strategy	

that identifies and supports the common 

needs of residents and visitors (for example 

wayfinding, bike sharing).

•	 Annual	resident	survey:	Launch	an	annual	

survey that measures community awareness 

of Visit Oakville and the value of the local 

visitor economy. 

•	 Advocate	recruitment:	Measure	the	number	

of new advocates, as well as their level of 

engagement through informal feedback and 

observation.

•	 Resident	engagement:	Measure	attendance	

at	“Tourism	Talks”,	noting	new	and	repeat	

attendees, and collecting feedback at each 

event. 

•	 Deliver	mutually	beneficial	projects:	Work	

with the Town of Oakville and other key 

partners	to	support	capital	projects	that	

are mutually beneficial and contribute to an 

improved visitor environment.
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Pillar 3
Tourism Advocacy
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Results 

A DISTINCT OAKVILLE BRAND 
that communicates unique value and differentiates 

Oakville in the GTA

A VIBRANT PARTNERSHIP 
COMMUNITY that is engaged and 

collaborative

Support for NEW AND GROWING 
EVENTS AND ATTRACTIONS

INCREASED IMPACT ON THE 
LOCAL ECONOMY due to longer and 

more active stays

A focus on INCREASED RESIDENT 
ENGAGEMENT will support advocacy and 

assist in capital decision making

New matching CAPITAL PROJECTS
that benefit both visitors and residents

Oakville will have an improved reputation for an 

EXCELLENT VISITOR EXPERIENCE
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Bronte Business Improvement Area

Bronte Creek Provincial Park

Dave & Buster’s

Downtown Oakville Business Improvement Area

Fairfield Inn by Marriott Toronto Oakville

Glendella Estates

Golf Canada 

Hamilton Halton Brant Regional Tourism Association 

Hilton Garden Inn 

Holiday Inn Oakville Centre

Holiday Inn & Suites Oakville @Bronte

Homewood Suites by Hilton Toronto-Oakville

iFLY Toronto

Kerr Village Business Improvement Area

Monte Carlo Inn Oakville 

Oakville Arts Council

Oakville Centre for the Performing Arts 

Oakville Chamber of Commerce

Oakville Family Ribfest 

Oakville Film Festival 

Oakville Galleries

Oakville Historical Society

Oakville Museum

Oakville Place

Quality Hotel & Suites 

Quality Suites Oakville

Region of Halton

Residence and Conference Centre

Sandman Hotel Oakville

Sheridan College

Skate Oakville

Staybridge Suites Oakville-Burlington

Tourism Burlington

Town of Oakville

Thank you to the many organizations, community partners, and residents who contributed to Visit 

Oakville’s new strategic plan. Your willingness to share your time, insights and ideas is greatly appreciated. 

Key Stakeholders

A special thanks to Hamilton Halton Brant Regional Tourism Association for its financial contribution to 

this project.

Thank You




