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Community Partnerships:
Foundation to Revitalizing Tourism



Build Strategic Community Partnerships
C H E C K L I S T
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 Free Download

 Print Ready

 Tailor to Your Needs 
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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.

Shared 
Resources

Shared 
Expertise

Shared 
Costs

Improved 
Competitiveness, 
Broader Market

Enhanced 
Position, 
Influence

Reduced 
Risks

Strategic
Knowledge

Private
Public

Opportunities
Commitment

Trust
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Why Engage the Community and 

Seek Partnerships?

Marketing Worker Plan Infrastructure

Skills 
Training

Government
Funding

Shared 
Services

$

Policy, 
Advocacy
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Physical 
Community

Professional
Affiliations

Virtual/Internet 
Community

What is ‘Community’? 
Three Perspectives

What is 
‘Community’? 

Three Perspectives
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Physical Community

⃞ The neighborhood

• Businesses, financial services

• Economic development groups, DMOs

• Service agencies, e.g. immigration centres, education 

• Suppliers

⃞ The people and personalities

• ‘Knowledge keepers’

• Leaders, policy makers

• Labour supply

1
ONE

T Y P E S  O F  C O M M U N I T I E S
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Virtual/Internet Community

⃞ Viral marketing channel

• Social networks, e.g. Facebook, Twitter

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

• Different markets: near and far

⃞ Various communication strategies

• Blogs

• Web banners

2
TWO

T Y P E S  O F  C O M M U N I T I E S
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Industry and 
Professional Affiliations

⃞ DMOs, community groups and visitor services

⃞ Membership in associations

⃞ Volunteer activities

⃞ Attending public meetings

⃞ Networking events, professional conventions

3
THREE

T Y P E S  O F  C O M M U N I T I E S
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Industry and 
Professional Affiliations

T Y P E S  O F  C O M M U N I T I E S

Provincial and Territorial Tourism Industry Associations

Provincial and Territorial Tourism Human Resource Organizations

Destination Marketing Organizations



“
”

The New World

How Things Have Changed!

Adapted from: www.ideas4allinnovation.com/innovators/innovation-tourism-covid/

tourismrecovery.ca

Global to 
Local

Mass 
Tourism to 

Quality 
Tourism

More 
Flexibility, 

Service Offers

Increased 
Diversification

Focus on 
Hygiene

Increased 
Planet 

Friendly 
Practices

Visitors require more certainties, 
confidence and an offer that is 

customized to their needs



“Social program that arms 

disadvantaged women and 

at-risk youth with vocational 

and life skills that pave the 

way for long-term careers…” 



“Our company was founded 
with a core mission of training 
and career development… We 

always promote a sense of 
inclusiveness and justice in the 

organization and in our 
relationships with customers, 

suppliers and the community.”

“Focus on and share core values; become a business 

that works for everyone. Be willing to give up some 

financial reward in order to to support your social and 

environmental purpose. Examine society and try to 

change it — use privilege to fight for the oppressed.”



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



PARTNERSHIP 

EXAMPLES



PARTNERSHIP 

EXAMPLES



– Need to advocate value tourism as socio-economic driver

– Tourism competitiveness will be achieved through 
‘knowledge exchange, HR development and the promotion of 
excellence….”

– The need to foster community capacity development

PARTNERSHIP 

EXAMPLES



– Use of space to 
accommodate new 
markets – a multi-
functional approach 
with different 
operations over the 
day

– Example: Accor’s 
Wojo, “workspitality” 
spaces

PARTNERSHIP 

EXAMPLES



– Shift of focus on 
domestic market 
and expanding 
business 
relationships with 
other businesses

– Highly targeted 
affluent group

– Still keeping 
traditional market 
in the loop

PARTNERSHIP 

EXAMPLES



– Customer as co-creators

– Development of a robust and 
responsive online community

– “Hotel Tester Ideas”

PARTNERSHIP 

EXAMPLES



PARTNERSHIP 

EXAMPLES

– Creating a new 
product for a new 
season

– Building on 
existing resources 
and common aims
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Making Tourism Partnerships Work

Common or shared mission, purpose, values

Partners as equal

Benefits to each partner

Some form of an agreement is used

Good communications

Regular reviews and intent on improvement

Agree on a common “shared look”

Stick to commitments, meet deadlines
















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Community Engagement =
Labour Market Strategy



Develop Workforce Action Plan
C H E C K L I S T
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 Free Download

 Print Ready

 Tailor to Your Needs 
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Political, Social and 
Economic Context

Labour Market Trends, 
Prospects

Capacity, Human Capital 
Development Needs

INFO 
FOCUS
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Workforce Challenges
WHAT A COMMUNITY-BASED APPROACH CAN TACKLE

Attraction and Retention

Image Campaign

Workforce Strategies

Improved HR Practices

LMI Research

Recognition of Skills

Supports for Skills Training

Apprenticeship

Improved Policies

Transportation and Housing

Improved Coordination
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Virtual Community:
The Social Media Imperative



Tone 
and 

Approach

Website 

Strategies

1

2



”
“ Word-of-mouth referrals and recommendations are the 

most powerful marketing tool in the travel industry. 

Simply put, social media is word-of-mouth on steroids

⃞ Curate authentic stories

⃞ Amplify brand ambassadors

⃞ Grow social media 

⃞ Foster awareness

Empower industry partners with social        

media tools and training to create a provincial 

network of online visitor services and social 

media marketing experts

Simply put, social media is word-of-mouth on steroids



tourismrecovery.ca

⃞ Offer calming but evidence-based messages

⃞ Include memories of previous trips

⃞ Engage in advocacy campaigns

⃞ Make your marketing unique

⃞ Strike a different tone

⃞ Engage in lead generation

⃞ Do your best to keep consumers dreaming

⃞ Respond to shifting travel planning trends

E F F E C T I V E  D I G I T A L  &  S O C I A L  M E D I A

TONE AND APPROACH
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E F F E C T I V E  D I G I T A L  &  S O C I A L  M E D I A

WEBSITE STRATEGIES

⃞ Ongoing Search Engine Optimization (SEO)

⃞ Adjustments to homepage

⃞ Temporary pause on media campaigns

⃞ Inspirational storytelling

⃞ Show current activities

⃞ Internal ‘housekeeping’ 

T IP S

Target your channel: align          
with target market

Make it easy and accessible to 
consume information

Have clearly defined          
incentives and rewards

Be reachable and responsive

Measure what you’re               
doing and continuously           

adapt



Include actual examples of website 
strategies reflecting on points 
noted in previous slide



Labour Market
Information

Tourism Employment Tracker: Insights 

into COVID-19’s Impact

What’s New

Tourism Facts

Tourism by Federal Riding

2019 Tourism Compensation Study

Census Data: Who Works in Tourism?

Tourism Shortages: Jobs to Fill

Tourism Labour Force Survey

Rapid reSearch Tool

Much more at 

tourismhr.ca



Including Links 

to Government 

of Canada 

Relief Programs



E-newsletter
Every Second Wednesday
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SERIES

WEBINAR
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2020 Webinar Series
T O U R I S M  R E C O V E R Y

Strategic 
Planning 
for Business 
Continuity

Building 
Strategic 

Community 
Partnerships

Workforce 
Power 
Session

Creating 

New 
Revenue 
Strategies

Adapting 
to New 
Market 
Realities

W E D N E S D AY
OCTOBER 14 

W E D N E S D AY
OCTOBER 28

T U E S D AY
NOVEMBER 10

T U E S D AY
NOVEMBER 24

W E D N E S D AY
DECEMBER 9

2 PM ET
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Potter

Tracey 
Kalimeris

Keith 
Henry

Susie 
Grynol

Juanita 
Ford

Shannon 
Fontaine

Darlene 
Grant Fiander

Darlene 
Doerksen

Krista 
Bax

Frederic 
Dimanche

Joe 
Baker

Vince 
Accardi

Philip 
Mondor

Thank You
T O U R I S M  H R  C A N A D A  B O A R D  O F  D I R E C T O R S

SHHA TIAO ACCOR ITAC HAC HNL MTEC

TIANS YTEC go2HR TRSHTM, RYERSON OTEC TIAC Tourism HR Canada
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For those who leave never to return.
For those who return but are never the same.

We remember.

Building Strategic
Community Partnerships



WASH WEAR WATCH

W
YOUR HANDS A MASK YOUR DISTANCE

Maintain a physical distance 
of at least 2 meters (6 feet) 
between you and others

2M

Thoroughly wash hands 
for at least 20 seconds; 

wash palm and back of hand, 
between fingers, under nails, thumbs

Wash hands before use.
Securely cover the nose, mouth 

and chin without gapping. 
Avoid touching your mask and 

your face.

3 s
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Tourism HR Canada is a pan-Canadian organization with a mandate aimed at building a

world-leading tourism workforce. Tourism HR Canada facilitates, coordinates, and enables

human resource development activities that support a globally competitive and sustainable

industry and foster the development of a dynamic and resilient workforce.

Tourism HR Canada is your source for current human resources issues and solutions, and

works with the industry to attract, train, and retain valuable tourism professionals by giving

them the tools and resources they need to succeed in their careers and entrepreneurial

endeavours.

Tourism HR Canada
4-71 Bank Street ∙ Ottawa Ontario K1P 5N2

TourismHR.ca
Info@TourismHR.ca


