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Criteria for Successful Brand Messaging
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 Unique

 Consistent

 Innovative

 Focused

 Aligned
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Business Objectives
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Marketing Objective

Come for an overnight visit 
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MARKET PRIORITIES
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Market Priorities
Tier 1: Brand Advertising + Travel Trade + Media Relations

Tier 2: CTC Partnerships + Travel Trade + Media Relations

Tier 3: Media Relations
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TARGET AUDIENCE
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“Volume Vs. Value” – North America

Pampered Relaxers

Sports Lovers

Knowledge Seekers

Up and Coming Explorers

Connected Explorers

Aces

Outgoing Mature Couples

Family Memory Builders

Mellow Vacationers

Nature Lovers

Solitaires

Youthful Socializers
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Share Of Travellers Dollars
(Spent by household in past year)
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Connected Explorers
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Up & Coming Explorers
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Knowledge Seekers
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Family Memory Builders
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Month 
ContinuityPlan

Themed Campaigns
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In Market: May 2014

Target Audience: Up & Coming Explorers and Family 
Memory Builders

Theme: Summer is Ontario's time to shine. Inspire the 
domestic and American markets to spend their summer 
holidays exploring the absolute best Ontario has to offer

Editorial: focused on the “best of” lists - best beaches, best 
patios, best must-see tours, best shopping, best poutine, best 
new wineries

Products: everything and anything

Distribution: 
1. New York City, Upstate NY, MI and PA  – local daily 

papers & USA Today (approx. 1.3 million copies)
2. Ontario – local daily papers, polybag with specific 

magazines, OTIC’s (approx. 400k copies)
3. Tablet
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Campaign Components
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In Market: September 2014

Target Audience: Connected Explorer and Knowledge Seeker

Theme: The local hotspots across the province – the places you 
wouldn’t know about if a local didn’t tell you.

Editorial: Inspire Ontarians to explore their backyards and share 
them with friends and family. And inspire our American neighbours 
to come up and the find hidden gems of Ontario.
Strong social element to encourage readers to share their insider 
tips and hidden gems. 

Products: local galleries,  boutiques, mom-and-pop shops, cool 
cafes, hole-in-the-wall places, local trends

Distribution:
1. Ontario – local daily papers, polybag with specific magazines, 

OTIC’s (approx. 400k copies)
2. Upstate New York, MI and PA – local daily papers, USA today 

in specific markets and polybag with specific magazines 
(approx. 1 million copies)

3. Tablet
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Campaign Components
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In Market: November 2014

Target Audience: Connected Explorers, Up & Coming Explorers, Knowledge 
Seekers, Family Memory Builders

Theme: we’ll show you why there’s no place like Ontario during the holidays. 
Inspire domestic markets to showcase the province to friends and family and 
persuade American markets to take their winter holidays in Ontario

Editorial: the essential Ontario gift guide, holiday festivals & events, 
performing arts, New Year’s activities, where to take the kids post-holidays 

Products: local/interesting stores & boutiques, holiday & winter activities, 
attractions/things to do with kids over the holidays

Distribution:
1. Ontario – local daily papers, polybag with specific magazine, OTIC’s 

(approx 400k copies)
2. Upstate NY, MI & PA – local dailies, US Today in specific markets(approx. 

1 million copies)
3. Tablet
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Campaign Components
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In Market: January 2015

Target Audience: Core avid outdoor enthusiasts

Theme: We will present all of Northern Ontario’s outdoor experiences 
(including winter) attractions, events and cities in one magazine. 

Editorial: The focus of this issue will be on the four avid outdoor 
segments, their sub experiences and key leisure travel attractions and 
events. The planning and booking cycle for avid outdoor and summer 
vacations is January – March in both the domestic and US markets. 
This issue will include winter as well as spring/summer activities.

Products: hunting, fishing, recreational motorsports, nature and 
adventure and cities and attractions

Distribution: 
1. Ontario - Targeted retail distribution, consumer shows, OTIC’s, 

polybag with speciality outdoor magazine, daily papers (approx. 
400k copies)

2. Upstate NY, MI & PA - Targeted retail distribution, consumer 
shows, polybag with speciality outdoor magazine, daily papers 
(approx. 1.3 million copies)

3. Tablet
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Campaign Components


