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FOREWORD

The Canadian Tourism Commission (CT C) hasidertifiedthat tourism and cuisne play amajor
role in theaffirmation of Canadian identity and cultural development

The CT Chasaso identifiedtha culinary tourism is emerging as an important component of the
rapidly growing cultural tourism marke. An increasingly significant number of travellersae
saingtha food is akey agped of thetravel experience, and tha they believe experiencing a
country’ sfood is essential to undergtanding its culture. 2

Both thevison and themisson gaementsof the industry and of the CT C daetha expeiencing
cultureisintegral to thetourism offering in Canada.

Vision

“Canadawill be the premier four-season destination to connect with nature and
to experience divers cultures and communities.”

Mission

“Canada’stourismindustry will deliver world-class cultural and leisure
experiences year-round, while preserving and sharing Canada’s clean, safe and
natural environments. Theindustry will be guided by the values of respect,
integrity and empathy.”

Snce 1999, the Canadian Tourisn Commission (CT C), in partnership with industry, hashoged a
series of eight Regional Round T ables on Culinary Tourism. In June 2001, the CT C organized a
naional roundtable in Halifax, NS entitled Naional T ourism & Cuisine Forum: Recipes for
Success. The regional consultations andthenaional forum haverevealed a number of
opportunities and issues for culinary tourism, and have provided a plaform for launching a
naional straegy forthe sector.

Thisreport is based upon the proceedings from theNaional Tourism & Cuisine Forum.

! Canadian T ourism Commission Statement of Objectives re Nationd Tourism & Cuisine Forum, (July
2001)
2 TheCondé Nast Puldications, Inc and Pl 0g Research. The 2001 Gourmet Travd Study
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THE NATIONAL TOURISM & CUISINE FORUM
“RAISON D’ETRE"

The Naional T ourism & Cuisine Forum, which was held in Halifax from June 11 to June 13,
2001, represented a significant focal point in anaionwide initiaive undertaken by the Canadian
Tourism Commission (CT C), tha has focused on the links between tourism and cuisine.
Beginning with a saries of eight Regional Round T ables held across the country between Od ober
1999 and May 2001, and reaching a zenith of information and idea exchange a the Naional
Tourism & Cuisine Forum, thisinitiaive is now poisedto moveforward into therealm of
graegic busness planning on anational scale.

“The reason why I think this is going to be a success is because we
have had a series of round tables in different parts of the country, and
we’'ve come together with all those ideas and initiatives. We are
going to come away from this with some incredible ideas ... we have
wonderful products that we should not be ashamed to boast about...”

on the eve of the 1°' National Tourism & Cuisine Forum
-Jim Watson, President & CEO
Canadian Tourism Commission -

In recognition of the increasing importance of culinary tourism inthe marke place, the CT C has
been working closely with thetourism sector and a broad range of representativesfrom themulti-
faceted food and beverage industriesto identify and discuss joint culinary tourism graegies.

The CT Chas been supporting and facilitaingthese discussonsin avarigy of ways, including:

e the pursuit of relevant current marke research data;
¢ the organizaion of the formalized regional andnaional forum discussons;
e the development of apreliminary database; and,

o the egablishment ofthe CT C CuisneTak Force (asanext 4ep arising fromthe
naional forum)

Canadian Tourism Commission 3



Previous Initiatives

The Regional Round T ables were charaderized by considerable multi-sectorial intered and
involvement. In varying degrees of representaion, participantsfrom the following sectorsof the
tourismindustry, the food and beverage industry, andthe communicaionsindustry atended the
roundtables:

e Canadian T ourism Commisson daff and membersof the Board of Directors ;

Regional, provincial and naional tourism, cuisine and hotel associaions,
e Dedinaion marketingorganizaions,

o Travel trade represatdives;

e Tourism industry educators, marke researchers and consultants;

e Hogitality andtransportaion suppliers,

e Tour operdors,

o Fedival and special events organizers,

e Government Departmentsof Agriculture and Fisheries,

e Food and beverage producers and processors,

e Food and beveragetrade represatatives,

e VintnersQuality Alliance (VQA);

o Foodandwine industry ingitutions, educators and consultants;

e Chefsandregauranteurs;

o Foodwriters public relaions, media & publications, information technology

The Regional Round T ablestook place in the following places, with the corresponding regional
represataion (liged in order of occurrence):

3. John's, Newfoundland: Newfoundland & Labrador and Nova Scotia
Charlottetown, P.E.l.: New Brunswidk and P.E.I.

Vancouver, B.C.: British Columbia

Niagara Falls, Ontario: Niagara Region

Saskatoon, Saska chewan: Saskatchewan

Winnipeg, Manitoba: Manitoba

Edmonton, Alberta: Al berta

Montréal, Québec: Québec

From the information sharing and braingorming sessions conducted & each round table avaidy
of regional issues, ideas, and recommendaions emerged. A few consistent key issues surfaced
and were discussed in mod of the regions, as did an gopraisal of a selection of regional success
sories.
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Key issuestha were frequently cited included the need for more awareness and collaboration
amongd the various stakeholder sectors, theneedto promatethe concept of culinary tourism —
and the existing successes — to the industries involved and to the marketplace; the need for
coordinated and structuredtools for information sharing, such asan internet ste; theneed for
moreresearch to quantify the intered in culinary tourism; andthe challenges of identifyingthe
multifarious charaderidics of cuisne in Canada so they can be well articulaedto industry and
the markeplace alike.

Thoseopeaaors, eventsorganizer's, marketing organizationsand CT C Product Clubstha have
been successful in creating and promoting culinary tourism experiences, itineraries, fegivals,
events and food and wine destinations emerged as fine examples of the products and destination
marketing initiatives tha can be achieved with the linking of cuisne and tourism. T hefollowing
ligt of success gories, some of which were hared a the round table discussions, helped describe
and definethe rich and variedopportunitiestha exig.

Associations

Tageof Nova Sotia
Tagesof Niagara

Gastronomical Routes

LaRoutedes Saveursin Charlevoix, Québec
The Gourme Trail of Firg Idand T ours, British Columbia
The NiagaraWine Roue, Ontario

Culinary & Wine Festivals and Events

The“ SAQ Culinary Arts’ of theMontréal Highlights Fedival, Québec
The Okanagan Wine Fegival, British Columbia

The Araic Food Celebration, Nunavu

The NiagaraGrape & Wine Fedival, Ontario

Culinary Destinations & Historical Attractions

interpreting culinary flavours and food preparation techniques of other eras

The Acadian Higtorical Village in Caraquet, New Brunswick
Fortress Louishourg National Higtoric Ste, Nova Scotia
Le Village québécois d antan & Drummondville, Québec

CTC Product Clubs related to Culinary Tourism

Country Roads Agri-Tourism Product Club, Manitoba
Cuisne, Wine& CultureProduct Club, Ontario

Canadian Tourism Commission 5



Summaries of conclusions drawn from each separa e roundtable can be found inthe Regional
Round T able Summary Presentaion, and detailed Minues from each of the Round T ables can be
found on“ CT X”,the CT C swebste: www.canadatourism.com

Objectives of the National Forum

Building on the ideas, recommendaions and momentum generaed a the Regional Round
Tables, with adraegically selected and dructured seriesof presentaions, workshops, and
plenary discussions the Naional Forum focused atention — and provided somekey insights
—totheissues, chalenges and opportunitiestha had been previoudy highlighted in the
roundtables. Furthermore, the forum was a plaform for presenting new perspedives, new
market research, and insghts into the challenges of marke-readiness. Opportunities and
activities tha promoted neworking, experiattial interaction and patnership building were
also incorporaed into the forum.

The general goals of the forum were:

A. To identify the difficulties and congraintsin linkingtourism and cuisine in Canada, and
to provide possible solutions.

B. To encourage partnerships andthe development of synergy in order to incorporae
cuisne as a major component in tourism product development in Canada.

The specific goals of the forum were:
To assessthe current gaeof thetourism / cuisnetandem in Canada.
To promotean underdanding of thepotential linkages of thetourism and cuisine product.

To exchange informaion abou experiences and projedsrelated to culinary tourism underway
across Canada.

To discuss exigingtourism supply according to the paramders of internaional compdition.

To identify elementsof tourism and cuisine product development drategy that will help integrate
cuisine into the Canadian tourism product offering andmakeit more competitive®

3 Canadian T ourism Commission Statement of Objectives re. Nationd Tourism & Cusine Forum, (July
2001)
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FORUMACTIVITIES & SESSIONS

In keeping with the objectives of the Naional Forum, the program of adivities and sessonswas
designed to encourage critical assessment, information sharing, patnership building, networking,
and interactive exchanges and experiencesrelaedto cuisneandtourism.*

The Activities

The adivities enabled informal and enlightening exchanges, networking and partnership building
opportunities, and authentic and memorable culinary tourism experiences.

“The pre-conference tour was excellent. It was good to visit
the local producers and see where the products come from

to taste the experience!”

- Janice McGregor, Alberta Agriculture -

Taste of Nova Scotia Pre-Conference Tours:

Tour 1:“ Nova Sotia' s Bread Basket”: aday of exploring and experiencingthe bounties of
the Annapolis Valley

Tour 2:“ Fish ...smoked, planked and inthe shell”: a day of behindthe-scenesindghts and
tages of thebounties of the sea.

“This casual evening will provide a relaxed, fun-filled opportunity
for both organizations to become further acquainted with each
other and the possibilities available.

...May our combined efforts towards the promotion of Culinary Arts
in Tourism be ever present in Canada, and around the world.”

- Cornelia Volino, President, Canadian Federation of Chefs & Cooks

* Greenfidd Hospitdity Services Inc. was hired by the CT C to assist with the organization of the Nationd
Forum.
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Welcome Reception at Alexander Keith’s Brewery:

Opening address by CT CPresident & CEO, Jm Wa son
Interadtive, animaed tour of the Brewery

Networking Breaks

Closing Reception:
Active participation in ajoint event with the
Canadian Federaion of Chefs & Cooks

The Sessions

The sessons were charecterized by enthusiagtic informaion sharing, learmning and lively and
thought-provoking discussions. T hesessons, workdhops and plenary discussons were
intended to focus the participants atention and seek outcomes on previoudy identified
issues, challenges and opportunities. At the sasmetime new make research, product
development drategies and success stories were integrated to provide fresh perspedives and
ingghtson programs and processes tha are gpplicableto culinary tourism.

“The forum was well organized with some truly excellent
speakers and the workshops | attended were informative
...it was stimulating to hear the opinions and viewpoints of
so many well informed and articulate representatives from
every province.”

- Elizabeth Lorimer, Stratford Chefs School -

Welcome address

Ursula Thiboutot, President, Product Development Committee,
Canadian T ourism Commission

Introduction to the Canadian Federation of Chefs & Cooks
Corndlia Volino, President, Canadian Federation of Chefs & Cooks

Presentation on Restaurant.ca / Hotel.ca Websites
Michel Kaam, Presdent, Ekwest Interattive Solutions Inc.

Current State of the Industry — Panel Session
What isCulinary Tourism?:
Sefan Czgpalay, Chef / Owner, Essence Food Consulting Services
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Linking Tourism & Cuisine:

Peer Blattmann, Blatmann & Associaes

What isCanadian Cuisne?:

Chef Michael Snith, Executive Chef / Owner, Maple Regaurant

Travel Attitudes and Motivational Research Study (TAMS)

Oliver Matin, Marketing Sraegid,
Canadian T ourism Commission Market Research

Alberta Cattle Commission — Marketing & Food Service Program insights
Marty Carpenter, Food Service Manager, Alberta Catle Commission

Culinary Tourism Success Stories — Panel Discussion

San Frandsoo CVB
David Bratton, Research Manager

S ow Food Movement
Richard Hand

Gourmet Trail
PariciaHachman, President, First Idand Tours Ltd.

Question Period

Moderaed by Heaher MacDonald, President, Culture Quest International
Audience Participaion

The Gourmet Travel Study
John Keane Director of Marketing & Sraegic Planning, Gourme Magazine

The CTC Product Club Program

What is aProduc Club?
T ery Ohman, Director, Product Clubs, Canadian T ourism Commission

Country Roads Agri-Tourism Product Club
Angela Pearen Burnside, Coordinaor, Country Roads Agri-Tourism Product Club

Cuisne, Wine & Culture Product Club
Seve McAdam, Director of Trade Developmet, Inniskillin Wines
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Workshops:

Organizing a Food & Wine Event to Attract Tourists
Peer Blattmann, Blatmann & Associates

Training & Retaining Culinary Staff
Phil Mondor, Vice Presdent & Director, Development, Canadian Tourism Human
Resources Council
Regional Culinary Tourism Efforts: Taste of Nova Scotia and Québec
Eastern Townships
Heather MacKenzie, Executive Direcor, Taste of Nova Sotia
Jacques Ouimette, Director Marketing Communicaions, Mosaicultures Internaionales
A Cooking School for Tourists
Jane Langdon, Owner, Wine Country Cooking School

How to Become Market-Ready

Harvey Sawler, Director, T ourism Development,
Atlantic Canada Opportunities Agency

Opportunities for Wine & Culinary Tourism in Ontario — Building on
Success Models

Gordon Phillips, Managing Partner, Economic Planning Group

Presentations:

The Future of Culinary Tourism in Canada
Susan Iris, Managing Direcor U.S, Canadian T ourism Commission

Plenary Session

Moderated by Murray Jadkson, Executive Director, Product Development
Canadian T ourism Commission

Synopsis by Heaher MacDonald, President, Culture Quest International
Audience Participaion

Closing Remarks: Moving towards a National Strategy

Murray Jadkson, Executive Director, Product Development
Canadian T ourism Commission
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Participation & Representation

Aswith theRegional Round T ables, there was broad represataion fromthe multi-faceted food

and beverage industriesand fromthetourism industry a the National Forum?® Included in the

presenters and delegat es were representaives from thefollowing spheres:

Canadian T ourism Commission gaff and
members of the CT C Committees and Board of Diredors;

Canadian T ourism Human Resources Council;

Regional, provincial and national tourism, cuisne and hotel associaions;
Degtinaion markeingorganizations,

Travel trade represataives,

Tourism industry educators, market researchers and consultants,
Hospitality andtrangportaion suppliers;

Tour operaors,

Fegtival and special events organizers,

Government Departmentsof Agriculture and Fisheries,

Food and beverage producers and processors,

Food and beveragetrade represatdives;

Food and wine industry ingtitutions, educators and consultants;
Chefsand regauranteurs,

Food writers, public reldions, media & publications, informaion technology

Whilethis broad ranging representaion provided breadth of discusson, it was notedtha
morerepresentaion from complementary tourism sedors, such as Cultural & Heritage
tourism, would have enhancedthe discussions and insights.

“I am especially interested in the links between culture and
cuisine and would like to work on defining that link. Could

be a good workshop for another forum.”

- David Lough, Manager Tourism Partnerships Department
of Canadian Heritage -

(see reference to website informaﬁonéorovided by
David Lough post- forum)

> See Appendix 11l for acompletelist of Participants.
® www.gov.nf.calsoirees& times Website withfood & entertainment experiences in Nfld.

Canadian Tourism Commission
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dmilarly, repeated comments during the forum and during pog-forum interviews suggested a
need for morerepresentaion from each secorial here in order to provide additional
perspedives, promote understanding and collaboraion, andto spreadthe messageto as many
industry representaives as possible.

This comment seemed particularly relevant with regards to thefront line providersof the
experiences, for indance: the resauranteurs, theche's, the producers who offer tourism visitsat
their edablishments, andthetour operaors and leaders who padkage andfacilitaethe
expeiences.

“It would be helpful to incorporate the perspective of some
of the suppliers who are involved and the issues and
benefits of moving more into tourism, and what that has
meant for their business.”

- Marie Cheesman,
Ontario Tourism Marketing Partnership -

Despitethe wish for more comprehensiverepresentaion and participation, the message was clear
from those who atended tha if a critical mass of aligned stakeholders can ad onthesynergy and
enthusasm tha has been generaed, agrea deal can be accomplished.

Responding to the inspirational speech by Chef Michael Smith, who challenged
the participants to convey the message that we do have a vibrant national
culinary identity:

Regarding the struggle to establish support and recognition for
Canadian Cultural Tourism products:

“...ittook 5years, but we believed in it, and now, at Rendez Vous Canada,
held a few weeks ago, the focus was on Cultural Tourism and Learning
Travel. The highlight of avideo presentation, in fact. So, the possibility is
there. We have to grab it, we have to believe it, we have to continue to
educate ourselves and reach out to educate our industry.
Together, let's build on the potential and | guarantee we will get there!”

- Ursula Thiboutot,
Chair, Industry & Product Development Committee, CTC -
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THE CONTEXT

Culinary tourism is amerging as an important componett of thergidly growing Cultural tourism
market. Weknow tha eaing whiletraveling isa common experience undertaken by every
traveller; however, an increasngly sgnificant number of travellersare gaingtha food isakey
component of thetravel experience, andthat they believe experiencing a country’ sfood is
essential to undergandingthe culture’

Cultural tourism isrecognized as a significant growth market. The1999 CT C Five Y ear Business
Srategy for Cultural and Heritage Tourism in Canada, attitled Packaging the Potential, citesa
global growth rateof 15% for the cultural tourism market, asreported by theWorld Tourism
Organizaion®

Of the increased cultural tourism marke share, more and moretravellersare seeking authenttic
and unique experiences related to food and wine. They hopeto immersethemselvesinthe
culturethey are vistingthrough authentic and engaging experiences with people, cuisne, wine
and othe cultural adivities.

“One of the things that we can deliver with our product that makes us
special, and probably the aspect that makes Canada more special than any
other place, is the intimate experience with the communities.

It is the people, it is the culture, it is how you can experience the cuisine,
the wine, the food ... and it is usually associated with people.”

Canadian products offer exceptional value. Value also relates to the
perception of the experience — not just the money spent —so again, it goes
back to providing incredible experiences.”

- Susan lIris,
CTC Managing Director, USA -

TheTravel Attitudes & Motivation Survey (TAMS hasidentified specific marke segments of
Canadian and American travellerswho display an interes in vacaion adivities associa ed with
cuisne andwine. TheT AMSWine and Cuisine Report, which was presented & the National
Forum, provides tremendous insight into the charaderidicsof the primary and secondary target
marketsfor cuisne and wine related vacaion experiences. It a'so provides segmentaion that
demondraes which other associaed tourism products, (i.e. viststo historical Stesand natural
wonders) are atractiveto the marke segmentstha showthemost affinity for cuisne and wine
experiences.

This datacan be applied both to product development strategies andto developing promotional
activitiesdirected at targe markets. In both Canada andthe U.S, “ Affluent Maureand Senior
Couples’ were identified asthemog likely marketsto be intereded in cuisine and wine oriented
vacations. Thesemarkds arechaaderized by afluent, well-educated mature and senior adults

" TheCondé Nast Pullications, Inc and Pl 0g Research. The 2001 Gourmet Travd Study

8 Canadian Tourism Commission Packaging the Potentid: A five-year business strategy for cultural and
heritage tourism in Canada (December 1999). Ottawa, ON. TheCulturd Heritage T ourism Sub-
Committee, Industry and Product Devel opment Committee of the Canadian T ourism Commission
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who consult alarge quantity of information sources when planning their vacaions. A grea deal
moredetail about thetypesof travellers andtheir mog sought-after experiences can be obtained
by consultingthe TAMS“Wineand Cuisine Report”. It isavailable for consultaion onthe

CT C' swebsite’

“Itis very clear that we see cuisine as being
an integral part of Canada’s tourism offering that we are now selling - and
can sell more of - in the tourism market, in the markets internationally, and
particularly in the U.S. — the strong interest is there.

| think you are going to see more and more occasions where we
are able to incorporate cuisine as a theme, as a hook,
to promote Canada in the U.S. and elsewhere.”

- Murray Jackson, Executiv e Director, Product Development, CTC -

Clearly, the makd trendsindicate potential for furthe growth and adaptaion to the identified
targe markes. The culinary tourism industry should endeavour to underdand the charaderistics
and mativations of the baby boomer and older adult marketsidentified asthe primary seekersof
culinary andwine-relaedtravel experiences. Numerous surveys and reportsindicaetha they are
seeking authenticity, cultural andheritage-oriented experiences, and experiential adivitiestha
enrich their vacaions. They arealso consideredto be discerning customers, who demand quality,
value and service intheir products.

° Lang Research. Trave Activities& Motivation Survey: Wine and Cuisine Report. (2001). A report
prepared on behd f of numerous Federd and Provincid Government depatments and industry partners.
See www. canad aourism.com
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MAJOR FINDINGS

The information shared, presented and distributed & the National Forum and during pog-forum
interviewswith 10 participantsresulted in a number of significant issues, saementsand
reflecdionstha were repeaedy expressed. Following arethetopicstha received considerable
attention.

4.1 Defining Culinary Tourism

o Defining culinary tourism was described as a deceptively smpletask. It was
acknowledged tha eating is afundamental aspea of every travel experience; however,
articulaing adefinition for the multi-faceted, dructured linkages between cuisine and
tourismtha form the foundation of culinary tourism wasidentified as a complex
undertaking.

e Smilarly, definingthe components contained in the words* culinary” and*tourism” was
identified asachallenge. For instance, arefood and wine experiences both considered
elementsof culinay? Arethere ather elementstha should be included — and defined —
inthisterm?

e ldentifying thetrend —and potential — of the emergingmarket of tourigswho are
actively seekingout culinay and wine experiencestha areindigenousto the areasthey
are visting was also addressed as part of the discusson on defining culinary tourism.

“When | was asked to speak on
‘What is Culinary Tourism?’
... l realized that it is a very, very complex concept.”

“...Itis likely that we have to create a whole philosophy, a whole idea, and
market Canada as an eating destination.

There are other countries that have been very successful at doing this...
Take France ... in France you do have some excellent restaurants, but
really not alot more per capita than other parts of the world. But you have
an incredible amount of very good restaurants. So maybe it is more about
the consistency of a product, thenitis about a few incredible destinations,
or a few events.”

- Stefan Czapalay, Chef / Owner,
Essence Food Consulting -

4.2 Defining the distinguishing characteristics of cuisine in
Canada

Defining cuisne in Canada was a much-discussed topic a the forum. Thetopic
encompassed:

Canadian Tourism Commission 15



e Theneedto addressthe misconception tha we don't have anational culinary identity in
Canada;
e The suggestion tha we promote and celebraethe* Cuisine of Canada’ as being

represataiveof therich diversty of the people and regional characteridics
encompassed in the Canadian culinary redlity;

o The suggegtion tha “ Canadian Cuisne” can be perceived as far too limiting andnot
represataive of the diversity of the regional and multi-cultural aspects of cuisinein

Canada;

e Theneedto aticulatea definition tha acknowledges and celebrates al of those who
contributeto the culinary experience in Canada.

“Where does this whole idea come from that we don’t have
a national culinary identity in this country? ...
We're in Canada, we're cooking with Canadian ingredients,
we're serving Canadians ---
Is that not a cuisine?.”

- Chef Michael Smith, Executive Chef / Ow ner,
Maple Restaurant -

“I think we are talking about cuisine in Canada in its many

forms. | do think that there are some distinctive regional

cuisines that we can identify and market effectively, but |
think that when we get to the national level, trying to define

“Canadian Cuisine” is a trap, and that our focus is on
cuisine in Canada —
the breadth, the diversity, the quality, the value,
the freshness, the presentation.”

- Murray Jackson, Executiv e Director,
Product Development, CTC -

4.3 Branding & Standards

e Theneedto edablish a branding of quality culinary tourism offeringsin Canada was
discussed extensively. Examples of effective branding of regions as culinary
degtinaions, like" Taste of Nova Sotia”, were explained and lauded.

e Behind effective branding programs like* Taste of Nova Scotia” are serious effortsto
define criteria, and implement and maintain the standards of excellencefor which the
food destinaion is known.
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e The challengesto defining and implementing criteria for quality assurance standards,
with appropriate benchmarkingtechniques, were discussed in numerous sessons,
workshops and plenary discussons.

“| see that one of the problems for culinary tourism
in Canadais thatyou don’t have the processes
supporting a stronger collective vision of great product for culinary
(tourism).”

“Benchmarking is not structured (in most areas)— there are some
examples, like Taste of Nova Scotia, that have established structured
criteria, but thereisn’t much of this across the country and what is
there is spotty.”

- Harv ey Saw ler, Director, Tourism Development,
Atlantic Canada Opportunities Agency -

e Idmilarly, showcasing the culinay destination(s), by leadingin destinaion branding and
egtablishing recognizable symbolsof product excellence, was part of this ongoingtopic
of discusson.

“I personally believe that we need a model that we can lay out, totally,
throughout the country. Ibelieve firmly that each province should have the
autonomy to massage and adapt the model in the way that fits what they
are looking to do. But the tourist who comes to this country needs to see a
brand that s/he can identify from one coast to another, without being
confusing. | think that they have to be able to recognize a symbol that
says, ‘this establishment offers a unique experience’.

... and | think we need a national body, such as the CTC, to guide us
through that process.”

- Don Monsour, Chair, B.C. Cuisine & Tourism Society -

4.4 Defining the major markets for culinary tourism in Canada

Marke research tha supportsthe needto definethe major marketsfor culinary tourismin
Canada was presented and discussed in a number of presentations a thenational forum.

Themarke research datapresated a cleaer picure of the primary markets and what they
are seeking. Some of key words and phrases describing the sought-after culinary tourism
expeiencestha arose repeaedly were:

o Quality
e Value
e Sarvice

e Autheticity and uniqueness of the experience
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o Emphasison experiatia opportunities

e Emphasisonbeingimmersedin agorytha involvesall of these qualitiesandthat can
be conveyed (‘ bragged about’) when thevigtor reéurnshome

“...Customer satisfaction is based on three things:
the quality of the experience, the value of the product, and
the service with which the productis delivered.”

- Susan Iris, CTC Managing Director, USA -

Linkages were madetha focus onthe meritsof kegpingthe entire research — product
development —marketing —evaluation cycle in perspective when developing and delivering
products.

With regards to Susan Iris's presentation:

“We thought it was important that you hear Susan’s perspective on
things from the US market, because | think a lot of whatwe have
been talking about over the last few days is really in the realm of
product development, but it is always important to have in sight,
that at the end of the day, there has to be market for what we are

developing.”

- Murray Jackson, Executiv e Director,
Product Development, CTC -

The bendits of conducting research asanintegral part of product development was also
emphasized in the session on Product Clubs. Indeed, research is oneof thethree
fundamental componentsof the Product Club program. T he other two components are
education and communication.

Country Roads Agri-tourism Product Club emphasized the importance of comprehensive
market research. Amongtheir othe product development initiaives, they ae conducting
cusome profiles of both the consumersof thetourism experience(i.e. seniors, urban
couples, foreign gudents), and the consumers of the agricultural products(i.e. chefs and food
serviceproviderswho are looking for agricultural products).

4.5 Product Development, Market Readiness & Packaging

Numerous sessions and workdhops were dedicat ed to topics associaed with Product
Development, Market Readiness and Packaging of the experiences. Furthemore, thepre
conferencetours gave paticipants atad e of whichtypes of experiences might work if
incorporated into a culinary tourism offering.
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Whether the culinary tourism product wasin a fixed setting, such astheWne Country
Cooking Shool, an itinerary-based product, like The Gourmet Trail, or a special event like
the Banff Wine & Food Fegtival,the messages were consgent. Some of the messagestha
were repea ed frequently follow:

e The expeiences are based on peoplewho are passionae abou wha they do and who
teke pride in what they do;
o The expeiences haveto be authentic and genuinely delivered;

o The expeiences haveto pasonally enriching and socially stisfying, and should
incorpora e hands-on experiential adivities,

e Srongthemes are essertial;
e Soriestha portray the peopleandthe destinaion are essertial;

e Partnerships and beg business practices are fundamental to makingthe productshappen
and work;

e Regpecting the suppliers/ contributorsof the experiences, and payingthem for viststo
their egablishmentsis essential;

With regards to the concept of The Gourmet Trail:

“...s0 (the Gourmet Trail) isn't so much a tour;
rather, it became a mutual partnership that evolved.
We started with a strong base of recognized partners and
we built on it.”

- Patricia Hatchman, President, First Island Tours Ltd. -

e Bugnessplanning, 4rong organizaional skills, human resource preparedness and built-
in contingency plans ae required,

o Enhancingmarke readinessis essential to making thisindustry thrive;
o Exceedingthecustomers expedaaions and adding value should be a golden rule

With regards to opportunities for wine and culinary tourism and
enhancing market readiness in the Niagara Region:

“...The whole wine and culinary sector is kind of tentatively in the
tourism business. Mainly they have been catering to other markets
in the core of their business. Tourism is an extra, a sideline. We
need to get them more engaged in how to make ita more
successful market segment for them.”

- Gordon Phillips, Managing Partner,
The Economic Planning Group of Canada -
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“My formula for success is a ‘one-third / two-thirds rule’ that
| created.

If | have a concept, | want to ensure that | can sell it and
promote it on a two-thirds level. If | don’t feel comfortable
with telling people only about two-thirds of what | am going
to offer —
if | can't sell it that way, | will not touch it.

Which means, the third part is about exceeding
expectations, because they don't expect it!”

- Peter Blattmann, Blattmann & Associates. -

4.6 Promotion

Promoting an awareness of the people the experiences and the destinaions associaed with
culinary tourism, to theaverage peson as well asto the markeplace, was seen as akey issue
tha needsto be addressed.

Promoting an awareness of the people behindthe scenes, who arean integral part of the
product offering, but who arenat always visible, was also highlighted.

“I stand here today with this spotlight shining on me, ...but | feel
like it is my responsibility to take that spotlight and deflect it onto
the people that matter — those are the people that I've told you
about, who get up in the morning and get their hands dirty and go
fishing for us. They are the people that matter, they are the people
that form the backbone of our cuisine in this country.”

- Chef Michael Smith, Executive Chef / Ow ner,
Maple Restaurant -

Promotingthe meritsof culinary tourism to the food industry, with clearly defined benefits
to encouragetheir buy-in and adtive paticipaion, was seen asa challenge. Thechallengeis
not perceivedto be dueto lack of interes or commitment; raher, it appearsto be due to lack
of time and resources on behalf of the front-linefood industry stakeholders, like chefs and
resauranteurs, to commit to these initiatives.

“There is a need to create interest amongst the direct
industry participants. We need tangible results to inspire
their response, their attendance. We need to build the
momentum, build interest in the initiatives and events, and
they will come. They have so little time that they have to be
selective about what they dedicate themselves to.”

- Susan Bartlett, Proprietor, Inn on the Lake
& CTC Board Member -

20 National Forum 2001: Recipes for Success



The diverdity of promotional opportunities availableto reach thetarget marke s was

discussed, and the propensty for the primary target marketsto seek informaion andto plan
their travel activities priorto their vacaions was highlighted.

Thepotatial of the Internd and its suitability to thetraveller interesded in cuisne and wine
activities was seen as dgnificant. The Inteme fundions both as an interactive promational
tool and as an extensve plaform tha can provide informaion to travellers seeking insight
onrestaurants, hotels, events and atracions.

“ The Internet is becoming extremely important in the travel
industry. We have seen from the studies that 70% of people are
using the Internet for their travel planning. So it is quite important
that there is a strategy related to the Internet to improve visibility, to
improve promotions, to allow us to go and reach these people
through this medium — because it is becoming a very important
medium.”

- Michel Karam, CEO, eKwest Interactive Solutions, Inc. -

4.7 Education & Training

Theneed for educating studentsin thetourism and food industries about the combined
culinary andtourism initiaives and opportunities, and about the expedaionsof them once
they reach theworkforce was discussed as a key issue.

Curriculum development that reflectsthe needto promote an underganding of cuisine in
Canada was seen asimportarnt.

“ We have developed a new program at the Culinary Institute of Canada. We
have just developed a program on cuisine in Canada. It was easy to develop
and include the regions, the culture, the climate, etc. but one thing was
missing, that we have been trying to incorporate into the curriculum, and that
is Canadian pride — Canadian pride is lacking. We don’t promote our chefs
enough, we don’t acknowledge ourselves and our products ... we need to
promote Canadian pride, like the presenters here today have proven is
possible.”

- David Harding, Programs Manager, The Culinary Institute of Canada -

An awareness of the broad skills and knowledge tha will be increasingly demanded of
hospitality andfood industry workersneedsto be acknowledged. Thisis paticularly evident
in small businesses, where peopleare expeded to wear many has.

“Thank you, for the information, for the sharing.
I can go back (to Niagara College) and share this with my students, and
integrate it into the curriculum.
Staying current with the industry — and moving it forward —is vital.”

- Mary Moore, Chef Professor, Niagara College -
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“There is a new type of worker ... one with a broader range of skills and
knowledge to serve these markets and types of services. For example, offering
authentic cuisine experiences means that the worker must be very
knowledgeable on the historical and cultural dimensions of the food and may
even need to interpret their work
or perform it according to authentic practices.”

- Phil Mondor, Vice President & Director,

Canadian Tourism Human Resource Council -

4.8 Communication & Collaboration

Communicaion between the industries andthe g aeholders was discussed repeatedy. The

Regional Round T ables andthe Naional Forum were praised fortheir role in prompting

communicaion on many levels. Itis, nevertheless, seen as an ongoing need, tha will
require effort and commitment.

“Imagine the power of what we could do if we were all working together, to take
that momentum, to take those marketing dollars, to take all those different
people and different associations and cross-pollinate | am working to assist in
getting the groups to work more closely together...
to get a commonality of vision...”

“...to get different groups from different associations to become cross-
members, to share data bases, to assist in cross promotions of different
activities ... and to really help make this whole thing as impactful as it possibly
can be.”

- Steve McAdam, Director of Trade Development, Inniskillin Wines
& Member of the Board of Directors, Cuisine Canada -

Collaboraion within theindustries was also seen as akey issue. Theneedto collaborate and

move forward with a coordinaed effort that leveragesthe momentum and synergies, raher
than fragmentingthe energies and potentially duplicating efforts, was seen asimportant.

“ There are so many opportunities, but we have to ensure we are
doing it properly, and that we are pulling everyone together instead
of having more and more players out there trying to do the same
thing ...”

- Jane Langdon, Owner, Wine Country Cooking School -
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NEXT STEPS

Participants atendingthe National Forum were encouraged to consider which action steps would
need to betaken to cagpturethe enthusasm and momentum areaed by thisinitiaiveandto move
forward in advancing anaional draegy tha incorporaescuisine into Canada’ stourism offering.

Therewas wi despread support forthefollowing next geps.

To crede anaiona Task Forceto work ontheissues and challenges arisingfrom the
National Forum in atimely manner. Athree-month time period was adopted asthetime
frameto identify and moveissuesforward by the T ak Force.

To develop a definition for Culinary Tourism in Canada.
To develop a definition for cuisine in Canada appropriae for use inthis context.

To examinethe feadhility of developing and implemetingnaiona gandards criteria
for culinary tourism experiences and egablishments, tha focus on quality, value and
service.

To support ongoing product development and industry awareness, through programs
such asthe CT C'sProduct Clubs, which are based on the principlesof research,
education and communication.

To daerminemethods for establishing ongoing coordina ed communication amongst all
of the dakeholders, tha will also permit communication with potential new
stakeholders.

To invedigatethefeadhility and industry support for conducting an annual event like
the Naional Forum, and if gppropriate, to coordinate it with another culinary evet.
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PRIORITY STRATEGIES AND ACTIONS

The following priority grategies and actionshavebeen identified, andthe potential partnersin
these gra egies have been highlighted.

6.1 Creation of a National Task Force on Culinary Tourism

An interim CT C Cuisne T ask Force has been crested and will meet as required over a
three-month period, beginning & the end of July 2001, to forge a draegy for culinary
tourismin Canada.

Themembersof the CT C Cuisne T ask Forcehave been identified, and an Agenda for
the fird medinghas been drafted. See Appendices| & 11 for thelid of T ask Force
Members andthe Agenda of the fird medting.

6.2 Examination of the feasibility of developing National
Standards

The CT C Cuisine T ask Forceintends to examinethefeashility of developing naional
standards criteria for culinary tourism experiencesand egablishments.

Themembersof the CT C Cuisne T ask Force; the CT C; and other industry partners and
Government Departments.

6.3 Website Activity and Database Evaluation & Expansion

The CT Cwill coordinaethe posting of this report onthe Naional T ourism & Cuisine
Forum 2001, and all the corresponding presentations, reports and relevant informaion
on CT X,theCT C' swebsite, at: www.canadatourism.com

Furthermore, the CT C has commissioned a review and presataion of new informaion
and resourcespertainingto culinary tourism, which will be added to update and enhance
the CT C ¢ Cuisine database. T he website addressfor the Cuisine database is.
www.canadat ourism.com/cuisine The" username” accesscodeis “ ac”. The
“passamord’ access codeis: “ tourism”.

The CTC Product Development Division, coordinated by Myléne Deneault, Coordinator,
Product Development, Cuisine & Winter.

The CT C Cuisne T ask Forcewill examinethe possibility of including a Cuisne Page on
travelcanada.ca and will explorethefuure of the CT C' s Cuisine database.

Themembersof the CT C Cuisne T ask Force andthe CT CProduct Development
Dividon, coordinated by Mylene Deneault, Coordinaor, Product Development, Cuisine
& Winter.
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6.4 Coordination of an annual event similar to the National Forum

e The CT Cwill examine industry support for an annual event smilar tothe National
Forum, and if support warrantsit, will work with industry to coordinaethe next annual
event.

e The CTC Product Development Division, coordinated by Myléne Deneault, Coordinator,
Product Development, Cuisine & Winter.
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CONCLUSIONS

The Naional Tourism & Cuisine Forum was a fulcrum point in aprocesstha began with the
Regional Round T ablesin 1999. It was an evat characterized by avibrant exchange of
information tha helpedto crysallizetheideas, energies and enthusasm tha have emerged
throughou thisprocess. Thenext part of theprocessis onetha will require ongoing collective
vidgoning and a further transformaion of ideas and synergiesinto concrde straegies on anaional
scale.
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PACKAGING GUIDELINES —
HOW TO PACKAGE THE OPPORTUNITIES

The Naional Tourism & Cuisine Forum generaedmuch enthusiasm and many ideas about the
potatial of packagingthe opportunitiesthat exid, and creaing new experiencestha can be
packaged. Aswe have witnessed, there are numerous waysin which culinary tourism
experiences can be packaged, including cooking schools for tourists;, special events, such as
festivals and food fairsthat focus on cuisine and wine; destination marketing adivitiestha focus

onthe cuisine and culture of aregion; centres dedicatedto showcasing food, wine and culture;
and tour packagestha portray a deginaion through experiencestha linkthefood, wine and
culture of theregion.

Following are guidelines for developing an itinerary-based tour packagethat linksthe food, wine
and cultural experiencesof aregion. When gopropriae, examples are given to demongrae
recommendations.

The guidelines are complemented by two examplesof marke-ready offeringstha ae currently
promoted in Canada— Gourmet Trail™ by Fird Idand Tours Ltd., and La Route des Saveurs.
Cuisine in Québec’s Charlevoix Region by Routesto Leaming Canada Inc.*°

Tour Packaging Guidelines

The following guidelines are intendedto provide an oveview of themajor condderaions and

componentstha should be incorporated into atour package Where necessary, exampleshave
been givento help elucidate arecommendation. Many details and nuances are also integrated

into package design, delivery, operaions, promotion and evaluation tha cannot be covered in the
scope of an overview such asthis; however,the broad soke guidelines are covered and explained
inthis section.

8.1 Market Research

Resear ch your target markets

e Tour design and marke research go hand-in-hand. If your intered is culinary tourism,
research which marketsaremog likely to seek ou cuisine and wine oriented
expeiences and design your tourswith those marketsin mind. Daa oollected from the
TAMSWine and Cuisine Report will provide a great deal of insight.*2

e Other gplicablemarket research should focus on trends, customer profiles, key
organizations and companies operaing in the field and athorough competitive analysis.

9 Formerly ELDERHOSTEL Canada, the new non-profit organization was incorporated as

Routes to Learning Canada Inc. on October 1, 2000.

1 culture Quest Internationd. Derived from workshops and present ations given by Heather MacDond d.
12 Lang Research. Trave Activities& Motivation Survey. Wine and Cuisine Report. (2001). A report
prepared on behd f of numerous Federd and Provincid Government depatments and industry partners.
See www. canad aouri sm.com

Canadian Tourism Commission 29



Some of thisinformaion can be oltainedfrom sources such asT he Gourme T ravel
Survey, which identifiedtrends and niche market motivaions®®

Explore local tourism marke research daato determinethe predominant markets
coming to your region. Your region may be well known to certain typesof travelles,
and not well known to other market segments. T &kethisinformaion into consderaion
when developing and promoting your tours.

Consider the growth potential of your proposed tour packages. Canthey be adaptedto
suit othe age groupsor professional groups? Can the components be gructured into
modules that can be customized for different types of groups? For indance, week-long
culinary-themed learning vacaions for older adultsvs. culinary-themed get away
packages as add-onsfor corporaegroups or conferences.

Understand the consumer choice factors

Understand what motivaesthe choices made by the consumers you are hopingto reach.
TheTAMSreport andThe Gourme Travel Sudy provide informaion on motivators,
and thereis research on the consumer choices of somemarket segments, for example on
the older adult leamingtraveller® Examples of fattorstha influence consumer choice
include social facors, comfort, locaion, program /tour content, incluson of physical
activity, cog, ec In agudy of Elderhodel participants, 18 participant choicefactors
were identified and analyzed

Wheneve possible, conduct custome profiles beforedevelopingpackages. Country
Roads Agri-Tourism Product Clubis currently conducting customer profiles(see page
19, Sediion 4.4)to determinewhat their identified markets are seeking and expeding.

Oncethetour isoperaional, aspart of your customer surveys include questionsto
determine which consumer choicefadors are relevant to your market(s).

Understand partici pant typologies

As part of your marke research, and your ongoing customer surveys, try to compose a
picture of thetypes of paticipantswho are mogt likely to takeyour tours. Arethey
physcally adive and enjoy outdoor adivities? Dothey gopear to be adventure seeke's?
Arethey clearly focused on specific content, i.e. wine appreciaion above and beyond
everything else? Dothey expressan intereg in cultural entertainment?

Use thisinformation to creae new padkages andto add innovaionsto exiging packages.

13 TheCondé Nast Pubications, Inc and Plog Research. The 2001 Gourmet Trave Study
14 Arsenault, N. and MacDonad, H. Theeducational traveller: Consumer choice and tour design
implications. (February 2000). A paper presented a the Non-Profits in Travel Conference, W ashington,

DC.

15 Arsenault, N. A study of educational travel and older adult learners: Participant types and program
choices. (1998). A doctord dissatation, McGill University, Montréd, Québec.
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Understand different learning styles

Itisessential totake into consderationtha many travellerstoday are seeking pasonally
enriching and socially satisfying experiences. To med the needs of thesetravellers,
consideraion for different leaming gyleshasto be built into every package. *°

Not all people lean in the same way, so avarigy of different types of adivities should
be included that will cover the full range of different learning gyles. With culinary
tourismthisisrelaively easy, because there aemany opportunities for interactive
hands-on experiences and a full range of experiencestha actively gimulae allthe
senses, including seeing, touching, transforming, tading and listening.

8.2 Tour Research & Development

Create a strong theme, basedupon authentic regional attributes

Research your region, know it well, undergand its distinguishing fea ures, and seek out
itslittle known seacrds.

Learnthe dories of the people andthe Iand, and know when to tell them, or ideally,
when to havethem recounted by alocal contributor. Your package will havethe mog
impad if it ishbuilt onthehistory, the culture the storiesof the people and their Iand.

Srivetocreaeatourtha tellsastory (composed of many personal experiences and
anecdotes), andtha will become amemorable gory in its own right.

| dentify athemeor themestha focus on authentic regional attributes, and link the
elementsof thetheme with experiential adivities. Theexperiences haveto be authetic,
and the providers of the experiences genuine otherwise it will fall short of expedaions.
Do not try to sell your region or the experiences as somethingthey are not —the
discerning participants will know the difference!

Alwaysincorporae experiencestha areoff thetourid-beaentradk. Travellerswill
want to see some of thecommon tourist sSites and evants, but more often than not, the
mog memorable experiences will be thosetha occurred off the beaten track, where
participants were ableto experience atrue connection with the people and the Iandscape.
These aretheexperiencesthat resonae and will leave alaging impression.

If possble, withou being intrusive, incorporde visitsto pasonal settings like farms,
homes, cottages, or gardens where paticipants cantruly expeience apersonal encounter
with theculturethey arevisting.

Work with local area experts

Don’'t assume youknow it all! Work with local area expertsto develop and integrae
elementstha havea strong local and regional flavour. Discover from their pergpective
what diginguishestheir products and experiences.

Openly communicate with all the suppliers/ contributorsabout who is doing what, and
when — including the detailsof menus, wines and foods beingtasted and experietial

16 MacDonad, H. Commitment to excelence: Educational integrity inlearningtrave. Canadian T ourism
Commission, Communiqué (June 2001)
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learning adivities— so that there is no overlap or unplanned repetition, and so tha each
supplier can knowingly contributeto enhancing the experiences asthetour proceeds.

Always exercise best business pradices—respeding, collaboraing with, patneing
with, and contributingto the edablishments and communities visted as part of your
tour. Pay for the contributors time and for theviststo suppliers.

Establish and maintain relationships with all the contributors and suppliersinvolved with
your tour based upon mutual resped andtrust. Thisoconsideraion is essential to
developing and offering quality tours.

Provide feedback and oollabora e with contributors and suppliersto congantly improve
and strivefor extraordinary experiences. Request, and regped, feedback onyour
company’ s performance from them as well.

Compose well thought-out itineraries

32

Think of yourself as achoreographer, and composethe experiences, theadivities, the
movement andthe pauses within the context of a well-developedtheme.

Integrae expeiences tha complement, enhance and build on previous experiences.

Incorporaehands-on, experigtial adivitiestha tie-in with the focus of thetour andthat
add to and enhance each experience. An exampleof day of complemeatary interadive
activitiestha are well-suited for culinary tourism padkages might include:

e Learning about the gathering and huntingtechnigues and the culture of the
indigenous Firg Nationspeople who inhabit the region you arevisting from local
Elders.

e Participainginaninteracdive hands-on foraging walk with an expert forager.

e Participainginahands-on cooking class (tha, ideally, integrates foodtha has been
foraged or purchased from alocal producer as pat of the interadtive adivities).

e Creatingacrdt or finished product tha relaesto the day’ s experiences—with local
ingruction, supplies and expetise — such as an open-weave basket tha could be
used for mushroom colledting, or preserves made from berries collected or bought
locally.

e Enjoying ameal made in part from the dishes created in the cooking class, and
learning abou local wine and food pairings during the course of the meal.

Integrate local cultural entetainment tha enhances and enrichesthe overall experience.

Build in physical attivity — a large percentage of the participants will want some
physical agtivity. For those who don't, schedule other options, like aleisurely vist to a
museum or acultural ste. People will feel better and the food will tade beter if there is
daily physical adivity.

Pacethe ectivitiesto ensure sufficient timefor assmilaion, socializing and independent
freetime.
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Unlesstravel isan integral part of the package— such aswith a culinary cruise or atrain
expedition —tryto avoid long stretches of constrainedtravel time. Break up thetravel

with engaging experiences enrou e if thetravel timeislong.

Try to avoid creging itinerariesthat require packing and unpadking every day. Allow
for aredful timeand for an emational connection to the sdtingto occur in each
overnight locaion.

Plan ahead, but allow for spontaneity. Some of themog memorable experiences ae
thosetha occur spontaneoudy and unexpededy. Whenever possible, try to
accommodate such experiences when they occur (although not a theexpenseof a
valued supplier on atight schedule!).

Build in contingency plans. Always havea back-up planto turnto in caseof stuations
like delays and unexpected closures,.

8.3 Training

Train your staff and collaborate with contributors

Trainyour staf and collaborae closely with the contributors who are involved with the
participantsto ensurethe quality and consistency of delivery.

Alwaystrain facilitaors/ leaders/ guides before launchingthe actual tour and do apre
tour of the itinerary prior to launching it with paying cusomers.

Do apre-tour whenever significant changes are incorporaed inthe itinerary.
Provide annual training for facilitators/ leaders/ guides.

If possible, train new leaders during actual tours— explainingto participantstha the new
leader is being trained. However, do not eliminae aleader because a new leader is
being trained. For example, if thenormal leader to paticipant reatio is 1:10, and you
havea group of 20 paticipants and a leader who is beingtrained, ensuretha you have
two well-trained leaders leadingthe group, plus the additional new leader who is being
trained. Mod paticipantswill regard this as ‘ value-added' , and will respect it as a good
business practice.

Use certified guides wherever appropriae, and only work with outfitters and guides who
med certified safey dandardsin situaions requiring specialized instruction or
outfitting.

Ensurethat the contributors are engaging

If acontributor or supplier has grea informaion, but ladks pizzazz inthedelivery of the
information, work with them, to collaboraively aeae stuationstha will feauretheir
srengths and help them showcasethemod engaging asped s of theinformaionthey are
conveying.

e For example, if a geologist istalking about the geology of the region tha contributes
to making excellent wines, and from experienceyou knowthat the geologist delivers
adry, gony-faced lecture, work with the geologid to encourage a more engaging
setting and story.
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e For ingance, together with the geologist, plan a gourmet picnicto an area wherethe
geological strataarevishble. Pack aterine or sandwichestha display differat
‘draa — layers of ingredients— and havethegeologist explain the geology inthis
manner, definingthe soil compostion asonewould the layered ingredients in the
terring andhow it affedstheoveall flavour of theend product. Have some local
winesfor tagingtha display different charadteridics depending onthe
charaderigticsof the soil, likethe exposure, dope and drainage of the vineyards.
Createan engaging story !

8.4 Operations

Establish the context

Always egtablish the cultural and geographical context of theregion with an overview;
however, don't give away all of the details of the experiencesthat will unfold during the
duration of thetour.

Provide maps and day-by-day outlines for participants, which are personalized for their
tour.

Introduce participantsto cultural sendtivities by promating cultural awarenessof the

region and itspeople. Discuss etiquetterequired for catain occasions, including
appropriate behaviour and appropriae dress.

Maintain a profess onal demeanor

Create a personable a mosphere conduciveto shared experiences while maintaining a
professional demeanor.

Don't divulge thedetails! Many, many behind-the-scenes details will be occurring in
order to provide seamless movement from oneadivity to another —for example,
digributing luggage to rooms whilethe group is atherwise occupied, or sdting up a
surprise gourmet picnic for the unsuspecting group. T hesedetails should remain behind-
the-scenesand should not be openly discussed. T his contributesto theoverall
excellence — and excitement — of the experience.

Exceed expedati ons

Always add something extra something tha is unexpeded and nat included inthe
package description orthe day-by-day oulines, that comes as awelcome surpriseto the

group.
Encouragethe leadersto integrate a personally enriching element for each participant
that will be meaningful totha person asan individual. T his should not be formula

driven; rather, it should be a creaivetouch tha will leavealaging impac on each
participant as an individual.
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8.5 Packaging & Promotion
Tour padk age descriptions

o Portray the unique qualities of the experiences andthe dedinaion in your promations.
Work oolledtively with contributors and suppliersto convey these qualities, shaingthe
vison, and, if possible, the cogts.

e Consder your targe make and goply thefindings fromthe marke research you
conducted— who isthetarget market, what types of experiences arethey are seeking,
and how arethey oltaining their information, planningtheir vacaions, and buying their
chosen package? Desxribe, promote and distributeyour padkages accordingly.

e Communicaevery clearly and openly abou the challenges paticipants may face during
atour, including theamount of physical adivity involved in agiven itineray andthe
typeof footwear and clothing required.

Name recognition

e Consgder thename recognition of the destination, and accesshility issuesforthefirg
meding andfinal departure locations.

e Promote an awareness of the destinaion and its qualities, including accessihility to
vidtors—if tha isafeaure you want to highlight, or itsremoteness — if thisispart of the
appeal of the dedination.

Pace thetour departure dates

e Consder the balance between makingthetour package accessible through numerous
departure datesfrom which customers can choose, and not offering ittoo oftento over-
tax your company andyour partners and suppliers. Offering apackage too often can
also diminish its gopeal.

Pridng

e Pricing a package isthe fine art of calculating al thefixed and variable cogstha go into
the package, and adding a profit margin which allows for fluctuaions between such
facdors asminimum and maximum group sizes, seasonal pricing, exclusivity. Indirect
costs such asoverhead, research and development, training and marketing which can be
appliedto numerous departures and packages, haveto also be fatored into the equation.

8.6 Evaluation

Quality assurance sandards

e Buildin quality assurance standards to your tourstha can be measured and evalua ed by
the paticipants and by independent organizations. T o do so youmust definethecriteria
—inkegpingwithregional, naional and intermaional guidelines, if they exist. If
relevant industry criteria do not exid, define quality assurance ariteriatha can be
measured by an independent organizaion, and build in evaluation procedures which will
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provide you with results and insightstha can be incorporaed back into tour
improvements and innovaions.

e Deteamineinadvanceif you are goingto evaluaeyour suppliers and contributorsand

sharethe cusome feedback with them aspart of theprocess. Thispracticeis
recommended; however, it is much easer to establish this pradice as afoundation for

collaboration or partnership from theouset thantotry to incorporaeit laer oninthe
process when habits are already in place.

Culinary Tour Package Outlines

Following aretwo examplesof marke -ready culinary tourism tour padkages. The award-
winning package, Gourmet Trail™ by Firg Idend T oursLtd. isbeingoffered for the fifth
season in 2001, while La Route des Saveurs: Cuisine in Québec s Charlewix Region is
being offered by Routesto Learning Canada Inc. forthefird timeas pat of the Canada
Learning Series offeringsfor 2001. Both are all inclusivetours, but they vary in duration

and pricerange.
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The Gourmet Trail

BC Registration No. 3018-1

GOURMET TRAIL™

Six Days / Five Nights
PRE SET TOUR #2

Take a leisurely six-day, all-indusive, year-round package that
indudes luxury accommodation, goummet cuisine, transportation
(plane, train, ferry, minicoach) and guided small group tours. Stay in
five stunning hotels. Guests visit the award-winning chefs all willing to
outdo each otherjust for you! Wine experts will recommend the
appropriate wines with your magnificently prepared meals. Plus enjoy
the Pacific Coast forests and beaches, rivers, mountains, islands,
gardens, vineyards, native helitage, marine wonders and arts...even
afternoon tea! And there's more.

Canadian Tourism Commission
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&% NG Includes:
. s e Six-day, year-round all-indusive tour
. Eﬁ e Five nights luxurious accommodation at five of Canada’s top

0

locations
e All breakfasts, lunches and dinners
Plane to Tofino
Private Mini Coach - six days of transportation
Vancouver Island expert guide
Visits with six award-winning chefs
el e Salmon smoke-house visit
Nature touron Long Beach
Old-growth forest walk
Mushroom foraging (n season) or cooking demonstration
Balsamic vinegar tour, tasting and luncheon
Garden tours at Hastings House and Sooke Harbour House
Meeting and tastings with cheese-maker
Private tourand luncheon at Butchart Gardens
Visit with the Frst Nation's heritage artists
Afternoon Tea at the Empress Hotel
A First Island Tours Guide

byt -

Whale watching and golf options are available at some locations.

For more detailed information or to reserve your space on any tour, please complete the
reservation/response fom.

GOURMET TRAIL™ RATES

Season Double Single
Low Season (Nov - Apr.) ggi]fg?:ogppmx ggil ;1520580PTOX-
Shoul der Season (May) ggﬁl ggogpprox g[s)i ;4:16558()pr0x.
High Sesson (Jun - Oct) e R cpprox. uss 2090 spprox

US$ rates will be based on the Royal Bank of Canada rate of exchange
on day of payment. Click here for universal currency converter.

MAXIMUM 16 persons; Minimum 10 persons
Group Rates and Customized Tours
available upon request.

38
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Drartn dae Caivoe o
.'Iil"ll I':}'!'-'.':':'If" des -{H'E'n' IS,

ROUTES TO LEARNING CAMNADA

F1 f a3 E 1 Pl aall. " o g &
Cuisine in Ouébec's Charlevoix Region

zcover the vital agricultural
| world of the Charlewaix, and
= @ the continuing grand tradition
of hoapitality and gastrenomy
inone of the most inderesting repions of
Chagbee, You'll discover the complex
imberaction of agricultune and cuisine in
this region, as you explore the
agricultural products and their
producers. The development of
aﬁmlnuri.-;m i a niow wrinkle in the
]ust.m'y and BOanpImYy oof the area; :,mu'll
have the oppartunity to see first-hard
how the operations of the area's
producers work. From market farms to
chiese prodiuction to wine and dder, the
Doty of the land supports the
fabualows restausatenrs and cuisine of
the Area.

Fromn raral dellcacies to the world-
renerwned Jean Miched Breton, exeoutive
chief of the Manecir Richelicu, the base
far this Pragram, vou'll have the
apportunity o leam, hands-on, about
the pourmet cuisine of the region.__from
field bo table. Jean Michel Breton,
ewpgutive chef for the Mamoir Kichelieu,
is the jewel in the crown of this
program, Trained ab the Ecobe Hibelibre
de Lyon, France, Chef Breton has
creabed menss for many digniasies and
heads of state and has collaborated with
many great chefs from arcand the warld
such as Emile fung and [ean-Clande
Bourillo. EHis philosophy is simple: "My
wark is my Jove for geod and beautiful
things" he says. CThef Breton has chosen
the prodession of cooking for passion
but also for tradition. He was rised by
& family of restaerabeuns in Lyon and
recefved his cooking diploma from
Faul Bocuse.
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The Manoir Richeliee was budlt in 1E99,
perched high on Pointe-au-Fic's cliff and
overlooking the mighty St. Lawrence
River It rapidly gained reeognition and
farne ammanj; discerning Canadian
eravellers of ils time, One hundred
wears laber, in 1999, Le Manolr Richeliew
re-opened s doors in ils own grand
tradition of comiort, tradition and
elegance, giving your program a unigue
tochold in past and contemporary
histary, as well as iks fomas on behind-
the scenes cuisine.  In addition, you'll
b in the heart of a region best knawn
foor its huspitality and landscapes, &
plaoe that has seduced painters, poets
wrilers and musicians alike rom across
Canpda, Charbevoix achieves the pesfect
blend of nature and caltare,

Catstanding culbwral and naneral
features convinoed UNESCO to
designate the Charlevaoix region a warkd
Bisphere reserve in 1959, This was one
of the first such reserves to imclude

human settlernent, one of abouk 350
sipch reserves in 100 counkries b
sccesalully cambine development " |

with consesvation

La Route des Saveurs: Cuisine in Québec’s Charlevoix Region

La Buete des Soveurs

Cuibec City
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APPENDIX |
CTC Cuisine Task Force Members

Co-Chairs:
Don Monsour, Pres dent

BC Cuisine & Tourism Society
607 John Sreg

Victoria, BC V8T 1T8
Tel: 250-380-8399
Fax: 250-388-6835

Email: monsour @shaw.ca

Heather MacKenzie, Exec. Direcor

Tadeof Nova Sotia
PO Box 368

Truro, NS B2N 5L5
Tel.: 902-895-3315
Fax: 902-895-1011

Email: tage@ asteofnovascotians.ca

Dorothy Long, Executive Director

Cuisne Canada

Box 1645 Lloydminger, K PV 1K6
Tel: (306) 387-6610

Fax: (306) 387-6637

Email: dorothy @canolainfo.org

Scott McTaggart, Acting Pres dent

Manitoba Cuisine Tourism Council
(Owner, Fusion Grill)

550 Academy Road

Winnipeg, MB R3N OE3

Tel.: 204-489-6963

Fax: 204-487-3600

Email: eat @fusiongrill.mb.ca

Canadian Tourism Commission
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Jane Langdon,Owner

Wine Country Cooking School
General Delivery

1339 L akeshore Road
Niagara-on-theLae, ON LOS1J0
Tel.: 905-468-8304

Fax: 905-468-8305

Email: Langdon@langdondarr.com

Martine Rathel, Pres dent Business Development

T eltour Restaurant Network
CP 124, Qucc. Beaubien
Montéal, QC H2G3C8
Tel.: 514-644-0051

Fax: 514-644-0050

Email: mrahel @ eltourinc.com

Judson W. Simpson, CCC - Team Manager

Culinary T eam Canada
1041 Plate Drive

Ottawa, ON K1V 9E5
Tel.: 613-996-0867
Fax: 613-947-0835

Email: Smpg @parl.gc.ca
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CTC Staff Members:

Myléne Deneault, C oor dinator

Winter & Cuisne

Canadian T ourism Commission
235 Queen K.

Ottawa, ON K1A OH6

Tel.: 613-952-1867

Fax: 613-954-39389

E-mail: deneault. mylene@dc-cd.ca

Murray Jadkson, Exec. Director

Product Development
Canadian T ourism Commission
235 Queen K.

Ottawa, ON K1A OH6

Tel.: 613-954-3953

Fax: 613-954-3964

E-mail: jackson.murray @d.c-ca.ca

Canadian Tourism Commission
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APPENDIX I
CTC Cuisine Task Force

Meeting Agenda

The Grand Hotel and Suites
225 Jawvis Street, Toronto, ON

Sunday July 29, 2001

17:30

Introductions andWorking Dinne & the Pariot Restaurat & Brasserie
Why arewe meding?— Murray Jadkson
Desired outcomes— Don Monsour

Monday July 30, 2001

8:30
9:00
9:10

10:15
10:35

12:15
1:30

3:00
3:20

3:45
4:00

Continental breakfag
Good moming! - Heaher MacKenzie and Don Monsour, Co-chairs

Follow-up onthe Naional Tourism & Cuisne Forum — comments
Feedback from participatsre: evaluaion forms— Myléne Deneault
Updateon publication/ digribution of the proceedings — Myléne Deneauit

Health bresk

Identificaion of needsfortheindustry re: culinary tourism.

Wha do we needto move ehead/ compeewith other culinary destinations?
Brief overview of the magjor playersin Canada (provincial updates), internaional
competition and examples of success sories.

Working lunch

Identificaion of possble next steps.

Where do we go from heae? Don Monsour

Wha typeof adivitied projeds could the CT C undertske? Heahe MacKenzie
Health Bresk

Cuisine Page on travelcanada.ca - consumer Web Ste — Progress report and
future of the CT C cuisne database— Myléene Deneaullt

Next gepsfor task force
Adjournment of meeting — Heather MacKenzie and Don Monsour, Co-chairs
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APPENDIX I

List of Participants — National Tourism & Cuisine

Forum, 2001

Alfonso Acero

Executive Assistant Manager, F&B
Valhalla Inn

1 Valhalla Road

Thunder Bay, ON P7E 6J1

T: (807) 577-1121 F: (807) 475-4723
administration@v alhallainn.com

Tom Baker

Reader's Digest USA

190 Attwell Drive, #630

Toronto, ON M9W 6H8

T: (416) 679-9600 F: (416) 679-9800
tom_baker@readersdigest.com

Susan Bartlett

Proprietor/CTC Board Member

Inn onthe Lake

3009 Lake Thomas Drive

Waverley, NS BON 2S0

T: (902) 861-3480 F: (902) 861-4883
sbartlett@innonthelake.com

Tammy Bisson

Sales Manager

Alexander Keith's Nova Scotia Brewery
1496 Lower Water Street

Halifax, NS B3J 1R9

T: (902) 455-1474 F: (902) 422-1077
tammy.bisson@alexanderkeiths.com

René-Luc Blaquiere

Expert Sewvices Conseil

C/O Tourisme Montréal

3555 Berri # 1809

Montréal, QC H2L 4G4

T: (514) 286-6024 F: (514) 286-7803
blaguiere.rene-luc @sympatico.ca

Bob Book

Nov a Scotia Tourism & Culture

P.O. Box 456

Halifax, NS B3J 2R5

T: (902) 424-4678 F: (902) 424-2668

Canadian Tourism Commission

Doreen Ashton Wagner

Managing Director, Marketing
Greenfield Hospitality Services Inc.
139 Main Street South

Alexandria, ON KOC 1A0

T: (613) 525-2590 F: (613) 525-5340
daw@greenfieldhospitality.com

Jishnu Banerjee

Business Development & Marketing Mgr.
Ekwest Interactive Solutions Inc.

3981 St. Laurent, Suite 501

Montreal, QC M2W 1Y5

T: (514) 288-0002 F: (514) 288-0032
jishnu@restaurant.ca

Walter Berg

Executive Chef

Casino Niagara

P.O. Box 300, 5705 Falls Ave

Niagara Falls, ON L2G 6T3

T: (905) 374-6928 X1469 F: (905) 353-6727

Michael Blanchard

Sales Manager

Sav eur

22-5160 Explorer Drive

Mississauga, ON L4W 4T7

T: (905) 238-9228 F. (905) 238-0834
general@msimediaintl.com

Peter Blattmann

Consultant

Hospitality Consulting

P.O. Box 2105

Banff, AB TOL 0CO

T: (403) 762-8175 F: (403) 760-3943
blattman@telusplanet.net

Brigitte Boucher, Chef de Produits
Tourisme Québec

900, boul. René Levesque E - 4e
Quebec, QC GI1R 2B5

T: (418) 643-0968 F. (418) 646-6439
boucher.brigite@tourisme.gow.gc.ca
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Mark Boxer

Vice President, Sales

Impact Media Group

190 Attwell Drive, #630

Toronto, ON M9W 6H8

T: (416) 679-9600 F: (416) 679-9800
mboxer@impactmedia.ca

Marty Carpenter

Food Service Manager

Alberta Cattle Commission

215-6715 8th Street N.E.

Calgary, AB T2E 1N3

T: (403) 275-5890 F: (403) 275-9288
carpenterm@cattle.ca

Nicholas Carson

General Manager

The Prince George Hotel

1725 Market Street

Halifax, NS B3J 3N9

T: (902) 425-1954 F: (902) 429-6048
ncarson@princegeorgehatel.ns.ca

Debbie Creelman

Executive Assistant

Taste of Nova Scotia

P.O. Box 368

Truro, NS B2N 5L5

T: (902) 895-3315 F: (902) 895-1011
taste@tastedf novascotia.ns.ca

Joanne Deall

Co-owner

Epicurean Expediions Inc.

2 Monty e Ave, #4

Toronto, ON M6S 2G9

T: (416) 760-9504 F:
epicurean.exp@sympatico.ca

Tour 2

Louise d'Entremont

Coordonnatrice -Tourisme

CDENE Conseil de dev eloppement économique
de la Nouwvelle-Ecosse

Tour Cogswell, 200 rue Barrington, Ste 900
Halifax, NS B3J 3K1

T: (902) 424-6021 F: (902) 424-6002
Ldentremont@cdene.ns.ca

Tour 1
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David Bratton

Research Manager

San Francisco CVB

201 Third St. #900

San Fransisco, CA 94103

T: (415) 227-2644 F: (415) 227-2631
dbratton@sfcvb.org

Margaret Carson

Owner/Chef

Bonne Cuisine

6139 Quinpool Road

Halifax, NS B3L 4P6

T: (902) 425-6797 F: (902) 425-2114
margaretanne@hfx. eastlink.ca

Marie Cheesman

Touring Product Dev elopment Facilitator
Ontario Tourism Marketing Partnership
1027 Pembroke St. E., Ste 200
Pemboke, ON K8A 3M4

T: (613)735-3231 F: (613) 732-3386

marie@nrtco.net

Stefan Czapalay

Chef/Owner

Essence Food Consulting

#6 Ambercrest Place

Dartmouth, NS B3A 4B5

T: (902) 461-2425 F: (902) 463-1225
essence@auracom.com

My lIéne Deneault

Product Coordinator, Cuisine & Winter
Canadian Tourism Commission

235 Queen St. 8th Fl.

Ottawa, ON K1A OH6

T: (613) 952-1867 F: (613)954-3989
deneault.mylene@ctc-cct.ca

Tour 1

Dave Deveau

Owner/Operator

Harbour Restaurant Ltd.

15299 Cabot Trail, Box 400
Cheticamp, NS BOE 1HO

T: (902) 224-2042 F: (902) 224-1515
harbourdd@ns,sympatico.ca
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Robert (Bob) Dodd

President

Dodd Media Sales

3121 Theatre Rd N, RR#4

Cobourg, ON K9A 437

T: (905) 885-0664 F: (905) 885-0665
bob@doddmedia.com

Michael Fagan

Manager, Knowledge Resources Group
LCBO

55 Lakeshore Bivd. E.

Toronto, ON M5E 1A4

T: (416) 864-6735 F: (416) 864-6864

fagan@icbo.com

Jill Fly nn

High School Tourism Teacher

Y armouth Consolidated Memorial High School
52 Parade Street

Yarmouth, NS B5A 3A9

T: (902) 749-2810 F: (902) 749-2811
teach@auracom.com

Tour 2

David Franklin

Chef

Elmhirst's Resort

R.R. #1

Keene, ON KOL 2GO

T: (705) 295-4591 F: (705) 295-4596
elmr@elmhirst.com

Brian Goldsworthy

Senior Market & Trade Officer
Agriculture & Agri-Food Canada
P.O. Box 248

Halifax, NS B2W 6A1

T: (902) 426-2618 F: (902) 426-3439
goldsworthy b@em.agr.ca

Gail Hall

Chair

Cuisine Canada

C/O Goumet Coodies

10665 109 St

Edmonton, AB T5H 3B5

T: (780) 438-1234 F: (780) 438-4837

gail@gourmetgoodies.ab.ca
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Jacques Dwal

Marketing Specialist

Canadian Tourism Commission

235 Queen St, 8t Floor

Ottawa, ON K1A OH6

T: (613) 946-9370 F: (613) 954-3988
duv al.jacques @ctc<cct.ca

Mimi Findlay

Owner

Mimi's Ocean Grill

P.O. Box 369

Mahone Bay, NS BO0J 2EO0

T: (902) 624-1342 F. (902) 624-0629

Shirley Frost

Owner

Frost Consulting

236 Curling Street

Corner Brook, NF A2H 317

T: (709) 783-2059 F: (709) 632-9326
sfrost@nf.sympatico.ca

Bobbi Steeves

Executive Director

New Brunswick Food & Beverage Processors
Association

310 Baig Bivd. Unit 1

Moncton, NB E1E 1C8

T: (506) 854-2772 F. (506) 854-2929

nbf bpa@nbnet.ca

Anne Gough

Senior Dev elopment Consultant

Ministry of Tourism, Culture & Recreation
900 Bay Street, Hearst Block, Room 917
Toronto, ON M7A 2E1

T: (416) 326-1724 F: (416) 327-2506
anne.gough@omt.gov.on.ca

Jo-Ann Hall, Regional Manager

Alberta Agriculture, Food & Rural Dev elopment
Box 4560

Barrhead, AB T1N 1J2

T: (780) 674-8265 F: (780) 674-8309
jo-ann.hall@gov .ab.ca

Tour 1
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Richard Hand

Slow Food Convivium of Halif ax, Nova Scotia
8 Lister Drive

Bedford, NS B4A 2M3

T: (902) 832-3249 F: (902) 832-3249
rhand@ns.sympatico.ca

David Harding

Programs Manager

The Culinary Institute of Canada

4 Sydney Street

Charlottetown, PE C1A 1E9

T: (902) 894-6805 F: (902) 894-6801
dharding@athi.pe.ca

Ted Hornung

Manager, International Marketing
Tourism Saskatchewan

1922 Park St.

Regina, SK S4P 3V7

T: (306) 787-3016 F: (306) 787-0715
ted.hornung@sasktourism.com

Tour 2

Susan Iris

Managing Director U.S.

Canadian Tourism Commission

501 Pennsy vania Avenue NW
Washington, DC 20001

T: (202) 682-7705 F: (202) 682-7721
susan.iris@ctc-us.com

Cy nthia Jollymore

Vice President

McGown ntermac Inc.

8250 Decarie Bvld.,Ste. 205
Montréal, QC H4P 2P5

T: (514) 735-5191 F. (514) 342-9406
cy nthia@mcgown.com

Michel Karam

President

Ekwest Interactive Solutions Inc.
3981 St. Laurent, Suite 501
Montreal, QC M2W 1Y 5

T: (514) 288-0002 F: (514)288-0032
michel@restaurant.ca
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Claire Hanlon Smith

Marketing Specialist

Nov a Scotia Department of Agriculture &
Fisheries

Harlow Institute, 176 College Road
Truro, NS B2N 5E3

T: (902) 893-4491 F: (902) 895-4464
c.hanlon@nsac.ns.ca

Patricia Hatchman

President

First Island Tours Ltd.

#214, 733 Johnson

Victoria, BC V8W 3C7

T: (250) 658-5367 F: (250) 658-8169
firstisland@islandnet.com

Tour 1

Ann Hutcheson

Market Development Officer

Department of Fisheries & Agriculture, NFLD
Box 8700

St. John's, NF A1B 6J6

T: (709) 729-2343 F. (709) 729-1884
ahutcheson@mail.gov.nf.ca

Murray Jackson

Executive Director, Product Dev elopment
Canadian Tourism Commission

235 Queen Street, 8th Floor, West Tower
Ottawa, ON K1A OH6

T: (613) 954-3953 F: (613) 954-3964
jackson.murray @ctccct.ca

Cathy Kalil

Coordinator

Nov a Scotia Tourism Partnership Council,
WTCC

602 - 1800 Argyle Street

Halifax, NS B3J 3N8

T: (902) 424-6867 F. (902) 424-2668
kaliimc@gov.ns.ca

John Keane

Director of Marketing & Strategic Planning
Gourmet Magazine

4 Times Square

New York, NY 10036

T: (212) 286-2785 F: (212) 286-4138
john keane@gourmet.com
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James Kleiner

Senior Officer, Serwice Design

VIA Rail CanadalInc.

3 Place Ville-Marie, Suite 500
Montreal, QC H3B 2C9

T: (514) 871-6402 F: (603) 452-7067
james kleiner@viarail.ca

Irene Lane

Director Public Relations

Oland Brewery

3055 Agricola Street

Halifax, NS B4A 3L4

T: (902) 453-3736 F. (902) 453-5664
irene.lane@oland.ca

Conrad Lechelt

Manager, School of Hospitality
Northern Alberta Institute of Technology
11762-106th Street

Edmonton, AB T5G 2R1

T: (780) 471-8679 F. (780) 471-8914
conradl@nait.ab.ca

Tour 1

Patty -Sue Lee

Trav el Marketing Coordinator

Tourism Atlartic - ACOA

P.O. Box 40

Charlottetown, PE C1A 7K2

T: (902) 626-2481 F: (902) 566-7098
lee@acoa-apeca.qgc.ca

Yvonne C. Levert

Chef Instructor

La Cuisine des Gourmets

5 St. Anthony Drive

Sydney, NS B1S 2R4

T: (902) 539-7495 F: (902) 539-0965
b.lev ert@ns.sympatico.ca

Elizabeth Lorimer

Administrator

Stratf ord Chefs School

68 Nile Street

Stratford, ON N5A 4C5

T: (519) 271-1414 F: (519) 271-5679
elorimer@stratf ordchef.on.ca

Canadian Tourism Commission

Michel Labrecque

President & Directeur Général
Festival Montréal en Lumiére

822 rue Sherbrooke Est

Montreal, QC H2L 1K4

T: (514) 525-5990 F: (514) 525-8033
michel.labrecque@equipespectra.ca

Jane Langdon

Owner

Wine Country Cooking School

1339 Lakeshore Road R.R. #3
Niagara-on the-Lake, ON LOS 1J0
T: (416) 544-4901 F. (905) 468-8305
info@winecountrycooking.com

Ly nn Ledwidge

Manager Market Development

Halif ax Tourism, Culture & Heritage
P.O. Box 1749

Halifax, NS B3J 3A5

T: (902) 490-5940 F: (902) 490-5950
ledwidl@region.halif ax.ns.ca

Tour 1

Colette Lekborg

Business Development Officer
Canadian Consulate General

Three Copley Place, Suite 400
Boston, MA 2116

T: (617) 262-3760 F. (617) 262-3415
colette.lekborg@dfait-maeci.gc.ca

Nancy MacCallum

Adv ettising & Promotion Director
Best Western Crystal Palace

499 Paul St.

Dieppe, NB E1A 6S5

T: (506) 861-6456 F: (506) 855-6131
bestncm @nbnet.ca

Dave Lough

Manager Tourism Partnerships
Department of Canadian Heritage
Box 5879

St. John's, NF A1C 5X4

T: (709) 772-7245 F: (709) 772-2940
david lough@pch.gc.ca
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Patricia Lynch

Manager Creative Services

Nova Scotia Tourism & Culture

P.O. Box 456

Halifax, NS B3J 2R5

T: (902) 424-4678 F: (902) 424-2668
ply nch@gov.ns.ca

Heather C. MacKenzie

Executive Director

Taste of Nova Scotia

P.O. Box 368

Truro, NS B2N 5L5

T: (902) 895-3315 F: (902) 895-1011
taste@tasteof novascotia.ns.ca

Tour 2

Christina MacLean

Culinary Professor
Georgian College

682 7th St AE.

Owen Sound, ON N4K 1K5
T: (519) 376-8022 F:
maclean@bmts.com

Patricia Manning

Business Development Officer

PEI Business Development

P.O. Box 910

Charlottetown, PE C1A 7L9

T: (902) 368-6308 F: (902) 368-6350
pmmannin@gov.pe.ca

Steve McAdam

Director of Trade Development
Inniskillin Wines

225 Heath St. E.

Toronto, ON MA4T 1S9

T: (416) 489-6550 F: (416) 489-8062
smcadam@inniskillin.com

Edward Meijer

Managing Director

Valhalla Inn

1 Valhalla Road

Thunder Bay, ON P7E 6J1

T: (807) 577-1121 F: (807) 475-4723
administration@v alhallainn.com
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Heather MacDonald

President

Culture Quest International

19 Muskoka Drive

Chelsea, QC J9B 2E8

T: (819) 827-0612 F: (819) 827-0870
culturequest@igs.net

Tour 2

Margie Mackenzie

Manager - Product Readiness
Business New Brunswick

P.O. Box 6000

Fredericton, NB E3B 5H1

T: (506) 444-5607 F: (506) 4537127
margaret.mackenzie@gnb.ca

Chuck Maillet

Coordonnateur

CDENE Conseil de dev eloppement économique
de la Nouwvelle-Ecosse

Tour Cogswell, 200 rue Barrington, Ste 900
Halifax, NS B3J 3K1

T: (902) 424-0556 F: (902) 424-6002
cmaillet@cdene.ns.ca

Oliver Martin

Marketing Strategist

Canadian Tourism Commission

235 Queen St

Ottawa, ON K1A OH6

T: (613) 954-3974 F: (613) 9527906
martin.oliver@ctc-cct.ca

Janice McGregor

Business Development Specialist
Alberta Agriculture

10008 - 107 St.

Morinville, AB T8R 1L3

T: (780) 939-4351 F: (780) 939-2528
janice.mcgregor@gov.ab.ca

Tour 1

Nigel Miller

Director Marketing

Oland Brewery

3055 Agricola Street

Halifax, NS B4A 3L4

T: (902) 453-3736 F: (902) 453-5664
nigel.miller@oland.ca
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Phil Mondor

Vice-President & Director, Developmernt
Canadian Tourism Human Resource Council
170 Laurier Ave. West, Suite 1104

Ottawa, ON K1P 5V5

T: (613) 231-6949 F: (613) 231-6853
pmondor@cthrc.ca

Erin Moore

Tourism Development Officer
Municipality of Richmond County
P.O. Box 120

Arichat, NS BOE 1A0

T: (902) 226-3983 F: (902) 226-1510
emoore@county.richmond.ns.ca

Linda Murphy

Manager Creativ e Services

Nova Scotia Tourism & Culture

P.O. Box 456

Halifax, NS B3J 2R5

T: (902) 424-4678 F. (902) 424-2668

Carol-Ann Oakey

Prof essional Development Coordinator
Hospitality Newfoundland & Labrador
107 Le Marchant Road

St. John's, NF A1C 2H1

T: (709) 722-2000 F: (709) 722-8104
coakey @hnl.nf.net

Jacques Ouimette

Director Marketing Communications
Mosaicultures Internationales Montréal
Edifice Port de Montréal, Aile 2, Local 3.010
Montreal, QC H3C 3R5

T: (514) 868-4023 F: (514) 868-4005
jouimette@mosaiculture.ca

Joan Perrin

Saskatchewan Bounty Representative
c/o Beef Inffomation Centre

2010 7th Avenue

Regina, SK S4R 1C2

T: (306) 757-8528 F. (306)533-1713
jperrin@beefinfo.org

Canadian Tourism Commission

Don Monsour

Chair

B.C. Cuisine & Tourism Society

607 John Street

Victoria, BC V8T 1T8

T: (250) 380-8399 F: (250) 598-6345
monsour@shaw.ca

Tour 1

Mary A Moore

Chef Professor

Niagara College

5881 Dunn Street

Niagara Falls, ON L2G 2N9
T: (905) 374-7454 F:
mmoore@niagarac.on.ca

Tour 2

Robert Noble

Deputy Consul General

Canadian Consulate General

Three Copley Place, Suite 400
Boston, MA 2116

T: (617) 262-3760 F. (617) 262-3415
robert.noble@df ait-maeci.gc.ca

Terry Ohman

Director, Product Clubs

Canadian Tourism Commission

235 Queen St

Ottawa, ON K1A OH6

T: (613) 954-3853 F: (613) 954-3964
ohman.terry@ctc-cct.ca

Angela Pearen Burnside

Co-ordinator

Country Roads Agri - Tourism Product Club
Box 1728

Neepawa, MB R0J 1HO

T: (204) 476-5062 F: (204) 476-5213
acpear@mb.sympatico.ca

Tour 1

Ly nne Perty

Executive Director

South Shore Tourism Association
P.O. box 1390

Lunenburg, NS B0J 2G0

T: (902) 634-8844 F. (902) 634-8056

ssta@ ax.nstn.ca
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Chris Pharo

Senior Marketing & Trade Officer
Agriculture & Agri-Food Canada

440 University Ave.

Charlottetown, PE C1A 4N6

T: (902) 566-7310 F: (902) 566-7316
pharoc@em.agr.ca

Gurth Pretty

Co-owner

Epicurean Expeditions Inc.

2 Monty e Ave, #4

Toronto, ON M6S 2G9

T: (416) 760-9504 F:
epicurean.exp@sympatico.ca

Tour 2

Martine Rathel, Présidente

Le Réseau Teltour Network Inc.

CP 124, Succ. Beaubien

Montréal, QC H2G 3C8J6W 2T2

T: (514) 644-0051 F: (514) 644-0050
mrathel@telourinc.com

Tour 2

Jennifer Roma

Property & Sales Coordinator
Corporatel

2695 Dutch Village Road

Halifax, NS B3L 4V2

T: (902) 453-8400 F: (902) 453-8401
jroma@corporatel.ca

Denise Ry an

Marketing

Halif ax Tourism, Culture & Heritage
P.O. Box 1749

Halifax, NS B3J 3A5

T: (902) 490-5979 F: (902) 490-5950
1y and@region.halif ax.ns.ca

Sharon Shaw
Planning & Development Officer

Nova Scotia Department of Agriculture &

Fisheries

5151 George Street

Halifax, NS B3J 3C4

T: (902) 424-0334 F: (902) 424-4671
shawse@gov.ns.ca
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Gordon Phillips

Managing Partner

Economic Planning Group

264 Adelaide St. E

Toronto, ON M5A IN1

T: (416) 362-9575 F: (416) 362-7865
gphillips @epgcanada.com

Barbara Quarty

Tourism Manager

Tourism Stratf ord

P.O. Box 38

Stratford, ON N5A 6W1

T: (519) 271-5140 F: (519) 273-1818
bguarry @city .stratford.on.ca

Tour 2

Eric C. Riordon

Partner

The Sharp Group

51 University Avenue

Charlottetown, PE C1A 4K8

T: (902) 628-1000 F: (902) 628-8100
eric.riordon@pei.sympatico.ca

Margaret Routledge

Food Consultant

Cuisine Canada Director

420 Broad St.

Fredricton, NB E3A 5M9

T: (506) 459-7541 F: (506) 459-7541

vireton@unb.ca

Harvey Sawler

Director, Tourism Dev elopment

Atlantic Canada Opportunities Agency

Roy al Bank Building, 100 Sy dney Street, P.O.
Box 40

Charlottetown, PE C1A 7K2

T: (902) 368-0824 F: (902) 566-7098
hsawler@acoa.ca

Joy Shinn

General Manager

PEI Food & Beverage Processors Association
96 Kent Street

Charlottetown, PE C1A 1M9

T: (902) 626-2315 F: (902) 626-2320
jshinn@peif bpa.pe.ca
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Janet Sinclair

Chef & Owner

Chez Soleil Cooking School

120 Brunswick St

Stratford, ON N5A 3M1

T: (519) 271-7404 F: (519) 271-7404
cooking@chezsoleil.com

Tour 1

Mary Elizabeth Stewart

Promotion Manager Atlantic Region
Beef Information Centre

1550 Bedford Hwy, Suite 210
Bedford, NS B4A 1E6

T: (902) 835-2959 F: (902) 835-7875
mestrewart@beefinfo.org

Ursula Thiboutot

President, Product Dev elopment Committee
Canadian Tourism Commission, Delta Media
Inc.

405-350 Sparks Street

Ottawa, ON KI1R 7S8

T: (613) 233-9191 F: (613) 233-5880
ursula@delta-media.com

Pamela S. Wamback

Marketing Officer

Nov a Scotia Tourism & Culture

World Trade & Conv ention Centre
P.O. Box 456

Halifax, NS B3J 2R5

T: (902) 424-4170 F: (902) 424-2668
wambackp@gov.nc.ca

Heinz Wagner

Managing Director, Food & Bev erage Selvices
Greenfield Hospitality Services Inc.

139 Main Street South

Alexandria, ON KOC 1A0

T: (613) 525-2590 F: (613) 525-5340
haw@agreenfieldhospitality.com

Jim Watson

President & CEO

Canadian Tourism Commission

235 Queen St. 8h Fl.

Ottawa, ON K1A OH6

T: (613) 954-3549 F: (613) 952-9014
watson.jim@ctc-cct.ca

Canadian Tourism Commission

Michael Smith

Executive Chef/Owner

Maple Restaurant

1813 Grarnville Street

Halifax, NS B3J 1X8

T: (902) 425-9100 F: (902) 425-1779
chef @maplerestaurant.com

Klaus Sudbrack

President

Little Shemogue Country Inn

2361 Route 955

Little Shemogue, NB E4M 3K4

T: (506) 538-2320 F: (506) 538-7494

inn@nbnet.nb.ca

Jonathan Toms

Marketing Officer

Halif ax Tourism, Culture & Heritage
P.O. Box 1749

Halifax, NS B3J 3A5

T: (902) 490-6095 F: (902) 490-5950
tomsj@region.halff ax.ns.ca

Tour 1

Cornelia Volino

President

Canadian Federation of Chefs & Cooks
Suite 904, 325 Dalhousie St.

Ottawa, ON K1N 7G2

T: (613) 562-0123 F: (613) 562-9932
president@cfcc.ca

Lori Waldbrook

Market Development Co-ordinator
Ontario Tourism Marketing Partnership
300 Water Street

Peterborough, ON K9H 8M5

T: (705) 755-2630 F: (705) 755-2631
lori.waldbrook @edt.gov.on.ca

Julie V. Watson

Food Writer/Editor

Criterion Communications

27 Hopeton Rd

Stratford, PE C1A 7G2

T: (902) 569-2219 F: (902) 569-5044

jwatson@isn.net

Tour 1

55



Lars Willum

Chef

Cape Breton Gourmet

607 Hillside Road

Albert Bridge, NS B1K 3H9

T: (902) 567-6609 F: (902) 567-6609
willum @seascape.ns.ca

Darlene Grant Fiander

Director, Human Resource Council

Tourism Industry Association of Nova Scotia
1099 Marginal Road, Suite 201

Halifax, NS B3H 4P7

T: (902) 496-7479 F. (902) 422-0184
Darlene Grant Fiander/ TIANS@tourism.ca
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Ly nn McDonagh Hughes

Coordinator, Tourism Careers for Y outh
Tourism Industry Association of Nova Scotia
1099 Marginal Road, Suite 201

Halifax, NS B3H 4P7

T: (902) 496-7472 F: (902) 422-0184

Ly nn_McDonagh Hughes/TIAN S@tourism.ca

Shelley Drew

Retail Superisor

Nova Agri Associates Ltd.

1225 Middle Dyke Road

Centreville, NS BOP 1J0

T: (902) 582-1445 F: (902) 582-3676
nov a.agri@nov aagri.ns.ca
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