1000 Islands Brand Advisory Committee:
Proposed Composition Framework

1. Committee Purpose & Mandate

The Brand Advisory Committee provides high-level guidance, strategic considerations,
and historical and current cultural context for the 1000 Islands Brand development
project. The committee ensures that the emerging brand aligns closely with community
values, local business needs, and the overarching tourism industry. Over the course of the
project, members will review brand strategy, positioning statements, and creative
concepts, ultimately serving as "brand ambassadors" and potential spokespeople to
support a successful brand launch.

2. Proposed Composition Matrix (12 Members)

To reflect the unique binational complexities of the region and ensure a balanced,
cross-border approach, a 12-person committee is recommmended. This structure evenly
divides representation between the United States and Canada, spans critical industry
sectors, and engages collaborative thinkers dedicated to the economic vitality of the 1000
Islands.

United States Representation (4)

Destination Marketer: Jefferson County, NY. Aligns the brand with the project
mandate and U.S. travel market trends.

Major Tourism Operator: Attraction / U.S. Boat Tours. Contributes operational
insights; demand anchors and visitor insight

Lodging: Addresses business needs surrounding visitor stays, overnight spend,
and amenities

Environmental Interest: River/Waterway Conservation Group. Anchors the brand
strategy in responsible tourism
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Canadian Representation (4)

Destination Marketer: Regional DMO (e.g., Tourism Kingston). Ensures
consistency with South Eastern Ontario regional destination strategies.

Major Tourism Operator: River Cruises / Waterway Attractions. Brings direct
intelligence on tourism health and visitor behavior.

Lodging: Addresses business needs surrounding visitor stays, overnight spend,
and amenities

Environmental Interest: Parks & Conservation (e.g., Thousand Islands National
Park). Integrates sustainable destination development with environmental
stewardship priorities.

Cross-Border & Special Interests (4)

Experiential: Regional Food, Drink, or Arts Business. Connects the identity to
modern traveler trends prioritizing culinary culture and nightlife.

Active Tourism: Fishing, Scuba Diving, or Paddling Outfitter. Represents core
outdoor recreation assets that define the region's year-round appeal.

Nature Tourism: Campground, parks & recreation - private or public operator
Culture & Heritage: Regional Historical Society or Museum Network. Safeguards
the historical truth of the area, honoring traditional culture and local storytelling.

3. Core Selection Criteria & Member Attributes

To build a high-performing, collaborative group, candidates should be evaluated against
the following criteria:

Passion for the 1000 Islands: Every member must possess an authentic dedication to the
region's long-term economic success and community vitality

Collaborative & Strategic Mindset: A track record of constructive, open-minded
contribution to the tourism community, capable of balancing diverse stakeholder
interests.

Diversity of Voices: Blend large-scale attraction operators, small business owners,
conservationists, and tourism leaders to synthesize varied perspectives.
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Ambassador Potential: Members must be willing to act as proactive champions of the
brand refresh within their respective networks and potentially serve as media
spokespeople. Active on social media and could themselves be an influencer.

4. Committee Responsibilities & Engagement Rules

Active collaboration is essential. Selected members will be required to:

// Act as a source of advice to help carve out a compelling, competitive destination
narrative.

/| Offer historical context and current cultural insights from their field/sector throughout
the research phase.

// Review and deliver timely, constructive feedback on key discovery findings, positioning
statements, and creative design.

// Maintain confidentiality regarding creative concepts prior to the public reveal.
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5. Committee Schedule & Key Milestones

All advisory sessions will be 90 to 120 minutes;

August 2026 - Brand Advisory #1 (Virtual): Project onboarding, process overview, and
core team introductions.

September 2026 - Community Workshop & Agency FAM (In-Person): Attendance at
public workshops and engagement with the creative strategists during their regional
tour.

October 2026 - Brand Advisory #2 (Virtual): Deep-dive discussion on research insights
and discovery phase data.

November 2026 - Brand Advisory #3 (In-Person): Aligned with the Binational Summit in
Kingston to review the proposed brand architecture and strategic pillars

January 2027 - Brand Adyvisory #4 (Virtual): Creative development review focusing on
the proposed visual design system, logos, and typography.

March 2027 - Brand Advisory #5 (Virtual): Final brand launch discussion, activation
planning, and review of the rollout roadmap.
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