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Unpacking the Conversation

• Leveraging Tourism for Growth

• Leveraging Tourism through COVID

• Building Greater Relevancy
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Leveraging Silos

Tourism Promotion Community Econ Development



Identifying Alignment



Creating Community Shared Value



1.
How can tourism 

and economic 
development 

engage to support a 
community’s 

economic health? 



Tourism and Economic Health
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Tourism and Economic Health
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Coordinated messaging through both tourism 
and economic channels for increased 
amplification and engagement.1

• Campaigns and initiatives take a holistic approach
• Both channels can dive into specific expertise 

(tourism = Visitation, Economic = Business)
• Where both channels intersect is quality of life
• Deployment of content can be cross-promoted 
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Case Study: Winnipeg “Winterpeg” Campaign
• Tourism channels focused on things to see and do
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Case Study: Winnipeg “Winterpeg” Campaign
• Economic channels focused on the Winnipeg Advantage
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Owning the data. EDW’s market intelligence 
team has allowed for greater leverage to 
gather data and profile the sector.2

• Better reporting on all sectors (tourism included) can be used 
for advocacy and support

• Outcomes have included attractions feeding us real-time 
visitation data, so we can determine who’s up/down and how 
our activities impact their visitation
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New Website: www.liveinwinnipeg.com

Talent attraction. Effective talent attraction 
relies on economic and tourism to tell the 
whole story.3



2.
How can tourism 

and economic 
development 

partner to help 
communities work 

through COVID? 
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Sharing of technology and infrastructure1
• Virtual tours tool 

redeployed for FDI 
(foreign direct investment) 
and Talent teams
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Help tourism businesses navigate programs2
• Economic business development team 

was redeployed to help businesses 
(including tourism businesses) 
navigate government programs
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Cross promotion of content for supporting 
local businesses3

• EDW has provided input to 
influencer and shape policy 
decisions

• EDW has been an advocate 
for the tourism sector to 
illustrate economic impacts



City Partnership with 
Visit Fort Collins: COVID
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Constant communication and collaboration



City Partnership with 
Visit Fort Collins: COVID
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Constant communication and collaboration



City Partnership with 
Visit Fort Collins: COVID
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Economic Recovery:
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Keep NoCo Open – Regional Campaign



Economic Recovery:
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Keep NoCo Open – Regional Campaign
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Economic Recovery:
Keep NoCo Open – Regional Campaign



Economic Recovery:
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Keep NoCo Open – Regional Campaign



Economic Recovery:
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Keep NoCo Open – Regional Campaign



Economic Recovery:
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Keep NoCo Open – Regional Campaign



Economic Recovery:
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Keep NoCo Open – Regional Campaign



Economic Recovery:
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Keep NoCo Open – Regional Campaign



Economic Recovery:
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Keep NoCo Open – Regional Campaign



Re-assessing Partnerships?

Quantifying value with transformative metrics

?

?

?
?

?

?

?? Join the 
conversation!
www.clarityofplace.com



Outcomes Beyond the Tourism Vertical...

Destination 
Management
Organization

Comparative Set

Soft Infrastructure
E.g. Large festivals, 
Events

Programming based 
alignment

Physical Infrastructure
E.g., Attractions, Venues,
Lodging

Direct benefit 
reporting



Advocacy as the Livable Destination

Comparative Set

Soft Infrastructure
E.g. Large festivals, Events, Culinary and 
“Liquid Assets,” Retail, Higher Education, 
Healthcare – Quality of Place

Physical Infrastructure
E.g., Attractions, Venues, Lodging, Airports, 
Walkability, Office space, Utilities

Market 
Performance

Residents
Use and 
appreciation 
of impacts

Destination Management Organization

Tourism Vertical Destination Ecosystem

Providing benefit 
and strategic 

interaction with 
Municipal partners 

and economic 
development

creates a more 
livable destination.

Priority-based 
outcomes

Direct benefit 
reporting

Transformational-
based
outcomes



Relationships Drive Livable Destinations

Look beyond tourism-specific strategies and metrics
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