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Dear Industry Stakeholders,

2013-14 was a year of transformation, realignment and 
restructuring as we launched full-force into the new 
Northeastern Ontario Tourism Organization (NeONT).

We have had some great successes; built some strong 
partnerships and we have moved the marketing 
initiatives to the next level by building our brand and 
brand awareness in the marketplace.

We are not without our challenges, but together the 
Board of Directors, the Marketing Committee, the Staff 
and our Partners have embraced those challenges 
and continue to raise the bar for tourism within the 
Northeastern Ontario travel region.

The 2013-14 Marketing Year in Review is a report on 
how NeONT has done just that.  Marketing initiatives 

included On-line Digital Strategies, Media Tactics, 
Collateral Development and Consumer Initiatives. An industry lead plan that 

focused on our Best Bet Markets leading with our premier products featuring Nature and Outdoors, 
Fishing and Hunting, Motorsports & Touring, Attractions and Festivals and Meetings, Events and 
Sports Tourism.

Building on this strong foundation NeONT will continue to work with industry with the firm goal of 
driving and increase in tourism receipts for our partners and our region. 

We welcome your participation and your continued support as we build tourism in Northeastern 
Ontario.

 
Yours in Tourism!

	  
Executive Director
Northeastern Ontario Tourism

Letter from the Executive Director
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Jamie McIntyre
Digital Marketing

As the Digital Marketing Coordinator 
for NeONT, Jamie oversees NeONT’s 
online presence, content 
population and tracking of NeONT’s 
website assets including social 
media sites (Twitter, Facebook, 
Instagram, You Tube), the Northern 
Portal, and the NeONT website. In 
addition, for the 2013/14 marketing 
year, Jamie facilitated and 
executed NeONT’s Attractions, 
Festivals, Broad Outdoors and 
Motorsports marketing pillar with 
support from the AFBOT Marketing 
Committee.

Shanna Prowse
Partnerships & Communications

As Partnership and Communications 
Coordinator, Shanna oversees the 
development and maintenance of 
stakeholder Partnerships with NeONT 
as well as the development and 
distribution of communication 
materials to industry stakeholders 
and consumers. In addition, for the 
2013/14 Marketing Year, Shanna 
facilitated an executed NeONT’s 
Hunting & Fishing marketing pillar 
and the Meetings, Events, Sports 
and Group Tours marketing pillars 
with support from their respective 
marketing committees.

Megan McNamara
Database Development  

As the Database Development 
Coordinator Intern, Megan oversaw 
the development and maintenance 
of a comprehensive Tourism 
Stakeholder Database for the 
NeONT region, which is utilized for 
NeONT’s annual tourism 
publications, on the website and for 
industry stakeholder communica-
tions. Regular database updates 
are made to ensure NeONT 
operates from the most current and 
accurate information.

2013/14 NeONT Staff
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General Marketing 

Website Development & Audit
In January 2013, NeONT commissioned the development of a 
comprehensive website with the primary objective of building brand 
identity, awareness and interest in Northeastern Ontario’s tourism 
product offerings. The website – www.northeasternontario.com, 
was designed to include general regional travel information, visually 
captivating images and maps, contact listings for regional tourism 
stakeholder businesses, access to NeONT publications, an online 
booking function, and more.  

Officially launched in the fall of 2013, NeONT soon realized that 
though the website was visually appealing and included all of the 
above mentioned components, it lacked basic functionality and 
depth of content required to be a useful travel planning tool and 
stakeholder resource. Encountering numerous search function issues, 
back end administrative system inefficiencies, and sitemap 
limitations, NeONT undertook a thorough website audit in January 
2014 to assess the current state of the website and determine the 
steps required to correct the current issues and bring the site inline 
with tourism marketing competitors. 

The results of the audit were compiled and presented in a 60-page 
document offering recommendations for both temporary repairs 
and long-term actions required. Though some immediate repairs 
were suggested, the report ultimately recommends that NeONT 
migrate the current website’s photo assets and content over to a 
newly designed open-source CMS website with increased 
unctionality for the public and for stakeholders.

2013-14 Highlights

• Average of 2,530 unique visitors/ 7,200 page views per month;
• Visitors spend an average of 2:06 minutes on the site;
• Best performing landing page - www.northeasternontario.com/march/
break (1,450 unique views), which was promoted through an online/print 
campaign.

Direction Ontario Partnership 
In order to ensure regional marketing efforts are reaching the francophone market, NeONT partnered with 
Direction Ontario. A two-page spread for the region was showcased in Direction Ontario’s annual Regional 
E-Guide and a feature of our premier Motorcycle Routes was included in their Motorcycle Marketing Lure, 
which was distributed at Consumer Shows attended by Direction Ontario. 
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C’est un monde où les mythes et les légendes sont aussi nombreux que ses rivières 

et ses lacs cristallins. Quand vous plongerez dans ses eaux de source claires et 

pures, quand vous explorerez ses forêts de pins rouges les plus grands et anciens 

au monde, ce paradis de la nature inaltérée habitera votre esprit et y imprimera 

des souvenirs éternels. Venez, entrez dans la légende!

www.northeasternontario.com

L’appel d’une aventure légendaire!

The Northern Portal 
www.northernontario.travel/northeast

As the region’s content provider for the Provincial Northern Portal website, 
Northeastern Ontario Tourism continues to oversee and populate a content-
rich sub-portal of featured articles from celebrity writers and blog posts from 
our staff writer, Jamie McIntyre. 

The articles meld rich regional content, website and social media links,
stunning photography and impressive videography to draw in readers with 
captivating editorial and filter them through to NeONT’s regional fulfillment 
website, which offers everything travelers need to plan their vacation in 
Northeastern Ontario, including trip planning tools, sample itineraries, maps, 
business directories, booking engines and more. 

2013-14 Highlights

• 42,100 unique page views annually
• 3,203 click through to northeasternontario.com
• Best performing article – Increase Your Odds: Viewing the 
      Northern Lights in Northeastern Ontario (11,015 unique views). 

Ontario Summer Magazine 2013 (English & French)

NeONT purchased a full-page advertisement in both the English and French 
versions of the 2013 Ontario Summer Magazine. The advertisements were 
selected to create brand awareness for the region and to motivate readers to 
choose Northeastern Ontario when making their next vacation travel plans. 

450,000 copies of the Ontario Summer Magazine 2013 were printed - 355,000 were 
distributed through Ontario newspapers and 145,000 were distributed through On-
tario Travel Information Centres (OTICS), Regional Travel Centres, and the 1-800-On-
tario Provincial Call Centre, which distributes globally.

Ontario Provincial Road Map 2014/15
NeONT purchased a half page ad on one of the three back folds of the 2014/15 Ontario Pro-
vincial Road Map and shared the panel space one of its Partners, which resulted in advertise-
ment savings for both parties. Beginning in late March 2014, 800,000 copies of the Road Map 
are distributed annually through the Ontario Travel Information Centres (OTICS), Regional 
Travel Centres, and the 1-800-ONTARIO Provincial Call Centre. Northeastern Ontario worked 
with several writers and photographers throughout the 2013/14 marketing year. The cross me-
dia efforts were undertaken to reach NeONT’s key travel markets and create brand aware-
ness for the region through a combination of stories, televisions programs, radio programs, 
photography, and video. 

A Legendary Adventure AwaitsParticipez à la légende
1-800-465-6655www.northeasternontario.com

www.waterfrontinn-ontario.com

www.waterfrontinn-newliskeard.com

2 Cedar AvenueNew Liskeard, ON
 (705) 647-87111-800-461-4644



FAM (Familiarization) Tours

Igor Kravtchenko (Freelance Writer): Undertook a photoshoot in Manitoulin 
Island for the production of a coffee table photo book on Northern Ontario. 

Brendan Mark (Facing Waves, Outdoor TV): Produced a 30-minute segment 
for the U.S. kayaking television show Facing Waves, which airs on Outdoor TV. 
Mark also provided NeONT with still photography of his paddling experience 
in Killarney. The episode will run during in the summer of 2014.

Matt Clark (On Snow Magazine (OSM)): Toured snowmobile trails through 
Mattawa, North Bay and Sudbury to produce an article for NeONT’s Northern 
Portal site, which also included a selection of still photography. Additional ar-
ticles will be featured in the Fall 2014 issue of Ontario Snowmobile Magazine.

Nadia Carriere (Childmode.com Blogger): Visited Greater Sudbury’s Sci-
ence North and Dynamic Earth attractions to produce an article for NeONT’s 
Northern Portal site, which included 6 photographs and two features on the 
Childmode.com blog site.

Keith Beasley (Canada in the Rough): Produced a 30-minute segment for 
Canada in the Rough, which airs on seven networks across Canada and the 
USA. The episode, which featured hunting in Marten River at Olive the Lake 
Lodge, provided NeONT with a sponsor badge in the credits and an article 
for NeONT’s Northern Portal site, which included an impressive selection of 
hunting photography. 

Dale Hainer (Ontario Out of Doors): Visited Auld Reekie Lodge to produce an 
article on Grouse Hunting for NeONT’s Northern Portal site, which included 6 
photographs. An article from his visit will also be featured in Ontario Out of 
Doors in the upcoming season.

Kevin Callan (Happy Camper Blogger): Visited Timmins’ premier summer 
event, the Great Canadian Kayak Challenge, and toured the Abitibi River 
with Howling Wolf Expeditions to produce articles for NeONT’s Northern Portal 
site, which included a selection of still photography. Callan also produced 
a 10-minute video, which aired on his social media sites with shared links to 
NeONT’s social media channels. 

Gord Pyzer (Canadian Angling Adventures): Produced an article on Walleye 
Fishing Tactics in Northeastern Ontario for NeONT’s Northern Portal site, which 
included 10 photographs. 
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Photography & Videography Asset Development
Northeastern Ontario continues to develop and maintain a comprehensive photography and videography asset 
library that reflects the region’s best bet products and experiences. Digital assets are collected, catalogued and 
utilized across all NeONT programs and marketing efforts. In addition to the photography acquired during the FAM 
Tours listed above, NeONT also collected photography and commissioned video development from the following:

Rob Stimpson Photography: Purchased a selection of high-resolution still photography featuring outdoor experiences in 
Northeastern Ontario.

Ethan Meleg Photography: Purchased a selection of high-resolution still photography featuring outdoor experiences in 
Northeastern Ontario. 

Mark & Lynn Clement Photography: Purchased a selection of high-resolution still photography featuring outdoor experi-
ences in Northeastern Ontario. 

Sudbury Sports Photography: Purchased a selection of high-resolution still photography.

Canadian Ecology Centre/Back Roads Bill Video Vignettes: As part of an online content campaign, NeONT 
contracted The Canadian Ecology Centre to write and produce a series of video vignettes aimed at increasing 
awareness of the ‘hidden gems’ within Northeastern Ontario and to encourage “off the beaten path” travel 
throughout the region. The campaign, completed in March 2014, resulted in six (6) articles, six (6) videos, photography 
and GPS data. Bill Steer, a recognized outdoor spokesperson in Northeastern Ontario, is credited with the video topic 
selections. The campaign will be posted and promoted on NeONT’s Northern Portal site with the intent of driving traffic 
to the website - www.northeasternontario.com throughout 2014/15.

Meridian Reservation System 
Northeastern Ontario Tourism officially launched the Median 
Online Reservation System in December 2013.
 
The Meridian Reservation System provides website visitors with a 
seamless accommodation booking experience by enabling 
visitors to view rates and availability from participating 
accommodations and then transferring the customer to the 
selected property’s website and booking engine for final 
confirmation.
 
Meridian offers three levels of participation for accommodations. 
The simple models allow partners to participate with minimal 
management effort. The extended model enables partners to use 
the full range of Meridian offerings, and take bookings through the 
online payment system.
 
Partners can choose between:
 
·         Having Meridian link directly to their website/rate page
·         Listing their available rooms/rates on Meridian and directing traffic to their website
·         Using the full booking engine capabilities of Meridian to complete the sale.
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Social Media Presence
Northeastern Ontario Tourism manages a number of social media properties in 
order promote tourism related content which ultimately drives traffic to north-
easternontario.com. Social media sites are updated regularly, with fresh content 
encouraging a conversation regarding the NeONT region.

Facebook – Northeastern Ontario 
Tourism
9,015 Likes
Average weekly reach of 2,500
Average click-through rate of 23 

Facebook – Northeastern Ontario 
Fishing & Hunting
23,015 Likes
Average weekly reach of 3,450
Average click-through rate of 75

Facebook – Ride the North Mo-
torcycle Touring
258 Likes
Average weekly reach of 52
Average click-through rate of 13

Twitter @NeOntario
722 Followers
Average click-through rate of 7

Instagram @NeOntario
67 Followers

Pinterest /NeOntario
31 Followers
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The Weather Network E-Marketing
A page takeover campaign was purchased from July 10, 2013 until 
August 31, 2013 on The Weather Network website to promote the 
region’s Legendary Hunting & Fishing experiences. The campaign 
reached NeONT’s target market (GTA and surrounding area and 
Northeastern USA) in two ways - by displaying NeONT advertisements 
on weather pages within NeONT’s target market, and by displaying 
NeONT advertisements on weather pages within the region searched 
by consumers within NeONT’s target market.

The call to action drove viewers directly to the NeONT website through 
two specific URL’s created to easily track the results of the campaign 
– www.northeasternontario.com/GoFish and www.northeasternontario.com/GoHunt. The campaign generated 2,272 
click throughs to the NeONT website. 

U.S. Hunting & Fishing Regulation Guide Ads
In order to reach the U.S. Hunting & Fishing markets, NeONT purchased advertis-
ing in three strategically selected State Regulation Guides. The advertisements 
were designed to build brand awareness for the region and promote NeONT’s 
Legendary Hunting and Fishing product to avid sportsmen. 

A half-page advertisement was purchased in the 2014 New York Hunting Regula-
tion Guide with a print distribution of 600,000 copies statewide; A full page adver-
tisement was purchased in the 2014 Michigan Fishing Regulations Guide with a 
print distribution of 1.3 million copies statewide; and a quarter-page advertise-
ment was purchased in the 2014 Pennsylvania Hunting Regulations Guide with a 
distribution of 1.3 million copies statewide. The Regulation Guides are also avail-
able as downloadable PDF’s from the respective state websites and include 
hotlinks to advertiser websites.

The call to action drove readers directly to the NeONT website through two 
specific URL’s created to easily track the results of the campaign – www.
northeasternontario.com/MFR (54 unique visits) & www.northeasternontario.com/PHR (12 
unique visits to-date). 

Fishing & Hunting

www.northeasternontario.com/GoHunt

A Legendary Hunting   

   Adventure is Calling!

www.northeasternontario.com/MFR

A Legendary Fishing Adventure is Calling  
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Big Screen TV Advertising
In compliment of the 2014 Consumer Show presence, 
NeONT purchased two large screen advertisements at 
the Toronto Spring Fishing Show and the Toronto Golf 
Show. The 15-second television ads ran in a continuous 
loop rotation producing an estimated 40,000 targeted 
impressions throughout the course of the respective 
shows. 

CTV Television Commercial Campaign
Northeastern Ontario launched a CTV Barrie commercial 
campaign to build brand awareness and promote the 
region’s Legendary Hunting & Fishing experiences. Target-
ing the Barrie Extended Market, a 30-second commercial 
ran during 27 spots immediately before the 6 p.m. news to 
a viewership of 61,600 and 27 spots ran immediately before 
the 11p.m. news to a viewership of 15,000. The campaign, 
which ran from June 2013 until September 2013, saw a total 
audience of 2,068,200 viewers. 



Ontario Out of Doors Advertising
NeONT worked with Ontario Out of Doors to develop a targeted print 
campaign to a readership of over 120,000 avid anglers and hunters. The 
campaign was designed to create brand awareness for the region, as 
well as reach avids during their peak-planning season – late winter and 
early spring. 

NeONT placed full-page advertisements in the Jan/Feb, April and May 
2014 editions of Ontario Out of Doors. 20,000 copies of the 2014 Fishing 
& Hunting Guide were also polybagged with the March 2014 edition 
of OOD. The polybag tactic had strong results as NeONT and OOD 
received e-mails and calls from readers inquiring about fishing and 
hunting experiences in Northeastern Ontario. 

The call to action drove readers directly to the NeONT website 
through one URL’s created to easily track the results of the campaign 
– www.northeasternontario.com/OOD which has had 43 unique visits 
to-date. 

2014 Fishing & Hunting Guide 
NeONT produced a 40-page travel guide showcasing the region’s 
Legendary hunting and fishing experiences. Organized by area, the 2014 
Fishing & Hunting Guide provides travelers with pertinent travel information, 
maps, distance calculators, business advertisements and stunning regional 
photography. The guide also offers a comprehensive operator listing chart 
detailing the variety of hunting and fishing accommodation options 
available throughout the region, along with their contact information, 
accessibility (drive, boat, fly) and their partnership status with NeONT. 

45,000 copies of the 2014 Fishing and Hunting Guide were printed. 5,000 
copies were distributed at 2014 consumer shows throughout Ontario and 
the Northeastern United States, 20,000 copies were polybagged with the 
March 2014 issue of Ontario Out of Doors and 20,000 copies were 
provided to CTM for distribution to Provincial and Regional information 
centers. The guide is also available as a downloadable PDF from the 
Northeastern Ontario website. 

OTMPC Partnership – The New Fly Fisher
In partnership with OTMPC’s GoFish and GoHunt Programs, Northeastern Ontario welcomed The New Fly Fisher 
to produce three (3) 30-minute segments on fly-fishing in Northeastern Ontario. Two of the segments were produced in 
the summer of 2013; however, one segment was rescheduled for the summer of 2014 due to inclement weather. The 
two segments will feature:

A Legendary Fishing 

Adventure is Calling!

We invite you to visit a land where there are as many myths 

and legends as there are great fishing spots. Vast and beautiful with 

magnificent waterways, fabled lakes, and windswept pines, 

Northeastern Ontario is truly a place like no other. 

Find a listing of fishing lodges and a trip planning tool at:

www.northeast
ernontario.com

/ood
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• Fly Fishing on the French River at Totem Point Lodge;
• Fly Fishing in Cochrane at Kesagami Wilderness Lodge.

The two segments scheduled to air this summer will be broadcast on PBS (88 
million viewers), The World Fishing Network (35 million viewers), The Northeast 
Sports Network (5.2 million viewers), and on the Rogers Network (4 million 
viewers). The segments will also air on the New Fly Fisher’s You Tube Channel, 
which has an average viewership of 800,000. 

New Fly Fisher made several posts on their social media channels before, 
during and after their experiences in the region and also provided NeONT 
with a large inventory of still photography. In addition to the television 
segments, NeONT placed three full-page advertisements in The New Fly 
Fisher’s E-Zine, which has a readership of 268,000. 

2014 Hunting & Fishing Consumer Shows
NeONT attended six (6) hunting and fishing consumer shows in early spring 
2014 to showcase the region’s angling and hunting accommodations and 
experiences. 2014 show roster included:

Cincinnati Boat, Sport & Fishing Show, Cincinnati, OH: Six (6) partners partici-
pated with a distribution of 1,500 brochures; 999 NeONT publications were 
distributed and 47 database entries collected.

Philadelphia Outdoor Sportshow, Philadelphia, PA: Seven (7) partners 
participated with a distribution of 1,750 brochures; 477 NeONT publications 
were distributed and 17 database entries collected. Facebook advertising for 
this show saw 395 click throughs to the NeONT Fish/Hunt Facebook page, which resulted in 247 likes.

Toronto Spring Fishing Show, Toronto, ON: Six (6) partners participated with a distribution of 1,500 brochures; 1,605 NeONT 
publications were distributed and 264 database entries were collected. Facebook advertising for this show saw 497 click 
throughs to the NeONT Fish/Hunt Facebook page, which resulted in 260 likes.

Niagara Sportsmen Show, Niagara Falls, ON: Six (7) partners participated with a distribution of 1,750 brochures; 705 NeONT 
publications were distributed and 82 database entries were collected. Facebook advertising for this show saw 162 click 
throughs to the NeONT Fish/Hunt Facebook page, which resulted in 85 likes.

World Fishing Exposition, Suffern, NY: Six (8) partners participated with a distribution of 1,500 brochures; 2,000 NeONT 
publications were distributed and 174 database entries were collected. Facebook advertising for this show saw 497 click 
throughs to the NeONT Fish/Hunt Facebook page, which resulted in 260 likes.

London, Boat, Sport & Travel Show, London, ON: Six (7) partners participated with a distribution of 1,750 brochures; 1,126 
NeONT publications were distributed and 165 database entries were collected. Facebook advertising for this show saw 477 
click throughs to the NeONT Fish/Hunt Facebook page, which resulted in 350 likes.

As part of the 2014 Hunting & Fishing Consumer Show program, NeONT, in partnership with Kesagami Wilderness Lodge, of-
fered a contest for a Legendary four-day fishing trip for two to Kesagami Wilderness Lodge, which included accommoda-
tions, meals, a boat & motor package, bait and float plane transportation with Cochrane Air Service. The contest was pro-
moted at NeONT’s show booth, through a targeted Facebook advertisement campaign and in NeONT’s Travel Newsletter. 
The contest was designed as a consumer draw to the NeONT booth and to assist with the collection of a consumer database 
for newsletter distribution. 

A Legendary Fly Fishing Adventure is Calling!
www.northeasternontario.com/GoFish
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TTC Transit Rack Card Campaign
Northeastern Ontario purchased 605 interior subway and bus 
cards for a one-month campaign on the TTC. The campaign 
targeted the Greater Toronto business market and was 
designed to create brand awareness and to promote the 
unique meeting and event opportunities available through-
out the region.  

The campaign ran from September 23, 2013 until October 23, 2013, however, due to space availability, the TTC extend-
ed NeONT’s 605-card exposure until November 17, 2013 at no additional charge. The total campaign impressions are 
estimated at 19,104,000 (2,388,000 impressions per week x 8 weeks). 

2013-14 Marketplaces 
NeONT attended five (5) strategically selected Meeting, Sports & Group Tour Marketplaces for the 2013/14 marketing 
year. The Marketplaces selected were designed to build awareness of the Northeastern Ontario brand and product 
offerings, while making connections between planners, properties/municipalities that could lead to future event book-
ings for the region. 

Rendez-Vous Canada – May 2013: 38 appointments were booked and attended to discuss the various travel products 
offered in Northeastern Ontario. 

Ontario Motorcoach Association of Canada – October 2013: 15 appointments were booked and attended to discuss 
group tour opportunities in Northeastern Ontario. 

American Bus Association – January 2014: 24 appointments were booked and attended to discuss group tour oppor-
tunities in Northeastern Ontario. 

Canadian Sports Tourism Alliance – April 2014: 12 appointment were booked and attended to discuss sporting event 
opportunities in Northeastern Ontario.

Ignite Business Event Expo – April 2014: The format of this marketplace was quite unique and combined the structure 
of a consumer show with the availability of an appointment booking system for planners. Exhibitors did not book ap-
pointments – they simply accepted meeting requests if made. NeONT accepted 2 meeting requests and spoke with 34 
planners. 

Promotional Infographics
NeONT produced three (3) 4-page infographics targeting 
specific components of the MES&GT pillar – Sports Tours, 
Group Tours and Meetings & Events. The infographics are 
designed to provide general regional information on each 
of the respective product offerings and are distributed at 
relevant Marketplaces, to inquiries made through NeONT’s 
1-800 call centre service and to e-mail inquiries. 

Meetings, Events, Sports & Group Tours

A Legendary 
Adventure is Calling !

northeasternontario.com
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Meetings, Events & Sports Tours Guide
NeONT produced a 32-page fulfillment publication showcasing the region’s 
Legendary Meeting, Event & Sporting Event assets and opportunities. Organized 
into four areas, the guide provides planners with a comprehensive planning tool 
that includes rich regional content, maps, past successes & “Did You Know?” 
factoids, distance calculators, and stunning regional photography. The guide also 
offers a comprehensive operator listing chart detailing the variety of meeting & 
event facilities, accommodation options and sporting facilities available 
throughout the region, along with their contact information and their partnership 
status with NeONT. 

2,500 copies of the guide will be distributed at Marketplaces, to inquiries made 
through NeONT’s 1-800 call centre service and to email e-mail inquiries. The 
guides have also been pre-loaded onto a 2 GB eco-friendly wooden USB Key, 
which serves as a promotional giveaway to interested planners. 
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Digital Advertising
The Weather Network Summer Campaign 2013: A two-month page 
takeover campaign was purchased for the months of July & August 
2013 to promote the region’s Legendary Festivals & Attractions. The 
campaign reached NeONT’s target market (GTA and surrounding area 
and Northeastern USA) in two ways - by displaying NeONT advertise-
ments on weather pages within NeONT’s target market, and by display-
ing NeONT advertisements on weather pages within the region searched 
by consumers within NeONT’s target market.

The call to action drove viewers directly to the NeONT website through two specific URL’s created to track the results of 
the campaign – www.northeasternontario.com/goplay and www.northeasternontario.com/gocamp. The campaign 
generated 1,409 click throughs to the NeONT website. 

The Weather Network March Break Campaign 2014: A 28-day page takeover campaign was purchased surrounding 
Kevin Yarde’s visit and coverage of the Sudbury and Timmins areas in February 2014. The call to action drove viewers 
directly to the NeONT website through a specific URL created to easily track the results of the campaign – 
www.northeasternontario.com/marchbreak. The campaign generated 1,089 click throughs to the NeONT website. 

Explore Magazine Banner Advertising: NeONT purchased two advertisement spaces on the Explore Magazine website 
to create brand awareness and promote the region’s outdoor experiences. Running from May – August 2014, the 
online advertisements will be tracked by the number of click throughs to the NeONT website. 

Today’s Parent Banner Advertising & E-Newsletter: Northeastern Ontario purchased rotating digital advertisements on 
the Today’s Parent website showcasing the region’s Legendary Attractions & Festivals. The campaign, which runs from 
April 2014 until August 2014, guarantees NeONT a minimum of 560,000 impressions.

In addition to the online advertisements, Today’s Parent also sent a digital newsletter to 60,000 subscribers exclusively 
featuring the NeONT region. The newsletter contained a collection of articles from NeONT’s Facebook page with links 
back to the website. 

Print Advertising 
On the Go Magazine Advertising: NeONT purchased a two-page spread in the August/
September 2013 edition of On the Go Magazine to create brand awareness and to pro-
mote the region’s Legendary Outdoor Experiences. 325,000 copies were circulated. 

Attractions Ontario Advertising: A two-page advertisement with editorial was purchased in 
the 2014 Attractions Ontario annual publication. The ad purchase also gave NeONT part-
ners the opportunity to place coupons in the Magazine at a discounted rate. 800,000 
copies of the publication were distributed. Digital copies of the magazine are 
also available in a digital format at www.attractionsontario.ca. 

Metroland Advertizing: In May 2014, four-page insert/flyer promoting Northeastern 
Ontario’s Legendary Attractions and Festivals will be sent to over 124,000 households 
through 20+ community newspapers across the GTA. The campaign targets families with 
annual incomes over $40,000 per year. To coincide with the insert, an e-blast will also be 
sent in May to 154,000 subscribers. 

A Legendary Outdoor 

Adventure is Calling

www.northeast
ernontario.com

We invite you to visit a land where there are as many myths 

and legends as there are things to do. A vast playground of 

pristine lakes and rivers, ancient pine forest, and gleaming 

crimson skies. Northeastern Ontario has the power to 

connect you to the things that really matter.

Attractions, Festivals & Broad Outdoors



USA Today Advertising: A full-page advertisement was placed in an April 2014 edition of 
USA today to build brand awareness and promote the region’s Legendary Festivals & 
Attractions. USA Today is circulated to over 299,140 subscribers and available on 420,000 
newsstands across the USA. The call to action drives readers directly to the NeONT 
website through a specific URL created to track the results of the campaign – 
www.northeasternontario.com/usatoday. The URL has had 13 unique visitors to date.

Zoomer Magazine Advertising: NeONT purchased a half-page advertisement in the 
April 2014 edition of Zoomer Magazine. 181,668 copies will be circulated. The call to 
action drives readers directly to the NeONT website through a specific URL created to 
track the results of the campaign – www.northeasternontario.com/zoomer. The URL 
has had 25 unique visitors to date. 

Today’s Parent Advertising: A half-page advertisement was placed in the March 2014 
edition of Today’s Parent to create brand awareness and promote the region’s Leg-
endary Family March Break experiences. 160,053 copies were circulated. A unique URL 
was created to track the success of the campaign – www.northeasternontario.com/
familyfun, which has resulted in 28 unique visitors to date. An additional half-page 
advertisement will in the May, June & July 2014 editions to complete the campaign. 

Horizon Magazine Advertising: In February 2014, Northeastern Ontario purchased a 
two-page spread in Horizon Magazine to promote the region’s Legendary March 
Break experiences. 153,000 copies were circulated through the Toronto Star and the 
National Post. A unique URL – www.northeasternontario.com/marchbreak was used 
to track the effectiveness of the campaign. The URL had 361 (direct) unique visitors, 
bringing the total amount of visitors to 1,450.00.

In addition to the two-page spread, NeONT also purchased an online 30-second 
“commercial” placement with rotating images from the region and a call to action 
directing viewers to the website. 

Outdoor Adventure Map
In order to promote soft outdoors product across Northern Ontario, NeONT 
partnered with Algoma Country and Sunset Country to develop the Outdoor Adventure 
Map. The map includes a topographic display of Northern Ontario, a listing of provincial parks and outdoor activities, 
as well as valuable tourism information. The map directs readers to the website – www.explorenorthernontario.com. 
NeONT’s website is linked, and has received 22 unique visitors as a result of this campaign. 

30 Second Video Development
Utilizing existing raw footage, NeONT produced two 30-second videos featuring the region’s Legendary Attractions, 
Festivals & Outdoor experiences. One of the videos featured Festivals & Attractions, while the other spoke to Broad 
Outdoors. The videos are designed for use on NeONT’s You Tube Channel, the Northern Portal, on television screens at 
NeONT Consumer Shows, on the website and as TV commercials. 

A Legendary Family

Adventure Is Calling

We invite you to visit a land where there are as many 

myths and legends as there are things to do. 

Northeastern Ontario has the power to connect you 

to the things that really matter. 

Find travel inspiration at:

www.northeasternontario.com/USATODAY

1	Glide Side By Side
Take your winter woes out on the ice, and enjoy an outdoor family 
skate followed by a cup of hot chocolate. Lace up at Sudbury’s Ramsey 
Lake skate path, which leads directly to Science North. Or, skate 
within the heart of Timmins on an ice rink in Hollinger Park. 

2	learn To Ski, SnowBoard, or ‘TuBe’It’s never too late to learn. Book a package at one of the Northeast-
ern Ontario’s many ski resorts catering to novices. Laurentian Ski Hill, 
within the city of North Bay offer novice packages and equipment 
rentals. Kamiskotia Ski Resort, just outside of Timmins offers all the 
amenities, and tubing as well! 

3	Camp in ComforT
Winter camping is possible for the whole family, and more comforta-
ble than ever with Ontario Parks. Cross-country ski next to the granite 
rock faces of Georgian Bay, then spend the night in one of Killarney 
Provincial Park’s 6 yurts. Windy Lake Park offers the same experience, 
with roofed accommodation, bunks, heat and electricity. 

4	Try iCe fiShinG
Between the excitement of reeling in a big Northern Pike, and the 
peaceful state of being with close friends and family – ice fishing 
has the makings of a great getaway. Operators on Lake’s Abitibi, 
Temagami and Nipissing offer ice fishing from the comfort of an ice 
bungalow. Most bungalows are outfitted with the comforts of home; 
Propane furnace, propane lights, cooking utensils, a table and chairs, 
bunk beds, heated private washroom, and 10” drilled holes are usually 
included.

5	GeT SmarT, ToGeTherVacations can be educational, too. Get up close and personal with 
science experiences for the whole family at Science North in Sudbury. 
The Canadian Ecology Centre in Mattawa offers unique educational pro-
graming geared to those interested in the great outdoors, and the world 
around us. 

For more cool winter adventures – indoors and out – in Northeastern 
Ontario, visit www.northeasternontario.com/marchbreak.

There’s a land just north of ordinary, and miles from the everyday that serves as a winter playground for enthusiasts who refuse 

to be tied down by the weather. awaken the explorer in you, and the whole family to enjoy winter in northeastern ontario. 

here are five fun ways to enjoy winter in northeastern ontario. 

winter adventuresin northeastern ontario
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2014 Attractions, Festivals & Broad Outdoors Consumer Shows & Media Marketplaces
Toronto Outdoor Show, Toronto, ON: Six (6) partners participated with a distribution of 1,500 brochures; 1,335 NeONT 
publications were distributed and 78 database entries collected. 

Ottawa Outdoor Show, Ottawa, ON: Five (5) partners participated with a distribution of 1,250 brochures; 1,155 NeONT 
publications were distributed and 210 database entries collected. 

Cottage Life Show, Toronto, ON: Five (5) partners participated with a distribution of 1,250 brochures; 1,697 NeONT 
publications were distributed and 51 database entries collected. 

Canada Media Marketplace: 24 appointments were booked and attended to discuss media FAM Tour opportunities in 
Northeastern Ontario. 

Travel Blogger’s Exchange Canada: 104 appointments were booked and attended to discuss media FAM Tour 
opportunities in Northeastern Ontario. 

Travel Media Association of Canada: 26 appointments were booked and attended to discuss media FAM Tour 
opportunities in Northeastern Ontario. 

Go Media: 31 appointments were booked and attended to discuss media FAM Tour opportunities in Northeastern 
Ontario.

2014 Festivals & Attractions Guide
NeONT produced a 32-page travel guide showcasing the region’s Legendary Festivals & 
Attractions. Organized by area as well as by event date, the 2014 Festivals & Attractions 
Guide provides travelers with pertinent travel information, maps, distance calculators, busi-
ness advertisements and stunning regional photography. The guide also offers a 
comprehensive operator listing chart, which includes contact information and their partner-
ship status with NeONT. 

45,000 copies of the 2014 Festivals & Attractions Guide were printed. 5,000 copies were 
distributed at 2014 consumer shows throughout Ontario and the Northeastern United States, 
20,000 copies were polybagged with the April 2014 issue of Today’s Parent and 20,000 
copies were provided to CTM for distribution to Provincial and Regional information centers. 
The guide is also available as a downloadable PDF from the Northeastern Ontario website. 

2014 Outdoor Adventure Guide
NeONT produced a 52-page travel guide showcasing the region’s Legendary Outdoor 
experiences. Organized by activity, the 2014 Outdoor Discovery Guide provides travelers with 
pertinent travel information, maps, distance calculators, business advertisements and stunning 
regional photography. The guide also offers a comprehensive operator listing chart detailing 
the variety of outdoor outfitters and accommodation options available throughout the re-
gion, along with their contact information, their partnership status with NeONT and a checklist 
of outdoor activities offered. 

45,000 copies of the 2014 Outdoor Discovery Guide were printed. 5,000 copies were 
distributed at 2014 consumer shows throughout Ontario and the Northeastern United States, 
8,000 copies were polybagged with the April 2014 issue of Canadian Traveler, 12,000 copies 
were polybagged with the April/May 2014 issue of Explore Magazine and 20,000 copies 
were provided to CTM for distribution to Provincial and Regional information centers. The 
guide is also available as a downloadable PDF from the Northeastern Ontario website. 

     LEGENDARY

                         
             GUIDE 2014     
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Digital & Print Advertising
Snowgoer Advertising: NeONT purchased a two-page advertisement in the October 
2013 issue of Snowgoer Magazine to create brand awareness and promote the region’s 
Legendary Snowmobile experiences. 30,520 copies were distributed. A unique URL was 
created to track the campaign’s success – www.northeasternontario.com/snowmobile. 
The URL had a total of 31 unique visitors.

Supertrax Print & Digital Advertising: A full-page ad was purchased in the November 
2013 issue of Supertrax Magazine to promote NeONT’s 2013/14 snowmobile contest. 
50,000 copies were distributed. In addition to the print ad, NeONT also purchased 
online banner advertisements on the Supertrax website from December 2013 until 
February 2014 to promote the snowmobile contest. 120,000 impressions were 
recorded and 567 unique views were directed to the snowmobile contest article at 
www.northernontario.travel/northern-ontario/abitibi-canyon-loop-contest. 

ATV World Magazine: A full-page advertisement was purchased in the May 2014 
edition of ATV World to promote the region’s Legendary ATV experiences. A unique 
URL was created to track the campaign’s success – www.northeasternontario.com/
atv. 

Boats & Places Magazine: A full-page advertisement was purchased in the June 2014 
edition of Boats & Places to promote the region’s Legendary Boating experiences. A 
unique URL was created to track the campaign’s success – www.northeasternontario.
com/boating.

Motorcycle Mojo Magazine: A full-page advertisement was purchased in the May 2014 
edition of Motorcycle Mojo Magazine to promote the region’s Legendary Motorcycle
experiences. 42,000 copies were distributed. 

2013/14 Motorsports Consumer Shows 
International Snowmobile Show, Toronto, ON: 545 NeONT publications were distributed and 3,300 postcards were given 
driving consumers to the NeONT website to enter the  snowmobile contest. 

Toronto Motorcycle Show, Toronto, ON: Six (5) partners participated with a distribution of 1,250 brochures; 2,590 NeONT 
publications were distributed and 750 kickstand pads were given.

Montreal Motorcycle Show, Montreal, ON: Six (5) partners participated with a distribution of 1,250 brochures; 2,895 
NeONT publications were distributed and 1,150 kickstand pads were given.

As part of the 2014 Motorsports & Touring Consumer Show program (Snowmobile), NeONT, in partnership with Ontario 
Tourism and Supertrax Magazine, offered a photo contest for a legendary three-day snowmobile trip for two to experi-
ence riding the OFSC promoted Abitibi Canyon Loop, which included accommodations, meals, and sleds provided 
by Sleddealers.ca. The contest was promoted at the show, as well as online. The contest article, as mentioned above, 
had 883 unique visitors and 91 contest entries. 

The contest also resulted in the creation of 1 article for inclusion in Supertrax Magazine and 4 articles for inclusion on 
NeONT’s sub-portal – all of which promote the Abitibi Canyon Loop Tour, and direct traffic to northeasternontario.com.

     LEGENDARY

                         
             GUIDE 2014     

Motorsports

Find snowmobile friendly accommodations 

and a trip planning tool at: 

www.northeasternontario.com
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Motorcycle Mico-Site
As part of the second phase of the Ride the North marketing strategy, Northeast-
ern Ontario developed a Ride the North micro site to generate an enhanced 
presence for the region’s motorcycle product. The website includes rich regional 
content, captivating photography, Legendary touring route information and 
more. As the launch date for the website was set for April 2014, results are not 
yet available.

OTMPC Partnership – Ride Ontario Today
In partnership with OTMPC’s GoRide Motorsports Program, Northeastern 
Ontario welcomed three (3) familiarization tours which promote 
snowmobiling in Northeastern Ontario. The three tours covered the following 
topics, and will be featured in the Winter of 2014. 

• OFSC promoted Abitibi Canyon Loop tour with Supertrax Media;
• All OFSC promoted loops in Northeastern Ontario, covered by Snow Goer;
• OFSC promoted Sudbury loops and adjoining North Bay trails, covered by OSM 

Magazine;
• The three consecutive story lines will be will featured in Supertrax Magazine 

(50,000 circulated), SnowGoer Magazine (30,520 circulated), and On Snow 
(OSM) Magazine (65,000 circulated).

The participating media made several posts on their social media chan-
nels before, during and after their experiences in the region and also provided 
NeONT with a large inventory of still photography. 

30-Second Video Development
Utilizing existing raw Snowmobiling footage, NeONT 
produced a 30-second video featuring the region’s 
Legendary snowmobile experiences. The videos are 
designed for use on NeONT’s You Tube Channel, the 
Northern Portal, on television screens at NeONT Con-
sumer Shows on the website and as TV commercials. 

Motorcycle Touring Map
For 2013/14, NeONT reprinted the region’s existing 
Motorcycle Touring Map. 7,000 copies were printed 
for distribution at 2014 consumer shows and for a 
polybag opportunity with the April 2014 issue of 
Motorcycle Mojo Magazine. 



 General Marketing

 Print Tactics    $37,500.00 
 FAM Tours    $20,000.00 
 Photo/Videos  $20,000.00 
 Meridian License Fee $24,000.00 
 Partner Campaign     $4,000.00 
 

 TOTAL           $105,500.00 

 Meetings, Events, Sports & 
 Group Tours

 Media Relations  $18,000.00 
 Print Tactics   $35,500.00 
 Marketplaces   $26,500.00 
    

 TOTAL            $80,000.00 

 Fishing & Hunting

 Media Relations   $85,761.00  
 Print Tactics    $55,639.00  
 OTMPC Partnership  $15,000.00  
 Consumer Shows                  $43,600.00  
   

 TOTAL         $200,000.00 

 Attractions, Festivals, Broad Outdoors & Touring

 Media Tactics           $155,250.00 
 Print Tactics            $230,000.00 
 Digital Advertising   $29,000.00 
 Consumer Shows  $54,500.00 
   
 TOTAL         $468,750.00 

         TOTAL BUDGET       $854,250

18


