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Community Partnerships:
Foundation to Revitalizing Tourism
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often take on a leadership role in their community, helping harness resources to create 2 destination that is ready and

willing to accept visitors. + Tai Ior to YO u r N e

Community partnerships are built on a few core principles or shared values:

The Foundation to Revitalizing Tourism

Tourism's revival and growth depends on the ability of tourism businesses to engage in community-led strategies. In
many communities, tourism businesses are the main economic driver and a significant job creator. Tourism businesses

— Building trust and respect using methods that promots inclusivity
— Committing to werking on shared goals and promoting strategies that benefit the wellbeing of the community

— Being accountable to the community, along with following trusted decision-making mechanisms

[0 Identify reasons and opportunities to engage the community or form partnerships, for example:
o Shared tourism marketing strategies and messages
Shared services and use of resources
Meed to coordinate shared warker plan
Coslition to advocate on behslf of industry to influsnce policy change or sesk financial supports
Infrastructure plan to overcome limitations that impact visitor travel
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Education, training, or employment services to help address staffing needs
o Joint proposals to seek government funding

[ Identify potential community partners, such as:

o Other businesses that rely on the visitor economy
Chambers of Commerce
Economic development agencies
Indigenous economic development groups
Education and training providers
Career development services
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Social agencies (e.g., immigrant serving groups)

T Meet potential partners and create a plan:

Confirm i i blishi hip (formal or informal) .
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What Is a Partnership?

Joint ventures, alliances.
A way to leverage resources and reducing or sharing risks
A chance to meet and work with other people.
A way to grow your business and business network.

Private

Public

Opportunities
Commitment
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Shared Shared Shared Improved Enhanced Reduced Strategic
Resources Expertise Costs Competitiveness, Position, Risks Knowledge
Broader Market Influence
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Why Engage the Community and
Seek Partnerships ?

Government
Funding Services
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Physical Virtual/Internet

Community Community
What Is |
~ AProfessional
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Three Perspectives Three ctives
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TYPES OF COMMUNITIES

Physical Community

The neighborhood

A Businesses, financial services

A Economic development groups, DMOs

A Service agencies, e.g. immigratiorcentres, education
A Suppliers

The people and personalities

A JKnowl edge keeper s

A Leaders, policy makers

A Labour supply
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TYPES OF COMMUNITIES

Virtual/Internet Community

Viral marketing channel
A Social networks, e.g. Facebook, Twitter

A Niche networks, e.g. job search matching,
youth networks

A Different markets: near and far

Various communication strategies
A Blogs
A Web banners
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TYPES OF COMMUNITIES

Industry and
Professional Affiliations

DMOs, community groups and visitor services
Membership in associations

Volunteer activities

Attending public meetings

Networking events, professional conventions
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TYPES OF COMMUNITIES

Industry and
Professional Affiliations
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The New World
How Things Have Changed!

Mass
Tourism to

Quality
Tourism

More
Flexibility,
Service Offers

Global to

Local

O

Increased
Planet
Friendly
Practices

Increased Focus on

Visitors require more certainties , _ Y
Diversification

confildence and an offer that is

customized to their needs
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Adapted from: www.ideas4allinnovation.com/innovators/innovation-tourism-covid/
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PARTNERSHIP

EXAMPLES

FISHERIES . TOURISM

FACT SHEET SERIES

Creating partnerships with tourism businesses

Fishermen and aquaculture farmers who partner with tourism industry members can leverage respec-
tive skill sets to save costs and increase visibility and marketing options.

Types of partnerships

Informal cooperation: Businesses can recommend one another, share website links and social media posts,
display another’s brochures, and invite staff to experience their respective businesses.

Joint promotion: Take it one step further by developing joint brochures, advertisements, web pages, or other
materials that promote thematic experiences. For example, you offer a restaurant a wholesale discount on lob-
ster. In exchange, the restaurant lists details about your lobster tours on their menu.

Packaged experiences: Research shows that demand for package tours is on the rise. Tourism packages offer
tourists one-stop shopping with centralized reservations/booking/payments for “complete travel experiences.”
For example, the package experience might include a weekend getaway at alocal inn, with meals at local restau
rants, a boat or fish farm tour, and a visit to an historic house. The customer books everything through one of
the businesses, and each respective business gets a cut of the price paid by the customer. Individual businesses
can join forces to develop their own package experiences or can work through existing package tour companies
(for example: a bus tour can offer local boat excursions). Be sure to develop a written agreement or contract that
cavere all the leeal detaile hetween the narinere includine:

TYPES OF PARTNERSHIPS
Informal cooperation
Joint promotion

Packaged experiences and
services

EXAMPLES OF WHAT

PARTNERSHIP AGREEMENTS
CONTAIN

Who is responsible?

How revenues are shared

How cancellation/refund
policies work

Insurance and liability

Dispute resolution terms



PARTNERSHIP

EXAMPLES



