


Greetings

A Message from the Chair

Welcome to Outlook, the 20052006 Marketing Program of the Ontario
Tourism Marketing Partnership Corporation (OTMPC). The marketing
program was developed as a result of consultations with tourism partners
and stakeholders at Partmership Forums held across the province.

Recommendations and input from the OTMPC Board of Directors and

Committees were also provided.

On July 6, 2004 Tourism and Recreation Minister Jim Bradley announced the govern-
ment had renewed its commitment to promoting tourism in partnership with the industry
under the direction of the Ontario Tourism Marketing Partnership Corporation. I would
like to thank the industry for its support of our organization and for recognizing the
importance of strong and effective marketing through an industry-led marketing agency.

In rebounding from the challenges of 2003, OTMPC has been proactively implement-
ing aggressive marketing campaigns in the domestic, U.S. near border states, and overseas
markets with more direct mail, e-marketing, on-line contests and retail-oriented packaging
strategies. The Northern Ontario marketing strategy was approved and is moving forward
with campaigns to generate visitation and stimulate consumer interest.

Outlook 2005—-2006 reflects market trends and opportunities and responds effectively to
the interests of Ontario’s tourism industry operators. It highlights some of our key successes
in 2004, many of which strongly illustrate the benefits of partner-oriented marketing.

In 2003-2004, tourism industry investment with OTMPC totalled $14.5 million in the
core marketing program and $7.5 million in the Tourism Revitalization Program. This
commitment has been vital to the successful marketing of Ontario.

In support of the Ontario Tourism Strategy, the Board of Directors, Committee Chairs
and Vice Chairs collaborated with the Ministry of Tourism and Recreation to provide
priority recommendations on the strategy and specific implementation plans. The long-
term strategy will guide tourism activity through to 2010.

On behalf of the Board of Directors, I encourage you to make the most of the opportu-
nities available in Outlook 2005-2006. Your participation is key to promoting the
continued growth and vitality of tourism in Ontario.

Anne Marshall
Chair of the Board of Directors, OTMPC

A Message from the President and CEO

Marketing in today’s environment is a considerable challenge.
Generalized ‘same old’ advertising approaches are not breaking through
to consumers in this new tourism marketing paradigm. To compete,
we are investing in new approaches in 2005-2006 to reach our target
consumers. This includes the inOntario magazine, event-based

promotions, retail-oriented campaigns, unpaid media coverage and

e-marketing tactics.

We will continue to work in 2005 to develop Ontario’s tourism brand strategy. To
regain awareness and market share for the province, OTMPC needs to re-position
Ontario, by highlighting the best of Ontario’s experiences.

In the coming year, expect our markets to continue to rebound. Domestic tourism was
expected to rebound in 2004, and post continued, moderate growth in the coming three
years. Rebound from the U.S. market is much slower and is expected to take several
years. Continuing threat of terrorism and border crossing delays lead to an increasing
preference of U.S. consumers to travel within their own country. Overcoming these
barriers will require presenting consumers with compelling and unique product offerings.
We have seen significant rebound from the overseas market, though visitation is yet to
reach pre-9/11 levels. Continued presence in these markets over the past two years has
contributed to a quick recovery.

Since 2003, we have had an increased marketing budget with tourism revitalization
funds. In partnership with the Ministry of Tourism and Recreation’s Tourism
Revitalization Office, we have executed many aggressive, partnered marketing campaigns
to attract much needed tourism visitation to Ontario. Tourism Revitalization funded
initiatives generated $11 of visitors’ spending for every dollar spent.

On behalf of OTMPC and our staff, I welcome our incoming President and CEO,
Sandra Mclnnis. I extend my thanks to our industry partners and colleagues for their
efforts in the past year. We look forward to continuing to work together in 2005-2006
to re-build market share, visitation, tourism expenditures and profits for Ontario’s
tourism Sector.

Bill Kenny
(A) President and CEO,
Ontario Tourism Marketing Partnership Corporation






An Introduction to the Ontario Tourism Marketing Partnership Corporation

The Ontario Tourism Marketing Partnership Corporation
(OTMPCQ) is the tourism marketing agency of the
Government of Ontario. The corporation combines the

. ., .
expertise and resources of the province’s marketing team
and Ontario tourism businesses, associations and operators

in a unique and exciting private/public sector partnership.

Vision
To make Ontario the premier four-season destination by
offering our guests satisfying experiences in our diverse

nature, communities and culture.

Purpose

The Ontario Tourism Marketing Partnership Corporation
collaborates with tourism partners and colleagues at
home and internationally to develop and deliver exciting,

integrated, research-driven marketing programs.

Mission

The OTMPC’s mission is to grow Ontario’s tourism
sector year-round by stimulating increased consumer
spending and visits and by generating greater partnership
participation. The OTMPC will work strategically, proac-
tively and collaboratively with the tourism industry to
market Ontario as a travel destination in key markets. By
working to improve continuously and evolve as a
successful private/public partnership, the OTMPC plays a
key role in strengthening Ontario’s tourism economy and

establishing Ontario as a premier, four-season destination.
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Services and Resources Performance

* Strategic planning The OTMPC is monitored through public and private

* Marketing research and market development sector assessment through a Board of Directors and market
* Multimedia advertising and product committees. The OTMPC’s Marketing

* Consumer information services and publications Performance Assessment Committee (MPAC) monitors all
* Travel trade relations and public/media relations marketing activities on an ongoing basis to ensure that

appropriate performance measures are in place and reported
on a regular basis to the OTMPC Board of Directors.

For more information about the role of OTMPC, please

visit www.tourismpartners.com and select ‘About OTMPC'.

The OTMPC Board of Directors, Committee Chairs and Vice-Chairs (left to right): Edward Meijer, Ferg Devins, Gino Giancola — Chair,
City Committee, Virginia McKenzie, Rob Skelly — Chair, Northern Tourism Marketing Committee, Britta Winther — Chair, MC&IT Sub
Committee, Cindy King — Vice-Chair, Town and Country Committee, Gord Baker — (A) Chair, Outdoor Committee, Antonio Cimolino,
Anne Marshall — Chair, Board of Directors, Robert Rubenstein — Vice-Chair Marketing Performance Assessment Committee (MPAC),
Roger Liddle, Bill Kenny — (A) President and CEO, OTMPC, Ken Lambert, Bruce Walker, Joel Peters, Bill Allen — Deputy Minister,
Ministry of Tourism and Recreation, Anthony Annunziata, Mike Ruby — Chair, Overseas Committee.

(Absent — Board Directors; Paul Dinner, Michael Franceschini, Michael Mulhall. Absent — Committee Chairs; Nick Vesley — Chair,
North America Committee, Noel Buckley — Vice-Chair, North America Committee, Nicole Guertin —Vice-Chair, Northern Tourism
Marketing Committee, Suzanne Janke — Chair, Town and Country Committee, Rosanne Longo - Vice-Chair, Overseas Committee,
Grace Cerniuk — Vice-Chair, MC&IT Sub Committee).



Tourism and the Ontario Economy

Ontario’s tourism marketing programs are centred around
building the Ontario brand while generating awareness
of Ontario as an exciting and diverse four-season destina-
tion. Programs promote ‘best in class” travel experiences
that have the greatest appeal to select target audiences in
each of the province’s four markets: Domestic, United
States, Europe and Asia-Pacific. Ontario is the predomi-
nant gateway into Canada and boasts Canada’s largest
tourism industry — accounting for 38% of total national

tourism revenues and 43% of total national visitorsT.

It’s no surprise that tourism is credited with directly
contributing more than $7 billion to Ontario’s Gross
Domestic Product (GDP). The OTMPC remains com-
mitted and ready to work with industry to develop new

ways to generate more revenue through visitor spending.

2002

* Total trips: 129.9 million

* Opverall visitor expenditures: $17.9 billion
* Percentage spent by foreign visitors: 41%
* Foreign exchange revenue to the

Ontario economy: $7.4 billion

Source: Statistics Canada, Domestic and International Travel Surveys, 2002

* Provincial tax revenues generated by visitors to
Ontario: $2.2 billion
e Employment generated by tourism: 289,000 jobs

Ontario Ministry of Tourism and Recreation, Economic Impact Model 2002
tOntario Ministry of Tourism and Recreation, 2002

Markets

Total Trips in Ontario,
by Market in 2002

73% Ontario

5% Other Canada

17% U.S. Border States
3% Other U.S.

2% Overseas

Total Expenditures in Ontario,
by Market in 2002

51% Ontario
8% Other Canada

17% U.S. Border States

10% Other

14% Overseas

Source: Statistics Canada, Canadian Travel Survey and International
Travel Survey, 2002
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Market Overview

Current Climate
The past few years have been difficult for Ontario’s

tourism industry.

9/11, the war in Iraq and the continuing threat of

terrorism had a negative impact on international travel.

The 2003 SARS outbreak in Toronto and the pursuant
World Health Organization (WHO) advisory against
travel to Toronto tarnished Toronto’s and Ontario’s image
as a safe destination. While the outbreak was contained to
hospitals and SARS was eliminated by the end of the
summer, the resulting less favourable perceptions of
Ontario as a travel destination in international markets

remains difficult to overcome.

The U.S. economy is forecasted to grow moderately
between 2005 and 2007. As for Canada, the U.S. rebound
is expected to lead to more exports, but the higher dollar
will dampen GDP growth to about 3% in 2004, and a

similar growth rate is also expected in the following years.

The stronger Canadian dollar makes travel to Canada
more expensive, while conversely travel from Ontario to

foreign destinations is more appealing for residents.

In the domestic market, a weaker than expected
disposable income growth might negatively impact on
leisure travel growth, while in the U.S. markets, border
crossing issues, high gas prices and a weaker U.S. dollar

hamper rebound’.

After a steep decline in overseas border crossings to
Ontario in 2002 and 2003, strong rebound was observed
in the first eight months of 2004.

The last wave of the Travel Intentions Survey indicates
that in the U.S. market, the trend of taking fewer, shorter
or closer to home trips may have started to become
engrained?. Continuing security alerts in the U.S. and
delays at border crossings led U.S. travellers to seek out
domestic destinations, and there are indications that,
under the current circumstances, there is a growing
preference towards travelling within the U.S. for

shorter trips.

As a result, domestic visitation is forecasted to reach
pre-9/11 levels in 2004 and post moderate growth in the
coming three years. U.S. visitation to Ontario, however, is
not expected to reach pre-9/11 levels within the next
three years. The overseas market is forecasted to continue
to grow at a relatively fast rate, reaching pre-9/11 levels

by 2006-2007.

T Canadian Tourism Research Institute
2TNS: Ministry of Tourism and Recreation Travel Intentions Survey,
June 2004



Market Priorities Assessment

Forecast
2002 GDP
Market Pleasure Trips Overnight Pleasure Avg. Spend per | 2004 | 2005 Assessment Priority
(Millions) Pleasure Trips Spending Person per North
(Millions) (Billions $) Pleasure Trip America
Total North America* 54.1 223 $6.9 $ 128
Domestic 40.2 17.6 $4.5 $ 113 3.0% | 3.2%
Ontario 38.8 16.1 $ 4.1 $ 108 3.1% | 3.5% | — largest market with best potential for growth 1
Quebec 1.2 0.8 $0.2 $ 163 3.2% | 2.9% | — opportunity market 3
Manitoba 0.4 0.3 $0.03 $90 3.0% | 2.9% | — important market for Northwestern Ontario 4
U.S.* 13.9 4.9 $2.4 $172 4.4% | 3.6%
Border 11.6 3.6 $1.8 $ 151 — Ontario needs to regain positive image as a safe 2
New York 4.6 1.0 $0.5 $ 105 destination post SARS
Michigan 4.5 1.2 $0.6 $ 137 — border crossing delays and security measures an issue
Pennsylvania 0.7 0.4 $0.1 $ 222 for visitation by car from near border markets
Ohio 1.0 0.5 $0.2 $ 227
Ilinois 0.3 (W) $0.1 $ 364
Wisconsin 0.2 0.2 $0.1 $ 429
Minnesota 0.4 0.2 $0.1 $ 224
Rest of U.S. 2.3 1.3 $ 0.6 $ 278 5
Market Pleasure Trips Overnight Pleasure Avg. Spend per | 2004 | 2005 Assessment Priority
(Millions) Pleasure Trips Spending Person per Over-
(Millions) (Billions $) Pleasure Trip seas
Overseas* 0.9 0.7 $0.6 $ 724
Europe 0.5 0.4 $0.3 $719 3.4% | 2.8% | — maintain presence and focus on travel trade/media relations
UK 0.2 0.2 $0.1 $ 798 1.6% | 2.0% | — partnered consumer advertising with CTC 1
Germany 0.1 0.1 $0.04 $ 699 — partnered consumer advertising with CTC 3
Asia-Pacific 0.3 0.2 $0.2 $ 634
Japan 0.1 0.1 $0.1 $ 686 4.2% | 2.5% 2
South Korea 0.02 0.01 $ 0.01 $ 324 5.5% | 6.1% | — focus on travel trade/media relations 5
Australia 0.03 0.03 $0.02 $595 3.4% | 3.4% 6
Emerging Markets
China 0.01 0.01 $0.02 $ 1,154 9.1% | 7.9% | — focus on travel trade/media relations 7
Mexico 0.04 0.04 $ 0.05 $ 1,157 3.8% | 4.1% | — focus on travel trade/media relations 4

Sources: StatsCan CTS/ITS 2002, Conference Board of Canada 2004

*U.S. and Overseas expenditures exclude carrier fares to Canada

Note: Please interpret small sample sizes with caution
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Strategic Directions for 2005-2006

2005-2006 Marketing Priorities —

Strategic Directions

On a year-round basis, OTMPC enhances and fine-tunes
marketing strategies to proactively promote Ontario as a
premier, four-season travel destination through an integrat-
ed business and marketing approach — involving industry
partners — to meet the needs of increasingly sophisticated
consumers. For 2005-2006, OTMPC will execute the
following strategies, developed through planning, market

research, and with input from our industry stakeholders.

inOntario Magazine

The anchor of our marketing efforts will be our new con-
sumer magazine, i7Ontario, the premier issue launched
Fall 2004. It is the primary celebration piece which
highlights the best seasonal experiences throughout the
province, in order to create demand for travel in each of
the seasons. The magazine best achieves our objective of
repositioning Ontario in the consumers’ minds, by bring-
ing to life and portraying Ontario’s experiences in a new
and exciting way. It also allows for communication of a
broad range of experiences in one focused format.
inOntario will integrate completely with our website, to
ensure consumers can get the information they need to
take part in the experiences showcased in the magazine or

get more information.

Experienced-based Marketing

We will build on our 2004 successes by continuing to
implement an experience-based approach to marketing.
This moves the focus from ‘lots of things to see and do’
to the strong emotional experiences possible when travel-
ling in Ontario. We will showcase Ontario’s ‘best in class/
signature’” experiences with high volume potential, inspir-
ing people to take a trip by bringing opportunities to life

in ways that are both unique and intriguing.

Experiences are being fine-tuned and grouped into cate-

gories which will form the cornerstone of the strategy:

¢ Outdoor Adventure (including snowmobiling
and angling)

e Lifestyles/Escapes (golf, spa, wine and culinary resorts,
gaming/casinos)

* Big City

* Town and Country

* Family Entertainment



Promotions and Public Relations

In 2004, OTMPC began devoting more effort to
promotional activities. This is a direction that we will
continue to build on for 2005-2006. The primary
objective is to create excitement around the getaway
opportunities that exist throughout the province, and to
enhance Ontario’s image as a fresh, fun, exciting and ‘new’
destination. We will, where appropriate and affordable:

i) create unique and compelling events with strong local
media appeal in order to secure public relations coverage in
the markets where the events occur; and/or ii) support
existing events already occurring in Ontario or which
have been brought to Ontario — with strong marketing
promotions, aimed at increasing overnight traffic to

the events.

Attracting More Corporate Partners

OTMPC has already established a variety of corporate
partnerships in the areas of advertising, promotions and
market/product development. In 2005-2006 we will work
to develop additional corporate partnerships in a proactive
manner. The foundation of this direction will be a corpo-
rate partners strategy to guide us in selecting the best non-
traditional partners. Priority will be placed on companies
who have an interest in the tourism industry and have
similar target audiences. In working with new corporate
partners we will strive to enhance our existing marketing
programs, as well as develop new, innovative initiatives

that are mutually beneficial to corporate partners and

OTMPC.

outlook 2005-2006
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North America Market

The domestic Ontario market and the U.S. border
markets are the main stimulators of Ontario’s tourism econ-
omy. Many events over the past few years have negatively

affected travel to and within Ontario from these markets.

Over the next four years, a focus for OTMPC’s marketing
program will be to rebuild visitation from the U.S. border
markets, which represent 21% of total pleasure trips to
Ontario and 22% of expenditures (2002)3. This is a high
yield market for Ontario, which will require additional
marketing focus as visitation is not forecasted to return to

pre 2001 visitation levels for six years.

In 2002, U.S. travellers took 26.3 million same-day and
overnight trips to Ontario, contributing $4.9 billion to
the Ontario economy. Overnight pleasure trips from the
U.S. equalled 4.9 million. The border states (Michigan,
New York, Ohio, Pennsylvania, Minnesota, Wisconsin
and Illinois) represent 74% of these trips. Overnight
pleasure trips from the U.S. border states generated over
$1.2 billion in revenue for the province. Average length of
stay of overnight pleasure trips from the U.S. border states

is 3.2 nights, with an average trip expenditure per person

of $334.

U.S. Border — Total Overnight Trips, 2002

65% Pleasure
16% Visiting Friends
and Relatives

9% Business
2% Personal

8% Other

Source: Statistics Canada, International Travel Survey, 2002

OTMPC will continue to safeguard Ontario — our key
domestic market. Ontarians travelling within Ontario
represents our largest source of visitors at 70% of total
pleasure trips to the province and 51% of spending
(2002)4. Tt is imperative that we protect this market from
increasing competition from other destinations encourag-
ing travel outside of Ontario, a growing threat given the
stronger Canadian dollar, which makes foreign travel

more affordable.

In 2002, domestic travellers took 101.6 million same-day
and overnight trips to Ontario, contributing $10.5 billion
to the Ontario economy. Overnight pleasure trips
equalled 17.6 million and generated over $3.1 billion in
revenue for the province. Average length of stay on an
overnight pleasure trip is 3.1 nights, with average trip

expenditure per person being approximately $178.

3 Statistics Canada, International Travel Survey, 2002

4 Statistics Canada, Canadian Travel Survey, 2002



Ontarians account for over 91% of domestic overnight Total Visitation in Ontario
pleasure trips. The focus of marketing programs will be to from Quebec, 2002
stimulate Ontario residents — our largest target group —

to take more frequent, short, getaway trips.

43% Visiting Friends
and Relatives

Domestic — Total Overnight Trips, 2002 21% Business

5% Personal

Pleasure
31% Pleasure
Source: Statistics Canada, Canada Travel Survey, 2002
8% Business Manitoba, while representing less than 1% of total
7% Personal pleasure trips to Ontario is an important market for
. ) northwestern Ontario and particularly for niche
41% Visiting Friends .
and Relatives products such as angling and outdoor.
Source: Statistics Canada, Canadian Travel Survey, 2002 Tota| Visitation in Onta rio

from Manitoba, 2002
The U.S.-Iraq War, 9/11 and SARS had less of a negative

impact on the domestic market than on international
64% Pleasure

markets. Ontario residents were the most knowledgeable

about SARS and so their travel intentions were the least

18% Visiting Friends
and Relatives

14% Business

affected. As travellers tend to stay closer to home, the
domestic market is one of OTMPC’s best opportunities
for 2005-2006.

4% Personal

Quebec, while representing only 2% of total pleasure

trips, is a market with growth potential, particularly given Source: Statistics Canada, Canada Travel Survey, 2002

its ease of access to Ontario tourism products.

outlook 2005-2006 11
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2003-2004 North America Marketing
Examples

Events and Promotions

Conan in Toronto

* NBC Television taped its popular late night talk show
Late Night with Conan O’Brien in Toronto February
10-13, 2004. This initiative was brought to life by
OTMPC and the Ministry of Tourism and Recreation’s
Tourism Revitalization Office. The goal of hosting this
show in Toronto was to enhance awareness of both
Toronto and Ontario, as a vacation destination, follow-
ing the damaging effects of SARS in 2003. This was the
first time that the program had been taped outside of
the U.S. A number of Canadian celebrities appeared
with Conan including Mike Myers, Michael J. Fox, Eric
McCormack and musical acts Nickelback and
Barenaked Ladies. During the week that the show aired,
U.S. sales of the “Time for a Little T.O.” packages
increased by 67% and the OTMPC consumer website
received over 16,000 contest entries over a three-week

period including the show dates.

Toronto-Niagara Getaway Campaign

* In partnership with Tourism Toronto and Niagara Falls
Tourism, OTMPC launched a promotion inviting
Americans to the Toronto-Niagara tourism gateway.
Nine million full-colour, 16-page booklets were inserted
in the April 2004 editions of eight upscale U.S.
magazines with an estimated readership of 40 million.
The magazines included Condé Nast Traveller, Gourmet,
Aprchitectural Digest, National Geographic Traveller,
Travel & Leisure, Vanity Fair, Town and Country
and Vogue.

Muskoka Partnership

* OTMPC partnered with Muskoka Tourism and the
Muskoka Golf Trail to execute a multimedia campaign
to stimulate travel to the Muskoka region during the
summer and fall seasons. The Muskoka Golf Campaign
used a combination of print, radio and on-line adver-
tising, as well as promotions to drive visits to the region

from the Greater Toronto Area.

Chrysler Partnership

* Through Rogers Media Group, OTMPC partnered
with Chrysler Canada on four 16-page themed inserts
covering family, golf, outdoor and urban experiences.
The inserts were distributed in key Rogers Media
Group magazines aimed at target groups with the
highest potential response to each theme. Circulation
of each insert was over 1 million copies in magazines

including Maclean’s, Chatelaine and Todays Parent.

OTMPC and Niagara Falls Tourism Summer

Campaign

* OTMPC and Niagara Falls Tourism partnered to
execute a 2004 spring/summer multimedia campaign.
Components included a 20-page U.S. newspaper adver-
tising supplement, a 30-second television commercial
and magazine advertising. In addition to the insert,
which focused on the variety of travel experiences in the
Niagara region with hotel packages, a separate 16-page
newspaper insert focusing entirely on attractions was
developed for distribution in key Ontario markets,

Quebec and select U.S. border markets.



2003—2004 North American Travel
Trade Examples

* Formed a new partnership with the Canadian
Automobile Association (CAA) to develop and distrib-
ute the Ontario-CAA Packages brochure throughout
Ontario’s five CAA clubs, reaching approximately
1.8 million members

¢ Hosted the National Tour Association (NTA) annual
convention in Toronto in 2004. This is the premier
travel trade convention and marketplace for North
American-based tour operators and travel suppliers.
Four-thousand delegates attended the event, where,
in addition to the marketplace, familiarization tours
of Toronto and Ontario were hosted for attending
tour operators

* Created joint marketing agreements (JMAs) with the
Canadian Tourism Commission and North American-
based group and FIT tour operators including Brennan
Tours, Collette Vacations, Globus and Cosmos, United
Vacations and Liberty GOGO

2003—2004 North America Media

Relations Results

* In 2003, despite SARS, OTMPC’s North America media
relations program generated the highest level of media
coverage ever recorded. A total of $58.7 million in print
coverage was generated for Ontario. The U.S. accounts for
$43.7 million and Canada accounts for $15 million

* Print coverage in publications such as Condé Nast Traveller,
Travel + Leisure, National Geographic Traveller, Flare
Canada, Golf Magazine and Arthur Frommer’s Budger
Travel

* Radio coverage included one two hour-long broadcasts
and one three-hour broadcast live from Toronto
on the Dining Around with Gene Burns Show
(San Francisco, ABC); television coverage included

TVO and Canada AM

2005—2006 North America Goals

The OTMPC’s goals for this market are:

* To increase overnight leisure travel to destinations
throughout Ontario in all four seasons

* To increase the number of trips and expenditures per
trip to and within Ontario

* To continue to build interest in travel to and
within Ontario

¢ To motivate Ontarians and residents from U.S.
border markets and selected other Canadian cities to

take vacation getaways in Ontario

Overall Strategy

To achieve our goals, OTMPC will:

* Market Ontario as the umbrella brand to inspire
consumers to travel in Ontario — especially in the slower
shoulder seasons

* Highlight experiences and destinations to provide con-
sumers with a ‘new view” of Ontario to strongly position
Ontario in consumers’ minds versus the competition

e Partner with key Ontario industry partners, in
marketing programs that integrate fully with the
umbrella campaign

¢ Use a multimedia approach, with a strong emphasis on
e-marketing initiatives to ensure broad reach and
coverage of all target markets

¢ Use the new consumer magazine inOntario as the
anchor to our marketing efforts and the primary

celebration piece each season

¢ Create and/or supports unique and compelling events
that have strong media appeal to secure public
relations coverage
* Develop retail campaigns that focus on ‘closing the sale’
e Feature ‘best in class’ Northern Ontario experiences
in core seasonal consumer marketing programs
¢ Build OTMPC’s consumer database to effectively use
Customer Relationship Management (CRM) tactics

Markets

* Ontario

e U.S. Border Markets

* Quebec (primarily Montreal and Quebec City)
* Manitoba (primarily Winnipeg)

Audience

e Families — in all markets and all seasons

* Couples — in fall and winter seasons

e Avid enthusiasts — for experiential verticals, in spring,

fall and winter

On the Road in Ontario,
Summer 2004 (Domestic)
OTMPC/Chrysler

16-page family-themed insert

This is Niagara Falls,
Spring/Summer 2004
20-page U.S. newspaper
advertising supplement

outlook 2005-2006 | www.tourismpartners.com 13
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North America Media Relations Strategy
Media relations builds top-of-mind awareness for Ontario
destinations and experiences and supports OTMPC
marketing initiatives by generating editorial coverage
across all media outlets, including magazines, newspapers,
television, radio, Internet and wire services. To build this
type of awareness, OTMPC will:
* Continue to target the top Canadian and U.S.
newspapers and magazines
* Work with lifestyle as well as with traditional travel
editors and TV/radio producers
* Continue to find non-traditional placement for Ontario
travel stories
* Continue to attend and sponsor special media events
as a means of directly interacting with journalists
* Continue to develop and expand relations with

electronic and new media

North America Travel Trade Strategy

* Build on relationships with the Canadian Automobile
Association (CAA) and American Automobile
Association (AAA)

* Work with Ontario-based receptive tour operators to
encourage the development and sales of commissionable
Ontario packages by retail travel agents

* Continue to work closely with the Ontario Motorcoach
Association (OMCA)

* Reach the student and youth travel market through
working with the Student and Youth Travel
Association (SYTA)

e Increase partnerships with key U.S. tour operators, in
conjunction with the Canadian Tourism Commission
(CTCQ), through joint marketing agreements (JMAs)

e Hold memberships, as well as participate and sponsoring
events at premier North American travel trade market-
places such as United States Tour Operator Association
(USTOA), National Tour Association (NTA), American
Bus Association (ABA) and Rendez-Vous Canada.

“The U.S. market continued to be chal-
lenging in 2004. Several factors such as
the U.S. economy, changing consumer
sentiments, and border crossing issues
impeded return to pre-9/11 levels. The
domestic market continued to be the
backbone of our recovery. Overall, we
would like to strengthen our efforts in the U.S.and
Quebec markets in 2005-2006 by continuing to pursue
marketing strategies that were successful in 2003-2004.”

— Nick Vesley,
Chair, OTMPC North America Committee
General Manager — Sutton Place Hotel, Toronto

“By taking advantage of the fall 2004 multimedia
campaign offered by OTMPC, Sault Ste. Marie was able

to significantly increase sales of our 2-night packages
involving our key attraction. One private sector accommo-
dation partner sold almost 300 of the packages alone.
This program definitely was instrumental in boosting
tourist visitation to our city in fall 2004.”

— lan McMillan,
Director of Tourism,
Tourism Sault Ste. Marie
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2005- 2006 North America Program Summary

North America Market

Target Audiences
* All seasons: Family market
* Spring/fall/winter: Affluent adults/couple and avid

enthusiasts market (with/without children)

Consumer Advertising

* Television — selected seasons

* inOntario seasonal magazine

* Internet/e-marketing

* Experiential and seasonal promotions including Union

Station/GO Station/TTC station domination events

Key Partnership Programs
* Retail campaigns to promote niche experiences and

seasonal products

Media Relations

Key year-round activities include:

* Story ideas highlighting Ontario experiences/products

* Media events focusing on Ontario newspapers and
women’s magazines

¢ Media familiarization tours

¢ Public service announcements

Travel Trade Initiatives

¢ Attend trade shows

* Targeted travel trade advertising

* Joint marketing agreements with North American tour
operators in conjunction with the Canadian Tourism

Commission (CTC)

For more information about North American
marketing activities, please visit
www.tourismpartners.com

outlook 2005-2006 | www.tourismpartners.com 15



North America

Meetings, Conventions and Incentive Travel

The business and convention travel market continues to be
a lucrative business for Ontario destinations. The average
U.S. convention delegate spends $1,007 per visit and the
U.S. business delegate spends $598 per visit. These high
yield visitors typically spend more dollars per visit com-
pared to the leisure traveller and are apt to extend their con-
ference stay to explore pre and post leisure opportunities.

In 2002, there were 11.9 million business travellers to

Ontario accounting for $3.9 billion in visitor spending’.

While Ontario has an excellent MC&IT infrastructure,
other provinces and U.S. destinations continue to expand
their meeting product, targeting Ontario’s lucrative market
share. With growing competition from other destinations,
coupled with the impact of SARS and a slowing U.S. econ-
omy, Ontario must now, more than ever, aggressively com-
pete as a premier destination offering quality, affordable and
diverse meeting products and experiences. Activity in this
market needs to focus on opportunities that facilitate direct
interaction with key corporate, association and independent
planners of meetings, conferences, expositions and incentive

programs from the U.S. and Canada.

The OTMPC’s industry-led MC&IT sub-committee has
continued to guide the development of Ontario’s profile in
the Canadian and U.S. in this market and provide input
into the development of a long-term marketing strategy
that aims to maximize the growth of Ontario’s MC&IT

destinations and products.

5Statistics Canada, Canada and International Travel Surveys, 2002
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Meetings and Conventions 2003-2004

Meetings and Conventions Examples

¢ Enhancement of www.meetinontario.com website to
include product highlights, information tools useful to a
meeting planner, and links to Ontario’s meeting destina-
tions. Website is used as ‘call to action’ at trade shows,

sales events and sales calls

e Participation in MPI WEC and CSAE tradeshows,
attended by over 3,800 Canadian and U.S. meeting

influencers and decision makers

Meetings and Conventions 2005-2006

Meetings and Conventions Goals

* Enhance Ontario’s competitiveness in the meetings and
convention market by positioning Ontario as a premier
meeting destination

* Develop partnership opportunities with industry stake-
holders to generate increased leads through strategic sales
and marketing efforts in key Canadian and U.S. markets

* Increase delegate length of stay and yield, and encourage
return visitation through integrated promotion of

Ontario’s leisure product offerings

Meetings and Conventions Strategies

To achieve these goals, OTMPC will:

* Participate in key industry tradeshows and in-market activ-
ities to strengthen and build product awareness; coordinate
the participation and promotion of meeting destinations
under the Ontario banner; and generate sales leads for

industry follow up and close of sale

* Engage in marketing activity to position Ontario as a
quality MC&IT destination highlighting key destination
attributes including the integration of leisure
product (pre and post activity), while strengthening
Ontario’s brand image

* Ensuring the quality of Ontario MC&IT products
through supplier development and measurement of

sales/marketing activity through tracking and evaluation

“Delegates and visitors attending meet-
ings, conventions and incentive programs
in Ontario contribute significantly to the
economy and encourage additional
leisure travel. OTMPC support of this
sector has facilitated a coordinated
marketing program which maximizes resources by
involving partners from across Ontario to target this
lucrative market. Destinations partnering under the
Ontario banner at recent U.S. and Canadian trade shows
have maximized their exposure to key influencers through
coordinated activities including direct mail, on-site
promotions and industry sponsorships.”

— Britta Winther,
Chair, OTMPC MC&IT Sub committee
General Manager, London Convention Centre




Markets

¢ United States and Canada

Audience

* Association meeting planners and executive
decision makers

* Corporate meeting planners and executive
decision makers

* Third party meeting planners

Incentive Travel

Incentive travel is a powerful tool to motivate and reward
sales and non-sales employees, dealers, brokers and direct
sales agents. In Canada the major industry sectors that
participate in incentive travel are concentrated in Ontario,
which is also where a higher proportion of the Canadian

sales force lives in comparison to other provinces. As a

result, travel to/within Ontario is not seen as a reward for
performance. The focus for Ontario will be on those
meetings that are used primarily as a reward, which are

categorized as ‘incentivized’ meetings.

2005-2006 Incentive Travel Goal

* To take full advantage of the travel ‘icons” in Ontario as
well as new and unique products in specific areas of
Southern, Central and Eastern Ontario, using Toronto

as a gateway to these destinations

Incentive Travel Strategies

To achieve this goal, OTMPC will:

* Integrate the incentive travel program with the meetings
and conventions strategies for the domestic (Canada)
and near U.S. border markets to promote and sell

Ontario-based ‘incentivized’ meetings

2005—2006 North America Program Summary

Meetings and Conventions Market and
Incentive Travel Market

Target Audiences

* Association and corporate meeting planners and
executive decision makers

* Third party planners

* Incentive planners

MCR&IT Activities:

* Attendance at key tradeshows in Canada and the U.S.
* Coordination of in-market sales activity

* Participation in CTC U.S. sales missions

* Ontario-hosted familiarization tours for U.S. planners
* Targeted MC&IT advertising

* Production of MC&IT collateral

* Website enhancement

* Facilitate supplier development seminars

* Raise awareness of key images and attributes of Ontario
through marketing and media relations that would be of
interest to incentive travel planners

¢ Conduct direct sales, where appropriate

Incentive Travel Markets
e Canada
e United States

For more information about Meetings, Conventions
and Incentive Travel marketing activities, please visit
www.tourismpartners.com
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North America

Northern Tourism Marketing

Tourism is one of Northern Ontario’s most important
industries, accounting for direct tourist expenditures of
more than $1.75 billion in 2002°. The sector supported
almost 56,000 jobs (directly and indirectly) and generated
tax revenues of $725 million for municipalities, the

Province and federal government’.

Total Visitations in
Northern Ontario, 2002

77% Canada

22% U.S.A.

1% Overseas

Source: Statistics Canada, Domestic and International Travel Surveys, 2002

2003-2004 Northern Tourism Marketing
Examples

2003-2004 Snowmobile Campaign

* The use of very attractive prizes in the contest
component of the OTMPC’s 2003-2004 snowmobile
campaign proved to be a great success. The contest
generated a total of 17,977 registrations on the
consumer website, which was an increase of 125%

over last year
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2004-2005 Angling Campaign

* OTMPC executed an innovative angling campaign,
the cornerstone of which was a partnership with four
leading angling television shows in Ontario, generating a
major impact on U.S. border markets. The shows
included Real Fishing, Canadian Sport Fishing, Going
Fishing and Fish ‘N Canada. Through these shows,
Ontario was the primary focus on three national specialty
channels and 39 independent channels, for a total of 80
shows per week. In the U.S. the four programs aired on
the Outdoor Life Network, providing exposure to
60 million households with 10 million in the U.S.

border states
2005-2006 Northern Tourism Goal

* To strengthen the overall tourism industry by attracting
more visitors, generating more spending and creating
more jobs in the tourism sector for Northern Ontario

residents

Northern Tourism Marketing Strategies

To achieve our goal, OTMPC will:

e Strengthen image and awareness for Northern Ontario
tourism products and ensure consistency and continuity
of the marketing positioning of Northern Ontario

* Develop a sophisticated program of experienced-based
product packages with accompanying distribution

channels

* Pursue targeted market penetration in key experiences
where Northern Ontario has best in class product i.e.
fishing/hunting, snowmobiling and boating, Aboriginal
tourism, adventure and eco-tourism

* Use a multimedia approach with a strong emphasis on
e-marketing to ensure broad reach and to build our

consumer database

Markets
e Ontario
¢ United States border states

* Quebec and Manitoba as secondary markets

6 Statistics Canada, Domestic and International Travel Surveys, 2002
70Ontario Ministry of Tourism and Recreation, 2001



“In the past year, the Northern Tourism
Marketing Committee developed a new
strategic plan and marketing plan for
Northern Ontario, firmly integrated with
the overall OTMPC provincial marketing
strategy. | would like to acknowledge and
thank our many partners and operators who participated
in the program development and are supporting its
implementation. The Northern Office has taken the
provincial lead on marketing angling, snowmobiling,

and hunting. In addition, the full range of unique
Northern Ontario products are being marketed through
our contractual partners, including the Northern Ontario
Travel Associations (NOTAP), Destination Nord, Northern
Ontario Native Tourism Association (NONTA) and
Ontario’s North representing the north’s major cities

and attractions.

We believe these programs will effectively position
Northern Ontario in the marketplace, lead the industry
to renewed growth, and greatly exceed historical levels
of performance.”

— Rob Skelly,
Chair, OTMPC Northern Tourism Marketing Committee
Manager of Tourism, City of Greater Sudbury

“__outlook 20052200619




2005—2006 North America Program Summary

Northern Tourism Marketing

Northern Ontario is primarily known for its large areas
of pristine wilderness, lakes and rivers, spectacular scenery
and abundant fish and wildlife. Correspondingly, the
majority of marketing programs will focus on Northern
Ontario’s unique and compelling outdoor adventure,
water and nature-based products, where the region has a
competitive edge. Relevant Southern Ontario signature
products and experiences will also be incorporated into

these programs.
Outdoor

Target Audiences
* Spring/fall/winter — avid/expert adventurers

e Summer — casual, outdoor adventurers

Consumer Advertising

* Feature signature and best in class outdoor experiences
in OTMPC’s core seasonal consumer
marketing campaigns

* On-line presence with devoted micro site and strong
e-marketing

¢ Use a combination of direct and interactive tactics to
drive traffic to and registration on the outdoor micro site

* Participation at key outdoor and adventure consumer
shows, in partnership with industry partners

* Develop an outdoor adventure guide with partners
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Fishing

Target Audience
* Lapsed and avid anglers — Males 40+

* Recreational anglers, including families in summer

Consumer Advertising

* Partner-supported television ads

* Integrate best in class and signature fishing experiences
into OTMPC’s core seasonal consumer
marketing campaigns

¢ Include fishing information in partnered
Outdoor Guide

* On-line presence with devoted micro site and
strong e-marketing

¢ Use a combination of direct and interactive tactics to
drive traffic to and registration on fishing micro site

* Participation at key outdoor and adventure consumer
shows, in partnership with industry partners

* Media relations and selected promotional events

Snowmobiling

Target Audience
* U.S. border states — particularly Michigan
and New York

* Avid and recreational snowmobilers — primarily males

Consumer Advertising

* Television: On niche snowmobiling television programs
in Ontario and the U.S.

* Magazines: Advertise in key snowmobiling publications
in Ontario and the U.S.

¢ Interactive: Micro site development and e-marketing

* Consumer shows: In partnership with
industry suppliers

* Snowmobile Publication: Snowmobile resource guide

* Media relations, familiarization tours and selected

promotional events



2005-2006 North America Program Summary

Northern Tourism Marketing (continued)
Key Partnership Programs

Working with targeted partners in 2005-2006, OTMPC
will work to integrate the following programs within core
seasonal campaigns and/or experience-based marketing
campaigns to fully leverage and maximize the effectiveness
of the total marketing effort. Following are experiences that
OTMPC will market for Northern Ontario in partnership:

Aboriginal, Angling and Eco-Tourism
Partnership with Northern Ontario Native
Tourism Association (NONTA)

Target Audiences

* U.S. border and short-haul markets — Minnesota,
Wisconsin, Illinois and Ohio. Audience is mature
travellers with a mid — high household income

* For eco-tourism, market is primarily from Germany,
U.K., France, U.S. and Canada. Audience ranges from

families to mature couples

Programs Include

* Attending travel trade shows targeting the North
American and overseas travel trade

* Signing joint marketing agreements with receptive
tour operators

* Developing a brochure and producing a website

* Conducting familiarization tours

* Conducting media relations

* Employing direct sales

Cities and Attractions in Northern Ontario
Partnership with Ontario’s North

Ontario’s North is a marketing group comprised of the five
major cities in the north including North Bay, Sudbury,
Sault Ste. Marie, Timmins and Thunder Bay and their

major attractions.

Target Audiences
* U.S. and domestic (includes Canada) tour operators,

meeting planners and consumers
Programs Include

Travel Trade
* Attendance at key travel trade shows in North America
* Advertising to the travel trade

* Conducting familiarization tours

Meetings and Conventions (M&C)

* Direct marketing to meeting and convention planners
* Advertising in M&C directories and publications

* Attending key market places targeting meeting and

convention planners

Consumer Marketing
* Presence at consumer shows
* Multimedia advertising including television, print

and Internet

Francophone Travel Experience in Northern
Ontario Partnership with Destination Nord

Target Audiences
* Quebec

¢ France

Programs Include

* Attending at key consumer and travel trade shows
in Quebec

¢ Conducting familiarization tours for the French
speaking market

* Assisting in supplier development

* Developing collateral and brochures

For more information about Northern Ontario
tourism marketing activities, please visit
www.tourismpartners.com
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Overseas Markets

Our priority overseas markets are the United Kingdom
(U.K.), Germany and Japan. While they represent a small,
1%, of total visitation in Ontario, these markets are
lucrative, generating 6% in tourism revenues. They also
have strong potential for future visitation and provide
OTMPC with strong anchors in other emerging European
and Asian markets.

2005-2006 Overseas Goals

* Re-build visitation to Ontario to pre-9/11 levels over
the next five years

* Enhance and solidify Ontario’s presence in key overseas
markets through strategic partnerships and targeted

marketing activities

Overseas Marketing Strategies

To achieve these goals OTMPC will:

e Focus integrated trade, consumer advertising and media
relations efforts in the primary markets of the UK.,
Japan and Germany

* Provide trade and media relations support to Australia,
Hong Kong, South Korea, Switzerland and Mexico,
where high profile and high yield opportunities
present themselves

* Have in-market representation in primary markets to
provide essential expertise on trade distribution chan-
nels, marketing contacts and timely market intelligence

* Reinforce the position of Ontario as a high-quality
destination that offers an excellent diversity of products
and experiences, and delivers good value to the travel

trade and media

Europe

European visitors tend to stay longer and spend more than
travellers from shorter-haul markets. OTMPC’s challenge is
to promote a greater awareness of Ontario as a premier
destination within the large, expensive, and fiercely
competitive European marketplace. We must strategically
position our products more strongly within those
European consumer markets, which are more inclined to

visit Ontario.

European Travel to Ontario

In 2002, European travellers took 900,000 overnight trips
to Ontario, contributing $1.2 billion to the Ontario
economy. Overnight pleasure trips from Europe equalled
400,000 and generated $501 million in revenue for the
province. Ontario’s primary European overnight pleasure

markets are the United Kingdom, Germany and France.

Europe - Total Overnight Trips, 2002

34% Visiting Friends
and Relatives

16% Business

4% Personal
2% Other
44% Pleasure

Source: Statistics Canada, International Travel Survey, 2002



Europe Primary markets — Overnight Pleasure Trips
D B I

Average length of Pleasure Trip m 8.8 nights

*Average Expenditure excludes Canadian Carrier Fares to Canada

Source: Statistics Canada, International Travel Survey, 2002

2003-2004 Europe Marketing Examples

Consumer Advertising
* Parallel consumer advertising campaign with the
Canadian Tourism Commission (CTC) in the U.K.

and Germany.
Travel Trade

Canadian Affair — United Kingdom

* As the result of a joint marketing agreement (JMA)
struck in 2004, U.K. tour operator Canadian Affair will
be operating charter flights from London (Gatwick),
Manchester and Glasgow to Toronto and Ottawa. This
agreement promotes land and air packages to Ontario
for summer 2005. Advertising elements of the campaign

include: radio advertising in the three U.K. cities with a

contest to win trips to Ontario, consumer newspaper

advertising and outdoor billboard advertising.

Canusa — Germany

* As a result of a joint marketing agreement (JMA) with
German-based tour operator Canusa, a special 8-page
‘Ontario’ flyer containing travel information on Ontario
and special offers were sent to their consumer database
of over 20,000 clients and to Germany-based Canada

Specialist travel agents.

Gyt
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Condé Nast Traveller —
April 2004 (U.K.)

Canusa Touristik (Germany)
June 2004-March 2005

Media Relations

In 2003-2004, the European media relations team gener-
ated $11.9 million worth of unpaid media coverage for
Ontario. Forty-two press trips were hosted by OTMPC
including the London Times and Condé Nast Traveller out
of the U.K. and Frankfurter Allgemeine and Geo Reisen

out of Germany.

2005-2006 European Goals

* Maintain marketing investment and efforts in primary
markets to restore overnight leisure visitations to
pre-9/11 levels over the next five years

e Target high-yield prospects through strategic, integrated,
joint marketing agreements (JMAs) with leading tour
operator partners, as well as continued partnering with
the Canadian Tourism Commission (CTC) and major

airlines

European Consumer Marketing Strategy

* Continue to strengthen the Ontario brand in primary
markets through travel trade activities

* Continue to build relationships and partner with the
CTC on appropriate consumer marketing campaigns

* Build the Ontario brand within the framework of
CTC campaigns and national themes

* Partner and invest in aggressive joint marketing
agreements (JMAs) with strategic national tour

operators in key European markets
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Markets

* Primary markets are United Kingdom and Germany

Audience

* United Kingdom: 45+ years, affluent, well-educated,
couples, travelling without children

e Germany: 45-65 years, affluent, well-educated, couples,
travelling without children

e OTMPC will focus 100% of its efforts on marketing in

spring, summer and fall

Media Relations Strategy

Media relations builds top-of-mind awareness for Ontario

destinations through editorial exposure to European

media outlets, including national lifestyle and travel

magazines, newspapers, radio broadcasts, television and

Internet coverage. OTMPC’s strategies include:

¢ Organizing and hosting media press trips to Ontario

* Undertaking partnerships in exclusive and major
media events

¢ Collaborating with the Canadian Tourism Commission
(CTC)

* Representing Ontario at international media trade

shows, press luncheons and sales calls

Travel Trade Strategy

* Work with industry to develop and introduce new
export-ready product to the market

* Gain valuable market information and new networking
opportunities through trade contacts, participation at
key trade shows and in-market representatives

e Increase the number of targeted, OTMPC-led

sales missions
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* Increase partnerships with key Europe-based tour

operators through joint marketing agreements (JMAs)

Meetings, Conventions and Incentive Travel

Strategy

To enhance Ontario’s competitiveness in the MC&IT

market, the OTMPC will continue creating awareness

of Ontario as a premier meeting and incentive travel

destination. The strategy will focus on:

* Developing partnership opportunities with those desti-
nations currently targeting the international meetings,
conventions and incentive travel market under Ontario’s
brand image

* Participation at key overseas incentive trade shows to
strengthen and build product awareness; coordinate the
participation and promotion of meeting destinations
(DMOs) under the Ontario banner

* Generate sales leads for industry follow up and close
of sale

* Ensure the quality of Ontario MC&IT product through
supplier development and measurement of sales/

marketing activity through tracking and evaluation

Mexico — An Emerging Market

Foreign travel by Mexicans continues to grow steadily
every year. The Canadian Tourism Commission’s Market
Priorities Assessment (MPA) ranks Mexico as Canada’s
fifth-largest international market. OTMPC’s plan for the
market will be strategic and targeted on growth in the

near future.

Mexican Travel to Ontario

In 2002, Mexico was Ontario’s fifth-largest overseas market.
Mexican travellers took 77,000 overnight trips to Ontario,
contributing $115 million to the Ontario economy in
2002. Overnight pleasure trips from Mexico equalled
41,000 and generated $57.3 million for the province.
Overnight Mexican visitors stayed an average of 12.8 nights

in Ontario and on average spent approximately $1,400

per trip.

Mexico —Total Overnight Trips, 2002

53% Pleasure

29% Visiting Friends
and Relatives

17% Business

1% Personal

Source: Statistics Canada, International Travel Survey, 2002

OTMPC will participate in select CTC partnership
opportunities and explore ways to work jointly with the
province of Quebec in this market. OTMPC will develop
ways to inform the industry on Mexican market conditions
and key tour operators. This market offers good opportuni-
ties to expand the current Ontario product offerings and
introduce new ones. OTMPC strategy will focus on
collaborating with Mexican key travel and lifestyle media

and key tour operators on product development.



“Overseas visitation (based on border crossings) to Ontario has rebounded positively during the first seven months of 2004. European border crossings have increased,
with particular success coming from the U.K., which is up 10% from 2002 (2002 was deemed to be a good year for international visitors to Ontario). German numbers
are also rebounding. Japan has reached 2002 levels, with fall business predicted to achieve record levels. The success of International travellers coming back to Ontario

can be attributed to very aggressive marketing and sales campaigns, joint marketing agreements administered from monies through the recovery program, and a

number of high profile sales missions, led by Deputy Minister, Bill Allen and senior industry representatives. The SARS problem endured in 2003 has not appeared to be

a factor in 2004 booking patterns from overseas. New partnerships have been created within Ontario and in-market with key members of the travel trade. We look
forward to building on this success in 2005-2006 with the introduction of innovative new products and aggressive sales and marketing strategies.”

2005—-2006 Overseas Program Summary

— Mike Ruby
Chair, OTMPC Overseas Committee
President, Muskoka Language International

Europe Market

Target Audiences
» U.K.: 45+ years, affluent, well-educated, couples

travelling without children

* Germany: 45-65 years, affluent, well-educated, couples

travelling without children

* Mexico 30+ years, very affluent, well-educated couples,

travelling without children and multi-generational

family groups

Consumer Communications
* Partnered campaigns with Canadian Tourism

Commission (CTC) and joint marketing agreement
(JMA) partners

Key Trade Show Activities

In-market and OTMPC travel trade representatives to
attend key trade shows including:

* Spotlight Canada (U.K.) — March 2005

* ITB (Germany) — March 2005
* Rendez-Vous Canada (Saskatoon, SK) — April 2005
* Conozca (Mexico) — August 2005

¢ Destination Ontario (Ontario) — October/November 2005

* Spotlight Canada (U.K.) — March 2006
* ITB (Germany) — March 2006

Travel Trade Relations

* Joint marketing agreements (JMA)-driven initiatives to
generate awareness and purchase of Ontario products
including co-op advertising, product testing/familiariza-
tion tours, training and new product development.
Focus of agreements may include all or some of the fol-
lowing: building shoulder season travel, promoting new
products, working with non traditional partners,
employing new tactics and targeting new audiences.

* Targeted sales missions

* In-market representation (U.K. and Germany)

* Production of collateral materials in market-specific

languages

Media Relations

Year-round activities include:

e Sales calls — one on one meetings, attendance at market-
places, press luncheons and direct mail

* Media tours — customized itineraries matching Ontario
product and media needs/interests for
individual and group press trips

* Media events — trade shows and press lunches

* In-market representation (U.K. and Germany)

Meetings, Conventions and Incentive
* Developing partnership opportunities

¢ Attending key trade shows

For more information about European
marketing activities, visit www.tourismpartners.com
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Overseas Markets

Asia-Pacific

Countries in the Asia-Pacific region continue to generate
the largest visitor trip spend of all the international mar-
kets, with the highest average weekly spend of $1,762
from Korea followed by Japan at $1,642. The visitor vol-
ume may be small but the contribution of foreign curren-
cy earnings continues to be significant. The outbreak of
SARS deeply impacted travel from all international mar-
kets to Canada. December 2003 marked the tenth consec-
utive monthly decrease in overnight trip volumes from
overseas regions. By April of 2004, Asia-Pacific began to
record increases in all of the major markets for Canada.
The increase in travel from the Asia-Pacific region contin-
ued through June 2004 and in comparison to 2003 saw
increases in Japan (176.8%), South East Asia (46.2%),
China (84.6%), South Korea (33.7%), Australia (22.4%)
and New Zealand (10.1%) compared to the same month

last year.

South Korea and China continue to indicate potential as
growth markets to Ontario. Year-end 2002 saw South
Korea become the 2nd largest Asia-Pacific market travel-
ling to Ontario, surpassing Australia. According to a fore-
cast from the World Tourism Organization, China will
have 100 million outbound travellers and become the
fourth largest source of outbound travel in the world by
2020. Although China offers great potential as a tourism
source, Canada obtaining Approved Destination Status
(ADS) remains a necessary condition for capturing

this market. OTMPC will continue to monitor and

seek opportunities, which may exist in these

emerging markets.

Asia-Pacific Travel to Ontario

In 2002, Asia-Pacific residents took close to 560,000
overnight trips, contributing $700 million to the Ontario
economy. Overnight pleasure trips equalled 244,000 and
generated $288 million in revenue for Ontario. Ontario’s
primary Asia-Pacific overnight pleasure market is Japan,
accounting for 45% of all visitors to Ontario in 2002.
Japan accounted for 111,000 overnight pleasure trips,
which generated $135 million in expenditures. The
average length of overnight pleasure trips from Japan to
Ontario is 3.4 nights. The average spend, per person by

overnight pleasure travellers from Japan is $779*.

Asia-Pacific — Total Overnight Trips

32% Visiting Friends
and Relatives

43% Pleasure

3% Personal
2% Other
20% Business

Source: Statistics Canada, International Travel Survey, 2002

*Exclude Canadian Carrier Fares to Canada



2003—-2004 Asia-Pacific Marketing
Examples

Consumer Advertising

The OTMPC partnered with the CTC in Japan on a con-
sumer advertising campaign using major newspapers in
Tokyo, Osaka, Nagoya and Fukuoka. Full page, 4-colour
ads featured images of Toronto, Niagara Falls and
Algonquin Park; fall scenery included copy that Ontario
and Canada are safe and charming places to visit. The ads
appeared in July and August to a total circulation of

6.4 million readers. Major tour operators such as Hankyu
and JTB provided a call to action on this campaign by

purchasing ad space promoting tours to Ontario.

Travel Trade

* A total of 16 tour operator joint marketing agreements
(JMAs) were negotiated realizing a partner contribution
of close to $700,000 in leveraged dollars. On invest-
ments totaling $372,375 the OTMPC achieved partner-

ship contributions of over 50%

Examples include:

* A winter promotion with Nippon Travel Agency which
featured a Toronto 3-night package. This was the first
time a Toronto only tour package was created and the
program generated over $135,000 in sales revenue

* The OTMPC in partnership with JTB Group Sales in
Tokyo teamed up with a food store chain with 55 stores

all over Japan to implement a year end sales promotion

to their loyal customers. POP displays, direct mail to over
700,000 credit card holders, and leaflet insertion in local
area newspapers were tactics used, generating $463,642 in

sales revenues

Media Relations

* A total of seven media visits from Japan generated over
$10 million in PR value, reaching an audience of over
6.4 million

* A Hong Kong media visit coordinated in partnership
with the CTC and Air Canada generated over $1.5 mil-
lion in unpaid editorial coverage to an audience of over
4.1 million prospects

* The OTMPC also coordinated media visits by two
Chinese publications; Bester Life Magazine and
Travelling Scope, which resulted in $487,000
in PR value and a total audience reach of 992,800

2004—-2005 Asia-Pacific Goals

* Grow volume of overnight leisure sales

* Target high-yield prospects through strategic, integrated
joint marketing programs with the CTC, leading tour

operator partners, travel/lifestyle journalists

Consumer Marketing Strategy

* CTC partnered print initiatives to build awareness of
Ontario as a desirable destination for spring/summer
vacation travel

* Primary support to key destination icons (Toronto,
Ottawa, Niagara Falls) and spring/summer touring prod-

ucts, e.g. flower/garden, wineries, small town touring

* Target affluent women and mature adults predisposed to

long-haul travel, travelling without children

Markets

* Primary market — Japan

* Emerging markets include South Korea, Australia,
Hong Kong, Taiwan and China (opportunities will be

evaluated on a case-by-case basis)

Audience

* 45+ years, couples and women travelling as a group,

career women over 30 (Office Ladies), student market

(Shugaku Ryoko)

JTB, Tour Operator
Brochure (Japan)

NTA, Tour Operator
Brochure (Japan)
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Paper Sky Magazine (Japan)
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Media Relations Strategy

* Develop and pitch new and unique story ideas to key
print and electronic media, reinforce new products and
touring itineraries

e Utilize multi-faceted interactions with targeted media
(events, sales calls, familiarization tours)

* Promote resorts, city, outdoor, wine/cuisine, soft
adventure and niche products

e Emphasize May to October time frame, with additional
coverage during off-peak seasons. Emphasize diversity of
product for each season

¢ Tie to ‘buyable’ products available through trade

offerings or direct

Travel Trade Strategy

e Focus tactics to maintain peak travel periods and increase
travel during the off-peak times

* Maximize in-market partnerships, leveraging CTC and
tour operator joint marketing initiatives

* Explore and evaluate buyer needs in order to maximize
seller opportunities

* Create opportunities to educate tour operators on
Ontario products

* Develop a key operator assessment model and a key

account management system

“We really appreciate OTMPC’s partnership in joint
marketing with JTB to augment marketing initiatives to
promote Ontario in the Japanese Market. As you are
seeing Japan's strong recovery in 2004, the year 2005 will
be a very important year to further seed a map of Ontario
in the Japanese Market.”

— Tak (Isao) Onaga
General Manager
JTB International (Canada) Ltd.
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Market Development

To increase competitiveness and consumer appeal, it is
essential that OTMPC continues to work with partners in
the development of new product opportunities that sup-
port the Ontario brand and positioning, while providing

points of differentiation in a crowded marketplace.

In consultation with the industry, and supported by com-
prehensive research, existing products and suppliers are
organized into new and unique travel experiences which
are developed to fulfill specific goals of providing greater
appeal to, and purchase by, target audiences. Product
offerings fall under Ontario’s three core product lines for
promotion and delivery to prospects:

* Outdoor

e City

* Town and Country Touring

Product lines reflect the priority travel experiences in
highest demand among Ontario’s target audiences,
providing an ideal context for bringing Ontario to life
and showcasing diverse product offerings in a highly

focused manner.

As OTMPC builds shared directions with industry in the
vertical marketing programs, three industry-led commit-
tees — Outdoor (along with Northern Committee), City,
Town and Country — provide crucial consultation, techni-
cal support and guidance in the development and creation

of marketing strategies.

Opver the past four years, OTMPC market development
has supported the creation of 15 new partnerships
through the alliance process. In 2004-2005 over 320
partners, through their alliances invested $1.1 million
with OTMPC towards initiatives such as ATV Ontario,

Premier Spas of Ontario and Savour Ontario.

These partnerships, as well as pre-existing ones, will be

nurtured and integrated wherever possible into coordinat-

ed marketing programs that build on partner strengths

and market interests. Two key vertical programs; Town

and Country and Outdoor will be further developed

as OTMPC:

* Builds customized vertical marketing programs with
strong partner input and investment

* Facilitates the creation and integration of retail packages
leading to strong connection to industry sales

* Links vertical marketing programs to OTMPC seasonal
and core programs to create a rich offering of Ontario’s
best experiences presented with a strong, seasonally

adjusted consumer focus.

Where there are emerging product opportunities,
OTMPC will continue to work with industry to better
understand and build marketing programs to reach new
markets with new experiences. Examples of this for
2005-2006 include: Fly-in Adventures, Ontario’s ‘grand

tours’ and weekend drives.

OTMPC recognizes that DMOs play a key role in build-
ing local industry partnerships and provide new reasons to

visit or extend stay in their communities. To build on this,



working committees have been established in key urban
destinations. The Toronto Market Development Working
Group with representatives from Tourism Toronto, the
City of Toronto and OTMPC continues to focus on
Toronto Jazz Live, while building a winter seasonal pro-
gram that integrates city initiatives such as Winterfest with
Nutcracker Neighbourhood. The Ottawa LIVE steering
committee is building on the market opportunity to take a
live music and performing arts experience to market.
Other smaller urban centres such as Sudbury with its Day
Adventures and Discoveries program and Sault Ste. Marie
with a Rail Adventures experience are partnering with
OTMPC to capitalize on unique opportunities. These ini-
tiatives are led by local DMOs/industry/ OTMPC working
groups on a cost-shared basis. Marketing of these ‘new
reasons to visit or extend stays’ is integrated into existing
DMO marketing programs and OTMPC’s vertical pro-
grams. More of these working groups will be developed
under an OTMPC City working group that links

the many urban centres across the province interested in

collaboration of this type.

The OTMPC City working group will be inviting key
urban partners to come together to discuss new city

directions for 2005-2006.

In keeping with the Ministry of Tourism and Recreation’s
Tourism Strategy, OTMPC will lead an ‘all-government’
approach to tourism marketing. In 2005-2006 we will be
working with other Ministries and Agencies to build on
shared interests, product development and marketing
opportunities. OTMPC will also continue to build our
relationships with FedNor, the CTC and other

jurisdictions nationally to maximize marketing dollars.

2004—-2005 Market Development Examples

Arctic Cat Partners with ATV Ontario to
Promote Ontario

OTMPC, in conjunction with Arctic Cat Sales Inc. had
an exclusive partnership with ATV Ontario. This partner-
ship combined resources and promoted a series of destina-
tion based All Terrain Vehicle (ATV) riding areas to ulti-
mately advance the Province of Ontario as the preeminent
ATV tourism destination in North America. This new
approach supports a process that develops a responsible
and sustainable trail system and a viable tourism product
to locally grow business capacity, generate commerce and

enhance the destination experience for the end user.

Paddling Ontario Alliance Uses More
Aggressive E-marketing Tactics

In 2004, Paddling Ontario’s approach was to dedicate
100% of marketing dollars to online marketing and
membership, which generated positive, measurable results.
In a four-month period, the tactic drove over 80,000
unique visitors to the site, many of them landing on
experiences which match exactly what they are looking
for on the first page they see, such as Women-only,
Corporate, Adventures, Weekend Getaways, Romantic
Trips, Algonquin Park, Adventure Travel, Fishing Trips
and more. This five-fold increase in online traffic from
2003 is also expected to be resulting in a five-fold
increase in direct sales to Paddling Ontario members

from the website.

Partnership with FedNor

During 2004, OTMPC and FedNor, the Government of
Canada’s economic development program serving
Northern Ontario, entered into a partnership to develop
and execute strategies to support Northern Ontario in the
areas of marketing, market/supplier development and new
product development. In the second year of the partner-
ship, 2005, OTMPC and FedNor will look to include

additional strategic partners in the partnership.

2005—-2006 Market Development Goals

The following are OTMPC'’s goals for market

development:

1. To ensure that products developed are competitive and
appealing to consumers

2. To generate increased sales and yield for industry
partners

3. To communicate to tourism operators the importance
and benefits of promoting the tourism experience,
rather than the particulars of the product or region

4. To integrate product alliance and other strategic partner
resources and efforts within overall OTMPC
experience-based and core marketing activities

5. To continue to build unique and appealing product
and marketing partnerships linked to OTMPCs vertical

marketing programs
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Market Development

2005-2006 Supplier Development
Strategies
To maintain ongoing relationships with the Ontario
tourism industry and to encourage partner participation,
OTMPC hosts annual industry workshops covering key
aspects of product development, marketing, and sales.
2005-2006 topics will include:
¢ Customer Knowledge Management including internet
and direct marketing
e Advanced and introductory ‘travel trade selling’ will be
developed specifically for Northern Ontario
(in partnership with FedNor)
* ‘How to Package a Product’ and ‘How to Sell Through
the Travel Trade’ are previous guides/workshops and
comprehensive guides are available on our website

www.tourismpartners.com under Industry Resources

For more information about market development

activities, please visit www.tourismpartners.com

Suzanne Janke — Chair,
OTMPC Town & Country Committee
Director of Marketing — Tourism

Chateau des Charmes Winery

Gino Giancola — Chair,
OTMPC City Committee
Senior Vice-President — Sales,

Tourism Toronto

Gordon Baker — (A) Chair,
OTMPC Outdoor Committee
Assistant General Manager —

Algonquin Outfitters

“The implementation of the experience-based marketing
strategy has been a priority for OTMP Market
Development during 2004—2005. The outdoor strategy is
the first of Ontario’s Signature Experiences to be integrated
and implemented. In concert with industry partners and
two key product alliances, Paddling Ontario and Arts in the
Wild, Ontario’s soft outdoors experience has been brought
to life at www.ontariotravel.net/outdoor. Ontario now

has a 365 day a year strategy to connect consumers with
the best of Ontario’s experiences and suppliers. Market
Development staff and committees are currently testing
Ontario’s Town and Country experiences, to be fully imple-
mented in 20052006 as the next Signature Experience.
Customer-focused and industry-driven strategies are result-
ing in stronger connections to retail sales, improved track-

ing and more industry engagement in marketing Ontario.”




Market Research and Performance Measurement

Insights through Research

OTMPC’s market research program provides reliable and
essential information on all stages of traveller decision-
making and on consumer behaviour, thus enabling a
strategically targeted approach to all marketing activities.
Working closely with the Research and Industry
Competitiveness Unit of the Ministry of Tourism and
Recreation, OTMPC monitors visitation to Ontario,
emerging trends and any changes in markets. For all major
markets, research provides OTMPC with detailed informa-
tion on consumers’ awareness of and perceptions about
Ontario as a tourism destination. To achieve more precise
targeting, a segmentation model was developed based
specifically on travel behaviour and travel attitudes.
Detailed profiles of these segments, including demograph-
ics, travel habits and media consumption, allow us to effec-
tively and efficiently reach customers. OTMPC'’s ongoing
advertising tracking research measures awareness levels of
advertising in core markets and the impact of advertising
on Ontario’s image, travel intentions and actual trip tak-
ing. The knowledge gained through the advertising track-
ing research aids the development of new campaigns and

also serves as a measure of accountability to our partners

and stakeholders.

The Travel Activities and Motivation Survey (TAMS)
provides invaluable information on travel attitudes and
preferred travel activities across North America, enabling
OTMPC to identify travel interests, emerging new
products and packaging opportunities.

To track consumer interests and customer service effective-
ness, we measure use of several OTMPC and Ministry of
Tourism and Recreation operations — including the con-
sumer and partner websites, the 1-800 call centre, and the
Ontario Travel Information Centres (OTICs).

We also track direct response to advertising and literature
fulfillment.

Industry partners can view selected statistics and research
reports at www.tourismpartners.com. Further travel
statistics are found on the Ministry of Tourism and

Recreation’s website at: www.tourism.gov.on.ca

“In a challenging year, we were able to
rely on various sources of market intelli-
gence provided by both OTMPC and the
Ministry of Tourism. Together our market
research continues to provide the

best source of performance and forward

trends that is available to us.”

— Joel Peters,

Chair, OTMPC Market Performance

Assessment Committee

Vice President, Marketing & Commercial Development

Royal Ontario Museum
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Getting Involved — Partnership Opportunities and Participation

The Ontario Tourism Marketing Partnership Corporation

(OTMPC) is interested in partnering with you, as a

unique and distinct Ontario tourism operator.

Collaborating with tourism partners — at home and inter-

nationally — to develop and deliver exciting, integrated,

research-driven marketing programs is what OTMPC is

all about. At OTMPC, we know that cooperative market-

ing works for both of us. Become a partner in OTMPC

marketing initiatives to enjoy many benefits, including:

* Marketing your product or service under the Ontario
tourism brand

* Leveraging resources and opportunities to your advantage

¢ Reaching key markets that you may not otherwise have
access to, or that may be too expensive to pursue
independently

* Bringing ‘top of mind’ awareness to your product or
service while positioning Ontario as a premier,
four-season travel destination

¢ Choosing from a wide variety of opportunities, from
marketing and advertising initiatives, to product
development, travel trade and media relations programs

e Participating in joint marketing programs that may
include i) leveraging dollars by OTMPC; ii) marketing
support; iii) agency expertise and execution and;
iv) consistent ‘Ontario’ messaging

* Accessing opportunities at a wide range of costs —
starting from FREE

How Do You Become a Partner?

Becoming a partner is easy! If your business is involved in
the Ontario tourism industry, let OTMPC be your
partner in success. A partner is any business (public or

private) or individual interested in participating with
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OTMPC in marketing initiatives aimed at increasing
tourism revenues and generating awareness of the Ontario
tourism brand and experiences. We are also interested in
expanding our corporate partnerships. Those interested in
our marketing and advertising opportunities should
contact us. By working together, both OTMPC and

you move closer towards meeting business objectives.

Tools for Partners
OTMPC has developed tools to inform and assist you in

making your marketing decisions and plans.

These include:

1. Partners’ Website
www.tourismpartners.com
* Your source of information on OTMPC departments,
partnership opportunities and programs, latest news
and vehicle through which you can register with us
and then create your free tourism business or events
listing that will be featured on our consumer website

www.ontariotravel.net

2. Monthly Marketing Update Newsletter
* Informs you of the latest OTMPC news, program
results, partnership opportunities and consumer

response results

3. Partnership Opportunities Calendar
* A comprehensive listing of all of OTMPC’s free and
paid marketing and advertising opportunities, by
program area and by season. Updated on an ongoing
basis. Most current version is available at

WWW.tourismpartners.com

4.Outlook — OTMPC’s Annual Marketing
Program
* An overview of OTMPC’s primary markets, market
overviews, new strategic directions, marketing goals,

strategies and programs for the coming year

Whether you are already an active participant in our
available programs and wish to expand your involvement,
or hope to work with OTMPC for the first time, we look
forward to sharing our expertise and opportunities with

you in a unique and exciting partnership.

Contact Us

Here are the people you can contact to find out
more about working with the OTMPC in existing
and new advertising and partnership initiatives:

Nicole Papineau

Partnership Development and Sales Manager
Tel: (416) 212-1886

E-mail: nicole.papineau@mtr.gov.on.ca

Kelly Johnston

Partnership Development and Sales Coordinator
Tel: (416) 325-6823

E-mail: kellyjohnston@mtr.gov.on.ca

Brynda Browning

Partnership Development and Sales Assistant
Toll-Free: 1-888-365-4422

or otmp.sales@mtr.gov.on.ca

Tel: (416) 314-6314

Fax: (416) 314-6976

E-mail: brynda.browning@mtr.gov.on.ca

For more information about OTMPC Partnership
Opportunities, visit www.tourismpartners.com



There are many ways to become a partner with OTMPC. This chart outlines the opportunities currently available to Ontario tourism industry businesses and corporate partners.

How to Partner? Types of Partnership Opportunities

Partnership Opportunities

How to Partner

Costs

Advertising — Print and Online

« Free listings on www.ontariotravel.net
« Premium listings on www.ontariotravel.net
« Ads in OTMPC publications and inOntario magazines

- Banner ads/e-marketing on www.ontariotravel.net,
seasonal and experiential micro sites

Free
$200. Visit www.tourismpartners.com for details
Various prices. See Partnership Opportunities Calendar

Various prices. See Partnership Opportunities Calendar

Strategic Marketing Partnerships

Destination Marketing Organizations or large tourism
stakeholders can partner in the development of
marketing campaigns with OTMPC. The campaigns
will be executed by OTMPC.

Requires a 50/50 financial partnership with OTMPC and
Destination Marketing Organizations, providing cash
contributions to the development and execution of
the campaign.

Industry Partners Proposal
Program (IPPP)

Destination Marketing Organizations or a consortium
of tourism stakeholders can obtain financial assis-
tance of up to $60,000 to offset media buying costs
of a partnered campaign. An application process is
required to access program funds.

Applicants are required to cover 60% of campaign costs.

Tourism Event Marketing
Partnership Program (TEMP)

Festival and event organizers can access up to $50,000
to cover media buying costs associated with extend-
ing marketing reach to attract tourists to their event
or festival.

Applicants are required to cover costs associated with
local advertising. OTMPC funding will not exceed
existing marketing contributions for event or festival.

Product Alliances

Tourism operators may partner with a consortium of
operators marketing similar products. OTMPC
provides multi-year financial support to such alliances.

Minimum $1,000 per year, over four years.
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Contact Us

Please visit OTMPC’s corporate website www.tourismpartners.com to find information on marketing programs, news briefs and buy-in opportunities.
For general enquiries about OTMPC, contact us at 1-800-263-7836

Partnership Development and Sales Support
Here are the people you can contact about becoming a partner with OTMPC in existing and new advertising and partnership initiatives:

Toll-free: 1-888-365-4422
General e-mail: otmp.sales@mtr.gov.on.ca

Nicole Papineau
Partnership Development and Sales Manager
(416) 212-1886

Kelly Johnston
Partnership Development and Sales Coordinator

(416) 325-6823

Brynda Browning

Partnership Development and Sales Assistant
(416) 314-6314

1-888-365-4422 (toll-free)

OTMPC Marketing News and Program Updates
We want to ensure that all of our partners stay informed of OTMPC marketing initiatives, partnership opportunities and business-related news.
To have your name added to our distribution list for further correspondence and marketing/news updates, please contact:

Brynda Browning

(416) 314-6314

1-888-365-4422 (toll-free)

E-mail: brynda.browning@mtr.gov.on.ca

Ontario

Ontario Tourism Marketing Partnership Corporation
An Agency of the Government of Ontario




