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Cycle Tourism Northwest:
Developing a Strategy

A Northern Trails Symposium for Northern Trails
April 17, 2015
By: Adam Krupper, Mobility Coordinator, City of Thunder Bay

15/05/2015



15/05/2015

Thumder,

Thumder,

Superior by Nature




15/05/2015

Cycle Tourism: Generations Thiides Bay




QU F L

v

15/05/2015



15/05/2015




15/05/2015

Thitiider] Bay

Superior by Nature




15/05/2015

Cycle Tourism: Defined Thitirider/ Bay

Travelled greater than 40km from their place
of residence and includes cycling as either
their main trip purpose or as a secondary
activity on the trip. These can be day trips or
overnight stays and are enjoyed by a variety
of types of cyclists.

- Ontario By Bike, February 2015




Cycle Tourism: Defined Thiiiider/ Bay

Any travel-related activity, for the purpose of
pleasure, which incorporates a bicycle.
- Path Less Pedalled April 2015

& REPORT OH THE STATE OF
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Cycle Tourism: Quick Facts Thitirider/ Bay

MosT FREQUENT ONTamio CYCLE TOURI ST
Age 45-&4 male, household income over
$100,000, well educated, exporionced
read cyelist, multiple cycling events
annually, rides in groups of 2 to 4, trovels
in Onkaro with bike.
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Cycle Tourism: Quick Facts  rhisides7Bay

Ride and Travel Preferences

Experienced cyclists fake multiple annual bike frips in Ontario and
are frequent event participants. Self guided tours are most popular.

+ &8k of opdists travel in groups of two to four peopla. <4
= 589% participated in event with friends ar Emﬂ'}a‘
+ Awer age group size participating in eventsranges from theee to seven people. ”

Bike Trips

« oL af oyelists have takem mqmghl. o day brigs in Onlans withen bhe pask bwve years.® 40% n 2010,

+ 70% of gxperwnced cyclats bosk cysling brips sn Ontaso vi. 30w of recreationsl [ leiwre cyclata. Thas holds bros for
cycling trips taken outside of Ortario too [75% va. 2586) 4

»In 2014 cyclats took an aeerage of 3.1 oycling trips n Ortaric and an average 1.9 cycling trips outside of Ontara.*

» O the 50% of cycligs whe had taken overraght or day trips cutside of Ontario within the past bao years, the most
popular destnations included other provinces in Canada (3.4%), the United States (34%) and Europe (21% ) Thereis a
sizeable increase n cyclng brips lo other provinces and USA . and & decreats in trips bo Europe and elsewherain

compared to 201042
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The State of Cycle Tourism Thiider] Bay

ACCOMMODATIONS

More occommodations are welo CONTLING
;Jv'hl-"i'\ ru!hnq a Fn-u!: ve moin on their
battom line.

= 4 of cyclisty ypent betwean 34 sed S0M, of thalr
busdgat o accommeodaticn *
L] u-z-r:l aver $50 par réght o SO0 SR

Tt -h. - :-FI.-‘ iy ey = yorw of
respandants who shey in budgel sconmmodatirs wich
as maobels and  campgroundy, remaining relatively
wnchanged from & 200 ey 4

@) CAFES & RESTAURANTS
Cuyclists have big appetites!

+ 81% of cyclists spend over §26 on food and beverage each day (36% spend over $50)*
+ 48% spend between 26% and 50% of their cycling holiday budget on food and beverage. *

Local Assets

Centennial Park/ Shuniah Mines *
Boulevard Lake

Prince Arthur’s Landing *
Bay/Algoma Neighbourhood 5 i?k J'
Loch Lomond : '
Mt. McKay/FWFN ™ 5
Chippewa Park !
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Regional Assets

Dryden MTB Trails
Duluth/Spirit Mountain
Quetico Park
Duluth/Lutsen Trail

& = E : c*t

Pincusion Mountain

Kakabeka Falls

Kinghorn Trail

Sleeping Giant Park

Nipigon/Red Rock Trails .
. ,‘h]; . .
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You don’t need to build
complicated or expensive new
infrastructure; you simply need
to create an environment that is
welcoming to people on bikes,
and then offer lodging, food,

and water.

P
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Superior by Nature

- Path Less Pedalled April 2015
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Thiider) Bay
In the end, it comes down to
good customer service:
recognize that a bicycle may be
involved in your guest’s
experience and be prepared to
support it.

- Path Less Pedalled April 2015
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So, what are you doing?
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Recognizing Barriers/Gaps  Thiider/ Bay

GEOGRAPHIC DISTRIBUTION OF CYCLING EVENTS IN ONTARIO"

* Baand on Provines of Ontario Regh Touram Dy snizsbion’s hical o undarios that inclyde: BTON - Southeeat Ontario: BT02 -
Mesgwrm KTOY - Hamiton, Hakon, Brant; RTOW - Hisron, Perth, srino e Wellington: RTOS - Greater Toronbo Sres: RTO® - Yook,
Dissrbam ared The Hllls. of Head watars RTOT - Bruce. Grey, Semcos BTO8. - Kewarfhay snd Horthumberdand: BTOG - South Eadem
Cnkari; BTOM - Ottawa; BTOM - Halburion Highlends bo the Cttews VaBey: BTO - Algongein Park. Almaguin. Muckoka Parry Sownd:
RTCRY - Horihsastern Ontarko. Salt She. Maria, Algoms,
M therest Ondaric.
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Recognizing Barriers/Gaps e/ Bay

COMMUNICATION CHANNELS’

Frignds [ Family
Website f Search

Bike Club. Shap or Shaw
Ernail

Poster f Brochure |8

* Hnﬂy BOr% i ot oo Fumil'p and friends [or
word of mouth) as a key sowrce of information
o learn sboul eycling evenis

= Onlire rosources (webutes, web search and emad) prove to

E b efective communication and marksting channels for
scabeok B eventfevent organizers

Magazine + Cyeling community is closely knit, with one in four respondents

Twiltar indicating they learnad about the event through bike cluba shows, or
bike shops,

Marketing Cycling Events

15/05/2015
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Recognizing Barriers/Gaps  Thiider/ Bay

PREFERRED PRE-TRIP INFO SOURCES* 29%

. WEBSITES
1%
DIRECT
MAIL 1% or 16%
= 26%  ppintep
3% SOCIAL  cycLING

TOUR INFO - MEDIA

MAPS

CENTRES
3%
° L ]

o i |

cuiesooks & 0% 7% anuﬁ; .
PAMPHLETS CYCLING E-MaAIL

MAGAZIMES FAMILY

= el N —
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Recognizing Barriers/Gaps  mhiider.

Nature

PREFERRED INFORMATION
SOURCES WHILE CYCLING*

=]
-ﬂ--’iﬂfo 29 J{ﬁ
PRINTED SMARTPHOMNE
CYCLING | (apps)
MAPR
A

PREFEREMCE 2%

OTHER ’
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Recognizing Barriers/Gaps  Thiider/ Bay

e ’'mon HWY 61 —and suddenly
it splits — where do | go?

e | was on Memorial, now it’s
May St. What just happened?

e How do | get around restricted
highways?

=/ s i — ~

Recognizing Barriers/Gaps  Thiider/ Bay

e Can | bring my bike in a Hotel?
And is there secure storage?

e Canlrenta bike? If so, where?

e How do | get information
about cycling events and
trails?

=/ s i — ~
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Recognizing Barriers/Gaps  Thiider/ Bay

e Where are the cycling-friendly
areas in town?

e Where do | get a map?

e Are there scenic routes to
ride?

e Where are the bike shops?

=/ s i — ~

Key Elements of a Cycle

_ Thiider) Bay
Tourism Strategy

by Nature

Form Working Group

Develop Vision, Goals, Objectives
Undertake Gap/opportunity Analysis
|dentify/Recruit Partners

Establish Data Metrics

Create Workplan

Promote Marketable Products

No Uk WwWwN R
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Key Element 1.
Form Working Group

F g ~
Thitiiider) Bay

e |dentify Stakeholders and
develop mechanism for them
to get together on a regular
basis to coordinate projects

e Determine scope of strategy

=/ s i — ~

Key Element 2.
Develop Vision, Goals,
Objectives

F g ~
Thitiiider) Bay

e (Clearly articulate purpose and
end-results

e Determine scope of strategy
and priorities

e Better communicate with
partners
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Key Element 3.
Undertake Gap/

Opportunity Analysis
e Learn from all stakeholders

what their challenges are
locally and regionally

e Begin planning to integrating
projects

e Establish a baseline and

F [
Thitiiider) Bay

prioritx actions
Key Element 4. Thiider/ Bay

Identify/Recruit Partners

e Economic Development, Chamber
of Commerce, BIAs

e Parks, Recreation Providers, Event
Organizers, Cycling Clubs

e Provincial Agencies, Neighbouring
Municipalities

e Hotels, Restaurants, Bike Shops,

Grocery Stores

15/05/2015
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Key Element 5. Thiisides) Bay
Establish Data Metrics

e Determine desired metrics
e Establish baseline data
e Methods for collection
e Reporting on progress

=/ N g — S

Key Element 6. Thilider/ Bay
Create Workplan

e Making sure the right people
are doing the right things

=/ N g — S
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Key Element 7.
Promote Marketable
Products

F g ~
Thitiiider) Bay

e Partnering with the right
people/ organizations to get
our stories ‘out there’

e Making sure that materials are
in the right places

=/ s i — ~

Conclusion —
“In the end, it comes down to
good customer service:

recognize that a bicycle may be
involved in your guest’s
experience and be prepared to
support it.”

- Path Less Pedalled April 2015
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