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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 boundary 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 small and large
communities, motels, full-service hotels, fishing/hunting lodges, guides, cottage rentals, bed
& breakfasts, retail businesses, attractions, and more.

Superior Country markets the region within marketing pillars that align with our two largest
partners, Destination Northern Ontario, and Destination Ontario. These pillars include Fish
& Hunt, Touring, Nature & Adventure, and Culture & Heritage. A variety of different
marketing tactics are utilized in each pillar including digital advertising, consumer touch
(sport shows), print, television, and more.

Superior Country sets an operational budget prior to the beginning of each fiscal year and
works within several financial and marketing key performance indicators. The efforts of the
organization are governed by a board of directors that is appointed by the Superior Country
membership.



Message from the Executive Director

In 2024, Ontario's Superior Country continued its mission to
establish our region as a premier tourism destination. This year’s
initiatives reflect a strengthened commitment to building awareness
and driving visitation by capitalizing on strategic marketing,
innovative product development, and valuable partnerships.

Our marketing focused on four core pillars—Fish & Hunt, Touring, Nature & Adventure, and
Culture & Heritage. Through targeted campaigns in both U.S. and Canadian markets, we reached
travelers via digital, print, and event-based advertising. One of our most successful initiatives
remains the Lake Superior Circle Tour, which continues to attract significant interest. With its
comprehensive website, mobile app, and Adventure Guide, the Circle Tour provides travelers
with a complete self-guided journey that includes diverse attractions and specialty trails like the
Ale Trail and Java Journey.

2024 also saw Superior Country expand its role in regional tourism development. Our Lake
Superior North Shore Tourism Project remains a standout initiative, supporting communities
and boosting economic growth through cruise ship readiness, collaborative marketing, and
dedicated resources. These efforts have not only enhanced our region’s visibility but have also
directly benefited our stakeholders and local businesses.

Looking forward, we are excited to launch a new Superior Country website and an updated
member-focused travel map in early 2025. These resources will offer travelers richer, more user-
friendly planning tools while emphasizing our members' offerings. New marketing initiatives will
also target snowmobiling, cycling, and 2SLGBTQIA+ tourism, further diversifying our appeal.

The accomplishments of 2024 would not have been possible without our partners—Destination
Ontario, Destination Northern Ontario, Tourism Thunder Bay, and others—who have been
integral to our efforts. Through these collaborations and the support of our members, Superior
Country has positioned itself as a vital, grassroots tourism organization that continues to
elevate our region’s profile and enrich its economic landscape.

Thank you for your ongoing support, and we look forward to another year of growth and
opportunity.

Sincerely,

Dan Bevilacqua
Executive Director, Superior Country



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 and
camping. Dan came to the organization with an extensive background in
marketing, customer services, multi-media, and sales.

Vicki has been the Executive Assistant for Superior Country since 2018.
With a professional background rooted in tourism, accommodations, and
customer service, she has been beneficial in her role. Born and raised in
Nipigon, Vicki brings a profound understanding and appreciation of the
region. She plays a key role in the day-to-day operations of the
organization. Her contributions have been pivotal in several major
projects, including the development of the Lake Superior Circle Tour
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 four 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 Nervick - U.S. Sales and Distribution

Linda is our Lake Superior Circle Tour Sales Representative servicing the
US. In addition, she also distributes the Lake Superior Circle Tour
Adventure Guide in Michigan, Wisconsin, and Minnesota. Linda started
with the organization with a variety of experiences, most notable she
been selling advertising and building relationships within the tourism
industry since 1996.

Gordon is our Lake Superior Circle Tour Sales Representative servicing
the Algoma District. He has enjoyed 27 years of tourism advertising sales.
This adventure took him across Ontario. Having spent personal time
exploring Lake Superior, Gordon is pleased to represent the Algoma
portion of the Lake Superior Circle Tour. He has experience in graphic
design, smartphone programming, and sales integration with more than
60 maps, guides, and online platforms.

New Hire - Marketing Assistant

o

Superior Country is looking to hire a new marketing assistant in 2025.



2023 - 24 Board o

Ashley Davis (Chair)
Township of Red Rock

Open (Vice Chair)
Recently Vacated

Tammy Kushnier (Treasurer)
Ole’s Adventure Resort

Stacy Moffat (Secretary)
Township of Terrace Bay

Levina Collins (Member at Large)
Paro

Tim Lukinuk (Director/Past Chair)
Amethyst Mine Panorama

Krista Cheeseman (Director)
Wilderness North

Adam Wood (Director)
Gray Wood Outfitters

Lars Moffatt (Director)
Township of Nipigon

Kyle Vesio (Director)
Kashabowie River Resort

Bruce Hyer (Director)
Wabakimi Outfitters

Brian Kurikka (Director)
Municipality of Neebing

Fran Koning (Director)
Municipality of Greenstone
EX-OFFICIO BOARD MEMBERS

Sean Irwin
Northern Ontario Heritage Fund

Manon Cuthbertson
Parks Canada - LSNMCA

Karen Blackbourn
Parks Canada - Pukaskwa



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. The
Geographics, demographics, and interests of potential travelers vary between each product
pillar.

Superior Country utilizes these understandings to develop annual tactical marketing plans for

each product 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.
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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. During a typical year
Superior Country allocates 80% of its fish/hunt budget to advertise in the border US states
with the remaining 20% allocated to domestic markets.

Superior Country attended a total of three Sport Shows under the fishing and hunting
product pillar during the 2023-24 fiscal year. These included the Milwaukee All Canada
Show, the Green Bay All Canada Show, and the Northwest Sport Show in Minneapolis.
Superior Country attended both the Milwaukee and Minneapolis shows with its Superior
Country booth while distributing the Superior Country Travel Guide along with member
brochures. Through a partnership with Destination Ontario Superior Country attended the
Green Bay show with their provincial booth and travel guides from Superior Country, Sunset
Country, Algoma Country, and Northeastern Ontario Tourism.

OVERALL CAMPAIGN RESULTS

CLICKS

ENGAGEMENT




THE CANADIAN EXPERIENCE - LINDNER MEDIA PRODUCTIONS

Superior Country partnered with Destination Northern Ontario, Destination Ontario, and
Sunset Country to ensure Northern Ontario was represented within The Canadian Experience
television program during the 2023-24 fiscal year. As such Superior Country received many
benefits such as TV commercials, social media mentions/tags, digital assets, and three
episodes.

Flint Wilderness Resort - Drive-In — Bear Hunt and Fishing Episode
Gray Wood Outfitters — Fly-In - Fishing Episode

Brown’s Clearwater West Lodge — Drive-In — Father and Son Bear Hunt and Fishing Episode

LINDNER’S ANGLERS EDGE

Superior Country contributed dollars to Sunset Country to support their sponsorship of
Lindner’s Angling Edge. With this contribution Superior Country received several benefits
including a TV commercial, social media mentions/tags, digital assets, and one episode.

North Superior Charters - Boat-In - Fishing

DESTINATION ONTARIO TELEVISION

Superior Country thanks Destination Ontario for its efforts in including Superior Country
within its own television initiatives. During the 2023-24 fiscal year Destination Ontario had two
separate programs shoot one episode each within the region. Superior Country is asked to
assist these programs when and where appropriate.

Extreme Angler — Kashabowie River Resort — Drive-In - Fishing

Canada in the Rough — Dog Lake Resort — Drive-In - Fishing
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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 traveler interest. 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 great traffic and traveler use. In addition to the Circle Tour Superior
Country also markets smaller touring routes within the boundaries of Superior Country.
Auto and RV remained the primary target market for touring in 2023-24 with
motorcycling as a secondary market. Moving forward Superior Country is expanding its
efforts in motorcycle promotions and will being marketing snowmobiling as well.

Superior Country partnered with Destination Ontario, and several destinations to attend
the Toronto Outdoor Adventure Show within a Northern Ontario section. This
partnership proved to be highly successful and its an initiative that Superior Country
plans to repeat.

OVERALL CAMPAIGN RESULTS

TOTAL
ENGAGEMENT

CLICKS IMPRESSIONS
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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 2023-24
fiscal year. Primary focuses within the Nature and Adventure product pillar 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. In
addition to summer activities the organization also ran smaller winter campaigns
throughout the year concentrating on skiing, snowshoeing, and winter hiking. Moving
forward Superior Country hopes to expand its efforts to promote road cycling, mountain
biking, and fat biking.

OVERALL CAMPAIGN RESULTS

TOTAL
ENGAGEMENT

CLICKS
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Superior Culture and Heritage

Superior Country’s main focal point within the cultural and heritage product pillar is to
advertise museums, galleries, and to bring awareness to Indigenous culture. This is
primarily completed through digital advertising campaigns focusing on content
marketing. Indigenous written content continues to be some of the organization’s best
performing blog pieces. Superior Country has continued its efforts in the promotion of
the Norval Morrisseau monument it had erected in Nipigon last year. The
corresponding Indigenous Group of Seven pages on the Superior Country website
continue to grow in popularity.

OVERALL CAMPAIGN RESULTS

CLICKS IMPRESSIONS

TOTAL
ENGAGEMENT



Destination Ontario Marketing Campaigns

In addition to the organization’s own advertising campaigns Superior Country also
partners with Destination Ontario on several provincial campaigns. These
advertising initiatives are run from Destination Ontario platforms (Meta, Google)
with direct links to product specific landing pages on SuperiorCountry.ca that
highlight members of the organization. Superior Country financially contributes to
some campaigns while others are fully funded by Destination Ontario. Destination
Ontario sets the target markets with input from Superior Country. The following
campaigns took place during the 2023-24 fiscal year.

NTARIO
ONTA

CANADA
May-June 2023, Market: Ontario & United States

IMPRESSIONS | 8,656,884 AD CLICKS | 146,509

FLY FISHING CAMPAIGN

August- September 2023, Market: Ontario & United States,

IMPRESSIONS | 8,395,731 AD CLICKS | 171,630

AVID ANGLING CAMPAIGN

August- September 2023, Market: Ontario & United States,

IMPRESSIONS | 33,074,787 AD CLICKS
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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

while the majority lands on

LakeSuperiorCircleTour.info.

|

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 toward outbound link clicks to stakeholder
websites.

KEY PERFORMACE INDICATORS

GOAL

OBJECTIVE ACHIEVED

TOTAL
SESSIONS

GOAL

PAGEVIEWS
ACHIEVED

OBJECTIVE

GOAL

OUTBOUND
CLICKS

OBJECTIVE

ACHIEVED

OBJECTIVE GOAL
ACHIEVED
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Superior Country Travel Guide

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 organization have an enhanced listing within the guide
and, when appropriate, are highlighted within the Lodge and Outfitter
list. As the target markets of 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. In addition to the three sport
shows Superior Country attended the Travel Guide was also distributed at multiple shows
staffed by Sunset Country. Superior and Sunset exchanged guides to distribute at the shows
they each attended. Superior Country Travel Guides were also sent to Destination Ontario for
distribution at the Toronto Sportsman Show.

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
OBJECTIVE
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Superior"C'ountr'y 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 Meta (Facebook/Instagram) advertising

more so over the others as it has seen the greatest return on investment.

2023-24 SOCIAL MEDIA DATA

SUPERIOR COUNTRY FACEBOOK FOLLOWERS

20,202

SUPERIOR COUNTRY FACEBOOK ENGAGEMENT

239,587

SUPERIOR COUNTRY HUNTING FACEBOOK FOLLOWERS

3,278

SUPERIOR COUNTRY FACEBOOK HUNT ENGAGEMENT

7,348

SUPERIOR COUNTRY INSTAGRAM FOLLOWERS

2,669

SUPERIOR COUNTRY TIKTOK FOLLOWERS

242




NorthernOntario.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

§uper|or Country assists the portal in megtlng —
its goal to educate consumers on the tourism
products of Northern Ontario. . A

KEY PERFORMACE INDICATORS

GOAL
SESSIONS OBJECTIVE ACHIEVED

SIS OBJECTIVE SORL
o
CLICKS roneves | T 39%
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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. This 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 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

WORLD-CLASS
TOURING

USERS 525K OBJECTIVE \L-ZZ% 28:\:‘EVED /]\ 26%
SESSIONS 645K OBJECTIVE ¢-22% 28:\:‘EVED /]‘ 29%
\F;g\fs 1.1M OBJECTIVE \L-ZZ% igI:\:‘EVED \l/ -32%
g\lilGS-Ir'II'II\EAE 2:17 OBJECTIVE 0% iccz)l:\lLEVED T 49%
8EIIJBKCS)UND 25K OBJECTIVE \I/'ZZ% iccz)l:\lLEVED V9%

18



Lake Superlof Clrcle Tour Moblle Ap

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
LakeSuperiorCircleTour.info website and contains the same information and
filtration system.

'C

This past fiscal year Superior Country recognized the operating system of
choice within Circle Tour geographical target markets was IOS. As such the
organization more heavily concentrated on advertising the app toward
Apple users.

KEY PERFORMACE INDICATORS

APPLE \l/ -GO GOAL /I\ 0
DOWLADS 9.7K OBJECTIVE 6% ACHIEVED 122%
GOOGLE \l/ _RO GOAL \l/ _990
nownLoans 2-1K QEHIECTE 6% ACHIEVED 22%
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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 and prints up to 80,000 copies of the Lake Superior Circle Tour
on an annual basis. It contains great resources such as a campground list, a
map, distances charts, border crossing information, and much more. It also
features the Lake Superior Ale Trail, the Lake Superior Java Journey, and
the Lake Superior Stamp Program, which allows 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

ONLINE GOAL AN 0
OBJECTIVE .|, -39
ORDERS 9.1K N -3% ACHIEVED 21%
REFERRALS 2.B5K oBJECTIVE |, ~3% ACEI?EA\;‘ED T 32%
PRINT
_ 0 GOAL _QO
pistrisution 72K OBJECTIVE \l/ 14% ACHIEVED \]/ 6%
SPORT GOAL
(o)
SHOWS 1.1K oBJECTVE 0% ACHIEVED /l\ 74%
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ake Superior Circle Tour Social Media

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 primarily utilizes Meta (Facebook/Instagram) advertising 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. Superior Country encourages stakeholders
that advertise within Lake Superior Circle Tour Adventure Guide to become members of the
Facebook Group and become a part of the conversation!

2023-24 SOCIAL MEDIA DATA

f FACEBOOK PAGE FOLLOWERS 48,722

FACEBOOK PAGE ENGAGEMENT 453,226
f FACEBOOK GROUP FOLLOWERS 24,490
FACEBOOK GROUP ENGAGEMENT 159,833
INSTAGRAM FOLLOWERS 4,723
TIKTOK FOLLOWERS 309
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uperior Services

Superior Country offers several different Superior Services from marketing to 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. These come with a cost of $1,000. $200 of that $1,000 purchase is put
directly into advertising the corresponding article for a 7-day social media campaign.

Project management services allow the organization to earn revenues while playing a larger
role in product development and marketing across the region. These additional revenues assist
the organization in remaining self sustainable and less dependent on dollars acquired through
the delivery of funded marketing initiatives. While some project management services are
smaller in scope, others, such as those pertaining to MAT taxes or cruise ships, can be quite
large. Project Management fees vary depending on the project.

Superior Skiing Campaign

Superior Country completed social media marketing packages, to
advertising skiing, for Manitouwadge and Thunder Bay. Each
municipality not only received regular package benefits but were
also included within the organizations Superior Skiing campaign.
This allowed each municipality to leverage their package into
additional advertising benefits. The campaign included several
content pieces that all interlinked into one another. Terrace Bay
was also going to take part in the campaign but were unable due to
a lack of snow.

SOCIAL MEDIA MARKETING PACKAGE

Y4

Superior Golfing Campaign

Superior Country completed social media marketing packages, to
advertise golfing in Manitouwadge, Terrace Bay, and Thunder Bay.
Each municipality not only received regular package benefits but
were also included within the organization’s Superior Golfing
campaign. This allowed each municipality to leverage their
package into additional advertising benefits. The campaign
included several content pieces that all interlinked into one
another.

SOCIAL MEDIA MARKETING PACKAGE
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Although Superior Country is neither for nor against the implementation of a Municipal
Accommodation Tax, we hope that communities that choose to implement a MAT consider
Superior Country as a potential arms-length non-profit tourism entity that is eligible to oversee
50% of a municipality’s MAT dollars. Superior Country is currently working with both Terrace
Bay and Nipigon in this respect.

Superior Country staff developed terms of reference for a MAT
steering committee, and is responsible for developing, initiating, and
reporting on marketing and tourism development within an annual
budget. The budget is set by the MAT committee, and all decisions
are made by the committee, with expert guidance and
recommendations from Superior Country.

Since implementation of the MAT in Terrace Bay Superior Country
has overseen the development of a Five-Year Terrace Bay Tourism
Marketing Plan, designed and implemented a new
VisitTerraceBay.ca website, developed a community brochure,
overseen a digital asset collection project, has had multiple blogs
developed, and has run several advertising campaigns. In addition,
the Terrace Bay MAT Committee has also supplied partnership
dollars to the Township in the implementation of their Wayfinding

and Interpretation Project. PROJECT MANAGEMENT

Nipigon

In October of 2024, Superior Country was selected by the
Township of Nipigon as the arms-length tourism entity to oversee
50% of their MAT dollars. Over the coming months, Superior
Country will enter into an agreement with the Township, develop
terms of reference for a Nipigon MAT Committee, and accept
applications for committee members. It is anticipated that the first
order of business for the committee will be to develop a Nipigon
Tourism Marketing Plan, to provide a roadmap for future marketing

and development.
PROJECT MANAGEMENT
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In 2022, Thunder Bay welcomed expedition cruise ships for the first time in several years,
while Silver Islet welcomed their first cruise ships ever. The cruising experience was a
positive one, and it became apparent to Superior Country that the great lakes expedition
cruise market had a potential to expand and move further up the north shore. It was clear
that a plan needed to be developed to prepare communities and attractions for this
exciting tourism market expansion.

With funding from Parks Canada, Superior Country embarked on the development of a
Lake Superior North Shore Cruise Ship Readiness Plan. The plan was completed in
December 2022 and recommended that Superior Country be the entity to play the lead
role in attracting cruise ships and coordinating shore excursions in the Lake Superior North
Shore region. Over the past two years, Superior Country has been implementing the plan.
The organization assisted in holding a FAM, and hosted its own, to bring cruise line decision
makers to the region, developed the Lake Superior North Shore Inside Passage branding
kit, produced a regional brochure for cruise lines, and built several partnerships with local
stakeholders to develop shore excursions. In 2024 Superior Country also hired a
professional videographer to collect digital assets of the visiting ships which will be used in
future advertising and public relation initiatives.

The following is a breakdown of expedition cruising in the Lake Superior North Shore
Passage through the 2023 and 2024 seasons administered by Superior Country.

KEY PERFORMANCE
INDICATORS 2023 SEASON 2024 SEASON
. . Two: Viking and Hapag- Three: Viking, Hapag-
# of Cruise Lines Lloyd Lloyd, Ponant
# of Unique Guests Served 550 1,256

Five: Battle Island, Silver
One: Battle Island Islet, Red Rock, Rossport,
Terrace Bay.

# of Communities/Harbours
Visited

Direct Economic Impact $22,000 $99,000

PROJECT MANAGEMENT 24
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Project Update

TThe LSNST Project began as 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
secured funding to implement a Phase Il that will see the project continue until
November 2026. The project covers the coordinator ‘s salary. In addition,
Superior Country entered into a three-year contribution agreement with Parks
Canada to assist in funding significant product development and marketing
initiatives. Additional project funding is obtained on a case-by-case basis
through various programs and partnerships. Phase Il partners, in addition to
Parks Canada, are Destination Northern Ontario, Superior North CFDC, Dorion,
Red Rock, Nipigon, Schreiber, Terrace Bay and Marathon.

The following is a summary of the initiatives that the Tourism Coordinator has
been working on through the LSNST Project over the past year.




Motorized Trails

Ontario Federation of Snowmobile Clubs (OFSC) former District 16, which
covered Pigeon River, east to Marathon, and north to Geraldton, was
dissolved in 2012. This abruptly ended the existence of snowmobile tourism, a
substantial source of “low season” revenue for regional businesses who
catered to sledders, such as accommodations and restaurants.

With a renewed interest in snowmobiling following the COVID-19 pandemic,
as well as a strong motivation for our members and stakeholders to develop
and market winter tourism product, Superior Country is undertaking the
completion of a Lake Superior Regional Snowmobiling Feasibility Study. The
study is being funded through the LSNST Project, in partnership with DNO,
Thunder Bay MAT fund, Superior North CFDC, and partner communities.The
study, which is expected to be completed by March 31st, 2025, will identify
the issues that caused District 16 to dissolve, inventory the gaps that exist,
study the potential of reviving the trails in a sustainable manner, and if
feasible, set out an actionable plan to re-develop snowmobiling trails in the

k 4‘) region.

N

Non-motorized Trails

The Top of Superior Hiking Trails Guide that was developed through the
LSNST Project in 2023 has proven to be a valuable wayfinding and
promotional tool for signature hiking trails from Dorion to Manitouwadge. The
guide is available in both English and French and continues to be distributed
by Superior Country to Tourist Information Centres, Museums, and
Interpretive Centres throughout the region.

In regard to cycling, the Tourism Coordinator initiated partnerships in 2021
with Algoma Country and Thunder Bay CEDC to contribute to the
development of a feasibility and marketing study that investigates a Lake
Superior expansion of the Great Lakes Waterfront Trail cycling product. The
trail ends in Sault Ste. Marie, as such the expansion would reach from that

4 point to the Pigeon River border crossing. The Waterfront Regeneration Trust,
: B also the steward of the trail, was hired to complete the 2022 study. The LSNST
NS fq Project then contributed $5,000 to Phase Il of the expansion (2023), which
focussed on the mapping and signage. In the spring of 2024, park and ride

§ itineraries for the expansion were mapped and signed for Wawa, Marathon,
Terrace Bay-Schreiber, and Nipigon-Red Rock. The itineraries are listed on the
Great Lakes Waterfront Trail website. In addition, Superior Country obtained
digital assets for the itineraries in the fall of 2024, which Superior Country will
use to promote the itineraries.
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Culinary

The Superior Picnic program, established in 2021, continued to run through
the 2024 summer season. The focus for marketing is on the six Superior Picnic
locations, with a call to action to purchase a take-away picnic lunch from a
local restaurant. Food operators who choose to participate in the program by
including a local ingredient in a picnic special, and who participate actively in
the program, are listed on the Superior Picnics landing page on our website.
One food operator, the Grill Shack in Dorion, took part in the program this

| year. Through data they kept, they reported that 35 out of province visitors
and 42 locals enjoyed the picnic special this summer. Superior Country
provided Grill Shack with printed, ¥4 page maps to the nearby Superior Picnics
site. They were found to be helpful to the visiting picknickers, and
approximately 50 of the maps were distributed.

Moving forward, the Tourism Coordinator will continue to implement the
Celebrating Food and Drink Around Lake Superior’s North Shore culinary
strategy (2021), with a focus on creating a regional narrative connecting the

) outdoors with food and drink.

Boating

In Ontario’s Superior Country, despite its location on the shores of Lake
Superior, there are no organizations actively developing product or marketing
boating along the Canadian shore. To address this missed opportunity,
Superior Country oversaw the completion of a Lake Superior North Shore
Boater Market Readiness Plan. Completed in March 2024, the plan reports on
current north shore facilities, services and infrastructure. It also identifies

=" caps and provides a roadmap for market-readiness, including timeless and
costs, for filling those gaps. The plan encompasses communities along the
coastal area from Pigeon River east to Marathon, as well as multiple on-water
attractions such as Battle and Porphyry Islands. The first step in
implementing the plan will be the establishment of a Lake Superior Boating

4 Working Group.

& o Wayfinding/Interpretive Sighage

In 2024, Lake Superior Circle Tour wayfinding kiosks that were purchased
through the LSNST Project were installed in Nipigon, Schreiber, Terrace Bay
and Marathon. They are in addition to the popular kiosks that were installed
by Superior Country a few years prior at the Terry Fox Tourist Information
Centre in Thunder Bay, at the Red Rock Marina Interpretive Centre, and at the
Wawa Goose Tourist Information Centre.
A bilingual Slate Islands interpretive panel was designed and fabricated
| ~ 1 through the LSNST Project. This attractive, informative panel was installed by
P e 8 | the Township of Terrace Bay at their beach. This panel was completed in

: Al addition to the Porphyry Island Panels installed in Silver Islet and Thunder
Bay.
+ “You’rein Superior Country” billboards were designed, fabricated and
1 installed within the Shuniah and Red Rock area by the LSNST Project. Superior
Country, separate from the project, has since installed “Welcome to Superior
Country” gateway billboards west of White River and on the Canadian side of
Pigeon River.
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Group of Seven/Indigenous Group of Seven

Beginning in 2022, the Tourism Coordinator 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 metal bird, in recognition of Morrisseau’s spirit name

4 “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. In early 2024 a
landing page for the Superior Country website was created, and content
developed to promote the monument. Implementation of the Group of
Seven/Indigenous Group of Seven Strategy (2021) will continue into 2025 with
the potential development of Indigenous arts workshops (ie, learning to paint
in the Woodland style) that can be offered by Indigenous arts to locals and
tourists at various locations within the region.

2SLGBTQIA+ Tourism Strategy and Plan

In partnership with DNO and Tourism thunder Bay, Superior Country took the
lead to facilitate the development of a 2SLGBTQIA+ Tourism Strategy and
Plan. Completed in 2023, it is designed to position the region as a desired
destination for members of the 2SLBTQIA+ community.

Implementation initiatives that have been completed over the past year
include the establishment of a 2SLGBTQIA+ Tourism Working Group (in
partnership with Tourism Thunder Bay), and the development and
distribution of a digital booklet entitled “Tips to Successfully Welcome
2SLGBTQIA+ Guests to your Business/Community: Enhancing Customer
Engagement & Loyalty”. In addition, Superior Country’s Executive Director
and Tourism Coordinator completed a “Train the Trainer” Diversity and

d Inclusion in the Tourism Industry course delivered by Canada’s LGBT+
Chamber of Commerce. Superior Country will offer this training to
communities, organizations and businesses in 2025. Superior Country has also
started to build a 2SLGBTQIA+ digital database. These photos and videos are
already being used in our marketing initiatives and are available to
communities and attractions to be used on their websites and social media
channels. Superior Country will continue to implement the plan in alignment
with its partners and stakeholders.
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I.ookmg Ahead tthe

New Full Time Position

A new fulltime Marketing Assistant position, with a focus on graphic design, is
» to be created and filled. This position will not only assist the organization in

' marketing campaign output but will also have a high focus on graphic design.

This position will allow the organization to bring many design services in-

house.

C NOW
HIRING.

4 . Marketing Pillars

| While many marketing initiatives under each product pillar will remain the
same, some are being altered and expanded. Superior Country has officially
added snowmobiling as a secondary experience focus to its Touring
marketing. Under Nature and Adventure Superior Country is hoping to expand
its marketing to include the promotion of the newly developed cycling tours
in the region. While the organization will stick to its efforts in marketing to avid
fish/hunt markets, and attracting new markets through family-fishing
campaigns, Superior Country will also focus on developing and attracting the
fly-fishing market. This effort will begin with having the New Fly Fisher
television program visit the region to shoot two episodes and assisting at least
one stakeholder in developing a fly-fishing package. Small 2SLGBTQIA+
marketing advertising campaigns will also be incorporated into product pillar
campaigns when and where appropriate.

Destination Ontario is also expanding its marketing tactics from Fish/Hunt ad
campaigns with direct links to DMO websites to Touring and
Nature/Adventure campaigns. This will see additional ad campaigns leading
directly to SuperiorCountry.ca. In the 2024-25 fiscal, in addition to the Family
Fishing, Fly Fishing, and Avid Angling campaigns, we have also seen a
Motorcycle Campaign, and a Paddling/Cycling Campaign!

Superior Country has continually invested and partnered in several projects
to gain digital assets within several different product pillars and niche
product/experience offerings. However, moving into the new fiscal Superior
Country is making a larger effort to host additional familiarization tours to not
only increase its digital assets but to also increase its marketing and product

. development efforts. Coming this fiscal: Lake Superior Circle Tour Auto FAM,
""""" e - 8 What a Ride Motorcycle Campaign, North Shore Cycling FAM, What a Ride

g . Snowmobiling Campaign, a small town ski and play FAM, and a 2SLGBTQIA+

Fishing and Nature Retreat.
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New Member Map

The Superior Country Travel Guide is being replaced with the all-new Superior
Country Member Map in January 2025. This new publication will contain a
large, detailed map of the region which will highlight the members of the
organization. With great effort being put into labeling lakes and rivers this new
piece will be great for the fish/hunt markets but will also be beneficial to all
others. A new 20-foot sport show booth, highlighting the regional map, is also
being developed.

An all-new, well needed, Superior Country website is being developed with an
anticipated launch date of January 2025. The new site is being built to better
showcase not only the members, but all that the region has to offer to
travelers. Entirely new sections are being developed and will contain much
more elaborate information and photos than the existing site. Taking a “visitor
{ first mindset” Superior Country will be listing some non-members to ensure
all areas of the site are beneficial to the traveller. However, while non-
members will only have their basic information listed (name and link),
members will be receiving a lot of additional benefits including enhanced
listings, and detailed profile pages showcasing general information, contact
information, photos, videos, and related story links. Members will be highly
more viewable than non-members. This new website is being built with

7 extreme concentration toward driving clicks to member websites.

Cruise Ships

Superior Country is continuing its efforts to increase the economic impact of
Cruise Ships within the region. This will be done through the continued
development of partnerships with regional organizations and local
stakeholders. An additional Cruise familiarization tour is planned for 2025
which will bring a minimum of four cruise line decision makers to the area in
the hope of generating additional interest and visits to the Lake Superior
North Shore Inside Passage.




Members and Advertisers — Your support makes all this possible. Superior Country does not
receive any operational funding. The organization depends on the revenues generated through
memberships and advertising to operate and develop marketing tools such as websites, travel
guides, sport show booths, and more. Without your support and these resources, we would not be
able to gain tactical marketing dollars from Destination Northern Ontario or marketing
partnership dollars from Destination Ontario. Your support ensures Superior Country remains a
grass roots tourism organization with the ability to attract financial marketing and product
development support to the region!

Project Partners - In addition to regular marketing efforts Superior Country leads and takes part
in many marketing and product development projects. Numerous stakeholders, organizations, and
communities financially contribute to these projects in addition to their regular membership and
advertising purchases. This is especially the case with partners involved in the Lake Superior
North Shore Project.

Lake Superior National Marine Conservation Area — The Lake Superior NMCA has not only been
crucial to Superior Country’s efforts through the Lake Superior North Shore Project but has also
supported the organization with countless marketing and product development initiatives
through financial contributions.

Destination Marketing Organizations — Superior Country continues to work with Sunset Country,
Algoma Country, and Northeastern Ontario Tourism, when and where appropriate. The
organization extends thanks to each and especially to its neighbours Sunset and Algoma for their
continued support, guidance, and partnerships.

Destination Northern Ontario - Not only does Destination Northern Ontario provide Superior
Country with tactical marketing dollars but they also partner with the organization on several
different marketing campaigns and product development campaigns. Destination Northern
Ontario’s support is crucial toward Superior Country’s ability to promote and further develop the
region as a tourism destination.

Destination Ontario — While Destination Ontario contributes to Superior Country’s product pillar
advertising efforts through a marketing partnership, they also run several ad campaigns that
directly impacts the organizations’ ability to promote its members. They bring supplementary
media opportunities to the region and share a wealth of knowledge through their regular digital
campaigns and digital advertising experiments with Superior Country.

Tourism Thunder Bay — The team at Tourism Thunder Bay has been crucial in attracting cruise
ships to the Canadian side of Lake Superior. It is through their successes that Superior Country
has been able to develop and promote the communities and attractions along the North Shore.
Tourism Thunder Bay has also assisted Superior Country in its efforts to promote the Lake
Superior North Shore Inside Passage by bringing our brochures to meetings and to Sea Trade.

31



