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MESSAGE FROM  
THE PRESIDENT 

2020-21 marks a significant milestone for Destination Northern Ontario as we 

come to the close of a decade in operation. Since 2011, the organization has 

grown significantly, adjusted to new governments and budgets, completely 

reviewed governance policies and undertaken a significant brand change to 

its current name of Destination Northern Ontario. The tourism industry in 

Northern Ontario, too, has evolved, with the opening and closing of businesses, 

the ever-changing adaptation to consumer needs and market trends and the 

development of new tourism products.

We have achieved great things in partnership with federal, provincial, regional and local organizations as well as 

countless private tourism operators across the North. We have seen the development and implementation of 

eleven product development strategies from angling to auto & RV touring. We have attended over ten overseas 

marketplaces and sales missions, putting Northern Ontario on the map for international visitors. We have 

facilitated training for over 500 participants through the Tourism Excellence North program. Perhaps most 

remarkably, we have engaged with hundreds of partners leveraging our Ministry’s allocated budget by over $10 

million dollars throughout the years. 

This brings us to current day. COVID-19 and its global spread caused a momentous challenge for the tourism 

industry in Canada and across the world. We are now adapting to our new reality as we move into recovery and a 

new age for how people travel around the region, province, country, and world. This pandemic will no doubt have 

a lasting effect on our industry, and we will be working double time to ensure our organization is at the cutting 

edge of research, market and product development and workforce training. At Destination Northern Ontario, we 

consider ourselves to be leaders in the industry and strive to produce effective resources for all stakeholders, 

private and public. Our work this year will focus on recovery including providing training for operators and other 

stakeholders to successfully reopen their businesses; working with marketing partners including Destination 

Marketing Organizations and Destination Ontario to redirect efforts to new markets; and work with operators and 

other partners to develop and promote products that resonate with new markets. 

Thank you to our partners including FedNor and the Northern Ontario Heritage Fund Corporation for their 

continued support as well as our funder, the Ministry of Heritage, Sport, Tourism and Culture Industries (MHSTCI). 

We continue our commitment to working to deliver optimal results in all of our Ministry-mandated pillars. 

Yours in tourism, 

Marty Kalagian, 
PRESIDENT  |  DESTINATION NORTHERN ONTARIO

MESSAGE FROM THE PRESIDENT »
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MESSAGE FROM THE  
EXECUTIVE DIRECTOR 

As we move into a new year and a new decade our industry is faced with its 

largest challenge in recent history. Tourism was the first sector to feel the 

impacts of COVID-19.  We have been hit hard and it will take time and a great 

deal of effort for our industry to overcome these challenges.

Northern Ontario is well-poised to position itself as a destination without 

crowds, a pristine environment and wide-open spaces.

First, we will Defend and Maintain. This means that we will continue to focus 

on existing tourism products and experiences in which Northern Ontario’s tourism industry excels. These products 

include, of course, our stellar angling product. Northern Ontario is the top destination in the entire country for high 

yield angling - but there is still room for growth. We look forward to working with our many angling operators and 

other partners to help them to maintain and grow market share. 

We will also Inspire and Grow. In other words, we will work with industry to develop new products and experiences 

that will lead growth in Northern Ontario’s tourism industry. We have so many products that have the potential 

to bring new and repeat visitors to our region. These include our almost endless offering of nature and adventure 

experiences, our beautiful touring routes for cars, RV’s, snowmobiles, boats, bikers and motorcyclists and culture 

and heritage products such as Indigenous and Francophone experiences and Group of Seven offerings. 

The new Municipal Accommodation Tax offers unprecedented opportunities as well for inspiration and growth and 

we’ll be looking to work with the region’s communities on projects across the north that will elevate our region’s 

profile as well as bring new dollars into our communities by attracting new visitors and bringing others back for 

another taste of the north. 

Finally, we will Rise and Shine. In this case, our goal is to ensure that all of Northern Ontario’s tourism products and 

experiences are best in class in every aspect. This means we will aim to not only meet our visitors’ expectations but 

also exceed them in both customer service and overall experience. Working with our Northern Ontario industry 

operators, we will provide the tools that are required to ensure that this goal is achieved. 

Our Board, our staff and I are up for the challenge and ready to support and work with you on the road to recovery.

Sincerely,

David MacLachlan, 
EXECUTIVE DIRECTOR  |  DESTINATION NORTHERN ONTARIO

052020-21 BUSINESS PLAN



EXECUTIVE SUMMARY » 

of tourism business 
will be affected 
negatively, long-
term, due to the 
pandemic.

of businesses are still 
temporarily closed, 
permanently closed 
or have limited hours/
capacity due to the 
pandemic.

EXECUTIVE  
SUMMARY
2020-21 is marked by the most significant global crisis the tourism has seen in years and perhaps, 

ever. The spread of COVID-19 and its quick development into a global pandemic has created a 

variety of challenges for the organization and the industry. It is estimated that 40% of all tourism 
businesses will be affected negatively, long-term, due to the crisis1. An immediate need to shift 

marketing focus to the domestic market was quickly evident and other adaptions including product 

development and industry training will be needed for the long-term sustainability of the industry. 

Results from the Tourism Industry Association of Ontario Economic Impact surveys show that as 

of July 2020, nearly 55% of businesses2 are still temporarily closed, permanently closed or have 

limited hours/capacity due to the pandemic. This economic impact on the industry will require 

strong leadership from tourism organizations including Regional Tourism Organizations. 

OVER 
40% 

NEARLY 
55% 

Photo: Grace Anne II Yacht & Lodge, Destination Ontario

1 , 2  Source: 2020 Destination Northern Ontario/Tourism Industry Association of Ontario Impact Surveys
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Destination Northern Ontario's business 

plan reflects the same annual operating 

budget as 2019-20 with the addition of 

$500,000 incremental marketing dollars that 

will allow the region to increase domestic 

marketing in response to impacts of 

COVID-19 and border closures. 

To achieve its goals of innovation and 

entrepreneurship supported by research and 

education tools, the bringing to market of 

a critical mass of high-quality products and 

experiences, realistic/sustainable tourism 

development and streamlined services for 

operators, Destination Northern Ontario will 

continue to play the following roles:

Destination Northern Ontario looks forward to 

the release of a new tourism strategy by the 

Ministry of Heritage, Sport, Tourism and Culture 

Industries in the near future. Once the strategy 

is released, integration and implementation 

of its recommendations will be undertaken by 

Destination Northern Ontario.

Product Development

Investment Attraction

Workforce Development  
& Industry Training

Marketing & Communications

Partnerships

Leadership;

Communications and Outreach;

Strategic Planning;

Relationship-Building;

Championing Industry; and

Setting a Standard of Quality.

01

01

02

02

03

03

04

04

05

05
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PLEASE REFER TO OUR 
GLOSSARY OF ACRONYMS  

(PAGE 59)

Destination Northern Ontario (DNO) reviewed 

programming through the lens of product, 

programs and other activities that would provide 

the most benefit to Northern Ontarios tourism 

industry and of course those initiatives that would 

best enable the region to mitigate and recover 

from the impacts of COVID-19. 2020 marks 

the final year in the five-year strategic plan for 

Destination Northern Ontario. This business plan 

will see work continued to in all five of DNO’s 

pillars recognized by the Ministry of Heritage, 

Sport, Tourism and Culture Industries (MHSTCI), 

while preparing for the implementation of a new 

five-year strategic plan in 2021-22:

EXECUTIVE SUMMARY »
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EXECUTIVE SUMMARY » 

• Accountability
• Transparency

• Leadership
• Innovation

• Collaboration
• Teamwork

• Integrity

Vision 
Northern Ontario is a unique, distinctive, and sought-after tourism destination wherein high-quality 

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

economic benefits and 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 of Directors is committed to focusing on the Vision in an “innovative, 

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

leadership. Destination Northern Ontario’s Board also recognizes the following values as important aspects 

of the strategic plan:

These fundamentals, which have been adapted from the last strategic plan 
following input from DNO’s Board of Directors, will be even more important as 
the organization navigates this time of crisis. 

Goals for Northern  
Ontario Tourism Sector 
• Innovation and entrepreneurship are 

supported by research/educational tools

• Critical mass of high-quality products/

experiences are brought to market 

• Realistic/sustainable tourism development 

(i.e., product-market match) is underway)

• Streamlined services for operators are 

available

Destination Northern 
Ontario’s Roles in 
achieving Sector Goals
• Leadership

• Communication 

• Strategy

• Relationship-building

• Champion for industry growth (bringing 

the operator perspective to government)

• Professionalism (setting a standard of 

high quality for the industry)
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Business  
Development Goals

Three Development Streams for Northern Ontario

Operational 
Excellence Goals

Industry  
Leadership Goals

Angle-right Generate industry 
research and monitor 
industry performance 
to continually improve 
products and experiences 
and evaluate the success 
of Destination Northern 
Ontario programs to 
ensure a “visitor first” 
approach.

Angle-right Implement a strategic 
approach to bring 
high quality products 
and experiences to 
market through strong 
partnerships and workforce 
training.

 Defend & Maintain 
Existing tourism products 
and experiences in which 
Northern Ontario’s tourism 
industry excels.

 Inspire & Grow  
New products and 
experiences that will 
lead growth in Northern 
Ontario’s tourism industry.

 Rise & Shine 
Ensuring all of Northern 
Ontario’s tourism products 
and experiences are best in 
class in every aspect.

Angle-right Establish organizational 
excellence through 
a corporate services 
division, and 
continue to improve 
internal and external 
communications, 
financial systems, 
and performance 
measurements.

Angle-right Build strength for the 
organization through 
human resources and 
specialized expertise 
under each of the 
dedicated pillar areas, 
streamlining resources 
where possible.

Angle-right Establish Destination 
Northern Ontario’s 
role as industry leader 
under consolidated pillar 
priority areas: Marketing, 
Product Development, 
Workforce Development 
and Industry Training, 
Investment Attraction, 
and Partnerships. 

Angle-right Foster communication 
and relationship building 
in the tourism sector 
to ensure that industry 
stakeholders recognize 
Destination Northern 
Ontario’s role as a 
champion for growth and 
have access to relevant 
resources and programs. 

Destination Northern Ontario’s 
Organizational Goals

Destination Northern Ontario has identified six Organizational Goals to highlight its desired 

leadership role in the industry; to ensure stronger alignment with Destination Ontario to 

strengthen organizational excellence initiatives and ensure adherence to the Vision; and to meet 

the goals of the Ministry of Heritage, Sport, Tourism and Culture Industries.

suitcase COG

Cogs

users

EXECUTIVE SUMMARY »
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EXECUTIVE SUMMARY » 

Budget

Area of Focus      $ % Total  
Budget 

% including 
Partnership

Governance & Administration $ 415,235.00 11% 11%

Product Development $ 475,000.00 12% 20%

Investment Attraction $ 85,000.00 2% 2%

Workforce Development  
& Industry Training

$ 475,000.00 12% 12%

Marketing $ 1,875,000.00 48% 55%

Partnerships $ 705,000.00* 15% Included in pillar 
budgets

Total Eligible Expenses $ 4,030,235.00 100% 100%

Partnership  
Contributions Goal  
(minimum $605,000)

$  2,000,000.00 50%

Domestic Marketing 
(Destination Ontario)

$  500,000.00 50%

Total $ 6,530,235.00 150%

Budget (April 1, 2020 to March 31, 2021)

Destination Northern Ontario receives a core funding allocation through the MHSTCI, consisting 

of a base amount built on performance compared to provincial fixed-roof accommodation 

tourism receipts. There is also a partnership allocation that leverages partner contributions from 

non-provincial government sources.

The following chart provides a summary of Destination Northern Ontario’s budget for the period April 1, 

2020 through March 31, 2021. The total allocation for the region per Ministry of Heritage, Sport, Tourism 

and Culture Industries for 2020-21 is $4,030,235.00. However, it is expected Destination Northern Ontario 

will leverage this investment by at least 50% through industry partnerships as well as agreements with 

funding partners at both the federal and provincial levels.

*Parternships: $100,000 carried forward from 2019-20
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Tourism is the largest employer of young 

workers in the province and Destination 

Northern Ontario’s research reveals 

that 40% of the workforce in the region, 

as well as one-in-five businesses are 

tourism-related. In 2018, there were 9.2 
million visits to the north with tourism 

receipts totaling $1.6 billion. Demand 

for accommodations in Region 13 has 

increased by 31% from 2012-2017, at a 

compound rate of almost 7%. 

REGIONAL OVERVIEW  
& ASSESSMENT

RTO 13

Recognizing that COVID-19 will have an 

unprecedented impact on the tourism industry, 

we expect the regional profile of RTO13 to 

change drastically over the coming year. New 

research will be commissioned to determine 

the long-term effects of the pandemic on the 

northern tourism industry. Destination Northern 

Ontario will use new research to make evidence-

based decisions in developing new products, 

helping operators to adapt to new consumer 

bases and marketing the region domestically.

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

capita than those of other regions in the province and many provinces in the country. 

REGIONAL OVERVIEW & ASSESSMENT »

9.2 
MILLION 
VISITS

$1.6 
BILLION 
TOURISM
RECEIPTS

ONE-IN-FIVE
BUSINESSES IN
NORTHERN ONTARIO 
ARE TOURISM-RELATED

 briefcase briefcase briefcase briefcase briefcase
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2016 TOURISM STATISTICS: REGION 13

Region 13 Visitor Spending
2011-2016
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* Statistics in RTO13 Regional 
Overview and Assessments 
are derived from a 
combination of Destination 
Northern Ontario research 
and the Ministry of Tourism, 
Culture and Sport Regional 
Profile statistics. 

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. 
Destination Northern 
Ontario undertook a 
research project to address 
the gap in data with CBRE.

Sub-region 13A 
accounted for the 
largest proportion of 
visits and spending 
in Region 13 while 
Sub-region 13B 
represented the least.

REGIONAL OVERVIEW & ASSESSMENT » 
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LOCATION OCCUPANCY PERCENTAGE AVERAGE DAILY RATE REVENUE PER  
AVAILABLE ROOM

2018 2017 Point 
Change 2018 2017 % Change 2018 2017 % Change

13a 
Northeastern 
Ontario

60.0% 57.8% +2.2 $118.90 $113.53 +4.7% $71.36 $65.58 +8.8%

13b Sault Ste. 
Marie-Algoma 57.2% 57.2% 0.0 $113.33 $111.58 +1.6% $64.86 $63.84 +1.6%

13c Northwest 
Ontario 70.9% 69.5% +1.4 $123.36 $117.74 +4.8% $87.46 $81.82 +6.9%

RTO13 TOTAL 62.6% 60.9% +1.4 $119.48 $114.54 +4.3% $74.80 $69.74 +5.8%

Fixed Roof Accommodation
Performance Statistics (Urban)

LOCATION 13A 13B 13C

2018 2017 % 
Change 2018 2017 % 

Change 2018 2017 % 
Change

Average 
Property Size 
(units)

15 14 4% 13 13 0% 9 9 0%

Average 
Operating 
Days

228 225 1% 180 181 0% 168 167 1%

Average 
Guests / 
Property

2,443 2,372 3% 1513 1515 0% 357 333 7%

Average 
Revenue / 
Guest

$191 $174 10% $191 $185 3% $994 $986 1%

Average 
Revenue / 
Property

$468,000 $412,000 14% $289,000 $280,000 3% $355,000 $328,000 8%

Fixed Roof Accommodation
Performance Statistics (Rural)

Sub-region 13C saw the highest average occupancy rate increases between 2017 and 2018.

Sub-region 13B experienced a total average daily rate increase of 3% and a 17% increase in revenue per guest 
in house keeping cottage properties.

Sub-region 13A experienced modest growth in occupancy however experienced significant growth in revenue 
with a 14% growth in average revenue per property and 10% revenue per guest.

REGIONAL OVERVIEW & ASSESSMENT »
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Sub-Regional Market Shares
The North’s sub-regions attract tourists in each segment at different rates in part depending on 

their proximity to the U.S., available product and highway access to large population centres 

such as Toronto, Ottawa and Winnipeg. 

Northern Ontario’s Sub-Region Visitor Origins

4.8m

SUB-REGION 13a

SUB-REGION 13a

SUB-REGION 13b

SUB-REGION 13b

SUB-REGION 13c

SUB-REGION 13c

1.8m 2.3m

4%
16%

26%

96%

84%
73%

0.3% 0.4% 1%

Vistor Spending Origins by Sub-Region

$725m $250m $590m

18% 17%

50% 49%

2% 3% 1%

CANADA U.S.* OVERSEAS

Source: Ministry of Heritage, Sport, Tourism, and Culture Industries  *2016 U.S. Data for Region 13 Estimated by CBRE

80% 80%

REGIONAL OVERVIEW & ASSESSMENT » 
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Product & Experience Overview

PRODUCT & EXPERIENCE OVERVIEW »

Angling
Angle-right  Northern Ontario is the top 

destination for high yield anglers 
with angling tourism generating 
over 6000 jobs and contributing 
$450 million towards Ontario’s 
GDP. There is room for growth 
in new consumer bases, 
market shares need protection 
and infrastructure may need 
investment.

Hunting
 Angle-right  Northern Ontario’s hunting 

tourism product is at capacity 
and stressed. Very little room 
for growth is available.

DEFEND 
& MAINTAIN

A product or experience that is well established in consumer-
base, revenue, and inventory. Market shares need to be protected; 
consumer base may need expansion.

01

Photo: Brook Trout – Destination Northern Ontario
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PRODUCT & EXPERIENCE OVERVIEW »

Nature & Adventure
 Angle-right Northern Ontario is home 

to endless, diverse natural 
resources which are a major 
driver for visitors to the region. 
Saleable nature and adventure 
tourism product needs 
development and market shares 
need to be developed.

Culture & Heritage
 Angle-right Home to many Group of 

Seven painting sites, Northern 
Ontario has developed tourism 
product around the legendary 
artist group including driving 
routes and interpretive displays. 
Saleable product needs 
development. Exploration into 
marketplaces should continue. 

A product or experience that has excellent potential for 
growth in consumer-base, revenue and inventory. Market 
shares need to be developed; product inventory needs 
growth; existing product may need diversification.

INSPIRE 
& GROW02

Product & Experience Overview

Photo: Gore Bay, Manitoulin Island – Destination Northern Ontario
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PRODUCT & EXPERIENCE OVERVIEW »

Touring
 Angle-right Snowmobiling: Though well-

established in marketplaces, 
snowmobiling product needs 
development including trip 
planning and trails wayfinding.

 Angle-right Auto and RV Touring: Many 
visitors to Northern Ontario 
come by automobile. There 
is potential for this tourism 
product to be a cornerstone of 
international marketing efforts. 
Market shares need exploration 
and development. Product 
development needs to continue 
including itinerary development 
and trip planning.

 Angle-right Boating: There is high potential 
for boating tourism product in 
Ontario with access to the Great 
Lakes and thousands of inland 
lakes. Product is underdeveloped. 
Marketing, product development 
and research all need completion.

Gateways & 
Destination 

Communities: 
 Angle-right With the implementation 

of the new Municipal 
Accommodation Tax, urban 
tourism product has massive 
potential in terms of investment 
into development, marketing, 
and training. Destination 
Northern Ontario looks to lead 
the region’s large and small 
urban centres on pan-northern 
projects that will elevate the 
status of urban tourism product 
in the North while increasing 
tourism receipts at the local 
level. Due to the spread of 
COVID-19 globally, we have seen 
revenue from the Municipal 
Accommodation Tax plummet. 
DNO will be monitoring this 
situation closely. 
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Creating a culture of excellence in all tourism product 
development and marketing efforts undertaken by 
Destination Northern Ontario by not only ensuring visitors 
have what they need and want but also by exceeding 
expectations in customer service and overall experience.

PRODUCT & EXPERIENCE OVERVIEW »

RISE & SHINE03

Product & Experience Overview

Photo: Canoeing in Algoma –Destination Northern Ontario
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Milestones & Success Stories

Year after year, Destination Northern Ontario is proud to report that the organization 

successfully leverages the provincial partnership investment of $605,000 multiple times over. 

In 2019-20, Destination Northern Ontario leveraged this investment upwards of $1.2 million. 
This generated some 30 projects, working with over 100 partners across the North.

MILESTONES & SUCCESS STORIES

• 53% of attendees at the 6th Northern Ontario Tourism Summit were tourism operators and suppliers

• 5500 trails maps and 1570 trails signs were developed to support trails wayfinding in the region

• There were 3.2 million visits to Northern Ontario.travel with a cost per visit of 20 cents (2018-19)

• Industry-focused social media was up by 15% year-over-year with 14,000 followers

• 200+ appointments were held by Northern Ontario representatives at Rendez-vous Canada in Toronto (2019)

• 128 international tour operators and inbound receptive companies were carrying Northern Ontario product 
by the end of 2018 (key markets: UK, Germany, South Korea, China, and Japan).

• From 2009 to 2016, visitation to the region was up 29% and tourism receipts were up 33%.

• Since 2014, industry satisfaction rates rose from 68% to 79% with all Destination Northern Ontario activities. 

“As a community development supervisor for the past couple of decades, I can finally see the sun rising over the 

tourism industry in […] Northern Ontario. […] Products, services, attractions, festivals, and sporting events are good 

for the economy of a community or region and do provide many social benefits to our communities.

Tourism development in our region is extensive […] These are very exciting times. 

Supporting us and investing in these current/future tourism products, services, attractions, is very important and 

Destination Northern Ontario (DNO) is leading the way. DNO is working and partnering at the local community 

level, which is creating the right conditions for our tourism industry to flourish in Terrace Bay, the North Shore of 

Lake Superior and beyond. 

— Dean Main, Community Development Supervisor 
Township of Terrace Bay

Check-Square
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ORGANIZATIONAL 
STRUCTURE

Destination Northern Ontario  
Board of Directors

Executive Director

Senior Coordinator,  
Product  

Development 

Senior  
Coordinator, 

Corporate Services

Product  
Teams

Office  
Administrator

Visual  
Communications  

Designer

Coordinator,  
Industry Events & 
 Communications

Industry  
Partners

Industry  
Partners

Senior Coordinator,  
Marketing & Communications 

Training  
Assistant

Senior 
 Coordinator, 

Training

TEN Brokers,  
Trainers, Operators  

& Communities

ORGANIZATIONAL STRUCTURE»
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Destination Northern Ontario 

is governed by a pan-Northern 

Ontario Board of Directors who are 

recognized industry leaders and 

collectively provide vast knowledge, 

experience, and insight as they 

set the strategic directions for the 

organization.

The Board of Directors regularly 

consults with and is advised by an 

advisory group comprised of key 

government officials in tourism-

related ministries and agencies. The 

advisory group is a key component 

to the Board of Directors’ strategic 

planning and consultation process. 

The representatives are from the 

Ontario Ministry of Heritage, Sport, 

Tourism and Culture Industries, 

the Ministry of Energy, Northern 

Development and Mines, Destination 

Ontario, FedNor, Ontario Parks and 

Parks Canada.

Business & Operational Overview

BUSINESS & OPERATIONAL OVERVIEW »
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NAME POSITION SECTOR

Laurie Brownlee Advisor
Ministry of Culture, Sport, Tourism and 
Heritage Industries

Isabelle Denault Advisor
Ministry of Energy, Northern Development  
and Mines

Melanie Robert   Advisor Destination Ontario

Nancy Rosset Advisor
Innovation, Science and Economic 
Development/FedNor

Shannon Lawr Advisor Ontario Parks

Michaela Campbell  Advisor  Parks Canada

NAME POSITION SECTOR

Marty Kalagian President Operator - Retired

Gerry Webber Vice President Public Service Sector- Retired

Betty McGie Secretery-Treasurer Watson's Algoma Vacations Ltd.

Ray Nadeau Director Victoria Inn

George Stivrins Director Big Sound Marina

Lori Branch Director Branch’s Seine River Lodge

Tammy Frick Director Cinéfest

Dr. Rhonda Koster Director Lakehead University

Ian Wood   Director City of Greater Sudbury

Government Advisors:

2020-21 Destination Northern Ontario Board of Directors:

BUSINESS & OPERATIONAL OVERVIEW »
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Destination Northern Ontario Staff:

NAME POSITION

David MacLachlan Executive Director

Stephanie Hopkin Senior Coordinator, Marketing & Communications

Nicki Schiewe Senior Coordinator, Product Development

Kathy Carlson Senior Coordinator, Corporate Services

Karen Peacock Senior Coordinator, Training 

Tiina Keranen Visual Communications Designer

Gillian McCullough Training Assistant

Karen Poirier Office Administrator

Sara Dekker Coordinator, Industry Events and Communications (NOHFC Internship)

An important component to DNO’s success is the dedication of the Board towards 
implementation of all strategic objectives, and adherence to Board policies to ensure that 
appropriate governance, sound advice, and oversight of the organization are being met. 

As such, this plan includes specific recommendations for the election of a new role on the Board 
of Directors under the title of Board Governance and Policy Officer. This position is supported by 
the Senior Corporate Services Coordinator and the Executive Director from a staff perspective. 

Furthermore, the Board will continue to monitor progress to ensure that Destination Northern 
Ontario is successful in reaching overall goals and objectives. The Board of Directors will meet in 
person a minimum of four times throughout the year. 

BUSINESS & OPERATIONAL OVERVIEW »

Photo: Hwy #17, Wawa – Destination Northern Ontario

232020-21 BUSINESS PLAN



Core Priority Pillars

Destination Northern Ontario has dedicated itself to taking a leadership role to guide Northern 

Ontario’s tourism industry. As such, this business plan not only incorporates Ministry of Culture, 

Sport, Tourism and Culture Industries’ program pillars but also incorporates goals to achieve 

Organizational Excellence. The following table highlights Destination Northern Ontario’s core 

priority pillars that allow the organization to meet Ministry of Heritage, Sport, Tourism and Culture 

Industries reporting requirements:

Product Development Product Development, Research

Marketing  
& Communications Marketing, Communications

Workforce Development  
& Training

Workforce Development & Industry Training, Product 
Development (Quality Shift), Tourism Excellence North

Investment Attraction / 
Investor Relations Investment Attraction

Partnerships Partnership Program

Corporate Services  
& Governance

Governance, Organizational Excellence 
(Administration), Outreach

PROGRAM PILLARS DESTINATION NORTHERN ONTARIO OPERATIONAL 
AREAS / KEY PROGRAMS

CORE PRIORITY PILLARS »
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Destination Northern Ontario’s Executive Director manages all Senior Coordinators and is tasked with 

ensuring initiatives under staff leadership are completed for each pillar area. Destination Northern 

Ontario has increased its resources this fiscal to support additional investment attraction activities. 

Overall, the organization plays a supporting role when it comes to investment attraction. However, 

Destination Northern Ontario will play an active and leading role in finding solutions for sustainable 

regional tourism development. Additional activities will be led by the Executive Director on an as-

needed basis.

It is not expected that all staff will be located at the Destination Northern Ontario office in Sault Ste. 

Marie. However, Senior Coordinators with office space in other locations will be required to act as 

representatives of Destination Northern Ontario for their respective community and sub-region. As 

such, it is expected that during the hiring process, Destination Northern Ontario ensures adequate 

representation in all three sub-regions. In keeping with Ministry of Culture, Sport, Tourism and 

Heritage Industries’ guidelines and Destination Northern Ontario’s mission to establish a leadership 

role in the various program pillar initiatives, salaries are allocated to affiliated pillar areas. 

For the organization to demonstrate leadership, the staffing plan has 
been developed to reflect pillar area leadership, with the following roles:

• Senior Coordinator, Corporate Services

• Senior Coordinator, Product Development

• Senior Coordinator, Training

• Senior Coordinator, Marketing and Communications

Performance & Reporting
The Executive Director and Senior Coordinators will monitor implementation of initiatives 

in the annual business plan. Performance will be measured in each of the pillar areas. 

This will be accomplished through internal reporting, face-to-face team lead meetings, 

teleconferences and senior staff working directly with the Executive Director.

The Board will monitor progress and performance through a combination of dashboard reports, 

pillar updates and financial reports as well as review Ministry of Culture, Sport, Tourism and Culture 

Industries’ performance and progress reports.

Destination Northern Ontario will submit on-time reports to the Ministry of Culture, Sport, Tourism 

and Culture Industries, including progress and final reports, financial documents and appropriate 

attestations identified in the transfer payment agreement.

CORE PRIORITY PILLARS »
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Governance & Administrative Priorities

Objective 
To ensure strong governance and operational excellence while enhancing product development, investment 
attraction, marketing, workforce development and industry training and partnership development in the 
tourism industry.

Priority Action Area
Enhance organizational excellence with consistent adherence to policies and procedures and compliance 
with Provincial conflict of interest policies.

Key Activities Q1 Q2 Q3 Q4

Review governance and operational policies. • • • •
Implement succession plan for Board and staff. • • • •
Implement formalized risk management plan. • • • •
Priority Action Area
Ensure staffing plan aligns with strategic plan and consistently monitor resource allocations to ensure long-
term organizational sustainability.

Priority Action Area
Ensure appropriate tools and facilities are in place to fully deliver on objectives identified in 2020-21 business 
and operation plan.

Priority Action Area
Ensure service contracts with outside organizations reflect Destination Northern Ontario’s Vision and Mission. 

Priority Action Area
Address climate change through internal and external programming. 

Priority Action Area
Continue to leverage MHSTCI allocation through partnerships with industry and provincial and federal funders. 

Performance Measures

• Percentage change of industry stakeholders that have partnered and collaborated in Destination 
Northern Ontario activities.

• Percentage change of stakeholders satisfied with Destination Northern Ontario activities.

• Board engagement and satisfaction with progress in accomplishing strategic objectives. 

GOVERNANCE & ADMINISTRATIVE PRIORITIES »
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Objective
To enhance visitor experience through well-designed tourism 
products that meet current and future customer demand.

Destination Northern Ontario has aligned its 

Product Development and Research initiatives 

post COVID-19 to continue to demonstrate 

leadership and strategic direction during 

recovery and beyond. Organizationally, 

these activities are carried out by the Senior 

Coordinator, Product Development who liaises 

with Destination Northern Ontario’s Product 

Teams and manages all related research and 

product development activities.

Destination Northern Ontario has spent the 

past four years building product teams to 

develop strategies that 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. Destination Northern Ontario 

already has strong roots in these activity 

areas and will continue to fulfill related 

strategic action areas in the coming year. 

In line with Ministry of Heritage, Sports, 

Tourism, Culture Industries’ goals for 

the industry, the focus of Product 

Development will be to: implement strategic 

recommendations provided by the product 

teams; continue to 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

PRODUCT DEVELOPMENT »
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Priority Action Area
Implement staffing plan to demonstrate leadership and execute and report on initiatives within 
the product development pillar.

Key Activities Q1 Q2 Q3 Q4

Product Development priorities managed by Senior Product 
Development Coordinator supported by NOHFC intern. • • • •
Implement Destination Northern Ontario’s tourism product 
development strategy. • • • •
Priority Action Area
Generate industry research and track industry performance to continually improve products and 
experiences and meet visitor needs.

Key Activities Q1 Q2 Q3 Q4

Conduct consumer market research utilizing regional visitor data to 
produce one annual report. • •
Continue to update and enhance Destination Northern Ontario 
Operator Database (inventory) by sub-region by reviewing 100% 
of entries and amending as required.

• • • •
Continue annual Accommodation Performance Tracking by sub-
region developing three annual reports (1 per sub-region). • • • •
Subscribe to 12 monthly hotel/motel performance reports and 
one annual synopsis. • • • •
Responding to impacts of COVID-19 undertake research for 
Northern Ontario's priority tourism experiences that can be 
shared with partners and used to assist in recovery.

• • • •

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

Product Development

PRODUCT DEVELOPMENT »
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Priority Action Area
Maintain the momentum for Northern Ontario’s “experience” shift, by developing and 
enhancing “best bet” products and experiences.

Key Activities and Outputs Q1 Q2 Q3 Q4

Review and manage implementation of 12 product plans through 
product teams with a minimum of 24 meetings in the fiscal year. • • • •
Identify new experience priority, recruit product team, and develop 
one new sector plan (LGBTQ). • • • •
Execute major product development initiatives in the following areas:

Angling and Hunting – Execute Experience Fishing Program. • • • •
Culture and Heritage – Execute Francophone tourism 
initiative. Partner with Indigenous Tourism Ontario on 
experience development.

• • • •
Gateway and Destination Community – Continue to work 
with destination partners to further develop shore excursions 
and other opportunities that support Great Lakes cruising. 
Work with partners to implement Lake Superior North Shore 
Tourism Strategy.

• • • •
Nature and Adventure – Leverage Ministry of Heritage, 
Sports, Tourism, Cultural Industries with Northern Ontario 
Heritage Fund Corp. and/or and FedNor funding and in 
partnership with trail partners to execute Northern Ontario 
Trails Strategy. Partner with Waterfront Regeneration 
Trust and work with community partners to administer 
infrastructure improvements along the Great Lakes Waterfront 
Trail in Northern Ontario.

• • • •

Touring – Execute Lake Superior Auto/RV Touring Plan and 
World’s Best Snowmobile Destination Plan. Refresh Aventure 
Nord motorcycle experiences for the English market. Conduct, 
in partnership with Boating Ontario and Destination Ontario, 
consumer marketing research. Partner with RV Rental 
Association of Canada to complete Northern Ontario RV tour 
routes and research the viability of establishing RV rental 
depots in Northern Ontario.

• • • •

Product Development

Photo: Destination Northern Ontario
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• Change in the number of new products and experiences and/or the number of existing 
products and experiences enhanced, in market with a total of eight new or enhanced products 
or experiences.

• Maintain the number of stakeholders participating in product development activities; achieve 
100% of product team satisfaction and an overall 75% level of industry satisfaction.

• Percentage of initiatives completed compared to target (100% of planned product 
development activities).

Priority Action Area
Continue to support Northern Ontario Travel Information Centres (TICs) as key touchpoints in 
the wayfinding continuum with training, staffing, communications tools and resources to track 
outcomes and gather data.

Key Activities and Outputs Q1 Q2 Q3 Q4

Provide customer service online training to 20 TIC travel counsellors, 
extend SEP program for 13 students and coordinate brochure 
placement at 15 TICs. 

• •
Maintain partnership with eight current signed TICs for directional 
signage and improve gateway signage for additional three TICs. • • • •
Leverage FedNor funding to work with minimum 10 key TICs to assist 
with PPE and implementation of safe operating protocols. • • • •
Performance Measures

Product Development

PRODUCT DEVELOPMENT »
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Investment Attraction

Objective
To increase investment in the tourism 
industry to enhance the visitor experience.

Under the leadership of the Executive Director, 

Destination Northern Ontario will update the 

Destination Northern Ontario Investment 

Attraction (IA) Strategy in 2020-21. Efforts will 

continue to support succession planning within 

the industry as well as providing support to 

communities looking to implement the Municipal 

Accommodation Tax (MAT). Destination Northern 

Ontario will maintain its inventory of IA resources 

on its website and add listings of all available 

funding opportunities for tourism related business 

at the federal and provincial levels. Efforts to 

communicate the value of the tourism industry to 

regional and provincial organizations are planned 

throughout the year in conjunction with the 

Tourism Industry Association of Ontario. The 2019 

Spark Program which aids tourism entrepreneurs 

to achieve their business goals proved to be a 

success. It will continue through 2020.

INVESTMENT ATTRACTION »

With more municipalities collecting a MAT, a 

reduction in provincial support in 2019-20 and a 

disparity between urban and rural communities, 

Destination Northern Ontario will play a leading 

role in finding potential solutions to guide 

sustainable regional tourism development including 

capital for Northern Ontario’s tourism operators. 

Acknowledging that the spread of COVID-19 will 

have an impact on business operations, DNO will 

continuing looking at the immediate needs for 

operators in terms of investment while finding 

solutions for capital needs. 

With Destination Northern Ontario taking a 

supportive role in this pillar area, the Executive 

Director will manage investment attraction 

priorities with the support of lead staff and through 

contracted services as appropriate. These activities 

will be supported by the NOHFC intern.
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Priority Action Area
Through professional services, demonstrate leadership, execute, and report on initiatives within the 
product development pillar.

Key Activities Q1 Q2 Q3 Q4

Investment Attraction priorities managed by Executive Director 
through contracted services and supported by NOHFC intern. • • • •
Update Destination Northern Ontario’s tourism investment 
attraction strategy. • • • •
Continue to research and document implementation of the 
Municipal Accommodation Tax and related issues. • • • •
Priority Action Area
Enhance Destination Northern Ontario’s role as a resource to Northern Ontario’s investment 
community.

Continue to build Destination Northern Ontario Investment 
Resource Centre on the Destination Northern Ontario website. 
Review 100% of listings, amend and enhance as required.

• • • •
Update and maintain list of tourism investment funding resources 
at the Provincial and Federal levels. • • • •
Invite partners and advisors to discuss relevant investment-related 
topics at two Destination Northern Ontario face-to-face Board 
meetings.

• • • •
Communicate findings relative to Northern Ontario’s investment to 
industry. • • • •
Communicate value of tourism in partnership with TIAO at four 
municipal conferences. • • • •

Objective 
To increase investment in the tourism industry to enhance the visitor experience.

Investment Attraction

INVESTMENT ATTRACTION »
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INVESTMENT ATTRACTION »

Priority Action Area
Provide support for investment into Northern Ontario products and experiences.

Key Activities Q1 Q2 Q3 Q4

Provide support to facilitate succession planning for tourism industry 
partners across Northern Ontario. Six businesses enter the program. • • • •
Provide grant writing assistance to a minimum of four outside 
organizations. • • • •
Ensure tourism has a recognized role in economic development plans 
for Northern Ontario. • • • •
Support municipalities in relation to (potential) implementation of a 
Municipal Accommodation Tax. • • • •
Following a successful launch for Northeastern Ontario in 2019, work 
with the Ontario Tourism Innovation Lab and other partners in 2020 
to execute the Spark Program in Northwestern Ontario, culminating in 
a session at the Northern Ontario Tourism Summit in Thunder Bay. 20 
participating entries, five finalists and three awards presented.

• • •

Continue development of opportunities for a capital program for 
Northern Ontario’s tourism operators that reflects product-to-market 
priorities, as well as gaps and themes identified in Tourism Excellence 
North evaluations. One report produced.

• • • •

Performance Measures

Investment Attraction

• Change in the number of outreach activities made to community and economic development 
organizations.

• Number of stakeholders participating in investment attraction activities and satisfaction with 
progress. 

• Percentage of initiatives completed compared to target (100% of planned investment 
attraction activities).
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Workforce Development & Industry Training

Objective
Facilitate and support the attraction, development, and retention 
of a tourism workforce to enhance the customer experience.  

Destination Northern Ontario continues to take a 

leadership role in proactively guiding Workforce 

Development and Industry Training for tourism 

operators, employees and educators in Northern 

Ontario through a wide variety of programs, 

ultimately focused on enhancing visitation and the 

“Visitor First” experience in line with Destination 

Ontario. This has never been more important in 

the face of COVID-19. 

One of Destination Northern Ontario’s most 

notable accomplishments has been the 

development of the Tourism Excellence North 

(TEN) program, with support from FedNor and 

NOHFC. At the end of the third and final year 

of the pilot, TEN saw the successful delivery of 

all proposed TEN training and solutions and a 

full rollout of the program. At the 2018 Ontario 

Tourism Summit in Windsor, the TEN program was 

named Tourism Innovator of the Year, an award 

which recognizes an organization or individual that 

created a new innovative product, policy or service 

to promote and enhance tourism in their local 

community, region or the Province of Ontario.

A new five-year workforce development and 

industry training strategy was completed in the 

prior fiscal period. Building on previous successes, 

this strategy sets forth a new direction for 

Destination Northern Ontario as it inventories 

existing programs, develops new initiatives to 

complete identified gaps, updates and delivers 

curriculum, works with existing partners and 

follows up with mentorship post-training. 

Workforce Development and Industry Training 

will deliver on its new five-year plan while 

looking through the lens of COVID-19 to assist 

with mitigation, recovery and rebuild phases.

The Northern Ontario Tourism Summit has 

been cornerstone event for delivering industry 

training for the past five years however with 

the spread of COVID-19 across the globe, large 

scale conferences and seminars are steadily 

being cancelled; unfortunately, the Summit 

was not immune to this trend. Research will 

be undertaken to determine the best way to 

deliver the Northern Ontario Tourism Summit 

virtually, with plans to hold the event in the 

fall of 2020. Key performances measures will 

remain the same.

Strategic action areas for the Workforce 

Development and Industry Training pillar 

include implementation of a staffing plan that 

will oversee the implementation of the new 

five-year training strategy and an annualized 

training work plan that supports workforce 

development and industry training from three 

perspectives: quality shift aimed at increasing 

the overall visitor appeal of Northern Ontario’s 

tourism products and experiences, experience 

shift to increase the capacity of industry as 

it applies to priority tourism products and 

experiences, and finally a culture shift focused 

on increasing overall excellence. 

WORKFORCE DEVELOPMENT & INDUSTRY TRAINING » 
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Priority Action Area
Implement staffing plan to demonstrate leadership and execute and report on initiatives within the 
workforce development and training pillar.

Key Activities Q1 Q2 Q3 Q4

Initiatives managed by Senior Coordinator, Industry Training with 
support from Training Assistant to implement Destination Northern 
Ontario training strategy and multi-year training plan.

• • • •
Implement workforce development and industry training strategy and 
annualized work plan. • • • •
Develop and implement training marketing plan. • • • •
Deliver training to increase internal staff capacity and reduce 
dependency on outside consultants. • • • •
Review 100% of entries and update training program inventory. • • • •
Priority Action Area
Continue to offer training under the Tourism Excellence North brand to further implement a “quality 
shift” across Northern Ontario, enhancing and developing new tourism products and experiences 
for businesses, communities and destinations from a quality or visitor appeal perspective. In light of 
COVID-19, some training solutions may be moved online and respond to Ontario’s three phases of 
mitigation, recovery and rebuild. 

Key Activities Q1 Q2 Q3 Q4

Deliver Fast Track personalized coaching to a minimum of 20 industry 
partners. • • • •
Deliver a minimum of five webinars as part of the ADAPT 2020:   
A Webinar Series for Tourism (250 participants). • •
Deliver a minimum of one Experiential Travel Training for Operators 
Workshop to 12 participants. • • • •
Deliver minimum of one Moving Tourism in Your Community from Ideas 
to Action Workshop to a minimum of 12 participants. • • • •
Continue to deliver online self-assessment and case study tools to 
operators and communities (200 participants). • • • •
Work with 15 TICs to track and summarize visitor data from minimum 
2000 completed visitor surveys. • • • •

Objective 
Facilitate and support the attraction, development and retention of a tourism 
workforce to enhance the customer experience. 

Workforce Development & Industry Training

WORKFORCE DEVELOPMENT & INDUSTRY TRAINING » 
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Priority Action Area
Continue to offer and develop specific training under the Tourism Excellence North brand to 
further implement an “experience shift” across Northern Ontario, enhancing and developing new 
tourism products and experiences for identified priority sectors to businesses, communities and 
destinations. In light of COVID-19, some training solutions may be moved online and respond to 
Ontario’s three phases of mitigation, recovery and rebuild.

Key Activities Q1 Q2 Q3 Q4

Develop additional training relevant to six priority sectors. Priorities: 
Angling & Hunting, Gateway & Destination Communities, Heritage & 
Culture, Nature & Adventure, Touring, and Overseas.

• • • •
Deliver relevant enhanced Fast Track to Success coaching tool that 
include elements relevant to six priority sectors to 20 participants. • • • •
Develop and deliver minimum of eight training workshops to 96 
participants (operators, destinations, and communities). • • • •
Develop and deliver online self-assessment tools to operators, 
communities, and destinations specific to priority sectors (200 
participants).

•
Deliver a minimum of five webinars as part of the ADAPT 2020:  A 
Webinar Series for Tourism (250 participants). • •

WORKFORCE DEVELOPMENT & INDUSTRY TRAINING » 
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Workforce Development & Industry Training

Priority Action Area
Continue to offer and develop specific training under the Tourism Excellence North brand to 
further implement a “culture shift” across Northern Ontario, enhancing and developing new 
tourism products and experiences for identified priority sectors to businesses, communities and 
destinations by encouraging excellence.  In light of COVID-19, some training solutions may be 
moved online and respond to Ontario’s three phases of mitigation, recovery and rebuild.

Key Activities Q1 Q2 Q3 Q4

Collaborate with organizations already delivering or positioned to 
deliver training that supports increased capacity or excellence for 
Northern Ontario’s priority sectors.

• • • •
Develop and deliver minimum of six training workshops to 72 
participants (operators, destinations, and communities) of which 
some may be online.

• • • •
Deliver 12 sector training opportunities to 300 participants during 
Northern Ontario Tourism Summit. •
Deliver a minimum of five webinars as part of the ADAPT 2020:   
A Webinar Series for Tourism (250 participants). • •
Identify opportunities to collaborate on initiatives that support 
workforce development gaps. • • • •
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Workforce Development & Industry Training

Priority Action Area
Increase the effectiveness of training activities through the development of customized training 
tools to support Northern Ontario’s tourism industry.

Key Activities Q1 Q2 Q3 Q4

Expand training delivery through on-line training tools. • • • •
Research, identify, purchase, and implement software that will 
facilitate a blended learning environment, aggregation of data, track 
progress and interphase with Destination Northern Ontario website; 
all from a learner-first focus.

• • • •
Maintain and deliver post-training resources guide to minimum  
200 training participants. • • • •
Develop and deliver post-training mentorship to 20 training 
participants. • • • •
Performance Measures

• Number of stakeholders reporting business/customer improvements as a result of Destination 
Northern Ontario training activities.

• Number of stakeholders participating in and showing satisfaction with Destination Northern Ontario 
training activities. 

• Percentage of initiatives completed compared to target (100% of planned workforce development 
activities).
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Objective
To increase awareness of Northern Ontario as a travel 
destination and increase conversion in target markets.

The way in which Destination Northern Ontario 

implements annual marketing programs and 

investments into the region has significantly 

evolved since its establishment in 2011. With 

the ever-increasing importance placed on return 

on investment, Destination Northern Ontario 

has shifted its priorities into increased leverage 

in marketing partnerships, alignment with the 

provincial brand architecture and streamlining 

tactical programming across the region. Working 

hand-in-hand with Destination Ontario on the 

new marketing strategy for Northern Ontario, 

Destination Northern Ontario will lead the North 

for greater alignment, partnership and resource 

management in 2020-21.

The spread of COVID-19 has resulted in the 

revaluation and development of reasonable 

timelines for certain marketing partnerships 

and initiatives. The Northern Ontario Tourism 

Marketing strategy, although completed in draft 

form, will continue to be reviewed through the 

new lens of post-COVID-19 recovery. The way 

in which Destination Northern Ontario invests 

resources and partners across the north will 

be subject to responsible timelines so that the 

organization can swiftly change course or pace in 

line with the reopening of the province, country 

and travel borders. Adjustment to marketing 

planning may include shifting focus to domestic 

marketing, partnering on awareness campaigns, 

marketing new experiences because of COVID-19 

and supporting operators through cooperative 

marketing initiatives. 

Investment continues in all three sub-regions. 

The organization works with all traditional 

partners in Northern Ontario; however, has been 

looking to open its doors to new partners in the 

region including smaller municipalities and other 

established tourism organizations. Marketing 

tactics commonly supported include digital 

marketing, consumer touch (trade shows), media 

familiarization and a modest investment into print 

marketing. With the recent implementation of the 

Municipal Accommodation Tax in many urban 

communities in Northern Ontario, there is an 

opportunity to leverage new tourism revenue with 

partners across the region. Destination Northern 

Ontario will look to these partners to strategically 

take part in large scale pan-northern marketing 

partnerships that will benefit all communities 

across the North under a regional banner. DNO 

will continue to align marketing efforts with the 

provincial brand architecture wherever possible.

Work continues in rural areas with investment into 

Destination Marketing Organizations from Kenora 

to the far Northeast. 

MARKETING » 
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Tactical marketing programs are developed and implemented in 

Destination Northern Ontario’s priority products and experiences:
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MARKETING » 

Tactical marketing programs are developed 

and implemented in Destination Northern 

Ontario’s priority products and experiences: 

angling and hunting, touring, culture and 

heritage, nature and adventure and gateway 

communities.

Research, reporting and technology are 

recognized as instrumental pieces to 

successful marketing initiatives. In recent 

years, Destination Northern Ontario has 

made the distinction between marketing 

campaigns and the tools that support that 

implementation, investing accordingly. This 

includes the maintenance and development 

of the highly successful consumer site 

NorthernOntario.travel, ecommerce solutions 

(SimpleRes), the Northern Ontario Trip 

Planner, marketing reporting tools and  

asset development. 

For the past two years, industry communications 

have been intentionally created, curated, 

and directed to three audience streams: 

government and economic development 

professionals, tourism operators and owners, 

and municipalities and communities. This 

approach has allowed the organization to 

communicate relevant content on programs, 

events, and industry news to those most likely 

to engage with it. The original communications 

plan, written in 2017, is due for a refresh and 

this approach will be evaluated and, if necessary, 

redeveloped for future years. Another 

communications activity of note for 2020-21 

is the full integration of Tourism Excellence 

North into Destination Northern Ontario’s 

programming including the rebranding of the 

TEN website and a new approach to training 

program communications. 

Photos: Destination Ontario
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Marketing

Priority Action Area
Implement Strategic Direction for Marketing Tourism in Northern Tourism in partnership with Destination 
Ontario, Destination Marketing Organizations and other industry stakeholders.

Key Activities Q1 Q2 Q3 Q4

All marketing and communication initiatives coordinated and managed 
by Senior Coordinator, Marketing and Communications supported by 
Visual Communications Designer and Coordinator, Industry Events and 
Communications Intern (NOHFC Internship).

• • • •
Implement and refresh Destination Northern Ontario Communications Strategy 
focusing on three audiences: government representatives and economic 
development professionals, tourism operators, and municipalities and 
communities.

• • • •
Revise and implement, in partnership with Destination Ontario and industry 
partners, the new tourism marketing strategy for Northern Ontario through the 
lens of recovery.

• • • •
Revisit the 2017-2020 Digital Strategy in preparation for upcoming years with one 
new strategy developed. • •
Continue to engage industry partners via marketing and summit working groups 
through a minimum of four quarterly meetings. • • • •
Priority Action Area
Increase effectiveness of marketing efforts through the development and provision of customized performance 
and packaging tools to support Northern tourism industry.

Key Activities Q1 Q2 Q3 Q4

Monitor performance and reporting through digital marketing reporting tools. • • • •
Evaluate currently supported e-commerce solutions [reservation system(s)] while 
working with focus group to develop one ecommerce strategy. • • • •
Enhance the current NorthernOntario.travel site for higher click-through rates, 
new priority experiences and higher traffic rates in target markets. • • • •
Continue to share and develop digital assets with Destination Ontario to grow 
collective library (video and photography). Increase current in-house library by 
500 stills and two hours of raw footage.

• • • •
Develop and maintain Trip Planner in partnership with Destination Ontario, 
incorporating Destination Northern Ontario’s database and developing a 
minimum of three new suggested itineraries.

• • • •

Photo: Boreal Foliage, Destination Northern Ontario

Objective 
To increase awareness of Northern Ontario as a travel destination and increase conversion in target markets.

MARKETING » 
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Marketing

Priority Action Area
Continue to align and coordinate all pan-northern initiatives with Destination Ontario through 
collaborative marketing planning, asset sharing and leveraging.

Key Activities Q1 Q2 Q3 Q4

Continue to lead domestic, trans border and overseas travel trade 
and group tour initiatives working with Destination Ontario to 
participate in Rendezvous Canada 2021, two sales missions, six 
marketplaces and a minimum of two fam tours.

• • • •
Centralize 100% of all media familiarization tours, in partnership with 
Destination Ontario, to maximize ROI and provide equal opportunity. • • • •
Develop domestic marketing insights and respective campaign 
tactics in partnership with Destination Ontario to implement intra-
regionally.

• • • •
Priority Action Area
Continue to align and coordinate programs/tactics common through the lens of recovery with all 
sub-regions and encourage collaborative marketing intra-regionally – leading with priority products/
experiences in best-bet markets.

Key Activities Q1 Q2 Q3 Q4

Continue to acquire and maintain existing content for 
NorthernOntario.travel through sub-regional leads directly resulting 
in a minimum of 880,000 visits, cost per click of 50 cents, and 50 new 
stories uploaded to the portal that follow recovery timeline. 

• • • •
Utilizing incremental marketing dollars from Destination Ontario, 
DNO will work with DMOs and sectors to develop and implement 
initiatives that will increase inventory of marketing assets and focus 
on domestic marketing campaigns that will promote Northern 
Ontario, health and safety protocols and benefits of tourism in 
local economies ensuring the region is a destination of choice that 
welcomes visitors.

• • • •

Work with rural marketing leads to develop marketing plans aligned 
with recovery timelines which promote priority products in best-bet 
markets. 

• • • •
Work with Urban Destination Marketing Organizations that are 
collecting a Municipal Accommodation Tax (MAT) by partnering on 
marketing projects aligned with recovery timelines which promote 
priority products in best-bet markets.

• • • •

Photo: Ouimet Canyon – Destination Ontario
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Marketing

Priority Action Area
Continue to enhance awareness of Destination Northern Ontario and its activities within existing 
stakeholder groups; improve communication and outreach to Northern Ontario operators, consumers 
and other tourism partners; and build Destination Northern Ontario’s profile for new stakeholders.

Key Activities Q1 Q2 Q3 Q4

Communicate relevant Destination Northern Ontario program 
information to Northern Ontario tourism industry (i.e., training, 
marketing, etc.) through social media, traditional media outlets and 
industry events/outreach initiatives.

• • • •
Ensure consistent usage of organizational and ministry styles, logos, etc. • • • •
Continue to update website data and directories regularly. • • • •
Continue to grow Northern Ontario Tourism Summit and assess 
satisfaction. •
Undertake industry awareness and satisfaction surveys. •
Review channels for two-way communication with operators and look 
for increased engagement. • • • •
Improve engagement with Francophone and Indigenous operators and 
visitors to the region. • • • •
Develop three new stories and maintain library of operator success 
stories in relation to their experience with Destination Northern 
Ontario.

• • • •
Performance Measures

MARKETING » 

• Increased use of provincial brand architecture among Northern DMO’s

• Percentage of stakeholders showing satisfaction with DNO marketing and communications activities

• Growth in diversity of visitor origins

• Increased rate of conversion through Northern portal

• Increased usage of Northern Ontario trip planner tool

• Number of communications initiatives

• Increased use of e-commerce solutions

• Increased satisfaction levels among Northern Ontario Tourism Summit (NOTS) attendees

• Number of good news stories about Northern Ontario

• Number and quality of outreach initiatives completed 

• Increased engagement with Francophone and Indigenous operators

• Percentage of initiatives completed compared to target (100% of planned marketing activities).

Photo: Winter Morning – Destination Northern Ontario
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Photo: Woodland Caribou Provincial Park – Destination Ontario
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Partnerships

Objective
To become a catalyst in building strategic alignment and 
promoting collaboration within the industry.

Destination Northern Ontario partnership program sees a tremendous amount of success year over year. 

An average of 70 tourism businesses and organizations join with Destination Northern Ontario annually 

as partners to leverage the partnership fund by nearly 500%. The primary objective for the partnership 

program is to continue to build upon relationships and focus on all of Destination Northern Ontario’s pillar 

areas while ensuring that the reach and impact of the initiatives is extended beyond traditional partners 

each year. During COVID-19 recovery, there will be an increased focus on marketing and strategic planning 

partnerships to move the industry forward.

Building a plan for leveraging funding annually, integrating in-depth tracking in line with other Destination 

Northern Ontario pillar objectives, aiming for a very high level of partnership satisfaction and engagement 

and maintaining current leveraged investments at minimum are important components to ensure the 

continued success of the partnership program. 

The following charts identify both the priority action areas and the key activities to guide partnership 

initiatives over the next year. 

PARTNERSHIPS » 
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PARTNERSHIPS » 

Priority Action Area
Continue to build long-term relationships with industry partners, focus on projects that show 
progression beyond marketing, and increase available partnership funding for Destination  
Northern Ontario.

Key Activities Q1 Q2 Q3 Q4

Managed by Senior Coordinators for each pillar. • • • •
Review previous fiscal’s initiative(s) to plan for initiatives for 2020-21. •
Undertake ongoing outreach to identify new partners and work 
with existing partners as required on partnerships that lead to 
enhanced product development and workforce development 
and industry training in alignment with Destination Northern 
Ontario priority pillars, as well as on marketing partnerships. Nine 
partnership initiatives identified working with a minimum of 70 
individual partners.

• • • •

Priority Action Area
Work with existing and new partners to plan and implement a multi-media partnership that 
highlights the vital importance of tourism in Northern Ontario under the #Tourism Counts banner.

Key Activities Q1 Q2 Q3 Q4

Project #1 – TOURISM AWARENESS: Identify partners and develop 
a multi-media campaign under the Tourism Matters banner that 
highlight the high  importance of tourism to the Northern Ontario 
economy through the lens of recovery, utilizing social and digital 
media, print, television and radio for this fiscal year and monitor 
performance. Develop minimum eight new pieces of content 
promoting the industry in the North.

• • • •

Partnerships

Photo:  Canoes for Conservation – Destination Northern Ontario

Objective 
To become a catalyst in building strategic alignment and promoting collaboration within the industry.
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Priority Action Area
In partnership with Destination Ontario, Destination Marketing Organizations and identified tourism 
industry partners, develop marketing campaigns aligned with the provincial brand architecture.

Key Activities Q1 Q2 Q3 Q4

Project #2 – PAN-NORTHERN CAMPAIGN:  Working with media agency, 
Destination Ontario, and Destination Marketing Organizations, align a 
pan-northern campaign with the provincial brand architecture to promote 
travel within Northern Ontario to domestic markets.

• •

Project #3 – COOP MARKETING: Work with up to 10 Tourism Excellence 
North participants to develop partnered marketing initiatives that align 
with marketing priorities as a result of successful completion of a Fast 
Track to Success mentorship.

• • • •

Project #4: DESTINATION AWARENESS CAMPAIGN: Work with DMO 
partners in Northern Ontario to develop and implement a marketing 
campaign(s) that promotes travel to Northern Ontario. 

• • • •
Project #5 – THE ONTARIO EXPERIENCE: Review previous fiscal’s 
initiative to ensure satisfactory ROI, identify partners and develop best-of 
episodes with each episode to be aired on U.S. networks a minimum 
of three times beginning January 2022.  Develop and implement a 
supporting multi-media campaign to drive ratings for the show with a 
heavy emphasis on social and other digital media.

• • • •

Priority Action Area
Continue to work with community partners to plan, fabricate and install bilingual community wayfinding 
signage utilizing Destination Northern Ontario’s wayfinding toolkit and community wayfinding plans.   

Key Activities and Outputs Q1 Q2 Q3 Q4

Project #6 – BILINGUAL COMMUNITY WAYFINDING: Review previous 
year’s initiative, identify community partners, design, fabricate and install 
signs and monitor progress and performance.  Partners for this fiscal will 
include but not be limited to Thessalon, Blind River, White River, Nipigon 
and Moosonee. Target is plan implementation in five communities, 50 
signs completed.  

• • • •

Partnerships

PARTNERSHIPS » 
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PARTNERSHIPS » 

Priority Action Area
Work with Northern Ontario trails partners to develop and implement tourism trail wayfinding strategies that 
include signage, print and digital to improve wayfinding and support connections to tourism experiences and 
services. 

Key Activities and Outputs Q1 Q2 Q3 Q4

Project #7 – TRAILS WAYFINDING: Review previous year’s initiative, identify 
trail partners, develop trail wayfinding plans, design, fabricate and install 
signs, monitor progress. Partners identified will include but not be limited 
to Casque Isles Trails, World’s Best Snowmobile Destination and Town of 
Blind River. Target is one plan developed, implementation on five trails, 50 
wayfinding tools completed.

• • • •

Priority Action Area
Work with tourism destination partners — not-for-profits, First Nations and municipalities - to develop and/or 
implement strategic plans that support Destination Northern Ontario’s priority sectors and/or pillars.

Key Activities Q1 Q2 Q3 Q4

Project #8 - Review previous year’s initiative, identify tourism partners 
and undertake strategic planning initiatives.  
Partners identified include but are not limited to the Town of Manitouwadge, 
the Thunder Bay Community Economic Development Commission, 
Surfmasons, Silver Islet, the City of North Bay, the City of Sudbury and 
Temiskaming Shores. Target is development of six new strategic plans. 
Target is development of six new strategic plans. 

• • • •

Priority Action Area
Plan and deliver minimum of 12 industry training activities that support Destination Ontario’s training priorities 
to 300 participants at the 2020 Northern Ontario Tourism Summit. 

Key Activities Q1 Q2 Q3 Q4

Project #9 – NORTHERN ONTARIO TOURISM SUMMIT: Review previous 
fiscal’s activity, identify training gaps and deliver minimum of twelve training 
sessions through a virtual summit experience with minimum of six training 
partners and minimum of three sponsors.  

• • • •
Performance Measures

Partnerships

Photo: Cedar Meadows WIldlife Park – Destination Northern Ontario

• Maintain a minimum of 75 individual partners with 100% satisfaction in partnership activities

• 100% partnerships completed on time

• Leverage $3 for every $1 partnership allocation (matching, non-matching and in-kind contributions)

Minimum 50% MHSTCI partnership allocation going to non-marketing partnerships
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Destination Northern Ontario’s Board of Directors are committed to ensuring that they uphold 

a high level of professionalism and integrity with a “zero tolerance” policy for any perceived or 

actual conflict of interest. In addition, financial audits are conducted annually, ensuring that 

funds are used appropriately and according to the terms of the Transfer Payment Agreement 

with Her Majesty.

It is expected that staff will maintain a high level of professionalism as well in the performance 

of their duties. The Executive Director, in consultation with the Board, will ensure that the 

staff complement is adequate and that staff members have the skill sets and competencies 

to carry out their work. Where warranted, Destination Northern Ontario may also contract 

out to independent contractors for specific tasks through a fair and transparent procurement 

process.

Where delivering on aspects of this plan is done through service agreements, the Destination 

Northern Ontario Board will support the Executive Director in terms of monitoring progress, 

reviewing performance, and taking remedial action as required.

Finally, the availability of financial resources to carry out the initiatives outlined in this plan 

is of high importance. In light of this, Destination Northern Ontario is committed to meeting 

the reporting deadlines that are milestones in the payment schedule. In rare instances where 

financial gaps need to be bridged, Destination Northern Ontario has negotiated a substantial 

line of credit with its financial institution.

In 2019-20 Destination Northern Ontario committed to developing a formalized risk 

management plan. A draft of this document has been completed for board review. 

Once finalized, Destination Northern Ontario’s Risk Management Plan will supersede 

this section of the 2020-21 Business Plan. 

RISK MANAGEMENT »

Risk Management

Photo: Bridal Veil Faills, Manitoulin Island – Destination Northern Ontario
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Photo: North Channel – Destination Northern Ontario

Financial Plan
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Photo: North Channel – Destination Northern Ontario

Destination Northern Ontario is funded by the Ontario Ministry of Heritage, Sport, Tourism 

and Culture Industries (MHSTCI). Regional Tourism Organizations receive a core allocation 

consisting of a base amount based on performance compared to provincial fixed roof 

accommodation tourism receipts. There is also a partnership allocation that matches 

partner contributions from non-provincial government sources.

Destination Northern Ontario’s budget includes an allocation for pan-Northern Ontario 

initiatives as well as individual allocations to each of the three sub-regions. 

Salaries and Benefits  $     225,235.00 

Governance  $       40,000.00 

  Overhead/Facilities  $       50,000.00 

  Finance & Administration  $       60,000.00 

  Travel  $       25,000.00 

  Industry Relations  $       12,500.00 

  Information Technology  $         2,500.00 

 Subtotal  $     415,235.00   

Governance & Administration

Ministry of Heritage, Sport, 
Tourism and Culture Industries
April 1, 2020 to March 31, 2021

Financial Plan

FINANCIAL PLAN »
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Salaries and Benefits $     110,000.00 

Research $     100,000.00

Experience Shift

     Angling  $       25,000.00 

     Culture and Heritage  $       50,000.00 

     Gateway & Destination Communities  $       30,000.00 

     Nature and Adventure $       20,000.00 

     Touring $       75,000.00 

$    200,000.00

Wayfinding

TIC Training & Coordination $       25,000.00

TIC Signage $       30,000.00

Implement Safe Operating Protocols $       10,000.00

$        65,000.00

 Subtotal $       475,000.00  

Salaries, Benefits and Coordination $       50,000.00      

Support $       35,000.00

 Subtotal $         85,000.00  

Product Development

Investment Attraction

FINANCIAL PLAN »

  Salaries and Benefits $      175,000.00 

  Quality Shift Training $      100,000.00 

  Experience Shift Training $        75,000.00 

  Culture Shift Training $        75,000.00

  Training Tools $        50,000.00

 Subtotal $      475,000.00 

Workforce Development & Training
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Salaries, Benefits and Coordination $       175,000.00 

$       175,000.00 

 Marketing Tools

     Digital Asset Acquisition $         25,000.00 

     e-Commerce Solutions $         50,000.00 

     NorthernOntario.travel $       200,000.00 

     Trip Planner $         25,000.00 

$      300,000.00

Northern Ontario Marketing  

     Group/Student/Tour Travel Trade $       100,000.00 

     Media Relations $         50,000.00 

     Domestic Marketing and Development $         50,000.00

$       200,000.00

Sub-Regional Marketing

     Content Acquisition & Management $      200,000.00 

     Angling & Hunting $      375,000.00 

     Culture & Heritage $         90,000.00 

     Gateway & Destination Communities $       100,000.00 

     Nature & Adventure $       100,000.00 

     Touring $       125,000.00 

     Destination Awareness $       100,000.00

$       1,090,000.00 

Communications & Stakeholder Engagement $      110,000.00

 Subtotal $   1,875,000.00 

Marketing

FINANCIAL PLAN »
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 Marketing  

     Tourism Awareness $          25,000.00

     Pan-Northern Campaign (carried over from 2019-20) $        100,000.00

     Destination Awareness Campaign $        230,000.00 

     CO-OP Marketing $          25,000.00

     The Ontario Experience $          70,000.00 

$        450,000.00

Product Development

     Community Wayfinding $         35,000.00

     Trails Wayfinding $         50,000.00

     Strategic Planning $       165,000.00

$       250,000.00

Workforce Development & Industry Training

     Northern Ontario Tourism Summit $           5,000.00

    $           5,000.00

 Subtotal $      705,000.00 

Total 2020-21 Budget  

     Total MHSTCI Allocation $     4,030,235.00 

     Destination Ontario Marketing Funding $        500,000.00 

 Grand Total $   4,530,235.00

Partnership

FINANCIAL PLAN »
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CMA Census Mentropolitan Areas
CBRE CBRE Group (consulting firm)
DMO Destination Marketing Organization
DNO Destination Northern Ontario
FAM Familiarization Tour
IA Investment Attraction
KPI  Key Performance Indicator
MHSTCI  Ministry of Heritage, Sport, Tourism & Culture Industries
NOHFC  Northern Ontario Heritage Fund Corporation
NOTO Nature & Outdoor Tourism Ontario
Q  Quarter
RTO  Regional Tourism Organization
SEP Summer Employment Program
SIP  Strategic Implementation Plan
TEN  Tourism Excellence North
TIC Travel Information Centre
TSRC  Travel Survey of Residents Canada
VFR  Visiting Friends & Relatives

GLOSSARY OF ACRONYMS:

Photo: Old Woman Bay, Lake Superior – Destination Ontario
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