TOWN OF FORT FRANCES

AGENDA - May 25, 2020

MEETING - Council Chambers , Civic Centre

Page
1. COUNCIL MEETING
(Session No. 041) to immediately follow the Committee of the Whole
1.1  Call to Order
1.2 Prayer Silent Meditation
1.3 Non-agenda items identified to be considered later in this meeting
1.4 Disclosure of pecuniary interest and the general nature thereof.
2. Delegations/Deputations:
2.1  HTFC Planning & Design presentation re: Shevlin Woodyard 3-30
Redevelopment and Gateway to Fort Frances Revitalization
2.2 Tourism Development and Marketing Plan presented by T. Drysdale, 31-
Economic Development Consultant 103
2.3 Public Meeting: Zoning Amendment & Official Plan Amendment 104
(814/820 Scaott Street)
3. Consent Agenda:
3.1 Items Referred from Committee of the Whole
3.2  Letter dated May 14, 2020 from KJ Bliss, Rainy River Veterinary 105
Service Committee re: Vet Assistance Trust Fund fees
- will be referred to the Administration & Finance Executive
Committee for recommendation.
4. Approval of Council Minutes: *
4.1  Session No. 040 dated May 11, 2020
5. Approval of Committee of the Whole Minutes: *
5.1  Session No. 041 dated May 11, 2020
6. Resolutions from tonight's Committee meeting
7. Information Correspondence:
7.1  AMO Communications - AMO Watchfile dated May 21, 2020 106 -
108
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Regular Council Meeting - 25 May 2020

10.
11.
12.

7.2 Municipality of Callander resolution re: support Conservation
Authorities

7.3 Town of Fort Erie resolution re: Canada/US Border Crossings -
Essential Traffic Only - COVID-19

7.4 Town of Grimshy resolution re: Commercial Rent Assistance Program

7.5  City of Cambridge resolution re: Provincial Funding for Rehabilitation
Facilities

7.6 City of Kitchener resolution re: Universal Basic Income

Minutes:

8.1  Committee of Adjustment - December 19, 2019

8.2  Planning & Development Executive Committee - February 3, 2020

Non-agenda ltems

ADJOURNMENT

* Previously distributed to Council

** |tems can be viewed by contacting the Clerk
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/“HTFC

PLANNING & DESIGN

Town of Fort Frances

Shevlin Wood Yard
Redevelopment and

Gateway to Fort
Frances Revitalization

¢,
Town of Fort Frances

= Shevlin Wood Yard and Gateway to Fort Frances
FORTFRANCES Redevelopment Plan
BOUNDLESS
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Team

Doug Brown Town of Fort Frances
Cody Vangel Steering Committee
Travis Rob

Jordan Forbes
Tannis Drysdale
Aaron Bisson

Glen Manning HTFC Planning & Design
Maureen Krauss

Jeff Frank

Jeffery Badger CSB Management

Cliff Carriere Salteaux Engineering

¢,
Town of Fort Frances

Shevlin Wood Yard and Gateway to Fort Frances
FORTFRANCES Redevelopment Plan
BOUNDLESS
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Project Overview

Major Goals

serve local and tourist markets
improve quality of life
add to municipal tax base

foster and support the right kind of development

fit with local culture and townscape

¥

Town of Fort Frances

FORTFRANCES

BOUNDLESS

Shevlin Wood Yard and Gateway to Fort Frances
Redevelopment Plan
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PLAN DEVELOPMENT

FEBRUARY 12,2020

PUBLIC WORKSHORP |
VISIONING

ONLINE SURVEY
Il

MAY, 2020
DESIGN TEAM DESIGN TEAM PUBLIC WORKSHOP 2
PRELIMINARY

SYNTHESIZE REVIEW & RANK

DEVELOPMENT
INFORMATION SCENARIOS PREFERENCES

ONLINE SURVEY

JULY; 2020
DESIGN TEAM
DRAFT PUBLIC
REDEVELOPMENT OPEN HOUSE
AN

s REDEVELOPMENT

Sheviin Wood Yard and G Tow?: of FOE Frances

evlin Wood Yard and Gateway to Fort Frances

FORTFRANCES Redevelopment Plan
BOUNDLESS
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FORTFRANCES

Background

The Town of Fort Frances is the process of
developing two unique plans: a land use plan for
the redevelopment of the former Shevlin Wood
Yard site and a conceptual design for a new
compelling gateway at the international border
to help draw visitors to Rainy Lake Square,
downtown, and other attractions.

This initiative has been prompted by the need
to identify opportunities for development that
engage and reflect community aspirations as
well as maximize economic opportunities for the
sites. In doing so, the plans will help guide and
direct future investments and implementation
that support community well-being and
economic prosperity.

A public engagement and communication
strategy was developed to support this project.
One of the engagement goals is to hear from
residents, businesses and organizations to gain a
better understanding of the community's values
and priorities for renewal and investment.

A Visioning Session was held with key
stakeholders with representatives from
organizations in health, education, social
services, seniors, tourism, business, local
governments, and the public. To gain broader
public input, an on-line survey was developed

4

BOUNDLESS

that followed closely the fopics and questioning
presented at the Visioning Session. Over a

course of three weeks nearly 700 r .

i E

shared their ideas and priorities for each site.

This is a remarkable response rate and a big
thank you is extended to all who took time to
participate and contribute over 1,400 unique
comments. Input from both of these activities

will help shape the preliminary design concepts

and land uses that will be shared with the public

in the next phase of the project.

92T J0 g abed

FORTFRANCES
BOUNDLESS
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9

February 12, 2020
6:30 - 8:30 PM

Activities

Public Visioning
Session

La Place Rendez-Vous

February 26 -
March 16, 2020

Public Survey

Approximately 50
attendees

698 respondents

In general, what does Fort Fr

ponder

Splash Pad

39% of respondents soid one of their top
community needs wos o splash pad

" y
Fort Frances would benefit

from a place for tourists passing
through to stop and enjoy... giving

tourists o greater incentive to
stop and spend more time in our
beautiful town.

ances need?

neir P Tive mmunity ne

Amusement Facilities

Tourist Amenities
- ne of the

o of y

munity needs w community

Seniors’ Assisted
Housing

Affordable Rental
Housing

of their top

seniors

Town of Fort Frances

Shevlin Wood Yard and Gateway to Fort Frances
Redevelopment Plan
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FORTFRANCE
BOUNDLESS
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Gateway to
* Fort Frances

Town of Fort Frances
Shevlin Wood Yard and Gateway to Fort Frances

Redevelopment Plan
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Gateway to Fort Frances - What We Heard

* Improved visitor information and guidance
 Enhanced appearance and sense of identity
 More greenspace and trees

* More parking options

e (Clear, rational vehicle and pedestrian circulation
* Year-round vibrancy

* More enticement to stop and shop

e Better access to amenities like public washrooms

* Improved exit experience at the border crossing

¢,
Town of Fort Frances

Shevlin Wood Yard and Gateway to Fort Frances
FORTFRANCES Redevelopment Plan
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Gateway to Fort Frances — Entry Experience
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6 - ) Pedestrian Links

Canada Customs

Secondary Inspections

Mowat St. first impressions
Potential pedestrian access to
Rainy Lake Square and Scott St.
Nursing Station site

Rainy Lake Square and
Fort Frances Museum

Old Tourist Info Centre - now
listed as surplus

LAP Building

Potential access to building 20 and
Dawson Canal

LCBO

Potential trailer parking
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Shevlin Wood Yard and Gateway to Fort Frances
Redevelopment Plan
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Gateway to Fort Frances — Exit Experience

\,.J mmm‘mw g ::;m.tg BT

= ) (e

GO 0 PR
T $. B ]
'ﬁﬁi'ﬂi Q

"'/ (turn around : .
/// atu,glrume @ ///,,‘ ,", =8

’?/"/

LEGEND

'%é Key Wayfinding Decision Points

— —) Potential Site Access Points
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Bridge to USA

Look at simplifying travel pattern using
one way streets and identifying
queuing/staging lanes on Central Ave.

Potential Queue Trailer Parking Area

Enhance pedestrian access to
Rainy Lake Square and Scott St.

Redeveloped Nursing Station Site

Rainy Lake Square and
Fort Frances Museum

Potential increased landscape and
sidewalk area west of Central Ave.
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Gateway to Fort Frances — Concept Elements
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Intersection Improvements
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" % . '.,7 ‘ * Wayfinding information

smos | 9 < @==2us) Enhanced pedestrian route

) Revised traffic flow

- Parking/ roadway revisions
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- Streetscape/ open space revisions
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Gateway to Fort Frances — Concept Sketch

_—m Town of Fort Frances
FORTFRANCES Shevlin Wood Yard and Gateway to Fort Frances
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Gateway to Fort Frances — Pedestrian Route

_—m Town of Fort Frances
FORTFRANCES Shevlin Wood Yard and Gateway to Fort Frances
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Shevlin Wood Yard
* Redevelopment

Town of Fort Frances
Shevlin Wood Yard and Gateway to Fort Frances

Redevelopment Plan
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Shevlin Wood Yard Redevelopment - What We Heard

* Housing of mixed income and tenure

e Assisted living; a full spectrum of living options

e Economic development and employment opportunities
e Recreation offerings such as water play pad

* Path/sidewalk connections to other areas, attractions

e Restaurants, hotel, a brewery or distillery

92T 40 8T afed
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Shevlin Wood Yard Redevelopment - What We Heard

* A place to celebrate culture and heritage
* Year-round family attractions
* Businesses serving boaters, marina, rentals and tours

* A central gathering event space for community and
tourists

 Views and access to the waterfront
* Expand marina
Move truck traffic off Front St.

92T 40 6T 3bed
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Shevlin Wood Yard Redevelopment — Analysis

LEGEND

Key Wayfinding Decision Points
— —) Potential Site Access Points

‘ o ’ Pedestrian Links

= = = =  Approximate Property Boundary
====3 Drainage

Areas of Potential
t...s Contaminating Activities

<J— View
/ ? 0 Retain Boat Launch

5 e P | B P e @ Warina Parking I Festival Site
///gf//‘ /-/- / b 7 i ‘ L SR i . f: e Lookout Tower

‘;4' 7 == = ] p o Hallet Tugboat Display

@ Residential Neighborhood
e New Condo Development
e Arena & Library Complex

Church & Scott St. Link to Gateway
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Shevlin Wood Yard Redevelopment — Option 1
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Future waterfront commercial

U
(gMARINA COMMERCIAL RESIDENTIAL OPEN SPACE
D
no 1 Existing road and parking (temp. event tent) 6 Brew pub with patio 0 Townhomes (compatible with single family dwellings) @ Linear park trail, trees, and stormwater bioswale
:2 New pull through truck & trailer (30 stalls) ° Conference facilities with patio e Garden apartments (+32 units - 2 storey) 0 Crosswalk to Rec Centre
: 3 Marina displays 0 60 room conference hotel Q Apartment building (4 storey) Community park space:
- layground, spraypark, garden
I&J 4 Expand marina - larger slips e Parking ° Apartments (3 storey) playg praypark, g
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Shevlin Wood Yard Redevelopment — Option 2
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COMMERCIAL RESIDENTIAL OPEN SPACE
I\.ﬁ  Existing road and parking (temp. event tent) o Brew pub with patio @ Townhomes (compatible with single family dwellings) @ Linear park trail, trees, and stormwater bioswale
OR New pull through truck & trailer (+30 stalls) o Conference facilities with patio m Garden apartments (+32 units - 2 storey) @ Crosswalk to Rec Centre
:ﬁ;,} Marina displays 0 80 room:conterence Fiobsl @ Apartment building (4 storey) @ Pedestrian/ bicycle linkage to Downtown & Gateway
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8% Overflow parking e Future waterfront commercial G Future 2 storey garden apartments/ townhomes @ Community garden plots
development site (Garden plots in interim)
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Next Steps

Community Input

Webinar May 26 and May 27/, online survey

Finalize Preferred Option and Business Case
Servicing Options
Business Plan Refinement

Cost Estimate and Implementation Plan

Community Input

Online Open House - July

Final Report — end of summer

¥

FORTFRANCES
BOUNDLESS

Town of Fort Frances
Shevlin Wood Yard and Gateway to Fort Frances

Redevelopment Plan
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Background

The Town of Fort Frances is the process of
developing two unique plans: a land use plan for
the redevelopment of the former Shevlin Wood
Yard site and a conceptual design for a new
compelling gateway at the international border
to help draw visitors to Rainy Lake Square,
downtown, and other attractions.

This initiative has been prompted by the need

to identify opportunities for development that
engage and reflect community aspirations as
well as maximize economic opportunities for the
sites. In doing so, the plans will help guide and
direct future investments and implementation
that support community well-being and
economic prosperity.

A public engagement and communication
strategy was developed to support this project.
One of the engagement goals is to hear from
residents, businesses and organizations to gain a
better understanding of the community’s values
and priorities for renewal and investment.

A Visioning Session was held with key
stakeholders with representatives from
organizations in health, education, social
services, seniors, tourism, business, locall
governments, and the public. To gain broader
public input, an on-line survey was developed
that followed closely the topics and questioning
presented at the Visioning Session. Over a
course of three weeks nearly 700 respondents
shared their ideas and priorities for each site.
This is a remarkable response rate and a big
thank you is extended to all who took time to
participate and contribute over 1,400 unique
comments. Input from both of these activities
will help shape the preliminary design concepts
and land uses that will be shared with the public
in the next phase of the project.

Photo: Fort Frances Times

AGENDA ITEM #2.1

Engagement Activities

Date
February 12, 2020
6:30 - 8:30 PM

La Place Rendez-Vous

February 26 -
March 16, 2020

Activity Details

Public Visioning  Approximately 50
Session attendees

Public Survey 698 respondents

Page 24 of 126



g Community Report
Fort Frances Shevlin Wood Yard &

FORT FRANCES Gateway to Rainy Lake Square
BOUNDLESS Redevelopment Plan

Survey participants were asked about what in general is lacking or missing

Su rvey: Key Findings in Fort Frances that they think the community needs. Responses were

Community Needs

cross-referenced against age demographics to identify tfrends. Generally,
participants below 45 years of age (56% of respondents) identified more

entertainment and recreation needs along with tourism and small retail /
restaurant businesses, while those greater than 45 years of age (44% of
respondents) identified a variety of housing needs, tourist amenities, and

medical needs as top priorities.

In general, what does Fort Frances need?
Respondents were asked to select their top five community needs.

Splash Pad Amusement Facilities
39% of respondents said one of their top 37% of respondents said one of their
community needs was a splash pad top community needs was additional

amusement facilities

! Fort Frances would benefit Affordable Rental
from a place for tourists passing

through to stop and enjoy... giving HOUSing

tourists a greater incentive to
stop and spend more time in our

30% of respondents said one of their top
" community needs was affordable rental

beautiful town. housi
ousing

Tourist Amenities

35% of respondents said one of their top
community needs was additional tourist
amenities

Seniors’ Assisted
Housing

33% of respondents said one of their top
community needs was additional seniors’
assisted housing

Photo: Fort Frances Times

fortfrances.ca o o
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FORT FRANCES
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Survey: Key Findings
Gateway to Rainy Lake
Square

Top Opportunities

for Fort Frances Gateway

Survey respondents were asked to select their top 3
opportunities to make the Gateway experience into
and out of Fort Frances more inviting and helpful for
visitors

Promotion Clearer Welcoming

of tourist wayfinding ~ signage and

attractions branding
and

amenities

Current Perceptions for

Fort Frances Gateway

Survey respondents were asked what impressions
they thought travellers entering Fort Frances from the
United States have about the Gateway as it is.

There is a strong indication (80% of respondents)
that the impression is uninviting. To expand on this,
participants were asked to identify from a list and in
open comments, some of the best opportunities to
make the entire Gateway experience into and out of
Fort Frances more pleasant and helpful for visitors.

Community Report
Fort Frances Shevlin Wood Yard &

Gateway to Rainy Lake Square
Redevelopment Plan

Survey participants were asked about the impressions for travellers
entering Fort Frances from the United States and ideas for improvements.

Opportunities for

Fort Frances Gateway

Survey respondents were asked if they had any ideas to improve
the Gateway to Market Square.

Need to provide the basics -
washrooms, parking, but also need to
be inviting and attractive. What can
Fort Frances offer to make them want

to stop and stay? 7’

11

More greenery, local art,
and signage can really add to
the aesthetic and give a more

meaningful first impression.

Many respondents commented that the biggest influence is
the mill site, which sets a particular tone for visitors entering
town. However, beyond the mill site, other ways to create a
better introduction to Fort Frances and what it has to offer
included the promotion of tourist attractions and amenities,
beautification improvements such as street trees, greenspace,
infrastructure improvements to increase parking, vehicle and
pedestrian circulation, and visitor comfort and safety.



7 Community Report
Fort Frances Shevlin Wood Yard &

FORTFRANCES Gateway to Rainy Lake Square
BOUNDLESS Redevelopment Plan

Su rvey: Key Findings To ensurlf Zombmu:i’ryhvcilues are reflec;’r;d .inf’rhis Tﬁ:nr;i.ng, I_OGTCiPIGnTS
. were asked about what were some of their top objectives in developing
Shevlin Wood Yard

the former Shevlin Wood Yard site as well as the types of land uses they
thought to be most suitable.

Top Land Uses for Shevlin
Woodyard

Respondents were asked to
identify their top 3 most suitable
types of land uses for the Shevlin Tourism Green Residential /
Wood Yard site Space Recreational

Top Social Objectives
Respondents were asked to
identify their top 3 most important
social objectives to consider in

the redevelopment of the Shevlin Features that Inclusive Features for
Wood Yard site. inspire activity facilities both tourists and
for all ages local residents

Top Environmental
Objectives

Respondents were asked to
identify their top 3 most important

environmental objectives to Design for Opportunities for Natural spaces
consider in the redevelopment of comfort beautiful views for biodiversity
the Shevlin Wood Yard site. and habitat

Top Economic Objectives
Respondents were asked to
identify their top 3 most important
economic objectives to consider in
the redevelopment of the Shevlin

Wood Yard site Attracting Flexible & Engoging
' investment qupfqb|e porfnershlps
infrastructure with
community
groups

fortfrances.ca o o 4
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Fort Frances Shevlin Wood Yard &

FORTFRANCES Gateway to Rainy Lake Square
BOUNDLESS Redevelopment Plan

Survey Respondents by area

Survey respondents were mapped according to postal codes. Darkest areas represent largest number of survey
participants. 54 of 683 survey respondents live in the P9A 3M3 postal code area and are attributed to one postal
service location indicated by the dark circle at the top right corner of the map.

Sources: Esri, HERE, Garmin, FAO, NOAA, USGS, © OpenStreetMap
contributors, and the GIS User Community

Demographics of respondents

Which category best describes your age? Do you have children at home - or regularly care for children -
who are younger than 18 years?

75+ Under 18

25-34

0%  10% 20% 30% 40% b0% 60% T0% 80% 90% 100%
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FORTFRANCES Gateway to Rainy Lake Square
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A Visioning Session offered the opportunity for representatives from community stakeholder
groups to share their values and vision for a renewed gateway to Fort Frances and a
redeveloped waterfront at the Shevlin Wood Yard site. Participants at the Visioning Session
provided input by identifying gaps and needs within the community and discussed how

the two redevelopment plans can be an agent for economic development and broader
community well- being. The format of the Visioning Session was an introductory presentation
on the project sites followed by a series of focused table conversations and mapping of
opportunities and challenges.

Visioning Session:
Key Findings

Stakeholders were asked what would * Improved visitor information and guidance for where to eat & shop
be some indicators of success of a *+  Attractive and welcoming signage

revitalized gateway experience into Fort +  Greenspace with trees

Frances. Responses included a range +  Opportunities for sustainable ways to move around town

of improvements for both tourists and + Improved parking especially for larger vehicles with trailers

residents such as: + A memorable landmark or attraction

« Great events to attract and retain people for more than a day

* Year round vibrancy with pedestrians and street life

+  Great technology that assist ‘smart’ cities for living better while
respecting our environment

*  Ensure the exit experience at the international border is as good as the
enfrance experience

Participants were also asked about what
would be some indicators of a successful

Pathways and pedestrian access to the library and other Town amenities
Family focus development to draw in families to live here

development for the former Shevlin * Recreation offerings such as a water play pad or modern indoor multi-
Wood Yard site. Greater emphases on use facility
community needs were expressed for this + Housing of a mixed income and tenure

site, mixed with attractions to be enjoyed .
by both residents and tourists.

A lifestyle community such as small homes with focus on sustainable
living

« Assisted living that offers a full spectrum of living options

*  Year-round family attraction with things to do

e Businesses that cater to boaters, marina, boat rentals and tours

* Restaurants, hotel, brewery, and casino

+ Economic development with employment opportunities and expanded

tax base
11 A
We need a place *Oﬁq*her in Canada « Central attraction and gathering event place for the community and
after using the river/Take for boating/ )
fishing/snowmobiling that is close and fourists

convenient . . . without having to go . ; g
downtown and fight for porkingg Spgce A place to celebrate culture and heritage such as logging industry and

. . . casual and comfortable bars and the river
restaurants 44

fortfrances.ca o o 6
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Next Steps...

At the time of this report writing, the Town of Fort Frances
and consultant team are investigating contingency options
to provide opportunities for for continued stakeholder and
public engagement during the COVID-19 pandemic. While
in-person events may not be possible in the near future
we encourage you to please check the Town website and

Facebook regularly and sign up to receive project updates.

Questions or Comments? Contact:
Cody Vangel

Town of Fort Frances
cvangelefortfrances.ca

807-274-5323

fortfrances.ca

fortfrances.ca o o
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Tourism Study

A study was completed by Rynic Consulting to create a multi-year

tourism marketing plan. The study was carried out through the winter
of 2020.

A copy of this report has been provided to council.

C'¢# INJLI VANIOV



92T 40 €€ abed

Why Tourism?

* Tourism sector development in Fort Frances is a key diversification

strategy amidst a repositioning of the Fort Frances economy post-mill
closure.

e Quality of place is a direct bridge between tourism and economic
development. Both locals and visitors appreciate “town beautiful”.

* Fort Frances deserves to be a place people want to visit, relocate to,
and invest in. This plan delivers each of a Product Development
Roadmap and a Tactical Plan to achieve this

C'¢# INJLI VANIOV
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A Plan for Both The Short and Long Term

Occupancy Rate - Fort Frances (2019)

89%

85%

87%

s0

The unique characteristics of tourism in Fort
Frances, including significant drive-through traffic to
NW Ontario, remote location vis a vis major urban
centers, and border location drive the need for:

a) A new production option positioned for the
future and longer term that can attract folks
from distance given product uniqueness and
greater distance traveled are directly
correlated;

b) More “scrappy” tourism tactics that take
advantage of current tourism patterns;

c) Creation of niche draws that leverage what Fort
Frances has and can do.

Content of this Plan is focused on driving overnight
stays and high occupancy rates.

C'¢# INJLI VANIOV



Tourism
Development Plan
and Marketing
Objectives
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1. Nurture experiences

* “Afishianado”- Enhance Rainy Lake as an angling
destination

* “Forageur”- Develop learn-to guided food
experiences

C'¢# INJLI VANIOV
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2. Drive Accommodation Occupancy Rates

* Winter- Angling on rainy lake
*1-2 shoulder season sport tournaments
* A 30 hours-3 day stay 'n play market
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3. Nurture the Supporting
Atmosphere...Connect the Dots

* Foodie experiences
* Product-thematic events
 Craft/maker retail premises

* Beautification of Scott Street/town entrances/main street/Trans
Canada

* Wayfinding/direction to water
* Shevlin/expanded marina
* Trail/water rentals

C'¢# INJLI VANIOV
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4. Sell Fort Frances

* Establish marketing foundations
* Develop core product creative direction

* Implement core product marketing/advertising
program

* Establish a 30 minutes stop, shop, and go market

C'¢# INJLI VANIOV



First Steps
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Product Development

e Use Air BnB Experiences to create local packages

* Use various platforms to encourage locals develop ideas for
Fort Frances experiences

C'¢# INJLI VANIOV
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Website Development

* Establish an effective digital website presence to anchor/support all
promotional tactics

* Active blogging

* Anchor content, dynamic

* Have request for proposal ready for June 2020

* Have website established summer of 2020 to prepare for 2021 season

C'¢# INJLI VANIOV



92T 40 £f abed

Digital Media Library

* Develop a digital library of community marketing assets
related to various experiences.

* |[dentify content writers to develop stories and articles that

convey the Fort Frances angling experience for publishing on
destination website.

* Create a content marketing calendar.

C'¢# INJLI VANIOV
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COVID-19 Recovery Program

* Timeline for recovery, border reopening, etc. is
unknown.

* Deliver a campaign that will accelerate recovery of

notel occupancy rates once public health orders have
oeen eased (estimated June).

* Incentivize an appeal to past customers for a return
visit .
* Geotarget tourists at border crossing

C'¢# INJLI VANIOV
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Saving for Investment

* Funds to support tourism infrastructure partnerships with the Town
or other community initiatives

 Savings to support a 2021 ‘Next Steps’ plan with reduced MAT
funding as a result of COVID-19 closures
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Targeted Digital Ads

* Ads for various aspects of tourism development will be
grouped by type: angling supplies, therapy shopping,
restaurants, etc. or by distinctive stop, shop, and roll

groupings (e.g. one gas station, one restaurant, one
retailer per promo).

C'¢# INJLI VANIOV



Expand Social Media Presence

* Build an engaged social media following on Facebook and Instagram.

e Ensure a constant and active feed to social networks of new content and stories
about Fort Frances angling opportunities.

* Use social media platforms to generate traffic to the website fishrainylake.ca

* Facebook: core social page, use it for communication and traffic management to
destination website

* Instagram: brand awareness, visual platform, use ads to drive to packages

92T 40 81 abed
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Create Stay n’ Play Packages

Examples include:

1) Trails based (ski/snowshoe/hike/bike/snowmobile/ebike)- Manion
Lake (72 km east), Rainy Lake Nordic Ski Club: Trail-based activities are
good day-long activities with retreat to urban comforts in evenings. As

opposed to boating, most people have access to equipment they already
owh and use.

2) Heron Landing Golf Course: Interest in overnight golf course stay ‘n play
is correlated with golf course quality. A “Top 10” will have much stronger
overnight-related stay interest than a typical course. Priority should be
Heron Landing golf course on Couchiching First Nation, which was
selected as top new course in Ontario when it opened.

C'¢# INJLI VANIOV
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Every town has a story... \\ & \»
Welcome to ours. MBS U g

Fort Frances — nature in the raw.

BOUNDLESS

TOURISM DEVELOPMENT
AND
MARKETING PLAN

MARCH 2020
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A Tourism Development and Marketing Plan identifies a vision for tourism development, and a set
of objectives and actions designed to work toward that vision. It establishes a focus for current and
future tourism development activities.

A key challenge for Fort Frances is that it has always been a drive-through community for anglers
on the way to somewhere...north. With 500K annual crossings at the international border, this is a
lot of drive-through traffic.

Fort Frances’ tourism vision is threefold:

1) We have more fully stepped toward greater presence of a primary NW Ontario product — angling
- with better leverage of Rainy Lake.

2) We have developed a new and distinctive learn-to...fish/hunt/forage/track/cook market targeted
at millennials and gen-younger Cultural Explorers (EQ Profile: 9% of US market, 12% of global
market, 12% of Canadian market). This product exists elsewhere. We are the first to put this together
in an integrated offering, driven by entrepreneurial guides, supported by online
booking/marketing.

3) Pragmatically, simple low-on-the-ladder objectives help capture more tourism dollars:

e The 30 Minute Stop, Shop and Go Market
o The 30 Hrs-3 Days Stay ‘n Play Market

Functionally, there’s enabling strategy and actions that nurture stays and longer stays via elevation
of quality of experience:

¢ Enhanced Accommodation Experiences

» Placemaking — a “Beautiful Fort Frances” initiative with targeted actions of benefit to both
tourists and Fort Frances residents (and extended economic development strategy via
attraction of creators, entrepreneurs and footloose workforce attracted to a Fort Frances
value proposition).

To create the Plan, two workshops were held with tourism industry stakeholders, supplemented
by and asset inventory, and further independent research conducted by Rynic. An Asset
Inventory/Gap analysis and Workshop Highlights that informed strategic direction in this Plan is
included in Appendix A.

Four goals accelerate focused product development, undertake target marketing, and address
cornerstone tourism development challenges:

1) Nurture Signature Destination Product Experiences

« “Afishianado” — Rainy Lakes Angling
e “Forageur” — Guided Learn-To Food Experiences

2) Drive Accommodation Occupancy Rates

e  Winter — Angling on Rainy Lake

e 1-2 Shoulder Season Sport Tournaments
e Yurts

e Sunny Cove

e A 30 Hrs-3 Days Stay ‘n Play Market

é 2
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3) Nurture the Supporting Atmosphere for Tourism Growth...Connect Dots

e Expand Foodie Experiences

¢ Introduce Product-Thematic Events

e Advocate for Craft/Maker Retail Premises

e Beautification of Scott Street/Town Entrances/Trans Canada

e Establish Wayfinding/Pageantry Program (Direction to Key Amenities/Water)
e Embrace Shevlin/Expanded Marina Destination Opportunity

* Expand Recreation Equipment Rentals

4) Sell Fort Frances

e Establish Marketing Foundations
» Develop Core Product Creative Direction
* Implement Core Product Marketing/Advertising Program

e Establish a 30 Minute Stop, Shop and Go Market ~ Get People to Stop on Way to
Somewhere/Back From (including close-in International Falls market)

A Plan For Both The Short and Long Term

The unique characteristics of tourism in Fort Frances, including significant drive-through traffic to
NW Ontario, remote location vis a vis major urban centres, and border location drive the need for:
a) a new product option positioned for the future and longer term that can attract folks from
distance given product uniqueness and greater distance traveled are directly correlated; b) more
“scrappy” tourism tactics that take advantage of current tourism patterns; c) creation of niche draws
that leverage what Fort Frances has and can do.

Content of this Plan is 7y T
focused on driving e
overnight stays and
higher occupancy
rates, particularly in the
shoulder and winter
season given current
high summer
occupancy rates.
Overnight stays result
in higher consumer
spending and a more
prosperous
accommodation sector.
Therefore, in a world of
available options, this
Plan focuses on best
ROI.

This Plan works to overcome key pitfalls inherent in destination development and management
with its inclusion of both product development pathways and a three-year tactical action and
marketing plan: 1) Heads in beds focus on short term marketing that neglects bigger picture
product and place development. Fort Frances needs to create a bigger pie vs simply compete for
the same-size pie; 2) Creating geographic borders. Fort Frances needs to do our part to promote
the core product angling industry that is NW Ontario-wide. Fort Frances needs to participate in
regional and provincial initiatives.

FORTFRANCES

BOUNDLESS
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Why Tourism?

Tourism generates 4.1% of provincial GDP and 5.5% of provincial employment (Src:
http://www.mtc.gov.on.ca/en/research/quick_facts/facts.shtml). Tourism sector development in
Fort Frances is a key diversification strategy amidst a re-positioning of the Fort Frances economy
post-mill closure. Tourism benefits go well beyond direct consumer spending.

Research has established a link between tourism visitation and investment and relocation
decisions. Seven percent of all Canadians live where they do based on a tourism visit to their
community of current residence (Zinc Research, 2013).

A footloose/independent/”"gig-based” workforce is growing as a proportion of the total workforce
as we continue to transition to a knowledge-based economy. Location decisions aren't made
based on where the large employer is; people choose a community they want to live in and make
their work happen for them. And so the new norm of community value proposition looks like
services quality/quantity, interesting recreation amenities, access to an airport, cultural diversity
and expression, and quality of place.

Quality of place is a direct bridge between tourism and economic development. Both locals and
visitors appreciate “town beautiful.”

Fort Frances can compete on this basis, with its mythological connection to the great outdoors,
presence of advanced Internet infrastructure, deep affordability, and gentleness inherent in rural
communities vis a vis major urban settings. With the upheaval in 2020, one can envision this
dynamic to intensify as people revisit connectivity to people and place and meaning of life, seek
greater affordability, and have deeper sub-conscious reconnection to wide open spaces.

The past, present, and future recognized in this tourism development pathway for Fort Frances.
Embracing a core product angling known with a bold step toward a new and distinctive future.
Challenging for its unknown and uncomfortable? Yes. But in pursuit of distinction informed by an
evolving tourism marketplace lies the secret to successful product, and successful marketing...and
a means to break a drive-through cycle for Fort Frances. Simply — Fort Frances deserves to be a
place people want to visit, relocate to, and invest in. This Plan delivers each of a Product
Development Roadmap and a Tactical Plan to achieve this.

TOURISM PRODUCT DEVELOPMENT ROADMAP
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WHA IS TOU

|

Tourism: “The activities of persons travelling to and staying in places outside their usual
environment for not more than one consecutive year for leisure, business and other purposes.”

Definition adopted by the World Tourlsm Organization and the United Nations Statistical Commission. Src: https:/tiac-
aitc.ca/_Library/documents/T hg&aﬂa@aﬂiogr1ﬁnJid_uﬂrL—fAépgci_alje_p_OLV_VeLO ptimized _.pdf

Canada’s tourism industry is comprised of several distinct — but complementary — business
activities:

1) Transportation: including passenger services via air, rail, and boat, as well as interurban, charter
and tour busses and vehicle rental

2) Accommodations: including hotels, inns, hostels, camping and rental properties.

3) Food and Beverage: restaurants and licensed establishments, as well as food service provided
by accommodations.

4) Meetings and Events: conventions and business meetings, major events and festivals.

5) Attractions: recreation and entertainment activities, as well as cultural, natural and historical
attractions.

Tourism_Industry_-

Src: iﬁpi://tﬁgaitcga/__@rgrm@@@@Tﬁtelcgnicii@; off]

:A__Sgegal:RgpgrLWgtL_Qpﬁ_rﬂi;ed__-Qd_f

For further detail, including future analysis of presence and significance of the tourism industry in

Fort Erances, Tourism in Ontario is defined sectorally by NAICS codes:
h_ff;L-'/MWﬂ-mtggy.@@@n_/r@eg_r@/@tgr@@aﬁ/@ ncepts_and_definitions_2014.pdf (pages 4-6)

The tourism industry has significant economic presence in Ontario:
http:/www.mtc.qgov.on.ca/en/re sga@@@ﬂ.impict/g@unﬁagsﬁm,
bf_tQ.ﬁWﬂmLc,ggv_.oyA/@/@sgarch@mk_fa_cgfagtgslimf

.'/
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A TOURISM VISION FOR F

T FRANCES

Development Vision: Fort Frances: Industrious Heartland

Tourism Brand Position:

Our Industrious Heartland Story

Boundless

AGENDA ITEM #2.2

Resilient. Tough, Proud. A border town. The lowest cost power and industrial land in Ontario. A
diversified industrial heartbeat of forestry, mining, agriculture, and tourism. A revived spirit of
entrepreneurialism. When nature calls, we answer — inspired by blue lakes, rocky shores and the
outdoors. But we are more. We have always been the industrial capital of Northwest Ontario, and
we will strengthen that role. We are hands on and DIY.... we make things forged from the land, and

from determination of spirit.
Our Boundless Story

People feel better outside, in the fresh
air, “spiritually” connected to big
places with wild energy. Try to find a
fence for 1000 km north of us. But our
great outdoors in an of itself isn't
enough. Lots of places can claim
access to wild spaces. Differentiation
is all about wuniqgue human
experiences we paint on the
landscape palette. The stronger the
differentiation, the greater the
potential to attract people to
experiences.

What are we as a culture, and in
relationship to land?

We are a DIY culture born of our
remoteness, our blue-collar history,
and our love of scenes of plaid jackets
with axes chopping winter firewood.
We are an indigenous history and

“Land of the silver birch, home of the beaver....”
The Great Canadian Outdoor Experience

continued presence with reverence for land and sustainable harvest.

In 2030 we have extended a hand up to teach a younger generation what we know about land
and nature - recognizing market desire to learn, to learn more quickly, and to make the link
between wellness in mind, body and spirit, and healthy eating. Our backyard has the most organic

food on the planet.

Human nature and entrepreneurial spirit is boundless. “Life in the making” represents exportable
manufacturing and industrial production. Placed against a backdrop of nature in the raw,
“Boundless” expresses new purpose, and a new future to be shaped.

‘,;'
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FORT FRANCES: UNIQUE VALUE PR( POSITION

Economic Development

e Cheapest power in ON (small power consumers).
e Border crossings — 500K/yr.

e |ndustrial history/workforce skills.

e Fibre connectivity.

e Only sizeable agricultural land in NW Ontario.

Tourism

CURRENT - WORLD CLASS ANGLING

e Pristine lakes — nature that is bigger, wilder, more free.
e Big fish/desirable species.

EMERGENT — FOOD-IN-NATURE LEARNING CAPITAL

e Not one opportunity (evidenced in current product offerings), but
linked into an integrated offering via a unique approach
(entrepreneurial guides) and a distinct mechanism (Better Guide)

FORTFRANCES
BOUNDLESS
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1. NURTURE DESTINATION PRODUCT EXPERIENCES

A. “AFISHIANADO” - RAINY LAKE ANGLING
B. “FORAGEUR” — GUIDED LEARN-TO FOOD EXPERIENCES

2. DRIVE ACCOMMODATION OCCUPANCY RATES

A. WINTER -~ ANGLING ON RAINY LAKE

B. 1-2 SHOULDER SEASON SPORT TOURNAMENTS
C. YURTS

D. SUNNY COVE

E. A 30 HOURS-3 DAY STAY ‘N PLAY MARKET

3.. NURTURE THE SUPPORTING ATMOSPHERE...CONNECT DOTS

A. FOODIE EXPERIENCES

B. PRODUCT-THEMATIC EVENTS

C. CRAFT/MAKER RETAIL PREMISES

D. BEAUTIFICATION OF SCOTT STREET/TOWN ENTRANCES/MAINSTREET /TRANS CANADA
E. WAYFINDING/DIRECTION TO WATER

F. SHEVLIN/EXPANDED MARINA

G. TRAIL/WATER RENTALS

4. SELL FORT FRANCES

A. ESTABLISH MARKETING FOUNDATIONS

B. DEVELOP CORE PRODUCT CREATIVE DIRECTION

C. IMPLEMENT CORE PRODUCT MARKETING/ADVERTISING PROGRAM
D. ESTABLISH A 30 MINUTE STOP, SHOP AND GO MARKET

FORTFRANCES

BOUNDLESS
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“AFISHIANADO” — RAINY LAKE ANGLING

1A

OBIJECTIVE: ENHANCE RAINY LAKE AS AN ANGLING DESTINATION

Vision: Fort Frances is a go-to angling destination in NW Ontario.

Fishing on Rainy Lake has potential to bring in significant US tourists with the right marketing plan
and with easy to purchase packages offered by the local hotel group available to US anglers. Rainy
Lake itself, with an area over 220,000 acres is truly incredible, and the best fishing on the lake is
definitely on the Canadian side of the border.

The lake’s location is also a major competitive advantage when it comes to attracting US angling
tourists, many who travel in excess of 8 hours just to get to the Canadian border. This is a big deal
to Americans. Rainy Lake offers a world-class fishery that competes quality-wise with any other
lakes located in Ontario’s Sunset Country. Sunset Country - the travel region located in
Northwestern Ontario - covers an area 100,000 square kilometers in size, and regionally, is the
number one destination in Canada for visiting US anglers. With over 250 lodges and resorts, more
than 50% of all US anglers that travel to Canada go somewhere in Ontario’s Sunset Country.

Sunset Country’s leading position as the Canadian angling destination of choice for US visitors
offers huge potential for Fort Frances. All that is required is an organized effort by local
stakeholders to tell the story of Rainy Lake to US anglers, many of whom already know all about it,
the quality fishery and the quality accommodations available at hotels in Fort Frances. With
competitively-priced packages that include accommodations, meals and perhaps other features,
and most importantly, that are priced in Canadian dollars, the interest level of Americans in the
messaging will be high, and they will seriously consider the town as an angling destination.

Angling Product S.W.O.T Analysis

Fort Frances has many opportunities and challenges in developing itself as a destination worthy of
attracting a share of the US angling market. The best way to identify this is through a strengths,
weaknesses, opportunities, threats analysis (S.W.O.T.) that provides context, “reality check”, and
product development pathway insights for local stakeholders.

Strengths

o Strategic location on Rainy Lake.
e Location of a major border POE.

» The Fortis the Gateway to Sunset Country, Ontario, the # 1destination in Canada for visiting
US anglers.

¢ |t's an easy drive — the Fort is located directly on the US/Canada border.

¢ Rainy Lake has strong brand awareness in target markets. The fishing is perceived as
legendary.

» Quality accommodations and related services (restaurants) in the community.

e Location next to International Falls, MN.

* Quality and diversity of the fishery on Rainy Lake (several species, big fish opportunity).

¢ Fort Frances Canadian Bass Championship location.

e Consistent funding for marketing/product development using the MAT.

¥ 9
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Weaknesses

e Fort Frances per se currently not seen as an angling destination in target markets (low
awareness).

e Limited organizational capacity (tourism marketing and destination management activities).
¢ No active digital presence (destination website, social media activity promoting fishing).
e Current industry “readiness” is low (infrastructure, fishing services, e.g. guides).

e Paper Mill in International Falls smells...not pleasant to tourists.

¢ Main target market needs a passport to visit (Americans).

» Border crossing issues in general e.g. DUI laws.

* No existing packaging by hotels/motels relating to fishing Rainy Lake.

o “Mill Town” mentality.

e Starting from basically square one - competitors are well ahead of Fort Frances.

e Dire need for product development and infrastructure.

e Lower possession limits on fish, especially walleye.

Opportunities

e MAT presents unique opportunity for consistent, effective and targeted marketing tactics.
» Tourism is a viable diversification strategy for Fort Frances.

e Entrepreneurial opportunities related to tourism - fishing guides, equipment rental, bait,
tackle, and related tourism services.

» Establish effective working relationships with existing community organizations e.g. FFCBC
Organizing Committee, RRFDC, Town of Fort Frances, Chamber of Commerce.

o Host media familiarization trips - use influencers in repositioning the community as an
angling destination e.g. invite a well-known US fisherman and TV show host say someone
like Babe Winkelman to town — he has already fished Rainy Lake and could be a
“spokesperson.”

Threats

e COVID-19 — short term impacts are readily apparent, longer term impacts less so.

* Perception in consumer markets regarding the Border crossing experience continue to get
waorse.

e Low interest, low community “buy-in” to marketing effort.
¢ Unrealistic expectations, short-term focus.

e Strong competition on the US side of the Border, International Falls and Minnesota’s Lake
of the Woods.

Key Objective

The MAT presents an opportunity never seen before in Fort Frances. Specifically, the Town is now
able to conduct a coordinated tourism marketing campaign with funds generated by visitors to the
community. The MAT ensures nominal but sustainable marketing funding over the long term and
provides a real opportunity for the community to diversify its visitor base through increased
promotion. A tactical marketing plan forms the focus of product development, with a goal of
creating a favourable destination brand that positions Fort Frances as a quality angling destination
with good local services and quality accommodations. The plan is designed to provide a solid
three-year action plan of specific advertising and communication initiatives that can be easily
implemented, their success measured, and results seen by community stakeholders.

ONITONYV IANVT ANIVY VI LNIJNJOTIATd LONAOdd

Tactical marketing emphasis is as follows:
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» l|dentify a coordinating professional to oversee implementation.

¢ Create a strong digital presence on web e.g. www.fishrainylake.ca), and on social media
(Facebook, Instagram, Twitter).

*  Work cooperatively with local, regional and provincial stakeholders to develop Fort Frances
as an angling destination.

» Sell accommodation packages built for visitors seeking to access the excellent Rainy Lake
angling experience year-round but emphasize winter and shoulder seasons.

e Aggressively position Fort Frances as “the Place to Stop” for supplies (liquor, licenses,
groceries, fuel, to eat, etc.) before proceeding to their destination lodge in Sunset Country
e.g. Get it done in the Fort, then get on your way!

* Foster a cooperative relationship between businesses in the community e.g. hotels, motels,
B&B, restaurants, attractions in developing packages and servicing the needs of the visitors
attracted to the community as a result of the plan.

* Ensure the tactics developed are targeted at the right markets in the right locations and are
in market at the right time.

e Ensure that in addition to marketing, developing a “product-ready” community is key to
success and investments in infrastructure may be necessary to compete effectively in the
marketplace.

* Ensure a set of Key Performance Indicators (KPIs) are in place to evaluate how effective the
plan implementation is and allow for the flexibility to make changes based on results and
experience.

e Over time, use a variety of mediums to promote and develop the Fort Frances angling
brand:

= Television advertising

= Media familiarization trips (TV, print)

= Digital marketing (programmatic, search, digital display)
= Social media marketing

= Content marketing/storytelling (blogging)

* Consumer show marketing

These tactics work together in a cluster whereby each component in the cluster is allocated a
budget and each has its own set of success measures. The measurements for each component
are rolled together annually, evaluated for effectiveness and the allocated spend is adjusted every
year based on what works best aligned with market changes.

The organizational capacity available in the community will impact on the level of detail and scope
of the proposed tactical initiatives that are implemented but with a qualified individual in charge of
implementation, measurable results can be achieved.

Tactical Plan Target Market

The US freshwater fishing industry and traveling angler market is the largest in the world and is
concentrated in the heart of the country — the US Midwest. Americans love to fish, and they have
no reservations about traveling to destinations that offer a quality fishing experience. In an
American angler's mind, Canada, with its thousands of lakes and low population densities, is seen
as the ultimate destination to visit, and tens of thousands of Americans already visit Northwestern
Ontario every year for this exact reason. It is these “avid’ anglers which have the greatest potential
for Fort Frances,

Given the nominal budget available, and the fact the US avid angling market is distributed across
the Midwest, Fort Frances is fortunate that two of the larger source markets, Minnesota and
Wisconsin, are also the closest geographically to the town. Distance from the destination is a key

\¢ .
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factor in destination selection so the fact the Fort is located right along the Ontario-Minnesota
border is a huge advantage.

A profile of Fort Frances primary target consumer is identified as follows:

e Lives in either Minnesota or Wisconsin.
* Males, 25-65+, traveling in family groups and/or as friends - fishing is their passion.

* Spend significant amounts of money on related equipment — boats/motors, fishing tackle,
fishing rods, reels, electronics, and fishing accessories.

» Take at least one fishing trip away from their home each year.

»  Willing to travel up to 800 km one way (an 8-hour drive) for a quality fishing experience.

» Have good awareness of what the Canadian fishing experience entails, and many see
Canada as the ultimate fishing destination.

» Strong affinity for related-media, outdoor publications, fishing television shows based out
of the US Midwest e.g. Lindner’s Angling Edge, Good Fishin etc.

* Aware of and in some cases already familiar with the Canadian fishing experience.
e Passionate and avid about fishing.

Initial concentration on avid anglers, and more importantly “avids” in close proximity, will ensure a
better response and ultimately a higher yield in terms of trips booked and packages sold. As time
progresses the consumer base targeted could be diversified to families, female anglers, etc.
Important to note is the tactics targeting avid anglers have spillover reach to family vacationers,
women and other consumer segments. It is important to note here that effective marketing alone
is not the answer. It must be combined with product investments, good services and competitive
packages if the Brand Promise we make through the marketing is to be met.

Angling Brand Promise: Fort Frances, is your gateway to the spectacular fishing on Rainy Lake in
Ontario, Canada. Located on the US/Canada border, the Fort is easy to get to, within a ¥2 day’s
drive of any where in Wisconsin or Minnesota and the town offers an exceptional 4-season angling
experience, quality accommodations, with good food and all the services. So, come #fishthefort
— for a unique take on the Canadian fishing experience.

An angling tactical marketing plan is presented as part of a complete marketing plan in the Tactical
Product Development and Marketing Plan section.

Guidelines and Suggestions for Tactical Plan Implementation

A tactical marketing plan is a valuable tool in building a marketable tourism destination and
product. Fort Frances must first create awareness of the experiences that are available then
convince people it is worth travelling to try it. These are not mutually exclusive exercises so
generating awareness and delivering on the promises you make go hand in hand. Once a credible
destination brand is established, immediate growth is possible but it's a marathon rather than a
sprint and takes a concerted promotional effort with consistent messaging for several years for the
effort to be successful.

Some key things to remember:

e Unless MAT partners work together to develop buyable packages, the objectives for the
tactical plan will not be achieved.

» Trying something is better than nothing. Experiment with various messages and tactics within
each medium and observe what works and what doesn’t, change and adapt as necessary,
learn from mistakes (and analytics).

* Be consistent, create familiarity and establish a “character” to the Fort Frances angling brand
— make it a promise that is exciting but something that can still be delivered on.

\ é 12
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o Credibility should be the underlying guideline in all messaging. People crave authenticity so
give it to them.
e Don’t cut corners on the initial acquisition of visual assets such as images and video. This will
make all the difference down the road in your marketing and quality is everything.
e Be active on social media. Don't go dark for long periods of time and use social pages
to build traffic for the website and as a platform to deliver CTAs for package offerings.

» Target avid anglers in the defined geographic zone for year one. They offer the highest
yield potential.

e Product development and investments e.g. in ice-fishing infrastructure such as heated
huts can get expensive and may need to be planned. This is the type of experience
consumers expect these days as an appraisal of competitors clearly shows.

A key year 1 objective is getting a well-known media influencer to endorse the Fort
Frances angling experience.

e Hammer exchange rate advantage for US consumers in marketing...a huge difference
once the exchange is factored in. Current exchange rates mean an example package
price of $499.99 Canadian per person for 3 nights amounts to only $385.00 in US
dollars

e Having a qualified individual coordinating the effort and steering consultants and media
suppliers is imperative. It's the glue that makes the various components of a multi-media
tactical plan work together.

DNIERDNY ARV AN VA VL ENSNG@RENTE 9 Maor™d
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“FORAGEUR” — LEARN-TO GUIDED FOOD EXPERIENCES

1B

OBIJECTIVE: DEVELOP LEARN-TO GUIDED FOOD EXPERIENCES

Vision: Fort Frances is the capital of clean-food learning. Fort Frances has developed a new and
distinctive learn-to...fish/hunt/forage/track/cook market targeted at millennials and gen-
younger Cultural Explorers (EQ Profile: 9% of US market, 12% of global market, 12% of Canadian
market). This product exists elsewhere. We are the first to put this together in an integrated
offering, driven by entrepreneurial guides, supported by online booking/marketing.

Introduction: Understanding Travel Flows for Fort Frances

It is important for us all to understand the variables that dictate [
regular tourism traffic to Fort Frances. There are two significant
models used to understand basic travel flows to a particular
destination, the Travel Resistance by Propensity and
Concentric Pull models. They will be applied to the present
travel flow of Fort Frances and later to the application of the
NextGen products.

Travel Resistance by Propensity claims that we can understand
travel flow to Fort Frances by first understanding the amount of
resistance viewed as time, distance, cost, safety and regulatory
variables such as passports. Distance and time also take into
account direct versus connecting flights and convenience of
securing rentals cars. Cost is monetary which includes cost of the product, travel, fuel and currency
difference. Ilts common border with the U.S. is a positive for travel from adjacent states and a
competitive advantage over the angling sector in Northeastern Ontario. However, Fort Frances is
remote, making the understanding of travel flows critical to any tourism strategy. It is essentially
four hours from a city and while the Falls International Airport is nearby, it is small, requiring
specialized flights and has limited car rentals.

Travel Flows to a destination are a function of resistance by propensity

Propensity refers to how likely people from a particular destination will travel to Fort Frances. We
know the majority of visitation is nearby and regional. We know there is strong U.S. representation
from nearby states. There is demand for the hunting and fishing product in parts of southern
Ontario, especially the Niagara region. Other parts of Ontario also show promise, unlike Quebec
where residents are known to have a strong propensity to travel within the province.

The aim would be for Fort Frances to manipulate aspects of resistance to make travel from the
high likelihood origins more amenable to travel to the area. But the reality is that there is not much
Fort Frances can do lessen aspects of resistance. The physical distance will remain and the
currency rate is not in its control, direct flights from Falls International airport to major cities in North
America is not likely to occur, even with outside lobbying. There are few aspects of resistance that
Fort Frances can manipulate. This brings us to the second model, the Concentric Pull model.
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Travel from
Home for a...

...Good Product
but even
farther for a...

...Unique and

Attractive ES
“ Product l
:

The Concentric Pull Model

The Concentric Pull model of tourism claims that people will travel further and spend more (i.e.
overcome resistance) for a travel product they deem to be more unique and attractive. For =
example, Northern Ontario attracts three overnight anglers for every one general overnight tourist.
The angling product appears to be stronger than the opportunity for a general overnight stay.
Fishing is a very strong product for the region, meaning that it offers a unique and attractive fishing
product relative to its competitors. |

In comparison to other destinations (e.g. Regional, Minnesota
versus California, Niagara Region versus Toronto), Fort
Frances understands which destinations show a higher
propensity for available products. Fort Frances has little ability
to manipulate the significant aspects of the resistance, |
therefore the strategy must turn to developing a NextGen
product that is unique and attractive enough to drive visitation

from distance origins. | Bannock over campfire (Javier
| Frutos CanadianGeographic.ca)
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Case for Action: Existing Market of Hunting and Fishing

The hunting and fishing market overviews that follow underscore how outfitting travel tendencies
are shifting significantly and will have immediate impacts on Fort Frances.

According to the Economic Impacts of Outfitting in Canada published in 2019 by the Canadian
Federation of Outfitters Association, the hunting and fishing outfitting industry contributed nearly
$3.9 billion to Canada’s GDP, with the highest spending being in Ontario over $2 billion (2017).

*$3.9 Billion (2017)

da' fitting Tourism R
CahAna oI Tognam Revelos *(Out of $76 Billion overall tourism)

Ontario's Outfitting Tourism Revenue #52 Billion+ (2017) |
¢(Out of $34 B overall tourism) i

eHunting $35 M (2014)

Northern Ontario's Outfitting Tourism «Fishing $256.8 M (2015

SIONTIddd X3 AOO4 dIAINDOL-NIdVIT dl LNIWNJOTIAIQ LONAOYd

Fort Frances seeks to capture MORE of this
market segment!

With hunting and fishing combined, the outfitting tourism sector supports over 37,000 jobs
Canada-wide (2017). Northwest Ontario has 6.5% of the population employed though all types of
tourism. However with its declining pulp industry, Fort Frances now relies more heavily on tourism
as its number two economy and thus seeks higher than average performance.

Context: The 2016 Closing the Gap report for Tourism Ontario

prcent of  Brcent of  prcent of
mployment  in >gional GDP by unicipal Revenue
burism burism at is Tourism

ntario average 83 04 84

W Ontario 5 8 5

E Ontario 8 8 4

igonquin Parry Sound 3 0 7

Hunting ,

In a 2004 study, tourism strategists documented a foreseeable decline in overall tourism to
Northern Ontario, with U.S. visitors to Canada falling by 1.7% per year. Hunting is an important high
yield component of Northern Ontario tourism. According to a 2018 report issued by the U.S. Fish !
and Wildlife Service, there was a loss of 2.2 million hunters between 2011 and 2016. It has come to ’
the attention of wildlife conservators and organizations that hunting has not been passed on to the
next generation, threatening environmental protections and conservation, and limiting its

%
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economic impact. Predominately, hunters across Canada and the U.S. have been Caucasian men,
50 years and older, and their ranks are decreasing.

In addition to the changing demographics due to ageing, several other trends and patterns are
expected to affect the hunting industry:

» |tis projected that by 2044, Caucasians will make up only half of the population
e Urban populations are increasing

* People are becoming conscious of changing habitats and endangered species
» Climate change has become a long-term issue that affects the tourism industry

* Globally, there are hard to predict events that affect safety, such as extreme weather or
infectious diseases.

To combat the decline in hunting, U.S. conservation groups have been seeking to draw a new
generation of hunters with new incentives and reasons to hunt. There are groups focusing on
creating mentorship opportunities and encouraging older hunters to recruit younger people within
their sphere of influence. These include workshops that bring multi-generations together for
mentorship. Additionally, there are conservation groups that are seeking a new type of hunter that
does not fit the composite of the traditional hunter.

Hunting must appeal to a new demographic that does not seek the same experience, such as
taking photos with their kill or trophy antlers. While the hunter over 50 is still important, there are
other emerging demographics. Travellers are younger and more sophisticated, and have higher
household incomes. They are seeking authenticity. This includes LGTBQ+ members, the so- called
‘Hipster’, and ‘Foodies.’ Authenticity may appear in the form of unique activities that create a ‘once
in a lifetime’ signature experience. Green tourism is expanding as tourists become mindful about
their environmental footprint and move toward sustainability. Additionally, they want ecologically
conscious, ethical and local food. As people seek more ethical ways of eating, hunting is being
presented as way to gather food that is from sustainable and local sources. The pristine wilderness
of Ontario holds a competitive advantage for the promotion of tourism and a revitalization of
hunting. With competing destinations emerging, there are opportunities to position Ontario as a
destination that offers exotic experiences.

Groups in the US. have been actively attempting to recruit a new generation of hunters by
advertising in urban areas, opening stands at farmers markets that offer free samples of venison,
and staffing community events. Workshops are offered that focus on ethical hunting, and local food
sources that are organic and sustainable. In this way, hunting has grown more appealing to women.
There are workshops available to women offering shotgun and rifle shooting, and archery.

College campuses are offering free courses, teaching hunter's safety, hands on butchering clinics,
and cooking wild game classes to garner interest in wild meat. In Vermont, there are weekend
intensive courses for novice deer hunters, and eight-month apprenticeships. There are 1- to 3-hour
long seminars on topics like calling turkeys, selecting firearms, or cooking wild game. Other course
activities include traditional shooting practice and blood-trailing exercises, but also mock hunts,
meditation, and a sacred goat slaughter so students can practice butchering.

Overall, Canada captures 9% of global tourism. Northern Ontario attracts more hunters than any
other province at 28%. While Canadians dominate the industry, American hunters inject $17.5
million-which is almost half of Northern Ontario’s hunting revenue. This is probably because
American hunters tend to stay longer (average six nights) in paid roofed lodging, while the most
popular accommodations for Canadian hunters are private cottages.

é 17

FORTFRANCES
BOUNDLESS Page 66 Of 126

SdON3ldddXd dOO4d dIadINSO0L-NdVv3I1 gl LINIINJOTIAIA LONAO0Yd



AGENDA ITEM #2.2

Northern Ontario is an attractive hunting destination for its many attributes. According to a 2010
survey, of the 16 categories of reasons to visit Northern Ontario, the top-rated reasons for American
hunters are feeling safe, having no health concerns, and its convenience and access. Other
benefits are having lots for children to do, a familiarity of language and culture, great shopping,
and the availability of a range of accommodations from budget to mid-range to luxury. American
hunters residing in Minnesota and Michigan are the prime inbound high yield market. Within
Canada, Winnipeg and Western Canada have been identified as an opportunity for the Northwest
given the proximity, and for economic and market conditions.

Fishing in Northern Ontario

Northern western (TRO13) Ontario captures an outsized proportion of the fishing market including
the higher yield angler, however there are concerns of that the market is dwindling with little

recruitment!

Canada attracts about 8.1 million overnight tourists from domestic, U.S. and overseas countries
who went fishing on their trip. Just over 1 million or 12% of these tourists are likely to go to Northern
Ontario but only 3% will stay overnight. Northern Ontario attracts three times more anglers than
other overnight turists. The majority of anglers to the region are Canadian, with a strong
representation from Americans who also signify a higher yield market. American anglers tend to
rely on fixed roof accommodation and related services to add value to their experience. In fact,
two thirds of those who rely on fixed roof accommodation are American.

Anglers are generally high yield visitors. They account for more than one third of all overnight
tourism spending and nights in Northern Ontario and one half of all nights spent in the region’s
paid, roofed lodging. Northwest Ontario (13C) is a destination for about one third of all overnight
tourists in Northern Ontario, but is substantially more popular among anglers, attracting about one
half million or 53% of the total number of anglers. The nearby border with the United States
accounts for some of these numbers. In 2015, Northwest Ontario generated about $256.8 million
in tourism spending, and two thirds were overnight anglers.

Demographic Description of Anglers

Of all anglers to Northern Ontario, the market tends to be older and do not bring children or
teenagers on their trips. However, the domestic angler is somewhat younger than the
corresponding American, averaging 45 years and 52 years, respectively. The segment relying on
paid roofed lodging (from both Canada and the US) is, not surprisingly, somewhat older than
anglers as a whole (Canadians, 48 years; Americans, 54 years).

The sector is concerned that the present angling market is not recruiting younger cohorts to take
up angling. High yield anglers that rely on a bevy of services and amenities are critical to the
tourism economy of Northern Ontario. Numerous studies report a decline in the market or
proportion of the population engaged in angling (and hunting). For example, over the past decade
Fisheries and Oceans Canada has consistently reported a slight but consistent decline in the
number of anglers. A 2018 study by the U.S. Fish and Wildlife agency reports a similar slight decline
of anglers from 2006 to 2016*. The drop is greater when considering the proportion of the
population that fishes away from home. The Northern Ontario tourism industry is deeply concerned
with developments and trends in the U.S. given that it supplies a critical high yield market of anglers
to the region. There are many reasons posited for the decline, but it is likely due to a number of
variables.

There are a growing number of programs in Canada and the U.S. attempting to increase the
number of anglers with a focus on the youth and urban markets. Research presently directs us to
consider changing motivations for angling, which includes simply disconnecting with the digital
world, connecting with nature, and learning to fish.

4 \ é 18
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*The report indicates that there is a slight decrease in the
number of total anglers, a slight increase in the number of
days fishing, and a slight decrease in the total angling
expenditure.

Next Gen Product - Overview
-Learn to Fish, Hunt...and other cool stuff-

It is important that the Fort Frances region begin engaging
with a next generation (Next Gen) tourism product for |
summer and fall that is positioned for the long-term. It is
important that this product be attractive to a wide market,
but especially a younger cohort to ensure sustained
visitation. It is important this next generation product be
unique and attractive, such that it can overcome the challenges surrounding the remoteness of the
region. It is also important that the next generation product respect and leverage the great work
and reputation of the people who have built tourism to where it is today.

There is a strong, albeit niche, urban market of older
millennials through to Gen Z’s who are keen to hunt as part
of a larger life-politic surrounding food, clean food, knowing
and being a part of how you obtain your food and generally
connecting with nature. The greatest barrier to entry is a lack
of skill and capacity to hunting. A learn to hunt program
allows a younger urban cohort to come up to the region, and i
hunt, clean and prepare the game to bring back home. The
program is envisioned as a five-day plus program that may
involve other dimensions such as tracking and gun handling |
(necessary). It can be augmented with other cool stuff such

as foraging, tracking, weather, survival elements and critical

cultural components. The latter can be incorporated into a |
learn to hunt program or separately as a learn to track and |
forage program. e

Outdoor Yoga (ForestFix.ca)
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Summer Product Wheel

The Summer Product Wheel for this market is as follows and will also ensure it does not conflict
with the traditional fisher clients, but rather complement it.

Rustic
spa &
wellhes
S

Tracking
and
foraging

Wifi- Learn to Fish Indigen
NextGen ous
{(+ Family interpre
Option) tation

free
option

Cook-
outs
over fire

Wildlife
viewing

Fall Product Wheel

The Fall Product Wheel for this market is as follows and will also ensure it does not conflict with
the traditional fisher clients.

Rustic
spa &
weliness

Field to
Table Next
Culinary/ Gen Tracking
clean &
eating hunting

Indigeous Butcher
experiences skills
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Winter Product Wheel

Winter tourism in Fort Frances is less developed and thus learn to hunt and fish experiences will
launch initially. From there can you start to better understand the market to customize winter
products and slowly introduce winter activities:

Eco winter
survival

Snow
shoeing /
skating

Snow
mobiling

How to... &
Other Cool
Stuff

Rustic spa Next Gen Winter
and
Dog
sledding

huntin
wellness g

lce Fishing (Nicholas Taffs
CanadianGeographic.ca)
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Facility Alternatives

Mindful that Fort Frances is not a large destination, the following concepts have potential to be
integrated with less investment than traditional development, and yield results immediately.

Yurts

| Low investment opportunity can be to use glamping type pods such as Yurts which
are both very popular and easy to add as a supplement to existing accommodation
4.8 operations.

Rustic Spa

Welllness demand growth gives rise in opportunity to provide spa options suitable
to the "sense of place" of Fort Frances. A beer spa could cater to the travelers as
could indigenous-inspired foraging and massages infused with herbal remedies
from the forests.

“SRGEW £ 0 Trucks / Mobile Businesses
e /

S, Innovative food and beverage options can be introduced seasonally with little

Indigenae ™ | | barrier to entry compared to brick and mortor restaraunts in order to support the
busier summer and fall seasons. Indigenous cuisine may be featured.

Sporting Clays Skills Course

| "Sporting Clays is the fastest growing and maost exciting clay target game. All
_| courses are unique (like golf courses)"

www.americanshootingcenters.com/facilities/sporting-clays/

Family-friendly Activities

4 Floating Splash Parks are growing in popularity among lake destinations. They have
the capisty for up to 200 persons with features like climbing walls, trampolines etc.

Sense of Place

More Ojibway Art could be integrated into hotel and wellness infrastructure with
the permission of the First nations peoples to raise pride and educate visitors of
this traditional land.
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Festival and Events

While a number of events already operate on an annual basis, a few concepts that could be
developed are as follows. Events and festivals are often used by destinations to introduce visitors
to a destination and entice them back to stay other times of the year. They can be strategically
placed in times of low occupancy to offer hoteliers, lodge owners and other tourism players a i
means of increasing their revenue.

WINTER: SPRING:
Long-weekend Group Retreats

Ice Fishing Derby

Festivals & Events

SUMMER: FALL:
Beer & Cider Fest Smoked Meat Cook-Off

Winter is currently lacking in events. Due to the distance to Fort Frances, a signature ice fishing
event could be offered on a long-weekend with elements that are also appealing to the GenZ'ers.
Winter sporting event opportunities may also be explored.

Spring is generally slower for the tourism season in most destinations. This may be an opportune

time to promote discounted group retreat packages using elements from the GenZ models that
are not season specific, such as wellness, spa, nature-walks, spring foraging, and forest bathing.

Summer heat offers a great time to cool off with a Beer & Cider Fest. Given the popularity in
craft beverages, a partnership could be forged with the local craft brewery to offer a seasonal
ale to mark the festival. Other partners would be engaged for food (e.g. beer battered fish and
chips), beverage (local and regional beers, for example Winnipeg and Thunder Bay Breweries
may have a presence, and as such they can be engaged as promotional partners to entice
residents from their cities). The weekend may also include entertainment (beer tent and live
music), corn hole tournament, booths featuring upcoming fall learn to hunt experiences to draw
people back, and more.

Fall A Smoked Meat Cook Off could be offered during a time of iower occupancy ona weekend
in fall. Following in the popularity of meat smokers and traveling rib =
fests in British Columbia and several areas in the U.S.A. annually.
Different vendors with large meat smokers offer a chance to taste
the variety of sauces and meats. Beer tents, live music, sponsored

vendor booths such as barbeque sauce companies, and other ‘ﬁi W IJIII(I smlll(ell
activities can add to the attraction. By year three, the marketing { HEA_I’ 4
plan implementation can progress to a meat smoking competition, ; ; Ies“val :

whereby participants compete in sub categories of cooking beef,

[ i i i e & T8 OHIOESG g brought to you by
pork and wild game to win sponsored cash prizes from big names &n n
such as Trager Grills. See example to the right from Ohio. i @ AN I
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Partnerships & Promotion

Collaborations within Fort Frances and with outside partners are key in the product development |
and promotional phases of this plan. The following are a few examples of potential strategic f

o

DESTINATION

NORTHERN
ONTARIO

rental agencies and related organizations will be valuable in marketing and communication. It is
recognised that the existing U.S. rubber tire traffic visitor base is approximately 500,000 through
the town per year. Once the new tourism products are unveiled and marketed, the drive through
markets can be informed and appealed to in order to attract them to stop, and ideally come back

partners.

Partnerships

Destination Northern Ontario (Tourism Excellence North) will be an important
partner for product development, training and marketing.

Border partnerships with the Falls International Airport Information Desk, car

to stay longer next trip.

Several stakeholders in the region will be valuable partners in tourism training, small and medium

enterprise (SME) operations, marketing and more.

* INDIGENOUS YT "’\deEV\OMS
S, [ﬁ e ‘%&*

— CANADA TOURISM
i ONTARIO

Promotion

The following are preliminary examples of marketing tactics to reach this NextGen market.

Email
Newsle
tters

Enhancing
TripAdvisor

OO

Instagram,
Facebook,

Youtube Marketing

Niche
Distribution
Channels

Invite Media
Influencers

Travel Trade Distribution Channels

Many of the typical online platforms where Fort Frances and its tourism providers are, or should be
promoted, are currently seriously lacking in descriptions and visual assets such as images and
videos. Most certainly, this is immediately sending prospective visitors to competitor destinations

¥
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when they don’t find the information they need, and assume the destination is not going to meet
their needs. By improving presence on the platforms where the Next Gen and other travelers
frequent, the prospective visitors will have a much higher rate of conversion into bookings.

@ Tripadvisor Book "

Social Media

" Hunt|

Social mediais a key communication channel for the Town of Fort Frances and its tourism providers
to have an active presence. These sites not only allow for posting from the destination, but also
create a means for visitors to upload their user-generated content (UGC), which is so important to
the travelers’ decision making process to see.

> 1o

Influencers and Media

Opportunities exist to invite influential social media personalities to experience Fort Frances and
share with their audiences. For example, this Instagrammer targets Next Gen'ers in the U.S. Tri-
State area, and is also a columnist for Paleo Magazine:
https://www.instagram.com/huntingactor/?hl=en

huntinrgactor [EEIETR

4
53?:5 ?ﬁ?ggers ?d;:‘gwmg
Fisher Neal
Hunting Guide [ Columnist with Paleo
Magazine / Professional Actor / Theatar
Producer
www.learntohuntnyc.com

Dee.. Turk.. Fora.. Fall.. Earl. Um..

Also, inviting one of the trending shows on hunting and cuisine to Fort Frances may land a feature
episode on the region. Shows are always scouting new, authentic and less developed destinations
so it would offer an ideal fit.

FORTFRANCES
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W
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Other promotions

Email Newsletters, Internet marketing, as well as print marketing can include developing program
posters for events and product experiences.

ample Learn to Hunt program from a lodge: ample wellness foraging retreat promotion:

WILD FORAGE RETREAT

WHEN

September 2th20th

Get out of the office and into the Wilderness
The best source for your family’s orgamic meat

CPW Hunter's Ed Course = Range Instruction * Horseback Hunt
Widerness Camp * Aftar the Harvest + Game and Camyp Packing

WHERE

CONTACTS

More details related to the marketing tactics will come in final Report and Action Plan.
Next Gen Market - Who does this?

We are not the first to suggest a learn to hunt program that targets
younger urbanites. There is a growing number of articles appearing on
the subject of hard core younger urban folks needing to learn to hunt,
as well as successful outfitter operators like “Learn to Hunt NYC”.
Celebrities such as Joe Rogan and now Mark Zuckerberg have entered

this arena with the same message - it is important for this generation LEARN TO HUNT
of urbanites to learn about their food from its source. < NYC-o

In Hipsters who Hunt, an article by Emma Harris and posted in
Slate.com, an argument in detail was laid out as to why it is critical for this group to learn to hunt.

SdONFIaddd X3 dOO 4 d3dIMDOL-NIdVEIEl LNFINdO1IATd 1DNAdOdd
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Keep in mind Slate.com is an extremely influential daily current events site, targeted to a young
urban market. The article also chronicles books, documentaries and podcasts (including Joe
Rogan), who advocate learning to hunt to know your own food. In 2014, Canada's MaclLean’s
Magazine ran a similar article on the same subject, noting the growing trend of Toronto hipsters
looking for ways to connect with their food through hunting.

In 2019, Outdoor Life ran a similar story and showcased several U.S. based learn to hunt programs
such as ‘Becoming an Outdoors Woman’ program, and ‘Field to Fork’ put on by the U.S. Quality
Deer Management Association. Mountain Songs in Vermont and Learn to Hunt in Minnesota are
others. Steve Rinnella’s popular Netflix series “MeatEater” focuses on the organic culinary aspect
of hunting vs trophy hunting, and influences viewers in North America.

Fit with Urban Millennials

The published work thus far reports the strong evidence of the link between hunting and urban
millennials centered on food and connecting with nature. There is evidence to suggest they are
keen to gain competencies in animal dressing and packaging through to exotic ways of preparing
the food. Food is status as is the ability to kill your own.

Millennials also make one of the largest traveling cohorts in North America, that is, they are not put
off by travel, which makes a trip to the wilds of Fort Frances more likely.

Next Gen and Wellness

The Global Wellness Institute (GWI) 2019 report states that Wellness
Tourism is growing twice as fast as general tourism with $241.7
billion in expenditures per year in North America, through 204
million trips. The majority of the travelers seek wellness as a
secondary benefit of their trip, not the primary purpose. In a 2017
study, GWI found that international wellness tourists spent $1,528
per trip, which is 53% more than typical international tourist. The
premium for domestic wellness tourists is even higher. Domestic
wellness travelers spend even more at about $609 per trip, they
spend 178% more than the typical domestic tourist.

SNOWSHOEING & SPA UNDER
THE STARS

4

Elsewhere in Ontario and Minnesota, there is a surge in yoga and meditation. The differentiation
in product offered in Fort Frances may be through forest foraging or nature therapy (forest bathing).

Although wellness tourism is rapidly developing throughout the province, it has yet to reach Fort
Frances, so this marketing plan provides an opportunity to introduce it and capitalize on the
growing demand. Trends in wellness tourism relevant to Fort Frances include more healthy options
in restaurants, spa treatment services like massages, possibly a small Nordic Spa development,
retail sales of body products, and more.

Indigenous Tourism

According to a study by the Indigenous Tourism Association of Canada, 27% of all tourists
(including NextGen) are interested in an indigenous cultural experience, and the immediate
potential across Canada is 2.5 million visitors. Indigenous tourism development is still limited in
Fort Frances, but opportunities are abundant and interest from residents in starting up small
enterprises is apparently growing. Other provinces may be more advanced, such as the Cree
Outfitting and Tourism Association (COTA) based in Quebec, but it shows success can also be had
by the residents of Fort Frances in embracing their heritage and translate it into a means of earning
economic benefits and still respecting traditions. Ojibwe First Nation’s people have been hunting,
fishing, trapping, and gathering berries and edible lichen, and more, on traditional territory for
thousands of years.

J ;-;ﬂé 27
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Culinary Tourism

Overlapping with all of the above tourism sectors is culinary tourism, which is growing at a rate of
about 9% annual growth rate worldwide. A ‘Foodie’ is person who has an ardent or refined interest
in food and who eats food not only out of hunger, but also due to their interest or hobby. National
Geographic’s Geotourism founder Jonathan Tourtellot recommends that successful food
destination providers become tour guides of local fresh food, to interpret ingredients and
preparation methods to the visitors. In the ‘2020 State of Travel Industry’ report by the World Food
Travel Association, Dalma Diaz Pinto agrees and says, “Authentic Heritage and storytelling should
be the foundation of a destination’s gastronomy tourism strategy.

Trends among foodies that are relevant to the Next Gen product in Fort Frances include pellet
smoking. In 2019, Hearth, Patio and Barbecue Association reported wood pellet grills to be one of
the hottest sellers in the industry, “with...the popularity surging.” Grandview Research added that
these meat- smoking grills are “projected to foresee a CAGR of 5.3% from 2019 to 2025. The
majority of consumers are millennials who are inclined to experiment in food and cooking, owing
to the influence by TV cooking programs featuring BBQ Pitmasters.

Conclusion

As noted, the existing hunting and fishing market in Fort Frances is still somewhat relevant, but as
the older generations decline in being active and the newer generations have not yet learned how
to hunt and fish (i.e. there is little recruitment), they need to both learn and be introduced to the
skills. Destinations with diversity have a greater success rate, and that is what this plan offers. The
product development approach is not advising a major overhaul or change to business. Thus,
outfitting lodges and hotels can continue to cater to the markets that already bring them revenue,
but will benefit by adding the Next Gen travelers to the mix, and add both revenue and new vibrant
energy to the destinations. What this Next Gen marketing plan suggests includes Summer, Fall,
and Winter Product Wheels, each with strategic changes that can be implemented in less than a
year. The destination can be ahead of the curve in attracting this emerging market of visitor, and
thus differentiate itself in Northern Ontario.

Indigenous

; b & Cultural
M T o Experience

Learn to
Hunt /
Forage

Culinary /

Field to
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Sources

= Anglers in Northern Ontario RTO 13 A Situation Analysis (2015) by Research Solutions and Consulting for Tourism
Northern Ontario

¢ Analysis of Accommodation Operator Performance Survey Data for Algoma Country for the 2013 and 2014 calendar
years.

» Global Culinary Tourism Market , Business Wire (2019)
https://www.businesswire.com/news/home/20190129005605/en/Global-Culinary-Tourism-Market-2019-2023-Growing-
Popularity

e Global Wellness Institute (2018) https://globalwellnessinstitute.org/wp-
content/uploads/2019/01/NorthAmericaTourismEconomy_Dec2018_v2_web.pdf

s Grill market size 2019 — 2025 (including smokers), Grandview Research - www.grandviewresearch.com/industry-
analysis/electric-grill-market

» Kekulicafe Franchise Information (2020) http://www.kekulicafe.com/franchise-info/

» |Indigenous Tourism Ontario (2019) https://indigencustourismontario.ca/wp-content/uploads/2019/04/Foundational-
Research-Study-2019-DRAFT-v2- pdf

» Nathan Rott, Decline in Hunters Threatens How U.S. Pays for Conservation -
www.npr.org/2018/03/20/593001800/decline-in-hunters-threatens-how-u-s-pays-for-conservation

= National Survey of Fishing, Hunting and Wildlife-Associated Recreation, US Fish and Wildlife Service (April 2018)

* Native Art in Canada Ojibwa Food (2006-2015) http://www.native-art-in-canada.com/ojibwafood.html

¢ North American Hunters in Northern Ontario (RTO13): A Situation Analysis -
https://destinationnorthernontario.ca/wp-content/uploads/2018/09/northern-ontario-marketing-strategy-2008-2012 pdf,
https://destinationnorthernontario.ca/wp-content/uploads/2018/09/rto13-hunting-report.pdf

e North Ontario Marketing Strategy 2008-12 (5-year tourism marketing strategy) -
https://destinationnorthernontario.ca/wp-content/uploads/2018/09/13B-Algoma-Industry-Performance-2013-14.pdf
e Northern Ontario Product Development Strategy (2014) - https://destinationnorthernontario.ca/wp-
content/uploads/2018/09/2014_northern_ontario_product_development_strategy.pdf

e U.S. Fish & Wildlife Study (2011)

SIINIlddaX 3O Od "dddlMmOei=Nav=: gl ENSINdONgATd Londodd

29

FORTFRANCES
BOUNDLESS Page 78 of 126



AGENDA ITEM #2.2

WINTER ANGLING - RAINY LAKE

KEY ACTIONS: EXPLORE CO-OP ICE HUT INVESTMENT
EXPLORE WINTER ICE FISHING DERBY POTENTIAL

FISH HUTS

Winter offers significant opportunity for attracting anglers and there is a healthy and established
ice fishing industry on the American side especially on Minnesota's Lake of the Woods -
see: https://lakeofthewoodsmn.com/ice-fishing/

What is being offered amount to all-inclusive packages that include accommodation (in some cases
in "sleeper' huts right on the ice), meals, and transportation to and from the ice huts. Packages
usually range from 3 to 5 days and are priced on a per-person basis. With the appropriate
investments, and assuming the right fishing location near Fort Frances can be identified and MNR
regulations overcome, this may be a "best bet" opportunity for Fort Frances to pursue for the winter
season.

This opportunity would have to be explored by a single accommodator, as a joint venture of a
group of accommodators, with consideration of potential for subsidy from the MAT.

Manufacturers (basic to luxury, sleepers vs day generates price variability).

e https://canadianfabrication.ca/ice-shacks

e https://www.traluminumdesigns.ca/ice-shacks
e Preferred — 6 x 8 price quote - $6500

e hitp://www.koendersmfg.com/fishing.htm

e https://yettioutdoors.com/

Src: https://www.traluminumdesigns.ca/ice-shacks
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Fort Frances has open water/thin ice in immediate proximity to the Town. Placement would need
to occur away from the Town on Rainy Lake. An equivalent is Lake of the Woods where commercial
operations are located further out on the lake and left permanently through the winter season
(regulation does not require daily removal). Location away from Town would reduce potential for
vandalism.

WINTER FISHING DERBY

A derby for "rough" fish e.g. burbot (ling) or crappie is recommended given they are not pursued
in the same way they do walleye, making it more palatable to the Ministry of Natural Resources.

Another option is “biggest fish first prize” regardless of species.

Prize value has to be worthwhile (i.e. significant...$15K or greater...or something like an ATV as a
prize..the more significant the wider the draw). Prize value is generated from entry fees, or
sponsors, or a combination of both.

Catch and release is mandatory.

This initiative requires community support and a volunteer organization. Municipalities often
provide in-kind contribution vs cash contribution to events of this nature. Support in principle from
the Ministry of Natural Resources is advised, and would be more well received as a catch and
release tournament that avoids walleye kill.

Though typically held on one day, a means to drive occupancy rates and multiplier spending in
Fort Frances would be to hold the tournament as a “series” - such as one a month for three months
or one every weekend for four weekends, with a weekly prize and a grand prize for people who
participate in all four.

%‘é 31
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1-2 SPORT SHOULDER SEASON TOURNAMENTS

KEY ACTIONS: CONDUCT MUNICIPAL FACILITY USE RATE STUDY
IDENTIFY TOURNAMENT/EVENT OPPORTUNITIES
CREATE 1-2 NEW SHOULD SEASON TOURNAMENTS

Sport tournaments generate significant overnight stays (teams/families) and local spending that
enhances community prosperity. Fort Frances has a strong history of tournament hosting.
Facility/recreation amenity demand is also highly variable seasonally — depending on specific type of
facility/recreation amenity. Anecdotally, volunteer burnout is a significant issue. It's therefore
important to be highly selective and niche in considering additional tournament hosting. There also
needs to be a clear link to facility/amenity opportunities hosting based on analysis of facility use rates,
including plotting of current tournaments. Given high summer accommodation occupancy, new
tournament identification should focus on shoulder seasons. Winter is not considered an opportunity.

Analysis of this nature is typically completed in creation of a Recreation Master Plan, and includes
community survey work. This exercise may identify points of convergence between interest in new
facilities and tournament potential (e.g. pickleball).

An example (Town of Okotoks) is provided as an example:

CAPACITY POINTS TO SEASONAL, SPORT, FACILITY OPPORTUNITIES

Src: Town of Okotoks Recreation, Parks and Leisure Master Plan Research Report, 2017 - PDF Pages 36-38 -
https://www.okotoks.ca/sites/default/files/pdis/Rec%20Master%20Plan%20Research%20Report%20FINAL . pdf

Monday Total

Town Fields Okotoks Recreation Monday Saturday -

toFriday  and Sunday ]

Centre Gymnasium Hoopa - T1o0pm] F0an-10am)

Bookable Hours 3.589 3,504 7093

Hours Booked 390 15 S04 5"";‘3‘::;::“ !‘4“‘5 ‘f:tﬂ 2.;32
thilization Percentage 1% 3% 7% | {—— Hours 260 1,751

Utilization Percentage 66% 58% 63%
School Fields:

toFriday  andSunday Prime SchoolGymnasiums: ~ Monday  Saturday o
ENp=-Bpa) EMam-RNpm) Time Community Hours toFridey  andSundsy 3

Community Hours

Bookable Hours 4,004 5026 8120 Bookable Hours 4701 2364 7065
Hous Becled 56 21 8as Hours Booked 208 M |26m
Utilization Percentage 16% 4% 10% Utilization Percentage 8% 1% 39%
Monday Saturday Monday Total
Monday Saturday  Total Arenas toFriday  andSunday  toFriday  Prime
Town Diamonds to Friday and Sunday Prime ipm-Tt0pm) (in-NWan] EXaem-Fam}  Time
e e M P o W Bookable Hours 2100 1920 270 4,290
Bookable Hauirs 222 a5 QA Hours Booked 2046 1830 262 4138
Hours Booked 666 852 131 Utilization Percentage o7 951 97% 95%
Utilization Percentage 20% 2% 28%
Crescent Point Fieldhouse
School Diamonds: Manday
Community Hours to Friday
f30pm - Ripm)
Bookabla Hours 3712
Hours Bookad 658 Utilization
Utilization Percentage 18%
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YURTS

KEY ACTIONS: EXPLORE CO-OP YURT INVESTMENT

The Idea: Glamping Yurts located lakeside in Point Park. Key card access (door on Yurt). Shared
by accommodators — first come first serve or other business model accommodators come to
agreement around. Purchase subsidized by MAT. Create agreement with Town of Fort Frances for
location on Town land, with a $0 or low fee lease contract. Nature of temporary/removable use
addresses potential obstacles.

Yurts would expand summer hotel-related accommodation and therefore summer capacity and
revenue. Depending on the type of yurt, they can also be three and even four-season.

Yurts are an increasingly popular experience — and an experience that is different than that current
being offered in Fort Frances. They have potential to host larger families, which are harder to
accommodate in hotel rooms. There is always consumer demand to be lakeside.

Given price per unit, it is suggested that 1-2 yurts be purchased annually for an eventual total in
the order of 20.

Mid-size hotel construction has a per room construction rate of $120-$130K. Expected sector rate
of return is 10-15% annually (Src: CBRE, Village of Canal Flats Hotel Study, 2018). Based on a rustic-
furnished, insulated (3 season) yurt cost of $20K with healthy rental rates in the order of $150 (e.g.
6 person, Pigeon Lake, AB), business modelling should be conducive to pursuit of the opportunity.

Manufacturers:

» http://yurta.ca/yurts/ 2-3 hour deployment. Can function up to -25 (shoulder even most of
winter). Company location — Greenwood, ON (Toronto metro). Pricing (3-4 season) — approx..
$15K

e http://biome-canada.ca/products/the-yurt/. Quebec. $20K insulated and rustic-furnished.

Create a new experience - https://www.pc.gc.ca/en/voyage-travel/hebergement-
accommodation/yourte-yurt

Examples:

4 33
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Camping

Yurts Capacity Rate

Large (#119) 28 Person $ 170 /7 night

6 x Medium (#1112, 114, 120,
121, 122, 124)

& Person $ 145 / night
Small (#123) 4 Person $ 125 / night
Mar 3, 2020

www albertaparks.ca > central » pigeon-lake-pp » information-facilities -

Comfort Camping - Pigeon Lake Provincial Park | Alberta Parks
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SUNNY COVE

KEY ACTIONS: EXPLORE ACCOMMODATOR CO-OP PURCHASE AND
OPERATION OF SUNNY COVE

Imagine...Sunny Cove of the future is a day retreat lodge for Fort Frances accommodators. Rent a
boat. Or drive. Gated, keycard access. Access to a lodge, water, docks, swimming, pichicking, and
other water-based activity (rentals with waiver). Fire pits. Fish from the dock. Site of yoga, spiritual
and wellness retreats, weddings, and reunions. Day use fees applied. A contributor to higher three
season accommodation occupancy rates.

Consumer demand is always high for water access. Sunny Cove features 29 acres of lakeside
lifestyle. Sunny Cove is currently owned and operated by the Town of Fort Frances as a location
for kids’ summer camps, and orientation to special events bookings outside of kids’ camps. The
Town has indicated desire to dispose of the property, with some suggestion at no cost depending
on the nature of a proposal offered to the Town. Due to Ministry of Natural Resources permitting
issues, this would not be an angling lodge.

A similar example in Montana is provided — the Rocky Bar-O day lodge on Flathead Lake,
Montana, which is owned and operated by Meadow Lake Resort in Columbia Falls

(https://meadowlake.com/product/rocky-bar-o-a-day-at-flathead-lake/):

Recommended Time

Distance =

Cost huc

Recommended Attire _ -

intensity -0

Address ©

More information

Note: this facility used to be a New York private girls’ school summer camp. Can drive there or
boat. Bring own food and drink and use facility for the day. No overnight. Can also book a boat trip
out of Bigfork with this facility as a stop.

This initiative would require full collaboration of Fort Frances accommodators.
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A 30 HOURS - 3 DAY STAY ‘N PLAY MARKET

KEY ACTIONS: CREATE AND MARKET STAY ‘N PLAY PACKAGES

Stay ‘n Play experience packaging is a way to encourage overnight visits. Based on local amenity,
packaging is recommended to focus on the following draws:

1) Trails-based (ski/snowshoe/hike/bike/snowmobile/ebike) - Manion Lake (72 km east), Rainy
Lake Nordic Ski Club

Trail-based activities are good day-long activities with retreat to urban comforts in evenings. As
opposed to boating, most people have access to equipment they already own and use.

https://visitsunsetcountry.com/attractions-activities-fort-frances-ontario-canada
https://www.facebook.com/groups/382216212116382/

Product Enhancements:
e Single, simply map of trails by type in Fort Frances region.
o Create one branded “rugged” trail-based event (e.g. Tough Mudder -
www.toughmudder.com).

+ Translate mapping into online apps for younger generations — e.g. www.mapmyhike.com
e See Rentals 3F

2) Heron Landing Golf Course

Interest in overnight golf course stay ‘n play is correlated with golf course quality. A “Top 10" will
have much stronger overnight-related stay interest than a typical course. Priority should be Heron
Landing golf course on Couchiching First Nation, which was selected as a top new course in
Ontario when it opened.

A secondary option (a Day 2) is Kitchen Creek Golf Course.

Product Enhancements:
e Packaging linkage to “The International Tour” package that includes Heron Landing and
The River in International Falls.

Img Src:
'WW.Wasaw.c
'heron-
inding-golf-
ourse.php
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NURTURE THE SUPPORTING ATMOSPHERE

3

KEY ACTIONS: CREATE FOODIE EXPERIENCES
INTRODUCE PRODUCT-THEMATIC EVENTS

ADVOCATE FOR A LOCAL CRAFT/MAKER RETAIL
PREMISIS

PURSUE BEAUTIFICATION OF SCOTT
STREET/TOWN ENTRANCES/TRANS CANADA

ENHANCE WAYFINDING SIGNAGE

ADVOCATE FOR MIXED USE, ANIMATED, VISITOR
EXPERIENCE FRIENDLY SHEVLIN YARD
REDEVELOPMENT, INCLUDING EXPANDED
MARINA

ENHANCE TRAIL/WATER EQUIPMENT RENTAL
CAPABILITY

3A. Foodie Experiences/Product Thematic Events

Establish link — via butchers, and restaurants - between Product 2 harvest, and local learn-to
process, and learn-to cook.

Establish accommodator marketing package link with higher experience restaurants, particularly
any sourcing local/regional ingredients.

Create 1-2 new food-focused events that connect with and leverage “Learn To” Product 2
experience.

d4dHdSOINLY ONILIOddNS FdNLINN

o  Smoked meat/game meat festival
e Handcraft beer/cider festival
* Investigate potential for cannabis sections at these events.

Rainy Lake Square
e Existing: Rainy Lake Square Series

» Potential: MAT sponsorship of a signature draw performance (summer/shoulder). “The
bigger the name, the bigger the draw...including cross-border.”

Create new winter fishing derby

Re-Position Farmer’'s Market as a “Learn To” Market

b é 37
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* Fresh produce is still a central feature of the market, but “learn-to” activities are introduced.
This heightens a typical farmer’'s market experience. This aligns with Product 2. This
positioning distinguishes vis a vis market share that has been lost to Kenora in recent years,
which provides a new growth path for the market. Learning is an endless subject matter,
which opens the market to more variety and interest.

e Examples: cook, sew, pottery, carve wood, make soap, paint, tie knots, identify plants,
identify animal tracks

Product Enhancement: Use website as a key means to advertise and recognize events/create
sharing (e.g. events calendar, signature events featuring, post performances (pre and post event),
social media posts/social media advertising up upcoming events.

3B. Craft/Maker Premises

Craft/Makers are a natural bridge between tourism product focus (land/food/harvest), local culture,
entrepreneurial enablement, and home-based business. Crafters/makers are typically small scale
and home-based. They are labours of love. A gap in most communities is a way to bridge from
home-based business to retail presence. Retail spaces are typically too large for this type of
business.

An innovation is to step into this gap with aggregation of craft/makers product in a single retail
space. The space is run as a business, with lease of micro rental spaces to crafters/makers.

Examples include:

Main Street Market, Okotoks

J4dHASOWNLY ONILYOddNS FdNLINN

https://www.facebook.com/mainstreetmarketokotoks/?modal=admin_todo_tour

Canmore Artisan Retail - http://www.albertasownmarket.com/

\ 38
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3C. Beautification of Scott Street/Town Entrances/Trans Canada

Beautification should focus on the most visible/traveled elements of community given budget
restriction and need to focus on priority. Community entrances are important given neuroscience
research shows that first impressions leave a lasting impression.

A focus on Scott Street/Town Entrances/Trans Canada — in that order — is recommended.

Actions should focus on:

e Graffiti clean-up asap (cleanliness is a top ranked visitor observation).

e Community clean-up and priority ongoing pick-up along length of Trans Canada in Fort
Frances.

¢ Advocacy for fewer billboards/removal of derelict billboards just outside west entrance to
Fort Frances.

= Screening of storage businesses at west entrance with planted material if right of way
permits.

¢ Creation of planting spaces where possible in the area of the TIC.

* Banners on Scott Street (expanding westward along Trans Canada is possible) that are
branded, colourful, may be seasonal, and can contain brand messaging. An example from
the City of Castlegar is provided as follows:

B.C. Seniors Cames
KooTenay FesTivaL
PROUD SUPPORTER
Scurpturg WaLk,

PROUD SUPPORTER
CASTLEGAR_

CASTLECAR_

.‘
=
\\_,,
-

3D. Wayfinding Signage

J43IHdSOWNWLY ONILIOddNS FdNLINN

Entrance signage is established and is attractive but in-community navigation to key
attractions/amenity can be challenging for visitors without a GPS. Wayfinding signage can step into
this gap, while also serving as attractive and even artful installations depending on design. An
example of this is the City of Castlegar, where “industrial chic”, colourful, internally lit signs are
artful in and of themselves:
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Front view Back view

Tripie pansied powder coated grey metal structure with dis cut slots on the front. allowing for calored opague plastic
materal with white decaled lsttering 1o be slatted in the th LED codea wayfinding signs

arrows are placed 1o make reference to the dis: wded to travel 1o gel to the destination (e, the
d band wauld refarence eher closest ar furth tion) Calourza stats top aligned 1o allow for
stion from the Columbia Avenus signags on Page

soma differ

The back of the structurs will festure 3 brushed metal design (use here of Castlegar “swoosh” element”)

Rainy River frontage (LaVerendrye Parkway) is the strongest feature of the community, but given
location off main road has to be “found” and isn’t fully capitalized on (linkages to main road).

Wayfinding signage should focus almost exclusively on Highway 11/Trans Canada/Scott Street in
context of limited budget.

With a comprehensive design study, wayfinding signage can be designed as part of a
comprehensive and consistent community signage program (special purpose design: downtown,
trails, vehicles, crosswalks, key attractions; municipal building signage (external and internal); point
of interest signage (restrooms, parking, information, parks, services (e.g. police, fire, hospital);
directional (traffic/street naming, highwayy):

I Beaverton I

Downtown

Fd2iHdSOINTV ONIITHO ddifmS S aRLERIN
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3E. Shevlin Yard Redevelopment

Depending on land use, mix of use, and aesthetic, and target market, Shevlin yard redevelopment
can be a significant catalyst for tourism development in Fort Frances as a water-based draw. This
would require consideration of tourism amenity/draw on-site. Examples include resort hotels,
casinos, niche retail, entertainment venues, cultural venues, and restaurants. Walkability and
inspired architecture within the development would be vital. Public art/inviting common spaces
would attract. Functional orientation to, and interplay with, water would be vital. An expanded
marina would facilitate further tourist/rental access to water with recreation equipment.

3F. Trail/Water Equipment Rental

Access to sport and recreation equipment would encourage longer duration stays in Fort Frances.
While the less portable, less purchased and more expensive items like power boats can be
problematic as a business/insurance model for all but the busiest of destinations, there may be
entrepreneurial opportunity in offering of grouping of types of equipment rental. These include
skis, snowshoes, racquets and balls, kayaks, canoes, stand-up paddleboards, sailboats, aluminum
fishing boats, bikes, and ebikes.

The nature of access to the offering might be able to span inherent business model challenges.
One example of this is the BC-based The Thingery (http:/thethingery.com/) — essentially glorified
and secure sea cans that offer co-op based tools in community settings. This kind of approach
could be used to rent all but the largest recreational equipment.

This can be considered on an independent entrepreneur basis, or as a collaborative
accommodator co-op.

dJ4dHdSOWNLY ONILIOddNS FdNLANN
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SELL FORT FRANCES

4

KEY ACTIONS:  ESTABLISH MARKETING FOUNDATIONS
DEVELOP CORE PRODUCT CREATIVE DIRECTION

ESTABLISH A 30 MINUTE STOP, SHOP AND GO
MARKET

IMPLEMENT CORE PRODUCT MARKETING /
ADVERTISING PROGRAM (See 3 Year Tactical Plan)

4A. Marketing Foundations

1) Create a Destination Fort France Visual Identity

DESTINATION
FORTFRANCES

The visual identity modification is simple and subtle, substituting the black colouring in the Town
of Fort Frances visual identity with white, with addition of the word “Destination.”

2) Register Trademark/Domain Names

SIONVHd L4404 113S

¢ Trademark “Forageur” (see Big Lake Report for process)

o The following needs to be undertaken by the municipality: Trademark search
reveals Forageur trademark is available - https://www.ic.gc.ca/app/opic-
cipo/trdmrks/srch/home?lang=eng

o Application site - https://www.ic.gc.ca/eic/site/cipointernet-
internetopic.nsf/eng/wr01369.htmI?Open&wt_src=cipo-tm-main&wt_cxt=toptask,

Application fee - $330
Renewal fee - $400 (every 10 years)

Can be pursued by municipal designate, municipal legal counsel, or here’s a list of
registered trademark agents - https://www.ic.gc.ca/eic/site/cipointernet-
internetopic.nsf/eng/h_wr04549.html

e Register Destination Fort Frances URL (available - .ca and .com)

¢ Register FishRainylLake URL (available - .ca) — which will redirect to
destinationfortfrances.ca
Note: domains are $20/yr each.
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3) Online Presence
i) Create New Website - Destination Fort Frances

Why? Because this site needs to integrate well with the private sector (promotions, coupons, etc.)
— which benefits from independent control over content. Because the site needs to “pick winners”
as a matter of differentiated/elevated experiences, which municipalities don’t want to do.

RRDC to develop/update as part of tourism development and marketing program.
Structure:

Scroll Content Approach - think of modern, screen-adaptive websites as a set of square blocks.
These blocks run in long from vertical scroll as a set of layers. Ost important or timely content sits
at the top. More detailed content can sit deeper in the scroll.

e e.g. Village of Canal Flats - https://www.canalflats.ca/

A recommended content scroll for the site is as follows:

e Top Navigation Bar: (Destination Fort Frances Logo top left), Awesome Experiences,
Events, “Buyable Packages”, Plan Your Trip (with social media buttons a weather icon, and
a search function)

Note: Plan Your Trip to link to mapping function for accommodation, food etc. services.

e Masthead — modified from campaign-based advertising (supported by campaign-based
social media and other marketing channels). Note campaign can change over time as
needs/market conditions warrant.

SIONVHd 1L40d 113S

&,
/

DESTINATION
FORTFRANCES

» Welcome Message/About Fort Frances — short description with personality in campaign
theme.

o Best Of - curated experiences (modeled on Tourism Calgary site -
https://www.visitcalgary.com/things-to-do/our-citys-best) — main image with a link to “See Our

Best”
.t\\ é 43

FORTFRANCES
BOUNDLESS Page 92 of 126




AGENDA ITEM #2.2

Note: because this is curated with high-quality experience criteria it's important to explain “the
why” in the story descriptor for each experience — e.g. third-party endorsement/award, unique

building, sourced-local, etc. Curator(s) are required to develop/update this. A more interactive way

to capture experiences would be a member/partner or Destination Fort Frances survey of favourite
attractions/experiences.

Sample categories (to have catchy titles with calls to action): Shop, Eat, Sport, Happy Trails, Get
Arty, Here Fishy Fishy, At Night, Fun, Photo Worthy

Big Tile approach on click throughs to Best Of descriptions - e.g. Tourism Calgary:

CALGARY ZOO, BOTANICAL STUDIO BELL, HOME OF THE

CALGARY TOWER GARDEN & PREHISTORIC PARK NATIONAL MUSIC CENTRE

Tiles can embed video.

Tiles should use catchy hook summaries and conversational writing style: e.g. Canal Flats

SdIONVdd lHO4 1136

5000 annual tournament visitors agree _our From world’s away you arrive. heat seeking Picnic. Swim Boat. Or just stare at the peace of
arena looks fike a real fife-version of the tabie nature’s “real” hot tub oasis amidst the it in that way that has us breathe easier for
hockey game of youth mountain pines. Reiuvenate. kfe’s simple pleasures.

READ MORE » READ MORE » READ MORE »

Feature Events ~ tile approach with a box click through to Events Calendar — simple tile
approach with simple top search function by event type and date - e.g.
https://www.visitcalgary.com/events?category=08&start_date=07%2F31%2F2019&end_date=08%2
F149%2F2019&.. Specific focus on sport (sport tournaments, Fort Frances Lakers -
https://www.fortfranceslakers.com/, Rainy Lake Square -
https.//www.facebook.com/rainylakesquare/, Townshend Theatre (music/performing arts) -
https://www.fortfrances.ca/experience/activities-amenities/townshend-theatre
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e Two Product Experiences with Short Summaries: Be An Afishianado, Be a Forageur — link to
content features and special features within each of these. Can eventually have embedded video
for each.

o Embed Feature Video (s) - link to video platform (e.g. Wistia, YouTube) reveals additional videos
on the platform.

» Stories - this can develop over time — like a blog - but it's a key means to storytell, to capture

things like seasons, to feature specific experiences, to celebrate (e.g. a playoff run), to feature a
container product experience, etc. Can curate from a set of writers, purchase stories, or do them
in-house. Can embed specific video if it relates to the story.

¢ Photo/Video Gallery — e.g.

GALLERY

e Bottom Container with new links for Meeting Planners and Sport Tourism (do not include travel
trade, media or industry) as per the below), repeat of social media links, privacy policy, site map,
accommodator/partner logos.

Note: new content needs to be written for each of Sport Tourism and Meeting Planners, along with
a downloadable package. Content approach can be modeled on Tourism Calgary site.

SdONVdd 1404 113S

calgary

be part of the energy-

MEETING PLANNERS MEDIA INDUSTRY CONTACT US

[ £ 4 You D

PRIVACY POLICY

http://tourism.visitcalgary.com/sport-tourism? _ga=2.52520619.2009084207.1564578038-
1745341907.1561671984
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e.g. of Sport Facilities content as a sales pitch — Casper, Wyoming - https://visitcasper.com/sports/

Other Elements:

» Direct-linked to Visit tab on Town of Fort Frances web page. Remove destination
information from Town of Fort Frances website.

e Key Product 1 or 2 choice on main page.

» Living in Fort Frances link — recognizes path to relocation (7% of all Canadians live where
they do solely based on first tourism visit).

» eNewsletter — most important function — builds contact database...connects to path to
purchase/return visits/path to non-tourism investment and relocation. Special promos.
Frequency - quarterly. Use tool like Constant Contact/MailChimp. Best practice —
Discover Comox Valley:

Check out all of these amazing Businesses,
Farms and Organizations that all have services

available to assist you during these difficult
times.

Comaox Valley Economic Daveiopment &
Tounsm has provided a toal lor local
businesses including reslaurants, ratail
senace providers, farm marketsistands.
and winery/brewery/distilenes to ouline
therr current services baing offored, in one S
common location.

This resource page will serve to assist
residents quickly detarmine what level of
modified business services are available
dunng this difficult tme To view COVID-
19 protactive measures from the BC CDC
click hete

Plan your dream stay here in the Comox Valley, research
all of our amazing accommodators so you're ready to
book when its safe to travel again.

Dream now, #exploraBClatar.
Comox Lake, Comox Valley

This spring we wanted to be able to share the Comox
Valley with you... this is how we can do it safely and in
some cases Virtually!

Best Westetn, the Weslesty Oid House Hotel & Spa Baywew Hotel
Here are a range of things to do in the Comax Valley, that allow Hotel 1.250.338-7741 1.888-703-0202 1.778-225-0010
for social distancing, but support getting families and restdents into the

beautiful outdoors Please check websites and follow health Cal 10 bk toxtay! Calf of ook rme today! Call of ook eisne fodayt
advisories & directions < -

Spring Social Distancing Activities

SIONVdHd 1404 7113S

Grown isie Resort Travelodge Gourtenay Super 8 by Wyndham
1-868-338-6430 1-800.795.7485 Counenay 1.077.383.2200
Cait o book orine today! Call of bagk onsing today* Cail or book, onfine today!

Take

ront of
Wuack Beach Provncaal |
Taks a Be Tow n the Park View Accommodations
Cotnax Valley |
.

Did you know that the Comos

Gadery 18 hosting a i
[

Constant Contact -+~

FORTFRANCES
BOUNDLESS Page 95 of 126



AGENDA ITEM #2.2

ii) Establish Destination Fort Frances Social Media Platforms

Facebook

-FB has an aging demographic user base. Target content at Product 1- Angling

E.g. https://www.facebook.com/destinationokotoks/
Instagram

Instagram has a younger demographic that Facebook. Target content at Product 1 — “Learn To”
Market

E.g. https://www.instagram.com/destinationokotoks/

iii) Establish core hashtags (based on core products): #fishthefort, #foragethefort, #trackthefort,
#huntthefort

iv) Create visual content
Video

It is recommended that two “anchor” videos — one for each core product - at 90-120 seconds each
be produced to demonstrate core product value proposition. These videos will also demonstrate
brand elements (storytelling themes, visual approach, soundtrack) that can be replicated in additional
video. It is further recommended that a future “tree structure” approach to video work be employed
that builds 30-60 second, thematic vignette videos onto this initial effort in future. These thematic
videos can focus on stories within the anchor product stories (e.g. specific fish species, learn to hunt
vs learn to fish, learn to forage, learn to track, etc.).

A fresh municipal video model (Destination Okotoks) that encompasses both public and private sector
joint venture investment has been highly successful. The advantage of this model is social sharing. In
Okotoks, metrics showed a collaborative social sharing approach to have a 15x exposure benefit to a
single entity producing and promoting video.

Video style, creativity, storytelling, and production quality is critical. Video needs to maintain a Fort
Frances brand: authentic, ruggedized outdoor, humourous, “real”, people-based vs purely
landscape.

SIONVdd Ld04 113S

Municipal examples are available here:
https://www.youtube.com/channel/UCGMZUuTmIUCghHzdL5reZJg.

Photo Library

A professional photographer should be engaged to photograph a core set of high-quality core
product pictures. Photos should be used for the website, and as content for social media posts
(visuals in Facebook have exponentially better traction than text alone). Professional photography
can be supplemented by thematically curated and carefully selected photography acquired from
the community.

Photography needs to maintain a Fort Frances brand: authentic, ruggedized outdoor, humourous,
“real”, people-based vs purely landscape.

v) Create a gamification app (468 Insider — “Incentivizing Presence” - www.468insider.com)

The 468 Insider app is a good example of the marriage of technology with consumer motivation to
visit bricks and mortar establishments.
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468 Insider is a customizable mobile app that drives visitor engagement and commerce for
communities by rewarding users for visiting places. The more places visited, the more points
earned. Points can be redeemed for discounts on good and services within the community. By
deploying the app, organizations can go beyond basic maps and directory listings — making their
communities more fun, memorable and rewarding for visitors.

The app’'s EXPLORE button takes visitors to your community’s map, which has pins indicating
places of interest. Clicking on each pin on the map gives users more information about that
location. Locations can be assigned POINTS to be collected when users are within GPS range of a
location. Places of interest can be anything geographically: a point of interest, a business location,
or an item in a store. Physically visiting a location adds points to a user’s Achievement page. Points
can be redeemed for goods or services at REWARDS locations. Place owners enter a code to
deduct points in exchange for a reward of their choosing. The app can be customized (brand) for
location. An online control panel provides valuable data about visitor activity, volume, and origin.

To provide cost context, a 40-location arrangement is $3.6K/year with zero setup cost for 3+ year
contract terms. Pricing is tiered based on the number of locations.

vi) Order Swag

Swag is only successful when it's creative, distinctive, and/or fun. Swag is most effective when
aligned with brand (e.g. Lillooet black Guaranteed Rugged toques, City of Castlegar Do It Qutdoor
shirts). Carefully considered, ordered and product-placed, swag can break even while offering
brand awareness building.

\:}rr‘@ .;rr!":
' Apparel

SAONVd4d 1404 113S

Posters/cards

iPhone frame

ﬂ-"
ISH FEAR ME 4

PYPTyY )
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License plate frame G

Note: Images sourced from Internet search.

o
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Brand creative has been updated to reflect two core products, online focus, and creativity required
to break through marketing clutter. Creative is presented as representative Facebook ads with a
call to action click through that would drive back to campaign/promo specific sections of the
website, including packaging and discount codes if relevant.

!\:f Destination Fort Frances
Sgonsored K3

Cheaper s better when it comes to big buck supply runs, not big buck
hunting or big fishing excursions. For big F'in deals on essential purchases and
Canadian AF experiences and adventures run by local owners and guides,
stop and buy in Fort Frances, Ontario.

FORTFRANC
BOUNDLESS
DE S TNATIONEORTERANCES CA
Stop. Buy. Learn More
#FFStopShopandRoll #Boundless
0 Like () comment £ Share

30 Minute Stop, Shop and Go Promo with
call to action click back to Destination Fort
Frances for packaging, coupon codes, etc.

FORTFRANCES

BOUNDLESS

\\:% Destination Fort Frances
4 Soansared Ky

For filter-free capture and release of rugged, Canadian AF experiences and
adventures - from hunting and wilderness survival to golfing, boating and
wildlife viewing, picture itin Fort Frances, Ontario.

FORTFRANCES

BOUNDLESS

DESTMATIONFORTFRANCES CA
Day Trips and Night Falls Learn More
#FFS-FortFrancesSelfie #FFStayandPlay #Boundless

[[l, Like {':‘ Comment > Share

Stay and Play promo (trails/golf focus) with
call to action click back to Destination Fort
Frances for packaging, coupon codes, etc.
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‘_\ié Destination Fort Frances
Sponsored @

For true Canadian AF adventures and rugged, filter-free experiences led by
the locals, picture it here. Fort Frances Style - there’s nothing polite or
forgiving about it

FORTFRAN

BOUNDLESS

DESTINATIONFORTFRANCES.CA

Learn to Fish FFS Learn More
#Boundless #FFS-FortFrancesStyle
o Like () comment A> Share

Product 2 - Learn To Targeted at
Millennials and more youthful target market
with call to action click back to Destination
Fort Frances for packaging, coupon codes,
etc.

é%

FORTFRANCES

BOUNDLESS

‘t.ié Destination Fort Frances
) Sponcored 3

For true Canadian AF adventures and rugged, filter-free experiences led by
the locals, picture it here. Fort Frances Style - there's nothing polite or
forgiving about it.

FORTFE

BOUNDLESS

DESTINATIONFORTFRANCES.CA

Learn to Hunt FFS Learn More
#Boundless #FFS-FortFrancesStyle
19 Like () comment A> Share

Product 2 — Learn To Targeted at
Millennials and more youthful target market
with call to action click back to Destination
Fort Frances for packaging, coupon codes,
etc.
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% Destination Fort Frances {
Sponsared - &3 ),
A realtime how-to-live destination for Canadian AF experiences - from

beating, hunting and tracking to rustic wellness spas and clean eating. Picture |
it in Fort Frances, Ontario. ‘;il
i

FORTFRANCES !
B

BOUNDLESS

DESTINATIONFORTFRANCES CA
Binge-Worthy Learn More
#FFS-FortFrancesSelfie #Boundless

[fh Like f:} Comment /> Share

\E Town of an Frances: Official

Ontario.

BOUNDLESS
FORTFRANGCESCA
True Afishionados
#l.andTheBigOne #Boundiess
|f:} Like @ Comment

FORTFRANCE

Lure of the lake or catch of the day — whatever your angle, cast away your
warries for true DIY Canadian adventures and big f'in deals in Fort Frances,

Learn More

/A Share

Product 2 — Learn To Targeted at Millennials
and more youthful target market with call to
action click back to Destination Fort Frances
for packaging, coupon codes, etc.

¥
FORTFRANCES

BOUNDLESS

Product 1 - Angling with call to action click

back to Destination Fort Frances for
packaging, coupon codes, etc.
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Destination Fort Frances
3 Sponsoted - 3

For true Canadian AF adventures and rugged, filter-free experiences in
realtime, visit Fort Frances, Ontario. There's nothing polite about it

DESTINATIONFORT 2ES
The Original Social Distancing Destination Learn More

#Boundless

= N
[,J Comment &2 Share

COVID Recovery Phase product awareness
building ad

SAONVdd Ld04d 113S

DESTINATION

FORTFRANCES

Facebook/Destination Fort Frances website masthead
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4C. 30 Minute Stop, Shop and Roll Market

The notion here is to get people to stop for supplies in Fort Frances on the way to lodges up
north/shop for cheaper stuff on way back to US. Gas, angling supplies, groceries, etc. Or even
someone in International Falls/northern Minnesota that comes to Fort Frances for some cheaper

shopping.
Note: there is a bit of big box there — Canadian Tire, Walmart.

Mechanically this looks like a collaborative group of merchants co-investing in an online ad
campaign and/or materials available at TIC/border, co-invested via the MAT. Ads can be grouped
by type: angling supplies, therapy shopping, restaurants, etc. or by distinctive stop, shop and roll
groupings (e.g. one gas station, one restaurant, one retailer per promo).

Offerings start to look like this: https://www.radiumhotsprings.com/listings/offers/

Fast Pass Technology Solution - Wildcard

On changeover day the line-up to get back into the US can be long — resulting in long wait times
in Fort Frances. What if Fort Frances could create a way for cars of interest to pull out of the line,
do some shopping, then return to their place in the line as it has moved forward? This approach is
akin to Disney’s ride FastPass system.

Fort Frances should explore the potential of an RFID system and dedicated lane modification in
the area of the Tourist Information Centre to enable vehicles to “skip forward in the line” at a
prescribed time.

E.g. https://www.drbsystems.com/products-and-services/pos-add-ons/fastpass/ - where a small tag

(3/4" x 4") is handed out, and a reader “interrogates” the tag at a prescribed location to allow gate
entry.

SAONVYd4d 1d04 113S
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ORGANIZATION

Tourism planning, development, marketing, and budgeting — including collection of the MAT - will
be managed by the Rainy River Development Corporation (RRDC). The RRDC has advisory board
oversight.

Operational intention is to manage tourism development and marketing contracts with consultants
who have specific skill sets and can meet specific Fort Frances needs.

A challenge is to ensure that tactical implementation planning is concise and focused...building
from smaller initiatives and foundations into broader considerations.

Budget is estimated at approximately $150K/year. Both product development and marketing will
be conducted using this revenue. RRDC will not serve as a product developer. Its role is to
advocate for private sector entry into tourism sector development, and
incentivization/subsidization of select activities with high strategic value and ROI.

The budget will be leveraged where possible — via private sector participation in specific marketing
initiatives, and grants where applicable. Desire is 70/30 MAT/private sector cost share on
marketing initiatives in order to secure active private sector participation in initiatives.

Establish Valuation of Tourism

While statistics are available specific to the size and composition of the tourism sector in Ontario,
no information is currently available for the Town of Fort Francis. Fact and evidence-based
conversation is an important of explaining “The Why” in terms of the value and contribution of
tourism to diversification strategy.

It is recommended that the Town of Fort Frances contact the Government of Ontario to acquire an
accurate tourism measurement model, and secure the services of the province and/or a consultant
to establish baseline measurement of the size, value and sector profiling of the tourism sector. e.g.
Lillooet - http://www.lillooetbc.ca/PDF/District-of-Lillooet-Value-of-Tourism-Study-2009-2.aspx

A STEAM economic impact model is typically used to quantify sports event impacts — enabling a
community to determine a level of interest in sports event bids and/or tournament development.
Metrics support other important legacies from sport tourism that don’t have a standardized
measurement but are still important to consider: infrastructure development, community visibility
and spirit, volunteer and leadership development, and new partnership development between
sport, businesses, the tourism sector, and the community. One must be member of Canadian Sport
Tourism Alliance and take a STEAM training course to use this tool-
https://canadiansporttourism.com/steam.html
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FORTFRANCES

BOUNDLESS

NOTICE OF PUBLIC MEETING

Zoning Amendment & Official Plan Amendment

TAKE NOTICE that Council will hold a Public Meeting on Monday May 25, 2020 for the purposes
of providing information to the public on proposed amendments to the Official Plan and Zoning
By-law relative to applications received from Friesen Five Inc.

An application to amend the Official Plan (File C1-2020) from Friesen Five Inc. for 814/820 Scott
Street requests changing the designation from Employment Area to Living Area. Additionally, the
Town has received an application to amend the Zoning By-law (File B2-2020) from Friesen Five Inc.
for 814/820 Scott Street to change the land use from General Commercial to Residential Type Two
which will permit a multi-residential building to be located on the property. A key map of the subject
land is located below.

The Town of Fort Frances will hold a public meeting to provide interested parties the opportunity
to make comments, identify issues, and provide additional information relative to the proposed
amendment. Any person may attend the public meeting and/or make written or verbal representation
either in support of or in opposition to the proposal. The public meeting will be held:

Meeting Date: May 25, 2020
Meeting Time: 5:30 p.m. or as soon thereafter as can be accommodated

Due to gathering restrictions in place surrounding the COVID-19 pandemic this public
meeting will be held via teleconference. A digital link will be available at the top of the
Council meeting agenda for May 25, 2020. Participants wishing to join via telephone can
do so by calling 1-807-701-5975 and entering Conference ID 448 465 071#.

Individuals making an oral submission at the Public Meeting are requested to submit a written
outline to the Town Clerk.

If you wish to be notified of subsequent meetings or the adoption of the proposed Zoning By-law
or Official Plan Amendment, or of the refusal of a request to amend the Zoning By-law or Official
Plan, you must make a written request to the Clerk’s Office, 320 Portage Avenue, Fort Frances,
ON P9A 3P9.

Additional information relating to the proposal is available through various sources between 8:30
a.m. and 4:30 p.m. by contacting the Municipal Planners Office at 807-271-0604 or by email at
cvangel@fortfrances.ca.

KEY MAP

Appeals:

If a person or public body does not make oral submissions at a public meeting, or make written
submissions to the Town of Fort Frances before the by-law is passed the person or public body is
not entitled to appeal the decision of the Town of Fort Frances Council to the Local Planning Appeal
Tribunal (LPAT).

If a person or public body does not make oral submissions at a public meeting, or make written
submissions to the Town of Fort Frances before the by-law is passed the person or public body
may not be added as a party to the hearing of an appeal before the Local Planning Appeal Tribunal
(LPAT) unless, in the opinion of the Board, there are reasonable grounds to do so.

Date of Notice: May 7, 2020 Cody Vangel, CBO/Municipal Planner
Town of Fort Frances

320 Portage Avenue
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Rainy River Veterinary Services Committee
c/o Kim Jo Bliss

R.R. #2

Emo, ON POW 1EOQ

807-275-9706 (cell)

kimjobliss@gmail.com

May 14, 2020

Clerk-Treasurer

Town of Rainy River

Box 488

Rainy River, ON POW 1LO
rainyriver@tbaytel.net

Dear Town of Rainy River;
Hello! | hope this finds you all well.

This is your bill for the Vet Assistance Trust Fund. The fees are the same as they have been in the past.
Your portion of the fee is a flat fee of $150.00.

For your information, The Town of Rainy River, Atikokan and Fort Frances are charged a flat fee. Other
Municipalities are charged .35cents per capita and farmers in the unincorporated townships are charged
$5.00 per farm. If these fees are not paid, the Veterinary Clinics are notified and can charge the
producers the unsubsidized fees.

Thank you for your continued support towards this fund. We are excited that after many years of asking
for our 2" contract back we were successful this year. We are now fortunate that both Nor-West

Animal Clinic and Kingsford Veterinary Service have a full contract.

If you have any question, please don’t hesitate to reach out to me or our Chair of the Committee Tom
Morrish.

Stay safe friends.
Kim Jo-
Kim Jo Bliss

Treasurer — Rainy River Veterinary Services Committee
*Cheques can me made payable to the Rainy River Vet. Services Committee
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From: AMO Communications

To: Lisa Slomke

Subject: [External] AMO WatchFile - May 21, 2020
Date: Thursday, May 21, 2020 9:05:11 AM

[EXTERNAL] Don't click links or attachments unless you recognize the sender and know
the content is safe. You can forward suspicious messages to support@fortfrances.ca.

AMO WatchFile not displaying correctly? View the online version
Add Communicate@amao.on.ca to your safe list

AMO WatchFile banner

May 21, 2020

In This Issue

- COVID-19 resources.

- 2020-2022 AMO Board of Directors - Call for Nominations.

- Apply for an AMO Federal Gas Tax Award!

- BEACON: A digital mental health therapy program for members.
- Regional Relief and Recovery Fund now accepting applications.
- Extension to Natural Gas extension applications.

- Virtual AMO 2020 Conference.

- AMO Annual Conference Exhibit Hall.

- Deliver services efficiently with digital solutions.

- AMO’s social media webinar series available through Municipal Education.
- RETScreen Workshop: You don’t want to miss it!

- Use FCM funding for your Road & Sidewalk Assessment.

- Municipal Group Buying Program: COVID-19 updates and PPE.
- Career with Transit Windsor.

COVID-19 Resources
AMO’s COVID-19 Resources page is being updated continually so you can find critical
information in one place. Please send any of your municipally related pandemic

questions to covid19@amo.on.ca.

AMO Matters

Please be advised that in accordance with AMO’s governing by-law, the Secretary-
Treasurer is requesting nominations to the 2020 - 2022 AMO Board of Directors. A
completed nomination form and supporting material must be received no later than
12:00 noon, Monday, June 22, 2020.

Has your community financed an innovative, exciting, or impactful infrastructure
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project with the federal Gas Tax Fund? Appy for an AMO Federal Gas Tax Award to
celebrate your municipality’s efforts!

On May 14, AMO hosted a webinar with our latest partner, BEACON, to showcase an
innovative approach to support the mental health of your employees and their
dependents through the BEACON platform.

Provincial Matters

The Regional Relief and Recovery Fund (RRRF) is accepting applications from small
& medium enterprises (SMEs) that have been affected by COVID-19 and are unable
to access the government’s existing relief measures. More information available on
FedDev Ontario’s website.

The OEB has extended the deadline to August 4, 2020, for project proponents to file
their project information (60 days longer than original deadline). Any questions should
be emailed to IndustryRelations@oeb.ca with the subject “Potential Projects to
Expand Access to Natural Gas Distribution.”

Eye on Events

Going virtual for AMO’s Annual Conference still means that you have access to the
things that matter the most: relevant and transferable information, Minsters' Forum
and delegations, the AMO AGM, networking and much, much more. The AMO AGM
and Board Elections for 2020-2022 will be held and registered delegates can vote.
Visit the AMO website for details and register here today.

Even though this year’s Conference is going virtual, delegates will be able to interact
with exhibitors in new and innovative ways that ensures access to resources that will
play an important role in your communities the days, weeks and months ahead. We
will be sharing this exciting information with you shortly.

eSolutionsGroup, AMQ's barrier-free website builder partner, offers a range of tools
that help municipalities maintain business operations during the current crisis, the
recovery, and beyond. These include electronic payments, procurement and contact
tracing. Register for the webinar on May 28 at noon to learn more.

To help you communicate the right message during COVID-19, we are offering
AMQO'’s popular Social Media webinar series for a nominal fee through AMO’s
Municipal Education Portal. Register now.

LAS

Never before has RETScreen Training been this affordable. Sign up for a 1-day online
workshop on June 1 and learn how to use RETScreen to analyze energy projects.
Only $240 AND eligible for 50% IESO training incentive. Space is limited to 20
participants - act now and register today!

FCM relaunched its popular Municipal Asset Management Program, funding 80-90%

of project cost - up to $50,000. LAS' Road & Sidewalk Assessment is a perfect fit for
this funding. Contact us to learn how this program will help improve your surface
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assets and optimize budget dollars.

Our Municipal Group Buying Program COVID-19 update page has information on
securing PPE for your community, as well as notices from other vendors relevant to
our members. Be sure to check back regularly for updates.

Careers

Executive Director, Transit Windsor. An online application is available and must be
completed and submitted by no later than the posting period noted. To apply for this
position, click APPLY NOW. If you require assistance to apply online, please contact
recruitment@citywindsor.ca or call (519) 255-6515. Deadline to apply: Friday, May 29,
2020 at 4:30 p.m.

About AMO

AMO is a non-profit organization representing almost all of Ontario's 444 municipal
governments. AMO supports strong and effective municipal government in Ontario
and promotes the value of municipal government as a vital and essential component
of Ontario's and Canada's political system. Follow @AMOPolicy on Twitter!

AMO Contacts
AMO Watch File Tel: 416.971.9856
Conferences/Events

Policy and Funding Programs
LAS Local Authority Services

MEPCO Municipal Employer Pension Centre of Ontario
ONE Investment

Media Inquiries Tel: 416.729.5425
Municipal Wire, Career/Employment and Council Resolution Distributions

*Disclaimer: The Association of Municipalities of Ontario (AMO) is unable to provide any warranty regarding the accuracy or completeness
of third-party submissions. Distribution of these items does not imply an endorsement of the views, information or services mentioned.

Pl ider th . t Association of Municipalities of Ontario
H | ?ase C‘?”t%"' e{h. 9 GlehIu 200 University Ave. Suite 801, Toronto ON Canada M5H 3C6
— SIS [P TE) UATksk: To unsubscribe, please click here
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«f Callander

MUNICIPALITY OF CALLANDER Tuesday, March 24, 2020
Moved by Councillor e I Sl

Seconded by Councillor ﬁr\\l\k\ NS ( o \Uj\ \[(]"‘{ﬂ/"@/r—

RESOLUTION NO. 2020/03/ | &\ 1

WHEREAS the Municipality of Callanderfis committed to planning for amprotecting the
future sustainability of its resources and environment, NORTHC BAY MR

AND WHEREAS the Municipality of Callander is within theQmﬁmnd‘Ca'mBqn%\
Conservation Authority areas,

AND WHEREAS the Province of Ontario is currently reviewing the mandate and

operation of conservation authorities and,;

AND WHEREAS Conservation Authorities provide essential services to municipalities in
their watersheds and

AND WHEREAS smaller municipalities do not have capacity or the financial resource to
employ staff with the technical expertise that conservation authorities provide and
WHEREAS development near watercourses can have significant effects both upstream

and downstream

THEREFORE BE IT RESOLVED THAT The Municipality of Callander encourages

the province to continue to support the principle of planning on a watershed

basis in the on-going review and prioritize the allocation of adequate funding

to support the core mandate of conservation authorities.

AND THAT this resolution be forwarded to Minister of the Environment, Conservation and
Parks, Premier Doug Ford, MPP Vic Fedeli, the Association of Municipalities of Ontario, the
North Bay Mattawa Conservation Authority and all Ontario Municipalities.

CARRIED //DEFEATED / AMENDED / DEFERRED
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FOpR-RIE _ _
rOR M:H’ Community Services

Legislative Services

May 5, 2020
Sent via email: Justin.trudeau@parl.gc.ca

The Right Honourable Justin Trudeau
Prime Minister

House of Commons

Ottawa, ON K1A 0A6

Honourable and Dear Sir:
Re: Canada/US Border Crossings - Essential Traffic Only - COVID-19

Please be advised the Municipal Council of the Town of Fort Erie at its meeting of May 4, 2020
passed the following resolution for your action:

Whereas the COVID-19 Pandemic has resulted in all countries taking extraordinary measures to
ensure the health of their populations, and

Whereas the limiting to essential traffic only at the border between the United States of America
(US) and Canada has undoubtedly assisted in the containment of this disease, and

Whereas the medical community has stated that the possibility exists for another wave of
infections, and

Whereas the Governors of US States have been empowered to begin easing restrictions, and

Whereas the conduct and travel of residents, and the operation of businesses in the US States
bordering Canada and beyond, has a direct impact on the potential spread of the virus by virtue of
those individuals entering Canada, and

Whereas Canadians and Americans entering each other’s countries have the potential to return
home after becoming infected, and

Whereas in less extraordinary times our American friends, family and neighbours are welcome in
our community, and

Whereas we urge the government of Canada to continue to be guided by health and science in
making its decisions regarding the border;

Now therefore be it resolved,

That: The Corporation of the Town of Fort Erie hereby requests the Prime Minister of Canada to
continue limitation of cross- border traffic to essential traffic only, and further

sl 2

Mailing Address: The Corporation of the Town of Fort Erie
1 Municipal Centre Drive, Fort Erie ON L2A 2S6
Office Hours 8:30 a.m. to 5:00 p.m. Phone: (905) 871-1600 FAX: (905) 871-4022 Web-site: www.forterie.ca
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The Honourable Justin Trudeau
Prime Minister Page two

That: The restrictions remain in place until such time that it can be demonstrated that the flattening
of the outbreak curve in the United States of America is on par with the progress we are seeing in
Ontario, and further

That: Canada Border Services Agency, in association with other health and law enforcement
authorities, continues its protocol of screening and monitoring those individuals crossing the border
to ensure that only essential travellers or individuals who reside in Canada gain entry into Canada
as long as the border restrictions remain in place, and further

That: Special attention be paid to the outbreak statistics concerning border States in the eventual
decision making process to return cross-border travel to pre-pandemic normalcies, and further

That: A copy of this resolution be circulated to The Right Honourable Justin Trudeau, Prime
Minister, The Honourable Chrystia Freeland, Deputy Prime Minister, The Honourable Doug Ford,
Premier of Ontario, Wayne Gates, MPP-Niagara Falls, Legislative Assembly of Ontario, Sam
Oosterhoff, MPP-Niagara West-Glanbrook, Legislative Assembly of Ontario, Jennifer Stevens,
MPP-St. Catharines, Jeff Burch, MPP-Niagara Centre, Dean Allison, MP-Niagara West, Chris Bittle,
MP- St. Catharines, Tony Baldinelli, MP- Niagara Falls, Vance Badawey, MP, Niagara Centre, The
Regional Municipality of Niagara, and all Niagara Area Local Municipalities, for their support.

Thank you for your attention to this matter.

Carol Schofield, Dipl. M.A.

Manager, Legislative Services/Clerk
cschofield@forterie.ca

CS:dlk

Cc:

Sent via email:

The Honourable Chrystia Freeland, Deputy Prime Minister Chrystia.Freeland@parl.gc.ca
The Honourable Doug Ford, Premier of Ontario premier@ontario.ca

Wayne Gates, MPP-Niagara Falls, Legislative Assembly of Ontario wgates-co@ndp.on.ca
Sam Oosterhoff, MPP-Niagara West-Glanbrook, Legislative Assembly of Ontario sam.oosterhoff@pc.ola.org
Jennifer Stevens, MPP-St. Catharines JStevens-CO@ndp.on.ca

Jeff Burch, MPP-Niagara Centre JBurch-QP@ndp.on.ca

Dean Allison, MP-Niagara West dean.allison@parl.gc.ca

Chris Bittle, MP- St. Catharines Chris.Bittle@parl.gc.ca

Tony Baldinelli, MP- Niagara Falls Tony.Baldinelli@parl.qc.ca

Vance Badawey, MP- Niagara Centre Vance.Badawey@parl.gc.ca

The Regional Municipality of Niagara

Niagara Area Municipalities
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The Corporation of the Town of Grimshy

Administration

Office of the Town Clerk

160 Livingston Avenue, P.O. Box 159, Grimsby, ON L3M 4G3
Phone: 905-945-9634 Ext. 2015 | Fax: 905-945-5010

Email: skim@grimshy.ca

May 6, 2020

SENT VIA EMAIL

The Honourable Justin Trudeau
Prime Minister of Canada

80 Wellington Street

Ottawa, ON K1A 0A2

The Honourable William Francis Morneau
Minister of Finance

90 Elgin Street

Ottawa, ON K1A 0G5

The Honourable Doug Ford
Premier of Ontario
Legislative Building
Queen’s Park

Toronto, ON M7A 1A1

Dear Prime Minister Trudeau, Minister of Finance Morneau and Primer Ford:

Re: Support for Commercial Rent Assistance Program

At its meeting of May 4, 2020, the Town of Grimsby Council passed the following
resolution:

Moved by Councillor Ritchie; Seconded by Councillor Vaine;

Whereas these are unprecedented times that have not been seen in generations;
and,

Whereas on April 16, 2020 the Canadian Federal Government announced a new
program called the Canada Emergency Commercial Rent Assistance; and,
Whereas this program is to be developed in unison with the Provincial and
Territorial counterparts; and,
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The Corporation of the Town of Grimshy

Administration

Office of the Town Clerk

160 Livingston Avenue, P.O. Box 159, Grimsby, ON L3M 4G3
Phone: 905-945-9634 Ext. 2015 | Fax: 905-945-5010

Email: skim@grimshy.ca

Whereas this program is to provide relief to small business (in Grimsby and
throughout Canada) with their rent for the months of April, May, and June; and,
Whereas many Provincial programs have been announced to date but have
generally aimed at the residential, rather then the commercial, rent markets; and,
Whereas many small businesses in the Town of Grimsby have been affected
financially due to COVID-19, thus making rent payments difficult;

Therefore be it resolved that the Town of Grimsby endorse this program whole
heartedly, and request the Federal Government of Canada to work with its
Provincial and Territorial Partners to expedite this program and offer this program
as soon as possible; and,

Be it further resolved that the Town of Grimsby ask the Federal Government, and
Provincial and Territorial Partners look at the possibility of extending this program
if the impacts of COVID-19 continue past the month of June; and,

Be it further resolved that the Town of Grimsby ask the Federal Government and
its Provincial, and Territorial Partners to make this program 100 percent forgiving
to the small businesses effected; and,

Be it further resolved that this motion be distributed to the Right Honourable
Prime Minister of Canada, the Honourable Minister of Finance, the Honourable
Premier of Ontario, and all municipalities in Ontario

Regards,

A~

Sarah Kim
Town Clerk

Ontario Municipalities
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The Corporation of the Town of Grimshy

Administration

Office of the Town Clerk

160 Livingston Avenue, P.O. Box 159, Grimsby, ON L3M 4G3
Phone: 905-945-9634 Ext. 2015 | Fax: 905-945-5010

Email: skim@grimshy.ca
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Oakville Economic Task Force
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Friday May 8, 2020

Hon. Bill Morneau
430 Parliament Street
Toronto, Ontario
M5A 3A2

Dear Minister Morneau,

| write to you today on behalf of the Oakville Economic Task Force. The Task Force —
comprising the Town of Oakville’s Economic Development Department, the Oakville Chamber
of Commerce, Oakville Business Improvement Associations, and myself — continues to engage
our business community to understand what support is needed to ensure local businesses are
able to survive this period of uncertainty and are in a position to play a role in the recovery of
our local economy.

The Task Force is encouraged by the cooperation between the Federal and Provincial
government to develop the Ontario-Canada Emergency Commercial Rent Assistance
Program. While we recognize rent is a provincial concern and we are grateful for the federal
government partnering with provinces, it is important to keep in mind that in order to work the
program needs to address certain points that both levels of government need to be aware of in
order to collaborate successfully, such as:

e Many landlords have declined to apply and others face the onerous process of having to
apply for each commercial unit where they own many
e Many tenants cannot benefit from the program or qualify and are facing eviction.

We appreciate the Canada Mortgage and Housing Corporation indicating that they will address
the issue of landlords with no mortgages “in the near future” but some tenants facing eviction
do not have very much time to wait for a new program.

The feedback we are hearing from the local business community indicates that, based on the
current program details, there are many businesses who will be unable to benefit from the
program as-is and will face eviction. Therefore, we are proposing the following changes to the
program:

1. Suspend evictions of commercial tenants for a minimum of 6 months

2. Allow tenants to make an application for the rent assistance if the property owner does
not want to apply or is ineligible
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Oakville Economic Task Force
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3. Allow property owners to make one application for all of their properties rather than
individual applications
4. Lower the 70% revenue decline threshold for tenants
| urge to you consider these proposed changes as you develop and roll out the program
details. Without changes, an increasingly large number of small businesses will be put in a
position where they may be faced with permanent closure.

We look forward to continuing to work together with you in supporting the Oakville business
community.

Sincerely,

e

Mayor Rob Burton
Oakville Economic Task Force
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Oakville Economic Task Force
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Friday May 8, 2020

Hon. Rod Phillips

Ministry Office, Ministry of Finance
Frost Building South, 7t Floor

7 Queen’s Park Cres.

Toronto, Ontario

M7A 1Y7

Dear Minister Phillips,

| write to you today on behalf of the Oakville Economic Task Force. The Task Force —
comprising the Town of Oakville’s Economic Development Department, the Oakville Chamber
of Commerce, Oakville Business Improvement Associations, and myself — continues to engage
our business community to understand what support is needed to ensure local businesses are
able to survive this period of uncertainty and are in a position to play a role in the recovery of
our local economy.

The Task Force is encouraged by the cooperation between the Federal and Provincial
government to develop the Ontario-Canada Emergency Commercial Rent Assistance
Program. While we recognize rent is a provincial concern and we are grateful for the federal
government partnering with provinces, it is important to keep in mind that in order to work the
program needs to address certain points that both levels of government need to be aware of in
order to collaborate successfully, such as:

e Many landlords have declined to apply and others face the onerous process of having to
apply for each commercial unit where they own many
e Many tenants cannot benefit from the program or qualify and are facing eviction.

We appreciate the Canada Mortgage and Housing Corporation indicating that they will address
the issue of landlords with no mortgages “in the near future” but some tenants facing eviction
do not have very much time to wait for a new program.

The feedback we are hearing from the local business community indicates that, based on the
current program details, there are many businesses who will be unable to benefit from the
program as-is and will face eviction. Therefore, we are proposing the following changes to the
program:

1. Suspend evictions of commercial tenants for a minimum of 6 months
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Oakville Economic Task Force
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2. Allow tenants to make an application for the rent assistance if the property owner does
not want to apply or is ineligible

3. Allow property owners to make one application for all of their properties rather than
individual applications

4. Lower the 70% revenue decline threshold for tenants

| urge to you consider these proposed changes as you develop and roll out the program
details. Without changes, an increasingly large number of small businesses will be put in a
position where they may be faced with permanent closure.

We look forward to continuing to work together with you in supporting the Oakville business
community.

Sincerely,

e

Mayor Rob Burton
Oakville Economic Task Force
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The Corporation of the City of Canﬁﬁﬁﬂ;@A ITEM#7.5
Corporate Services Department, Clerk’s Division
The City of Cambridge
\\ 50 Dickson Street, P.O. Box 669
Cambridge ON N1R 5W8
v Tel: (519) 740-4680 ext. 4585
Fax: (519) 740-3011

CAMBM DGE www.cambridge.ca

PEOPLE - PLACE - PROSPERITY mantond@cambridge.ca

May 13, 2020

Hon. Doug Ford

Premier’s Office, Room 281
Legislative Building, Queen’s Park
Toronto, ON M7A 1Al

To Premier Ford,

RE: Provincial Funding for Rehabilitation Facilities

Please be advised that Cambridge City Council, at its meeting held on the 16™ day of April, 2020,

approved motion 20-060 regarding Provincial Funding for Rehabilitation Facilities:

Moved by: Councillor Liggett
Seconded by: Councillor Mann

WHEREAS there is a failure of our overall drug and addictions policies and strategies to
provide for adequate, timely and sustainable detox and addiction rehabilitation programs in a

safe, supportive environment; and,

WHEREAS methods of harm reduction are a stopgap until those struggling with addiction are

able to have immediate access to adequate detox and rehabilitation programs; and

WHEREAS the community of Cambridge has shown their concern and compassion for the lack

of access and availability for their fellow residents who are asking for such assistance; and

WHEREAS there is an inadequate quantity of rehabilitation facilities throughout the province
providing the required number of beds and programs for those struggling with substance

abuse requesting assistance; and

WHEREAS publically funded services for detox and rehabilitation programs would ensure that

all persons receive such help equitably and in a sustainable way; and

WHEREAS some persons struggling with substance abuse may need such programs more

than once;
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THEREFORE BE IT RESOLVED that the City of Cambridge asks the Province GFAEYG
the much needed funding to provide for such relief for the City of Cambridge as well as

throughout the province.
If you require any additional information, please do not hesitate to contact me.

Sincerely,

)

Ol

Danielle Manton
City Clerk

DM/jh

cc.  Office of the Mayor — City of Cambridge
Belinda Karahalios, MPP — Cambridge
Amy Fee, MPP — Kitchener South-Hespeler
Region of Waterloo
City of Kitchener
City of Waterloo
Township of Wilmot
Township of Wellesley
Township of Woolwich
Township of North Dumfries
Association of Municipalities of Ontario
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JEFF BUNN

Manager, Council & Committee Services & Deputy City Clerk
Finance & Corporate Services Department

Kitchener City Hall, 274 Floor

200 King Street West, P.O. Box 1118

Kitchener, ON N2G 4G7

Phone: 519.741.2200 x 7278 Fax: 519.741.2705
jeff.bunn@kitchenet.ca

TTY: 519-741-2385

May 15, 2020

The Right Honourable Justin Trudeau, Prime Minister of Canada
Office of the Prime Minister

80 Wellington Street

Ottawa, ON K1A 0A2

Dear Prime Minister Trudeau:

This is to advise that City Council, at a special electronic meeting held on May 11,
2020, passed the following resolution regarding universal basic income:

‘WHEREAS The World Health Organization (WHO) on March 11, 2020 declared
COVID-19 a pandemic, pointing to the growing number of cases of the coronavirus
illness around the world and the sustained risk of further global spread; and,

WHEREAS in response to the COVID-19 pandemic, the Province of Ontario and the
City of Kitchener have declared a state of emergency under the Emergency
Management and Civil Protection Act; and,

WHEREAS the City of Kitchener has approved the Early Economic Support Plan,
which provides financial and economic support measures to help reduce the financial
strain on citizens and businesses during the COVID-19 pandemic; and,

WHEREAS Statistics Canada has reported that the unemployment rate has risen to
7.8 per cent, with 1,011,000 jobs lost in March 2020, and that the COVID-19 pandemic
has impacted the employment of 3.1 million Canadians; and,

WHEREAS the Federal government has announced $82 billion in relief funding for the
COVID-19 Economic Response Plan, utilizing tax deferrals, subsidies, loans, and
credits to support citizens, businesses, and industries; and,

WHEREAS according to a 2018 Parliamentary Budget Office report, a Canada-wide
basic income of the type previously piloted in Ontario would have an annual net cost
of $44 billion; and,

WHEREAS a universal basic income would likely have many positive effects, including
reducing poverty, reducing strain on health care and social assistance systems,
supporting businesses and the economy, reducing crime, as well as reducing
administrative complexity and creating efficiencies for those in need of financial and
economic support measures;
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THEREFORE BE IT RESOLVED that the Council of the City of Kitchener urges the
Ontario Provincial government to pursue a partnership with the Federal government
for the establishment of a universal basic income;

BE IT FINALLY RESOLVED that this resolution be forwarded to the Right Honourable
Prime Minister of Canada; the Honourable Premier of Ontario; the Minister of Children,
Community and Social Services; the Minister of Municipal Affairs and Housing; the
Association of Municipalities of Ontario; the Local Members of Provincial Parliament;
the Region of Waterloo; all Municipalities within the Province of Ontario; and, the
Federation of Canadian Municipalities.”

Yours truly,

J. Bunn
Manager, Council & Committee Services/
Deputy City Clerk

C.

Honourable, Doug Ford, Premier

Honourable Amy Fee, M.P.P.

Honourable Belinda Karahalios, M.P.P.

Honourable Catherine Fife, M.P.P.

Honourable Laura Mae Lindo, M.P.P.

Honourable Mike Harris, M.P.P.

Honourable Todd Smith, Minister of Children, Community & Social Services
Honourable Steve Clark, Minister of Municipal Affairs and Housing

Monika Turner, Association of Municipalities of Ontario

Kris Fletcher, Regional Clerk, Region of Waterloo

Bill Karsten, Federation of Canadian Municipalities

Ashley Sage, Clerk, Township of North Dumfries

Danielle Manton, City Clerk, City of Cambridge

Dawn Mittelholtz, Director of Information and Legislative Services / Municipal
Clerk, Township of Wilmot

Grace Kosch, Clerk, Township of Wellesley

Olga Smith, City Clerk, City of Waterloo

Val Hummel, Director of Corporate Services/Clerk, Township of Woolwich
All Ontario Municipalities
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AGENDA ITEM #8.1

TOWN OF FORT FRANCES

COMMITTEE OF
MINUTES ADJUSTMENT December 19, 2019

The meeting of Committee of Adjustment of the Town of Fort Frances was held in the Civic Centre -
Committee Room on December 19, 2019 from 5:29 p.m. to 6:17 p.m.

PRESENT: Gary Rogozinski (Chair), Charleen Mallory, Donald Taylor, Barry Jackson, Don
Eldridge

ALSO PRESENT: Cody Vangel (CBO/Municipal Planner), Doug Kitowski, Linda Kitowski, Selena
Morris, Bill Daley

1. Call to Order - 5:29pm

2. Non-agenda items
None

3. Declarations, Municipal Conflict of Interest Act
None

4. Minutes of Previous Meetings

4.1  August 7, 2019
e Approved as presented
Moved by Don Eldridge, seconded by Donald Taylor.

5. Committee Applications

51  A6-2019: Minor Variance at 415 Third Street West
e Bill Daley and Selena Morris provided verbal summary of their application.
e Committee of Adjustment engaged in lengthy discussion on the application, and
approved the relief.
All Committee of Adjustment Members present voted in favour of the request.

5.2  A7-2019: Minor Variance at 1353 Idylwild Drive
e Doug and Linda Kitowski provided verbal summary of their application.
e Committee of Adjustment engaged in lengthy discussion on the application, and
approved the relief.
All Committee of Adjustment Members present voted in favour of the request.

6. New Items

6.1  Official Plan & Zoning By-Law Amendments - Secondary Dwelling Units
e Committee of Adjustment engaged in a lengthy discussion on the matter.
e Committee of Adjustment made recommendation to approve the proposed
amendments, with further recommendation that detached second dwelling units
(i.e. in/above garage) only be available for rent if the property owner lives on the
same property within the primary dwelling.

6.2  Zoning By-Law Amendments - Brewery Definitions and Provisions
e Committee of Adjustment engaged in a brief discussion on the matter.

o Committee of Adjustment made recommendation to approve the proposed
amendments.

7. Other Business
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None

8. Meeting Close - 6:17pm

Chair, Committee of Adjustment

C. Vangel, Chief Building Official / Municipal Planner
Secretary to Committee of Adjustment
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AGENDA ITEM #8.2

TOWN OF FORT FRANCES

MINUTES SESSION NO. #20 February 3, 2020

The meeting of Planning & Development Executive Committee of the Town of Fort Frances was held
in the Civic Centre - Committee Room on February 3, 2020 from 8:30 a.m. to 8:32 a.m.

PRESENT: D. Judson - Chairperson, W. Brunetta - Mayor J. Caul (ex-officio)

ALSO PRESENT: D. Brown, CAO, C. Vangel, CBO/Planner, P. Briere, Committee Secretary

1. Call to Order - 0830am

Session #20

2. Disclosure of pecuniary interest and the general nature thereof
None.

3. Approval of Previous Committee Minutes

3.1  Approval of Previous Meeting Minutes.
- Approved as presented.

4. Non-agenda items identified to be considered later in this meeting, both in-camera and in
open meeting.
None.
5. In-Camera
None.
6. Items Referred from Council
None.
7. New Business

7.1  Deeming Application - 814 & 820 Scott Street.
- An overview of the application and process was provided to the Committee. The
Committee is recommending that Council approve the report as requested.

8. Outstanding Items
None.

9. Information
None.

10. Non-agenda Items
None.

11.  Adjourn/ Next Meeting Date - 0832am
Tuesday February 18th, 2020.

Executive Committee Chair
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Secretary, Planning & Development Executive
Committee
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