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GREY COUNTY TOURISM 
DESTINATION DEVELOPMENT ACTION PLAN

2019 Q3 Scorecard

GREY COUNTY STRATEGIC PLAN

Goal 1 - Grow the Grey County Economy 
Enhance Grey County’s economy by becoming 
investment ready and promoting Grey County’s 
exceptional economic assets and opportunities

Strategic Initiatives - Implement the Grey County 
Tourism Destination Development Action Plan

1.11 Stakeholder Engagement 
1.12 Destination Management 
1.15 Market Research & Tracking



GREY COUNTY TOURISM  |  DESTINATION DEVELOPMENT ACTION PLAN  |  2019 Q3 Scorecard

2

PILLAR 1: COMMUNITY ENGAGEMENT

1. Grey County Tourism Stakeholder 
Database - Market Ready Criteria

2. Update Stakeholder Communications 
Plan - Ongoing Communication

3. Let’s Talk Tourism - Ongoing Sessions

4. Industry Website - Update Site Navigation/Content

PILLAR 2: DESTINATION MANAGEMENT

1. Update Marketing and 
Communications Plan for 2019

2. Embrace the Brand

3. Expand Marketing and Communications 
Campaign for 2019

4. Update visitgrey.ca Website - 
Mapping & Mobile-friendly

5. Facilitate Creation of Packages & Itineraries 

6. Create a Simple Experiential Outbound 
Tour Operator Strategy

PILLAR 3: MARKETING RESEARCH AND TRACKING

1. Track the Success of the DDAP

2. Track Key Quantitative and Qualitative 
Metrics and Economic Impact of Tourism

3.	 Create	Profiles	of	Target	Market	Audience	Groups	
Using Both Demographics and Psychographics

PILLAR 4. RESOURCE ALLOCATION

1. Invest in Professional Development

Priority 
Level

Q1:
Jan - 
Mar

Q2:
Apr - 
Jun

Q3:
Jul - 
Sep

Q4:
Oct - 
Dec

YEAR 3 - 4: 2019

1

2

2

2

1

2

2

3

4

4

1

2

3

3

GREY COUNTY TOURISM PRIORITY CALENDAR
Priority Levels: 
1 =  Year 1 (Urgent)  
2 = Accomplish in Year 1 (Immediate) 
3 = Accomplish in Year 2 (Timely) 
4 = Accomplish in Year 3 (Extended)
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PILLAR 1 - STAKEHOLDER ENGAGEMENT

Facilitate collaboration between stakeholders, provide education and support to 
tourism businesses and ensure stakeholders are well informed of County activities.

Grey County Tourism Stakeholder Database

KPIs 2018 2019 TARGET Q3 2019

Number of Listings in the Database 880 - 871 

Self-updates	/	Updates	by	Grey	County	Staff 16 / 48 - 74 / 144

Stakeholder Engagement & Communications

KPIs 2018 2019 TARGET Q3 2019

Industry Newsletter - Subscriptions 702 740 769

Industry Newsletter - Open / Click through Rates 31% / 2 % 30 / 3% 22.6% / 3.8%

Industry Newsletter - Bounce Rates 1% 1% 0.40%

visitgrey.ca / Industry

KPIs 2018 2019 TARGET YTD 2019

Pageviews 2,212 2,300 1,910

Session Duration (mins) 2:17 2:15 2:10

Bounce Rate 48.76% 45% 48.42%

Tourism Talks

KPIs 2018 2019 TARGET Q3 2019

Number of Events 6 6 1

Attendees 264 300 5



FEEDBACK
FORMS:

“Thank you for 
being such a 

great resource”
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PILLAR 1 - STAKEHOLDER ENGAGEMENT

Overview of the Tourism Talk Event 

   Wednesday August 14, 2019

   Town of the Blue Mountains 

   Experience Development 102 

   5 attendees
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PILLAR 2 - DESTINATION MANAGEMENT

Management and marketing of Grey County to increase tourism 
benefits	and	differentiate	the	County	from	its	competition.	

INITIATIVE STATUS

2019 Colouring It Your Way Campaign 5 locals have been featured, aiming for 3 more.

Visitgrey.ca Revamp User testing complete, design is underway (see below). 

2020 Marketing Campaign First brainstorm meeting complete, plans 
underway. First teaser put into print.

2020 Marketing Tactical Plan	 Drafted,	budgeted,	just	need	to	fine	tune.

New Visitgrey.ca design mock ups:

Colouring It My Way Series 3.0:
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PILLAR 2 - DESTINATION MANAGEMENT

Marketing and Communications

Grow local/regional engagement and allow for up to 5% increase in website 
visitors. This year we plan to expand our marketing and communications beyond 
the VFR and local/regional geography, by going into more niche and visitor markets.

Social Media Metrics

KPIs 2018 2019 TARGET YTD 2019

Facebook Likes 18,469 19,000 18,704

Instagram Followers 3,010 3,300 3,846

Twitter Followers 4,280 4,500 4,433 

Visitgrey.ca Metrics 

KPIs  2018 2019 TARGET YTD 2019

Sessions  286,546 300,000 231,119

Users  219,804 225,000 178,469

Average Session Duration (mins) 1:40 2:00 1:36 

Bounce Rate 60.34% 50% 59.11%

Newsletters

KPIs 2018 2019 TARGET YTD 2019

Weekly Events 1,122 1,300 1,205 
Newsletter – Subscriptions

Open / Click Through Rates 33% / 1.5% 35% / 3% 27.2% / 2.9%

Consumer Newsletter 3,692 4,000 3,620 
 – Subscriptions

Fall Newsletter 37.2% / 4.0% 35% / 4.5% 28.8% / 7.8% 
 - Open / Click Through
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PILLAR 2 - DESTINATION MANAGEMENT

Media Relations

Target	–	To	host	media	influencers	with	at	least	5,000	followers	and	who	will	consistently	
provide at least 600 likes in order to increase engagement (likes/comments/shares).

KPIs  Q3 2019

   
Solmaz Khosrowshahian (The Curious Creature)    

# Followers 1K 16K 7,607

# Posts 3 3 4

Ave # views / likes (per post) 6 379 15

Ave # comments (per post) 2 45 2

# InstaStories  - 25 -

Ave # views (per instastory) - 564 -

Blogpost: https://www.thecuriouscreature.com/2019/08/30/mom-and-tot-road-trip-to-grey-county-ontario

Sasha Exeter (So Sasha)  -  -

# Followers - 36.8K -

# Posts - 3 -

Ave # views / likes (per post) - 1001 -

Ave # comments (per post) - 276 -

# InstaStories  - 10 -

Ave # views (per instastory) - 2,009 -

Blogpost: https://www.sosasha.com/2019/09/mommy-me-grey-county-adventure

Tammy Mitchell (In Our Dream)  -  -

# Followers - 2,888 -

# Posts - 2 -

Ave # views / likes (per post) - 48 -

Ave # comments (per post) - 5 -

# InstaStories  - - -

Ave # views (per instastory) - - -

Blogpost: http://inrdream.com/2019/08/cycling-getaway-in-grey-county

https://www.thecuriouscreature.com/2019/08/30/mom-and-tot-road-trip-to-grey-county-ontario
https://www.sosasha.com/2019/09/mommy-me-grey-county-adventure
http://inrdream.com/2019/08/cycling-getaway-in-grey-county
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PILLAR 2 - DESTINATION MANAGEMENT

Media Relations
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PILLAR 3 - MARKET RESEARCH & TRACKING

Track key quantitative and qualitative metrics and economic 
impact of tourism and measure success of the DDAP

DDAP Tracking

KPIs 2018 Q1 2019 Q2 2019 Q3 2019

2018 Year End Report Card to TAC   - - 
/ County Council

Quarterly Scorecard brought to TAC -   

Quantitative and Qualitative Metrics and Economic Impact of Tourism 

KPIs 2018 Q1 2019 Q2 2019 Q3 2019

Dashboard on the state of tourism - - - - 
produced based on Industry Surveys

Annual Event & Attraction Tracking (2018)  - - -

Updated  Market Research &  
Tracking Metrics Summary    -

Create Profiles of Target Market Audience Groups

KPIs 2018 Q1 2019 Q2 2019 Q3 2019

Postal Codes extracted from 2018 mobile - - -  
data for Grey County Communities

Profiles/Executive	Reports	run	and	 - - -  
shared with all DMOs/communities
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PILLAR 4 - RESOURCE ALLOCATION

To	create	the	most	effective	tourism	team	at	Grey	County.

Industry/Professional Development Sessions Attended (Presented)

• Making the Case for Tourism
Delegations to Municipal Councils: West Grey, Southgate, 
Grey Highlands, Chatsworth, July, (Bryan Plumstead)

• Citizens Forum
Cycling Safety, Thornbury, July, Bryan Plumstead

• Experience Development 102 Workshop
Clarksburg, August, (Alison Theodore)

• RTO7 Wrap-up Webinar
August, Heather Aljoe, Bryan Plumstead

• Travel Media Association of Canada
Toronto, September, (Alison Theodore)

• T3 Accelerator Team Meeting
September, (Alison Theodore), Bryan Plumstead


