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Destination Ontario is now operating under a new corporate name. 
The Ontario Tourism Marketing Partnership Corporation (OTMPC) will remain as the official legal name for the organization.
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As Chair of Destination Ontario, I am pleased to be part of our new three-year 
strategic plan. Our Board of Directors was involved in its development, offering 
guidance and strategic direction for a plan that is focused on improving industry 
collaboration and contributing to a greater impact on Ontario’s economy. 

Our Board of Directors commends the staff for commitment to a thorough and 
thoughtful process. Throughout the development of the strategic plan Destination 
Ontario consulted and shared elements of the plan with stakeholders. The level 
of partner consultation in developing this plan was unprecedented, something 
that is imperative to maintaining strong partnerships with Ontario’s tourism 
stakeholders and achieving a successful outcome.

I am confident this strategic plan will foster a stronger tourism industry in 
Ontario, one that generates increased visitation and expenditures for our tourism 
partners and more jobs for Ontarians. It will also strengthen Destination Ontario 
as an organization. We look forward to working with all partners to better market 
Ontario and grow tourism receipts and jobs in our province.

Jim Marchbank 
Chair, Destination Ontario

Destination Ontario’s three-year strategic plan was developed with an 
enthusiasm and drive that will contribute to achieving the goals and objectives 
outlined in the following pages.  

Throughout the journey in the development of the Strategic Playbook, I was 
delighted to have the full support and involvement of our Board of Directors, 
especially our Chair, Jim Marchbank, of our dedicated staff, Ministry of Tourism, 
Culture and Sport colleagues, and of course the important input from our 
tourism partners. All of these combined are what we identify as core elements 
of this plan – collaboration and alignment. 

This plan will be an important reference for Destination Ontario’s team as we 
undertake our activities and programs. Succeeding in the actions outlined in 
the Strategic Playbook will make us a stronger marketing organization, enhance 
partnerships with our stakeholders and contribute positively to Ontario’s tourism 
economy.  

Personally, I am thrilled to be part of an organization that has the ambition and 
inspiration to bring the Strategic Playbook to life and be part of the vanguard 
that will make Ontario’s tourism industry shine.  

Lisa LaVecchia 
President and CEO, Destination Ontario

Message from the Chair 

Message from the President and CEO 
LISA LaVECCHIA

JIM MARCHBANK
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A PROMISE FROM US
We are explorers. We are spontaneous seekers, driven by wanderlust.  
We love adventure, discovering the unexpected, and relish the diversity of our 
landscapes, our people, our culture.
 
We are storytellers. We live to create memories, to carry them throughout our 
lives, and to share them with the world. And in telling our stories, we inspire 
others to craft and share theirs. We live to touch the hearts and minds of each 
and every traveller, wherever they may be.
 
We are innovators. We create, engage and aspire to excellence. We fearlessly 
take risks, celebrate our successes, learn from our failures, and get better at 
what we do every day.
 
We are leaders. We collaborate with our partners, and with each other. We  
treat ourselves and others with respect and integrity, with honesty and trust.  
Together, we commit to being the best in the nation, in the world.
 
We are passionistas. We dedicate ourselves to sharing our passions, our love 
for all we have to offer, so that everyone in the world has a chance to experience 
our Ontario. Our passion is contagious.
 
And we promise to be all these things, every moment of every day.
 
We are Destination Ontario.
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A THREE-YEAR 
 PLAN

The STRENGTH of our people, our DEDICATION 
to our partners and our government 
ACCOUNTABILITY remains strong. The way 
we plan, interact and execute our business is 
evolving. OUR PROMISE, detailed previously, 
is reflective of our organization’s commitment 
to each other, to the tourism industry, and to 
visitors, to deliver excellence and succeed in 
what we do. Displayed within the Strategic 
Playbook are images of our team from their 
own Ontario vacations. It is important for us to 
demonstrate that we ourselves are vested partners 
in making Ontario’s tourism industry succeed. 

In the fall of 2016, the Ministry of Tourism, 
Culture and Sport released the Strategic 
Framework for Tourism in Ontario. The Framework 
encourages collaborative and innovative 
approaches to tourism that are focused on shared 
goals between government and industry and are 
supported by the Tourism Industry Association 
of Ontario. We recognize the responsibility that 
we have as Ontario tourism’s lead marketing 
organization to spearhead a more collaborative 
and aligned approach to marketing the province.

Destination Ontario’s Strategic Playbook 
incorporates the following foundational 
priorities of the Strategic Framework for 
Tourism in Ontario:

→   Increased communication, coordination 
and partnerships between government, 
the tourism industry and non-traditional 
partners;

→   A visitor first approach to delivering 
tourism;

→   Increasing and promoting the province’s 
multicultural, Indigenous and 
Francophone tourism offerings, which 
represent Ontario’s rich culture and 
heritage;  

→   A greater focus on clear outcomes;

→   An Ontario brand and strategy to market 
the regionally unique, iconic and diverse 
experiences of Ontario; and

→   Sharing tourism data and research that  
is timely and relevant.

Destination Ontario’s detailed 
activities and programs will 
be included in our annual 
MARKETING PLAN and 
BUSINESS PLAN. These 
documents will identify what role 
we will play within the tourism 
marketing system by outlining our 
target segments and markets, our 
marketing and business objectives, 
and our approach and measures.
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As a starting point in the 
development of this Strategic 
Playbook, we asked our team 
to think about establishing  
OUR CORPORATE VALUES 
and how they can be applied 
to their own respective 
positions and what they 
mean to the organization as 
a whole. As an agency of the 
Government of Ontario, we 
also embrace and follow the 
Ontario Public Service values.

CONNECT. 
LEAD.  
INSPIRE.

CONNECT

Destination Ontario will connect internally to 
work cohesively within its structure. Any project 
or program will have working teams from the 
development stage through to the planning and 
the execution. With so many different talents 
under one organization, it makes sense to bring 
a variety of expertise to each project.

Externally, Destination Ontario will connect with 
our stakeholders through stronger partnerships. 
Destination Ontario is pleased to be able to 
work with so many partners: with our national 
partner, Destination Canada, with other 
provincial-territorial organizations, Ontario’s  
13 Regional Tourism Organizations, destination 
marketing organizations, sector associations, 
agency attractions, other government 
departments and agencies, and the private 
sector. Connecting successfully with these 
partners is instrumental to Ontario generating 
strong results for tourism. This will be a 
corporate value that will be top-of-mind in 
everything that we do.
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LEAD

As the provincial marketing organization 
for tourism in Ontario, Destination Ontario 
recognizes its position to lead. Our goal is to 
lead Ontario marketing through alignment with 
our partners, thereby strengthening Ontario’s 
place in a competitive tourism environment.

As an organization, we believe we have the 
ability to lead partnerships with the marketing 
expertise and competencies that we hold. We 
will also continue to evolve our collective skill 
set as trends change. As a corporate value, we 
want to lead wherever possible to ensure that 
we are delivering our best for our stakeholders.

INSPIRE

Destination Ontario’s ‘raison d’être’ is to 
inspire travellers to discover Ontario. We want 
consumers to be inspired to come to Ontario, 
be inspired to share their experiences with 
family and friends, and be inspired to travel  
in Ontario again. 

Creating an inspirational journey is what 
memories are made of. As an organization, 
Destination Ontario wants to be inspired every 
day in what we do, and we will share our 
inspiration with our partners.
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ON
ONTARIO –  
YOURS  
TO DISCOVER

The brand will continue to 
represent the ideology of what 
ONTARIO is as a province,  
a destination where one 
discovery leads to another. 

#DiscoverON 

Ontario remains 
positioned under the 
STRONG BRAND.

The international logo speaks strongly 
outside Canada. The maple leaf and 
Canada is a RECOGNIZABLE brand 
across the world.

Future marketing campaigns will maintain the STRENGTH of Ontario’s brand. These 
logos will continue to be used on all marketing platforms; whether it be social media, 
consumer marketing, or digital marketing. It is a BRAND that will continue to be at the 
forefront of our consumer activity.
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ON
OUR 
PLAYBOOK 
JOURNEY

In the early stages, we established 
GUIDING PRINCIPLES to help lead 
us as we developed our plan. These 
principles came from initial feedback we 
received from our Advisory Committees, 
through consultations with our Ministry 
colleagues, our Board discussions and a 
staff workshop. 

The following were guiding principles that 
resulted from those early consultations 
and that we kept in mind throughout 
the process of developing our Strategic 
Playbook:

→   Design Thinking approach to  
visitor first

→   Be nimble and flexible to capitalize on 
opportunities

→   Open communications and 
stakeholder engagement

→   Clarify roles and responsibilities

→   Keep it simple and easy to engage 
with staff and partners

→   Enable evidence-based decisions 

Our most important PRIORITY 
when developing this plan was  
to consult and garner feedback 
from our stakeholders.
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ONTARIO  
POSITIONED  
TO THRIVE  

Destination Ontario recognizes there are factors that 
can impact and influence a consumer’s choice for travel 
decisions. These factors can fluctuate as well as change 
suddenly based on one global event.

We intend to be an organization that has the FLEXIBILITY 
to be nimble and adjust business decisions as necessary. 
As much as it is necessary to be PROACTIVE, it is just as 
essential to be REACTIVE when required.

Social
Economic

Cultural

Fact
ors

 that i
mpact a consumer’s choice for travel decisions.

Millennials have 
purchasing power 
as they enter the 
workforce. 

Ratings and influencers have 
significant impact on the brand. 
Creating discoverable, relevant 
and emotive content is key for 
brand management.

The explosion of digital data is transforming  
the consumer experience, as well as marketing.

Augmented
Reality

Artificial
Intelligence

Virtual 
Reality

Technological 
Advances

It is important for Destination Ontario 
to keep abreast of travel trends as they 
evolve. We will CONTINUOUSLY monitor 
trends and adjust to ensure Destination 
Ontario is ALWAYS FUNCTIONING AS  
A MODERN ORGANIZATION.
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VISITOR EXPENDITURES

TOURISM DRIVERS

→

→

→

→

→

→

→

→

Remains a significant source of annual visitor expenditure at 55%

Visitors have more choice for travel than ever before

The rise of a new middle class in emerging markets that has purchasing power  
and an eagerness to travel

While accounting for only 10% of visits, they are high yield, accounting for 36%  
of visitor expenditures

An increase in aviation capacity for Canada

Competition between airlines is leading to more access and cheaper flights

Spend more than those travelling to visit friends and relatives 

Exchange rate fluctuations are impacting inbound and outbound travel

Spend four times more than day trip visitors  

Emerging markets are building on economic potential of tourism spending

Strong and appealing brand campaigns (Michigan, New York, Newfoundland and 
Labrador, Quebec, British Columbia) heavily targeting Ontarians

ONTARIO 

CHOICE

U.S. AND 
OVERSEAS 

AIR ACCESS

PLEASURE 
TRAVELLERS

EXCHANGE RATE

OVERNIGHT  
VISITORS    

DESTINATION 
COMPETITION

Source: Statistics Canada, Travel Survey of Residents of Canada, International Travel Survey, 2015
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OUR 
TEAM
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VISION
TO POSITION ONTARIO 
AS A PREFERRED GLOBAL DESTINATION

MISSION
TO GENERATE INCREASED  
VISITATION BY ONTARIO,  
CANADIAN AND INTERNATIONAL  
TOURISTS, ENHANCE TOURISM  
EXPENDITURES IN ONTARIO,  
AND CONTRIBUTE TO PROVINCIAL  
ECONOMIC PROSPERITY THROUGH  
IMPACTFUL MARKETING AND  
RESULTS-ORIENTED INVESTMENT  
PARTNERSHIPS.

MANDATE 
Destination Ontario’s mandate is:

→   to market Ontario as a travel destination;

→   to undertake joint marketing initiatives with the tourism industry;

→   to support and assist the marketing efforts of the tourism industry; and 

→   in cooperation with the tourism industry, the Government of Ontario, other governments and  
other agencies of governments, to promote Ontario as a travel destination.
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THE BEST

DESTINATION
ONTARIO

WILL BE

IN

PROVINCIAL
MARKETING
ORGANIZATION

CANADA

DESTINATION 
ONTARIO’S  
GOAL
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OUR OBJECTIVES
OVER THE COURSE OF THE THREE YEARS,  

DESTINATION ONTARIO WILL PURSUE THE FOLLOWING OBJECTIVES:

THE STRATEGIC PLAYBOOK WILL COVER A
THREE-YEAR PERIOD, KICKING OFF IN APRIL 2018  
AND PROGRESSING THROUGH END OF MARCH 2021. 

All of Destination Ontario’s programs, activities or partnerships will be undertaken 
with a goal to meet all four of these objectives. Maintaining a focus on these 
objectives will ensure clarity, direct efforts and guide our partnerships accordingly.

Grow visitor volume and expenditures from 
our priority markets. 
 
Increase alignment across the industry 
through co-marketing partnerships and 
collaboration.  

Build a strong Ontario brand and regularly 
measure its impact.  

Provide content that visitors want and need.
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OUR 
TEAM
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OUR 
STRATEGIC 
PRIORITIES

Destination Ontario has established 
FOUR STRATEGIC PRIORITIES - 
defined below. Within each priority 
there are identified ACTIONS 
(outlined in the following pages). 
These priorities and actions will 
help create a strong tourism 
industry and increase economic 
impact across Ontario.

1. VISITOR FIRST 
MARKETING   

 
Destination Ontario will start with an empathetic 
understanding of the traveller’s needs, interests, 
planning and purchase behaviour. We will focus 
marketing campaigns on INSPIRING CONSUMERS 
through their passions and interests. We will map out 
and establish the best possible position in the visitor 
path to purchase and focus our efforts there. We will 
inspire travel to and around Ontario. We will have 
modern marketing campaigns informed by data and 
analytics. Emerging technology and marketing trends 
will inform the mediums that we market in and activities 
we undertake.

2. RE-DEFINING 
PARTNERSHIPS 

 
Destination Ontario will lead all 
partners to align and collaborate 
toward mutual success. By 
leveraging a CO-MARKETING 
APPROACH in Ontario, we 
will deliver a greater return 
on investment. In our priority 
markets, domestically and 
internationally, we will define 
and clarify our role and align 
with our partners.

3. STRONG RESEARCH, 
STRONG OUTCOMES 

 
Destination Ontario will develop a holistic 
research approach. We will PRIORITIZE 
RESEARCH and improve how data is mined to 
incorporate insights into strategic planning and 
in all marketing activities across the organization. 
We will be a provincial leader in the area of 
research and share findings with partners.

4. DYNAMIC 
ORGANIZATION 

 
Destination Ontario will 
CONNECT, LEAD and INSPIRE 
a collaborative approach within 
our organization and with our 
partners. We will be nimble, 
have the ability to quickly adapt 
to changes in the marketing 
landscape, regularly evaluate 
program performance and 
collaborate with a common goal 
and vision.
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1
FOCUS AND STRENGTHEN THE ONTARIO BRAND WITH A STRATEGIC EMPHASIS 
ON OVERNIGHT VISITATION

VISITOR 
 FIRST  
 MARKETING

We will focus our marketing strategies to 
encourage overnight visitation. We believe 
this will yield a greater increase in visitor 
spending and help avoid duplication of 
efforts with our partners. We also believe 
targeting overnight visitors will still inspire 
day trips.

→    Focus on inspiring consumers through 
their passions and interests.

→   Create better alignment with partners, 
through a strong creative platform and 
coordinated efforts to target overnight 
visitors.

→   Overnight visitation will be strategically 
considered through our creative and 
media strategies.

→   Apply this strategy to all our activities, 
from brand campaigns to social media to  
co-marketing partnerships.

→   Ensure promotion of the province’s 
tourism offerings in the areas of: 
Indigenous, Cycling, Multicultural, 
Francophone, Accessibility, Lesbian, 
Gay, Bisexual, Transgender, Queer+.

“A greater focus must be given to 
targeting the needs of the traveller, from 
the moment they plan their visit, to their 
arrival and until they return home.”

– Strategic Framework for Tourism in Ontario

FIRST ACTION
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– Strategic Framework for Tourism in Ontario

TO ATTRACT THE INTERNATIONAL VISITOR, LEVERAGE CANADA’S DESTINATION 
BRAND AND FOCUS ON THE HIGHEST RETURN MARKETS

FROM CONVENTIONAL MARKETING TO DATA DRIVEN CONSUMER INSIGHTS

With the array of digital tools available, we 
are able to learn quickly what is working 
and what is not – allowing us to create 
optimal content and campaigns to meet 
visitors’ changing needs.  

→   Embrace and continue to build a culture 
of testing (test, optimize and iterate) 
from strategy to execution to ensure 
evidence-based decision making. 

→   Use all our data sources, including 
working with our partners, to 
strategically inform our work.

→   Inform our creative and content strategy 
with analysis of visitors’ spending 
patterns and areas of interest.

→   Most importantly, share our learnings 
with our industry partners.

Considering volume and expenditure 
projections, purpose of trip data, Destination 
Canada research and investments, Destination 
Ontario experience, and partner interests, we 
will focus and integrate our efforts to achieve 
greater impact in key markets. →   Remain flexible and open to 

opportunities.

→   Focus on the best markets, collaborate 
and align with our partners for a more 
integrated approach to our market-by-
market strategies.

SECOND ACTION

THIRD ACTION
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2RE-DEFINING 
PARTNERSHIPS  

COLLABORATIVELY DEVELOP CO-MARKETING STRATEGIES  
TO ACHIEVE ALIGNMENT

By working more collaboratively with our 
partners - especially Regional Tourism 
Organizations - to develop customized 
marketing activities, we believe we will 
better achieve mutual objectives and a 
stronger return on investment.

→   Develop co-marketing strategies, 
planned in advance, with an allocated 
budget and with a primary focus on 
Regional Tourism Organizations.

→   Create co-marketing opportunities 
for other partners, such as sector 
associations, destination marketing 
organizations, targeted private sector 
partners, attractions and industry 
stakeholders to achieve even greater 
alignment.

→   Provide alignment opportunities for all 
of industry through the Content Toolkit, 
which will present a scaleable guide for 
how industry stakeholders can align with 
our brand platform.

→   Explore ways to align tourism, culture 
and sport, and collaborate with other 
ministries and agencies to capitalize 
on synergies that were defined in the 
Strategic Framework for Tourism.

“OTMPC [Destination Ontario] is 
encouraged to seek out opportunities to 
align with other provincial and national 
partners and initiatives, like Destination 
Canada’s NorthStar 22, which aims to 
develop a multi-year collaborative plan for 
tourism in Canada.”

– Strategic Framework for Tourism in Ontario

FIRST ACTION
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LEVERAGE THE STRUCTURE OF THE TOURISM INDUSTRY

ALIGN MARKETING OVERSEAS WITH DESTINATION CANADA

We are committed to Destination Canada’s  
NorthStar 22 vision for Canada and the 
national tourism target of attracting  
25 million international visitors, spending 
$25 billion in Canada, by 2022.  
 
Destination Canada’s goal for Ontario is to 
attract 12 million visitors, spending  
$10.4 billion, by 2022. 

→   Leverage Destination Canada’s efforts 
and investments to ensure optimal 
impact for Ontario.

→   Differentiate Ontario by executing 
impactful programming in the areas of 
travel trade and media relations and be 
integrated in our approach.

→   Position Ontario to have a strong voice 
at the Team Canada table for overseas 
activity in all markets.

We believe that by aligning our efforts, we 
can better leverage the tourism structure 
and the benefits of all partner investments 
and resources.

→   Through our annual Marketing Plan and 
Business Plan, define our role and where 
we will focus our efforts to deliver the 
greatest economic impact for Ontario. 

→   Continually contribute to building 
alignment and efficiencies so that 
the tourism system in Ontario is more 
complementary and not conflicting.

→   Collaborate with the Regional Tourism 
Organizations and industry stakeholders 
to strengthen market development 
capabilities and to promote the new 
tourism products and experiences they 
are developing.

SECOND ACTION

THIRD ACTION
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3STRONG RESEARCH,
STRONG OUTCOMES 

STRENGTHEN ADVERTISING IMPACT TRACKING AND INVESTIGATE AND ADOPT 
NEW, INNOVATIVE MEASUREMENT TOOLS

FURTHER ENHANCE UNDERSTANDING OF THE CONSUMERS’ PATH TO PURCHASE

We recognize that understanding what our 
campaigns are doing right and where we 
need to adjust is critical to delivering what 
the visitor wants and needs.

→   Develop a more comprehensive and  
on-going research program that allows 
for testing, tracking and insights. 

→   Develop a robust marketing campaign 
measurement plan based on needs, gaps 
and campaign strategy. 

→   Take advantage of digital tools to 
augment and enhance our learning.

We want to better understand the triggers 
and pain points of travel planning and 
booking, while taking advantage of new 
technology and data as we continue our 
digital transformation.

→   Design a research program to uncover 
insights into the consumer’s travel 
intentions, behaviour and interests.

→   Augment our current learnings with new 
research on consumer experiences.

FIRST ACTION

SECOND ACTION
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EVOLVE TO A STRONGER VALUE-FOR-MONEY EVALUATION THAT FOCUSES  
ON CAMPAIGN PERFORMANCE, INSIGHTS AND INVESTMENT

ALL MARKETING ACTIVITIES AND PROGRAMS WILL START WITH STRONGER 
INSIGHTS

By taking the time to conduct a thorough 
analysis, we will be able to better 
demonstrate the value of our efforts and 
return on investment. This information will 
be invaluable for future campaigns and 
activities.

→   Critically assess how our campaigns, 
creative and strategies performed and 
evaluate the impact of the investment.

→   Review the full investment of fees, 
production and media dollars against the 
performance of key objectives. 

→   Evaluate our marketing activities through 
data and dashboards customized to each 
campaign. 

→   Develop a plan to capitalize on new 
digital tools and technology to improve 
effectiveness. 

“Collectively, government and industry  
must ensure the economic value of  
tourism is understood and tourism  
activities are supported at the local, 
regional, provincial and national level.”

– Strategic Framework for Tourism in Ontario

We believe that clearly outlining our 
objectives, measurements and industry 
benchmarks at the onset of every 
campaign, will benefit all our partnership 
activities, including co-marketing 
partnerships.

→   Better use of insights, data and tools 
to inform briefs, review past results, 
lessons learned and performance 
indicators. 

→   Apply these practices consistently across 
all organizational activities.

THIRD ACTION

FOURTH ACTION
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4DYNAMIC
ORGANIZATION

ADOPT A CULTURE OF ONGOING PROGRAM EVALUATION AND TAKE A TEAM 
APPROACH WITH BUDGETS ALIGNED TO PRIORITIES

We believe that by utilizing the immense 
and diverse talent we have across 
our organization and throughout our 
partnerships, we can provide greater 
innovation and more creative solutions 
to problems, while remaining nimble and 
responsive.   

→   Maintain a focused organizational 
structure to ensure our resources are 
directed to achieve our goals and 
priorities and to drive success.

→   Operate with cross-functional teams, 
capitalizing on individual expertise.

→   Operate and adapt to new trends and 
technology.

“Recognizing that every provincial 
region is characterized by its own 
unique style and range of experiences, 
the Ontario brand brings together the 
diverse and dynamic tourism offerings 
across the province and the fun and 
ease by which tourists can explore it...”

– Strategic Framework for Tourism in Ontario

FIRST ACTION
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BECOME BRAND ‘PASSIONISTAS’

Our aim is to strengthen our reputation 
and excellence as an organization. We 
have adopted a new operating name for 
corporate operational purposes. This 
will help clarify the brand architecture 
for industry and consumers. We will 
also strengthen communication and 
participation with stakeholders - digitally, 
socially, and personally.

→   Strengthen the identity of Destination 
Ontario as a marketing organization that 
is ahead of the curve. 

→   Communicate more effectively through 
modern channels and visually pleasing 
platforms.

→   Maintain a people first approach, 
providing our staff, partners and 
stakeholders information they want, 
when they want it. 

→   Develop and implement a 
communication approach that provides 
our stakeholders with relevant and 
timely information that inspires support 
and commitment to a shared vision  
and goals. 

We want everyone within our organization  
and beyond to embrace our passion for 
tourism in Ontario.

→   Empower our organization with clear 
goals and principles that allow us to 
deliver what is best for our stakeholders 
and consumers.

→   Be brand ‘passionistas’ and share 
our passion with our audiences and 
stakeholders. 

→   Have conviction for the work we do  
and, most importantly, enjoy it. 

STRENGTHEN OUR CORPORATE IDENTITY
SECOND ACTION

THIRD ACTION
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MEASURING
SUCCESS 
OBJECTIVE          MEASURES                       TARGET*

→

→

→→→

→

→

Value of co-marketing partnerships ($ value)

Number of partners leveraging brand platform 
through co-marketing partnerships 

Partner use of Content Playbook (Yr. 2)

Unaided destination awareness  
(Brand and Advertising Tracking Study)

Brand Health Index  
(To Be Implemented: Could include Net Promoter 
Score and Brand Power Score)

Views and dwell time of long form written content 

Leads from long form written content

Content Index Score 

$2.4M 

22 Partners

To Be Implemented (Yr. 2)

59% unaided (Ontario)

To Be Implemented (Yr. 2)

75,000 and 60 seconds 

30,000  

To Be Implemented (Yr. 3)

GROW VISITOR  
VOLUMES AND  
EXPENDITURES

INCREASE  
ALIGNMENT
ACROSS  
INDUSTRY

BUILD A STRONG
ONTARIO BRAND  
AND MEASURE  
IMPACT

CONTENT  
VISITORS WANT 
AND NEED

*All targets are for YEAR 1 of the plan, unless otherwise noted; future year targets will be outlined  
 
  in the Annual Business Plan and Marketing Plan.

→
→
→

Incremental trips and expenditures generated by 
advertising (Brand and Advertising Tracking Study)

Estimated Direct Expenditures from Travel Trade  
Channel Bookings (Joint Marketing Agreements)

Ontario’s contribution to NorthStar 22  
(Destination Canada results)

273K trips and  
$45M in expenditures 

$30M 

12M visitors to Ontario  
spending $10.4B by 2022

→
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*All targets are for YEAR 1 of the plan, unless otherwise noted; future year targets will be outlined  
 
  in the Annual Business Plan and Marketing Plan.

OUR FINAL THOUGHTS
This Strategic Playbook is reflective of a unified organization. Destination Ontario is 

excited to embark on this journey for the next three years with a focused understanding  

of priorities and how, together with our partners, we can achieve success.

Growing Ontario’s tourism industry, increasing visitation and tourism expenditures will  

be at the forefront of everything we do. 

WE ARE

       READY
For the road ahead. 

    To become the best provincial  
          marketing organization in Canada.

                            For Ontario to be known as the best  
                                           destination in the world to visit.
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DESTINATION ONTARIO 
An Agency of the Government of Ontario


