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A message From the Executive Director

Dear Colleagues and Industry Partners,

I remember one year ago reflecting on my acceptance of the position of Executive Director of 
Northeastern Ontario Tourism and meeting the Board members and several industry partners 
for the first time.

It was apparent that a desire for innovation and modernization at Northeastern Ontario Tourism 
existed. The opportunities for our partners, to take on new responsibilities, and demonstrate 
an importance to the local economy and community. Many of these goals were reached, and 
we’ve even eclipsed a few in 2017/18.

As Executive Director, the day-to-day operations of Northeastern Ontario Tourism are my 
responsibility. I am pleased to report that our talented staff delivered strong metrics. This 
performance should not go unnoticed, as we have worked hard to attract and retain strong 
tourism industry professionals and partners.

I will share a few highlights of the results that our staff and industry partners have contributed towards in the success of 
Northeastern Ontario. Being the juggernaut of the tourism industry in North, here are but a few highlights and facts:

 • Annually Northeastern Ontario represents 55% of all visitation to Northern Ontario or roughly 4.5 million  
  visitors and 51% of the revenue approximately $765 million.
 • NeONT shifted towards price point marketing and new social media drove new audiences to our website  
  NortheasternOntario.com resulting in a dramatic 41% increase in traffic to industry operators;
 • We led a team of communities partners on a mission to foster conventions, meetings, incentive travel 
  and trade shows with representatives the community of Sudbury, Timmins, Temiskaming Shores, North Bay  
  and Destination  Ontario, creating 56 new business leads with representatives.
 • NeONT participated at Rendez-vous Canada 2018, meeting with key 47 travel trade operators who  
  package and promote travel in Europe, Asia and the US as we continue to see growth from those key  
  markets. 
 • Room occupancy in urban centres rose by 2.9% and their revenue increased by 5.2% while on average rural  
  accommodation operators saw a 3% increase in revenues.

Despite all of this good news, we cannot rest on our laurels. I look forward to leading our team as we continue to tackle 
important projects such as the World’s Best Snowmobile Destination; the Experience Fishing initiative; and developing our 
scenic highway tours and northern lights products.

The staff at NeONT and I are grateful for the knowledgeable insight of a dedicated Board of Directors and the advice of a 
supportive Chair, Guy Lamarche.

Northeastern Ontario Tourism has a clear strategy and staff who are willing and able to deliver on our common vision of 
developing and promoting a world-class tourism destination.
 
Sincerely,  

Rod Raycroft
Executive Director
Northeaterns Ontario Tourism
July 2017- Present

Bernadette Lindsay
Partnership & Product 

Development
 Coordinator

Carrie Graham
Former 

Administrative 
Assistant

Kirsten Hysert
Administrative 

Assistant

Donna MacLeod
Former Executive 

Director

Jordan Nicksy
Digital Marketing 

Coordinator

Sandy Siren
Marketing & 

Communications 
Coordinator
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Board Members
Great organizations have great leadership at the top, and NeONT is governed by a proactive Board of Directors whose 
members enthusiastically represent the tourism industry in Northeastern Ontario.

In the spirit of continuous improvement, NeONT’s Board of Directors embarked upon a process in early 2016 to 
streamline its structure and to refine its governance procedures.

NeONT Board of Directors
(as of November 2017 Annual General Meeting)

Rod Raycroft
Executive Director, Northeastern Ontario Tourism

Meredith Armstrong
Manager of Tourism & Culture, 

City of Greater Sudbury

Sue Crane, Owner
Crane’s Lochaven Wilderness Lodge

Kevin Eshkawkogan
CEO, Great Spirit Circle Trail, Manitoulin Island

Guy Lamarche
Manager Tourism, Events, & Communications, 

City of Timmins

Ray Sapiano
Owner, Marten River Lodge

Isabelle Denault
Economic Development Officer,

 The Corperation of the Town of Cochrane

 Karim Khamisa
General Manager, Holiday Inn Sudbury

Laura Brown
Senior Manager, Marketing, Science North

Former Board Members 
(2017-2018)

Jake Lacourse
(Former) Assistant General Manager, Clarion Resort

 Pinewood Park

Sean Mackey
President, M & M Hospitality, Temiskaming Shores

Brenda Tremblay
Chief Operating Officer, Science North

Donna Maitland
Director, Mattawa-Bonfield Economic Development 

Corporation

Donna MacLeod
Executive Director, Northeastern Ontario Tourism

 Stephen Hollingshead
Director of Tourism for Tourism North Bay
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GENERAL 
MARKETING

BIG ADVENTURE 
GUIDE 2018

NeONT 2017/18  -  
A BIG Year For Change

The travel industry is always evolving. If you want 
to stay relevant you have 
to embrace change, learn to adapt, and meet the 
market head-on, where they live.

In 2017/18, NeONT underwent change internally 
and adapted to change from external realities. 
Internally, a change of leadership and staff was 
the result of an executive retirement and valued 
staff leaving to pursue new opportunities.  

The ‘BIG Brand’ that has served NeONT well 
was incrementally replaced by OTMPC’s ‘Where 
Am I’ brand. ‘Where Am I’ is a pan-Ontario 
tourism campaign and brings NeONT in line 
with province-wide branding. The new approach 
ensures NeONT remains consistent with the 
current provincial tourism branding philosophy.

The final ‘BIG Brand’ push was used for the 2018 
BIG Adventure Guide and for advertisements 
booked prior to the change in branding direction.  
With 44 information-packed pages, the 2018 BIG 
Adventure Guide maintained its reputation for 
providing entertaining and informative content 
along/side partner listings and ads.  As a sales 
tool, the 2018 BIG Adventure Guide continued 
the tradition of highlighting the very best of the 
region across all four seasons. Guide content was 
carefully curated to offer a taste of the spectrum 
of outdoor adventures available. 

GUIDE 2018

FOR THE LOVE 
OF PADDLING

THE JOYS OF FISHING

HIKING OFF 
THE BEATEN TRACK

RIDING THE LAKE 
TEMISKAMING 
CIRCLE TOUR

ON TRACK FOR 
A NORTHERN 
SNOWMOBILE 
ESCAPE

BIGpaddling.ca

GUIDE 2018

GET ON BOARD
STAND-UP PADDLING, 

the fastest growing water sportin the world is making wavesacross Northeastern Ontario

NORTHEASTERN ONTARIO – ROOM TO ROAM
All the right ingredients for a world-class experience

TAG, YOU’RE IT! 
The benefits of “The Biker”beinglabelled cruiser, tourer, dirt biker ...

THE ULTIMATE FLY-IN FISHING
ADVENTURE The overwhelming excitement of boardinga float plane and having the big-city
stresses just drift away

GUIDE 2018

THE JOYSOF FISHING
FOR THE LOVE OF PADDLING

HIKING OFF THE BEATEN TRACK
RIDING THELAKE TEMISKAMINGCIRCLE TOUR

ON TRACK FORA NORTHERNSNOWMOBILE ESCAPE

BIGpaddling.ca

Eighteen thousand Guides were printed (12,000 
Adventure and Outdoors, 3,000 Motorsports and 
3,000 Fishing and Hunting) for distribution at 
consumer shows and Ontario Tourism Information 
Centres. The publications were set to 32 
organizations including direct mail delivered in 
response to email and telephone requests.

With ‘Where Am I’, NeONT continued the use 
of bold, contemporary images and began the 
process of working with partners on package 
opportunities. Moving forward, content creation 
will continue to track along side ‘Where Am I’ 
campaigns by developing memorable content, 
invoking emotional responses, creating the “I 
want to go there” desire and pushing viewers to 
convert in the moment.

A digital version of the Guide is available at 
NortheasternOntario.com.
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DIGITAL COMMUNICATIONS 
In 2017-18, NeONT has begun to take a 
more hands on approach to managing digital 
communications at all levels. With the approval 
of the Board of Directors, NeONT extended the 
contract of the Digital Marketing Coordinator for 
an additional year. 

This decision allowed the organization to bring 
many services in house such as social media 
management, content creation, and reporting 
and analytics services while still working closely 
with The New Business on website development 
initiatives. This proved to be a successful and 
productive relationship as the year progressed.

Following observed in 2016-17, NeONT’s 
website and social media numbers continued 
to exceed expectations month after month. 
A smooth and user-friendly digital experience 
is of critical importance for all who encounter 
NeONT’s digital communication platforms, from 
NortheasternOntario.com to our various social 
media channels including Facebook, Instagram, 
Twitter, and YouTube. Improving this experience 
was at the forefront of NeONT’s digital goals this 
year, and continues to be moving forward. 

WEBSITE

In 2017-18, NeONT exceeded the new record 
highs set in 2016-17 for website visits and 
outbound clicks to industry. NortheasternOntario.
com achieved a new high of 259,000 sessions to 
the website, averaging 21,500 per month. 

Outbound clicks to industry increased 
dramatically in 2017-18 from 32,641 in 2016-
17 to 52,278 – a whopping 60% year over year 
increase.  
 
Major website development initiatives this year 
included:

•  Version 1.0 of the online store for partners, 
including online payment options

•  Sun setting the Big Brand 
•  Realignment of pillars with new Destination 

Northern Ontario pillars 
•  Improvement of landing pages and business 

listings to provide an interactive element     
visual compliment  

•  Addition of new pages to compliment 
marketing campaigns, contests, and touring  
routes 

SOCIAL MEDIA

Our Facebook audience grew from 46,420 
followers to 50,558. The Twitter audience 
experienced a modest growth of 350 accounts 
from 2,750 to 3,100 followers. Instagram grew by 
a modest 500 followers, with larger goals on the 
horizon for 2018-19. 

THE NORTHERN PORTAL
In 2017-18, NeONT published 80 new articles 
onto NorthernOntario.travel, Destination 
Northern Ontario’s consumer-facing website 
focussed on all things Northern Ontario. 

Covering all major pillars with the ability to 
encompass numerous niche items, the Northern 
Portal blog is a great way to connect with 
Northern Ontario fans and potential visitors, 
encouraging them to plan a visit, or extend their 
stays. 

In 2017-18, the Northeastern Ontario sub-portal 
hosted 295,000 sessions and over 250,000 
unique visitors to content specifically about 
Northeastern Ontario businesses, products, and 
destinations. 

AAA ONTARIO WEEK
In June of 2017, NeONT partnered with 
Destination Ontario to showcase 1,200 BIG 
Adventure Guides in 12 AAA branches in Western 
and Central New York. Alongside the BIG 
Adventure Guides, partners were asked to submit 
price-point packages that would be displayed and 

promoted, all with the intention of encouraging 
New York vacation planners to put Northeastern 
Ontario on their map as an enticing summer 
getaway destination. 
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HUNTING AND FISHING
Fishing is a premier product in Northeastern Ontario and is the primary focus of this pillar. While still 
significant, hunting received a lesser degree of focus.

ONTARIO OUT OF DOORS 
MAGAZINE

NeONT had full-page ads in the September 2017 
(Hunting Annual edition) and March 2018 (Fishing 
Annual edition) issues of Ontario Out of Doors 
magazine. Ontario Out of Doors has a circulation 
of 99,000 (98,000 in Ontario) and a readership of 
651,000 per issue.

To compliment the print ads, NeONT integrated 
a 6 month digital presence on the oodmag.com 
website travel page from October 1, 2017 to 
March 31, 2018.

Marketing efforts in Ontario Out of Doors have 
seen increased website traffic and calls to the 
NeONT office seeking more information.  The 
unique URL used for this OOD campaign was 
BIGmemories.ca,which generated 58 clicks 46 
new users visits to site.

GAME AND FISH MAGAZINE USA

Game and Fish Magazine USA has a circulation of 
213,407 in the northern part of the United States 
and a readership of 800,000 per issue in this area. 
NeONT had one full-page ad in the December 
2017/January 2018 issue, and a digital presence 
that ran November 21, 2017 to January 12, 2018 
with over 150,000 impressions.

The unique URL used for this Game and Fish 
magazine and digital campaign was BIGtales.ca.  
The print ad resulted in 159 visits to the website 
and the digital ads on gameandfishmag.com 
saw 162 clicks to the NeONT website.
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AMERICAN OUTDOORSMAN 
ONLINE MAGAZINE

American Outdoorsman Online Magazine has 
146,000 opt-in subscribers and 275,000 active 
readers per issue. NeONT had a full-page ad in 
the Fall 2017 and  Winter 2017/18 issues with 
a bonus offering of the same ads Canadian 
Outdoorsman Online for the same seasonal 
issues. American Outdoorsman Online Magazine 
has an approximate open rate of 69% per issue, 
which is above industry average. 

The excitement of boarding 
a float plane overwhelms you as you 
hear that engine roar to life. 
You have packed just enough gear and supplies to get you 
through the week and the anticipation of living off the land, 
campfires, shore lunches, and exploring those secret lakes fires up 
your imagination. And as soon as the plane’s floats lift off from 
the lake’s surface, the big-city stresses just drift away. 

Northeastern Ontario has many fly-in fishing providers at your 
service with their iconic Canadian float planes ready to take you to 
the promised land. It’s never a bad time to book a fly-in fishing trip!

Your stay at any Northeastern Ontario fly-in destination will 
greatly exceed your expectations in another way. Quite often 
a wide variety of wildlife can be seen in its natural habitat. 
Keep an eye out for eagles in the treetops, moose grazing along 
shorelines, and there’s always the potential to spot black bears 
and white-tailed deer where you would least expect them. 
Sightings of these big game animals are a welcomed addition to 
any trip and they should always be treated with respect. Be sure 
to keep a safe distance while enjoying one another’s presence 
and always remember that you are a guest in their home—not the 
other way around.

Packing is part of your fly-in experience but what all do you really 
need? Packing for an outdoor adventure often means filling a 
full-sized pickup truck with multiple rods, tackle trays, clothing, 
and your own food (unless your fly-in adventure is an American 
Plan adventure)—not to mention the excessive and bulky 
“must-have” items that really aren’t “must-have.” Before you 
pack, check with your outfitter for what all you will need, and 
on weight limits for the aircraft and the size of your group. Make 
sure to bring the essentials, though, because you can’t just run 
out to a local store to replace lost, broken, or forgotten gear. 
One thing I can tell you is that you won’t need as much clothing 
as you think you will. 

Fishing gear should include at least two fishing rods: a spinning 
combo and a baitcasting combo for techniques such as jigging, 
finesse presentations, trolling, and casting larger baits. These two 

combos will provide you with the versatility to manage all the 
species and techniques you could ever desire. As for tackle, one to 
two 3700 series storage boxes loaded with an assortment of your 
favourite lures works best. Quite often a jig and minnow is all that’s 
required so a healthy supply of jigs in the 1/8 to ½ oz range should 
do the trick. If live bait is not available, soft plastic minnows like 
Berkley Gulp!® are a great alternative.

Now for the best part—the fishing! Hands down, these fly-in-lakes
in Northeastern Ontario have some of the highest densities of 
fish in the province with many trophy class species waiting to 
crush your bait! In addition to the Ministry of Natural Resources 
and Forestry fishing limits and size restrictions, the lodge owners 
often apply additional regulations. This helps protect their 
livelihood and maintain a higher calibre trophy fishery. It is not 
uncommon to have days with over 50 fish in the boat and the 
chance to catch a trophy fish of your target species: walleye 
upwards to 30 plus inches, 40-inch northern pike, 20-inch 
speckled trout, and 20-pound lake trout can be found in the 
deeper cold and clear lakes. Fly-in lodges often have access to 
more than one lake so be sure to know your target species. 

No matter your age, gender, interest, or experience, a fly-in fishing 
trip should be on your bucket list. It’s not just the fishing itself—
these adventures supply memories that cannot be replaced, 
replicated, or ever forgotten. Sit down, gather your friends, family, 
and loved ones and take a look at Northeastern Ontario’s many 
outfitters with an abundant supply of lakes just waiting for you. 
In spring 2016 I was lucky enough to spend a week at a beautiful 
remote lodge in Northeastern Ontario and I still have a smile on 
my face every time I think about the moments I experienced.

By Mathew Koprash

For more information please call 1-800-465-6655 BIGLakes.caNortheastern Ontario…Undeniably BIG, Unbelievably Close

Ontarioparks.ca

NeONT had an Innovative Spotlight 
blog on the top five fishing holes in 
Northeastern Ontario. The campaign 
included a feature in the Insider 
Newsletter with 300,000 subscribers, 
Facebook (112,000 followers) and 
Twitter (58,000+ followers) promotion 
of the blog.  The blog, housed on 
ontarioparks.ca, had 2,337 page views 
with average time on the site at 3:08 
minutes. NeONT website had  89 clicks 
to the NeONT website attributed to the 
links posted in the blog.  

Canadian Outdoorsman Online Magazine has 
191,000 opt-in subscribers (almost double the 
subscribers from 2016/17) and a 71% open rate.

BigLakes.ca - The print ad resulted in 62 visits 
based on the magazines index. The ad placement 
helped us gain subscribers visit approx 3 times 
per issue. The ad had approx 200,000 viewings 
per insert.
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Google (Display ads, remarketing and search)

NeONT had  Google display ads focussed on ice and lake fishing, A series of creative was elevated 
and monitored for success.  

FAM TOUR
From meeting potential visitors to the region 
to increasing awareness of NeONT’s BIG brand, 
exhibiting at consumer shows has many benefits. 
Once again proved extremely popular at the 
Toronto Outdoor Adventure Show 600 Guides 
and 400 bags were distributed. Visitors to the 
booth were also keen on picking up partner 
brochures this year.

In total, 1,898 pieces of literature were 
distributed, 97 people entered the 2017 fishing 
contest, 39 new subscribers were added to the 
Travel e-Newsletter database, and NeONT staff 
spoke with 148 engaged visitors at the booth.
This was the first year that hunting-related 
exhibitors were included at the Ottawa Outdoor 

LAKE FISHING ICE FISHING

Campaign Date Campaign Date

Campaign Date Campaign Date

Google Search Google Search

Google Display Google Display

Impressions Impressions

Impressions Impressions

Clicks Clicks

Clicks Clicks

CTR CTR

CTR CTR

Feb 15 - 27             233,731                  1,181              0.51%
March 12 - March 31

December 15, 2018           30,302                        391           1.29%
January 10, 2018

December 15, 2018           222,228                      659          0.30% 
January 10, 2018  Feb 15 - 27             1,077,397                 2,818              0.26%

March 12 - March 31

& Adventure Travel Show (April 1-2, 2017) and 
perhaps this contributed to what seemed like 
a higher number of attendees. Many visitors 
to the booth were impressed by the size of 
NeONT’s geographic area and were pleasantly 
surprised to see that Northeastern Ontario 
really is “unbelievably close.” The Angler’s Atlas 
Sportfishing Map was very popular and all 200 
were quickly picked up.

Altogether, there were 1,t610 pieces of 
literature distributed, 55 entries to the 2017 
fishing contest, 22 new subscribers to the Travel 
e-Newsletter, and NeONT staff spoke with 201 
engaged visitors at the booth at the Ottawa 
Outdoor & Adventure Travel Show.

CONSUMER SHOWS
Nothing compares to genuine conversation 
and face-to-face interaction with consumers in 
the planning stages of their next getaway, and 
consumer shows bring us into direct contact with 

those markets. NeONT’s branded tote bags 
continued to be a big hit with consumers again 
at each of the shows this year.
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FISHING AND HUNTING CONSUMER SHOWS

The Great American 
Outdoor Show
February 3-11, 2018 in 
Pennsylvania Farm Show 
Complex, Harrisburg, PA

While NeONT did not attend 
The Great American Outdoor 
Show show in person, we 
partnered with Destination 
Ontario to ensure that 900 
of the 2018 BIG Adventure 
Guides made it directly into the 
hands of planning consumers in 
Pennsylvania and surrounding 
areas. 

Toronto Spring 
Fishing & Boat Show
February 16-19, 2018 in 
International Centre, 
Toronto, ON

The Toronto Spring Fishing 
& Boat Show has become a 
Family Day Weekend tradition 
with its hundreds of exhibitors 
displaying a wide variety of 
products and services related 
to fishing, boating, camping, 
and hunting. The show also 
features a number of outdoor 
celebrities such as popular 
television personalities Italo 
Labignan and Bob Izumi.

World Fishing & 
Outdoor Expo
March 1-4, 2018 in Rockland 
College Campus, 
Suffern, NY

Working alongside Destination 
Ontario, NeONT staff attended 
the Toronto Sportsmen’s 
Show, hosted annually at the 
International Centre. Held 
every year on March Break, this 
is a phenomenal opportunity 
to engage with NeONT’s single 
largest consumer market – the 
Greater Toronto Area. 

FISHING FAM TOURS 
– ASHLEY RAE

During the summer of 2017, NeONT once again 
hosted Ashley Rae (Ontario fishing personality, 
columnist, influencer, and fishing guide) for a 
summer fishing FAM tour, where she experienced 
four new partner properties and highlighted 
four new sub regions of Northeastern Ontario 
including Marten River, the French River, 
Redbridge, and Field. 

It was a big season for ice fishing, and in 
February of 2018, NeONT staff joined Tourism 

North Bay staff on the ice in Sturgeon Falls for 
an afternoon of ice fishing and cultural exchange 
with a group of tourists from Sweden, who came 
to experience Canadian winter culture. 

In March of 2018, Ashley returned with a group 
of female anglers in tow from as far afield as 
Texas to experience Canadian winter and ice 
fishing culture in Temagami.
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NATURE & ADVENTURE
Visitors to Northeastern Ontario continue to travel to the area for its natural outdoor playgrounds, 
the iconic Canadian experience, and the water, rocks, and trees.

EXPLORE MAGAZINE

Explore Magazine has a circulation of 25,000 
(print), 10,000 (digital), and an active readership 
of 135,000 per issue, 40,000 of who are in 
Ontario. NeONT had full-page ads in Winter 
2016/17 and the ad ran up until Summer 2017 
issues. Digital banner ads ran concurrently with 
the print campaigns. Additional online items 
included e-newsletter sponsorship, social media 
pushes, and influencer articles.

OUTDOOR LIFE NETWORK

A 30-second spot ran on the Outdoor Life 
Network from February 27 to March 31, 2017. 
A total of 120 spots were negotiated, and each 
negotiated spot had associated bonus spots for a 
total of 380 spots during the time period.

In conjunction with the 30-second spot, digital 
ads were placed on oln.ca, which resulted in 109 
clicks to the NeONT website.

CANADIAN GEOGRAPHIC TRAVEL
Full-page ads were placed in the Fall/Winter 
2016, the ad ran up until Summer 2017 issues. 
Canadian Geographic Travel has a circulation 
of 147,252 (68,199 in Ontario), and an active 
readership of 750,000 per issue. The magazine 
placed NeONT ads on its coveted back covers 
because it was impressed by the artwork. Digital 
ads ran concurrently with the print campaigns.

THE SAY “YES” TO ADVENTURE 
Partnering with Destination Ontario, Killarney 
Mountain Lodge, and Killarney Outfitters, 
NeONT helped to host a major international 
contest targeting potential visitors from the 
United Kingdom. 

In the summer of 2017, Sudbury, Killarney, and 
Northeastern Ontario welcomed “Yes Man” and 
social media influencer David Cornwaithe from 
the United Kingdom, alongside photographer 
and documenter David Wildey. Visitors followed 
their journeys in Killarney, and then entered to 
win an expenses paid, guided trip to Killarney for 
themselves in the summer of 2018. 

With over 6,000 entrants and over 12,000 unique 
visitors to the NortheasternOntario.com site, 
the contest was a smashing success with a ton 
of engagement, and partners reporting a strong 
ROI. 
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Toronto Outdoor Adventure Show
February 23-25, 2018 in International Centre, 
Toronto, ON

Roughly 27,200 outdoor enthusiasts attended 
the 2017 show. Both males and females attend 
the show, and the age group of 18- to-24-year-
olds was strongly represented. NeONT’s corner 
booth was in a good location, directly across 
from Ontario Tourism and beside Ontario by 
Bike. The volume of traffic was very heavy 
Saturday and Sunday mornings, and NeONT 
staff distributed all 600 guides and 400 tote 
bags by Sunday afternoon.

Many of the questions, comments, and 
conversations with visitors to the booth focused 
on where to go cycling in Northeastern Ontario. 
Promotion of the fishing contest went well, 
and women seemed just as keen on entering 
it as the men did. There were 97 entries to the 
fishing contest and 52 new subscribers to the 
Travel e- newsletter.

Ottawa Outdoor & Adventure 
Travel Show
April 21-22, 2018 in EY Centre, Ottawa, ON

NeONT’s booth was located on a corner in 
the middle column of the exhibits, almost in 
the centre of the hall. In its seventh year, the 
Ottawa Outdoor & Adventure Travel Show is the 
largest show of its kind in the National Capital 
region. Fishing, family vacations, paddling and 
hiking were topics of interest, as were paddling/
camping vacations and where one could stay in 
an RV.

The BIG Adventure Guide, Angler’s Atlas 
sportfishing map, and tote bags were very 
popular with attendees. There were 55 entries 
to the fishing contest and 30 new subscribers to 
the Travel e-newsletter

CONSUMER SHOWS
NeONT once again took advantage of two 
outdoors-focused consumer shows in our target 
markets this year – one in the Greater Toronto 
Area, and the other in Ottawa. The shows are 
great ways to connect with potential consumers, 
generate awareness of Northeastern Ontario as 

FAM TOURS
In the summer of 2017, Northeastern Ontario 
welcomed blogger-extraordinaire, editor of 
Grownup Travels, and hiker Jane Canapini to 
the region to experience five hikes across the 
region. From guided hikes in Point Grondine 
Park to bushwacking in West Nipissing, Jane 
travelled the region in search of great trails and 
great stories. 

Moon Ontario Guide Book – 
Carolyn Heller 
Working to develop our capacity to promote 
developing cycling product, NeONT teamed 
up with Ontario Out of Doors writer and 
photographer James Smedley, Destination 
Ontario, and the Manitoulin Cycling Association 
in September of 2017. In addition to capturing 
a range of imagery to promote cycling product 
on Manitoulin Island, James’ visit also translated 
into stories for the Northern Portal.  

a destination, and promote Northeastern Ontario 
product. 

As with the fishing-focused shows, the branded 
cloth tote bags were a hit with consumers at these 
shows.
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TOURING
Touring targets North American snowmobile and motorcycle tourists as both markets travel to enjoy 
their sport.

GO SNOWMOBILING

With 65,000 unique visitors per month and 
more than 260,000 page views per month, 
supertraxmag.com is a site for snowmobilers. 
Digital banner ads were placed on all pages of 
supertraxmag.com from January 1 to January 31, 
2018. The unique URL BigTrails.ca generated 354 
visits to the NeONT website.

MOTORCYCLE MOJO
With focus on digital marketing, NeONT had Top 
Banner Digital ads on motorcyclemojo.com from 
January  1, 2018 to March 31, 2018.  As a value 
added, a newsletter banner ad was also done.  
These digital ads generated 1,182 visits to the 
NeONT website. 

FAM TOURS

In October of 2017, NeONT worked with various 
hotel partners across the region to host 
Active Life Editor Catherine Daley on a weeklong 
driving tour. Active Life is an adult-lifestyle 
publication targeting baby boomers in the 
Greater Toronto Area with a total circulation 
of 100,000 per issue, including 50,000 home 
delivered issues to subscribers of the Globe & 
Mail. Catherine’s visit translated into a two-page 
spread in the March/April 2018 issue, available in 
print and digital versions.   

In winter of 2018, NeONT partnered with 
Destination Ontario to welcome On Snow 
Magazine to Elk Lake for the epic snowmobiling 
that Northeastern Ontario is known for. 

In March, Northeastern Ontario Tourism 
was fortunate to welcome speed lovers and 
motorsport enthusiasts Jessi Combs & Cynthia 
Gauthier for a weekend of snowmobiling on 
pristine trails in partnership with Destination 
Ontario. While ripping around the region, 
they experienced iconic Northeastern Ontario 

attractions like the Cochrane Polar Bear Habitat, 
the Cedar Meadows Wildlife Park, Horwood Lake 
Lodge’s epic backcountry riding, and the warm 
hospitality on tap in the cities of Temiskaming 
Shores and North Bay. Their visit resulted in 
a YouTube video that was viewed over 57,000 
times, numerous social media posts, and an 
article on NorthernOntario.travel.
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North American International 
Motorcycle Supershow
January 5-7, 2018 in International Centre, 
Toronto, ON

The NeONT booth was situated in an ideal 
location with other Ontario Regional Tourism 
Organizations, and enjoyed a steady flow of 
traffic for the duration of the show.

Most visitors to the booth were already 
knowledgeable about the area, having travelled 
through the region in previous years. Those who 
were not as familiar with the area were genuinely 
interested in learning more. The large display 
map featuring the region’s motorcycle routes 
was a powerful tool in drawing consumers to the 
booth.

Almost 1,000 motorcycle maps were given out. 
There were 74 entries to the motorcycle contest 
and 52 new subscribers were added to the Travel 
e-Newsletter database.

Salon Moto de Montréal
February 23-25, 2018 in Palais des congrès, 
Montréal, QC

The message that NeONT heard over and over 
again at this show was that Canadian consumers 
were planning to “staycation” in Canada, 
particularly Ontario, because of the Canada/U.S. 
exchange rate.The booth was located in an 
advantageous spot among the other tourism 
organizations, right across from the Food Court, 
and 15 feet away from a motorcycle giveaway 
that brought huge crowds. The Georgian Bay 
Coastal Route and the Temiskaming Route were 
the most popular among the consumers who 
visited the booth.

All 600 guides, 1,440 motorcycle maps, and 115 
motorcycling rack cards were given out. There 
were 360 entries to the motorcycle contest and 
156 new subscribers were added to the Travel 
e-Newsletter database. All in all, a great show.

MOTORSPORTS CONSUMER 
SHOWS
There are significant benefits for NeONT to 
attend consumer shows. Consumer shows have 

BIG CLIC GEOFENCING CAMPAIGN – SNOWMOBILE

Partnering with Big Clic and the cities of Timmins, Temiskaming Shores, and Cochrane, NeONT 
embarked on an ambitious snowmobile-focused geofencing campaign during the winter of 2017-18 
with the goal of targeting potential snowmobiling audiences in the Greater Toronto Area and Great 
Lakes Border States. Using the strategy of targeting the audience as they entered relevant areas 
such as snowmobile dealerships, the campaign was a resounding success with over 12,500 visitors to 
Northeastern Ontario entering into our tracked conversions zones.

massive attendance and followers, allowing NeONT 
to put its best foot forward to a huge audience.
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MAPS
NeONT’s BIG maps continued to be a BIG hit at consumer shows. One 
side features NeONT’s five motorcycle routes while the other features 
NeONT’s catchment area all 184,000 square kilometres of it. Many 
visitors to the NeONT booth at consumer shows were often amazed at 
just how BIG Northeastern Ontario is!

MOTORCYCLE MAP AND TOUR GUIDE
NeONT’s Motorcycle Map and Tour Guide features five pre-planned 
routes that range from a single day to seven days of riding. It also in-
cludes a list of almost 20 rest areas and scenic lookouts, a chart of trav-
el distances to Northeastern Ontario, the Top Ten Motorcycle Roads 
in Northeastern Ontario, places to stay, places to eat, roadside attrac-
tions, and even repair shops. Over 3,300 maps and 3,000 mail outs have 
been distributed since it was updated in August 2016.



16 BIG YEAR IN REVIEW 2017-18 northeasternontario.com

COMMUNITIES & GATEWAYS

Attractions and festivals provide things to do and see while in Northeastern Ontario, encouraging 
visitors to participate in and explore NeONT’s communities and culture. Attractions and festivals play 
an integral role in increasing length of stay, which increases overall economic impact of tourism.

MEDIA FAMILIARAZATION TOURS (FAMS)

In August 2017 Ling Tang visited Timmins, the City With a Heart of Gold, for a four-
page spread in the Summer 2017 issue of Travel Ontario magazine. 

PARENTS CANADA

Full-page ads were placed in the Spring 2017 issues. The ad in the Spring 
2017 issue, which was a partnership with Science North that featured a 
contest to win passes to Science North and Dynamic Earth, had great place-
ment, receiving the inside front cover. 

Parents Canada has a circulation of 122,500 per issue (78,500 in Ontario) 
and a per issue readership of 600,000. 

To accompany the print ads, digital ads ran on parentscanada.com, geo-
targetting to the Ontario market. The BIGtimes.ca URL used for the Par-
ents Canada campaign saw 96 clicks to the NeONT website. A contest in 
partnership with Science North in the Spring 2017 issue resulted in 59 new 
subscribers to both NeONT and Science North.
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Ignite Magazine & Adrenaline

With a distribution of 36,700+, other circulation-type stats. Ignite Magazine speaks to the movers and 
shakers in the planning industry.  Full-page ads were placed in the September and November 2017 
issues. The ads featured our municipal partners and the BIG Hospitality offered in these great cities. 

As sister magazine to Ignite, Adrenaline is a premier Canadian sports tourism magazine.  NeONT had 
one full-page ad in the September 2017 edition focussing on some municipal partners of NeONT, and 
highlighting the venues and locations for sports tourism.

Tracking the unique URL for all ads of BIGhospitality.ca, and the NeONT meetings and sports landing 
page had 305 visitors.

Adrenaline Full-Page Ad Ignite Full-Page Ad
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INTERNATIONAL TRAVEL TRADE
Rendez-vous Canada (RVC) is Canada’s premier 
international tourism marketplace, bringing 
together hundreds of international tourism 
industry leaders for “speed dating” style 
appointments as tourism buyers seek Canadian 
sellers of tourism products and services.

Working with consultants Ferrell + Partners 
and its partners in Sudbury, Killarney, and on 
Manitoulin Island, Tourism Northern Ontario has 
undertaken the development of the international 
travel trade in Northeastern Ontario.

Roughly 1,840 delegates attended RVC 2018 the 
most in its 42-year history. NeONT’s Executive 
Director met with almost 50 tourism buyers 
representing countries such as Germany, Brazil, 
Australia, and the Netherlands.

SPECIAL EVENTS

SUMMIT SUITE NETWORKING 
EVENT 2017
This unique, high-profile networking event was 
held in the Summit Suite at the Rogers Centre 
with the Blue Jays playing the Kansas City 
Royals. Sixty tickets for the game had been 
purchased and over 120 invitations had been 
sent out. Of the 60 individuals who had replied 
(on a first come, first served basis) that they 
would attend, 56 attended.

This event served as another touch point 
for interaction with potential buyers for 
NeONT product. The evening kicked off with 
approximately seven minutes of a welcome and 
opening remarks from Rod Raycroft (NeONT), 
Jim Grayston (OTMPC), Stephen Hollingshead 
(Tourism North Bay), Lacey Rigg (Tourism 
Timmins), Sean Mackey (Temiskaming Shores), 
and Paul Schweyer (Sudbury Tourism). Even 
though the Jays lost, the evening provided 
a spectacular environment for face-to-face 
conversation and networking to promote NeONT 
as a place for business in meetings, conventions, 
and sport.

There was a range of influencers in the room 
from the CEO of the Canadian Sport Tourism 
Alliance to the COO of the Prospectors & 
Developers Association of Canada. Also in 
attendance were representatives from provincial 
sports organizations; the Canadian Society 
of Association Executives; the Ministry of 
Tourism, Culture and Sport; and the Tourism 

Industry Association of Ontario. Several meeting 
planners were there as well. The complete list of 
attendees is included with the print collateral.

Towards the end of the evening, draws were held 
for the door prizes, which had been donated by 
each partner city. The grand prize consisted of 
two tickets donated by Porter Airlines.
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5TH ANNUAL GENERAL 
MEETING 2017
NeONT’s 5th Annual General Meeting proved to be one to remember as we welcomed new 
executive director Rod Raycroft, while saying a very fond farewell in retirement to past executive 
director Donna MacLeod. 

With over 40 attendees, the event was a success that saw partners and industry members come 
from around Northeastern Ontario and beyond. Highlights included breakout sessions with industry 
members and a silent auction. 

PARTNERSHIPS
Partnerships are the foundation upon which NeONT’s success is built, and NeONT strives to develop 
and implement effective partnerships with industry stakeholders. The following are just a few 
examples of the partnerships in which NeONT participated in 2017/18.

Experience Fishing- The program was showcased at the Northern Ontario Tourism Summit 
in November 2017. There was so much interest and buzz that the program has gone Pan-Northern- 
which means that all of RTO 13 is going to be rolling it out next year. Northeastern Ontario Tourism 
began this program a few years ago and we will continue to be part of it. The program has been 
piloted in the French River with the help of the French River Resorts Association. We are in a holding 
pattern the summer of 2018 as the program materials are being redone and rebranded. 

The Lake Temiskaming Tour- For the second summer in a row, a Passport program is 
running. The Passport maps out where to stop around the Lake in both Quebec and Ontario. It 
encourages tourists to stop and visit local galleries, museums etc and get stamps on the passport. 
They then send in the passport for a chance to win prizes. The Lake Temiskaming Loop Tour’s website 
is also being populated with content and listing of all the businesses around the Lake.

Culinary Product Development- The Ontario Culinary Tourism Alliance held a series of 
well-attended workshops in Northeastern Ontario to promote the growth of food tourism.

Tourism Rocks- is an awareness campaign. It’s meant to educate employers, potential 
employees, students and the general public what a career in hospitality and tourism can be. A toolkit 
was created to hand out to school counsellors and educators, employment/recruiting agencies etc. 
The campaign was active on Facebook, advertised on radio and has a digital component too. 
This marks the second year of the advertising- it starts soon.
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Year in Review Budget 2017-2018

TOURING
• Re-Print Maps (Motorcycle)                       $8,000.00
• Consumer Touch (Motorcycle)                        $7,000.00
• Media Relations FAMS (Motorcycle)                $1, 500.00
• Digital (Motorcycle)                              $5,200.00
• Partnerships (Snowmobile)          $11,000.00
• Consumer touch (Snowmobile)                    $600.00
• Digital (Snowmobile)             $5,200.00
• Temiskaming Tour Loop (Touring)                                  $10,000.00
• Georgian Bay Coastal Route (Touring)               $10,000.00
• Digital Guide Stories (Motorcycle)                $500.00
• Digital Stories (Snowmobile)                                $500.00
• Administration Fees                  $10,500.00

             $70,000.00

         ANGLING
• Digial (Angling)         $75,300.00
• Media Relations          $22,200.00
• Consumer Touch (Angling)        $17,500.00
• Print Advertising         $21,000.00
• Administration Fees         $24,000.00

$160,000.00

     

NATURE & OUTDOORS
• Digial (Nature & Outdoors)       $10,000.00
• Media Relations            $5,500.00
• Trade/Consumer Touch (Angling)       $10,000.00
• Administration Fees           $4,500.00

$30,000.00

     

BRANDING
• Digial           $10,000.00
• Print           $73,500.00
• Digital Library          $10,000.00
• Administration Fees         $16,500.00

$100,000.00
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GATEWAYS & URBAN
• MCST- Planners Meet & Greet                       $7,500.00
• Marketplace/ Consumer Touch                      $14,895.00
• Print (Gateway)                  $25,500.00
• Digital (Gateway/ Festivals)                             $7,355.00
• Administration Fees                    $9,750.00

                $65,000.00

NORTHERN PORTAL
• Boost - Angling                         $6,000.00
• Boost - Nature & Outdoors                    $6,000.00
• Boost - Touring                    $4,000.00
• Boost - Urban & Gateway          $3,000.00
• Boost - Culture                                   $1,000.00
• Northern Portal Stories           $6,000.00
• Administration Fees                $114,000.00

             $140,000.00
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For more information please call 1-800-465-6655 or 
visit  www.northeasternontario.com


