
Style Guide

 » Logo Usage & Identity Standards



DESIGN 
BRIEF1.0

•	 Accountability
•	 Transparency

•	 Leadership
•	 Innovation	

•	 Collaboration
•	 Teamwork

•	 Integrity

STYLE GUIDE – Design Brief » 

Destination Northern Ontario

Vision 
Northern Ontario will be a unique and distinctive tourism destination wherein high-quality 

products and experiences resonate with consumers, entrepreneurship is valued, and tourism 

provides local, regional, and global connections for the entire region.

Mission Statement 
Destination Northern Ontario will take a leadership role to strategically guide and champion 

growth in Northern Ontario’s tourism industry, through strong communication, collaboration, 

and partnerships with industry.

Values 
Destination Northern Ontario’s Board is committed to focusing on the vision in an “innovative, 

results-based, effective and fiscally responsible manner, with a foundation of strong governance 

and management leadership.” Destination Northern Ontario’s Board also recognizes the 

following values as important aspects of the strategic plan:

02



Logo
The maple leaf and colour red represent Canada, while the spruce trees represent 

Northern Ontario as they are an iconic tree of the north. The dark grey font colour 

represents the rugged rock formations of the Canadian Shield. The three trees represent 

the three regions that make up Regional Tourism Organization #13 (13a, 13b, 13c).

STYLE GUIDE – Design Brief » 
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FONTS: 
Clear, legible, with a Northern feel. Open sans is a clean, refined font which reflects 
the professionalism of the agency, paired with Roboto Slab, a more rugged style 
font that reflects the landscape of Northern Ontario.

PHOTOGRAPHY:  
Authentic photos that reflect what visitors will feel emotionally when they engage 
in Ontario experiences. The photos should persuade the audience to plan a visit to 
Ontario’s great north.

COLOURS:  
Colours that represent the nature and geography of the region: red to represent 
Canada, green for lush foliage, blues that reflect the clear waters, and yellows  that 
reflect the sunsets, fall colours and vibrant towns and cities within the region. 
Neutral accent tones reflect rock formations along the Canadian Shield. 

SHAPE:  
The logo should fit proportionally in irregular, rectanglular and square shaped 
designs. It should be easy to align the logo to the left, right, and centre of a 
document. The logo should be recognizable, and legible when reduced in size.

ICON:  
A portion of the logo should be usable as an icon to represent the brand where 
space is limited such as the navigation bar on a website:

GRAPHIC ELEMENTS: 
Vector graphics should be included in designs. There should always be a good 
balance of graphics/photography/typography to create visual interest. Infographics 
and icons should be used where appropriate. Always incorporate an appropriate 
amount of white space to maintain a clean and professional design.

DESIGN 
STYLE2.0 Destination Northern Ontario

STYLE GUIDE – Design Style »

http://www.destinationnorthernontario.ca/
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STYLE GUIDE – Design Colours » 
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DESIGN 
COLOURS3.0 Destination Northern Ontario

COLOURS:  
Colours that represent the nature and geography of the 
region: red to represent Canada, green for lush foliage, 
blues that reflect the clear waters, and yellows  that 
reflect the sunsets, fall colours and vibrant towns and 
cities within the region. Neutral accent tones reflect 
rock formations along the Canadian Shield. 

Primary colours

Secondary Colours

STYLE GUIDE – Design Colours » 
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Pantone 485 C
C-6  M-98  Y-100  K-1
R-225  G-37  B-27 
#e0251b

Pantone 425 C
C-66  M-56  Y-53  K-29
R-83  G-87  B-90
#545759

85%

60%

50%

45%

30%

25%

15%

10%

Pantone 425 C – 25%
C-16 M-14  Y-13  K-7 (25%)
R-197  G-195  B-195
#c4c2c3

Pantone 425 C – 10%
C-7  M-6  Y-5  K-3 (10%)
R-227  G-225  B-225
#e2e1e1

Pantone 425 C – 50% 
C-66  M-56  Y-53  K-29 
R-84  G-87  B-90
#545759

Primary Colours   |   Tints & Shades

Primary colours

Maple Leaf Granite Granite 50% Granite 25% Granite 10%

STYLE GUIDE – Design Colours » 

Primary Colours
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Pantone 7549 C
C-0  M-31  Y-100  K-0
R-255  G-182  B-0
#ffb600

Autumn

Pantone 7700 C 
C-93  M-62  Y-32  K-13 
R-24  G-90  B-125
#185a7d

Twilight

Pantone 7742 C
C-75  M-32  Y-96  K-19
R-71  G-118  B-59
#48773c

Pantone 7742 C
C-75  M-32  Y-96  K-19
R-71  G-118  B-59
#48773c

STYLE GUIDE – Design Colours » 

Secondary colours

White Pine Great Lakes

USE OF SECONDARY COLOURS:  
Secondary colours can be used as accents to add emphasis and depth to a design. 
They also help to differentiate each pillar within the organization.

Workforce Development & Industry Training Investment Attraction

Product Development Partnership Initiatives

Marketing & Communications Governance & Administration
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STYLE GUIDE – Design Colours » 

X

Pairing colours

Pairing colours — misuseagen

Reverse white logos can only be used over grey, black, or red backgrounds.

Avoid use of gradients.

Do not place logo over secondary colours.

X

X X X

X X
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LOGO 
VARIATIONS4.0

STYLE GUIDE – Logo Variations »

destinationnorthernontario.ca
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STYLE GUIDE – Logo Variations » 

Logo Variations

destinationnorthernontario.ca
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When placing the logo over images, 
please use the full colour reverse white 
version. Make sure to leave enough 
white space around the logo, and choose 
images with enough contrast to keep 
logos clear and legible.

DO NOT use the logo over a busy 
background. The logo must be clear 
and legible when used over a photo.

WHAT NOT TO DO:

X

LOGO 
USAGE5.0

STYLE GUIDE – Logo Usage »
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ALWAYS make sure the logo is clear and 
recognizable when placing over photos 
or busy backgrounds. Either choose a 
different logo variation or adjust the 
placement of the logo to ensure the logo 
has enough contrast over the background.

WHAT NOT TO DO:

X

In some cases, the full colour logo 
may not be the best option. In this 
situation, the reverse white logo 
was used because the full colour 
logo did not stand out over the 
orange background.

STLYE GUIDE – Logo Usage » 

Logo Usage
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When using logo on light 
backgrounds, the full colour logo 
with black type can be used. 

STYLE GUIDE – Logo Usage »

Logo Usage
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10%10%
Do not place text or graphics 
over logo.

Do not skew logo. Keep 
original logo portions. 

Do not recolour logo.

Do not place the logo on a 
distracting background.

Do not enclose logo within 
a shape.

Do not add a heavy drop shadow. Do not add graphic elements  
or text to the logo.

Do not add an outer glow 
to the logo.

Do not break apart logo 
elements

Do not add a stroke to the logo.

Do not place on backgrounds 
that do not comply with logo 
standards.

Do not rotate logo.

XXX
destinationnorthernontario.com

Logo Usage

XXX

X

X

X

X

X

X

STLYE GUIDE – Logo Usage » 

15



Always keep whitespace between logo 
and other design elements or page 
edges. Keep spacing proportional to 
the following guidelines.

No other elements should intrude 
within the space outlined in red.

Always keep the logo proportional to 
the page size, leaving as much white 
space as possible.

3”
.5”.5”

.5”

.5”

4.25”

.75”
The minimum size 
should be no less 
than .75” wide.

Logo Usage

STYLE GUIDE – Logo Usage »
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HEADLINE 1 – ROBOTO SLAB - BOLD
HEADLINE 2 – OPENS SANS - EXTRA BOLD
HEADLINE 3 – OPEN SANS - BOLD
HEADLINE 4 – OPEN SANS – LIGHT

HEADLINE CONTAINED  
WITHIN A RECTANGLE

HEADLINE 1 - TAHOMA BOLD
HEADLINE 2 - ARIAL BLACK
Body copy - Arial Regular. Always try to 
add 4 pts of leading to body font size.

OPEN SANS:

Open Sans Extra Bold (headlines, pull-out graphics, typographic elements) 
Open Sans Bold (headlines, subheads, emphasis)
Open Sans Semibold (subheads, emphasis)
Open Sans Regular (body text)
Open Sans Light (headlines, body text, graphic elements

Font Size Guidelines:
Open Sans regular should be used for general body copy. If 9 points is too 
small, font sizes up to 11 points will be acceptable. The leading should always 
be 4 points larger than the font size in body text. Other variations of Open 
Sans (i.e. bold, semi-bold, extra bold) can be used within the document to add 
emphasis where necessary.

If possible, body text should be broken down into two columns. 

DESIGN 
TYPOGRAPHY6.0

STLYE GUIDE – Logo Usage » 

WEB / MICROSOFT SUBSTITIONS:

In cases where only web-safe fonts are available, please use 
Tahoma for headlines, and Arial for body copy.  
In Powerpoint use Arial Black for headlines and Arial for body.
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destinationnorthernontario.ca

CONTENTS »

RTO 13

13a

13b

13c

02

Tourism is a major economic driver in Northern Ontario with receipts ranking higher per capita than 

other regions in the province. Tourism is the largest employer of young workers in the Province and 

Tourism Northern Ontario’s research reveals 40% of the workforce in the region, as well as one in five 

businesses are tourism related. In 2014 there were 8.3 million visits with tourism receipts totaling 

$1.5 billion. Research in sub-region 13b indicates growth of approximately 7% in 2013 and 2014 in the 

fixed-roof accommodation sector.

REGIONAL OVERVIEW  
& ASSESSMENT

2014 Tourism Statistics – Region 13 
Total Visits & Spending

Region Visits  
(millions) (2013)

Visitor Spending 
(billions) (2013)

Ontario 139.5 (-1.5%) 23.9 (+7.2%)

Region 13 8.2 (+1.2%) 1.5 (0%)

Region 13 as a percentage of Total Ontario 5.9% (0%) 6.25% (+0.75%)

Sub-region 13a as a percentage of Region 13 55% (+4.5%) 51% (+5.5%)

Sub-region 13b as a percentage of Region 13 20.5% (+2%) 16% (+1.2%)

Sub-region 13c as a percentage of Region 13 24.5% (-6.5%) 33% (-6.5%)

REGIONAL OVERVIEW & ASSESSMENT » 

Note: Although 2015 RTO profiles are available, the quality of the data describing the characteristics of U.S. 
visitors to Ontario is particularly low and as such the ministry will not be releasing this information at the 
sub-provincial level.

In 2014, there were 
8.2 million visits 
to Region 13, 
representing 5.9% of 
total visits to Ontario 

Sub-region 13a 
accounted for the largest 
proportion of visits 
and spending in Region 
13 while Sub-region 13b 
represented the least

Visitors to Region 13 
spent $1.5 billion, 
accounting for 
6.25% of total visitor 
spending in Ontario 

18

Photo: Woodland Caribou Provincial Park – Goh Iromoto, Destination Ontario
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PARTNERSHIPS » 

472018-19 BUSINESS PLAN

Objective
To enhance visitor experience through well-designed tourism 
products that meet current and future customer demand.

During the current strategic planning cycle, Tourism 

Northern Ontario has been actively working to 

demonstrate leadership and strategic direction 

for activities related to Product Development and 

Research. Organizationally, this mandate falls 

under the realm of the Product Development 

Senior Coordinator to liaise with Tourism Northern 

Ontario’s Product Teams and manage all related 

Research and Product Development activities. 

Tourism Northern Ontario has spent the past three 

years growing Product Teams to develop strategies 

that will guide the development and enhancement 

of Northern Ontario tourism products and 

experiences in specific “best bet” product areas, 

as well as a strong research program to support 

product development opportunities in the Region. 

According to Ontario’s Tourism Action Plan (2016), 

priority areas include developing tourism products 

and experiences and improving the quality of 

tourism data. Tourism Northern Ontario 

already has strong roots in these activity areas 

and will continue to fulfill related strategic 

action areas in the coming years.

Wayfinding initiatives will be coordinated by the 

Senior Partnership and Initiatives Coordinator.

In line with Ministry of Tourism, Culture and 

Sport’s goals for the industry, the focus of 

Product Development will be to: implement 

strategic recommendations provided by the 

Product Teams; move forward with efforts 

to standardize wayfinding across Northern 

Ontario and develop and monitor new ways 

of tracking industry performance (i.e. for the 

overall region and within operator groups) to 

make evidence-based decisions for product 

and experience development

PRODUCT DEVELOPMENT »  
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292018-19 BUSINESS PLAN

PRODUCT DEVELOPMENT » 

PRODUCT 
DEVELOPMENT
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Photo: Thunder Bay – Goh Iromoto, Destination Ontario

28

DESIGN 
EXAMPLES7.0

Business Plan

STYLE GUIDE – Logo Usage »
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2020-21 marketing activities were 
markedly different than an average year 
due to the COVID-19 pandemic.

To effectively market when and where appropriately, 
Destination Northern Ontario invested in marketing 
programs by quarter. The ever-changing travel restrictions 
and protocols made it difficult to know what markets 
best bet six months or nine months out would be; the 
organization decided to make short-term investments 
so marketing activities could reflect travel trends as 
they evolved. In the first quarter of the fiscal year, DNO 
partnered with Destination Marketing Organizations 
across the North and invested in a Dream ON Campaign. 
The campaign focused on awareness marketing to ensure 
consumers were still dreaming of Northern Ontario while 
they were under public health orders. The campaign 
went exceptionally well. NorthernOntario.travel acted as 
a library for content and, along with traditional content, 
virtual marketplaces were developed so consumers could 
explore the region and “shop local” from their own homes. 

Marketing

3 MILLION+ 
VISITS

northernontario.travel

Camera Bruce Mines Marina – Destination Northern Ontario

2020-21 ANNUAL REPORT

10

Fulfilling its partnership mandate, Destination 
Northern Ontario reached out across the North 
to identify potential initiatives that aligned 
with its business plan and pillar strategies. 

Northern Ontario implemented ten partnered initiatives working 
with over 60 partners and leveraging the province’s investment 
three times over, resulting in $1.2 million of partnered activity.

Partnerships

60+

Camera Manitoulin Island

2020-21 ANNUAL REPORT

21

destinationnorthernontario.ca

Annual Report2020-21

• Accountability
• Transparency

• Leadership
• Innovation

• Collaboration
• Teamwork

• Integrity

Vision 
Northern Ontario will be a unique and distinctive tourism destination wherein high-quality products 

and experiences resonate with consumers, entrepreneurship is valued, and tourism provides local, 

regional and global connections for the entire region.

Mission Statement 
Destination Northern Ontario will take a leadership role to strategically guide and champion 

growth in Northern Ontario’s tourism industry, through strong communication, collaboration and 

partnerships with industry.

Values 
Destination Northern Ontario’s Board is committed to focusing on the vision in an “innovative, 

results-based, effective and fiscally responsible manner, with a foundation of strong governance and 

management leadership.” Destination Northern Ontario’s Board also recognizes the following values 

as important aspects of the strategic plan:

Camera Historic Cobalt – Destination Northern Ontario

2020-21 ANNUAL REPORT

08

Destination Northern Ontario has exercised administrative diligence 
on both planning and adhering to reporting deadlines with 100% of 
planned initiatives being completed on-time. Guided by a strategic 
implementation plan, a dedicated staff person is responsible for each 
of the four priority pillars with support staff as needed. Partnership 
projects also align with mandated pillars and each staff person works 
on partnerships related to their portfolio. Destination Northern Ontario 
continues to align with the Ministry of Heritage, Sport, Tourism and 
Culture Industries in both its programs and coordination of staff.

Developed as a tool to help the Destination Northern Ontario Board of Directors track the organization’s 
performance each year, this annual report is aligned with the Ministry’s Regional Tourism Organizations 
Guide which recognizes the following five pillar areas:

100% of 
planned 
initiatives 
completed  
on-time.

Organizational  
Excellence 

Product 
Development

Marketing 
& Communications

Investment 
Attraction

Partnerships

Workforce Development  
& Industry Training

5 CORE 
PILLARS

01

04

02

05

03

Camera Discover Geraldton Interpretive Centre – Destination Northern Ontario

2020-21 ANNUAL REPORT

07

DNO continued to support Travel Information 
Centres (TICs) in 2020-21 by working with 22 TICs 
to administer visitor surveys which resulted in 479 
responses received. Due to COVID-19 and travel 
restrictions, several TICs were not open, and it was 
more challenging this year to engage visitors to 
complete surveys. Information was consolidated 
and shared with industry and other relevant tourism 
organizations. DNO developed and delivered four 
online TIC Summer Student Training workshops 
supporting customer service provided to 36 partner 
TIC staff and enrolled 21 TIC staff in OTEC’s 
Customer Service Excellence Program. 

DNO provided resources to 19 TICs 
required to operate safely during 
COVID-19 including screens, masks, 
signage, bags, and cleaning 
supplies. Brochure placement could 
not take place due to COVID-19. 

Product
Development

Camera Travel Information Centre, Longlac – Destination Northern Ontario

2020-21 ANNUAL REPORT
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Annual Report

Design Samples

STLYE GUIDE – Logo Usage » 
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Design Samples

As more travellers have opted for the great outdoors as a direct result of the pandemic, 
it is important to promote and inspire responsible outdoor recreation through 
education and research. Leave No Trace Canada builds awareness, appreciation 
and respect for our wilderness. 

The seven principles provided by Leave No Trace Canada are recommended as 
a guide to minimize the impact of your visits to the natural and cultural heritage 
areas of Northern Ontario. While our actions may seem harmless at the time, until 
we learn to reduce our impact, the quality of our outdoor experiences and the 
recreational resources we enjoy may be at risk. 

Leave No Trace relies more on behaviors and knowledge than on laws and regulations.

The proper disposal of human waste, gloves, masks, 
wipes etc. is important to protect our environment 
to avoid pollution, and will limit the possibility of 
spreading diseases. 

It is crucial we recognize our responsibility to be an ethical 
traveller, especially on treaty land. 

Indigenous Peoples have cultural and spiritual relationships 
with the land, forests, and ecosystems that are their 
homelands. It is important to be respectful to any culture 
we interact with along the way, especially on treaty land.

For more information and to explore the seven Leave No 
Trace principles, visit Leave No Trace Canada.

www.destinationnorthernontatio.ca

Leave  
  No Trace.

As more and more people travel outdoors, striving to reduce your impact leaves the 
wilderness pristine for the animals living there and the people visiting. 

The Leave No Trace Principles of 
outdoor ethics form the framework 
of Leave No Trace’s message:
1. Plan Ahead and Prepare

2. Travel and Camp on Durable Surfaces

3. Dispose of Waste Properly

4. Leave What You Find

5.	 Minimize	Campfire	Impacts

6. Respect Wildlife

7. Be Considerate of Others

Eyton, Taryn, et al. “How to Leave No Trace (And Why It's Important!).” Happiest Outdoors, 11 Oct. 2019, www.happiestoutdoors.ca/how-to-leave-no-trace/.
“Leave No Trace Canada - Outdoor Ethics [Build Awareness, Appreciation & Respect for Our Wildlands].” Leave No Trace Canadas RSS, www.leavenotrace.ca/principles.
“Leave No Trace Canada - Outdoor Ethics [Build Awareness, Appreciation & Respect for Our Wildlands].” Leave No Trace Canadas RSS, www.leavenotrace.ca/home.
Gollner, Adam Leith, et al. “Best of NorthernOntario.travel.” Northern Ontario Travel, 14 Nov. 2019, www.northernontario.travel/best.
Batista, Candice, et al. “How To Be An Ethical Traveller On Indigenous Land.” The Eco Hub, 12 Nov. 2020, www.theecohub.ca/how-to-be-an-ethical-traveller-on-indigenous-land/.

RESOURCES

Investment  
Attraction 

Leveraging partnership Program funds available 

through the Ministry of Tourism, Culture and Sport. 

01

02

03

04

05

06

Leveraging the organization’s relationship with 

EDCO and other economic development agencies. 

ACTIVITIES INCLUDE:

Working with federal and provincial ministries to 

make the case for a capital investment program 

for tourism businesses in the region. 

Identifying investment tool requirements for 

stakeholders. 

Assisting in relative funding applications for 

industry or relative tourism organizations; and

Providing critical training opportunities such 

as succession planning to operators across 

the North.

OBJECTIVE
Destination Northern Ontario's (DNO) main objective 

in Investment Attraction is to increase investment in 

the tourism industry to enhance visitor experience.

Destination Northern Ontario will take a 

complementary role in Investment Attraction across 

the region to support the activities of FedNor, the 
Northern Ontario Heritage Fund Corporation, 

stakeholder provincial ministries such as the Ministry 
of Agriculture, Food and Rural Affairs and the 
Ministry of Northern Development, Mines, Natural 
Resources and Forestry.

www.destinationnorthernontario.ca 

Camera Photos: Destination Ontario / Destination Northern Ontario

� Fielding and directing 

potential investors to 

opportunities; nine 
completed to date.

� Work completed to secure 

several grant and contribution 

programs with for-profit and 

not-for-profit organizations 

and businesses. 

� Northwest Ontario (13C) 

has increased coverage 

due to physical presence 

in the region, and 

increased staffing.

� Increased partnerships 

and collaboration in the 

economic development 

space with local and 
regional partners. 

� 143 outreach activities 

made to council and 

Economic Development 

Organizations (154% 

increase from 2019/20.) 

� Three new community 

tourism development plans 

completed with Manitoulin 

Island, Schreiber Investment 

Attraction and Silver Islet. 

www.destinationnorthernontario.ca
communications@destinationnorthernontario.caLEARN MORE  �

SUCCESS STORIES

� Photos: Destination Ontario / Destination Northern Ontario

OBJECTIVE
Destination Northern Ontario's (DNO) main goal in its 

marketing activities is to increase awareness of Northern 

Ontario as a travel destination and increase conversion in 

target markets.

Destination Northern Ontario aligns itself with Destination 

Ontario’s marketing model and leverages partnership 

whenever possible.

Marketing & 
Communications 

Destination Northern Ontario engages consumers through 

their content program resulting in over 2.7 million visits to 

the NorthernOntario.Travel website annually.  

� 200+ new content pieces published annually

� 1.2 million visits through search engines. 

� 645,000 leads to partners. 

� Portal received 4 million visits with a CTR of 18% and a 

cost per click of .33 cents) in 2021-22. 

� 62 itineraries, 23 atlases and 4,200+ points of interest (i.e. 

thematic interactive maps) uploaded to the Trip Planner. 

NORTHERNONTARIO.TRAVEL

www.destinationnorthernontario.ca 

� Photos: Destination Ontario / Destination Northern Ontario

www.destinationnorthernontario.ca
communications@destinationnorthernontario.caLEARN MORE  �

SUCCESS STORIES

� Over 15,000 social media 

followers (Facebook, Linked 

In, Twitter, Instagram)  

C O N S U M E R  M A R K E T I N G

� Destination Northern Ontario 

invests approximately 

$2 million annually in 

marketing the region through 

partnership, sub-regional 

marketing activity and pan-

northern campaigns.

� Destination Northern Ontario works 

with over 12 travel associations, 

communities and destination 

marketing organizations throughout 

the region to market its priority 

products and experiences; touring, 

angling and hunting, culture and 

heritage, nature and adventure 

hit domestically, in transborder 

markets and internationally. 

� Destination Northern  

Ontario works with operators 

through the Fast Track 
to Success Marketing 
Co-op program providing 

.50c dollars to implement 

marketing recommendations 

at their business. 

I N D U S T R Y  C O M M U N I C A T I O N S

� The annual Northern Ontario Tourism 

Summit has engaged over 1,500 
tourism representatives and business 

owners since its inception in 2014.

15,000 1,500+

2 MILLION OVER 12

� An average newsletter 

open rate of 27% (the 

industry standard is 15%). 

27%

� Photos: Destination Ontario / Destination Northern Ontario

OBJECTIVE
Destination Northern Ontario’s Workforce Development 

and Industry Training pillar’s main objective is to facilitate 

and support the attraction, development and retention of 

a tourism workforce to enhance the customer experience.  

In 2015, through strong relationships at the federal and 

provincial level, Destination Northern Ontario launched 

Tourism Excellence North (TEN). TEN’s mandate was/is to 

mandate was/is to increase visitor appeal and create better 

products and higher-quality tourism experiences through a 

“Quality Shift”.  

COURSES  
& ONLINE TOOLS
The TEN program offers several courses 

and online tools to address the training 

needs of tourism owners and operators, 

communities and destinations.

O N L I N E  T O O L S

D E F E N D  &  M A I N T A I N  S H I F T
(formerly known as Quality Shift)

I N S P I R E  &  G R O W  S H I F T
(formerly known as Experience Shift)

R I S E  &  S H I N E  S H I F T
(formerly known as Culture Shift)

01

02

03

www.tourismexcellencenorth.ca

TEN is Destination Northern Ontario’s industry 

training program for Northern Ontario and 

addresses three critical shifts:

Self Assessment Tools  
Downloadable self-assessment tools, free and 

accessible online on the TEN website. 

Case Study Videos 
Learn from other Northern Ontario Operators 

and Communities as they share their examples 

of excellence, successes and learning 

experiences.

 ADAPT: A Webinar Series for Tourism 

Designed to support businesses and 

communities within Northern Ontario’s 

tourism industry through COVID-19 

and beyond by providing resources and 

connections for today and the future.

 World’s Best Snowmobile Destination 

Training videos and self-assessment tools 

to help you determine and improve your 

level of snowmobile market readiness.

Workforce 
Development  
& Industry Training

www.destinationnorthernontario.ca 

Camera Photo: Destination Ontario

Experiential Travel Training for 
Operators Workshop
Learn to design, enhance and deliver 

immersive experiential travel offers 

to attract new visitors and contribute 

to your bottom line. 

Moving Tourism in Your 
Community from Ideas to Action 
Workshop 
Designed for small groups of 

community members to attend 

together, you will learn the 

fundamentals of experiential travel 

and create a detailed action plan for 

your community.

French IT UP! Workshop 

Create tourism experiences 

showcasing francophone traditions, 

customs, food, music and history to 

attract more French speaking tourists 

and culture seeking visitors.   

Experience Fishing 

Gain the tools and resources needed 

to offer a standardized, safe, and 

unique fishing experience to non-

angler visitors who are new to the 

experience of fishing.  

A partnership event between Nature and Outdoor Tourism 

Ontario (NOTO) and Destination Northern Ontario (DNO), the 

Summit brings together tourism businesses, organizations 

and suppliers as well as all levels of government at a single 

event to find solutions to challenges facing the industry.

Best Practices Mission  
Trips of 3 to 5 days focused 

on themes relevant to tourism 

across Northern Ontario, these 

group trips provide a chance to 

experience and learn from ‘best 

in class.’

Fast Track to Success 

One-on-one personalized 

coaching delivering practical and 

useful recommendations tailored 

to your business. 

International Travel  
Training Workshop 
Discuss of all aspects of working 

with the international travel trade, 

including roles, pricing, inventory, 

operational requirements, and 

development steps.

Tourism SkillsNet North 
Program 
Identifies specific workforce 

labour gaps, trains up to 200 

potential employees and 

matches them with available job 

opportunities within northern 

Ontario’s tourism sector.

NORTHERN ONTARIO 
TOURISM SUMMIT

The 2-day hybrid event includes training workshops, information 

sessions, and innovative problem-solving workshops, a range 

of speakers as well as numerous opportunities for networking 

including a trade show of product and service providers to the 

tourism industry.

SUCCESS STORIES

� 78% of operators said 
the tools assisted with 
business improvements 
and customer service 
improvements. 

� 75% of communities 
said they worked 
with their community 
partners to complete the 
self-assessment tools. 

� Fast Track to Success 
has helped 133 
businesses to date, 
providing practical 
and useful advice and 
recommendations that 
can be implemented 
the next day and in the 
future.

� 100% of respondents 
indicated they would 
be interested in 
participating in other 
TEN training solutions.

78%

75%

133

100%

� Photo: Destination Ontario

T R A I N I N G  C O U R S E S

PRODUCT TEAMS

Angling 

Auto / RV Touring 

Boating

Culture & Heritage (Group of Seven) 

Cycling 

Francophone 

Gateway & Destination Communities 

International

LGBT+ 

Motorcycle Touring

Nature & Adventure (Parks, Paddling & Trails) 

Snowmobile 

Wayfinding
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WORKING GROUPS:

Experience Fishing 

Lake Superior Auto / RV Touring Route

Winnipeg to Thunder Bay Touring Route

Northern COVID Task Force

Northern Border Working Group

Travel Information Centre Working Group 

01

02

03

04

05

06

Product
Development

OBJECTIVE
Destination Northern Ontario's main objective for product 

development is to enhance the visitor experience through 

well-designed tourism products that meet current and future 

customer demand during and beyond recovery from COVID-19. 

Over 150 tourism industry representatives are engaged with 

Destination Northern Ontario to drive industry development and 

implementation of 10 priority sector strategies through various 

product teams and working groups. 

www.destinationnorthernontario.ca 

Destination Ontario

Camera Photos: Destination Ontario / Destination Northern Ontario

SUCCESS STORIES

� Over 40 operators involved 

in the Experience Fishing 

program across the North. 

M O V I N G  F O R W A R D

www.destinationnorthernontario.ca
communications@destinationnorthernontario.caLEARN MORE  �

� Eight completed Balado 

Itineraries for Sudbury, 

Thunder Bay, Temiskaming 

Shores, Hearst, Kapuskasing, 

Dubreuilville, North Bay and 

West Nipissing. 

� Continuation of major projects 

including Northshore Lake 

Superior Tourism, Northern 

Ontario Trails Plan, RV itinerary 

development, Heart of Canada 

Touring Route and LGBTQ+ 

tourism development.  

� 155 new market ready 

products in market for 

2021-22. 

� 51 new tourism partners 

engaged in product 

development initiatives. 

� Six product development 

partnerships in progress 

leveraging over $125,000 

in external investment.

OVER 40

155 51 $125,000 +

EIGHT

•  New product development 

priorities on the horizon and 

under development; sustainability, 

LGBTQ+ tourism, facing the opioid 

crisis in Northern Ontario and 

accessibility.

•  Invest in priority Products 

and experiences that 

resonate with consumers 

leading to exponential 

growth in the region. 

•  Identify research gaps 

that give insight to the 

new customer and their 

expectations. 

� Photos: Destination Northern Ontario

PRIORITY  
SECTOR

CURRENT INDUSTRY  
PERFORMANCE POTENTIAL PRIORITY

Angling & Hunting Star Excelling Star Excellent  � Priority

Touring

Auto & RV � Underperforming Star Excellent  � Priority

Snowmobile � Performing well Star Excellent  � Priority

ATV � Underperforming � Limited −� Low priority

Boating � Underperforming � Limited −� Low priority

Great Lakes Cruising Star Growing fast Star Excellent +� High priority

Gateway & Destination  
Communities

Attractions � Underperforming Star Excellent  � Priority

Festivals � Performing well � Good  � Priority

Meetings / Incentives  
& Sports Tourism � Underperforming � Good  � Priority

Nature & Adventure

Cycling � Growing Fast Star Excellent  � Priority

Paddling � Underperforming � Good  � Priority

Trails � Underperforming Star Excellent +� High Priority

Parks � Performing well Star Excellent +� High Priority

Culture & Heritage

Indigenous � Underperforming Star Excellent +� High Priority

Francophone � Underperforming Star Excellent +� High Priority

Group of Seven � Underperforming Star Excellent +� High Priority

Food & Wine � Growing Fast Star Excellent +� High Priority

International � Growing Fast Star Excellent +� High Priority

8.2 
MILLION 
VISITS

Annual Statistics for 
Northern Ontario

$1.6 
BILLION 
TOURISM
RECEIPTS

+$500 
MILLION
GENERATED
IN TAX
REVENUES

PRODUCT  
DEVELOPMENT » 
Destination Northern Ontario invests strategically 
to enhance existing and develop new products and 
experiences in identified priority sectors.

RTO 13 » Destination 
Northern Ontario (formerly 
Tourism Northern Ontario) is a 
regional tourism organization 
(RTO) that was formed at the 
direction of the Northern Ontario 
tourism industry and is funded by 
the Ontario Ministry of Tourism, 
Culture and Sport. 

Prior to its formation, there was 
a clear message from tourism 
businesses in the North that a 

pan-northern organization was 
needed to lead 
economic growth 
through tourism 

for the region.

Destination Northern 
Ontario is the largest of the 

13 RTO’s in terms of its geography 
and the second largest by budget. 

Fact Sheets

Pillar One-Pagers

STYLE GUIDE – Logo Usage »

20



Destination Northern Ontario / destinationnorthernontario.ca
Tourism Excellence North / tourismexcellencenorth.ca
Domestic Marketing  / northernontario.travel
International Travel Trade / northernontarioitt.com

T: 705.575.9779 
F: 705.575.9780 
E: info@destinationnorthernontario.ca

CONTACT »
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T » 705.575.9779  |  F » 705.575.9780  |  E » info@destinationnorthernontario.ca  |  W » destinationnorthernontario.ca

111 Elgin Street, Suite 304, Sault Ste. Marie, ON, Canada P6A 6L6


