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|_IZ)ESTINATION MASTER PLAN PROCESS

Phase 1A/B

Environmental Scan -
Destination Analysis

PHASE 1A: Background
Review, Tourism Asset
Inventory, Tourism Market
Analysis, Stakeholder
Engagement, Focus Group

PHASE 1B: More
Stakeholder Engagement,
PESTLE, SWOT

Phase 2

Vision and
Focus

Visioning Session
Draft Vision, Focus and
Strategic Priorities

Focus Group

Phase 3

Strategies and
Action Plan

Goals & Obijectives

Strategy Draft and
Refine

Action Plan

Phase 4

Final Destination
Master Plan

Formatted Final
Master Plan

Presentations: PMT,
PAG, TVC Board of

Directors, City Council
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TOURISM IN VAUGHAN



IVIHAT IS TOURISM?

Tourism comprises the activities
of persons traveling to and
staying in places outside their
usual environment (>40km) for
not more than one consecutive
year for leisure, business and
other purposes.

Source: World Tourism Organization, Statistics Canada




lTOURISM OVERVIEW

Trip Origin: Over 90% from York Region &
Ontario

Reason of Trip: Visiting Friends and Relatives,

Shopping, Attractions, Other Pleasure, and
Business

Length of Stay*: Same-day trips 77% vs Overnight
Trips 23%

Same-day visitor spend $38/person
Overnight visitor spend $132/person
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ITOURISM ASSETS & GAPS

Existing Tourism Assets
* Major attractions
* Restaurants
* Golf & Community Sporting Facilities
* Midscale Accommodations
Tourism Asset Gaps
* Adult-focused entertainment
Nightlife

Sporting stadium (regional tournaments)

Performance Arts Centre

Convention Centre

Transportation between assets
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[VAUGHAN ACCOMMODATION MARKET
OUTPERFORMING DOWNTOWN TORONTO
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Vaughan — eceeee Downtown Toronto ~ eeeeee Rest of GTA East/North
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FUNDAMENTALS OF THE
DESTINATION MASTER PLAN



VISION STATEMENT |
Vaughan is embraced
as a premier overnight
destination for leisure,
sport and business
visitors.




IT'\ISSION STATEMENT

To champion Vaughan as a
oremier tourism destination
through product development,
marketing and education, and
strong collaboration with and
support of operators.




lT\lFRASTRUCTU RE INVESTMENT CONSIDERATIONS

2 = Private Sector ( Indoor
) = Public Sector (Conven’rion] Wo’rerpark}
[Performing Ar’rs] Centre )
Centre JSIOOFTS Mixed-Use
Village Tourism

Commercial

[Bou’rique Ho’reﬂ

Capital Investment

Wayfinding/
Signage

Timeline
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Thank you




