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BACKGROUND
The Hills of Headwaters area is extremely scenic and covers almost 7,500 sq km of countryside less than 100km north-west of Toronto. It is the birthplace of four major river systems and is home to dramatic landscape features, many of which are accessible to locals and visitors for a variety of recreational activities. 
The Hills of Headwaters (Headwaters) lies in the centre of one of the most concentrated horse areas in the Province. Equestrian activity is intrinsic to the fabric of the Headwaters community; stakeholders include breeding farms, coaches and training facilities, riding schools, boarding stables, ranches, special events, and suppliers such as farriers, veterinarians, food, bedding and tack shops, and accommodation booking services.
Key attractions specifically accessible to equestrians include portions of the 15,000 km long Trans Canada Trail (the longest trail of its kind in the world), The Oak Ridges Moraine, The Niagara Escarpment, The Bruce Trail and The Great Pine Ridges Trail.
In March 2004, a pilot report of the Life Science Innovation Team focused on Dufferin Caledon (facilitated by the support of the Ontario Ministry of Municipal Affairs) recommended the growth and promotion of Headwaters Region as Horse Country. Since then, The Hills of Headwaters Tourism Association participated in a series of workshops to identify the region’s strongest potential for tourism experience development and marketing - equestrian experience has been identified as having the greatest potential for development, however, the equestrian sector is not currently organized to engage in tourism.

This project was initiated to assess the tourism potential of the equestrian industry and consider how the experience can be integrated into the local tourism community. 
Methodology:
Face to face and telephone interviews were conducted with 30 equestrian stakeholders in the Headwaters area. In addition, an online survey was made available to over 300 contacts included on the Hills of Headwaters Tourism Association database. 
Note: The current provincial tourism strategy formally recognizes the importance of identifying destinations based on natural tourism assets and advocates the development of tourism products based on three key elements which were taken into consideration during the research phase of this project. The three elements are as follows: 

1. the strengths of the destination

2. stakeholder willingness and interest in tourism

3. opportunities to bring authentic experiences to the marketplace.

Due to number of sectors and the personal nature of the interview process combined with the open-ended questions included in the surveys and interview guide sheet, the results of the process contain anecdotal as well as statistical information.
A secondary research phase was also conducted to assess the size and impact of the Ontario equestrian industry and to view potential markets.  

A. Industry and Market Analysis
1.0 Industry Analysis 

The Canadian horse industry is experiencing growth, both in the size of the herd and the number of participants. The Statistics Canada estimate of horses on farms in Ontario in 2001 shows the highest increase in Canada at a 9% increase from 1996
.  (Research determined that the Census data for total horses and the number of farms underestimates the Ontario horse industry - estimated at a factor of 3.9, but the census is useful in that it is completed every four years and can be used to estimate changes on a continuing basis.
) The industry represents significant capital investment in horses, property and related buildings, tack and equipment, instruction and other ancillary services. This section provides an overview of the rising importance of the health benefits of riding in today’s society as well the size and impact of the Ontario horse industry. 
1.1 Riding for Health and Physical Activity

Horseback riding is a sport that can be enjoyed by any age group and it provides both physical and emotional benefits. Time on a horse exercises the mind and provides a connection with nature. Riding develops balance and coordination and uses many muscles including the leg, abdominal, shoulder and back muscles. Riding a horse at a walk stimulates the body’s internal organs in the same way as walking on foot -- this aids in liver function and digestion, and makes riding therapeutic for people in wheelchairs.
According to the “Body For Life for Women”, by Dr. Pamela Peeke, horseback riding burns five calories per minute for a 150 pound woman. In addition to riding, activities related to care of the horse such as grooming and stable management also provide health benefits including weight bearing exercises that build strength and maintain bone mass.
 
1.12 ACTIVE 2010

ACTIVE2010 is a Sport and Physical Activity Strategy introduced by the provincial government to increase participation in sport and physical activity throughout Ontario. Its goal is to achieve higher daily physical activity rates and increased sport participation of the population in order to improve the quality of life in the province by 2010.
Part of Ontario’s Sport and Physical Activity Strategy which has particular relevance to the Headwaters area is the Ontario Trails Strategy. This is a long-term plan that establishes strategic directions for planning, managing, promoting and using trails in Ontario.  “Trails for Life” is a dedicated grant program within the strategy, that has the goal of increasing physical activity of Ontarians and the health and economic benefits of trails through strategic investments that support a higher quality of life.  
1.2 Size and Impact of The Ontario Equestrian Sector

The Ontario Horse industry accounts for over $1 billion in annual spending and employs at least 80,000 people
 which from an employment standpoint, makes it a major player within the agricultural sector and puts it ahead of or on a par with goods producing sectors including forestry, fishing, utilities, oil, mining and gas. 

There are an estimated 325,156 horses in Ontario in 53,485 facilities
. The median economic impact of each horse is conservatively estimated at $1,781. Counties with the highest horse population (in descending order) include:


(15,000 + horses)

· York Regional Municipality

· Durham Regional Municipality

· Wellington County

· Middlesex County


(10,000 - 15,000 horses)

· Waterloo Regional Municipality

· Simcoe County

· Grey County

· Halton Regional Municipality

· Ottawa Carleton Region

· Peel Regional Municipality

Headwaters encompasses Caledon (Peel), Erin (Wellington) and Dufferin. While it is estimated that the region accounts for approximately 5% of the provincial horse industry, together with immediate neighbours in Peel, Wellington, Simcoe and Halton, Headwaters is a growing part of a community that represents upwards of 25% of the provincial horse industry.  While many of the equestrian holdings in the Headwaters are private or “hidden” from the public view, the Hills of Headwaters Tourism Association has a data base of equestrian business contacts that includes over 300 names. Table 1 below shows the breakdown of this database by supplier sector.
Table 1
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2.0 Market Analysis 
Horse riding for relaxation, fitness or competition has been a long established leisure activity. The vacation industry has matured over the last 20 years and activity based tourism experiences have been identified as an area of growth for consumers seeking more than the traditional sun, sand and sea. The following section provides a general overview of riders and looks at the potential for marketing this niche tourism experience to outdoor enthusiasts.
2.1 General Demographic Profile of Participants in the Ontario Horse Industry
The results of the 1998 Canadian Horse Industry Study developed a profile of the typical participant in the Ontario horse industry as:

· Female

· Median age 30 - 39

· Well educated

· Normal income for double income household

· Live in households where more than one person is involved in riding or driving horses

· Been riding or driving horses for more than 10 years

· The owner of multiple pets

· Computer ownership and Internet usage significantly above the national average

2.2 The Competition

In Canada, The West has cultivated successful equestrian oriented experiences through icon attractions such as the Calgary Stampede and Spruce Meadows. Western Canada is also the home of the “Dude Ranch”, a ranch experience oriented to the tourist, fashioned on the romanticism of America’s Western Frontier. 

In Ontario in 2000, Headwaters’ neighbour, York Region completed a study that recognized the area as home to the largest number of hoses in Ontario and one of the most active equestrian centres in North America. The study showed that about 100,000 riders (non owners) visit the area from outside the region for riding lessons, trail rides or other tourist related activities, bringing in excess of $20 million into businesses in the region, and demonstrating the direct economic impact of equestrian activities on a community. Over the past five years, the availability of land, lower property prices and attractive countryside found in Headwaters has raised the profile of the community as an equestrian destination and the horse population is enjoying unprecedented growth that rivals that of other established communities in Ontario.  
In the Life Science Innovation Team’s 2004 Report on Dufferin Caledon, there was an indication that there is “demand and support for a world-class equestrian facility and international event in Ontario” and recognizing the value of the Ontario horse industry and the indicators for growth of the industry in the Headwaters region, recommended the development of an equine business park, a satellite veterinary college and an equestrian venue in Headwaters, similar to that of Spruce Meadows. (For a summary overview of Spruce Meadows, see Appendix 1.)
2.3 The International Equestrian Tourism Market
A number of European destinations have successfully developed equestrian tourism experiences including Britain, France, Germany, Italy and Eastern Europe.  
Although there is little Canadian research available related to equestrian experiences, British research identifies types of riding holiday categories as follows
:

· Riding as an ancillary holiday activity (ideal for beginners, not central to the holiday experience)

· Pony Trekking - most popular form of equestrian tourism where the activity does form the main purpose of the holiday (90 - 95% of the established market in Wales and Scotland)

· Trail Riding - for the experienced rider. The travelling distance is increased and the ride is conducted at a brisk pace. (Circular rides returning to the initial starting point, or distance rides staying in different accommodation.)

· Specialist holidays - a variety of learning based experiences for various levels (beginner to advanced)

2.4 Consumer Buying Process 

Although little research has been done to asses the consumer buying process for equestrian vacation experiences, the growth in interest in riding holidays from the UK has encouraged some tour operators there to expand into Africa, Asia and America as well. In the United Kingdom, between one and two percent of activity holidays involve riding at some point.
  

It is interesting to note that British research on the subject of equestrian tourism has found the domestic market prefers to book direct with the supplier which reduces demand for a domestic package
. With the growth in Internet travel research and reservations, it is reasonable to assume that this might also be true of Ontario.

2.5 The Ontario Tourism Market 

The Ontario market is mainly composed of domestic and US visitors
. In North America over the next ten years there is expected to be significant growth in the over 55’s market. As the leader of Ontario marketing, the Ontario Tourism Marketing Partnership Corporation (OTMPC) will target this market with short, themed, experiential breaks which are in line with Headwaters’ existing tourism product. 

The following section provides highlights from provincial tourism research sources pertaining to travel segments interested in agri-tourism and active in outdoor tourism which are most relevant to the equestrian niche. 

2.51 The Agri Tourism Market
Of Ontario’s 39.3 million overnight visitors in 2001, 33% of travelers have participated in at least one agri-tourism related activity that encompasses a pick your own farm or harvest, staying at a working farm or guest ranch, or visiting a farmer’s fair or market. Although there is no indication regarding the types of trips taken when travelers participated in agri-tourism activities, data suggests that they are more likely to be part of increasingly popular shorter haul domestic vacations. The following characteristics are found in the agri-tourism market
:
· Affluent families, affluent mature and senior couples represent the prime target markets. 
· Female travellers are slightly more likely to participate in agri-tourism activities than males. 

· Travellers with an interest in agri-tourism are likely to be responsive to opportunities to learn and explore nature or different cultures.
· Agri-tourism travellers are more likely to participate in outdoor activities with a nature theme and are more likely to exhibit an interest in new tourism attractions with a nature theme such as an overnight train ride through natural terrain, a game park with wildlife viewing areas, wine tours and a world class fishing tournament. 
2.52 The Outdoor Enthusiast Market
Over 14.8 million (38%) overnight visitors participate in outdoor activities. The following characteristics are found amongst various sectors of the outdoor market:

· On average, outdoor enthusiasts prefer to travel in summer, and they stay in Ontario for 4.2 nights (24% longer than total overnight visitors).

· Most overnight outdoor visitors (78%) travel in parties of adults only.
· Outdoor Activists (defined as a group of travelers who participate in an eclectic array of activities, particularly strenuous activities such as competitive team sports, water sports, and canoeing, kayaking, and hiking and biking) are the most frequent travelers amongst outdoor segments, and thoroughly plan vacation activities ahead of time using a variety of sources including print materials, media stories, television, sportsmen shows and travel guides.  

· Outdoor Activists represent about 5% of both Canadian and U.S. travelers, are the youngest of nine Outdoor Segments (average 32.9 years of age), and are most likely to be single.
  
· Outdoor Activists exhibit above average participation rates in a wide array of culture and entertainment including musical concerts, carnivals, and cultural festivals, and are more likely to have visited zoos, museums, art galleries and historical sites while travelling.
· Sports Enthusiasts fall within outdoor segmentation and are primarily comprised of young families (41.6%) and young singles (29%) and are much more likely than the average traveller to travel with immediate family including children and other close relatives
.

· Affluent families (vs. mainstream young families and mainstream mature families) are active in outdoor activities, are heavy Internet users and prefer a mixture of couples and family vacations.

· The most pronounced emergent outdoor activities identified by travellers tend to be unusual or exotic including whitewater rafting, scuba diving and hot air ballooning, and emergent accommodation interests include bed and breakfasts, lakeside resorts, mountain resorts and wilderness lodges.
 

For Headwaters, the outlook for cultivating equestrian experiences to promote to the agri-tourism and outdoor tourism market is positive. The trend for short, themed vacations is consistent with Headwaters’ product mix which currently provides a range of culturally oriented experiences and outdoor interests. While “Outdoor Enthusiasts” tend to fit a younger demographic profile, they travel frequently and are interested in the range and types of experiences already found in Headwaters. Family sports enthusiasts provide a viable opportunity for attendance at and participation in equestrian events, while the emergent interest in unusual and exotic activities suggests that future travellers will be responsive to promotional activities that present novel, active outdoor experiences such as those related to equestrian activities.
B. Assessing the Tourism Potential of the Local Equine Sector in Headwaters

1.0 Summary of Primary Research Results
This section provides a summary of key findings from the equestrian stakeholder interviews and surveys. The interview guide sheets and complete results are found in Appendices 2-5. 
1.1 Memberships

· Equine Canada and the Ontario Equestrian Federation are the two most popular equestrian memberships among respondent stakeholders. Over 65% are members of either one or both federations
· Breeders tend to be members of their niche breed association

· Other memberships supported by equestrians include the American Quarter Horse Association, Ontario Hunter Jumper Association, Hunt Clubs, Pony Clubs, and the Ontario Trail Riders Association
· A small number of businesses are currently members of their local Chamber of Commerce or the regional tourism association

1.2 Equestrian Activities and the Ontario Tourism Industry

· 50% of respondent stakeholders believe that their business is part of the Ontario Tourism industry

· Equestrian facilities including riding stables (75%) and events (over 85%) tend to align themselves with the tourism industry more than breeders (50%), boarding stables (25%) and coaches (25%)
1.3 Customer Profile 
· The customer profile of respondents varies slightly based on sector, but in general, equestrian businesses work with and identify their “ideal” customers as those with a high income who are passionate about horses (40%)
· The customer profile includes both competitive and recreational riders

· Coaches work with a variety of rider ability levels and are the most active group with competitive riders
· Riding stables tend to attract the recreational market that is commonly characterized as younger families (especially “teenage girls”) as well as aged 30-40’s women and parents returning to the sport or getting involved with their children’s activities

· The family market is a main focus of equestrian events
1.4 Geographic Origin of Equestrian Clientele

· With the notable exception of the event sector, the equestrian industry in Headwaters currently attracts a primarily local clientele from within a 60 minute driving radius including Headwaters, Mississauga, Etobicoke, Georgetown, Guelph, and Kitchener 
· Events and to a lesser extent, breeders and coaches, tend to attract clients from a wider geographic base that includes the rest of Ontario and other parts of North America (Canada and the United States)

1.5 Equestrian Experiences in Headwaters
· Most riding schools and equestrian centres offer a range of activities including private and group lessons, clinics, camps, and horse shows or demonstrations
· The area’s two ranches offer group trail rides on private trails as well as group lessons, shows and camps

· Breeding facilities often incorporate additional services and activities such as boarding, training and lessons - these initiatives are usually available only to boarders at their facility 

· Coaches and trainers tend to offer clinics in addition to private coaching services

1.6 Riding Trails in Headwaters
· Only 2 respondents overall (0.4%) include public trails as part of their equestrian experience
· Private trails are incorporated into the area’s two ranch experiences

· The quality of local public trails receive variable ratings from local stakeholders who cite signage, trailer parking and safety issues related to crossing roads (and general liability) as deterrents

1.7 Potential to Develop Headwaters as a Destination for Equestrian Experiences

· Over 90% of respondents believe that the Headwaters area has the potential to be developed as a destination for equestrian experiences
1.8 Expanding Operations to Develop Experiences for Tourists 

Approximately 40% of the total number of respondents contacted provided ideas for experiences they might potentially be interested in developing in the area, including:
· Destination horse show with golfing, sailing, biking, trail riding and spa incorporated into the event experience
· Stronger entertainment component at equestrian events

· Stable or barn tour (2 respondents - 4%)
· Trail riding with Bed & Bale (2 respondents - 4%) 
· Lessons for families/horsemanship camp/experience a day at a horse farm (4 respondents - 8%)
· A clothing line

· Corporate experiences/use of equestrian experiences to develop self awareness (3 respondents - 6%)
· A challenge series against other stables

· Riding to hounds

· Internationally sanctioned events

· Web links with the community for out of town family members

· Expand to four season with indoor arena

1.9 Hurdles Related to Developing New Concepts
· Finding and accessing the right market

· Lack of a developed hospitality infrastructure in the area
· Lack of time
· Grooming and maintenance of trails

1.10 Marketing Existing Equestrian Experiences

In descending order, the following are the marketing activities used by respondents:

· Web sites (48%)

· Word of mouth (38%)

· Magazines (20%)

· Brochures/Flyers (18%)

· Yellow Pages (4%)

· Tourist Association (2%)

· Telemarketing (2%)

· Multi-media and broadcasting (2%)

1.11 Industry Partnerships
The event sector is the only one to actively partner with other suppliers including:
· Corporate Sponsors
· Charitable Organizations

· Caterers
· Municipalities (signage, funding)

· Advertisers

· Tourism Association
1.12 Price Points and Availability of Equestrian Experiences 

· Private Riding Lessons -fee range: $40/hr - $250/hr
· Group Riding Lessons - fee range: $25 - $100/hr
· Riding Trails - per day fee range: $100 + (non residential)
· Riding Camps - per week fee range: $250 - $275 non residential/$725 residential
1.13 Safety and Liability 

· 100% of equestrian facilities carry liability insurance 
· Riding School facilities provide safety equipment or check safety equipment for students

1.14 Best Equestrian Assets 
· The number/variety of horses and the experienced people - 10 (29%)
· Caledon Equestrian Park - 6 (17%)
· Footing (sandy soil) - 5 (14%)
· Variety of experiences, facilities, and events - 4 (11%)
· Trails - 4 (11%)
· Scenery, terrain and proximity to areas of high population - 4 (11%)
· Supportive Community/Appreciation and support for horses - 1 (3%)
· Affordable cost of land - 1 (3%)
1.15 Interest in a Collaborative Effort to Build and Promote the Equestrian Industry in Headwaters

· Of a total of 43 respondents who answered this question, 70% would be interested in being part of a collaborative effort.

· 14% might be interested in being part of a collaborative effort.
· 16% would not be interested in being part of a collaborative effort.
1.16 Equestrian Events in Headwaters 
· Equestrian events take place between the end of May and September
· Over 60% of respondent events in Headwaters require that competitors stay in the area overnight

· Events take place at a variety of competition levels from entry level to top level including the Provincial Circuit and Pre-Olympic

· Large events (approximately 1000 competitors) attract an average attendance of 3,275
· Small events (under 200 competitors) attract an average attendance of 300

· 44% of respondent events do not charge spectator admission fees 

· Of the events that charge a spectator fee, the average admission is $12

· Competitors for respondent events come from within a wide range of areas from within 1 hour driving range to all across North America
2.0 Analysis of Primary Research

2.1 SWOT Matrix - The Equestrian Industry in Headwaters
	Strengths
	Weaknesses

	· Established reputation as an equestrian area within the equestrian community and the GTA
	· Lack of public indoor facilities for year round equestrian activities

	· Large number of experienced equestrians 
	· General lack of formalized marketing 

	· Growing reputation as “horse country” - authentic local experience
	· The largest equestrian event facility in the area is an outdoor venue so that attendance at key events is seasonal and weather dependent

	· Excellent “footing” (well drained, sandy soil) for all kinds of riding (including top level competitive activities)
	· Liability issues associated with equestrian activities

	· Scenic area with accessible riding trails
	· Many stakeholders do not have a public facility or public presence for their business

	· A number of established equestrian experiences  are accessible to visitors (ranches, events, camps, clinics)
	· Trails are not generally groomed and maintained for equestrian activities 

	· Established high profile equestrian events
	

	· Proximity to the GTA
	

	· Strong word of mouth/referral base 
	

	Opportunities
	Threats

	· Large number of small businesses/entrepreneurial spirit
	· Limited current market research is available on the Ontario horse industry and related consumer groups

	· Spirit of cooperation and professionalism within the equestrian community
	· A significant percentage of equestrian stakeholders do not see a link between their business and the Ontario tourism industry 

	· Local communities are supportive 
	· Alternative development is slowly encroaching on rural lands in and around Headwaters

	· Local municipalities are generally supportive of equestrian development (support for the growth of Headwaters as a destination for equestrian experiences)
	· Land prices are continually increasing 

	· Established tradition for strong corporate sponsorship of the equestrian industry
	· Lack of municipal control over existing tourism and equestrian operations (lack of licensing)

	· Strong support for professional industry associations  (possible partnerships)
	· Participation in equestrian activities is generally a high price activity

	· Interest from stakeholders to develop new equestrian experiences 
	

	· Infrastructure exists for development of new tourist oriented experiences
	

	· Transient boarding spaces are available at some private stables
	

	· Availability of specialist magazines for marketing purposes
	


2.2 Characteristics of the Equestrian Sector in Headwaters
· With over 300 local stakeholders, the equestrian sector is large  
· Core equestrian segments include events, boarding stables, riding/equestrian centres, breeders and miscellaneous suppliers 
· Equestrian outfits are primarily small businesses 

· Many businesses are not accessible to the general population

· Several local equestrian businesses are quite unique in Ontario

· Strong support for professional associations is focused on the industry rather than business associations in the local community

· Other than the event sector, the equestrian industry does not tend to actively partner with other local suppliers
· Public trail riding is not part of the riding school/equestrian centre experience

· Due to the nature and considerable expense of the equestrian sport, liability and insurance are key business considerations

· Due to the local nature of most marketing, it is not sophisticated - often limited to web sites, word of mouth and local flyer placement
· The most sophisticated marketing tends to be that of equestrian events and breeders which is targeted based on the clearly defined niches involved
· Common marketing methods used over and above web sites include specialized magazine advertising and direct mail
C. The Development and Marketing of the Equine Industry as a Tourism Generator in the Hills of Headwaters
1.0 Recommendations 
· Formally recognize the equestrian sector as an emerging tourism experience. Start to cultivate equestrian members and encourage the development of related product offerings and packaged experiences.
· Explore opportunities to conduct up to date market research on equestrian activities and the tourist market in Ontario. Consider exit surveys at local events as well as high profile events such as the Royal Winter Fair.
· Establish a project committee including equestrian stakeholders willing to coordinate the necessary partnerships to act on new experiences as and when appropriate. (Consultant to provide a list of interested stakeholders and stakeholder consultants.)

· Focus new product development on four key areas:
1. “Specialist Riding” or “Learning Experiences” for a range of ability levels - including Beginner Horsemanship Lessons (1/2 day); Professional Development Programs for Corporate Clients; Specialist Clinics for Experienced Riders (offered by Coaches and Trainers)
2. Trail Riding experiences for experienced riders (on their own horses and in conjunction with development of the Bed & Bale concept)
3. Equestrian Events (increasing support for existing events and support the development of new events in the area for all levels of rider - with a focus on high end , high profile events). 
4. An annual stable tour - incorporate equestrian oriented entertainment including demonstrations and showcases.

· Establish a working committee to:

· Develop an inventory of best public trails for equestrian use and establish priority projects. 
· Facilitate industry partnerships to establish a trail enhancement fund including an application for a “Trails for Life Grant” (ACTIVE 2010); Collectively, up to $440,000 a year is available to Ontario communities through this program.  

· Establish a working committee to work on an annual stable tour.

· Start to position equestrian experiences in marketing material - use “Horses in the Hills” to be consistent with other niche marketing activities such as “Art in the Hills”.

· Work with the local Bed and Breakfast reservation agency to develop an inventory, price list and terms and conditions (such as proof of shots requirements) for a Bed & Bale option in the Headwaters area. 

· Establish an inventory of riding schools and ranches able to offer half day and/or full day beginner horsemanship clinics.

· Develop a partnership with the Ontario Trail Riders Association to create a regional equestrian trail map (web-based initially) and work on new product development.

· At the Tourism Association, introduce an affordable event membership category to ensure better marketing representation of all types of events, including equestrian activities. (Form more official partnerships so that the Tourism Association has a presence at events and can access incoming competitors and their entourages and develop packages including meals and accommodations that account for show schedules.)

· Long term - support the concept of the development of a year-round “SuperCentre” event facility concept (perhaps in partnership with the Caledon Equestrian Park) which would support and enhance the existing infrastructure and become an icon attraction within the region. 
2.0 Market Readiness of Proposed Equestrian Experiences in Headwaters

· Within the core segments, events are well established with experienced leaders and facilities - events provide a key opportunity for future development and partnership opportunities in Headwaters.

· Due to the volume of experienced coaches and riding/equestrian centres, Headwaters is ready to develop specialized learning vacations focused on equestrian experiences.

· The established base of high-end corporate retreat properties in Headwaters, coupled with the vast experience of equestrian stakeholders provides a specific opportunity for partnerships to create a variety of equestrian-based professional development programs for their corporate clientele. 

· The volume of public boarding stables with sufficient space and inventory to introduce overnight accommodation for transient horses makes a Bed & Bale opportunity viable. (Insurance and health and safety concerns will be an important consideration when planning for product development in this area.)
The quality and volume of trails in Headwaters is impressive. Work is required to create a system of trails that is easily accessible to equestrian users - key market readiness issues include lack of appropriate (and themed) signage, inadequate trailer parking areas, lack of attention to tethering and rest area facilities, unsafe crossing areas on some trails. 


· APPENDICES
Appendix 1: Summary Overview - Spruce Meadows, Alberta  Canada:

Spruce Meadows in Alberta demonstrates the power of successful equestrian tourism. In just over 30 years, the facility has evolved from an event field into a tournament venue containing over twenty buildings on 300 acres that attracts over 400,000 spectators annually. 
Six outdoor grass rings are used for equestrian tournaments in the summer. Over seventy people are employed year round. Spruce Meadows stables 80-100 horses year-round and during the tournaments, 700 horses are kept in 300 permanent and 400 temporary stalls.

Appendix 2: Project Interview Guide Sheets

GUIDE SHEET FOR RIDING CENTRES/EQUESTRIAN FACILITIES/TRAIL RIDING

1. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Federation

· Ontario Equestrian Federation

· Equine Canada

· Ontario Trail Riders Association

· Ontario Hunter and Jumper Association (req’d to compete at Equine Cda sanctioned shows)

· Other

2. Do you currently consider your business part of the Ontario tourism industry?


Yes       No

3. Who are your customers (profile) Note: include general population vs experienced riders?

4. Where do they come from (geographically)?

5. What experiences do you offer your customers (might include lessons, trail riding, equine therapy, massage,  horse whisperer courses, clinics, programs for the challenged, horse rescue and adoption)?

6. Please profile your “ideal customer”?

7. Do you incorporate riding trails into the experience you offer?  Yes     No
7a. If yes - which trails do you use?

7b. If so - how would you rate local trails from a rider’s point of view?


Poor
 
Fair
 Good

Excellent

8. Whose role is it to develop and market the trails?

9. How many horses/ponies do you have available for customers?

10. How many horses/ponies are available together from your facility at one time?

10a. If applicable - what is the ratio of staff to riders in a group experience?

11. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?

12. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes    

No  (If no, proceed to Q 13)

12a. If yes - what would the experience be?

12b If yes - what would be the greatest hurdle for you in order to achieve that?

13. How do you currently market your business?

14. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services)

15. How far ahead should people book to have an experience at your operation?

16. What is the average price point for an experience at your operation?

17. Do you provide safety equipment for people riding your horses, or do they provide their own?

18. What kind of insurance protection do you currently need to carry?

19. What do you consider to be this area’s best equestrian asset? 

20. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?

ADDITIONAL COMMENTS:

GUIDE SHEET FOR BOARDING STABLES

1. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Federation

· Ontario Equestrian Federation

· Equine Canada

· Ontario Trail Riders Association

· Ontario Hunter and Jumper Association (req’d to compete at Equine Cda sanctioned shows)

· Other

2. Do you currently consider your business part of the Ontario tourism industry?


Yes       No

3. Who are your customers (profile)?

4. Where do they come from (geographically)?

5. Please profile your “ideal customer”?

6. Do you offer any additional services over and above boarding?

7. Do you potentially have any boarding space available on an ad-hoc basis for transient horses from out of town?

8. Have you ever received requests for this service in the past?

9. Is your business located close to riding trails?

10. How would you rate local trails from a rider’s point of view? 


Poor
 
Fair
 Good

Excellent

11. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?

12. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes    

No  (If no - proceed to Q. 12)

12a. If yes - what would the experience be?

12b. If yes - what would be the greatest hurdle for you in order to achieve that?

13. How do you currently market your business?

14. How far ahead should people book to board a horse at your stable?

15. What is the average price point for boarding at your stable?

16. What kind of insurance protection do you currently need to carry?

17. What do you consider to be this area’s best equestrian asset? 

18. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?

ADDITIONAL COMMENTS:

GUIDE SHEET FOR COACHES/TRAINING STABLES

1. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Federation

· Ontario Equestrian Federation

· Equine Canada

· Ontario Trail Riders Association

· Ontario Hunter and Jumper Association (req’d to compete at Equine Cda sanctioned shows)

· Other

2. Do you currently consider your business part of the Ontario tourism industry?


Yes       No

3. Who are your customers (profile)?

4. Where do they come from (geographically)?

5. Please profile your “ideal customer”?

6. Do you offer on site services or do you work on a  freelance basis?

7. Do you offer any additional services over and above coaching/training?

8. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?

9. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes    

No  (If no -proceed to Q 8)

9a. If yes - what would the experience(s) be?

9b. If yes - what would be the greatest hurdle for you in order to achieve that?

10. How do you currently market your business?

11. How far ahead should people book to work on a training program/coaching at your stable?

12. What is the average price point for coaching/a training program at your stable?

13. What kind of insurance protection do you currently need to carry?

14. Do you have any boarding space available on an ad-hoc basis for transient horses from out of town?

15. Is your business located close to riding trails?

16. How would you rate local trails from a rider’s point of view? 

Poor
Fair
 Good

Excellent

17. What do you consider to be this area’s best equestrian asset? 

18. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?

ADDITIONAL COMMENTS:

GUIDE SHEET FOR EVENTS

Name of Event:

1. When does your event take place?

1a  Does the event require spectators or competitors to stay overnight?

2. Where is your event venue?

3. Is your event a qualifier for another event or competition?

3a  At what level of competition is your event?

4.  Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Federation

· Ontario Equestrian Federation

· Equine Canada

· Ontario Trail Riders Association

· Ontario Hunter and Jumper Association (req’d to compete at Equine Cda sanctioned shows)

· Other

5. Do you currently consider your business part of the Ontario tourism industry?


Yes       No

6. What is the average attendance at your event? (Competitors/Spectators)

7. Who are your customers (profile participants and spectators)?

8. Where do they come from (geographically - participants and spectators)?

9. Please profile your “ideal customer”?

10. What is the entry fee for spectators?

11. Do you offer any additional equestrian services over and above this event? 


Yes (Details)


No

12. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?

13. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes    

No  (If no -proceed to Q11 )

13 a. If yes - what would the experience(s) be?

13 b. If yes - what would be the greatest hurdle for you in order to achieve that?

14. How do you currently market your event?

15. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services)

16. What do you consider to be this area’s best equestrian asset? 

17. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?

ADDITIONAL COMMENTS:

GUIDE SHEET FOR BREEDERS

1. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Federation

· Ontario Equestrian Federation

· Equine Canada

· Ontario Trail Riders Association

· Ontario Hunter and Jumper Association (req’d to compete at Equine Cda sanctioned shows)

· Other

2. Do you currently consider your business part of the Ontario tourism industry?


Yes       No

3. Who are your customers (profile)?

4. Where do they come from (geographically)?

5. Please profile your “ideal customer”?

6. Do you offer any additional equestrian services over and above breeding?

7. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?

8. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes    

No  (If no -proceed to Q 8 )

8a. If yes - what would the experience(s) be?

8b. If yes - what would be the greatest hurdle for you in order to achieve that?

9. How do you currently market your business?

10. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services)

11. What do you consider to be this area’s best equestrian asset? 

12. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?

ADDITIONAL COMMENTS:

GUIDE SHEET FOR SUPPLIERS

1. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Federation

· Ontario Equestrian Federation

· Equine Canada

· Ontario Trail Riders Association

· Ontario Hunter and Jumper Association (req’d to compete at Equine Cda sanctioned shows)

· Other

2. Do you currently consider your business part of the Ontario tourism industry?


Yes       No

3. Who are your customers (profile)?

4. Where do they come from (geographically)?

5. Please profile your “ideal customer”?

6. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?

7. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes    

No  (If no -proceed to Q 7 )

7a. If yes - what would the experience(s) be?

7b. If yes - what would be the greatest hurdle for you in order to achieve that?

8. How do you currently market your business?

9. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services)

10. What do you consider to be this area’s best equestrian asset? 

11. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?

ADDITIONAL COMMENTS:

Appendix 3: Face to Face Interviews

· 1 Event Organizer


Summary Notes:

· Event established in York region five years ago (outgrew facility)
· Concept for the event is to raise the profile of the industry 
· 1,000 competitors (96% live within 45 minutes of the park)

· One salaried staff (GM) - additional staff made up of volunteers - focus on marketing

· Consider the event part of the Ontario Tourism Industry

· Members of Tourism Association - prefer an option for category of membership oriented to events in order to continue commitment

· Use local suppliers including onsite event management services

· $350,000 raised in sponsorship money

· Partnership with Charity (CARD), media
· 2100 VIPS/spectators attend the show 

· Full stands are important for the event which is televised 
· Marketing - multi-media (contra deals where possible)

· Other areas with popular horse events (Spruce Meadows) incorporate an entertainment aspect that is missing in Ontario (funding assistance provided by government)
· Best equestrian asset is the Caledon Equestrian Park

· Future - will add a trade fair component - not an important revenue generator, but an attraction of the event
· Biggest challenge is the lack of hospitality infrastructure nearby

· Market is elite riders - family spectators
· 1 Private Equestrian Facility/Event Organizer


Summary Notes:


Equestrian Facility
· Training and horse sales are primary focus of business

· Jumpers and Hunters

· Import horses from Europe (Germany, Holland, Belgium provide the “nursery” for the world

· 25 stables - maximum occupancy achieved currently
· Experience can be developed around a “destination horse show” where riders participate in show as well as golf, sail, bike, spa, trail riding (Other family members travel with riders but are interested in other activities which are available in Headwaters)
· Event
· Building condo-hotel just outside Headwaters - equestrian village concept with 300 hotel suites
· Current event location (outside Headwaters) provides 1,000 portable stalls

· Competitors stay in RV’s (10%), hotels and condos

· Vendors book 1 year in advance

· Exhibitors (i.e. competitors) book 9 months in advance

· Consider business part of the tourism industry due to the economic impact of the event

· Current event brings in 900 horses for up to 2 weeks

· Approximately 4 people travel with each horse

· 30,000 - 45,000 spectators over the ten days of the event

· Per car entry fee

· Need accommodation for show officals

· Current marketing includes web site and word of mouth
· Best equestrian asset is the sand based soil which “makes the riding fantastic”
· 2 Event Facilities


Summary Notes Facility 1:

· Established 30 years ago (2 small events)
· 37 Acres on 300 acre parcel
· Boarding for 1300 horses (originally 400) (important revenue stream)
· Average stay for horses is 4-5 days

· 7 competition rings
· 60 spaces for RVs
· 20 events - May to September (Olympic Trials/7 World Championships)

· $2.5 million in prize money in 2006

· Pan American Trials for Dressage and Jumping in 2007

· Three key rental partners 

· Tournament of Champions

· Quarter Horse Association

· Trillium

· 13 Events owned and operated by the event management group

· Facility provides:

· expertise for the management and production of events

· Facility and labour

· Operational management
· Most events are non paying for spectators
· 90% of events are run off competitor fees (1,000 competitors), exhibitors and sponsorships
· Partnerships with local hotels - book 130 rooms for show officials

· Footing is the best equestrian asset in the Headwaters area “Headwaters has the best natural footing anywhere in the world”
· The event facility was built for horsemen with the comfort of the horses and their people in mind

· Future development of site includes home with facilities available for stabling horses


Summary Notes Facility 2:

· Facility is 10 years old and is used for 10 horse shows per year - 1 to 6 days
· Equestrian activities drive the facility and are a significant revenue generator (approx 25% of revenue) Other sources of revenue are trade shows and an onsite banquet facility

· Consider the facility part of the Ontario Tourism Industry
· The barn is used for stalls - capacity for 65 horses
· Site has space for trailers and 60 RV hook ups are available
· Can accommodate shows for up to 200 horses, but rentor erects tents and rents additional temporary stalls
· Clients are upper income demographics - horse clinics and regional and Ontario based horse shows

· The facility is attractive (heated) with an outdoor and indoor ring (80’ - 60’), full kitchens, banquet and bar - open mezzanine level overlooking the indoor ring is a popular feature

· Staff are available for level surfacing, clean up and security
· Not members of any equestrian associations

· Local fair incorporates equestrian events including dressage, horse pulls and breed)
· Bookings are taken one year ahead

· Marketing is done by web site, Yellow pages and a provincial equestrian magazine (word of mouth drives the business)
· Indoor rings and ease of access (central to east and west Ontario) are unique selling features

· Rental of the ring only is $1200 per day

· Future development might include an equine based trade show during an equestrian event and High speed internet for web casts
· 2 Riding Schools/Equestrian Centres


Summary Notes School 1:

· Member of :

· Equine Canada 

· Ontario Equestrian Federation
· Currently consider facility part of Ontario tourism industry (host a gala show and have received motorcoach tours recently)

· Customers are local riders and participants in clinics

· Customers come from US, international (including Switzerland)

· Experience is focused on teaching the art of classical riding, boarding and clinics

· Ideal customer is “passionate” with an interest in classical riding

· Trail riding is not incorporated into the experience

· 10 horses are available for the school

· 20 horses are available at one time for special events/showcases

· The ratio of staff to riders is 1:6 or 8 or 1:12 in a group lesson

· Believe that the destination has potential for development of equestrian experiences

· Not interested in expanding operation to offer more experiences to tourists (would support at community level - provide event space)

· Market business by word of mouth

· Partner services include supporting community events/teaching clinics and putting on events

· The average price point for a lesson experience is $100 for a group lesson and $200+ for private lessons (50 minutes)

· Have agricultural insurance

· Consider this facility to be the best equestrian facility in the area - unique with a 30 year history

· Summary Notes School 2:

· Member of Ontario Equestrian Federation
· American Quarterhorse Association

· Do not consider business to be part of Ontario tourism industry

· Business is recreationally and educationally oriented

· Customers are English style riders - primarily teenage girls (some 40+ women returning to the sport); womens groups and mom’s groups
· Experience includes lessons, in-house shows, clinics
· Profile of ideal customer includes several streams - all passionate about horses - apprentices (work and lessons) and enthusiastic teens

· No trails incorporated into the riding experience (liability issue)

· 4horses available at one time

· Ratio of staff to riders is 2:4

· Believe area has potential to be better known for equestrian experiences, but not sure how the tourist gets involved

· Not interested in expanding experience for tourists

· Would open doors to stable and or barn tour

· Believe there is potential to develop equestrian attractions that combine activities for spectators 
· Currently market by means of web site, banner ads, In the Hills magazine, flyers, word of mouth
· Do not currently partner, but in discussions with the local college

· Clients should book a week ahead

· The average price point is $35/hr for a group lesson, $40 semi private, $45 private

· Provide safety equipment or inspect equipment belonging to students

· Carry liability insurance

· Consider the Caledon Equestrian Park to be the best equestrian asset in the area

· Would be interested in being part of a collaborative effort to build and promote the equine industry in Headwaters

· 2 Ranch Experiences


Summary Notes - Ranch 1:

· Members of Tourism Association and Chamber of Commerce

· Operate year round (winter max 2 hour experience)

· Consider part of tourism industry
· Customer Profile: 

· Corporate

· Families

· Experience is trail ride from 2 hours to overnight - tailored to experience/rider level and expectation

· Not trails per se - open fields - private land and sometimes County Forest

· 25 horses available for customers (20 max available at one time)

· Believe that the destination has potential for development of equestrian experiences

· Ratio of staff to riders is 1:4

· Marketing activities: web

· No formal partnerships - refer Millcroft Hotel and B&Bs and B&B Booking service through Tourist Association (no guest accommodation on site)
· Reservations based on availability

· $100 trail ride (2 hours) with lunch stop

· Provide safety equipment

· Insurance - liability and medical - extensive waiver policy (no claims record)
· Best equestrian asset is this ranch - unique in Ontario

· No time for commitment to collaborative effort, but would provide input

· Summary Notes - Ranch 2:

· Member of:

· Ontario Equestrian Federation
· Certified Horseman Association (CHA)

· Accreditation for Riding Establishments (ARE)

· Do not currently consider the facility part of the Ontario tourism industry
· Customers are campers, trail riders, school boards (grade 7-8), retreat groups, spectators for events, event competitors from 90 minute radius

· Customers come from GTA and 90 minute radius

· Experience is ranch experience

· School children are ideal customer - don’t cater to couples and families

· Trail experience is offered on private trails

· Consider other trails poor to fair due to lack of signage, accessibility and need to cross roads

· 40 horses available for customers

· 25 horses are available for max group experience

· Ration of staff to riders is 1:8 or 1:5 depending on the experience offered and level of experience of riders

· Believe that the destination has potential for development of equestrian experiences.
· Interested in expanding operation to appeal to tourists

· Experience could be developed with the addition of an indoor arena

· Facility has 7 stalls and 5 outdoor paddocks for transient guests (needs to be a separate area for hygiene/reduced risk to facility horses

· Would need money in order to develop the experience and expand the product offering

· Currently market via Hockley magazines/newspaper ads, 5 horse publications in the free classified sections, website
· Partner informally with hotels but very busy with own retreats (offer accommodation on site)

· Some groups book up to 1 year ahead. Summer camp registrations commence January - March
· Average price point for a week of camp is $725 or a weekend in a bunk house or the hotel ranges from $100 - $225

· Safety equipment is provided and visitors are encouraged to use appropriate shoes and clothing

· Ranch is covered by general liability insurance

· The best equestrian asset is considered to be the area and the people dedicated to the sport

· 2 Municipalities


Summary Notes Municipality 1:

· Community supports economic development for equine - the landscape lends itself well for this purpose
· Town wants to protect the rural community and encourage and protect land use for equestrian activities
· Riding centres are good use for the pastoral landscape and fit with the view of the what the town should do

· Public trails are available for equestrian use (some are in provincial parklands and we have to fight to keep them accessible if the province decides to change rules regarding use of the space)

· It is difficult to develop trails - home owners do not want public trails on their property

· No licences required for boarding stables, B&B or horse farms

· Town has no formal strategy for equine activities

· Not sure what the tourism potential for equestrian activities might be and not actively seeking tourism potential, but if existing equestrian activities can be translated into tourist benefits, that would be “gravy”

· Summary Notes Municipality 2:
Town looks at issues that affect the agricultural sector - there is significant activity related to land-use and planning 
Areas within the community are protected by Greenbelt policies which serve as a damper to development

Development is based on an understanding of the role of agriculture within the community
There is financial support (limited) for equestrian events in the community and support in form of permissions for signage

The town has a marketing partnership with the regional tourism association

Equestrian sector is very large in the area, but most of it is private property

Local trails are used for equestrian activities, walking, hiking and biking

Area has naturally developed into an equestrian area - the natural environment and proximity to the GTA

In order for the equestrian sector to be developed, a strong leader is required, a long range plan should be presented and individuals will need to be on board to implement the plan - that is not the role of the municipality

The role of the town is more closely tied to the long term land use perspective and achieving balance between preservation of the agricultural heritage and growth and development
  
Appendix 4: Telephone Surveys/Interviews
The following list shows the breakdown of the types of stakeholders who were contacted for telephone interviews:

· 4 Breeders
· 2 Boarding Stables
· 2 Equestrian Facilities

· 6 Suppliers (Retail x 3, B&B Booking Service, Sleigh and Carriage Rides, Pony Club)
· 4 Coaches

· 1 Event

· 1 Municipality

Telephone Survey Results: Breeders

13. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Federation (Equine Canada)
· Ontario Equestrian Federation - 50% (2)
· Other - Association specific to my breed (Icelandic); Quarter Horse Association; Toronto North York Hunt Club
14. Do you currently consider your business part of the Ontario tourism industry?


Yes   50% (2)   No 50% (2)
15. Who are your customers (profile)? 
· Small breeders

· Varies - first time buyers (often)

· Carriage riding adults

· 50/50 competitive vs recreational riders

16. Where do they come from (geographically)?
· Local - Orangeville

· Guelph, Mississauga, Erin

· Fergus, Alton, Georgetown

· Canada and United States

17. Please profile your “ideal customer”?
· Those with Money

· Diversity 50% (2)
· Show ring aspirations

18. Do you offer any additional equestrian services over and above breeding?

· Boarding
· Training, lesson, trail rides (private trails), 

· Lessons 
· No
19. Do you believe that this area has the potential to become better known as a destination for equestrian experiences? Yes 100% (4)
20. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes  50% (2)  

No  50% (2)
8a. If yes - what would the experience(s) be?
· Farm visits (open houses)

· Trail riding to promote awareness of the breed

8b. If yes - what would be the greatest hurdle for you in order to achieve that?

· Marketing - attracting interested people
· Time

· Need trail maps

21. How do you currently market your business? 

· Advertising  and mail outs

· Trade magazines (Canadian Thoroughbred, Horse Society) In the Hills
· Breed specific newsletters, word of mouth, Web - 50% (2)
22. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services) No  75% (3) / Maybe 25% (1)
23. What do you consider to be this area’s best equestrian asset? 

· Riding Trails 50% (2) Comment: need signs so people can trailer in
· Terrain and Scenery

· Location/people

24. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?

Yes - 100% (4)
Additional Comments: We are unique - we are the only teachers of the art of carriage driving in our field.

Telephone Survey Results: Boarding Stables (2)
19. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Ontario Equestrian Federation
20. Do you currently consider your business part of the Ontario tourism industry?


   No  - 100% (2)
21. Who are your customers (profile)? 
· Women over 30 yrs - career/married with children

· Anyone interested in horses
22. Where do they come from (geographically)?

· Mississauga, Erin, Guelph
· One hour radius

23. Please profile your “ideal customer”?

· As above (100%) - see customer profile
24. Do you offer any additional services over and above boarding?

· Training (100%)


Comment: Dressage
25. Do you potentially have any boarding space available on an ad-hoc basis for transient horses from out of town? 

Yes 50% 

No 50%
Comment: Have thought about it

26. Have you ever received requests for this service in the past?

· No - 50% (1)
    Comment: But the potential is there
· Yes - 50% (1)
27. Is your business located close to riding trails?

· Yes - Elora Cataract Trail
· No - we have private trails
28. How would you rate local trails from a rider’s point of view? 


N/A since we are dressage
29. Do you believe that this area has the potential to become better known as a destination for equestrian experiences? Yes 100%
30. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes  50%  

No  50%
12a. If yes - what would the experience be? 

· Bed and Breakfast/Bale - experiences by horseback via trails - such as painting in beauty spots, pottery
· Boarding on an occasional basis for transients
12b. If yes - what would be the greatest hurdle for you in order to achieve that?

· Networking - know the players

31. How do you currently market your business? 

· Local Advertising, Riders Advocate, Toronto Star
· Flyers in tack shop, sign, word of mouth

32. How far ahead should people book to board a horse at your stable?

· Month - six weeks - 100% (2)
33. What is the average price point for boarding at your stable?

· $250 indoor/$175 outdoor (no arena - sand ring)
· Lesson package - $300/month - $500 Boarding

34. What kind of insurance protection do you currently need to carry?

· Farm policy - Liability (100%)
35. What do you consider to be this area’s best equestrian asset? 

· Elora Cataract Trails
· Horse industry/people
36. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?


Yes - 50%   No 50%
Telephone Survey Results: Equestrian Facilities (2)
21. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Federation (Equine Canada) - 100%
· Ontario Equestrian Federation - 100%
22. Do you currently consider your business part of the Ontario tourism industry?


Yes   100% (2)
23. Who are your customers (profile) Note: include general population vs experienced riders? 

· Competitors

· 80% under 18 (8-18)/20% Adults

24. Where do they come from (geographically)?

· Orangeville, Bolton, Caledon, Toronto, Brampton, Etobicoke
· Local - Mono, Mulmur
25. What experiences do you offer your customers (might include lessons, trail riding, equine therapy, massage,  horse whisperer courses, clinics, programs for the challenged, horse rescue and adoption)?
· Riding Clinics, educational evenings

· Lessons, camps, coaching programs, show programs, clinics

26. Please profile your “ideal customer”?

· Passion for horses - 100% (2)
27. Do you incorporate riding trails into the experience you offer?  Yes     No

No - 100% (2)
7a. If yes - which trails do you use?

7b. If so - how would you rate local trails from a rider’s point of view?


Poor
 
Fair
 Good

Excellent

28. Whose role is it to develop and market the trails?

29. How many horses/ponies do you have available for customers?

· 14
· None

30. How many horses/ponies are available together from your facility at one time?

· 4-6
· N/A

10a. If applicable - what is the ratio of staff to riders in a group experience?

· 1:4
31. Do you believe that this area has the potential to become better known as a destination for equestrian experiences? Yes -100% (2)
32. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes    

No  (If no, proceed to Q 13)

12a. If yes - what would the experience be? 100% (2)

· Possibly - in conjunction with events 

· Lessons for families

12b If yes - what would be the greatest hurdle for you in order to achieve that?

· Exposure
· Creating Awareness

33. How do you currently market your business?

· Word of mouth/through coaching/training

· Word of mouth (we’ve been established for 28 years)

34. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services) 

· We partner with the town (municipality) for our horse camps
· Event caterer/trade fair

35. How far ahead should people book to have an experience at your operation?

· Summer (Flexible) 1 day is OK
· Couple of weeks or more

36. What is the average price point for an experience at your operation?

· $40 /hr for lesson / $250-$275 for Horsemanship Camp
37. Do you provide safety equipment for people riding your horses, or do they provide their own?
· We provide - 100% (2)

38. What kind of insurance protection do you currently need to carry?

· Liability
· Farm policy (we add to it for our event)

39. What do you consider to be this area’s best equestrian asset? 

· The people and horses
· The Footing (sandy, well drained soil)

40. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?

Yes - 100%
Telephone Survey Results: Suppliers (6)
This category included:

· Bed and Breakfast Booking Service

· Carriage/Sleigh Rides

· Retail (3)

· Pony Club

12. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Equipment and Apparel Federation (1) 17%
· Ontario Equestrian Federation (1) 17%
· Ontario Trail Riders Association - (1) 17% 
· Other - Pony Clubs, Tourist Association (2) 33%, Chamber of Commerce (3) 50%
13. Do you currently consider your business part of the Ontario tourism industry?


Yes   (3) 50%     No (3) 50% 
14. Who are your customers (profile)?
· English, hunter, jumper, Western Endurance, Competitive

· Wide range of repeat customers and referrals (2) 33%
· Tourists, weddings, special occasions and equestrian events

· Serious riders

· Owners of horses, corporates, weddings and special occasions

15. Where do they come from (geographically)?

· 60 minute radius (100%)



Georgetown and Orangeville


Guelph, Acton, Erin



Ontario - Local (Toronto, Guelph, Mississauga, Arthur)



Tottenham to Hwy 27

16. Please profile your “ideal customer”?

· Drop ins - lots of locals (retail) - (3) 50%
· Serious equestrians (retail)
· 1-2 night leisure travelers (2) 33% 
17. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?

Yes - 100% (6)

18. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes   (4) 66%

No  (2) 33%
7a. If yes - what would the experience(s) be? Year round lessons in an indoor arena
· A clothing line

· Affordable experiences for horse people

· A half day horsemanship clinic

7b. If yes - what would be the greatest hurdle for you in order to achieve that?

· Grooming and marking trails
· Insurance

· Insurance - borders are covered (transients would not be covered under our policy)

19. How do you currently market your business?

· In the Hills - 50% (3)
· Tourist Association

· Local Horse Magazines -50% (3)

· Yellow Pages/Phone Book (2) 33%
· B&B Association

· Website (4) 66%
· Fall fair brochures

20. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services) No - 100% (6)
21. What do you consider to be this area’s best equestrian asset? 
Growing number of horses

· Availability of horseback riding

· Affordable land (excellent terrain)

· Halton Place - developed as show place

· Horsemen (2) 33%
· Caledon Equestrian Park

Would you be interested in being part of a collaborative effort to build and promote the Headwaters Equestrian product? Yes - (5) 83%   No - (1) 16%
Telephone Survey Results: Coaches (4)
19. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Canadian Equestrian Federation (Equine Canada)
· Ontario Equestrian Federation
· Other: Quarter Horse Association. None (less orthodox business).
20. Do you currently consider your business part of the Ontario tourism industry?


Yes  (1)  25%    No (3) 75%
21. Who are your customers (profile)?

· Competitive Equestrians 
· Intermediate and advance level riders

· Kids Camps (and their parents)/Recreational riders

· Horse owners
22. Where do they come from (geographically)?

· 60 minute radius (75%) 



Georgetown (some Toronto or N of Halton Hills)


Focus on Guelph and Caledon



Ontario Wide



Local

23. Please profile your “ideal customer”?

· Top 25% income bracket
· Family interest (passionate)

· Love for the animal

· Competitors

24. Do you offer on site services or do you work on a freelance basis?

· On Site -  (1) 25%
· Freelance -  (4) 100%
25. Do you offer any additional services over and above coaching/training?

· Camps and Shows

· Psychological assistance (animals)

· Consultant for people setting up a horse farm

26. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?
Yes - (3) 75%  Not sure - (1) 25% (Comment: area already well known)
27. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes (3)  50% 

No  (1) 25% (If no -proceed to Q 8)

9a. If yes - what would the experience(s) be?

· Corporate experience
· Partner with other stables - challenge series

· Use of equestrian experiences to develop self awareness

9b. If yes - what would be the greatest hurdle for you in order to achieve that?

· Need to improve the comfort level of my facility
· No response (2)
28. How do you currently market your business?

· Word of mouth 75% (3) 
· Web 50% (2)

29. How far ahead should people book to work on a training program/coaching at your stable?
· Based on availability (2)

· Usually fully booked

· Varies (50%)

30. What is the average price point for coaching/a training program at your stable?

· $80 - $100/hr (3) 75%
· $95 /hr

· Seminars - $475 (1) 25%
· $50/hr consulting (1) 25%
31. What kind of insurance protection do you currently need to carry?

· Liability 100% 

Comment: Covers our boarders only
32. Do you have any boarding space available on an ad-hoc basis for transient horses from out of town? No - 100% (4)
33. Is your business located close to riding trails?

· No (100%)
Comments: Only for trailering
34. How would you rate local trails from a rider’s point of view? 

Excellent - (2)
No response/not applicable (2)
35. What do you consider to be this area’s best equestrian asset? 

· Caledon Equestrian Park
· Experienced horse people (2)
· Community appreciation and support for horses 
· Land (2)
36. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?

Yes - (2) 50%  Comment: But not as a volunteer- as a consultant


No - (2) 50%  
Telephone Survey Results: Events (1)
18. When does your event take place? Summer
1a  Does the event require spectators or competitors to stay overnight? Not sure about spectators but staff and competitors do.
19. Where is your event venue? The local fairground
20. Is your event a qualifier for another event or competition? 
3a  At what level of competition is your event? North American Professional
21. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Ontario Rodeo Association
22. Do you currently consider your business part of the Ontario tourism industry?


Yes   - events all over Ontario
23. What is the average attendance at your event? (Competitors/Spectators)

6,000 (3,000 per day)
24. Who are your customers (profile participants and spectators)? Families - city dwellers
25. Where do they come from (geographically - participants and spectators)?

1 hour radius
26. Please profile your “ideal customer”?  Families
27. What is the entry fee for spectators? $16 (competitors - $120)
28. Do you offer any additional equestrian services over and above this event? 


No

29. Do you believe that this area has the potential to become better known as a destination for equestrian experiences? Yes
30. Are you interested in expanding your operation to offer more experiences to tourists? 
No  
13 a. If yes - what would the experience(s) be?

13 b. If yes - what would be the greatest hurdle for you in order to achieve that?

31. How do you currently market your event? Telemarketing (90%) print and broadcast (10%)
32. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services) No
33. What do you consider to be this area’s best equestrian asset? Volume of horse farms and equestrians in the area. 
34. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region? Yes
Telephone Survey - Municipality

· Municipality generally supportive of equestrian activities

· Currently no formal municipal policy related to equestrian activities - but a strong possibility for the future

· Large number of horse farms and breeders in the community

· Elora Cataract Trail accessible to equestrians - accessible by trailer in both Erin and Hillsburgh

Appendix 5: Online Surveys
Online Survey Results - Riding Centres (4):

1. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· Equine Canada - 25%
· Ontario Equestrian Federation - 50%
· Ontario Hunter Jumper - 25%
2. Do you currently consider your business part of the Ontario tourism industry?


Yes 75%     No 25%

3. Who are your customers (profile) Note: include general population vs experienced riders?

· 80% Women 30 - 60

· Thoroughbred, hunter jumper riders

· Pleasure riders, show riders, hunter/jumper, driving

· Middle income with a true love of horses - interested in the complete experience

4. Where do they come from (geographically)?

· Orangeville, Acton, Guelph, 

· Ontario

· GTA, Brampton, Mississauga, Halton Hills, Orangeville

· Dufferin County

5. What experiences do you offer your customers?

· Lessons, showing, hands-on horsemanship (100%)
6. Please profile your “ideal customer”
· Committed with a love for horses

· Women 25-65, intermediate riders, and someone with a young horse who wants to show

· A high participant who spares no expense on the care of their animal

· Someone who wants to improve their skills and show at The Challenge and Trillium Levels

7. Do you incorporate riding trails into the experience you offer?  Yes  50%   No 50%
7a. If yes - which trails do you use? 
· Private trails on our property (50%) and Mono Trails (25%)
7b. If so - how would you rate local trails from a rider’s point of view? 

Excellent (25%) 
Poor (25%) 
Good (25%)  N/A 25%
8. Whose role is it to develop and market the trails?

· Ontario Trail Riders Association and Ontario Tourism 

· Local Municipality 
9. How many horses/ponies do you have available for customers? 
· 4 (25%)
· 10-15 (75%). 
10. How many horses/ponies are available together from your facility at one time? 
· 4-6  (100%)
10a. If applicable - what is the ratio of staff to riders in a group experience? 
· 1:1 or 1:4 or 6 depending on rider level
11. Do you believe that this area has the potential to become better known as a destination for equestrian experiences? Yes - 100%
12. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes  75%  

No  25%
12a. If yes - what would the experience be?

· Only 50% responded:

· Lessons/Dressage (25%)
· Half or full day on a horse farm (25%)

12b If yes - what would be the greatest hurdle for you in order to achieve that?

· Improve horses to be able to accomplish this
· Getting feedback from potential customers so that the experience would be tailored to their needs and wants

13. How do you currently market your business?

· Word of mouth - 50%
· Local and equine news publications

· Trade magazines, internet, flyers, horse shows

14. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services) 

· 25% - with other equestrian facilities for shows and clinics

15. How far ahead should people book to have an experience at your operation?

· One week - 50%
· Booking not required - 25%

· Several weeks - 25%

16. What is the average price point for an experience at your operation?
· $30 for 30 minutes private - 25%

· $30 hour group -25%

· $25 for a group lesson - 25%

· 25% - no response

17. Do you provide safety equipment for people riding your horses, or do they provide their own? 
· All can provide 
18. What kind of insurance protection do you currently need to carry?
· Waivers and Liability (100%)

· general farm and coaching (25%)

· Farm, equine and liability (25%)
19. What do you consider to be this area’s best equestrian asset? 

· The number of horse farms and trails (25%)
· Bruce Trail (25%)

· The variety of experiences from pleasure to top rate (25%)

· No response (25%)

20. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region? 


Yes - 100%
Online Survey Results: Boarding Stables (6)
1. Are you or is your facility a member of any equestrian/industry associations?  
· Canadian Equestrian Federation - 17% (1)
· Ontario Equestrian Federation - 83% (5)
· Equine Canada - 17% (1)
· Ontario Hunter and Jumper Association - 17% (1)
· Other: OFA, Canadian Warmblood Association, North American Selle Francais Association.

2. Do you currently consider your business part of the Ontario tourism industry?


Yes   33% (2)   No 66% (4)
3. Who are your customers (profile)?

· Owners -33% (2)
· Young girls or women - 17%  (1)
· Men women and children interested in boarding and taking lessons - 17% (1)
· Pleasure riders - all different - 17% (1)
· 17% (1) - no response

4. Where do they come from (geographically)?

· Kitchener, Mississauga

· Ottawa, Burlington, Orangeville

· Halton Hills, Mississagua, Toronto, Brampton
· Local

· Local and GTA

· no response

5. Please profile your “ideal customer”?

· Genuine interest, pay on time, supportive of barn owner - 66% (4) 
· Assessed on an individual basis 17% (1)
· 17% (1) - no response

6. Do you offer any additional services over and above boarding?


No - 1     Yes - 5

7. Do you potentially have any boarding space available on an ad-hoc basis for transient horses from out of town?
· Yes - 1

· No - 5

· No response - 1

8. Have you ever received requests for this service in the past?


No - 5  

Yes - 1 

9. Is your business located close to riding trails? 



Yes - 2  (33%)

No - 4 (67%)
10. How would you rate local trails from a rider’s point of view? 


Fair
 1  Good
2
Excellent 1  (2 no response)
11. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?

 No - 2   
Maybe -1 
Yes - 3
12. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes - 1 (17%)         Maybe - 2 (33%)
No - 3 (50%)
12a. If yes - what would the experience be?



 No responses
12b. If yes - what would be the greatest hurdle for you in order to achieve that?

13. How do you currently market your business? 

· Internet - 66% (4)
· Print - 50% (3)
· Signage - 17% (1)
· Newsletters - 17% (1)
14. How far ahead should people book to board a horse at your stable?

· Can be done in hours 17% (1)
· Waiting list 17% (1)
· Couple of months 17% (1)

· 1 month 33% (2)

15. What is the average price point for boarding at your stable?

· $350 - 33% (2) 
· $450 - 17% (1)

· $500 - 17% (1)

· No response -  17% (1) 

16. What kind of insurance protection do you currently need to carry?

· Farm Policy/Boarding - 17% (1)
· Lots - 17% (1)

· Fire, Liability, Theft - 17% (1)

· Liability - 17% (1)

· No response - 33% (2)

17. What do you consider to be this area’s best equestrian asset? 

· The people that work and support the industry - 17% (1)
· Easy access to Boarding for people in the GTA - 17% (1)
· Numerous Boarding/Coaching Facilities - 17% (1)
· Well designed facilities and showgrounds - 17% (1)
· No response - 33% (2)
18. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region? 

Maybe 50% (3)  
 Yes 17% (1)

No 33% (2)

Online Survey Results: Events (6)
1. When does your event take place?

· June

· Thanksgiving

· August
· May and July
· Last Sunday of each month May - September
· Summer 

1a  Does the event require spectators or competitors to stay overnight?



Yes - 4 (66%) 

No - 2 (33%)
Where is your event venue?

· Erin

· Orangeville  (x 2)
· Mimosa
· Mono
· Adjala

2. Is your event a qualifier for another event or competition?




Yes 50% (3)  
No 50% (3) 
3a  At what level of competition is your event?

· Top

· Not competition - an auction

· Unofficial with low level cross country
· Beginner to pre-Olympic
· Entry
· Provincial Circuit

3.  Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· OEF (5) 83%
· N/R
· Equine Canada (1) 16%
4. Do you currently consider your business part of the Ontario tourism industry?



Yes (5) 83%
   No    (1) 16%
5. What is the average attendance at your event? (Competitors/Spectators)

· 5000

· 100 consignors/400 spectators

· 105 riders/400 spectators

· 175-200 competitors/up to 300 spectators
· 250 spectators per day
· 100

6. Who are your customers (profile participants and spectators)?

· 52% female/72% Age 21-49

· Breeders and dealers

· Pony club members/hunt followers/barn boarders
· Riding schools and riders
· Horse Owners, trainers, competitors

7. Where do they come from (geographically - participants and spectators)?

· Within two hour driving radius

· All over North America

· Southern Ontario
· Primarily Ontario and Quebec (some US)
· 1 hour driving range
· Peel, York, Grey Bruce, Caledon, Waterloo, Wellington

8. Please profile your “ideal customer”?

· N/A

· High income and net worth - love and appetite for horses (high end competition horses)

· No ideal
· People in good standing with their respective professional associations

· Riding schools and riders
· Anyone

9. What is the entry fee for spectators?

· $15

· Free

· $10
· Free
· Free
· Free

10. Do you offer any additional equestrian services over and above this event? 


Yes  (3)  50%

No (1) 16%
· (demonstrations/jumping competition)

· weekly hunt during season
· training three day event horses

· Clinics, youth competition

10. Do you believe that this area has the potential to become better known as a destination for equestrian experiences?



Yes - 100%
11. Are you interested in expanding your operation to offer more experiences to tourists? 
Yes  (4) 66%  Maybe (2) 33%

13 a. If yes - what would the experience(s) be?

· Equestrian trade fair during the existing event - vendor space  for equestrian supplies and services

· Riding to hounds

· Internationally sanctioned events

· Web links with community - B&B, farmer markets for out of town family members

13 b. If yes - what would be the greatest hurdle for you in order to achieve that?

· Getting the market there

· Lack of horses for hire for visitors

· Capital and time

· Volunteer time
12. How do you currently market your event?

· Many different mediums

· Internet, magazine, newspaper, Horse Breeders Association Newsletter, online chat, horse show programs, horse show signage

· Horse trader and posters in barns
· Association newsletters, website, word of mouth

· Local papers, riding magazines, flyers in stores
· Print
13. Do you partner with any other services in the area - equestrian or other (such as accommodation, food services)

· Rotary Club

· Corporate sponsors/caterer

· Caterer
· Local hotel and feed store

· Rambling Hills
· Food services - catering
14. What do you consider to be this area’s best equestrian asset? 

· Orangeville Fairgrounds - (2) 33%
· Suitable country for cross country riding to hounds
· Terrain and proximity to areas of high population both equine and human

· Palgrave Equestrian Park - and the fact that we cater to many different types of riders
· Facilities
15. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region?



Yes (4) 67%   Maybe (2) 33%
Online Survey Results: Coaches/Training Stables  (4)
1. Are you or is your facility a member of any equestrian/industry associations? (unaided at first - then aided as necessary):

· OEF, Equine, Ontario Trail Riders
· Equine Canada,

· OEF 

· Ontario Hunter and Jumper Association
· OEF

· Equine Canada, OEF, Ontario Hunter and Jumper Association

2. Do you currently consider your business part of the Ontario tourism industry?




Yes   (1) 25%   No (3) 75%
3. Who are your customers (profile)?

· Male/Female, 8-65, Recreational and competitive

· High end competitive equestrians
· Adult amateur horse owners, mostly female, over 30 yrs old

· Working adults, some teenagers
4. Where do they come from (geographically)?

· South Central Ontario

· Toronto, Waterloo, Oakville, Guelph, Caledon
· Mono, Amaranth, Caledon, Mulmur, Campbellville
· Toronto, Caledon, Orangeville
5. Please profile your “ideal customer”?

· People interested in improving their relationship with a horse

· Upper income, competitive hunter/jumper A circuit
· Independent, adult female horse owner who wants to build relationship with her horse
· Financially able to compete - with a love of the sport
6. Do you offer on site services or do you work on a  freelance basis?



Both (3) 75%
7. Do you offer any additional services over and above coaching/training?




Yes (3)  75%
8. Do you believe that this area has the potential to become better known as a destination for equestrian experiences? 



 Yes (4) 100%
(Comment: “But I think it is already the best known in Ontario”)
9. Are you interested in expanding your operation to offer more experiences to tourists? 

Yes   (2) 50% 
 Maybe (1) 25% 

No (1) 25%
9a. If yes - what would the experience(s) be?

· Personal coaching in Reining or Side Saddle - incorporate time for local sight seeing

· Workshops and Clinics with horses - building self confidence
· Not sure
9b. If yes - what would be the greatest hurdle for you in order to achieve that?

· Need more accommodations 

· Marketing in broader geographic area
· N/R
10. How do you currently market your business?

· OEF and Rider Newsletter

· Word of mouth

· Word of mouth and website
· Ads
11. How far ahead should people book to work on a training program/coaching at your stable? 

· Couple of weeks

· Depends - several months

· 1 week - 6 months
· 1 month or by chance

12. What is the average price point for coaching/a training program at your stable?

· $35/hr

· $1,350 per month
· $50/hr

· $800 per month
13. What kind of insurance protection do you currently need to carry?

· Policy to cover the teaching of riding

· Liability
· Liability
· Building coverage and liability
14. Do you have any boarding space available on an ad-hoc basis for transient horses from out of town?

· Possibly, occasionally
· Not usually
· No (2) 50 %
15. What do you consider to be this area’s best equestrian asset? 

· Number of horses in all breeds and disciplines

· Palgrave Equestrian Park (2) 50%
· Facilities, events and trails (Dufferin Forest and Mono Cliffs Park)
16. Would you be interested in being part of a collaborative effort to build and promote the Equine industry in the Headwaters region? 



Yes (3)  75%    Maybe (1) 25%
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Breakdown of Equestrian Database by Sector








� Economic Contribution of the Equine Industry in North East Ontario, Suther Holley Associates, May 2006


 � Livestock Technology Info Sheet, “Economic Impact of the Ontario Horse Industry”  Dr Bob Wright (August 2005)


�Your Guide to Horses by Katherine Blocksdorf


� Canadian Horse Industry Economic Impact 1996 (OMAFRA)


� Ministry of Agriculture, Food and Rural Affairs, August 2005


� York Region Horse Industry Overview


� Equestrian Tourism (Scottish Tourist Board) Acorn Consulting, 2001


� As for note 6 above - Acorn Consulting, 2001


� Equestrian Tourism (Scottish Tourist Board) Acorn Consulting, January 2001


� Ontario Tourism Strategy


� All references to Agri-tourism are sourced from the  Ministry of Tourism TAMS Report - Interest in Agri-Tourism


� All references to Outdoor Visitors and Enthusiasts are sourced from Tourism Monographs - OTMPC


� All references to Outdoor Activists are sourced from the Ministry of Tourism - TAMS Outdoor Segmentation Report


� Ministry of Tourism - TAMS Outdoor Segmentation Report


� Ministry of Tourism - TAMS - Family Segmentation Report


� Ministry of Tourism - TAMS - Emergent Vacation Interest Report
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