


T H E   G R E A T   T A S T E   O F   O N T A R I O 

P R O G R E S S   U P D A T E : 

C U L I N A R Y   C U L T U R A L   D I V E R S I T Y   S T R A T E G Y

In 2020 the Culinary Tourism Alliance (CTA) identified a need to:

(1) Develop a corporate DEI strategy and guiding pillars with help of qualified third 
party

(2) Leveraging the power of partnerships forged through the COVID-19 recovery 
program, the Great Taste of Ontario (GTOO), to develop specific programming 
dedicated to increasing representation of diversity within the local culinary 
tourism industry.



A G E N D A : 

• Project Overview
• Scope of Work
• Goals & Objectives
• Development Phases
• Activities

If you’d like to discuss further, reach out 
at valerie@culinarytourismalliance.com. 

T H E   G R E A T   T A S T E   O F   O N T A R I O T H E   G R E A T   T A S T E   O F   O N T A R I O 

mailto:agatha@culinarytourismalliance.com


T H E   G R E A T   T A S T E   O F   O N T A R I O 

“Restaurants featured in the program must either be a Feast On® certified restaurant 
in good standing, OR be owned and operated by a member of the BIPOC, Indigenous 
or LGBTQ + community AND be making efforts to source and increase procurement 
of Ontario-grown products over the following 18 months to meet the Certification 
standards of the Feast On program (25% Ontario food/drink). 

Every stop on the itinerary should speak to a unique seasonal offering in order to 
differentiate it for inclusion. We encourage DMOs to recruit businesses that represent 
the unique culinary diversity found in their region (ex. Finnish food in Northern 
Ontario, Italian food in Windsor or Tibetan food in Parkdale).”

G T O O   I T I N E R A R I E S  : 

B U S I N E S S   I N C L U S I O N   C R I T E R I A



T H E   G R E A T   T A S T E   O F   O N T A R I O 

“Increase collaboration with 20 new partners between the agriculture and hospitality 
sectors across southern Ontario (a minimum of 16 in southern Ontario)...”

T I A O   F U N D I N G  : 

C O N T R I B U T I O N   A G R E E M E N T   D I V E R S I T Y   O B J E C T I V E S



S C O P E   O F   W O R K

(1) Identify key partnerships for longstanding 
success of diversity programming

(2) Identify programming goals & objectives

(3) Identify whether this will be a free-standing 
program, or an element of the Feast On program

(4) Develop a program framework including 
business plan and KPIs 

T H E   G R E A T   T A S T E   O F   O N T A R I O 



T H E   G R E A T   T A S T E   O F   O N T A R I O T H E   G R E A T   T A S T E   O F   O N T A R I O 



S C O P E   O F   W O R K  :  P R O J E C T   G O A L S

1. Engage more BIPOC & LGBTQ+ owned 
& operated businesses, as well as other 
types of diversity, in accordance with 
the CTA’s DI strategy.

2. Engage more local producers of world 
foods in the FON purveyor program to 
increase diversity of ingredients 
available to chefs. 

3. Support DMOs in recruiting businesses 
that represent the unique culinary 
diversity found in their regions.

4. Increase representation of diversity 
within participating GTOO & FON 
businesses.

5. Increase awareness of the diversity 
represented among participating 
businesses and member destinations.



T H E   G R E A T   T A S T E   O F   O N T A R I O T H E   G R E A T   T A S T E   O F   O N T A R I O 

S C O P E   O F   W O R K  :  P R O J E C T   O U T C O M E   O B J E C T I V E S

1. To have effective outreach strategies 
with key partners.

2. To have formalized recruitment action 
plans outlining how each key partner 
actively and perpetually recruits 
restaurants and purveyors who are 
owned & operated by minority groups 
(BIPOC, LGBTQ+ communities, etc.). 

3. To provide support and build capacity 
within these key partners so that they 
understand and can effectively 
communicate how their members and 
stakeholders benefit from getting 
involved in culinary tourism through the 
CTA’s various programming.

4. To be able to visibly show greater 
diversity within the Feast On program by 
Dec. 31, 2021, than is currently 
represented (July 2020).



R & D   G O A L S   &   O B J E C T I V E S  

T H E   G R E A T   T A S T E   O F   O N T A R I O 

(1) Enable open and efficient communications over the course of the 
project;

(2) Adapt research and development methods in response to 
environmental factors;

(3) Design and develop data collection methods that can be used for 
ongoing program development, outreach, and evaluation;

(4) Build awareness of the CTA and the FON program as part of the 
research and engagement process;

(5) Engage program stakeholders (including all relevant GTOO 
partners and others identified by the CTA DI strategy) in a way that 
builds trust, capacity, and collaboration.



T H E   G R E A T   T A S T E   O F   O N T A R I O 



T H E   G R E A T   T A S T E   O F   O N T A R I O 

C R I T I C A L   P A T H   

Phase 1: Project Conceptions / Environmental Scan 
(Q4 2020 - Q1 2021)

Phase 2: Partnership Development 
(Q4 2020 – Q2 2021)

Phase 3: Targeted Outreach & Recruitment 
(Q1 - Q4 2021)

Phase 4: Stakeholder Needs Assessment 
(Ongoing)

Phase 5: Formalize Program Elements and/or Framework 
(Q3 - Q4 2021)



T H E   G R E A T   T A S T E   O F   O N T A R I O 

1. Outline why showcasing culinary cultural diversity is important
2. Map out the current culinary diversity represented through the FON 

program and identify any gaps in representation.
3. To outline the main challenges and opportunities for proper 

representation within our Ontario’s culinary tourism landscape.
4. To determine what role our programming can play in increasing 

representation of diversity in culinary tourism in the province. 

P H A S E   1 : 
P R O J E C T    C O N C E P T I O N  /  E N V I R O N M E N T A L    S C A N   



T H E   G R E A T   T A S T E   O F   O N T A R I O 

1. To determine which organizations (minority or community groups, 
chambers of commerce, etc.) to recruit as key partners in this initiative.

2. To determine what types of support or capacity building is required to 
activate these partnerships.

P H A S E   2: 
P A R T N E R S H I P   D E V E L O P M E N T   



T H E   G R E A T   T A S T E   O F   O N T A R I O 

1. To determine the most effective strategies and partnerships.
2. To estimate reasonable and achievable targets.
3. To estimate the amount of effort and costs required to achieve 

recruitment targets.
4. To develop any marketing assets, toolkits, or templates for internal 

and external activities.

P H A S E   3 : 
T A R G E T E D   O U T R E A C H   &   R E C R U I T M E N T



T H E   G R E A T   T A S T E   O F   O N T A R I O 

1. To understand how the needs of each diverse group diverge & 
converge as they relate to participating in: the local food movement 
including any community-led initiatives or organizations; Culinary 
tourism in Ontario.

2. To gage the level of interest and awareness in: local food procurement; 
the tourism sector; Great Taste of Ontario & other economic 
development / recovery initiatives; Feast On.

3. To determine the main opportunities or barriers for these groups within 
the culinary tourism value chain

P H A S E   4 : 
S T A K E H O L D E R   N E E D S   A S S E S S M E N T   



T H E   G R E A T   T A S T E   O F   O N T A R I O 

1. To outline ongoing and specific program goals & objectives
2. To formalize and describe the various program elements
3. To develop marketing and communications
4. To share and utilise various insights gained
5. To ensure that the strategy aligns with the CTA’s own strategic and DEI 

pillars

P H A S E   5 : 
F O R M A L I Z E   P R O G R A M   E L E M E N T S   A N D / O R   F R A M E W O R K   



N E X T   S T E P S  F O R  I N V E S T I N G  P A R T N E R S 

Please take 5-10 minutes to 
complete the survey: 

https://forms.gle/LaY5nV4rfJfejbBZA

T H E   G R E A T   T A S T E   O F   O N T A R I O 

https://forms.gle/LaY5nV4rfJfejbBZA


T H E   G R E A T   T A S T E   O F   O N T A R I O 


