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OHTO's Approach to Research
1) Primary Research

o County DMO Partnership with RTO6 - Visitor Research Program data

o OHTO stakeholder surveys

2) Secondary Research
o Tourism sector reports (i.e. OTEC, CBRE)

o Ministry of Tourism, Culture & Sports

o Destination Ontario and Destination Canada

3) Results from our programming
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Ontario’s Highlands
Snapshot



Who We Are: 856 Members and Growing!

5Source: OHTO Membership Database, as of Dec. 31, 2023



Who We Are: 1,166 Establishments in the Region

6Source: OHTO Membership Database, as of Dec. 31, 2023



How We Are Performing:
Industry Data



Our Operators Are Feeling Optimistic

• 55% feel their revenue is better or about 
the same compared to 2019

• 37% estimate visitation is slightly better 
than in 2019

• 72% expect their 2024 tourism season to 
be better or about the same

Barriers to Business Success:
1) Labour shortage
2) Lack of visitation/revenue

Priority for Business Investment:
1) Marketing and promotions
2) Recruiting and hiring qualified staff
3) Capital improvements

8Source: OHTO Annual Tourism Stakeholder Business Performance & Sustainability Survey 2023



Our Region is Performing Well:
On the path to surpass pre-pandemic levels
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2022 2019

Hotel Occupancy Rate 52% 57.8%

Short-Term Rental Occupancy Rate 49.2% 48.7%

Hotel Average Daily Rate $143.00 $132.15

Short-Term Rental Daily Rate $259.54 $173.58

Source: Ministry of Tourism, Culture and Sports, Tourism Regional Profile Region 11, 2022 data



Ontario Tourism is on an upward recovery

• Last year some KPIs 
surpassed 2022 levels, but are 
still below 2019

• Border crossings from the US 
market are still low – 
however, experienced growth 
in other markets (China, 
Mexico and Hong Kong)

• $66 billion generated in 
tourism revenue in 2022 
vs. $74 billion in 2019.
o Forecasted to grow tourism revenues to 

$98 billion by 2027.

• 622,000 were employed in 
2022 vs. 721,000 in 2019
o Forecasted to have 297,900+ job 

openings by 2027

10Source: Destination Ontario, Ontario Tourism Industry Health Check, released November 30, 2023



Current state of Canadian Tourism

• Highly competitive global tourism market
• Geopolitical strife and economic uncertainties
• Impact of inflation to continue into 2024 and ease by 2025
• Steadfast travel enthusiasm – consumers prioritize leisure 

travel
• Robust recovery boosts tourism spending

11Source: Destination Canada, Tourism Outlook – Fall 2023 



Inflation isn't a concern for travelers
• 93% of Canadian travelers plan to travel in the next two years.

o 53% want to explore their own province
o 48% will do day trips close to home

• 96% of US travelers plan to travel in the next two years:
o 62% plan to visit Canada

• 71% of Canadian travelers said inflation impacted their travel plans:
o 56% will take fewer trips
o 47% will be seeking better deals
o 32% will plan trips closer to home

• Main reasons for travel: (1) relaxation, (2) change of scenery, (3) seeking new 
experiences, and (4) explore interesting attractions.

12Source: Context Research Group, Tourism & Inflation Study 2023



How We Are Performing:
Visitor Data



Who is visiting our region?
• Top source markets:

o Ottawa

o Toronto

o Kingston

o Hamilton/Mississauga/Oshawa (tie)

o Peterborough

• Source markets remained 
consistent from 2019 to 2022
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• Top 5 Prizm Segments of 
2022 & 2019

Source: Visitor Research via Partnership with Central Counties Tourism Environics Program, February 2023 



What we also know about visitors:
• 3.87 million visitors

o Average age = 49 years old

• $622 million in total spending
• 56% stayed overnight 

o Typically for 2 or 3 nights
o Preference is private homes/cottages

• Majority visit in July – Sep 
(Q3 – 54% of visitors)

• Popular activities:
o Outdoor/sports activity (52%)
o VFR (49%)
o Sightseeing (15%)
o Shopping (15%)
o Food & Beverage (12%)

• Top Expenditures: 
o Accommodation - $252 million
o Food & Beverage - $174 million
o Transportation - $130 million

15Source: Ministry of Tourism, Culture and Sports, Tourism Regional Profile Region 11, 2022 data



Target Audience
• 50/50 split between locals and outside 

source markets
• Ottawa, Toronto, Kingston, and Hamilton
• The Connected Explorer



Ongoing Success In Our Marketing Approach
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• Our consumer newsletter has an open rate of 72%
• Locally Inspired has already resulted in 1,756,104 

impressions on our social media platforms
• Destination Ontario Fall Spotlight Campaign 

(sept/oct) achieved 12,573,286 total impressions

Source: OHTO Marketing KPI Internal Tracking

https://comewander.ca/locally-inspired


Visitor – Marketing Trends

1. Artificial Intelligence (AI)
2. Short-Form Videos
3. Value-Based Marketing
4. Social Media Customer Service



Industry 
Trends



Labour Market Challenges + Opportunities
• Our region experienced a 21% rise in job opportunities from 

2021 to 2022
• Ontario expected to have 11% growth in job demand by 2025 

compared to 2019
• However, the industry voices challenges with recruitment and 

retention – time to transform the recruitment process.

Let's take a look at the Hourly Workforce which largely makes up 
the tourism labour market opportunities...

20Source: Tourism SkillsNet Ontario: Workforce Issues, Opportunities, and Impact, 2nd Edition, October 2023



A Picture of the Hourly Workforce
Accounts for over 60% of the 18 million workers in Canada and is a 
significant part of the tourism industry.
1) Identify which workforce segment you are after:
• Career Discoveries
• The Career Hourly
• The New Canadian
2) Identify career priorities to help focus approach to not only 
recruit, but also retain ideal talent long-term

21Source: FindWRK, A Picture of the Hourly Workforce 2023



A Picture of the Hourly Workforce
3) Understand career structure and mobility by being flexible 
and adapting in your scheduling to enhance recruitment and 
retention
4) Engage your candidates where they are to be better with 
recruitment
• Job search triggers
• Time sensitivity
• Online platforms
• Frustration and ghosting

22Source: FindWRK, A Picture of the Hourly Workforce 2023



Resources available to help



Growth in Sustainable Tourism

• OHTO stakeholders have sustainability at top of mind
o Over 40% plan to enhance their sustainability efforts in 2024

• 40% have a sustainability statement or plan that guides their 
operations
o 40% don't have either a statement or plan, but are interested to have one

• 30% track sustainability performance activities

24Source: OHTO Annual Tourism Stakeholder Business Performance & Sustainability Survey 2023



Our Responsible Tourism Approach
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What does Wander Sustainably look like in 
action?
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How can you Wander Sustainably too?
1. Take the Sustainable Tourism 2030 Pledge and complete 

the FREE Sustainable Score Form with GreenStep Solutions
2. Create an action plan for the year to help you achieve your 

goal(s) and stay accountable
3. Commit the time to learn about sustainable tourism 

practices that interest you
4. Remember, it's about the journey and reaching the 

destination.
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https://www.sustainabletourism2030.com/pledge/
https://www.greensteptourism.com/free-sustainable-tourism-score/


How To Stay 
On Top Of 
Trends



• Subscribe and/or follow the sources we do

• Attend our Expand Your Knowledge webinars

• Register/Login to the OHTO Member Portal

• Read the monthly Highlands Highlight newsletter

• Book a Discovery Call

How To Stay On Top Of Trends

https://ohto.ca/programs-resources/expand-your-knowledge
https://whereabouts.tech/onboarding/ontarios-highlands/members/
https://outlook.office365.com/book/OHTODiscoveryCall@ohto.ca/s/GZzshmO_v0u7o0Ur_IxwDw2


Connect with us
Luisa Sorrentino
Marketing Director
luisa.sorrentino@ohto.ca

Kasey Rogerson
Director of Industry 
Development
kasey.rogerson@ohto.ca

Nicole Whiting
Executive Director
nicole.whiting@ohto.ca

mailto:Luisa.sorrentino@ohto.ca
mailto:kasey.rogerson@ohto.ca
mailto:nicole.whiting@ohto.ca
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