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Hastings Highlands: Banners and Tourism Engagement Project 
Co-funded by Ontario’s Highlands Tourism Organization and the Municipality of Hastings Highlands  

 
FINAL REPORT 

 
I. BACKGROUND 
The Municipality of Hastings Highlands, with substantial input from Maynooth & Hastings Highlands Business 
Association members, completed two tourism-related research projects in 2015/16: 
• the Business Retention and Expansion comprehensive survey of 50 local businesses, and  
• the First Impressions Community Exchange, where folks from a peer community came to Hastings 

Highlands and pretended to be tourists, business owners, families interested in visiting or locating here.  
 
The bottom line from both projects showed that no one knows where Hastings Highlands is. Hastings 
Highlands appears to travelers and visitors as not much more than a series of highways through rural hills 
connecting the small towns of Bancroft and Barry’s Bay. We are dwarfed by other well-known tourist places 
such as Algonquin Park and Haliburton Highlands. Several of the First Impressions reporters had never heard 
of us, and had to Google “Hastings Highlands, Ontario” to find us! Yet Hastings Highlands’ outdoor, nature 
and art tourism assets are second to none. And most importantly, the First Impressions reporters 
unanimously agreed, Hastings Highlands folks are wonderfully friendly. From shop owners to municipal officials 
to residents, everyone the reporters met was generous, solicitous and warm-hearted. 
 
The challenge: how can Hastings Highlands’ tourism operators and related retailers and services connect with 
the majority of visitors, tourists and cottagers who travel the main highways that dominate Hastings Highlands 
landscape? What can motivate these potential tourists to slow down and explore our area?  
 
Ontario’s Highlands Tourism Organization (OHTO) is the Ontario Ministry of Tourism & Culture’s regional 
lead for tourism in Hastings Highlands. OHTO’s mandate is to increase tourism in the highlands between 
Toronto and Ottawa. Based on their extensive market research, OHTO developed the “Come Wander” 
brand to attract tourists to our area. When this was presented to the Maynooth & Hastings Highlands 
Business Association, it clicked immediately. Come Wander was a theme we could easily adopt for ourselves.  
 
The business association formulated a plan to place colourful, yet individualized Come Wander banners in the 
towns and hamlets along Hastings Highlands’ main arterial roads as a start to capture the attention of travelers 
to notice that Hastings Highlands exists. OHTO was supportive of this as a first step. A second step was to 
begin engaging tourism operators, retailers and services in laying the groundwork on the front end Hastings 
Highlands’ 2018 Tourism Master Strategy with a tourism brainstorming meeting. While turning travelers and 
visitors into tourists is the obvious intent of the banners, the deeper, long-term purpose is to alert Council, 
businesses and residents to tourism as a much-needed, valuable economic driver for Hastings Highlands. The 
result was a 50/50 funding agreement between the municipality and OHTO to support this two-step project. 
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II. The Banners 
MHHBA wanted the design of the banners to reflect the descriptors and recommendations of the FICE 
reporters. The adjectives included: friendly, warm, positive high energy, arty, slightly quirky. The FICE 
reporters also advised that we avoid competing with Algonquin Park’s and Haliburton’s long-established 
outdoor nature brand. We needed something that would set us apart in that already crowded field. 
 
Linda Middleton, an MHHBA member and graphic designer, took this mandate and drafted a basic design for 
Hastings Highlands towns and hamlets: Maynooth, Birds Creek, Baptiste, Maple Leaf, Purdy and Lake St Peter. 
Meetings were held with business and community leaders in each location as well as municipal staff. The final 
design for the banners is: 
 

 
 
The selection of the specific Hydro One poles for each banner was based on several principles – avoiding 
poles in front of residential properties or that interfere with natural scenery, etc. The Hydro One pole 
agreement with Hastings Highlands was re-newed. Hydro One bar codes were collected from each proposed 
pole, including 19 in Maynooth, 10 in Lake St Peter, 12 in Birds Creek, 5 in Baptiste, 3 in Mayple Leaf and 3 in 
Purdy – 53 poles in all. Once Hydro One approved the specific poles, MTO also approved installation on the 
provincial right of ways for Hwy 62 and Hwy 127. 
 
The banners were installed at the end of April, just before the 2017 tourist season begins. 
 
 
III. Tourism Brainstorming Meeting 
The planning for the Tourism Brainstorming Meeting began by developing a list of relevant businesses in 
Hastings Highlands: 
• Tourism operators, such as BnB’s, resorts, outdoor equipment sales, restaurants, campgrounds, etc. 
• Tourism related retailers, such as art galleries, antique shops, artists, boutiques, etc. 
• Tourism related suppliers, such as general stores, gas stations, trades, beauty salons, etc. 

 
Eighty such businesses were identified. Business Association volunteers telephoned each business with a 
personal invitation to the meeting. Additionally, 25 Hastings Highlands Councilors, reporters, and residents 
with an interest in tourism were identified. A poster announcing the meeting was printed and posted at high 
traffic areas throughout Hastings Highlands.  
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Each person in the Tourism Business Inventory received an email with the poster attached. A press release 
was sent to the local newspapers. An article describing the project appeared in the March 24 Bancroft This 
Week newspaper. 
 
Thirty-five people attended the two-hour brainstorming meeting held in Emond Hall at Hastings Highlands 
Centre. There were four municipal Councilors, the Mayor, the CAO and Building/Planning Clerk. The rest 
were business owners and operators. About 35% of the 80 invited businesses came. This is a good turnout, 
especially considering that some business owners/operators were on holiday and others were out 
volunteering in other capacities.  
 
The Agenda for the meeting was built around OHTO’s market research, which identified five types of tourists 
who are attracted to the highlands, as well as specifying the kinds of experiences each tourist type seeks.  
 

Creative Cruiser

#ComeWander

F E E D  Y O U R  C U R I O S I T Y .

Experiences Wanted:

• Art retreats/workshops

• Museums & galleries

• Hands on learning  
   & art workshops

• Discovering nature

• Uncovering history 
   & culture

• Digging for hidden 
   gems

  

#ComeWander

Freedom Finder
WA N D E R  W I T H  I N T E N S I T Y .

Experiences Wanted:

• Adventure sports

• Apres activity brew pubs

• Accommodation with 
   access to activities

• Challenge races/events

• Big music festivals

• Competitions

  

#ComeWander

Memory Maker
C R E AT E  L A S T I N G  M E M O R I E S .

Experiences Wanted:

• Return to the same 
   places each season

• Keep sakes from 
   local stores

• Friends and family stay 
   with them on vacation

• Private cottage rentals

• Picture perfect 
   opportunities/lookouts

• Annual festivals

  

#ComeWander

EXPERIENCE UNEXPECTED MOMENTS. 

Rustic Roamer
Experiences Wanted:

• Hidden local gems & hotspots
• Charming towns, local characters
• Themed self-driving routes
• Funky shops, local cafés 
• Micro-Breweries
• Charming B&Bs

  

#ComeWander

Serenity Seeker

Experiences Wanted:

• Boutique hotels

• Restaurants with wholesome, local foods

• Docks with comfy chairs

• Yoga retreats

• Reconnecting with nature

• Health, wellness, and spirituality

U N W I N D  A N D  R E C O N N E C T .

 
 
The five tourist types were immediately recognized by the brainstorming attendees as the types of travelers 
who appear in their shops, restaurants, accommodations and activities. These tourist types were the main 
conversation starters for the brainstorming meeting. OHTO’s posters of each type were mounted along the 
wall of the gym where the meeting was held.  
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Additionally, because one of the biggest local tourism issues is the challenge of breaking out of being a 
summer-season-only locale, wall space was also allotted for suggestions for each of the four seasons. One final 
spot was given to Anything Else – in case attendees had tourism suggestions not covered in any of the 
previous spots. 
 
The Agenda was as follows: 
• Introductions and explanation of the Banners and Tourism Engagement Project. 
• Explanation of Ontario’s Highlands Tourism Organization, its support and the tourism types. 
• Explanation of Brainstorming rules 
• Attendees brainstormed what is needed to attract each tourism type to Hastings Highlands. 
• Reporters from each tourist type reported the top line recommendations. 
• A promise to circulate a report consolidating the recommendations. 

 

 
 
 
IV. Consolidated Brainstorming Recommendations  
 
Although the five OHTO tourist types were very helpful in stimulating discussion, the brainstorming 
recommendations by and large over-lapped from one tourist type to another. Most recommendations, if 
enacted, will draw several types of tourists to Hastings Highlands, rather than just one. 
 
The recommendations cluster naturally into three groupings: 
• Marketing Maynooth & Hastings Highlands 
• Maynooth Specific Recommendations 
• Hastings Highlands Tourist Offerings 

 
The first cluster of suggestions is the most vital -- marketing Maynooth & Hastings Highlands. These 
recommendations repeat yet once again the findings from the business survey and First Impressions report, 
Hastings Highlands will remain hidden and struggling to develop tourism without good marketing. This is a 
very high priority. 
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Maynooth is the heartbeat of Hastings Highlands. It has a Main Street with intriguing stores and architecture. It 
is where the two main highways intersect. It is the centre of municipal government. And Maynooth offers gas, 
food and facilities that travelers need. The brainstorming meeting was not dominated by Maynoothian 
attendees, so it is doubly important to note that Hastings Highlands’ attendees clearly supported the 
Maynooth specific recommendations. 
 
Hastings Highlands surrounds Maynooth. It feeds Maynooth. It has natural, outdoor and art attractions and 
services of its own that bring additional visitors and travelers to the area. The brainstorming attendees see 
lots of room to expand Hastings Highlands’ offerings for tourists. 
 
The specific recommendations below appear largely as they were written and reported at the brainstorming 
meeting, with very little editing or expansion.  

 
 

Marketing and Promotion 
 
The #1 marketing recommendation is to create a strong internet presence for Maynooth and Hastings 
Highlands. Today’s tourists rely on it. This recommendation was closely followed by the necessity for a hard 
copy comprehensive local guide containing a detailed map of area attractions, activities and businesses. The 
design and delivery of both the internet presence and hard copy directory must meet high urban design and 
delivery standards to really attract such tourists here.  
 
Internet  
• Hire a person to collect info to keep the Hastings Highlands and MHHBA websites up to date 
• Create a visitors portal 
• Make use of interactive signage and QR codes 
• Mixed media interactive Smartphone or CD or wifi throughout Hastings Highlands  
• Connectivity of local activities 
• Local twitter feed, Facebook & Instagram 
• Virtual Reality historical/geographic tours 

 
Directory Guide with Map 
• Must be comprehensive – include lookouts, beaches, launches, trails, events, businesses. 
• Also, placemats with a map of all attractions & businesses located on it 
• Also, rack cards for specific locales & attractions, such as the current Downtown Maynooth rack card 
• Always include basic info like locations of public washrooms and dog walking areas 

 
Advertising 
• Gear ads to attract each of the ideal Tourist Types to our area. 
• Recruit CBC Radio to feature Maynooth or the North Hastings Studio Tour 
• Market to specific groups such as Motorcycle clubs – encourage them to stop. (They love Peterson 

Road.) Also, seniors and the Red Hat Ladies. Copy Huntsville’s “Girls Weekend” here. 
 
Signage needs: 
• Improved Trail marking 
• More historical plaques 
• Improved posting of events at Tourist Info booth – Arlington events, Madness, Studio Tour, etc. 
• Permanent, large signs directing people to the Maynooth Farmers Market 
• Additional highway signs introducing visitors to the next area & vice versa 

 



	 8	

Cross promotion among businesses – highly recommended. 
 
Transportation 
• Need better public transit, bus & ride-sharing infra-structure. 
• Connect with buses to/from Algonquin Park & TO – especially because of growth of Peterborough & 

connection of 407 
 

Overall 
• We already receive many foreign visitors. We need culturally specific tourism information to help them 

find their way around and enjoy themselves. 
• We need to find a way to help visitors understand that their purchases are important for the local 

community, which they enjoy so much. It is important that they buy their necessities here, rather than 
bringing them from the city. 

 
 

Maynooth Specific Recommendations 
 
Providing basic amenities in Maynooth continues to top the list of recommendations to attract tourists to 
Maynooth – the washrooms need to be closer to downtown, the sidewalks are in great need of repair and 
businesses need common open hours during the high tourist season. On the positive side, the brainstormers 
showed great enthusiasm for growing Maynooth into a destination Arts Centre with events, such as a plein 
aire art show, activities such as guided art walks through Maynooth and attractions such as performing arts in 
Emond Hall. There was also overall support for increased use of the Hastings Highlands Centre and the 
Loggers Fields. They appear to be under-utilized now. The more use, the more people come to Maynooth. 
 
Basics needed: 
• Improved roads and sidewalks throughout Maynooth.  
• Washrooms closer to downtown, with consistent hours and more prominent signage. 
• Common open hours for businesses during the summer, and post them at the Tourist Info booth 
• A permanently installed speed radar sign to slow traffic through town (like Bancroft has). 

 
For Added Tourist Appeal 
• Parking area for cars, trucks & trailers with ATVs/snowmobiles, so tourists can start their outings from 

Maynooth. 
• Park/picnic spot. Perhaps the municipality could buy land along the creek beside the old community 

centre. 
• New businesses in the empty bank building and the old Gourmet Butter Tarts shop. 
• Activities for men and children while women shop for art or jewelry or clothes 

- Linked activities for partners/families with different interests – e.g., horse-drawn weekend wagon 
rides all summer rather than just on one day for Maynooth Madness? 

- Linked activities for families/groups with different tourist types.  
 
Arts 
Events 
• Start an outdoor Art Show in Maynooth, similar to the one in Bancroft, but at a different time. 
• Start a Plein Air Painters Festival on location in Maynooth and Hastings Highlands 
• Hold a Group of Seven History Celebration  

- Feature David Milne’s history – celebrate Canadian Art History 
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Activities 
• Arrange Guided Art Walks/Tours through Maynooth 
• Arrange photography walks in nature/wildlife 
• Schedule Art Bus Trips to Peterborough, Ottawa, etc. 

Attractions 
• Music – continue to feature local talented musicians 
• Dinner theatre 
• Performing Arts – use the stage in Hastings Highlands Centre - “Niagara-on-the-Lake had to start 

somewhere!” 
• Turn Maynooth School into an Arts-based school 

- Artists in the school program in Hastings Highlands 
- Youth Art Exhibit 
- Students from away come for arts education in combination with local history & natural environment. 

 
Hastings Highlands Centre & Loggers’ Field  
• Market Hastings Highlands Centre facilities for AGM’s, meeting & events, company retreats; art retreats, 

etc. 
• Library: post hours on the front door. 
• Loggers Field: it’s an asset; make better use of it!  

- Lawn Tractor races 
- Horse clinics & team penning event  
- Music festival 
- Sports: baseball, soccer 
- Loggers games 
- Historical/cultural events 

 
 

Hastings Highlands Tourist Offerings 
 
Hastings Highlands has great potential to attract tourists, but it is largely hidden and underdeveloped. Hastings 
Highlands needs to get serious about its trails, lookouts, beaches and boat launches. With good mapping and 
signage, they would immediately draw more tourists. Then more restaurants and accommodations will follow. 
Hastings Highlands businesses need to work together to provide experience-based activities and tours to 
attract modern day tourists. 
 
Basics needed: 
• More places to stay for larger groups. 
• More dinner/dining options – especially fine dining; and night time 
• Equipment rentals: fishing gear, canoes, bikes, boats, atvs, etc.  

 
Trails  
• Need a marked trail system ready for multi-sports, similar to Bancroft’s Vance Farm Park. 
• Need maps of logging roads and scenic bike trails, x-country ski trails and mountain bike trails. 
• Hiking trails - identify crown land that can be used for hiking closer to Maynooth than Algonquin Park. 

 
Tours/Local Experiences:  
• Guided tours: hiking or canoeing; Peterson Trail, Lighthouse Trail 
• Gem tours: rock hounding, gem shoppes 
• Eco-tourism: tiny homes, saunas, yurts 
• Farm tours/farm dinners; rural specific experiences – what is day-to-day life like? 
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• Geo-caching 
• Self-driving tours:  

- Scenic public viewing areas: lookouts, water falls, natural features 
- Quick trail loops 
- Markets, antique shops, thrift shops 
- Artists 
- Local history 

• Seasonal tours 
- Maple syrup producers 
- Mushroom walks & other naturalist outings 

• Tours for Seniors & Others with Accessibility Issues: bus tours; drop off for ½ day tour 
• Logging history tours: visit a logging operation with some chainsaw events 
• Celebrate First Nation & Metis History 

 
Activities 
• Nature oriented workshops like pruning, willow weaving, herbal knowledge 
• Culinary workshops 

 
Events  
• Celtic Colours – a themed week of celebration. 
• Fishing Tournaments 
• Bird watching/bird counting days 
• Bucket Brigade Competition to recreate the fire from 1907 
• Pancake Day/Maple Syrup Festival 

 
Additional Tourist draws 
• Mineral health spa 
• Wellness Centre 
• Saunas 

 
 
IV. NEXT STEPS 
 
There is a lot of valuable information is packed into the brainstorming recommendations. What can be done? 
 
First, the realities. The Municipality does not have a tourism expert on staff who could carry the ball forward. 
MHHBA likewise, does not have an expert, and does not have paid staff. Plus, its members are facing the 
onslaught of the 2017 summer tourist season, so very little volunteer time is available. 
 
How can we make at least some progress soon? There is $50,000 in the 2017 Municipal Budget designated for 
economic development. The Ontario Ministry of Agriculture, Food & Rural Affairs has announced 50/50 
funding to help municipalities address economic development. Let’s assume that some of this budget line will 
be set aside to apply for OMAFRA economic development funding. 
 
Nonetheless, tourism is a mainstay of economic development in Hastings Highlands. It is reasonable to expect 
that some of this $50,000 budget line could be used to address the brainstorming recommendations. Municipal 
Council will want to hear the business association’s priorities for this budget line. Here are some possibilities: 
 
• Decide the top 2 brainstorming priorities and contract experts to carry them out. 

Possible priorities: 1) top-flight internet presence and 2) comprehensive tourist guidebook.  
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• Hire a tourism development professional on contract, with the understanding that part of 
his/her time would be devoted to writing grants for tourism projects, as well as moving us forward 
quickly to the 2018 Master Tourism Strategy. 

 
• Support additional smaller, yet critical priorities: 

- Address basics needs first. Possible priority: expanded washroom hours and facilities in 
Maynooth. 

 
- Pick the low hanging fruit. Possible priorities: improve posting about events and store hours at 

the Visitor Info Booth.  
 

- Pursue recommendations where people have passion and time available. Possible 
priority: Outdoor Painted Quilt Project. 

 
- Enhance projects already underway. Possible priority: Maynooth Ice Fest.  

 
 


