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Welcome to Ontario’s Superior Country

OUR MISSION

Superior Country’s mission is to build and sustain a world class tourism destination for
visitors by marketing the region, fostering relationships with members, and collaborating
with partners.

OUR VISION

Our vision is to increase visitation to the region by being a leader in the tourism industry
with innovative approaches that allow for heightened awareness about superior products
and experience.

BACKGROUND

Ontario’s Superior Country was first incorporated as a non-profit destination marketing
organization in 1976. The organization is dependent on membership and advertising revenue
to operate. The official boundaries of Superior Country is from English River in the west to
White River in the east and up North to include both Armstrong and Greenstone. Our
diverse membership includes a variety of stakeholder partners including Indigenous
communities, small and large municipalities, motels, full-service hotels, fishing/hunting
lodges and guides, cottage rentals, bed & breakfasts, retail businesses, attractions, and
more.

Superior Country markets the region within marketing pillars that were selected to align
with our two largest partners, Destination Northern Ontario, and Destination Ontario. These
pillars include Fish & Hunt, Touring, Nature & Adventure, and Culture & Heritage. Multiple
marketing tactics are utilized in each pillar including digital advertising, consumer touch
(sport shows), print, television, and more. The organization is best known for its efforts in
touring marketing through the development and promotion of the Lake Superior Circle Tour
Adventure Guide.

Superior Country sets an operational budget prior to the beginning of each fiscal year and
works within several marketing key performance indicators all of which are tied to the
Superior Country 5-Year Strategic Plan.



Message from the Executive Director

The 2022-23 fiscal year was a welcomed change. As we
entered post pandemic times a new norm allowed our
marketing initiatives to adjust back to pre-pandemic
tactics and targets. Superior Country, as your non-profit
destination marketing organization, managed to remain
financially stable throughout the pandemic due to the
supports of our members, advertisers, and partners. |
thank all of you! It is through your continued support that
we can market this region as a superior destination.

Superior Country continues to operate within its strategic plan while promoting the
region through four main product pillars - fish/hunt, touring, nature/adventure, and
culture/heritage. The organization also continues to align its marketing efforts with
both Destination Northern Ontario and Destination Ontario. Through this alignment
we can take part in several different marketing initiatives to further promote the
region.

Our marketing efforts throughout the year were successful. Through additional
partnerships with Destination Ontario, we were able to increase our efforts in key US
markets for Avid Anglers, Fly Fishing, and Family Fishing. Fishing and Hunting
remains one of our largest product pillar focus areas and continues to consume the
largest amounts of our adverting budgets. During the 2022-23 fiscal we were able to
once again attend Sport Shows to promote our lodge and outfitters.

The Lake Superior Circle Tour continues to be one of the organization’s largest
projects. However, both the board of directors and staff have made it a priority to
view it as such — a project. The revenues generated through Circle Tour advertising
can be directly injected into the operational budget of the organization allowing it to
serve not only those on the Tour but all our stakeholders within the region. The
Circle Tour continues to make up a very large portion of our operating revenue. The
new Lake Superior Circle Tour Website and Mobile Application continue to be a great
success. Superior Country continues to invest large amounts of advertising dollars
in the promotion of the Lake Superior Circle Tour and several other touring products
within the organizational boundaries.



Message from the Executive Director

An exciting new development has been our expansion into product development.
This all stemmed through the Lake Superior North Shore Tourism Project. This 3-
year, $500,000 project has seen a strong partnership form between Dorion, Red
Rock, Nipigon, Red Rock Indian Band, Schreiber, Terrace Bay, Marathon,
Manitouwadge, Parks Canada’s National Marina Conservation Area, Superior North
CFDC, Destination Northern Ontario, and Superior Country. In addition to the
product development taking part directly within this project Superior Country has
begun taking on project management roles throughout the region. This has allowed
the organization to further build revenues while contributing to the growth and
stability of the tourism economy. This includes our efforts in attracting cruise ships
to the region which is quickly becoming a very exciting endeavour. While the original
3-year North Shore Project is now coming to an end we are thrilled to announce that
the project will continue for another 3-year term. While we could not obtain
additional FedNor funding for the project expansion all our other partners have
contributed to cover the wages of the North Shore Tourism Coordinator so that we
can continue several different North Shore related projects.

As we move forward Superior Country will continually market the region as a
Superior destination. We look forward to further growing the organization and

increasing our abilities to market our communities, businesses, and organizations
while working to further develop tourism products and services throughout the area.

Thank you,

Dan Bevilacqua



Dan Bevilacqua - Executive Director

Dan has served as the Executive Director of Superior Country since 2014.
He is widely known for his passion and love for the region. Dan works
tremendously hard to ensure that tourism stakeholders within the
Superior Country region are well represented, advertised, and flourish as
Superior Country members. In his free time Dan can be found fishing the
Nipigon River, attending local events, or volunteering for many
organizations, boards, and committees.

Dan came to the organization with an extensive background in customer
services, sales, multi-media, and marketing. Specifically, from the private
sector as a Marketing Associate within the Canadian office of a global
water pump and circulator manufacturer where he was charged with
marketing throughout the entirety of Canada.

Vicki Banning - Executive Assistant

Vicki has been working with Superior Country since 2018. She has spent
most of her professional career working in the tourism, accommodations
and customer service sectors which have proven to be beneficial in her
position. born and raised in Nipigon, Vicki has an appreciation and
knowledge of the region.

Vicki has been essential in the development of major projects during her
time with Superior Country. Most notably the Lake Superior website and
mobile app.

Suzanne Kukko - North Shore Tourism Coordinator

Suzanne has been part of the Superior Country team since 2020. Hired
under the Lake Superior North Shore Tourism (LSNST) Project, her main
responsibility has been to oversee the implementation of the LSNST
Strategy which was developed in 2018 via Destination Northern Ontario and
Parks Canada. Over the last three years, she has overseen the completion of
several product development plans including Culinary, Group of
Seven/Indigenous Group of Seven, Cruise Ship and 2SLGBTQ+. Her duties
include assisting and advising communities, businesses, and organizations
along the north shore with tourism product expansion and modernization,
using the product development plans as guiding documents.




Linda is the sales representative out of Duluth, Minnesota for the
American ad sales for the Lake Superior Circle Tour Adventure Guide.
Linda is also responsible for the distribution of the Lake Superior Circle
Tour Adventure Guide in Minnesota, Wisconsin, and Michigan.

Linda started with the organization with a variety of experiences, most
notably she has been selling advertising and building relationships with
the tourism industry since 1996.

2022 - 2023 INTERN

Josie Cormier - Marketing Coordinator

Josie Cormier is the Marketing Coordinator Intern for Superior Country.
She is responsible for maintaining the organization’s social media outlets
while also writing articles for the Superior Country website, the Lake
Superior Circle Tour website, and for the Northern Ontario Travel
Magazine website.

Josie joined the organization with an honours degree majoring in English
literature and minoring in creative writing from York University. She is
also a proud member of the Red Rock Indian Band and a lifelong resident
of Nipigon, Northern Ontario.




Ashley Davis (Chair)
Township of Red Rock

Levina Collins (Vice Chair)
PARO

Tammy Kushnier (Treasurer)
Ole’s Adventure Resort

Stacy Moffat (Secretary)
Township of Terrace Bay

Tim Lukinuk (Director/Past Chair)
Amethyst Mine Panorama

Krista Cheeseman (Director)
Wilderness North

Kyle Vesio (Director)
Kashabowie River Resort

Bruce Hyer (Director)
Wabakimi Outfitters

Brian Kurikka (Director)
Municipality of Neebing
EX-OFFICIO BOARD MEMBERS

Sean Irwin
Northern Ontario Heritage Fund

Manon Cuthbertson
Parks Canada - LSNMCA



Superior Country’s marketing efforts are focused on 4 primary product pillars that align with the
province - Fish/Hunt, Touring, Nature/Adventure, and Culture/Heritage. Through existing and
ongoing market research the organization identifies target markets within each pillar.
Geographical, demographic, and interest characteristics of potential travelers in each product
pillar vary greatly.

Superior Country utilizes these understandings to develop annual tactical marketing plans for
each pillar while working toward the overall strategy of the organization — to increase visitation
and numerical spend within the region. To achieve this goal Superior Country utilizes different
advertising tactics within each of the pillars. Primary advertising tactics include digital, print,
and sport shows.




Superior Fishing and Hunting

Fish and Hunt is typically Superior Country’s most financially backed product pillar and
focuses on digital, sport show, and television advertising initiatives. When appropriate
Superior Country aligns with provincial marketing initiatives including the Destination
Ontario Avid Angler program. During a typical year Superior Country allocates roughly
80% of its fish/hunt budget to advertise in the border US states with the remaining 20%
allocated to domestic markets.

This year Superior Country worked with Destination Ontario to see Karl Kalona visit Ole’s
Adventure Resort to shoot an episode for Extreme Angler and The New Fly Fisher visiting
the Nipigon River. This year the organization was also finally able to attend sport shows
once again after not taking part for 2 years due to the pandemic.

OVERALL CAMPAIGN RESULTS

CLICKS

TOTAL
ENGAGEMENT




SupeﬁorTouﬂhg

Touring continues to be a major focus of Superior Country due to the efforts of the
organization in the promotion and further development of the Lake Superior Circle Tour.
Superior Country promotes the Lake Superior Circle Tour to increase visitation to its
primary destination — Superior Country. Typically advertising of the Circle Tour is done
throughout the United States (primarily border states) and Ontario (primarily Southern
Ontario) with the majority spent in US markets. The organization continues to develop sub
routes within the Lake Superior Circle Tour to further increase stakeholder buy-in and
traverlinterest. This includes the Stamp Program, Lake Superior Ale Trail, and Lake Superior
Java Journey. The Circle Tour mobile app and website with built in trip planner continues
to see record breaking traffic. In addition to the Circle Tour Superior Country also markets
smaller touring routes within the boundaries of Superior Country including, but not limited
to: Waterfall Tours, Natural Wonder Tours, Thunder Bay Day Trips, and more. Touring
efforts continue with a primary focus on Auto/RV with a secondary focus on motorcycle.
Moving forward the organization plans to expand into more power sports and motorcycle
marketing initiatives.

OVERALL CAMPAIGN RESULTS

CLICKS

TOTAL

ENGAGEMENT
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Nature and Adventure has always been an important product pillar to Superior
Country. The organization continues to focus on marketing tactics toward close
domestic and border US states. Digital advertising campaigns were primarily run
through Facebook with a large emphasis on content-based marketing. Many different
blogs were specifically generated to boost nature and adventure travel within the
Superior Country region during the 2022-23 fiscal year. The organization focused both
on self guided activities as well as guided and service offering activities. Primary
focuses on Nature and Adventure included hiking and paddling. Superior Country also
looked for ways to group these activities with local culinary offerings to further
increase the economic impact of its marketing practices. A major campaign doing this
was the Superior Picnic program. In addition to summer activities the organization also
ran smaller winter campaigns throughout the year. One of the more successful, due to
partnerships created within Superior Country’s Superior Service Offerings, was a
Superior Skiing Campaign.

OVERALL CAMPAIGN RESULTS

TOTAL
ENGAGEMENT

CLICKS
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Superior Country’s main focal points within the cultural and heritage pillar is to
advertise Museums, galleries, and events. Additional marketing emphasis is continually
used for Indigenous cultural/heritage awareness building through the development and
promotion of several blog articles. Indigenous content was extremely well received and
continues to be some of the organization’s best performing blog posts.

OVERALL CAMPAIGN RESULTS

CLICKS

TOTAL

ENGAGEMENT
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SuperiorCountry.ca

Most of the organization’s digital advertisements
within Fish/Hunt, Nature/Adventure, and
Culture/Heritage product pillars lead toward
SuperiorCountry.ca. A smaller segment of Touring _,
marketing also leads toward SuperiorCountry.ca ® J
while the majority lands on -
LakeSuperiorCircleTour.info.

1

The main goals of the website include awareness building, generating outbound clicks to
stakeholders, generating Superior Country Travel Guide orders and, in conjunction with
guide orders, to generate referrals to members. Superior Country continually develops blog
articles to entice online engagement that leads towards website and stakeholder site
visitations. Blog articles continue to be the major contributing factor to outbound link clicks.
A new website with some much needed updates is being planned for the near future.

KEY PERFORMACE INDICATORS
GOAL
OBJECTIVE ACHIEVED

TOTAL GOAL
SESSIONS » OIS SIS ACHIEVED
PAGEVIEWS OBJECTIVE e
ACHIEVED
OUTBOUND OBJECTIVE oL
CLICKS ACHIEVED
13



http://www.superiorcountry.ca/
http://www.lakesuperiorcircletour.info/

The Superior Country Travel Guide is one of the main fulfillment pieces of the
organization. The most popular aspect of the guide is the Superior Country
Lodges & Outfitters section which has information on each lodge and outfitter
in the region regardless of their membership status. Members of the e
organization have an enhanced listing within the guide and, when appropriate, Trd VEI Gl”d
are highlighted within the Lodge and Outfitter list. As the target markets of - e
Superior Country are often US residents the Travel Guide also includes a two
page “Know Before You Go” section which has general border crossing
information.

DISTRIBUTION

Distribution of the Travel Guide is limited to online orders and sport shows. This ensures that every
copy gets into the hands of qualified potential travelers.

REFERRALS

When a traveler orders a printed copy of the Superior Country Travel Guide, they complete a short survey
on their potential travel intentions. They are also given the ability to have their email and answers shared
with our membership to acquire more information direct from Superior Country members.

KEY PERFORMACE INDICATORS
ONLINE GOAL
REFERRALS OBJECTIVE GOAL
ACHIEVED
SPORT GOAL
BJECTIVE




Superior Country Social Media

Superior Country is represented on multiple social media channels. While some channels
have been in place for quite a while, like Facebook, others are fairly new such as Instagram
and TikTok. The organization continually uses social media channels to engage potential
travelers and to drive traffic to organizational websites. Most of the organizations paid
digital advertising is run through these social channels. Superior Country utilizes Facebook
advertising more so over the others as it has seen the greatest return on investment.
Superior Country developed a TikTok account to stay up to date with current social media
trends but is still trying to determine if this platform can offer the region marketing and/or
awareness success. While it seems beneficial in awareness building the organization is
struggling to see a strong ROl in terms of key performance indicators.

2022-23 SOCIAL MEDIA DATA

SUPERIOR COUNTRY FACEBOOK FOLLOWERS 19,776

SUPERIOR COUNTRY FACEBOOK ENGAGEMENT 258,326

SUPERIOR COUNTRY HUNTING FACEBOOK FOLLOWERS | 3,319

SUPERIOR COUNTRY FACEBOOK HUNT ENGAGEMENT 6 154
)

SUPERIOR COUNTRY INSTAGRAM FOLLOWERS 2,438

SUPERIOR COUNTRY TIKTOK FOLLOWERS 41
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NorthérnOntario.Travel

The NorthernOntario.Travel website, better known as the
Northern Portal or “the portal”, was launched by Destination
Northern Ontario in 2018. It contains thousands of activity-
based articles from across the North and is complimentary
to Superior Country’s and other destination marketing
organization’s websites. Superior Country is a content
provider which sees the organization develop, publish, and
promote content on NorthernOntario.travel. Through this
content Superior Country assists the portal in meeting its
goal to educate consumers on the tourism products of
Northern Ontario. B

KEY PERFORMACE INDICATORS
GOAL
SESSIONS OBJECTIVE ACHIEVED

AVG TIME GOAL
OBJECTIVE

OUTBOUND

CLICKS OBJECTIVE

GOAL

ACHIEVED
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https://northernontario.travel/

WORLD-CLASS
TOURING

~~~~~~~~

EE ?ﬁﬁf?ﬁg ?¥§
LakeSuperiorCircleTour.info

The role of this website is to create awareness of the Lake Superior Circle Tour as a world class self
touring route. The main goals of this site are to generate Lake Superior Circle Tour Adventure Guide
Orders, and to increase the usage of the Lake Superior Circle Tour Trip Planner. While outbound clicks to
stakeholders is still a secondary goal, the website is built to be a catch all for someone planning a trip
around Lake Superior which leads to them staying on the site longer instead of clicking off. The new Lake
Superior Circle Tour website was launched February 2021. The trip planner, which is the main focal point
of the website, contains information on over 1,300 attractions, accommodations, activities, and so much
more. All of which can be filtered by the user and further sorted based on accessibility requirements
such as: Wheelchair Accessible, Motorcycle Accessible, Pet Friendly, RV Accessible, and more. Superior
Country has utilized both pay-to-play and free-to-play models to determine which items are listed on the
site.

KEY PERFORMACE INDICATORS

USERS 417K OBJECTIVE /]\ 5% 28:\:‘EVED /]\ 14%
sessions 499K OBJECTIVE /]\ 5% 28:\:‘EVED /]‘ 17%
\F;g\fs 1.6M OBJECTIVE /]\ 5% ié)l:\:‘EVED /]\ 23%
onsre  1:32  oBECTVE 0% oM ey 20%
8EEBKCS)UND 28K OBJECTIVE /]\ 5% 28£ILEVED T 66%

17



t
i

Lake Superior Circle Tour Mobile App

The Lake Superior Circle Tour Mobile App was launched in September 2021 and
is available through both the Apple App Store and the Google Play Store. As
with the LakeSuperiorCircleTour.info website the mobile app is available both in
English and French. The app serves travelers as a Lake Superior Trip Planner.
The content on the app is pulled directly from the trip planner on the
LakeSuperiorCircleTour.info website and contains information on over 1,300
attractions, accommodations, activities, and more. All of which can be filtered
by the user and further sorted based on accessibility requirements such as:
Wheelchair Accessible, Motorcycle Accessible, Pet Friendly, RV Accessible, and
more.

Superior Country has utilized both pay-to-play and free-to-play models to
determine which items are listed. Users can create multiple trips and share
them between traveling companions. Digital advertisements were utilized with
direct links to app downloads. In addition to digital ads Superior Country also
added a pop-up that would appear for anyone using the
LakeSuperiorCircleTour.info trip planner on a mobile device encouraging them
to download the app.

KEY PERFORMACE INDICATORS

APPLE DOWNLOADS 4,363K
GOOGLE DOWNLOADS 2,649 K

18
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Adventure Guide

The Lake Superior Circle Tour Adventure Guide contains information on

communities and attractions around Lake Superior. Superior Country publishes andi™

prints up to 80,000 copies of the Lake Superior Circle Tour on an annual basis. It g ’&_ ""’\ -
%, ' “

c”fa\“f’éTOUR

— : R TORE GUIDE 2

contains great resources such as a campground list, a map, distances charts, border

(44 B4
crossing information, and much more. It also features the Lake Superior Ale Trail, the Topsn f“ﬁﬁ £
Lake Superior Java Journey, and the Lake Superior Stamp Program, which allows e S ; T 3
travelers to collect stamps around the lake to earn their Lake Superior Circle Tour : =
Certificate.

DISTRIBUTION

The Lake Superior Circle Tour Adventure Guide is distributed, and made free to travelers, all around Lake
Superior. Print distribution is staggered throughout the year typically between April and September to
ensure no copies are wasted and that each copy gets into the hands of a potential traveler. The guide can
also be ordered online for a small shipping and handling fee. When acceptable Superior Country will also
distribute the Lake Superior Circle Tour Adventure Guide at sport shows. Potential Travelers can also
download the guide from our website and mobile app.

REFERRALS

When a traveler orders a printed copy of the Lake Superior Circle Tour Adventure Guide, they complete a
short survey on their potential travel intentions. They are also given the ability to have their email and
answers shared with our Circle Tour Advertisers to acquire more information stakeholder around the lake.

KEY PERFORMACE INDICATORS

GOAL

ONLINE OBJECTIVE |, -69 -19
ORDERS 4.1K V -6% ACHIEVED WV 1%
REFERRALS  1.9K oBJECTIVE |, "13% AC?—l?EA\/LED J -16%
PRINT AN 2a0 GOAL AN 210

BJECTIVE 31%
pistrisuTion 77K OBJEC 29% ACHIEVED
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Lake Superior C

Superior Country has created multiple pages across several different social media channels
specifically for the Lake Superior Circle Tour. While some channels have been in place for quite
a while, like Facebook, others are fairly new such as Instagram and TikTok. The organization
continually uses social media channels to engage potential travelers and to drive traffic to
organizational websites. Most of the organizations paid digital advertising is run through social
channels. Superior Country utilizes Facebook advertising more so over the others as it has
seen the greatest return on investment. The Lake Superior Circle Tour Facebook Group
continues to build in popularity and has become a great resource for travelers as they share
information and trip planning tips with each other.

2022-23 SOCIAL MEDIA DATA

f FACEBOOK PAGE FOLLOWERS 46,995

FACEBOOK PAGE ENGAGEMENT 444,309

f FACEBOOK GROUP FOLLOWERS 20,059

FACEBOOK GROUP ENGAGEMENT 142,368
INSTAGRAM FOLLOWERS 4,166
TIKTOK FOLLOWERS 97

20



Superior Services

Superior Country offers several different Superior Services from marketing to consulting and project
management. Social Media Marketing Packages through SuperiorCountry.ca and Blog Packages through
LakeSuperiorCircleTour.info continue to be some of the organization’s most popular marketing services. Project
management services also allows the organization to earn revenues while playing a role in product development
across the region. Superior Country has also created additional projects, such as the Cruise Ship Market Readiness
Plan and a Superior Boating Market Readiness Plan to complete and manage. Social Media Marketing Packages
(available through SuperiorCountry.ca) and Lake Superior Circle Tour Blog Packages (available through
LakeSuperiorCircleTour.info) come with a cost of $1,000 plus HST. $200 of that $1,000 purchase is put directly
into advertising the corresponding article for a 7-day campaign on social media. Consulting and Project
Management fees vary depending on the project. The revenues acquired through this work allows the organization
to build additional sustainable revenue sources so it can better market the region and become less dependent on
revenues acquired through the delivery of funded marketing practices.

Cruise Developments

With several international cruise lines showing a strong
interest in the Lake Superior North Shore Inside Passage
(LSNSIP) itinerary, Superior Country partnered with Parks
Canada to develop a Lake Superior North Shore Cruise Market
Readiness Plan. The plan, completed in December 2022 by
Forrest Consulting, provides a road map to market readiness
for successfully welcoming cruise ships to the north shore.
As a result of familiarization tours Superior Country assisted
with in July 2022 and led in September of 2022, the north
shore welcomed two cruise lines this summer. Choosing to
visit Battle Island, Viking enjoyed three visits, while Hapag
Lloyd visited twice. Superior Country coordinated Indigenous
Interpretation and a culinary tasting for Viking, while Hapag
Lloyd preferred a self-guided experience. Superior Country
attended all visits, ensuring that the experiences were
successful, and that there was sufficient support for the
Battle Island volunteers.
In 2023, Superior Country oversaw the development of a

:n §  branding kit, including a logo in French and English, for the

H‘ v_&\\\\ : LSNSIP itinerary. The branding was utilized on welcome tents

and tablecloths, and within the excursion promotional

L A K E S U P E R I o R brochure that Superior Country developed. Superior Country

continues to follow the market readiness plan and partner
NORTH SHORE INSIDE PASSAGE with Tourism Thunder Bay to grow cruising in the north shore

region. PROJECT MANAGEMENT
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Rossport Harbour Projects

Through a partnership with Parks Canada, Superior Country
managed the two-phase Rossport Marine Access Development
Project. Beginning in late 2022 and spanning one full year,
Superior Country assisted the Rossport Dock Committee in the
completion of a Marine Asset Management Plan (MAMP) and a
Rossport Marina Strategic Plan. Both plans will be used as
roadmaps for infrastructure and organizational development for
the RDC over the next short to long term. They will also be
valuable supporting documents the RDC will use to obtain capital

grants for infrastructure improvements.
PROJECT MANAGEMENT

(" = S\ Terrace Bay MAT - Marketing Plan

As the arms-length marketing organization working with the Township
of Terrace Bay to facilitate 50% of the funds collected through the
Municipal Accommodations Tax (MAT), Superior Country leveraged
$10,000 from FedNor to develop a $20,000 Terrace Bay Tourism
Marketing Plan. Completed in March of 2023 by Generator, the
document provides a clear plan on how to best market and develop
Terrace Bay tourism product and services. The first action item was
to develop a Terrace Bay tourism website and obtain updated,
professional photos of attractions and tourism related businesses.
The Terrace Bay digital asset project was completed in July of 2023.
The new tourism friendly Terrace Bay website will be launched in

December 2024. PROJECT MANAGEMENT

Lake Superior North Shore Boating Market Readiness

In partnership with Parks Canada, Superior Country is in the
process of developing a Lake Superior North Shore Boating Market
Readiness Plan. Forrest Consulting has been hired to complete the
plan. Completed by March 2024, it will report on current Canadian
North Shore facilities, services, and infrastructure (i.e., docking
systems, gasoline, boat launch, etc.), as well as
community/attraction services (i.e., boat repairs restaurants,
grocery, etc.), identify gaps, and provide a roadmap to market
readiness, including timelines and costs, for filling these gaps. The
plan is focussing on communities along the coastal area from the
Pigeon River border, east to Marathon, as well as on-water
attractions such as Battle and Porphyry Islands. It is envisioned
that the plan will help to build stronger working partnerships
between smaller groups and the larger regional organizations.

PROJECT MANAGEMENT

22



Superior Skiing Campaign

This past winter Superior Country completed Social Media
Marketing Packages for Manitouwadge, Terrace Bay, with Thunder
Bay coming onboard this winter. Not only did each of these
articles take advantage of regular social media martketing package
benefits but were also included with Superior Country’s Superior
Skiing advertising campaign which further leveraged their dollars
into additional advertising benefits. This campaign includes a
regional downhill/cross-country skiing article, all of which cross
promoted one another. We are looking forward to running the

campaign again in 2024.
SOCIAL MEDIA MARKETING PACKAGE

Superior Golfing Campaign

Superior Country completed Social Media Marketing Packages for
Thunder Bay, Terrace Bay and Manitouwadge. Each municipality
had their golf courses featured. Not only did each of these articles
take advantage of regular social media martketing package
benefits but were also included with Superior Country’s Superior
Golfing advertising campaign which further leveraged their dollars
into additional advertising benefits. This campaign includes a
regional golfing article, all of which cross promoted one another.

SOCIAL MEDIA MARKETING PACKAGE

The Nipigon Museum’s 50th Anniversary

A Superior Country Social Media Marketing Campaign was created
for the Nipigon Museum. The article focused on the history,
current curations and the museum’s 5oth anniversary. During the
campaign the article was viewed 502 times.

SOCIAL MEDIA MARKETING PACKAGE

23



Best Western - Superior Stays on the Way

This Circle Tour Blog Package was created for the Best Western
and features 5 Ontario Best Westerns. Each location featured in
the blog are also pinned accommodations on the Lake Superior
Circle Tour map for user trip planning. Through the duration of the
campaign the blog was viewed 4,691 times.
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The LSNST Project is a three-year, multi-partner initiative that commenced on July 1st,
2020.The mandate of the project was to hire a Coordinator to implement the North Shore
Tourism Strategy, developed in 2018. Identified in the strategy were significant gaps in the
north shore’s tourism sector that the LSNST Project was intended to fill, including but not
limited to; lack of alignment among the region’s stakeholders; funding and capacity challenges;
lack of understanding and support of regional tourism developments; and high turnover of
staff in economic development roles.

Although the project officially ended November 21st, 2023, Superior Country is pleased to
share that we have secured funding to implement a Phase Il that will see the project continue
until November 2026. The project will cover the coordinator‘s salary; however project funding
will be obtained on a case by case basis through various programs and partnerships. The
partners who have committed to supporting Phase Il are Parks Canada, Destination Northern
Ontario, Superior North CFDC, Dorion, Red Rock, Nipigon, Schreiber, Terrace Bay and
Marathon.

The following is a summary of the projects that were completed over the past three years
through the Lake Superior North Shore Tourism Project.

Culinary Product Development Strategy

The Culinary Tourism Alliance was selected as the consulting firm to complete
this strategy, which was kicked off in December 2020 and completed in June
2021. The report entitled Celebrating Food and Drink Around Lake Superior’s
North Shore: A Food Tourism Product Development Strategy, guides direction
in support of food tourism product development in partnership with
organizations and communities in the region. It highlights unique local assets
that differentiate the destination from others, while offering guidance on how
to leverage these assets. The overarching theme of the strategy is to marry
the outdoors with local food.

25



Group of Seven/Indigenous Group of Seven Strategy

BC Hughes was selected as the consulting firm to complete this project, which
kicked off in January 2020 and was completed July 2021. The document s a
3-year product development framework which draws from a situational
analysis, inventory of assets, target market alignment opportunities, and best
practices/case studies. It establishes alignment, gaps, and areas for future
exploration. It also defines market ready factors and identifies local
champions and partnership alignments and opportunities. It was through the
recommendations of this strategy that the IGof7/Norval Morrisseau tribute
was developed.

Great Lakes Waterfront Trail Lake Superior Expansion Project

The LSNST Coordinator initiated partnerships with Algoma Country/Thunder
Bay CEDC to contribute to the development of a feasibility and marketing
study that looked into the expansion of this cycling product from Sault Ste.
Marie to the Pigeon River border crossing. The Waterfront Regeneration
Trust, also the steward of the trail, was hired to complete the 2022 study.
The LSNST Project then contributed $5,000 to Phase Il of the expansion,
which focussed on the mapping and signage.

Trails Assessment Guide

This document, titled Lake Superior North Shore Trails Assessment Guide: A
Resource for Municipalities, Indigenous Communities, and Trails
Organizations for Development of Market-Ready Recreational Trails, was
completed by Parks Canada with input from the LSNST Coordinator. In light of
; recent tragic events in the region, we encourage all

Lake Superior " '} staff/councillors/organizations to read this document to ensure the trails they

Assessmont Guide: are promoting are insured, maintained and signed.
Assessment Guide: 7

5 AResource for Municipalitios. Indigonous
Communities. and Trails Organizations for
Dovelopment of Market-Ready
Recreational Tralls

2SLGBTQ+ Product Strategy and Plan

In partnership with DNO and Tourism Thunder Bay, Superior Country, through
the LSNST project, took the lead to facilitate the development of this
document. It is designed to position the region as a desired place to visit for
members of the 2SLBTQ+ community. The project was completed in March
2023 and is currently in implementation stage.
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Community Outreach/Education

During the summer seasons of 2021 through 2023, the LSNST Coordinator had
weekly interviews on CFNO radio, giving tourism updates, focussing on positive
tourism stories and project updates. In 2022, our Product Development Intern
visited two high schools in the region to give presentations on professional
opportunities in tourism, and the importance of the sector to our economy.
During the height of the pandemic, dollars that were set aside for sports shows
were used to develop a “Stay and Play” radio campaign to keep tourism top of
mind. The campaign ran on CKPR (Thunder Bay) and CFNO from June until
Labour Day weekend of 2021.

Superior Picnics

-l The pilot program was developed and implemented in 2021 under the

I recommendation of the Culinary Product Development Strategy. It provided
|l visitors with picnic itineraries including choice of community, restaurant,
pichic special, picnic spot, and trail. Ten regional businesses and seven north
shore communities chose to participate in the pilot. The program was a huge
# success and was expanded to include the development of a logo, the purchase
and installation of seven accessible, branded picnic tables. Through a
partnership with DNO, we undertook a media project where digital assets
(photos/videos) were obtained, as well as the development of Superior Picnics
web pages which can be found at www.superiorcountry.ca/picnics

Accommodations Investment Attraction

In 2021, an accommodations investment Attraction brochure was completed
in both French and English. It has been distributed to accommodation
investment firms to bring awareness to the opportunities along the north

% shore. The LSNST Coordinator also sat on the steering committee for the DNO
led Northern Ontario Accommodations Strategy.

Waterfront Panels

Through a partnership with Canadian Lighthouses of Lake Superior, the LSNST
project assisted with the production and installation of two
interpretive/wayfinding panels. One is installed at Silver Islet, the other at
Thunder Bay waterfront which is installed within a scaled down replica of the
Thunder Bay Lighthouse. Both have calls to action for experiences in the
north shore region. An interpretive panel about the Slate Islands was
designed in consultation with Ontario Parks. The bilingual panel is to be
installed on the new boardwalk at the Terrace Bay beach.
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North Shore Regional Trails Network

Created and facilitated by the LSNST Coordinator, this is a network of
support for municipal staff and organizations who are responsible for trails
establishment, maintenance, and promotion in the north shore region. The
group, which has fifteen members, meets quarterly via zoom, discussing
grant programs, lessons learned, and opportunities for partnerships
amongst members.

Top of Superior Hiking Trails Guide

The LSNST Coordinator oversaw major revisions and updates to this hiking
guide, that was originally created and produced by Parks Canada.
Wayfinding dollars were obtained from DNO to assist in the design and
printing of the revised guides. This updated guide added two new trails
(Manitouwadge and Marathon) and includes a panel to promote the
Superior Picnics program. A French version of the brochure was developed
through a partnership with SNCFDC. The English guides were printed and
distributed in July 2022. A French version has been designed/printed and
was distributed in the spring of 2023. Several hundred copies were printed,
and both English and French versions continue to be distributed.

Tourism Product Development Internship

Through NOHFC’s People and Talent Program, $35,000 in funding was
obtained to hire a full-time Tourism Product Development Intern. In October
of 2021, Shalane Sarrasin of Nipigon was hired for a year-long contract to
support the LSNST Coordinator.

Tourism Student Familiarization Tours

In early July of 2021 and 2022, the LSNST Coordinator organized and
facilitated tourism summer student familiarization tours along the north shore,
Over two nights and three days, the students experience regional attractions,

il eat at local restaurants, and stay at local motels. The primary goal of these

W tours is to heighten enthusiasm and increase experiential knowledge so
summer students at tourism information locations are better able to assist
visitors. The secondary goal is to encourage the students to become

l ambassadors for their communities and the region beyond their employment
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Indigenous Group of Seven Interpretive Panel

The LSNST Coordinator and Product Development Intern worked closely with
BNA First Nation, Morrisseau Estate, and Joseph Sanchez to develop a tribute
to the Indigenous Group of Seven and local member, Norval Morrisseau. The
installation features a six-foot-long metal bird, in recognition of Morrisseau’s
spirit name “Copper Thunderbird”, and information on the Indigenous Group
of Seven with a focus on Morrisseau. The installation is located at the
Bridgeview Lookout in Nipigon and was unveiled October 19th, 2023. The
panel includes a call to action to explore the Nipigon River, and to visit the
Nipigon Public Library, where an authentic Morrisseau work is on display.
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