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KEY TERMS AND CONCEPTS FOR
KAWARTHA LAKES
Agri-tourism

Agriculturally-based experiences that connect the public to not only
what is grown and harvested in a particular area but also to the
people behind this production. Agri-tourism is typically marketed to
locals interested in exploring their backyard, but as a subset of rural
tourism, it also attracts visitors who appreciate and want to learn
about the connection between their food and agriculture.
This is why so many agri-tourism operations are considered to be
part of the food tourism value chain. Some examples include: farm
stays; farm tours; u-pick experiences; farm-gate businesses;
roadside stands; fall fairs; and farmers’ markets, and many others.
For rural destinations like Kawartha Lakes, agri-tourism needs to be
considered as a key part of the overall food tourism offering and
experience.

Food tourism

Food-based experiences where a person learns about, appreciates,
or consumes food that reflects the history, heritage, and culture of a
place.
This includes the active pursuit of unique and memorable eating and
drinking experiences as well as agri-tourism activities that connect
what is being produced in an area to what is being prepared, served,
and enjoyed by locals.
Craft beverage producers, including brewers, distilleries, cideries,
and meaderies, are all included in the food tourism value chain, so
when the term food tourism is used, it is implied that drink is
included. For more information on food tourism, see Section 2.

Food tourism
development

The process by which a destination seeks to maximize the economic
impact of its local food system through tourism-related activities. At
its core food tourism development is a community-based effort
attract locals and visitors alike to experience an area’s taste of place.
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Regions that have distinct foodways, such as Kawartha Lakes, can
benefit from developing food tourism as a contributor to their
economy.
Food tourism
product

A collection of taste of place experiences that are packaged for use
or consumption by a local or visitor to an area. Successful food
tourism products are the outcome of community efforts that see
everyone who will benefit from the final product involved in the
development process.
Examples of existing food tourism products in Kawartha Lakes
include the Lindsay Farmers’ Market, the Bobcaygeon Craft Beer
and Food Festival, and Kawartha Farmfest, to name few.

Food tourism
value chain

Visitor-facing businesses that have the potential to contribute to and
benefit from the development of food tourism, including:
accommodations; attractions; beverage producers; culinary schools;
farmers’ markets; festivals and events; growers, producers and
suppliers; restaurants; retailers; and tour operators.
Typical value chains are designed to increase the competitive
advantage of a group of businesses through working in collaboration
to deliver a combined value to the customer that is beyond their
individual capacity to do so. This inter-dependence allows for
operators to focus on what they do best while benefiting from the
increased efficiency and effectiveness of working as a collective.
Visitor experiences are enriched with each layer of value they
receive while exploring a destination. This means that food tourism
businesses can work together to deliver multisensory high-quality
experiences that exceed the expectations of visitors.

Foodways

The history, heritage, and culture behind the food that is grown,
harvested, prepared, and consumed in a particular area. In other
words, foodways address the who, what, where, when, why, and
how food becomes part of the fabric of a community, and shed light
on the physical, social, cultural, economic, and spiritual factors that
inform their experience of food. For example, Kawartha Lakes’
foodways are strongly influenced by the region’s cultural diversity,
natural assets, and agricultural history.
Food tourism experiences have more integrity when they provide
tastes of place that draw from the foodways of an area. This mean
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foodways should be the focus and foundation food tourism
development.
Local food

Local food is generally used to describe the connection between
food producers and consumers within a given geographic area. The
term is highly politicized and has no single definition because there
is no universal agreement on the minimum or maximum distances
between a producer and consumer for something to be called local.
For some, local food includes only what is grown in the backyard or
community, for others it is what is produced in the region or beyond.
In Ontario, anything that is grown, raised or harvested in the
province or made from ingredients that are grown, raised or
harvested here is considered to be local.
However, for growing food tourism in Kawartha Lakes, anything that
is grown, raised, harvested, or produced in the region brings more
value to the development process because it can more easily be tied
to the foodways of the area and its taste of place.

Marketreadiness

A business is market-ready when it meets the food and drink
expectations of the visitors it attracts. Becoming market-ready
involves such things as having a functional website, accessible
hours of operation, and basic information posted about the business.
It also includes showcasing foodways, aligning with taste of place,
collaborating with other businesses, participating in festivals and
events, sourcing local food, amongst many other initiatives.
Becoming market-ready requires not only stakeholder investment
but also support for making the changes needed to attract visitors
using food and drink.
Currently Kawartha Lakes does not have a critical mass of
businesses that are market-ready. As a result, one of the first stages
for food tourism development should include capacity building to
ensure that stakeholders across the food tourism value chain are
able to deliver on and create meaningful, memorable food and drink
experiences and products.

Rural tourism

Rural tourism includes all those experiences where an urbanite is
exposed to the unique aspects that define rural life, including such
things as navigating rural landscapes, meeting the people behind
small businesses, visiting farm operations, appreciating nature and
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natural assets, enjoying handmade and home-cooked food, as well
as generally slowing down to enjoy the pace of life outside the city.
Taste of place

Memorable eating and drinking experiences that bring to life the
story behind the food of a specific geographic area, i.e. its foodways.
In addition to food that is grown and produced in an area, the natural,
material, and intangible elements that contribute to the experience
of food in that area are all part of its taste of place.
For Kawartha Lakes, this means the way in which food is prepared
and served (i.e. made-from-scratch, home-cooked, handmade) and
the natural landscape, agricultural history, and rural community
behind the food that is grown and produced are as important to the
region’s taste of place as the food itself.
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EXECUTIVE SUMMARY
Growing Food Tourism in Kawartha Lakes was developed for the City of Kawartha Lakes
to leverage the region’s local heritage and culture through its unique food and drink
offerings. This strategy supports the City of Kawartha Lakes Economic Development
Strategy and the City of Kawartha Lakes Agricultural Action Plan. By increasing the
demand for food tourism experiences and providing additional channels for local food and
drink to be showcased, food tourism contributes to the long-term sustainability of local
agriculture and the resilience of local food systems.
Through its rich foodways, agricultural context, diverse taste of place experiences, and
proximity to the Greater Toronto Area, Kawartha Lakes is well positioned to promote local
economic development through food tourism. Growing Food Tourism in Kawartha Lakes
includes a detailed landscape assessment that informs the areas of opportunity and
recommended actions outlined in this report. This report explores the foodways that link
Kawartha Lakes’ food and drink offerings to the region’s cultural, social, and economic
context. In Kawartha Lakes, local foodways are strongly influenced by the region’s natural
heritage, agricultural history, and cultural diversity.
The development of this strategy was guided by the vision that, Kawartha Lakes’ many
distinct communities can work as one to become the top rural food tourism destination for
visitors from the GTA and beyond. Leveraging Kawartha Lakes’ rural identity by
celebrating links between the region, its history, agriculture, and local food, provides a
key opportunity for food tourism development. Similarly, showing off the ingredients,
meals, and traditions related to local agricultural heritage through storytelling and taste
experiences also grows food tourism. Diversifying farm activities through agri-tourism and
developing new tourism products where visitors can use food and drink to immerse
themselves into local history, will allow Kawartha Lakes to capitalize on culinary and
cultural tourism. By differentiating itself from surrounding urban areas, sharing stories
about its unique foodways, and celebrating its local heritage through food and drink,
Kawartha Lakes is set to become a top destination for rural getaways in Ontario.

8

Food Tourism Vision
Kawartha Lakes has many distinct communities that are
working as one to become the top rural food tourism
destination for visitors from the GTA and beyond.
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1 DEVELOPING FOOD TOURISM
IN KAWARTHA LAKES
10

1.1. Project Background
Objectives
•

To develop a strategy that is evidence-based and contains results-oriented actions;

•

To align food tourism development with the arts, culture, and heritage of the region;

•

To help existing stakeholders to enhance their visitor experiences while attracting new
visitors through product development.

Approach and Methodology
A community-based participatory research approach was used to develop this strategy.
This means that representatives from the food tourism sector and broader community
were involved in every step of the research process. This allowed for intimate knowledge,
key insights, and unique perspectives to be gathered throughout. As a result, the areas
of opportunity identified and actions recommended are built upon a shared understanding
of the region’s potential and the work required to position Kawartha Lakes as the top rural
food tourism destination for visitors from the GTA and beyond. Various research methods
were used over the course of the project, including the following:
•

Background document scan: review of strategic plans, feasibility studies, and
economic development plans, along with municipal and other reports.

•

Business inventory: businesses in the food tourism value chain were identified and
assessed for their level of market-readiness.

•

Key informant interviews: members of the Stakeholder Group were interviewed to
capture insights and feedback about the current state of food and drink.1

•

Secondary research: to explore the foodways of Kawartha Lakes, including the
history, heritage, and culture behind what is produced in the region.

•

Stakeholder survey: an online survey was disseminated to all food tourism
businesses in Kawartha Lakes to gauge the current state of food tourism in the region.

•

In-market research: in-person observations while participating in visitor experiences
in the region were used confirm findings.

•

Forum on food tourism: On 4 December 2017, the food tourism community came
together at Eganridge Resort to provide feedback on initial research findings.
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Process

Phase 1
Background Review
Phase 2
Business Inventory
Phase 3
Primary and Secondary Research
Phase 4
Forum on Food Tourism
Phase 5
Landscape Assessment
Phase 6
Action Planning
Phase 7
Final Report
Strategy Launch and Implementation
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2 FOOD TOURISM
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Food tourism involves food-based experiences where a person learns about, appreciates,
or consumes food that reflects the history, heritage, and culture of a place. It includes the
active pursuit of unique and memorable eating and drinking experiences as well as agritourism activities that connect what is being produced in an area to what is being
prepared, served, and enjoyed by locals. By increasing demand for local food and drink,
and providing additional channels for its consumption, food tourism can have a significant
effect on the long-term sustainability of local agriculture, local food production, and the
viability of local food systems.
The UNWTO’s Second Report on Gastronomy Tourism notes that in recent years, food
tourism has emerged not only as a central facet to any tourist experience, but it has
evolved to encompass cultural practices, the landscape, local history, values, and cultural
heritage. Ultimately, virtually any tourism experience can be enriched by food and drink.
Developed properly, food tourism tells the story of the heritage, the people, and the
landscape of an area. In Kawartha Lakes, food tourism experiences might include
stopping by Kawartha Dairy for an ice cream on route to the cottage, visiting a local farm,
or attending the Bobcaygeon Craft Beer and Food Festival. In each of these examples,
food tourism reflects 'place', enriches the visitor experience. and can be a tool to boost
economic, social, and community development.
Destination Canada’s National Tourism Indicators reports that in 2016 the nation’s
tourism sector benefitted from an increase of 4.2% in tourism spending from the previous
year, and total tourism expenditures from domestic and international visitors reached
$91.6 billion. Within these expenditures, the largest gains in revenues were registered
with passenger air transport (+7.0%), accommodation (+5.7%), and food and beverage
services (+5.6%).2
It is important that governments work closely with operators in the food tourism value
chain (accommodations, beverage producers, culinary schools, farmers’ markets,
festivals & events, growers, producers and suppliers, restaurants, retailers, and tour
operators) to develop infrastructure to support food tourism and promote local economic
development.3
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3 LANDSCAPE ASSESSMENT
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This assessment provides an overview of the food tourism landscape in Kawartha Lakes.
It weaves a picture of the region’s foodways, taste of place, and considerations for
growing food tourism. This assessment informs the three areas of opportunity that have
been identified for Kawartha Lakes, and the actions that will help to position the region as
the top rural food tourism destination.

3.1. Kawartha Lakes’ Foodways
Foodways encompass the historical, economic, social, and cultural, practices
associated with food.4

Foodways link what is produced in an area to its broader context, including the cultural,
social, and economic practices that underpin its food and drink offering. From foodways
come the elements of taste of place; in other words, the pieces the help to define what
makes a region’s food and drink so special. For example, local events, heritage recipes,
and cultural influences, among many other elements, combine to tell the story of a
region’s food. In Kawartha Lakes, local foodways are strongly influenced by the region’s
natural assets, agricultural history, and First Nations.

A Snapshot of Kawartha Lakes: 5
•

Total Population: 73,375

•

Number of Households: 31,105

•

Average Household Income: $81,923

•

Unemployment Rate: 7.7%

•

Agri-food Employment: 5185

•

Average Household Food Expenditures as a Percentage of Income: 11%
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Physical Geography
Kawartha Lakes is comprised of small rural communities connected by 250 lakes, 9,570
acres of forest, and 309,405 acres of farmland.6,7 The region is made up of fertile
agricultural land and rocky Canadian Shield. This physical geography has influenced the
forestry, waterfront recreation, and agriculture of the area.8 Notably, Kawartha Lakes is
also connected to the Land Between, a geological formation that is home to rare species
of plants, grassland birds, and insects, as well as to the historic Trent Severn Waterway,
a chain of lakes and rivers with several locks.
History
During the 1800s, settlers to Kawartha Lakes developed the infrastructure for the canal
systems, railroads, logging businesses, home-milling, and grist mills in the region.
Farming played, and continues to play, a prominent role in this region whose physical
geography supports numerous livestock and mixed-farming operations.9 The City of
Kawartha Lakes is a single-tier municipality that was formed in 2001 through the
unification of 16 municipalities located in the former County of Victoria.10 These small
rural communities are home to year-round residents and seasonal cottagers, who spend
their summers in Kawartha Lakes, taking advantage of the region’s forests, rivers, and
lakes.11

Visitor Profile:
Visitors to Kawartha Lakes are primarily from Ontario, drive approximately 2 to 3
hours, and view the region as a camping and cottage destination.12
•
•
•
•

65% of overnight visitors engage in some kind of outdoors activity
64% are visiting friends and relatives
42% shop
39% sightsee
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Agricultural History
Agriculture was essential to the development of Kawartha Lakes and continues to play a
major economic role in the region today. Agricultural history has been identified as a key
theme in the City of Kawartha Lakes Heritage Master Plan and has emerged as a defining
element of the region’s foodways. The ingredients, meals, and traditions that result from
the region’s agricultural identity influence local taste of place and can be leveraged in
food tourism development.
Agriculture in Kawartha Lakes largely began in the 1820s during the pioneering era.
Forests were cleared around homesteads to allow for small-scale subsistence farming.
Harvests included wheat, oats, potatoes, peas, wool and butter.13 The 1870s ushered in
the era of larger-scale, mixed farming, where large swaths of forest were removed,
converting Kawartha Lakes to the agricultural landscape of today. Farming in the region
continues to modernize and adapt as agricultural technology has advanced.
Legacies the Region’s Agricultural History:
Church Suppers

Local Produce

Agricultural Fairs

Dairy Products

Homemade Foods

Farm-to-table

The City of Kawartha Lakes Agricultural Plan highlights opportunities to expand the range
of business activities offered by farms. Diversified farm activities, like agri-tourism, can
expand business offerings by leveraging culinary and cultural tourism. Kawartha Lakes
has an array of rich farming traditions, such as church suppers and agricultural fairs.
Hosted by the Lindsay Agricultural Society (est. 1854), Lindsay is home to the fourthlargest agricultural fair in Ontario.14 Similarly, Bobcaygeon’s fair has been taking place for
over 150 years.15 Kawartha Lakes also boasts many well preserved built-heritage
resources tied to the region’s rural setting, such as barns, churches, and school houses.
In addition, programs including Kawartha Choice FarmFresh and Kawartha Farmfest that
have been developed to connect consumers with local foods and agricultural
products.16,17

18

Agriculture in Kawartha Lakes:
•

1,265 farms (reported)

•

309,405 acres of farmland

•

$ 149,554,820 in gross farm
receipts

•

Average operator age is 55.6 years

What Does Kawartha Lakes Produce?
•
•
•
•
•
•
•
•
•

4,135 dairy cows
41,831 beef cattle
13,695 sheep
5,783 goats
65,899 acres of hay
36,935 acres of soybeans
29,198 acres of field corn
1,135 acres of vegetables
56 acres of fruit

For many years, the farming families of Kawartha Lakes had emigrated mostly from the
British Isles. Over time, farmers moving to Kawartha Lakes have come from an increasing
number of places. Recently, Mennonite and Amish farmers have moved to the area.
Through diversified business activities in the form of farm gate sales, Mennonite and
Amish farmers help to anchor Kawartha Lakes as an agri-tourism destination.
Local First Nation History
Kawartha Lakes is the traditional territory of the Anishinaabeg, a group of Indigenous
peoples with long ties to the Great Lakes Basin.18 Through treaties and land claims, four
First Nations have been established near Kawartha Lakes: Hiawatha First Nation, Curve
Lake First Nation, Mississaugas of Scugog First Nation, and Alderville First Nation.19,20
First Nation communities have a long history of hunting and gathering. Traditional foods,
such as wild rice and fish, continue to be harvested in the Kawartha Lakes region. Some
traditional foods are becoming more difficult to source. Wild rice stocks, for instance,
declined after the construction of the Trent Severn Waterway and its harvesting in local
lakes remains a contentious topic.21 There are several sites in Kawartha Lakes where
locals and visitors can learn about local First Nation history and partake in interactive food
activities including traditional wild rice harvesting at the Gamiing Nature Centre.
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Linking History, Culture, and Food Tourism:
Key cultural heritage themes identified in the
Heritage Master Plan include:
•
•
•
•
•
•

Downtown historical districts
Railroads
Logging
Trent Severn Waterway
Agriculture
Archaeology

Cultural heritage themes identified in the
Heritage Master Plan for additional focus
include:22
•
•
•
•
•
•
•

Natural History
Indigenous Presence
Champlain and the French Era
Settlement
Social Life and Survival
Genealogy
Industrial Development

These cultural heritage themes can be linked to food and drink storytelling in the region to
further understand Kawartha Lakes’ foodways.
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Taste of Place: The story behind the food and drink that is grown, raised,

KEY
ELEMENTS
Taste of Place
OF
KAWARTHA
LAKES’
TASTE OF
PLACE

harvested, and produced in an area, as well as memorable eating and
drinking experiences that showcase the foodways of the area.

.

ASSETS
Farmers’ Markets, Lakes,
Waterways, Forests, Trails,
Nature

AGRICULTURE

HISTORY &
HERITAGE

FOOD & DRINK
Butter Tarts, Honey,
Baked Goods, Dairy
Products (Cheese, Milk, Ice
Cream), Wild Rice, Local
Meat, Local Veggies,
Maple, Craft beer, Local
Fish, Fruit, Wine,
Preserves, Cider

UNTAPPED
POTENTIAL

Cattle Farming,
Dairy Farming, Goat
Farming,
Crop Farming

Irish, British Isles, Mennonite,
Amish, Jewish, First Nation,
Agricultural Heritage,
Agricultural Fairs, Champlain,
Crops, Recipes, Waterways
(Locks, Watersports,
Houseboats), Built Heritage,
Cottages

Unknown, Potential,
Under-Promoted,
Undiscovered, Growing,
Hidden Gems

COMMUNITY

BUSINESSES

VALUES

Church Supper, Real
Food, Hand-scooped,
Made by hand, Human
Connection, Farming
Community

Kawartha Dairy, Mariposa
Dairy, Dining Out, Mom
and Pop Shops/Familyowned

Provenance, Local Food,
Farm to Table,
Homemade, Home Cooked

21

Food Tourism Businesses in Kawartha Lakes
To gain an understanding of the different
Food Tourism Value Chain in Kawartha
Lakes
Accommodations
Attractions

types of food tourism businesses in the
region, and their level of market-readiness,
a large selection of businesses were
inventoried.

This

pool

of

businesses

excluded chains and franchises and the
businesses inventoried needed to have an

Culinary Schools

online presence. From this process, it is
clear that in Kawartha Lakes has a diverse

Farmers’ Markets

food tourism value chain; however, there
are business types that are currently in-

Festivals and Events

development (e.g. breweries) or missing
(e.g. other beverage producers and tour

Growers/Producers
Restaurants
Retailers

operators). It is important to foster the
development of a diverse value chain to
create

a

experiences

breadth

of

food

tourism

and

allow

for

different

partnerships and collaborations.

22

Market-readiness
Becoming market-ready is a way for tourism-related businesses to increase the quality
their product and service offering. A business becomes market-ready when it meets the
expectations of the visitors it attracts and receives. The following chart breaks down
market-readiness into four ratings: champion, market-ready, near market-ready, and not
market-ready.

•

•

•

CHAMPION

MARKET- READY

NEAR
MARKET- READY

NOT
MARKET- READY

Offer a depth of
experience as
well as a unique
reflection of a
region’s food
identity

•

•

Show some
commitment to
offering visitors
tastes(s) of
place

•

Offer a very
limited food
tourism
experience

•

•
Not consistently
strong in all
areas of marketreadiness and
may not have
developed a
food experience
beyond their
core offering

May just be
starting to offer
local food and
drink at their
establishment
or demonstrate
only a marginal
amount of local
sourcing

•

•

Participation in
new or
enhanced food
tourism
products, may
incentivize
these
businesses to
increase their
marketreadiness and
in doing so
become marketready or even a
champion

This rating is
also associated
with businesses
that have poor
web presence
and low visibility
to tourists

Primary drivers
for visitors
(across North
America and
internationally)
A champion has
also achieved
recognition
outside their
province and is
generally
operated by a
recognized
industry leader
and/or change
maker in the
local food
community

•

•

Offer a depth
and authenticity
of experience
that is a unique
reflection of the
region’s food
identity
These
businesses are
leaders in local
food tourism,
and offer
experiences
with
considerable
breadth
Market-ready
businesses are
often missing
one or two of
the elements
possessed by
champions
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The Experience Assessment Tool was used to measure the market readiness of 148 food
tourism businesses in Kawartha Lakes through a business analysis.

5
Not Rated

115
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Not Marketready

Near Marketready

2
Market-ready

3.2. Challenges for Developing Food Tourism in Kawartha
Lakes
With its close proximity to the GTA, Kawartha Lakes is well positioned to become the goto destination for urbanites seeking a rural getaway in Ontario. The region has a strong
agricultural base with many unique food and drink experiences, plus an abundance of
natural and cultural assets to complement food tourism offerings. Successfully growing
food tourism in Kawartha Lakes, however, will require action from a wide range of actors
including government agencies, educational institutions, and private businesses. There
are several main challenges to growing food tourism in Kawartha Lakes and although
some are beyond the scope of this strategy, they are all worth noting since they influence
to the overall food tourism offering of Kawartha Lakes. These challenges have also been
linked to the identified areas of opportunity and strategic actions.
Local Food Procurement and Supply
Celebrating and showcasing local food is an important part of food tourism development,
and it came up time and again as a priority for local stakeholders. Kawartha Lakes has a
rich agricultural history and local farmers continue to produce an abundance of quality
meat, crops, and dairy products. Several value-added foods like maple syrup, preserves,
beer, and ice cream are also produced in the region. There is a discrepancy; however,
between stakeholder intentions and the realities of local sourcing. For instance, local food
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is rarely identified on menus and many key informants complained about the abundance
of fast food franchises in the region. This gap is magnified by operators who, for reasons
of convenience and/or price, opt to source from large food service suppliers. Long travel
distances, supply challenges, and issues related to the distribution network were also
cited by operators as barriers to local food procurement.
Local Identity
The City of Kawartha Lakes covers approximately 3,000 square kilometers and is made
up of several distinct communities. Stakeholders have highlighted the region’s vast land
area and the distances between communities as barriers to developing a united approach
to food tourism. The disconnect between communities means that each one has
developed its own unique identity, limiting the potential for a broader regional identity. The
long travel distances also present a barrier for visitors who may find it difficult to travel to
different parts of Kawartha Lakes over the course of a short-haul trip, further limiting local
and visitor perceptions of a regional Kawartha Lakes identity.
Seasonality
Agriculture is one of the defining taste of place components in Kawartha Lakes. The
seasonality of farming prevents a continuous food tourism offering year-round. To
compound this, Kawartha Lakes has consistently been promoted as a summer
destination. Consequently, operators rely largely on business from local residents during
the off-season. As such, operators have traditionally worked to ensure that their offerings
appeal to this important local clientele. In order to thrive as a food tourism destination,
Kawartha Lakes will need to work to extend the tourism season beyond the summer
months and work to cater to both audiences year-round. Such strategies as creating
seasonal menus or positioning food and drink as a complement to natural assets are
some examples to help alleviate the stresses imposed by agricultural and tourism
seasonality in Kawartha Lakes.
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Collaboration
Developing

successful

food

tourism

products

requires

industry

collaboration.

Partnerships allow resources to be pooled, foster the development of superior food
tourism products and experiences, and encourage better storytelling. Currently, there is
only limited collaboration across the region and between businesses across the food
tourism value chain. In Kawartha Lakes, stakeholders identified a disconnect between
regional, local, and operator-specific tastes of place, meaning that there is not a unified
Kawartha Lakes food story. This silo mentality will need to be overcome in order to
collectively develop the region as a food tourism destination.

Silo: A system, process, department, etc. that operates
in isolation from others.23

Leveraging Local History
Kawartha Lakes has a rich history influenced by the region’s Indigenous heritage,
immigration patterns, agricultural heritage, industrial heritage, and natural assets. Around
these themes, there are many compelling food stories worth sharing with locals and
visitors alike. The details of the region’s history and how this has influenced local food
and drink; however, are not widely celebrated by residents. Food and drink experiences
can be made more meaningful when they are tied into cultural tourism. Strengthening the
link between food and drink offerings and the region’s culture is an important piece of
positioning Kawartha Lakes as a food tourism destination.
Pride in Place
Many stakeholders expressed negative sentiments when asked about the current state
of food and drink in Kawartha Lakes. Residents play an important role as ambassadors
to their region. Often, it is through word of mouth and conversations with locals, that
visitors discover new food and drink experiences or learn about a region’s foodways.
Consequently, it is crucial that locals cultivate pride in place, and transform their own
negative perceptions about food and drink in Kawartha Lakes. When locals champion
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what is grown, raised, and harvested in their backyard, visitors will be more receptive to
food and drink offerings and can become external ambassadors for food tourism in
Kawartha Lakes.
Web Presence
Food tourism businesses in Kawartha Lakes have a limited web presence. Visitors
seeking unique food and drink products often rely on web resources to gather information
about destinations prior to arriving. Often, a visitor’s first point of contact with a business
occurs through online channels. It is crucial for operators to update web information and
showcase new business developments in order to engage with current and potential
clients. Though fantastic businesses may exist, and may even be known about by locals,
without web presence and social media, these food tourism experiences may be missed
by visitors.
Market-readiness
Food tourism development requires a critical mass of market-ready businesses that can
deliver on the food and drink expectations of the visitors it attracts. Becoming marketready can involve showcasing foodways, aligning with taste of place, collaborating with
other businesses, participating in festivals/events, and sourcing local food. It also requires
buy-in from stakeholders to support and make the necessary changes needed to attract
visitors for food and drink products and experiences. Currently, Kawartha Lakes has 2
businesses that are market-ready and 24 businesses that are near market-ready.
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4 AREAS OF OPPORTUNITY
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4.1. Strategic Framework
To position Kawartha Lakes as the top rural food tourism destination, three areas of opportunity have been identified. Within these areas,
specific objectives and priority actions have been outlined against a three-year timeline.
Priority Level
High
Medium
Low
Area of Opportunity – 1. Taste of Place
Objective 1.1
Action 1.1.1: Collaborate with an iconic Kawartha
Lakes producer or processor to create a unique
To develop unique taste of place
experiences as demand drivers for the product.
Action 1.1.2: Create a Sunday Supper Series
region
Objective 1.2
Grow awareness of and celebrate
Kawartha Lakes’ foodways through
ancillary products and experiences

Timeline
2018
3

4

2019
1

2

3

2020
4

1

2

3

2021
4

1

Action 1.2.1: Develop pre-planned itineraries that
connect and promote multisensory experiences
throughout the region

Area of Opportunity – 2. Capacity Building
Objective 2.1
Action 2.1.1: Host market-readiness workshops
for the food tourism industry
To increase the market-readiness of
Action 2.1.2: Deliver customized marketbusinesses in the food tourism value
readiness coaching
chain
Action 2.1.3: Create occasions for industry
networking and partnership development
Objective 2.2
Action 2.2.1: Host information sessions specific to
growing awareness around foodways
Increase awareness around the
foodways of Kawartha Lakes
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2

Area of Opportunity – 3. Enhancing Existing Products
Objective 3.1
Action 3.1.1: Position Kawartha FarmFest as the
agri-food tourism experience in Ontario
Strengthen regional agriculture
Action 3.1.2: Make food stories and heritage
programs and agri-tourism events
recipes a part of “Our Stories” – Kawartha Lakes
Intangible Culture Experience
Objective 3.2
Action 3.2.1: Evolve the Bobcaygeon Craft Beer
and Food Festival into a taste of place event
Use existing festivals, events, and
Action 3.2.2: Include food and farming assets and
experiences to showcase regional
experiences on the Arts and Heritage Trail
foodways
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4.2. Summary of Action Plans
Area of Opportunity 1: Taste of Place

Objective 1.1

Policy
Alignment

To develop unique taste of place experiences as demand drivers for the
region
City of Kawartha Lakes Economic Development Strategy
• Goal 2:
• Agriculture
• Grow specific business sectors
• Cluster – Agriculture and Food: Grow the City of Kawartha
Lakes agri-brand; begin with a focus on the existing livestock
strength and build, support innovation and diversification of
local agriculture to increase farm revenues, grow agri-culinary
participation among producers and connect the results to
tourism, increase businesses, increase employment, increase
tourist visits
• Tourism:
• Identify and support unique or differentiated retail that either
generates tourism visits or extends those visits (on a
community by community basis)
A 10-Year Cultural Master Plan for the City of Kawartha Lakes
•

Strategic Direction Two: Strengthen Connection Between Culture
and Economic Development
o Develop a Culinary Experience Unique to Kawartha Lakes
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Action
1.1.1

Collaborate with an iconic Kawartha Lakes producer or processor to
create a unique product.
In Kawartha Lakes, there are a few iconic producers that are well-known
and well-regarded throughout Ontario.

Working with one of these producers to create an iconic, region-specific
Description product that can only be enjoyed while in Kawartha Lakes. This unique
product can serve to highlight not only the special connection between
these producers and the region but also one or more elements that
define the region’s taste of place.
•
•
Anticipated
Outcomes •
•
•

Celebration of iconic producers and the region
Increased collaboration between businesses in the food tourism
value chain
Recognized taste of place in a product that is unique to Kawartha
Lakes
Increased pride in place at both the community and industry level
Increased focus on provenance and use of local ingredients
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Action
1.1.2

Create a Sunday Supper Series

There are several different ways of celebrating Kawartha Lakes’
foodways but home-cooked and farm-to-table eating is intrinsically tied
to the region’s agricultural history. As food tourism experiences, they
can lend a certain hominess or wholesomeness to the region’s taste of
place. For example, they can be marketed as laid back, comfortable
dining options that contrast the relaxed rural feel of the region against
Description the bustling urban environments that many visitors are seeking to
escape.
One product that would play off the region’s agricultural history while
delivering on this intangible cultural heritage is the development of a
Sunday supper series that showcases Kawartha Lakes’ taste of place
through unique farm-to-table experiences that draw from heritage
recipes.
•
•
•
•
Anticipated •
Outcomes
•
•
•

A celebration around local agricultural history
A new food tourism product that showcases the region’s taste of
place
An opportunity for visitors to slow down and experience one of the
joys of rural life
The potential for collaboration between different food tourism
operators (e.g. farms and restaurants, breweries and restaurants)
An opportunity to extend the tourism season; e.g. soups and roasts
can easily be enjoyed during the shoulder- and off-seasons, while
still using local ingredients
Connection to other itineraries and routes. Visitors will know to end
their trip with a Sunday Supper before they head home.
Pride in place around a unique and successful food tourism product
that attracts visitors and encourages them to stay longer
By combining the power of multiple social media accounts and
website, web presence for all participants will be increased.
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Objective 1.2

Grow awareness of and celebrate Kawartha Lakes’ foodways
through ancillary products and experiences
City of Kawartha Lakes Economic Development Strategy
•

Goal 2: Grow specific business sectors (10)
•

TOURISM: Develop operator experiences to boost
tourism traffic (cross-sector and cross promotion);
Develop a tourism sector (guided): two wheels,
snowmobiles, cross country skiing, waterways; Generate
shoulder-season/winter tourism ideas and develop.
Connect to culture/heritage/arts.

•

PILLAR 4: CKL Brand and Marketing Development Focus on key lifestyle/tourism attributes (a city of villages
and neighbourhoods connected by lakes and waterways
with farms in and between that are less than an hour
away from GTA)

•

Corporate Strategic Goals: Goal 1: A vibrant and growing
economy (Objectives: A stronger and more diversified
economy, better marketing and improved community
visibility, enhanced tourism)

•

Cluster – Culture: Foster the development of cultural
events and festivals (partnering with tourism), develop
arts, culture, and heritage brand of Kawartha Lakes so
that it becomes an attraction for tourists, new residents,
and entrepreneurs working in the sector.

Policy
Alignment

A 10-Year Cultural Master Plan for the City of Kawartha Lakes
•

Fundamental Purpose: To engage community residents,
partners, and stakeholders to identify the cultural assets
that already exist and develop a cultural plan that will
inform municipal decision-making around cultural
development

•

Strategic Directions: Strength Connections between
Culture and Economic Development - Develop a unique
culinary experience
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Action
1.2.1

Develop pre-planned itineraries that connect and promote multisensory
experiences throughout the region
Pre-planned itineraries have the potential to connect food tourism
experiences within the broader tourism sector and across seasons.

Description

These can be developed under various thematic areas (e.g. farm-totable, heritage buildings) or they can be cluster-based to focus on
specific tourism assets within a given geographic area, such as a town
or village. They can also be packaged as seasonal experiences.
Most importantly, these itineraries can be constructed using existing
tools; namely, the “Kawarthas Northumberland Trip Planner”, which
allows visitors to create their own itineraries while having access to preplanned itineraries. Using the CTA’s Experience Assessment Tool,
market-ready businesses can be easily identified and incorporated into
new itineraries.
•
•
•
•

Anticipated
Outcomes

•
•
•

It will be easier for visitors to plan their trip to Kawartha Lakes
Geography will be less of a barrier to travel because curated
experiences will make it easier for visitors to plan realistic trip
itineraries for various trip lengths (1-day, weekend, week)
Winter and shoulder-season itineraries will provide visitors with easy
to replicate trip ideas
Visitors will have easy-to-access information about what food
tourism businesses are open and this will help to extend the tourism
season
Themed itineraries will promote storytelling around natural heritage,
local history, and culture
Local residents will become more aware of what Kawartha Lakes
has to offer, which will help to develop pride in place
Itineraries will increase the online profiles of businesses involved
and this will be amplified if they are required to achieve a certain
level of web presence in order to participate (e.g. linking their
website and/or social media channels to the itinerary and maps).
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Area of Opportunity 2: Capacity Building

Objective 2.1

To increase the market-readiness of businesses in the food tourism
value chain

Policy
Alignment

City of Kawartha Lakes Economic Development Strategy
• Goal 2: Grow specific business sectors
• Objectives: Refocus economic development programs
around the five clusters focusing on entrants, growers,
mentors, and cluster growth:
o Actions:
o Identify an economic development team leader (Pilot)
for each cluster. Each Pilot to undergo training to
better understand trends and needs of the industry
segment, how and what municipal services impact
that segment, and how to best partner with it
o Integrate programs (existing and new) around each
cluster (network building, shared promotion, business
skills training, youth business training, capacity
building, skills identification and attraction).
o Align cluster activities and communications within the
new City of Kawartha Lakes brand (2018)
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Action
2.1.1

Host market-readiness workshops for the food tourism industry
In order to improve the overall food tourism offering in Kawartha Lakes,
market-readiness at the individual business level needs to be improved.
Delivering workshops that focus on some of the more widespread
market-readiness needs of the industry is an important first step.

Workshops need to be inclusive, accessible, and relevant to food
Description tourism businesses in Kawartha Lakes, and a special effort should be
made to invite near market-ready businesses. These businesses can
often improve their market-readiness by making small-scale, low cost,
and easy-to-implement changes. Working on storytelling, sourcing local
food, increasing collaboration, establishing partnerships, and increasing
web presence are some training themes that would benefit businesses
in Kawartha Lakes.
•
•
•
Anticipated
Outcomes •
•
•

Operators will be empowered to improve their food tourism offerings
The establishment of a critical mass of market-ready businesses in
Kawartha Lakes
Occasions for networking are created and this could improve the
level of industry collaboration
Improved pride in place as the critical mass of market-ready
businesses in Kawartha Lakes grows
More operators will have the knowledge and connections needed to
source local food
Additional exposure of the region’s food and drink offering through
increased web presence at the individual business level
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Action
2.1.2

Deliver customized market-readiness coaching

There is a lot of potential to improve the overall food tourism offering in
Kawartha Lakes by supporting near market-ready businesses in their
transition to become market-ready. By focussing on this group of
businesses, this process is able to target the specific pain points of
operators that are very close to achieving food tourism marketDescription readiness.
Through 1-on-1 coaching calls and/or in-person meetings, select
operators will receive the support required to make changes that will
better their business generally while positioning them as a food tourism
asset more specifically.
•
•
•
Anticipated
Outcomes •
•
•

Operators will be empowered to improve their food tourism offering
A critical mass of market-ready businesses will be established in
Kawartha Lakes
The training will provide an opportunity to connect businesses in the
food tourism value chain
Improved pride in place as the critical mass of market-ready
businesses in Kawartha Lakes grows
More operators will have the knowledge and connections needed to
source local food
Greater web presence as more operators move towards being
market-ready
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Action
2.1.3

Create occasions for industry networking and partnership development

Collaboration between food tourism businesses and across the food
tourism value chain can help a destination to position itself as a food
tourism destination with a breadth of high quality experiences.
Networking sessions are a great way to pull a diversity of food tourism
businesses into one space where they can discuss individual as well as
group needs and shared goals while working to troubleshoot communal
Description problems. However, these sessions do not need to be formal to be
effective; rather, informal occasions for networking and partnership
development can help to build a more informed and stronger food
tourism community, and these do not need to be food focussed but
have food and drink as a component. For example, a post-season live
music night for the food and drink industry that incorporates local food
and craft beer.
•
Anticipated •
Outcomes
•
•

Better connections between operators in the food tourism value
chain
Increased understanding of the products and services that different
operators provide
Demonstrable pride in place with operators that are ambassadors for
the region
Increased local food sourcing and localization of dollars

41

Objective 2.2

Policy
Alignment

Increase awareness around the foodways of Kawartha Lakes
City of Kawartha Lakes Economic Development Strategy
• Goal 3: Encourage a positive community business culture (11)
• Objectives: Develop peer-to-peer networks
• Work with leaders in each cluster to develop networks and
an annual summit focused on building the cluster through
new ideas, private investment, and informing the City’s
annual cluster work plan (2018)
• Create a peer-to-peer business ambassador program in
each cluster to attract and connect with new business
owners and promote the City (2018-2019)
• Support local community business organizations
• Continue to develop relationships and programming with
local businesses organizations (e.g. business development
workshops, integrating support networks to advance the
area as a place for business (ongoing).
• Support community based business organizations in local
economic development activities (ongoing).
City of Kawartha Lakes Agricultural Action Plan
•
•

Assist agriculture sector businesses: Attract production
and processing investment, agri-tourism, culinary-tourism,
farm visits, and local food access.
Build Partnerships: Enhance the partnerships among
producers, processors, wholesalers, retailers, supply and
distribution services and consumers to provide input on
potential linkages
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Action
2.2.1

Host information sessions specific to growing awareness around
foodways

Visitors who travel to a destination specifically to enjoy food and drink
are interested in the connection between history, heritage, culture, and
local food. As such, if businesses can tell the story of their shared
foodways (either through a personal connection or a regional
connection) this creates a more meaningful experience for not only food
Description tourists but all locals and visitors alike.
Hosting themed workshops can help to develop awareness about
foodways that are specific to Kawartha Lakes, and because these can
be standardized they can be offered at low cost and as frequently as
capacity allows for. They can also be integrated into other capacitybuilding exercises.

•
•
•
•
Anticipated •
Outcomes
•
•
•

Improved storytelling by food tourism operators in Kawartha Lakes
Provides operators with the tools to leverage local history and
provide more engaging food and drink experiences
Increased collaboration between businesses that better understand
Kawartha Lakes’ foodways
Encourages local food sourcing when operators discover how much
visitors value local food in food tourism experiences
Local geography will be less of a barrier with improved distribution
network
Increased collaboration between producers and providers to get
local food on menus
By providing information to providers about which local products are
available at what points throughout the year, a consistently fresh and
quality food tourism offering can be possible
Increased pride in place at the community level as residents learn
more about the region’s rich local history
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Area of Opportunity 3: Enhancing Existing Product

Objective 3.1

Strengthen regional agricultural programs and agri-tourism events
City of Kawartha Lakes Economic Development Strategy
• Goal 2: Grow specific business sectors (10)
• Cluster – Agriculture and Food: Grow the City of
Kawartha Lakes agri-brand; begin with a focus on the
existing livestock strength and build, support innovation
and diversification of local agriculture to increase farm
revenues, grow agri-culinary participation among
producers and connect the results to tourism, increase
businesses, increase employment, increase tourist visits

Policy
Alignment

City of Kawartha Lakes Agricultural Action Plan
•
•

Objectives: Recognize a healthy and productive
agricultural industry is an important element to the City’s
heritage, identity and economic base.
Continue support of the Kawartha Choice FarmFresh
marketing program to promote consumption of local
products and opportunities for farmers to connect directly
with the local consumers at farm markets, the farm gate
and through direct linkages between restaurants, retailers,
and producers.

44

Action
3.1.1

Position Kawartha FarmFest as the agri-food tourism experience in
Ontario
Kawartha FarmFest has the potential to become a signature food
tourism event for Kawartha Lakes that not only attracts but also
monetizes traffic from the GTA and beyond.

The event is a real opportunity to extend the shoulder season. It can
also help to solidify Kawartha Lakes as the rural escape for urbanites in
Description Ontario.
It is a celebration of local food production with the potential to become
even more of an experience. By developing themed and/or clustered
routes (2-3 stops) that include complementary food and drink offerings
as well as purchasing opportunities there is the potential to increase
both ticket sales and revenues from the event.

•
•
•
•
•
•
Anticipated •
Outcomes
•
•
•

•

A signature food tourism event during the fall
Plays into the vision of being the rural destination for visitors from
the GTA
Allows for a day trip or a weekend trip
Well curated routes will make local geography less of a barrier to
visitors
Helps to promote visitors during the shoulder season (fall)
Promotes collaboration between different farms
Opportunity for farms to team up with local chefs to offer something
very unique – could be some VIP experiences, incentive to stay
longer and spend more
Opportunity for storytelling (esp. regarding local agricultural history)
Pride in place through a successful event
Local food will be centre stage and allow farms to diversify income
through agri-tourism, visitors can have the experience of buying local
food directly from the farmer and having an on-farm dining
experience
Connects residents to local food and helps people learn where their
food comes from and meet the people who produce it
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Action 3.1.2

Make food stories and heritage recipes a part of “Our Stories” –
Kawartha Lakes Intangible Culture Experience
Food tourism can be considered a subset of cultural tourism, and there
is no doubt that food and drink are an integral part of experiencing the
culture of an area.

Description

As such, the foodways of an area should be included in any cultural
tourism products, and for Kawartha Lakes this means that both food
stories and heritage recipes can be integrated into and highlighted by
the Kawartha Lakes Stories Map

•
•
•
Anticipated
Outcomes

•
•
•
•

Increased understanding of the shared histories across Kawartha
Lakes (e.g. Indigenous, agricultural, Trent Severn Waterway) will
make the region seem less vast and disconnected
A collection of information that food tourism owners/operators can
easily access and integrate into their businesses
Food stories and recipes exist across all seasons, so if winter
foods preparations are also celebrated this may help to reduce the
seasonality of the tourism industry
Collaboration across the region and between businesses will be
easier when operators understand what they have in common
Local history, including Indigenous food history, is a valuable
component of the region’s food tourism offering
Increased pride in place as locals learn more about the region’s
rich history and traditions
Local heritage recipes and local food can become more
widespread as more operators learn how to make the dishes and
understand the extra value this provides to a visitor’s experience in
the destination.
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Objective 3.2

Use existing festivals, events, and experiences to showcase
regional foodways
City of Kawartha Lakes Economic Development Strategy
• Goal 2: Grow specific business sectors (10)
• Cluster – Agriculture and Food: Grow the City of Kawartha
Lakes agri-brand; begin with a focus on the existing
livestock strength and build, support innovation and
diversification of local agriculture to increase farm
revenues, grow agri-culinary participation among
producers and connect the results to tourism, increase
businesses, increase employment, increase tourist visits

Policy
Alignment

City of Kawartha Lakes Agricultural Action Plan
•
•

Objectives: Recognize a healthy and productive
agricultural industry is an important element to the City’s
heritage, identity and economic base.
Continue support of the Kawartha Choice FarmFresh
marketing program to promote consumption of local
products and opportunities for farmers to connect directly
with the local consumers at farm markets, the farm gate
and through direct linkages between restaurants, retailers
and producers.
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Action
3.2.1

Evolve the Bobcaygeon Craft Beer and Food Festival into a taste of
place event
There are several up and coming craft beer producers in Kawartha
Lakes. These are valuable assets to be leveraged in food tourism
development. Craft beer showcases local taste of place and provides
unique taste experiences to complement a visitor experience or act as
demand driver. The Bobcaygeon Craft Beer and Food Festival
showcases Ontario craft beers and ciders along with local entertainment
and food. The festival is an example of a collaboration across the
tourism value chain between an attraction (Settlers’ Village), a festival
(Bobcaygeon Craft Beer and Food Festival), restaurants (food trucks),
and craft alcohol producers (breweries and cideries). There is
tremendous potential to enhance the festival and turn it into a demand
driver through additional taste of place experiences.

There is an opportunity to celebrate Kawartha Lakes’ taste of place,
through increased local provenance and storytelling. This could mean
Description inviting more local food vendors, setting criteria for a minimum
percentage of local food on vendor menus, and encouraging
storytelling. Offering local food and drink pairings is one way to add
value to the festival, while showing off Kawartha Lakes’ taste of place.
Since the event is located at the Settlers’ Village, the inclusion of
heritage recipes and/or storytelling around the foodways of Kawartha
Lakes should also be considered. One way to do this would be to
encourage producers to develop beers and ciders that include local
taste of place elements (e.g. maple). If storytelling is done well,
meaningful information can be shared with attendees.
If the Bobcaygeon Craft Beer and Food Festival is turned into a demand
driver for tourists, there is high potential to attract more visitors to the
region, which would result in spillover of economic benefits for the
community through additional traffic for business in the food tourism
value chain.
•
•
•
Anticipated
Outcomes

•
•
•

Increased understanding of Kawartha Lakes’ foodways
Increased pride in place by celebrating the local food and drink on
offer in Kawartha Lakes
Support and recognition for Kawartha Lakes’ food and drink
providers which may translate into increased brand recognition and
sales beyond the festival
Increased collaboration between tourism businesses
Increased web presence and exposure for participating businesses
through social media, word-of-mouth, and traditional media
Increased visitor spend at the Bobcaygeon Craft Beer and Food
Festival and beyond
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Action
3.2.2

Description

Include food and farming assets and experiences on the Arts and
Heritage Trail
There is an innate connection between food tourism and cultural
tourism. Many tourists seeking food and drink experiences also have an
interest in cultural heritage, especially when it relates to local foodways.
By incorporating food and farming experiences into the Arts and
Heritage Trail, local history can come to life in a more tangible, handson way.
•
•
•
•

•
Anticipated
Outcomes •
•
•
•
•

Improve the interpretation of local history and heritage
Creating connections across Kawartha Lakes
Develop opportunities for visitors and locals to learn about
Indigenous and pioneering food traditions, including winter foods
Offer indoor and outdoor learning opportunities in keeping with a 4season destination
Increased communication and collaboration between tourism
businesses (food and non-food assets)
Use local history to add value and interest in the current food and
drink offering
Education platform to teach locals and visitors about local heritage,
particularly around the region’s food and family farming history
Develop pride in place by showcasing the history of Kawartha Lakes
Teach people what is grown, raised and harvested in Kawartha
Lakes today
Improved web-presence for food and non-food tourism businesses
that are featured on the Arts and Heritage trail
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5 CONCLUSION
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Within a few hours’ drive from the Greater Toronto Area, Kawartha Lakes is looking to
capitalize on the proximity of nearly 7 million potential visitors and become the top rural
food tourism destination for visitors from the GTA and beyond. As an agricultural area,
with a beautiful natural setting, strong local history, and diverse food tourism assets, this
positioning makes sense. Kawartha Lakes must differentiate itself from surrounding urban
areas and showcase the food tourism experiences that make it unique.
In consultation with local industry and stakeholders, several challenges to food tourism
development where identified and detailed in this report. Although the lack of a common
regional identity, the need for increased market-readiness, and the barriers to local
sourcing may seem insurmountable, creativity and collaboration can go a long way in
overcoming these challenges. The areas of opportunity and recommended actions
identified in this strategy have been designed to address these and other challenges, as
well as to position Kawartha Lakes as a food tourism destination.
There is a diverse array of tourism assets in Kawartha Lakes that reflect the region’s
foodways. In Kawartha Lakes, local foodways are strongly influenced by the region’s
natural heritage, agricultural history, and First Nations. Celebrating the local connections
to agriculture has been identified as a primary opportunity for growing food tourism in
Kawartha Lakes. There are strong farming traditions in the region, including agricultural
fairs and many notable local foods including, Kawartha Dairy ice cream, maple products,
honey, craft beer, and butter tarts that make up the region’s unique food and drink
offering. Storytelling around local heritage, history, producers, chefs, foodways and tastes
of place makes visitor experiences more interactive and meaningful. Storytelling also
encourages visitors to form deeper connections with a destination. By sharing these
stories, tying them to food and drink experiences, and also connecting them to the
region’s non-food assets, Kawartha Lakes will celebrate its local history and heritage,
positioning Kawartha Lakes as a top destination for rural getaways in Ontario.
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