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Agenda 

§  High-level review of document 
§  Q&A 

This project was completed with the support of:



“Our region is  
  only as good as the  
  stories that are  
  told about it.” 



Introductory sections 

§  Purpose of the project 
§  Acknowledgements 
§  Glossary of terms 

§  How to use this document 



Goals of the Program 

§  Increase visitors’ length of stay  
§  Increase visitor receipts 
§  Increase visitor satisfaction 

§  Assure consistency across  
all communication channels 



What is wayfinding?  
Direction for people 
in motion  



Wayfinding is not 
tourism marketing, 
promotion or advertising 



How do people 
find their way? 



How do people find their way? 



What tools do they use? 



What tools do they use? 



What tools do they use? 



Sample statement 

When Northern Ontario invests in 
   municipal signage standards 
Tourism operators can access 

   a signage “toolkit” 
and visitors experience 

   complete information in municipalities. 

What tools do they use? 



To whom are  
we speaking? 



Northern Ontario visitors 

§  Who are they? 
§  Why do they come? 
§  Where do they go? 
§  What problems do they experience? 

 
 
      A summary of Tourism Opportunities  
      for RTO 13, July 2014 

To whom are we speaking? 



Visitor problems 

§  Passport requirement, border restrictions 
§  Difficulty anticipating distances 
§  Weather inhibits visibility of information 
§  Aging municipal wayfinding systems 
§  Overwhelming information in print, online 
§  Lack of clarity among tourism operators 

regarding RTO 13 divisions 
§  Lack of coordination between RTOs and 

operators regarding wayfinding 
information. 

To whom are we speaking? 



What do they 
need to know? 



Wayfinding Information Hierarchy 

1.  Tourism Region:  RTO 13 
2.  Tourism Sub-region:  RTO 13c 
3.  Tourism Association:  Sunset Country 
4.  Municipality/Rural:  Thunder Bay 
5.  Attraction:    Centennial Park 

What do they need to know? 



Tourism Association 

Created to promote “signature landscapes”  
 
While they represent physical divisions  
of space, the boundaries are difficult  
for the traveller to define. 
 
Use levels 1, 2, 4 and 5 as anchor points  
for primary wayfinding information. 

What do they need to know? 



Observations & 
recommendations 



RTO 13 Culture 

Observation 
Hierarchy has been in place for  
a relatively short period of time 
 
Recommendation 
Complete the transition to the correct 
information hierarchy, using this strategy  
to build tools for awareness & education. 

Observations & Recommendations 



Visitor Centres 

Observations 
1.  122 active in RTO 13 
2.  Large range in size, resources, capability 
3.  Does not change visitor expectations 
4.  The most important wayfinding channel is 

a friendly face at the Visitor’s Centre 

Observations & Recommendations 



Visitor Centres 

Recommendations 
1.  Reopen and support OTIC Visitor Centres 

that have been closed at borders 
2.  Support Centres with summer students 

where possible 
3.  Build training tools, resources for all 

1.  Material distribution 
2.  “Point of purchase” display 
3.  RTO 13 wall-mounted map 
4.  Self-serve information booth as needed 

Observations & Recommendations 



Use fewer, better tools 
to communicate 
wayfinding information  
to visitors 

Visitor Centre Recommendation 



Fewer, better tools 



Border Crossing 

Observations 
1.  Critical information is available across 

channels; dispersed and inconsistent 
2.  Visitors are at times unaware of 

requirements prior to arrival 
3.  Regularly updated materials are no longer 

available at border crossings 

Observations & Recommendations 



Border Crossing 

Recommendations 
1.  Choose a single, concise border crossing 

summary for Canadian, US citizens. 
2.  Place it prominently and consistently in 

printed materials and in Canadian, U.S. 
Visitor Centres 

3.  Consistently link to online resources  
1.  http://www.cbsa-asfc.gc.ca/ 
2.  www.dhs.gov 

Observations & Recommendations 



Border Crossing Recommendations 



Wayfinding Signage 

Observations 
1.  Signage is the most visible, most extensive 

embodiment of wayfinding 
2.  Most frustrating aspect due to 

bureaucratic and regulatory restrictions 
3.  Signage Hierarchy 

1.  Ministry of Transportation (MTO) 
2.  Canadian Tourist Oriented Directional Signs 

(CTODS) 
3.  Municipal 
4.  Trails 

Observations & Recommendations 



MTO Standards 

Observation 
Bypass routes divert potential visitors 
from downtowns 
 
Recommendation 
Petition MTO to change language 
 

Wayfinding Signage > MTO 



Wayfinding Signage > MTO 



MTO + OBIAA 

Observation 
Creates a consistent, branded indicator  
for a downtown business/shopping district 
 
Recommendations 
1.  Work with MTO to add icons  

to highway signage 
2.  Build awareness by promoting  

across channels 

Wayfinding Signage > MTO 



CTODS 

Observations 
1.  Stakeholders view it as designed for 

Southern Ontario 
2.  Research survey revealed 3 primary issues: 

1.  Becoming a qualified destination 
2.  Cost/time investment for operators 
3.  Long lead times for installation/replacement 

3.  Fewer staff in the North; limited 
understanding of program details 

Wayfinding Signage > CTODS 



CTODS 

Recommendations 
1.  TNO & sub-regions participate fully in 

development of new guidelines 
2.  Advocate for needs of Northern Ontario 

1.  Reduce restrictions for participation 
2.  Include natural features 
3.  Account for seasonal operations 
4.  Add customizable community sign panel 
5.  Add OBIAA sign panel 

3.  Update operators of progress  
via digital tools 

Wayfinding Signage > CTODS 



Wayfinding Signage > CTODS 



CTODS Restrictions 

Observation 
Staff at TODS are restricted in level of change 
that can be expected from CTODS: 

- Federal level contractual agreement 
- Meetings ongoing to amend standards 

 
Final decisions expected Q4 2014 

Wayfinding Signage > CTODS 



CTODS + Municipal Signage 

Observation 
Municipalities “pirate” aspects of CTODS 
 
Recommendation 
Create standards for municipalities that  
pick up where CTODS leaves off. 

Wayfinding Signage > CTODS 



Wayfinding Signage > CTODS 



CTODS 

Observation 
Signs are empty where businesses have 
closed, creating a negative impression 
 
Recommendation 
Create default sign panel for more 
information, such as ontariotravel.net,  
or an appropriate DMO or TNO Web address 
 

Wayfinding Signage > CTODS 



Wayfinding Signage > CTODS 



CTODS + Billboards 

Observation 
Billboards are a substitute for CTODS 
participation; MTO enforcement is lax 
 
Recommendation 
Create guidelines for including wayfinding 
information on billboards in future signage 
standards program 

Wayfinding Signage > CTODS 



Wayfinding Signage > CTODS 



CTODS + Tourism Routes 

Observation 
Used to comply with CTODS in order to 
attract visitors to destinations, downtowns 
and through rural areas 
 
Recommendations 
1.  Promote in multiple channels so visitors 

can use them to find attractions 
2.  Where routes are no longer supported, 

remove signage as a last resort 

Wayfinding Signage > CTODS 



Wayfinding Signage > CTODS 



Trail Signage 

Observation 
Municipalities vary greatly in the way they 
welcome, orient and inform trail visitors 
 
Recommendation 
Develop consistent trail signage standards in 
an RTO 13 wayfinding signage program 

Wayfinding Signage > Trails 



Wayfinding Signage > Trails 



Technology access 

Observations 
1.  Remote geography = limited access 
2.  International visitors may not activate  

data plans for use in Canada 
3.  Canadian visitors incur roaming charges as 

they cycle between Rogers and Bell 
4.  Mobile applications rely on data service 
5.  Some Websites are not optimized for 

viewing on mobile devices 
6.  Many rely on GPS technology to navigate 

Observations & Recommendations 



Technology access 

Recommendations 
1.  Develop one consistent standard for 

digital communications: Web-based, 
mobile 

2.  Incorporate functionality to “cache” 
information in mobile applications 

3.  Optimize Websites to work efficiently  
on multiple platforms 

4.  Consider developing GPS modules to 
support specific experiences, such as 
snowmobile trails or touring routes 

Observations & Recommendations 



Websites 

Observations 
1.  Limitless information available online 
2.  Most of it is legitimate, some not 
3.  Visitors need a way to cut through clutter 

Observations & Recommendations 



Websites 



Websites 

Recommendation 
Focus efforts on primary RTO sites 

- Content updated consistently 
- Search engine optimization 
- Promoted across channels 
-  Maintained with annual budgets 
-  Develop a branded “seal of approval,” indicating 

that a Website has met content and functional 
standards 

Observations & Recommendations 



Websites 



Mobile Apps 

Observations 
1.  Most operators have determined that 

expense and maintenance are barriers 
2.  Connectivity is problematic 
3.  Some existing apps are pay-to-play, 

featuring members of organizations only, 
which limit their effectiveness for visitors 

Observations & Recommendations 



Mobile Apps 

Recommendations 
1.  Create mobile standard for RTO 13 

1.  Single digital template 
2.  Customized for a given destination 
3.  Include complete regional business listings  

2.  Assure placement on the Discover ON app 
3.  Carefully consider before starting: 

1.  Audience needs 
2.  Development & promotion budget 
3.  Implications for DMO funding sources 
4.  Ongoing maintenance 

Observations & Recommendations 



Mobile Apps 



Stakeholder Investment 

Observations 
1.  For operators, there are multiple printed, 

digital tools soliciting investment 
2.  May have limited dollars 
3.  How to achieve maximum impact? 

Observations & Recommendations 



Stakeholder Investment 

Recommendations 
1.  Bundle packages for operators to include 

placement in print, digital applications 
2.  Provide an online “broker page” for 

tourism operators to consider participation 
across channels 

Observations & Recommendations 



Stakeholder broker page 



Printed Materials 

Observations 
1.  Almost all visitors carry printed 

information 
2.  Non-OTIC visitor centres are loosely 

organized, present overwhelming 
information 

3.  Much of printed info is available 
electronically 

4.  Pay to play listings do not benefit visitors 

Observations & Recommendations 



Printed Materials 



Printed Materials 

Recommendations 
1.  Support development of printed guides to 

supplement other channels 
2.  Develop a TNO “Point of Purchase” display 

for approved RTO 13 resources 
3.  Include links to downloadable PDFs 
4.  RTO 13 materials should include complete 

listings of local businesses in each category 

Observations & Recommendations 



Point of Purchase display 



Mapping Standards 

Observations 
1.  Tremendous variety of maps created for 

each publication 
2.  Variety of scales, levels of detail, 

information categories 
3.  Increased costs for operators 
4.  Inconsistency for visitors 

Observations & Recommendations 



Mapping Standards 

Recommendations 
1.  Create a single wayfinding map standard 

for all TNO and sub-region 
communications 

2.  Assure that graphic standards apply to all 
media: print, digital and signage 

3.  Target for tourism: not the same level of 
detail as street mapping 

Observations & Recommendations 



Mapping Standards 



Mapping Standards 



Mapping Standards 



Wayfinding sign type 
hierarchy 



Sign Type Hierarchy  

§  MTO 
§  CTODs 
§  Regional 
§  Municipal 
§  Destination Naming Recommendations 

Sign Type Hierarchy 



Sign Type Hierarchy > MTO | CTODS 



Sign Type Hierarchy > Regional 



Sign Type Hierarchy > Regional 



Tourism stories 



Tourism Stories 

§  Three families, three trips 
§  Winnipeg to Dryden: fishing, camping 
§  Bay City, MI to Hearst: Algoma Central Railway 
§  Markham to Lake Superior Circle Tour: 

motorcycle 

§  Illustrate realistic visitor experiences 
§  Demonstrate use of multiple channels 



Recommended 
implementation plan 



Recommended Implementation Plan 



Funding & planning 
assistance 



Funding & planning assistance 

§  FedNor 
§  Ontario Trillium Foundation (OTF) 
§  Northern Ontario Heritage Fund 

Corporation (NOHFC) 



Appendix A: 
SWOT 



Appendix A: SWOT 

INTERNAL

EXTERNAL

O P P O RT U N I T I E S
Funding resources

CTODS restructuring

Standardization = consistency

Other RTO existing standards

Touring and trails

Uniform functionality

Pan-provincial packages

Social media outreach

T H R E AT S
Tourism as “last resort”

MTO/CTODS restrictions

Geography

Technical interconnectivity

Uncontrolled information

Misconceptions of what wayfinding
   is and is not

S T R E N G T H S
Pan-provincial cooperation

Available funding resources

Tourism focus, initiatives

Extensive research

Outreach

Directory: free + enhanced listings

Local initiatives coupled with product dvlpt.

Strong identities at a community level

W E A K N E S S E S
Lack of unified plan for wayfinding

Introspective point of view

Conflict between advertiser-driven 
   and free listing publications

Fragmented identities

Destination “orphans”

Overlapping/overwhelming information

Pay to play: incomplete visitor information

Insufficient stakeholder education



Appendix B: 
Research Survey Results 



Appendix B: Research Survey Results 



Appendix C: 
Asset Database 



Appendix C: Asset Database 



Q&A 



Strengths: Internal 

§  Pan-provincial cooperation 
§  Available funding resources 
§  Tourism focus, initiatives 
§  Extensive research 
§  Outreach: Thunder Bay 
§  Directory: free + enhanced listings 
§  Local initiatives coupled with product 

development (trails) 
§  Strong identities at community level 
 

SWOT Discussion 



Strengths 



Strengths 



Strengths 



Strengths 



Weaknesses: Internal 

§  Lack of unified plan for wayfinding 
§  Introspective point of view 
§  Conflict between advertiser-driven and  

free listing publications 
§  Fragmented identities 
§  Destination “orphans”: not on major routes 
§  Competitive culture 
§  Overlapping/overwhelming information 
§  Pay to play: incomplete visitor information 
§  Insufficient stakeholder education 

SWOT Discussion 



Weaknesses 



Opportunities: External 

§  FEDNOR, RED, NOHFC, Northern 
Investment Readiness Strategy  

§  CTODS Restructuring 
§  Standardization = consistency 
§  Other RTO existing standards 
§  Touring and trails 
§  Uniform functionality (Web reservations) 
§  Pan-provincial packages 
§  Social Media outreach 

SWOT Discussion 



Opportunities 



Opportunities 



Opportunities 



Opportunities 



Opportunities 



Opportunities 



Threats: External 

§  Tourism as “last resort” 
§  MTO/CTODS Restrictions 
§  Geography 
§  Technical interconnectivity 
§  Uncontrolled information 
§  Misconceptions of what  

wayfinding is and is not 
 

SWOT Discussion 



Threats 



Threats 


