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INTRODUCTION AND 
ACKNOWLEDGEMENTS

Tansi Tourism Solutions was engaged by the Rural
Municipality of Tache in March 2024 to research and
prepare a Community Tourism Development Strategic
Plan with the following objectives:

1- Tansi will do a community Tourism asset inventory,
including status of assets, accessibility, and other
required details

2 - A Strengths, Weaknesses, Opportunities, and Threats
(SWOT) analysis

3 - A review of available literature and local tourism data
analysis to see key trends

4 - A community consultation session to build a
collaborative Tourism Strategic Plan

5 - Identification of key target markets

6 - Identification of marketing tactics incl. social media
relevant messaging, partnership identification
opportunities, and marketing tactic recommendations
for future planning and development.

During our research, location visits, and community roundtable
session, the following people have made time for us, shared
their knowledge, made us feel welcome, and given us support.
For their friendship, advise, and direction, we are grateful.

Lesley Gaudry, The Rural Municipality of Tache
Gareth Tanswell, Lorette Golf Course
Tashia and Joseph Lapeire, Ste. G’s General Store
Christel Lanthier and Joey Fiola, Ferme Fiola Farms
Anna and Luke Hunter, Long Way Homestead
Melanie Gamache, Borealis Beading 
Adele Krasniuk, Ark Ceramics and Gifts
Robert and Virginia Freynet, Monseigneur Tache Historic Site
McKenzi Watson and Steve Rempel, Prairie Exotics
Dawna, Dawson Trail  Motor Inn and Restaurant
Light of the Prairies Retreat Centre, Lorette



EXECUTIVE SUMMARY

The Tourism and Destination Development
Strategy Plan for the Rural Municipality of Tache
aims to leverage its geographical, cultural, and
historical features to grow a tourism industry. 
This plan leverages insights from the SWOT
analysis and the community roundtable to outline
a comprehensive strategy for destination
development, focusing on creating compelling
visitor attractions and experiences.

Key recommendations include improving
infrastructure such as roads and signage,
encouraging investment in diverse accommodation
options, and developing the Centre of Canada
landmark. The plan emphasizes growing existing
agritourism experiences, establishing soft
adventure experiences, promoting heritage
tourism products, and fostering community
collaboration and support. Year-round attractions
and events, such as seasonal festivals and indoor
wellness retreats, are also suggested.

Catalyst projects include establishing a visually
striking Centre of Canada landmark as planned,
organizing an annual Old Dawson Trail Treasure
Hunt, and fully implementing the existing heritage
Monseigneur Tache Historic Site development
project. 



EXECUTIVE SUMMARY
Catalyst projects include establishing a visually striking Centre of Canada
landmark as already planned in the concept design, organizing an annual Old
Dawson Trail Treasure Hunt, and completing development of the heritage
venue of Monseigneur Tache Historic Site. 

The implementation framework is divided into three phases: catalyst items (0
-24 months) focusing on immediate marketing and infrastructure
improvements; shorter-term goals (12 - 48 months) including the start of the
construction of the Centre of Canada landmark project, and the promotion of
additional all season visitor products, and finally, mid-term goals (2 – 5 years)
aimed at expanding accommodation options, developing indoor attractions,
and organizing regular local cultural festivals and events. 

The plan outlines a suggested marketing strategy targeting regional residents,
families, outdoor enthusiasts, and cultural visitors through various channels
and partnerships, with a focus on community involvement.

IMPORTANT NOTE: Although this plan is created for the Municipality of Tache,
many of the suggestions, particularly related to product and experience
development, are actions that can only be implemented by individual businesses,
with the Municipality acting in the role of a facilitator.



KEY 
STRENGTHS

KEY 
CHALLENGES

KEY 
OPPORTUNITIES

WELL KNOWN TRAILS LIKE
THE  HISTORIC DAWSON

TRAIL 

SMALL TOWNS WITH RURAL
CHARACTER

COUNTRY LANDSCAPE

ENGAGED COMMUNITY

PROXIMITY TO LARGE URBAN
AND BUSINESS CENTRES

LOCATION AT THE CENTRE
OF CANADA

FAMILY FRIENDLY ASSETS IN
PLACE

CULTURAL AND HISTORIC
HERITAGE 

ACCOMMODATION AND
INFRASTRUCTURE

DEFICIENCIES

FUNDING AND SUPPORT FOR
TOUSISM PROJECT

DEVELOPMENT AND MARKETING 

EXTREME SEASONALITY  LEADS
TO STAFFING AND STAFF
TRAINING CHALLENGES

DEPENDENCY ON SUMMER SEASON
AND LIMITED EXPERIENCES AND

HOURS OF OPERATION OUTSIDE OF
SUMMER SEASON

MIXED LOCAL SUPPORT FOR
TOURISM PARTLY DUE TO LACK

OF RESIDENTS AWARENESS

 SERVICES AND AMENITIES TO
SUPPORT VISITOR EXPERIENCE
(REST STOPS, SIGNAGE, ETC.)

IMPROVE  VISITOR
INFRASTRUCTURE

SUPPORT GROWTH OF
ADDITIONAL VISITOR

EXPERIENCES OUTSIDE OF
SUMMER SEASON

IMPROVE BUSINESS CLIMATE
AND CREATE  INCENTIVES FOR

TOURISM OPERATORS

DEVELOPMENT OF CENTRE
OF CANADA SITE

MARKETING CONTENT AND
ASSET CREATION. JOINT
REGIONAL MARKETING

LEVERAGING LOCATION,
HISTORICAL AND CULTURAL

ASSETS

LONG-TERM MANAGEMENT AND
STEWARDSHIP OF HISTORIC

ASSETS

LACK OF REGIONAL MARKETING
AND COLLABORATION

BROADEN AGRITOURISM AND
ECOTOURISM PRODUCTS LIKE GUIDED

NATURE WALKS, GUIDED BIRDING,
YOGA CAMPS, SELF GUIDED FARM

CIRCLE TOURS, WEEKEND MARKETS,
SEASONAL FOOD  FESTIVALS

Refer to SWOT Analysis Summary and Insights from
Community Roundtable held June 11, 2024, attached.

Key points identified following the Community Roundtable
session and our visit to individual businesses. 



SUPPORTING DATA
https://www.destinationcanada.com/en/destination-development

The community inputs complement the 2023 DC Destination Development Report in
highlighting some of the main barriers but also showing the path to possible solutions.

Stakeholders overwhelmingly identified funding as the biggest challenge related to
destination development
The economic value of tourism isn’t widely understood outside of the tourism stakeholder
ecosystem which creates significant barriers for investment for destination development. 
By fostering an environment of collaboration with other organizations and jurisdictions, the
industry can streamline messaging and learn from similar experiences.
Engaging with local communities on destination development will create a more tailored
approach specific to each community’s needs and foster more buy-in among  local residents. 

See details in DC
Report extracts
in following
pages
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RM OF TACHE GOALS AND
GUIDING PRINCIPLES

Goals

Increase visitor numbers and
tourism revenue.

Enhance the visibility and
awareness of Tache as a visitor
destination.

Develop year-round attractions
and experiences.

Foster community engagement
and collaboration in tourism
initiatives.

Establish mechanisms for local
tourism businesses to thrive.

Ensure sustainable and
responsible tourism development.



GOALS AND
GUIDING PRINCIPLES

Guiding Principles for Destination
Development

Community Involvement: Engage
residents and businesses in tourism
development.

1.

Infrastructure Development: Develop
a central attraction as a regional
landmark . 

2.

Cultural Preservation: Project and
preserve the rich cultural and
historical heritage.

3.

Visitor Experience: Improve signage
and stay options.

4.

Innovation: Encourage development
of creative and diverse tourism
products.

5.

Marketing: Strongly broadcast content
giving reasons why visitors should
spend time in the community.

6.



INTRODUCING 
THE STRATEGY

The vision for Tache's tourism strategy is for the
Municipality to become a regional destination that
leverages its unique geographical location, rural
character, proximity to a big city, and cultural heritage,
to make available a range experiences for visitors.

The "Marketing and Awareness" strategy focuses on
creating promotional materials and launching targeted
digital campaigns to boost visitor numbers in the short
term. This includes a branding strategy centered on
Tache's unique position as the Centre of Canada,
possibly in collaboration with Eastman Tourism and
Travel Manitoba. 

"Infrastructure Development" aims to enhance
accessibility and visitor experience by improving
roads, signage, and developing a signature Centre of
Canada landmark and related facilities, along with
encouraging investment in diverse accommodations. 

The "Tourism Product and Experience
Development" initiative requires Tache to foster
development of eco-tourism, soft-adventure, heritage,
and agritourism packages, highlighting historical sites,
with promotion of country fairs, events, and local
culinary experiences. 

The "Community Collaboration and Support"
priority emphasizes fostering partnerships among
businesses, local government, and tourism
development bodies, assisting local businesses in
securing funding, giving information and advice, and
organizing community forums. 

Lastly, "Year-Round Attractions and Events"
provides focus on creating seasonal events, enhancing
trails, and introducing indoor attractions and wellness
retreats to ensure year-round visitor appeal.



STRATEGIES IN DETAIL
Marketing and Awareness:

Either create separate Tache Tourism website or piggyback on
existing eastmantourism.ca website to create Tache specific content
and landing pages.
Design, print, distribute destination promotion material for
immediate term visitor boost ( see examples).
Launch southern Manitoba targeted digital and social media
campaigns.
Develop a unified branding strategy (in collaboration with Eastman
Tourism?) emphasizing Tache’s Centre of Canada location and unique
attributes.
Coordinate with Eastman Tourism and Travel Manitoba for ongoing
content creation, cross promoting, marketing, and visibility.

Infrastructure Development:

Advance on priority (subject to funding), the Centre of Canada
landmark and related facilities development plan.
Improve directions to local attractions signage to enhance visitor
experience.
Support, provide tourism related advisory service, and give incentives
to encourage investment in diverse tourism assets and
accommodations.

Tourism Product and Experience Development:

Bundle existing agritourism, nature, wellness, golf, and dining assets
to create Visitor Day Packages (see examples in appendix). 
Create additional farm tourism, eco-tourism and soft-adventure
products. 
Develop heritage and cultural experiences themed on the Old
Dawson trail, the Grain Elevator, old River Lot system, Centre of
Canada, Sistine Chapel of the Prairies, and the Monseigneur Tache
Historic Site (see appendix).
Further develop local and existing ‘farm to fork’ culinary experiences.



STRATEGIES IN DETAIL...cont
 
Community Collaboration and Support:

Set up a Tourism Advisory volunteer committee reporting to Council,
assign specific tourism development related portfolios to each
Committee member, meet regularly to monitor progress. 
Build formal partnerships, collaborations, and information sharing
among local businesses, neighbouring municipalities, Travel Manitoba,
and Tourism Winnipeg. 
Support local businesses with information on accessing funding and
grants.
Host twice yearly community  tourism forums and networking events.

Broaden seasonality with Year-Round Attractions and Annual Events:

Develop seasonal festivals, farmer markets, and events.
Enhance existing trails and guided outdoor activities for winter..e.g
December and January horse-drawn sleighrides, guided snow-shoe walks.
Introduce indoor attractions and wellness retreats.
Thanksgiving, Halloween, Mother’s Day, Father’s Day, Easter -themed
farm events, indoor events , restaurant, and gift shop specials.
Allocate Municipal funding for enhanced social media promotion of
winter and themed events.

FUNDING OPPORTUNITIES TO EXPLORE:

Manitoba Tourism Strategy: https://www.travelmanitoba.com/tourism-
industry/industry-resources/provincial-tourism-strategy/.

To find out if your business project qualifies and to apply:
https://www.travelmanitoba.com/tourism-industry/industry-resources/funding/

Winter Tourism Development Fund to expand winter tourism offerings:
https://mbchamber.mb.ca/2022/08/15/travel-manitoba-prairiescan-launch-fund-
to-support-winter-tourism-experiences/

https://can01.safelinks.protection.outlook.com/?url=http%3A%2F%2Furl8899.travelmanitoba.com%2Fls%2Fclick%3Fupn%3DoAJNIA3hzOpGD8dHeGl1rgIeLNdtM52kH0WLPHNdUcxULJuluc8kMiPQsinyORCZIbMEsKxdQBhlHgRvsnhNY-2FHcQ5mHJg5DhieMyBAp1Z3MKbsY-2F6V-2FeJrfPPOVxcQY-2BoTDFlas10zqVL51kRSy5A-3D-3D63HH_pM0coNzg62M0U8lok0eEr1-2FacS4PIBxMC0L5-2FA6gIpCozKqdfh7tDV5sesQxetjSyDYyMrsicKYTaQq6qH8MudwYaGo6-2BDs5kZqupgO73SwJphLBiaTNxwblYERH9Emp2H0Ch4iHucL2PzKpd7UasL0QWrQdV24o1BWLo0HpcXtcmxTuASrUhEkPQ7Pj-2BCWX7Bukz26Gd3VoXh3TxZ9pFnt52ruj-2BFStG5a6DAm3C2E-3D&data=05%7C01%7CkViveiros%40mbchamber.mb.ca%7C1915e99b18c04772826008da7ed39ab3%7C828f104078db4b5186162122ea100869%7C0%7C0%7C637961744552438576%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=wSU15Auss0x2prkdDxDBm3hsoi4UoyFR%2BzSOzbvjXcg%3D&reserved=0
https://can01.safelinks.protection.outlook.com/?url=http%3A%2F%2Furl8899.travelmanitoba.com%2Fls%2Fclick%3Fupn%3DoAJNIA3hzOpGD8dHeGl1rgIeLNdtM52kH0WLPHNdUcxULJuluc8kMiPQsinyORCZIbMEsKxdQBhlHgRvsnhNY-2FHcQ5mHJg5DhieMyBAp1Z3MKbsY-2F6V-2FeJrfPPOVxcQY-2BoTDFlas10zqVL51kRSy5A-3D-3D63HH_pM0coNzg62M0U8lok0eEr1-2FacS4PIBxMC0L5-2FA6gIpCozKqdfh7tDV5sesQxetjSyDYyMrsicKYTaQq6qH8MudwYaGo6-2BDs5kZqupgO73SwJphLBiaTNxwblYERH9Emp2H0Ch4iHucL2PzKpd7UasL0QWrQdV24o1BWLo0HpcXtcmxTuASrUhEkPQ7Pj-2BCWX7Bukz26Gd3VoXh3TxZ9pFnt52ruj-2BFStG5a6DAm3C2E-3D&data=05%7C01%7CkViveiros%40mbchamber.mb.ca%7C1915e99b18c04772826008da7ed39ab3%7C828f104078db4b5186162122ea100869%7C0%7C0%7C637961744552438576%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=wSU15Auss0x2prkdDxDBm3hsoi4UoyFR%2BzSOzbvjXcg%3D&reserved=0
https://can01.safelinks.protection.outlook.com/?url=http%3A%2F%2Furl8899.travelmanitoba.com%2Fls%2Fclick%3Fupn%3DoAJNIA3hzOpGD8dHeGl1rgIeLNdtM52kH0WLPHNdUcxULJuluc8kMiPQsinyORCZIbMEsKxdQBhlHgRvsnhNY0tksSY7e7-2BbcJ-2Bu2fqd499q2TtkVi7F5DsGgSAVIsApiiQv_pM0coNzg62M0U8lok0eEr1-2FacS4PIBxMC0L5-2FA6gIpCozKqdfh7tDV5sesQxetjSyDYyMrsicKYTaQq6qH8MuVnJR-2F98Gq6zFlECgq6FKE93kaAfuDR4wE6qTTe3pTQtAYWeKC2lg-2B8Jhfj93OFTbIiipn8LahKzMDeS08wL0kSIlpVUPLNN20PnuVWPV08ha6JaLZZrA9OuS07Y6Rd82juxRWZLFUUUfNOJfehZkLg-3D&data=05%7C01%7CkViveiros%40mbchamber.mb.ca%7C1915e99b18c04772826008da7ed39ab3%7C828f104078db4b5186162122ea100869%7C0%7C0%7C637961744552282357%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=7Rcdc0MwisFRGMs1VB52sFGcRK5ZkBD8j%2FljT8tbhzA%3D&reserved=0


1.
QUICK
WINS 

2025 - 2027

3.
SET ASIDE

UNTIL
RESOURCES 

ALLOW

 2.
LONGER
PERIOD

ACTIONS 
2026 - 2028

4.
 RE-EVALUATE 

IN FUTURE

1. QUICK WINS or CATALYST PROJECTS are high value
tactics with low complexity and can be achieved within 3
years (2024 - 2027). 

2. LONGER PERIOD ACTIONS are high value that possibly
require community, regional or provincial involvement,
support, funding, and perhaps regulatory clearances. These
require 4 to 6 years to implement and achieve results
(2024–2030). However, some activities can start
immediately to achieve outcomes. 

3. SET ASIDE UNTIL RESOURCES ALLOW - these are lower
complexity and relatively less value initiatives to be
addressed when resources permit.

4. RE-EVALUATE IN FUTURE are those ideal wish-list items
not realistically achieved in the short to mid-term frame of
this strategy.

 

Low Complexity High Complexity

Low
 Value

High Value

The prioritization of each objective
and the relative timing for
implementation is based on the
following framework.

SETTING PRIORITIES

Implementing the destination development objectives with the above time
framework will allow the Municipality of Tache (and perhaps Eastman Region
Tourism) to examine the different priorities across all planning areas and set
suitable timelines for action. 

The suggested actions identified within the 5 planning areas would benefit from
community involvement and leadership on an ongoing basis. The desire to be
involved in the process and local leadership skills are both present as seen
during the community consultation process. 



CATALYST PROJECTS

The following objectives are identified as priority
catalyst projects for moving the Municipality of Tache
Community Tourism Development Strategy towards
faster implementation. 
Marketing and Awareness:

Either create separate Tache Tourism website or piggyback on existing
eastmantourism.ca website to create Tache specific content and landing
pages.
Design, print, distribute destination promotion material for immediate term
visitor boost ( see exampl).
Launch southern Manitoba targeted digital and social media campaigns.

Infrastructure Development:

Advance on priority (subject to funding), the Centre of Canada landmark and
related facilities development plan.
Improve directions to local attractions signage to enhance visitor experience.

Tourism Product and Experience Development:

Negotiate and obtain Federal or Provincial funding for supporting local
businesses to advance digitization with web based scheduling, booking, and
payment options
Arrive at an acceptable solution for the management and ongoing care of
community owned historic and cultural assets managed by volunteers currently.
Develop heritage and cultural experiences themed on the Monseigneur Tache
Historic Site (see appendix).
Bundle existing agritourism, nature, wellness, golf, and dining assets to create
Visitor Day Packages (see examples in appendix).



CATALYST PROJECTS

The following objectives were identified as top priority
catalyst projects for moving the Municipality of Tache
Community Tourism Development Strategy towards
faster implementation. 

Community Collaboration and Support:

Set up a Tourism Advisory volunteer committee reporting to Council, assign
specific tourism development related portfolios to each Committee member,
meet regularly to monitor progress. 
Host twice yearly community tourism forums and networking events.

Broaden seasonality with Year-Round Attractions and Annual Events:

Enhance existing trails and guided outdoor activities for winter..e.g December
and January horse-drawn sleighrides, guided snow-shoe walks.
Encourage programming for Thanksgiving, Halloween, Mother’s Day, Father’s
Day, Easter -themed farm events, indoor events , restaurant specials,  gift
shop specials.

SUGGESTION
To find out if proposed project(s) is eligible, or to get more details on funding
programs, please send an email to the Prairies Canada office and get guidance:

Manitoba: wd.mb-mb.deo@prairiescan.gc.ca

Project concepts with the strongest merit and best alignment with the program
priorities will be invited to complete a full application and undergo further
assessment.

mailto:wd.mb-mb.deo@prairiescan.gc.ca


PRODUCT SUGGESTIONS
As part of our recommendations to the RM of Tache to build a strong tourism
foundation, Tansi Solutions was to make suggestions to local tourism
operators on how to improve and provide Exceptional Visitor Experiences. The
objective is for local businesses to be able to deliver a memorable tourism
product that encourages word-of-mouth marketing, generates positive google
reviews, and repeat visits by exceeding visitor expectations.

We were delighted to learn that some of the ideas suggested by us during our
in-person visit to local businesses were in the process of being implemented
by two business owners.

Below are amendments, changes, and local collaborations that some of the
businesses we visited can do in the short-term to improve their visitor
experience, boost revenue, and expand client base. These suggestions are a
result of short site visits and based on limited information, and first
impressions gathered. We recommend longer term support on product
development, funding, and marketing (at the least) to these and other tourism
related businesses so they can realize their full potential.

Brief product development and marketing Ideas:

Ste. G’s General Store: develop as a venue for local artisans, branding

Long Way Homestead: growing their Farm to Fork culinary experience,
educational farm tours, website development

Ferme Fiola Farms:  improving visitor experience with facility upgrading,
educational tours for schools, better defined visitor packages that can be
scheduled and booked online

Ark Ceramics and Gifts: as a regional centre for craft workshops

Monseigneur Tache Historic Site: guided and self-guided site tours once the
site is developed as planned, as venue for family events and celebrations,
as venue for movie shoots, educational tours, guided country walks



PRODUCT SUGGESTIONS
Prairie Exotics: set up specific visitor packages that can be scheduled and
booked online, improved visitor experience with facility upgrading,
barnyard animal tours for families, educational tours, as a venue for local
farmer market

Dawna, Dawson Trail Motor Inn and Restaurant: rebranding of business,
changing restaurant business model, packaging accommodation and
breakfast, collaborating with Lorette Golf Course, and other agri-
businesses to set up weekend getaway packages

Light of the Prairies Retreat Centre, Lorette: website upgrades with more
details of retreat, workshop and meeting space, rental, and
accommodation scheduling, booking, and payment options. Multi channel
marketing to reach specific audiences that manage executive
development sessions, corporate and private retreats, other special
interest Group business. 



LONGER PERIOD ACTION ITEMS 

The following objectives were identified as Projects
lower on the priority list and ones that are ‘wish-list’
items for implementation over the medium term. 

AND ONES TO SET ASIDE UNTIL
RESOURCES PERMIT

Marketing and Awareness:

Develop a unified branding strategy (in collaboration with Eastman Tourism?)
emphasizing Tache’s Centre of Canada location and unique attributes.
Coordinate with Eastman Tourism and Travel Manitoba for ongoing content
creation, cross promoting, marketing, and visibility.

Infrastructure Development:

Support, provide tourism related advisory service, and give incentives to
encourage investment in diverse tourism assets and accommodations.

Tourism Product and Experience Development:

Provide advisory support and encourage businesses to create additional farm
tourism, eco-tourism and soft-adventure products. 
Provide advisory support to develop heritage and cultural experiences
themed on the Old Dawson trail, the Grain Elevator, the old River Lot system,
Centre of Canada location, Sistine Chapel of the Prairies, and the
Monseigneur Tache Historic Site (see appendix).
Further develop local and existing ‘farm to fork’ culinary experiences.



LONGER PERIOD ACTION ITEMS 

The following objectives were identified as Projects
lower on the priority list and ones that are ‘wish-list’
items for implementation over the medium term. 

AND ONES TO SET ASIDE UNTIL
RESOURCES PERMIT

 
Community Collaboration and Support:

Build formal partnerships, collaborations, and information sharing among
local businesses, neighbouring Municipalities, Travel Manitoba, and Tourism
Winnipeg. 
Support local businesses with information on accessing funding and grants.

Broaden seasonality with Year-Round Attractions and Annual Events:

Develop seasonal festivals, farmer markets, and events.
Introduce indoor attractions and wellness retreats.
Allocate Municipal funding for enhanced social media promotion of winter
and themed events.



ISSUES TO CONSIDER
 
Community Collaboration and Support:

1. The Municipality of Tache has a nascent and somewhat un-cohesive
tourism industry still in infancy. At the recently held community
gathering, stakeholders recognized that destination success both at the
individual business level, and for the region as a whole, will require
support and continued enhanced collaboration by all. 

2. Tourism development will succeed if it can focus on both collaborative
Eastman Region-wide initiatives, corridor-based opportunities that
include neighbouring Municipalities, as well as individual community-
based businesses. This will lead to a Tache based set of tourism
businesses that are transformative and strengthen long-term product
competitiveness of the entire Eastman Region.

A Supportive Tourism Business Environment:

3. There is an opportunity to create a supportive business climate for
tourism entrepreneurs – one that leads in Manitoba. Some support and
resources do exist at the Provincial and Federal levels, and through
different Economic Development Initiatives. However, navigating these
resources and accessing capital is still complex and remains a barrier.

4. A reasonable degree of ease and certainty in licensing and permits,
and access to the land base, is needed to support capital investment by
current and potential tourism operators; a certainty that can start by
streamlining procedures at the Municipal level.

5. The Municipality will also be well served to put in place a mechanism
that provides ongoing business support that includes handholding
through processes and approvals, mentoring, developing business plans,
tourism product development assistance, providing grant application
assistance, and ultimately, easier access to funding. 



 
Areas of Specific Business Support:

6. Address specific challenges such as the prohibitive costs associated
with liability insurance which is often a barrier for visitor based
businesses. Investigate possible pooled liability insurance programs for
land-based activity operators.

7. Cross-educate Winnipeg airport and Winnipeg city visitor centres, front-
line staff, and other potential visitor ambassadors (via familiarization
tours or experience showcases) on the range of visitor attraction in Tache.
Choose websites and Winnipeg attractions where visitors tend to ask front
line staff about local attraction details and educate them.

8. Review current calendar of any locally held festivals and events and
categorize events as to whether they promote visitation, have the
potential to motivate travel, or are almost entirely local community
focused in nature. Have a Festival and Events committee arrange the
nature and timing of seasonal events within the community. Identify
opportunities to create events that will motivate travel during the Sep-
March period in the Municipality. Think about a cost shared position of a
Festivals and Events Coordinator working across several neighbouring
Municipalities and communities to kick start the concept of corridor
building (consider RM of Springfield, RM of St. Anne, Town of St. Anne, RM
of Ritchot, RM of Hanover, RM of Reynolds, and others).
 
9. Support the development of Old Dawson and Monominto trail-based
experiences and carry out trail network enhancements within, and
between Municipalities in the region, as part of corridor building. Support
and fund trail maintenance, signage installation, online digital and paper
map availability for trail users. 

ISSUES TO CONSIDER



ALIGNMENT WITH PROVINCIAL
TOURISM STRATEGY
The Manitoba Tourism Strategy Report 2023 identifies INDUSTRY
TRENDS, TARGETS, INITIATIVES, and NEXT STEPS with specific action
plans. We recommend the extracts from the Report in this page and the
next be used as supporting material during conversations with Federal
and Provincial funding agencies.

https://issuu.com/travelmanitoba/docs/7573_travelmb-
tourismstrategy_2023_singlepages_web

VISITOR PROFILE 2022: The majority of visitors (87 per cent) were Manitobans in 2022, while 10
per cent were from other Canadian provinces. Only 2.4 per cent of visitors were from the U.S.
and 0.45 per cent were from overseas.
A silver lining of the pandemic is an increase in Manitobans’ desire to travel within their home
province. An April 2023 Probe Research survey showed that 48 per cent of Manitobans were
interested in traveling within Manitoba, which is up from 23 per cent pre-pandemic.

KEY INDUSTRY TRENDS: The following trends and their implications are drawn from
assessments of interviews conducted with both inbound and outbound tourism stakeholders. 

1. Lack of access and reduced transport connectivity 
2. Labour and skill shortage 
3. Higher costs 
4. Reduced business travel and events 
5. Product degradation 
6. Reduced access to capital and limited liquidity 

KEY MARKET TRENDS: 
Around the world, the tourism sector is undergoing a transformation as consumer behaviours
and values shift. What visitors value — and where they spend their time and money — is
changing in response to the lasting impact of the pandemic. Destinations and businesses that
explore and understand these shifts can act now to adapt operational models, improve product
and service development, channel marketing budgets and prepare for what’s next. 

1. Frictionless travel 
2. Domestic travel 
3. Responsible travel  



ALIGNMENT WITH PROVINCIAL
TOURISM STRATEGY
KEY MARKET TRENDS: 

4. Ascendance of communities 
5. Indigenous connection 
6. Wild for wilderness 
7. Health and wellbeing 
8. Affluent travel boom 
9. Great resignation and retirement 
Post-pandemic, more people are rethinking their work-life balance than ever before. By 2025,
people aged 65 and older will account for 11 per cent of the world’s population and international
travel will more than double. With time and money for travel, this segment remains a key
audience for travel operators to consider.

DESTINATION MANAGEMENT (MANITOBA): 
Destination management is the coordination of all aspects of a destination that contribute to a
visitor’s experience, including the perspectives of visitors, the tourism industry (attractions,
accommodations, visitor services), businesses, local residents and governments. It focuses on the
supply side. Destination management includes both destination development and product
development.
Destination management is important because it increases the competitiveness and resiliency of
the industry by addressing barriers to industry growth and supporting tourism development. 

FOSTER COLLABORATION AND BUILD SUPPORT FOR TOURISM INITIATIVES: One of the
positive outcomes of the COVID-19 pandemic is that Manitobans developed a new understanding
of what tourism means to their communities and its potential for growth. Responding to the
challenges of the pandemic created a new way of thinking about how stakeholder organizations
should partner on initiatives to realize the collective opportunity. Success depends on working
together toward a common goal. To grow the Manitoba visitor economy, it is incumbent on all
levels of government, industry representatives and other stakeholders to continue to foster
collaboration and move forward together. 
As tourism is such a key economic driver for the province, a whole-of-government approach is
necessary for the industry to remain competitive, maximize visitor experience and achieve long-
term sustainable growth. All government departments and agencies must have a common
collaborative approach to enable critical province-wide destination improvements, such as roads,
wayfinding and digital connectivity, as well as park amenities, services and season extensions. 



MARKETING CONSIDERATIONS

 

Key Audiences to Target (see Why Do People Travel data
attached)

 Winnipeg and regional population centres like Steinbach: aim to engage with
regional community with social media to promote Tache attractions as convenient
day and weekend getaway options. 

Families with younger children: Existing (and future) farm and wildlife based
attractions with an educational component, as well as seasonal family-friendly
events, all are attractive to families resident in the region.

Outdoor enthusiasts: Target soft adventure seekers and nature lovers with
walking, biking, birding, and winter activities.

Cultural and heritage visitors: A refreshed Monseigneur Tache Historic Site, a
developed Centre of Canada visitor location, and seasonal country fairs and festivals,
are all attractive to this audience.

Film and TV production companies: use the convenient location, peaceful country
scenery, and heritage architecture and cultural assets to draw in this audience for
film shoots.



MARKETING CONSIDERATIONS
 

Marketing Channels

Digital and Social Media Marketing:
Use Facebook and Instagram for regular Tache updates and interactive
posts to build up an audience.
Develop a user-friendly landing page on the RM of Tache website with
detailed information, and links to attractions and events.
Support businesses to link their websites to Travel Manitoba  database
and website.

Traditional Media:
Seasonal ads on radio and well placed billboard(s) on a co-op funding
model.
Send regular press releases to local media. 

Promotional campaigns by individual businesses to promote bundles:
Suggest local businesses offer early bird discounts, family packages, and
group deals.
Develop loyalty programs and special promotions for repeat visitors.

Hosted fam tour:
An annual fam tour hosted by the RM of Tache every April/May to as
many attractions, restaurants, and tourism related businesses as
possible. Invite a selection of participants from Winnipeg area visitor
centre front line staff, Travel Manitoba, local  social media influencers,
school boards, and regional business owners from willing to collaborate
with or promote Tache based tourism businesses. 



TARGET AUDIENCES



VISITOR NUMBERS
AND REVENUE

COMMUNITY
ENGAGEMENT

INFRASTRUCTURE
IMPROVEMENTS

MARKETING
EFFECTIVENESS

MEASURING AND
MONITORING SUCCESS

SUSTAINABILITY AND
ENVIRONMENTAL

IMPACTS

MARKETING
EFFECTIVENESS

INFRASTRUCTURE
IMPROVEMENTS

Track the number of visitors and tourism revenue
through annual local business surveys.

Get analytics on the ROI, reach and engagement of
digital campaigns from Marketer.

Collect anecdotal feedback from visitors on printed
and online informational and marketing materials.

Assess the quality and accessibility of roads and
signage from periodic visitor surveys.

Monitor the increase of new accommodations (room
availability) and attractions.

Conduct regular community and local .business
feedback sessions to get direction, suggestions, and
participation in tourism initiatives.

Have procedures in place to monitor the environmental
impacts and mitigate effects of tourism activities.
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SUPPORTING DATA

NOTE: 47% of Manitobans travel during summer but it is important
to note that another 43% travel during fall and winter. This points to
the importance of having a range of visitor activities and attractions
over the Sept - March period.  

Data sourced from: Tourism Industry Association of Canada’s Canadian
Travel Insights Dashboard on Domestic Traveller Perception and Behaviour
Monitor

WHEN DO PEOPLE TRAVEL?



SUPPORTING DATA - MARKETING

NOTE: The importance and relevance of having well designed,
functional, and well marketed website pages to attract visitors
to the Municipality of Tache , and to businesses within the
Municipality, cannot be overstated.



SUPPORTING DATA

WHY DO PEOPLE TRAVEL ?

WHERE DO THEY TRAVEL TO?



Travel to Manitoba is tending 10% up in the first quarter of 2024
Consumer confidence is on the increase in Canada
Greater than 6% increase in traffic passing through Winnipeg Airport
Small decline in hotel occupancy pointing to non traditional hotel
accommodations gaining popularity

THIS DATA
IS SOURCED
FROM
TRAVEL
MANITOBA

POSTIVE
TRENDS



POSTIVE TRENDS



KEY INDUSTRY TRENDS
The following trends and their implications are drawn from assessments of interviews conducted with
both inbound and outbound tourism stakeholders.

1. Lack of access and reduced transport connectivity

• A fundamental change in airline economics has taken place resulting in decreased or changing 
demand, labour shortages and delayed aircraft orders. The rental car industry reduced its fleet 
size due to decreased demand early in the pandemic and supply chain disruptions are preventing 
fleets from rebuilding quickly. Manitoba continues to be impacted by the loss of direct routes.

2. Labour and skill shortage
• Tourism labour challenges existed pre-pandemic in certain specialized skill areas and have
escalated in the past several years. Many workers have moved on to other industries. Retaining,
retraining and attracting labour continues to be a challenge for the tourism sector in Manitoba.

3. Higher costs
• Rising travel costs are fueled by pent-up demand, reduced supply and capacity, inflation and 
supply chain issues. Prices for airlines, hotel stays, food and car rentals have all been rising as 
part of a larger inflationary trend. 

4. Reduced business travel and events
• Leisure travel is leading the way to short-term recovery while corporate travel will be slower 
to return. Increased digitization, the move toward hybrid meetings and the adoption of video 
conferencing during the pandemic have reshaped corporate events and business travel. How 
much corporate travel will return is still unknown.

5. Product degradation
• Many providers have drastically scaled back operations and services, downgrading the quality of
the experience and creating travel friction and frustration for travellers. Labour shortages are also
impacting product quality which could gradually diminish the reputation of a business or destination.

6. Reduced access to capital and limited liquidity
• Tourism has always faced challenges like rising debt and equity to expand. Liquidity has been 
extremely challenging for tourism businesses with limited revenues throughout the pandemic.

RIDING MOUNTAIN NATIONAL PARK 
Credit: Enviro Foto
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KEY MARKET TRENDS
Around the world, the tourism sector is undergoing a transformation as consumer behaviours and values
shift. What visitors value — and where they spend their time and money — is changing in response to the
lasting impact of the pandemic. Destinations and businesses that explore and understand these shifts can
act now to adapt operational models, improve product and service development, channel marketing bud-
gets and prepare for what’s next.

1. Frictionless travel

• The digitalization of the industry is placing more emphasis on customer experiences and putting 
travellers’ needs front and centre. Technology is moving the travel industry to a place where seamless 
travel experiences with limited and even no pain points are a reality.

2. Domestic travel
• Domestic travel will focus on connecting with family and friends. Drive-to destinations and road trip 
itineraries will be opportunities since many are still reluctant to stray far from home due to more 
limited flight options and increased travel costs.

3. Responsible travel
• The pandemic has enhanced the desire to connect in meaningful ways with places visited. The focus 

is on travelling less often, but with longer and deeper connections.

4. Ascendance of communities
• There is a shift in focus towards the wellbeing and safety of local communities. This includes a
proactive approach to harnessing the benefits of tourism while minimizing its pressures so that improving
quality of life can be the overall focus. This requires greater industry, community and government
alignment to drive destination competitiveness and brand development.

5. Indigenous connection
• Canadian and international travellers are interested in Indigenous tourism experiences. This provides 
a tremendous opportunity for Indigenous communities and entrepreneurs in Manitoba to develop 
land based and cultural activities that will support economic development and reconciliation goals.

6. Wild for wilderness
• There is increased interest in engaging with nature. This presents an opportunity for Manitoba to 

showcase its natural assets. 

7. Health and wellbeing
• The pandemic accelerated the growth of wellbeing and personal enrichment. People are hungry for 

a sense of wellbeing associated with travel, escape, rejuvenation and nature-based healthfulness.

8. Affluent travel boom
• Affluent travellers are driving demand for legendary experiences. Development of unique high-

quality tourism attractions in cities and wilderness is needed.

9. Great resignation and retirement
• Post-pandemic, more people are rethinking their work-life balance than ever before. Younger and older
generations have been quitting situations they find unsatisfactory and seeking new employment in
companies that better support their employees. The pace of boomer retirements accelerated in 2020. By
2025, people aged 65 and older will account for 11 per cent of the world’s population and their
international travel will more than double. With time and money for travel, this segment remains a key
audience for travel operators to consider.
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SUMMARY AND INSIGHTS FROM
COMMUNITY ROUNDTABLE HELD IN

TACHE ON JUNE 11, 2024.  (1)
The section summarizes the insights from a community roundtable held in
Tache on June 11, 2024. The discussion aimed to gather ideas for developing
tourism assets, products, and experiences in the Rural Municipality of Tache to
distinguish it from neighboring municipalities and Winnipeg. 

The analysis of the participant responses to the roundtable questions provides
several key insights into the strategic planning for growing tourism activities in
the Rural Municipality (RM) of Tache near Winnipeg, Manitoba. Below are the
summarized themes and insights from the data.

Question 1? In your opinion, what makes the ROM of Tache a desirable
destination for visitors?

Responses and Insights:
Nature & Outdoors (20 responses):1.

Participants frequently mentioned the natural beauty and outdoor
activities in Tache. Specific attractions include major trails, beautiful
scenery, boating, and canoeing.
Insight: Emphasize and develop outdoor recreational activities and
natural attractions as central elements of the tourism strategy.

Location at Centre of Canada (13 responses):2.
The unique geographic location of Tache, being at the centre of Canada,
is seen as a significant attraction.
Insight: Leverage this unique positioning in marketing campaigns and
develop related attractions or experiences. 

          Geographical Significance:
        The unique position of Tache as the geographical center of Canada can be a
         central theme in tourism marketing and development. 



SUMMARY AND INSIGHTS FROM
COMMUNITY ROUNDTABLE HELD IN

TACHE ON JUNE 11, 2024.  (2)

     3.  Culture & History (12 responses):
Cultural and historical aspects of Tache are valued. This includes local
traditions, heritage sites, and historical narratives.
Insight: Develop and promote cultural and historical tours or events to
attract tourists interested in these aspects.

     4.  Close to a Big City (9 responses):
Proximity to Winnipeg is considered a strength, making Tache
accessible for urban dwellers seeking a rural escape.
Insight: Market Tache as an easy and convenient getaway for residents
of Winnipeg and other nearby urban areas. 

     5.  Bilingual & Multicultural (7 responses):
The multicultural and bilingual nature of the community is highlighted
as a positive aspect.
Insight: Create and promote inclusive, culturally diverse experiences
and ensure that information is available in multiple languages to cater
to a wider audience.

     6.  Collaborate and Partner (8 responses):
There is a strong emphasis on the need for collaboration and
partnerships within the community and with external entities.
Insight: Foster partnerships between local businesses, government
agencies, and tourism organizations to create a cohesive and
comprehensive tourism plan.

     7.  Create Products & Experiences (10 responses):
Participants suggested creating new products and experiences to
attract tourists.
Insight: Innovate and diversify tourism offerings by developing new
attractions, events, and experiences that cater to different interests.

     8.  Marketing, Advertising, Signage (4 responses):
The need for effective marketing and signage is noted.
Insight: Invest in marketing campaigns, improved signage, and
advertising to raise awareness and guide tourists effectively.

     9.   Local Products and Commerce (5 responses):
Supporting and promoting local products and commerce is seen as
vital.
Insight: Encourage the development of local markets and businesses
that offer unique products to tourists, enhancing the local economy.



SUMMARY AND INSIGHTS FROM
COMMUNITY ROUNDTABLE HELD IN

TACHE ON JUNE 11, 2024.  (3)

Question 2: What do you feel are the main barriers in more visitors
coming to Tache?

Responses and Insights:
Lack of Awareness (21 responses):1.

A significant number of participants feel that there is a general lack of
awareness about the attractions and activities available in Tache.
Insight: A focused marketing and awareness campaign is necessary to
promote the municipality’s offerings to potential visitors.

Limited Overnight Accommodation (14 responses):2.
Limited accommodation options were noted as a major barrier.
Insight: Encouraging the development of more lodging options, such
as hotels, bed and breakfasts, and boutique style accommodation,
could help attract longer stays.

Roads, Signage, and Access (11 responses):3.
Participants mentioned issues related to road conditions, signage,
and overall accessibility.
Insight: Infrastructure improvements, including better roads and
clearer signage to visitor attractions can enhance the visitor
experience and make attractions more accessible.

Difficulty Accessing Funds for Growth (7 responses):4.
There is a perceived difficulty in obtaining funds necessary for
tourism growth.
Insight: Providing information and application support for businesses
to access funding, possibly through grants or partnerships with could
spur development.

Municipality & Government Involvement (7 responses):5.
Participants believe that the local municipality and government could
play a more active role in promoting tourism.
Insight: Increased involvement from municipal and government
bodies, including support for tourism initiatives and infrastructure
projects, is crucial.



SUMMARY AND INSIGHTS FROM
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  6. Collective Effort (8 responses):
There is a belief that more can be achieved collectively by the
community.
Insight: Building a collaborative approach among local businesses,
community groups, and local government agencies can lead to more
effective tourism strategies.

   7.Not Many Attractions (5 responses):
Some participants feel that there are not enough attractions to draw
tourists.
Insight: Developing new attractions and enhancing existing ones can
make Tache a more appealing destination.

   8. Short Visitor Season (4 responses):
The short tourist season is seen as a limitation.
Insight: Creating year-round attractions and events can help mitigate
the impact of a short visitor season and attract tourists during off-peak
times.

Question 3: What can YOU, individually and/or collectively, do to
improve the tourism outlook?

Responses and Insights:
   1.  Collaborate & Network (8 responses):

Insight: Collaboration among local businesses and stakeholders is
seen as crucial. This includes cross-promotion, building partnerships,
and supporting each other’s efforts.

   2.   Joint Marketing & Promotions (7 responses):
Insight: Joint marketing efforts are essential to promote the region
effectively. This includes coordinated advertising, shared promotional
materials, and unified branding..

   3.   Add Experiences & Products (4 responses):
Insight: There is a need to develop new experiences and products to
attract tourists. This could include creating more attractions,
organizing events, and offering diverse activities.



SUMMARY AND INSIGHTS FROM
COMMUNITY ROUNDTABLE HELD IN

TACHE ON JUNE 11, 2024.  (5)

             Event-Based Tourism:
Organize and promote events that emphasize Tache's central
position proximity to a big city, and rural character. This can include
marathons, festivals, and fairs. Events can be themed around the
centrality concept, drawing visitors who are interested in unique
geographical facts.

    4. Get More Funding (2 responses):
Insight: Access to funding is seen as a barrier that needs to be
addressed. Participants suggest that more funding is necessary for
growth and development.

Question 4: Which is or are the market(s) and audiences that is
relevant for you?

Responses and Insights:
Here for a Specific Reason (16 responses):1.

Insight: A significant number of tourists visit Tache for specific
reasons, such as events, festivals, or specific attractions.

Families with Young(er) Children (7 responses):2.
Insight: Families with young children are a notable segment,
indicating a demand for family-friendly activities and attractions.

Local Residents (9 responses):3.
Insight: Engaging local residents as tourists in their own community
can help sustain local businesses and create a vibrant local tourism
culture.

Winnipeg Residents (8 responses):4.
Insight: Proximity to Winnipeg presents an opportunity to attract
residents looking for short getaways.

Driving Through This Area (5 responses):5.
Insight: Many tourists are simply passing through Tache, indicating a
need to capture their interest and encourage them to stop.

A Very General Audience (5 responses):6.
Insight: Some responses indicate a broad audience without specific
targeting, suggesting a need for more focused marketing strategies.



Strengths Weaknesses Opportunities Threats

Location at the Centre
of Canada:
Geographical location
feature that cannot be
replicated - a truly
unique feature of the
RM of Tache that can be
leveraged in several
ways 
Major Trails: Highlighted
by the community as
key attractions,
providing opportunities
for summer and winter
activities.
Country Scenery: The
area's rural character
with its many natural
spaces.
Proximity to major
population and business
centres: Winnipeg,
Steinbach, and Ste
Anne.
Community
Engagement: interested
and engaged local
community
Cultural Heritage: the
historical aspects of the
region (Monseigneur
Tache Historical Site,
the Old Rectory
Museum, and Dawson
Trail 
Family-Friendly
Environment: existing
farm, barnyard,
agritourism attractions
for families.

Lack of Awareness and
Marketing: Insufficient
promotion and limited
overnight options.
·Accommodation and
Infrastructure
Deficiencies: limited
accommodation choices;
inadequate signage.
Funding and Support
Challenges: Difficulties in
accessing funds and lack
of municipal support.
Seasonality: Short
tourism season and lack
of year-round attractions.
·Management of Not-for-
Profit Community Assets:
historic and cultural
assets managed by
volunteers can be
vulnerable to individual
circumstances and
changes.
·Seasonal and high
turnover character of
tourism employment:
requires frequent training
of staff 
·Lack of local and regional
collaboration: weak
connection with Eastman
Tourism Association
inhibits currently potential
opportunities for
collaboration including
coordinated marketing
efforts.

Marketing Campaigns:
Website creation, digital and
social media marketing,
partnerships- collaborating
between businesses within
the region, with Eastman
Tourism, and neighbouring
Municipalities
Development of Lodging and
Centre of Canada attraction:
new accommodations,
improved signage, agreement,
approvals, and funding to
move ahead with Centre of
Canada Conceptual Design
Plan.
Eco-tourism and agritourism
package development focused
on local farms and nature,
including guided nature
walks, birding, yoga, forest
bathing, eco-friendly lodging,
self guided farm circle tours,
pop-up weekend markets for
local produce, Fall Food
Festival. Soft adventure
tourism.
Leveraging Historical and
Cultural Assets: continued
development of the
Monseigneur Tache Historic
Site and Old Rectory Museum
as an online bookable product
packaged into both self and
expert guided visitor tours. 
Government Grant Programs:
actively pursue Provincial and
Federal grants aimed at rural
development and tourism
infrastructure development.

Economic
Instability:
Reduced
spending on
tourism
infrastructure.
Environmental
Impact:
Degradation of
natural
resources.
Regional
Competition:
Competing
attractions from
nearby regions.
However, this
also creates
opportunities to
collaborate with
regional
businesses.
Climate Change:
Adverse weather
conditions
impacting
outdoor
attractions.

SWOT ANALYSIS SUMMARY



Tourism product ideas from community member Robert
Freynet - these align with the suggested strategy.





The well thought out The
Monseigneur-Taché Historic
Site project, once
implemented, will be a big
tourism asset in the
community that can be
leveraged in multiple ways.



SELF GUIDED FARM TOUR LITERATURE
SAMPLES



PAMPHLETS AND BOOKLETS WITH PICTURES, MAPS,
QR CODES, AND CONTACT DETAILS. COLLABORATE

WITH NEIGHBOURING MUNIPALITIES FOR JOINT
FUNDING AND PRODUCTION.



SELF GUIDED FARM TOUR LITERATURE
SAMPLES







Conclusion

Reference documents:

https://tiamanitoba.ca/2022/TIAMB-Tourism-Development-in-Manitoba.pdf1.

  2. https://issuu.com/travelmanitoba/docs/7573_travelmb-
tourismstrategy_2023_singlepages_web

  3.  https://issuu.com/travelmanitoba/docs/23168.travel_manitoba_2024_
marketing_plan_bright_r?fr=sYmM2ZTcwNDE4MjU

  4. https://dd.destinationcanada.com/sites/dd/files/archive/1720-
Destination%20Development%20Strategy%20-
%20June%202023/Destination%20Development%20Strategy%20-
%20June%202023%20-%20EN.pdf

  5. https://www.tourismdatacollective.ca/tourism-performance-indicators

By following the Tourism Development Strategy Plan proposed above, we
believe the Municipality of Tache can grow its tourism assets and become a
significant regional destination for Manitobans. The RM of Tache has initiated
this planning process at the right time as there is increasing realization that
collaborative regional destination development is the way forward for tourism. 


