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KINGSTON, ONTARIO, CANADA 
IS A YOUTHFUL, VIBRANT CITY 
THAT NEVER STOPS SURPRISING. 

The city has a creative community that thrives on its rich history, artistic 
diversity, and supportive local culture. Kingston is home to many artists, 
musicians, writers, and performers, with a concentration of creative 
activity around music, filmmaking, and the literary arts. 

Many notable bands, musicians, authors, and poets come from or  
live in Kingston, and the city’s cultural calendar includes two annual 
film festivals, a literary festival, and several music festivals and events. 
Kingston also welcomes film and TV production and has hosted  
cast and crew from notable production houses such as Amazon,  
CBS, HBO, and Paramount+. 

The creative industries are an essential part of the Kingston brand. 
We’re a destination that celebrates artisans – a home for impassioned 
curators and creators. They are part of our DNA. 

The Creative Kingston Walking Tours, hosted on visitkingston.ca, were 
designed to showcase the vibrant arts and culture of Kingston, Ontario 
in an accessible, engaging way. These guided tours highlight local 
artists, historical landmarks, and unique neighborhoods, providing 
participants with a rich experience of the city’s creative landscape.
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OBJECTIVES

By promoting local art, history, and our thriving creative 

community, the Creative Kingston Walking Tours align with  

Tourism Kingston’s mission to attract visitors, celebrate 

the city’s culture and heritage, and provide engaging 

visitor experiences year-round. 	

Objectives

1. 	 Develop new, sustainable, and  
year-round visitor experiences  

2. 	 Create a series of free, self-guided 
walking tours to showcase Kingston’s 
creative industries – continue to share 
the story of Kingston 

3. 	 Engage the local creative community 
in the development of the tours

4. 	 Ensure the tours are easy to use, 
mobile-friendly, accessible,  
bilingual (English/French – Canada’s 
official languages)
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AUDIENCE 

The Kingston brand was in part developed to uncover the city’s appeal 
to a millennially aligned traveller – showcasing authentic cultural 
experiences and “off the beaten track” places to discover. These lesser 
known, less “touristy” experiences have grown in popularity post-
pandemic as travellers are keen to enjoy a more local, laid-back vibe 
and connecting with local experiences, such as our vibrant music, film, 
and literary scenes. 

The primary audience for this project is couples from nearby cities such 
as Toronto and Ottawa in Ontario, and Montreal in Quebec; an audience 
that matches our primary leisure tourism targets, leveraging existing 
familiarity and ongoing campaigns. Kingston is located equidistance to 
these cities, which combined represent 30% of Canada’s population or 
15 million people. Within these markets, we targeted couples and also 
solo travellers with a propensity for cultural experiences. 

The project was also targeted to Kingston residents who play a key role 
in supporting and authenticating the Kingston brand. Cultivating proud 
and passionate citizens makes Kingston a welcoming place for visitors. 
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Research & development 

Archival research and a series of interviews with local 
musicians, filmmakers, poets and authors, as well as 
professors from our local university, were conducted 
over several months. We engaged a local writer, a 
member of Kingston’s literary scene, as well as our 
Music Officer and Editor, Strategic Communications 
(staff roles), to complete this work. During this process, 
we identified stories, images, video, audio, and other 
artefacts to include on the tours. 

The writer drafted the stories for each tour and then our  
in-house marketing team determined the flow of the tours, 
how each stop connected to the next and, together, told  
the story of Kingston’s creative industries. Our Editor, 
Strategic Communications, made the stories shine through 
thoughtful editing. Through this process we determined  
that each tour theme (music, film, literary) would have three 
tours: downtown, west (Queen’s University campus), and 
extended, which combined the downtown and west tours. 

Once the English tours were completed, they were  
translated into French. 

STRATEGY &  
CREATIVE  
EXECUTION

visitkingston.ca/walking-tours
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1.	� Accessibility: the web interface is easily accessible 
on any device with a browser, eliminating the need for 
users to download an app, which can be a barrier.

2.	� Updates: updating information or implementing fixes 
be done quickly by our in-house team and reflected in 
real time on the website. We do not need to work with a 
third-party provider.

3.	 �Lower maintenance: as we already have the processes 
and resources to maintain our website, it is easier 
and less costly than developing and updating an app, 
especially given that an app would require both an iOS 
and Android version, creating double the maintenance.

4.	� Wider reach: we could leverage our ongoing search 
engine optimization strategy. visitkingston.ca sees 
approximately 2.5 million web sessions per year with 
approximately 25% coming from organic search.  
We implemented SEO tactics specific to the tours  
to ensure they are easy to find through popular  
search terms. 

5.	� No installation: users can access the tours 
immediately without having to find and install an app, 
making it convenient for visitors who may not want to 
download an app for one-time use. 

6.	� User experience: many users prefer browsing websites 
due to the familiarity and ease of navigation vs having 
to learn the functionality of a new app, especially an 
older audience. 

1.	� Mobile compatibility: the interface is responsive, 
ensuring that it is optimized for mobile devices, which 
are used to take a walking tour.

2.	� Intuitive navigation: the layout is straightforward, 
allowing users to easily see the different tours and 
navigate to their selected theme and tour option. 

3.	 �Visual appeal: engaging visuals and clear design 
elements make the site attractive and inviting.

4.	 �Clear descriptions: each tour is presented with 
concise descriptions, including highlights and key 
details, making it easy for users to choose a tour. 

5.	 �Interactive elements: features like maps, images, 
video, written stories and audio narration make the 
tours highly engaging and accessible.

Technology 
While there are many apps that can facilitate self-guided tours, we chose to host the tours on our highly popular website 
visitkingston.ca. This was our preferred approach for several reasons:

Working with our agency of record, Alphabet Creative, we developed a web interface specifically for the Creative Kingston 
Walking Tours. The interface features:

Visitors need help finding their way through Kingston while taking a tour. We kept it simple, creating the tours in Google Maps 
and embedding links with each tour stop, as well as providing simple navigation instructions between the stops. 
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Creative approach 

Authenticity is an essential ingredient of the Kingston brand. 
To produce the tours, we not only engaged members of the 
local arts community in the research, we also hired them 
to narrate the tours. Each tour is vibrantly brought to life by 
the voices of Kingston’s creative community. The English 
literary tour is read by local poet Bruce Kauffman. Ten local 
musicians, journalists, and radio announcers narrate the 
music tour. The film tour is read by local actor, Anna Sudac. 
We worked with a local sound studio to capture the voice 
over narration. All participating artists were compensated.  

The stories feature archival images and video; newly 
produced content, such as poetry readings; and sound 
clips such as radio station ID tags and early career musical 
performances. The support material for each story is  
varied. We strategically avoided following a set template for 
each story to keep the tours engaging and each tour stop 
feeling fresh.  

The richness of Kingston’s creative community meant that 
some tour stops had multiple stories across the tours. We 
created an interface that called out these connections 
across the tours and allowed users to navigate to the 
associated story and then back to their primary tour with 
ease, a tactic that further highlighted the depth of the 
creative community here.  
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MARKETING & 
PROMOTION

The Creative Kingston Walking Tours were launched in summer 2023. 
They are promoted year-round in the following ways:

	 //	� Wall wraps with QR codes to access the tours are featured in  
the Visitor Information Centre located in downtown Kingston;  
the centre serves approximately 80,000 visitors each year

	 //	� Bilingual trifold brochures were created to promote the  
tours; distributed at the Visitor Information Centre, local  
hotels, and events

	 //	� Window decals with QR codes to access the tours were  
installed at key tour locations, such as popular restaurants  
and bars so that visitors and residents could find the tours  
“in the wild”

	 //	� Sidewalk decals with QR codes to access the tours were  
installed at key tour locations 

	 //	� The tours were promoted through banner-ups and other 
collateral at local film, music, and literary festivals 

	 //	� Paid digital advertisements ran in summer 2023 when the tours  
first launched

	 //	� The tours are frequently featured on our popular 25 things  
to do this month list

	 //	� Working with our public relations agency of record, we  
include the tours in earned media pitching and on the  
itineraries of hosted media and influencers

	 //	� The tours were promoted through our organic social media 
program including Instagram Reels and TikTok 
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Explore the Kingston connections of notable 

Canadian authors, from Robertson Davies 

to Bronwen Wallace, as you visit literary 

landmarks and the sites that continue to 

inspire the written word. 

Découvrez les liens qui unissent des 

auteurs canadiens de renom à Kingston, de 

Robertson Davies à Bronwen Wallace, tout 

en visitant des lieux littéraires et des sites 

qui continuent d’inspirer l’écriture. 

CREATIVE 
KINGSTON 
LITERARY WALKING TOUR  
Downtown I West (Queen’s) I Extended 

LA CRÉATIVITÉ 
DE KINGSTON   
VISITE PÉDESTRE DE LA SCÈNE LITTÉRAIRE   
Centre-ville I Ouest (Queen’s) I Prolongée  

L

C
R

E
A

T
IV

E
 K

IN
G

ST
O

N
 / 

LA
 C

R
É

A
T

IV
IT

É
 D

E
 K

IN
G

ST
O

N
  

9



Immerse yourself in the musical stories of 

Kingston, from rock to pop to classical. Visit 

the places where some of Canada’s most 

talented musicians got their start and explore 

Kingston’s vibrant live music scene.

Plongez dans les histoires musicales de 

Kingston, du rock à la musique pop en 

passant par le classique. Visitez les endroits 

où certains des musiciens les plus talentueux 

du Canada ont fait leurs débuts et explorez la 

vibrante scène musicale de Kingston. 

CREATIVE 
KINGSTON 
MUSIC WALKING TOURS 
Downtown I West (Queen’s) I Extended

LA CRÉATIVITÉ 
DE KINGSTON   
VISITE PÉDESTRE DE LA SCÈNE MUSICALE  
Centre-ville I Ouest (Queen’s) I Prolongée 
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https://www.instagram.com/reel/CyBoTyBAaqJ/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA== 


visitkingston.ca/25things
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https://www.visitkingston.ca/25-things-to-do-in-may/


  
RESULTS

Overall, the development and execution of the Creative Kingston Walking Tours met all our objectives. In 
total we created 18 (9 English & 9 French) self-guided walking tours that explore the film, music, and literary 
arts in Kingston and that are available for residents and visitors for free year-round. They are presented in 
an accessible and engaging way, connecting users to the stories of our vibrant creative community.  

Since launching in summer 2023, the Creative Kingston Walking Tours have seen more than 10,000 website 
sessions (unique users), averaging 500+ sessions per month spring to late fall, when the weather is best 
for walking (they are understandably less popular in the winter). In the first three months following launch in 
June 2023, the tours saw 100+ sessions per day. 

This has been achieved primarily through SEO, organic social and website promotion, and in-destination 
environmental promotion such as sidewalk decals, displays at the Visitor Information Centre, and brochures 
at hotels and attractions. Beyond a small budget for some Meta ads when the tours first launched, we have 
not undertaken paid marketing of the tours as our goal is to connect the tours with visitors when they are 
here in Kingston. 

Google Analytics show that  
the visitors accessing the tours 
primarily come from Toronto, 
Ottawa, and Montreal – our main 
visitor audience.  

The Creative Kingston Walking 
Tours have also secured earned 
media coverage for Kingston, 
helping to build profile for the  
city as an arts destination. 
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