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1.0 Introduction 
 
The Ontario Tourism Marketing Partnership Corporation (OTMPC) is an Operational Service Agency under the 
Government’s Agency Establishment and Accountability Directive (February 2000).  The OTMPC was established on 
April 1, 1999, as set out in Ontario Regulation 618/98 made under the Development Corporation Act.    The 
Regulation was amended to O. Reg. 271/04 in September 2004.   
 
The Ontario Tourism Marketing Partnership Corporation is the provincial lead in delivering Ontario’s strategic tourism 
marketing programs, a key element of Ontario’s Tourism Strategy.  The strategy envisions a collaborative approach 
to tourism marketing with cooperative marketing arrangements among ministries / agencies whose objectives are 
consistent with the strategy.  It relies on voluntary participation and stimulates cooperative opportunities within both 
the public and private sectors.  Marketing activities build on existing expertise and capacity in areas of mutual benefit.  
 
MANDATE 
To market Ontario, in partnership with the private sector, as a premier, year round travel destination to maximize 
opportunities of the tourism sector for the overall benefit of Ontario. 
 
VISION  
Premier tourism marketer. 
 
MISSION 
To grow Ontario’s tourism sector year-round by stimulating increased consumer spending and visits and by 
generating greater partnership participation.  The Corporation works strategically, proactively and collaboratively with 
the tourism industry to market Ontario’s tourism experiences and leverage multi-year marketing opportunities and 
investments in key markets.  By working to continuously improve 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, year round destination. 
 
CORPORATE PRIORITIES 
Consumer Focus 

 We understand consumers 
 We attract consumers with dynamic and diverse travel ideas 
 We make it easy for consumers to have fun 

 
Marketing Excellence 

 We are research-driven 
 We reach our consumers through innovative marketing 
 We continually improve our marketing efforts 

 
Effective Partnerships 

 We nurture effective alliances 
 We leverage our resources through partnerships 
 We create  mutually beneficial opportunities for growth 

 
Strong Team 

 We cultivate a culture of teamwork 
 We attract, develop and retain the best 
 We foster an environment for success 

 
Results Driven 

 We establish clear goals 
 We measure and communicate our results 
 We continually get better 
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BUSINESS MODEL 
The Ontario Tourism Marketing Partnership Corporation is governed by a Board of Directors made up of business 
and public service leaders who are appointed by the Lieutenant Governor in Council based on recommendations 
from the Minister.  The Minister receives advice on Board membership through the efforts of OTMPC’s Nominations 
Committee and other interested parties.  
 
The OTMPC Board has established four standing committees – Executive, Nominations, Finance and Audit, and 
Marketing Performance and Assessment, as well as five marketing committees (North American, Overseas, 
Northern, Outdoors, Meetings, Conventions and Incentive Travel).  Over 100 industry volunteers participate on these 
committees. 
 
Management of the Ontario Tourism Marketing Partnership Corporation is led by: 
Chair - William M. Duron 
President and CEO – Robin Garrett 
 
Shared Risk, Shared Reward 
The dynamics of marketing Ontario tourism are exciting and diverse.  OTMPC aims to encourage the industry to 
work together to maximize overall impact of joint marketing efforts through blended resources and increased 
integration of marketing activities.  Partnership development continues to be a key strategic priority for OTMPC.   
 
Specific objectives include: 

• Bringing industry together to leverage resources and opportunities 
• Building integrated marketing and partnership programs – more channels and broader reach 
• Generating solid return on investment (ROI) by driving the consumer to the partner to close the sale 
• Sharing resources and market research, targeting the right consumer with the right product 
• Marketing the right products to the right consumer 

 

 
 

Build Brand 
Create Awareness 

PPaarrttnneerrss
• Close the Sale 
• Deliver customer value 
• Provide industry feedback
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2.0 Environmental Scan 
 
External Factors 
An estimated 104.8 million trips were taken in Ontario in 2007, generating about $17.3 billion in visitor expenditures. 
Domestic travel to Ontario increased by 5% (3.9 million) compared to 2006, resulting in 87.5 million trips. Overseas 
trips to Ontario remained at the same level resulting in 2.2 million trips. US visitation to Ontario decreased 14% (2.4 
million) compared to 2006, resulting in 15.0 million trips.1  Most of the decline in US travel came from same day visits 
which have declined by 20% versus overnight visits which have declined by 5%. 
 
The tourism industry has been facing many challenges in recent years. Major shifts in consumer interests and 
behaviour as well as the confluence of several external factors resulted in a different operating environment. Being 
able to adapt to this new environment will be vital for the success of the tourism industry. 
 
Global tourism arrivals have been increasing steadily, but Canada has been losing market share.  This trend is 
forecasted to continue in the next few years.2 Economic prosperity in some Asian countries has created new source 
markets and boosted travel primarily in the Asia Pacific region, the introduction of low cost airlines in Europe and the 
emergence of Eastern Europe as a prime travel destination increased intra-European travel. Consumers are looking 
for new, unique destinations, while mature destinations experience a slower than average growth rate. North-
America is experiencing the slowest growth rate of all the travel regions.3 
 
A similar phenomenon can be observed within Canada.  With the shift in consumer interest and with the aggressive 
advertising by other provinces into Ontario, especially Toronto, some of the western and eastern provinces are well 
positioned for growth.  Additionally, Ontario has been hardest hit by the decline from the US, has been losing market 
share in some of its overseas markets and outbound inter-provincial travel exceeds inbound4. 
 
With new, exotic destinations entering the arena, consumers are being presented with a wide range of product 
offerings, thus making the tourism environment increasingly competitive. Anticipating consumer’s product interests 
and effectively delivering on these interests can give a competitive edge to any destination and emphasize the 
importance of constant product development. 
 
Increased competition has resulted in increased marketing efforts by many destinations. Besides traditionally high 
spending destinations like Las Vegas, many other players have been increasing their marketing investment in the 
past several years, including destinations like Australia and New Zealand. Within Canada, Ontario used to have the 
largest provincial marketing budget, but by 2007 Alberta and British Columbia’s budget will match and surpass that of 
Ontario.  Though other provinces did not reach the same level of funding, many other provinces also increased their 
marketing efforts, including Newfoundland and Nova Scotia. 
 
Cheaper and convenient air travel made it possible for consumers to broaden their horizon and travel to more distant 
destinations.  The importance of air access cannot be underestimated and has contributed to the challenges faced 
by Canada and Ontario. Cost of air travel to and within Canada is relatively high, posing a price disadvantage for 
international travel.  
 
The relatively strong Canadian dollar has shifted the landscape for Ontario both in terms of inbound and outbound 
travel.  Previously, when the Canadian dollar was weak, it allowed Ontario to compete based on price point.  The 
stronger dollar has placed more importance on the product and quality of the experience thereby expanding the 
competitor set by putting more destinations on the consideration list for both US and domestic travelers. The 
availability of a variety of quality experiences is key to attracting well-traveled, sophisticated consumers and 

                                                 
1 Statistics Canada, Travel Survey of Residents of Canada and International Travel Survey  
2 UNWTO  Tourism Highlights, 2007 Edition 
3 UNTWO 
4 Ministry of Tourism, The Ontario Tourism Outlook, April 2008 
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delivering on the promised experiences is key to keeping consumers coming back. To achieve this, there is a need 
for quality service and constant product renewal based on consumer interests. 
 
Making it easy for consumers to access information and plan their trip is imperative in this highly competitive 
environment. The widespread use of the internet allows the consumer instantaneous, 24/7 access to information. 
Consumers can be convinced about taking a trip or lost to other destinations based on the information and the 
images presented at the travel websites, the ease of use of the website, the packages offered and the opportunity to 
book the trip. In fact, the web has become the number one planning tool, preceding even word of mouth.5 
 
Global warming and high gas prices through the summer of 2008 also brought to the forefront sustainable and green 
tourism. Consumers are more and more conscious of the impact they have on the environment and tourism is not an 
exception. Some airlines offer travelers the option of calculating the carbon footprint of their travel and provide them 
the opportunity to mitigate the impact by making a contribution to environmental protection. Cruise lines are investing 
heavily on research and development to reduce their impact on the environment. This heightened awareness of 
environmental issues might change consumer expectations and result in additional pressures on tourism suppliers. 
However, it remains to be seen how much cost increase the consumer is willing to take on to satisfy these 
expectations. This is an emerging trend that requires careful monitoring on part of the tourism industry both in terms 
of development and positioning opportunities as well as consumers’ price sensitivity. 
 
Ontario Market 
Visitation from within Ontario is estimated to have grown by 4.7% in 2007 with about 82.7 million trips taken by 
Ontario residents within their own province. It is expected that visitation will grow at a modest rate of around 1% per 
annum for the next couple of years.6  

 
Low interest rates and low inflation continue to contribute to growth in travel by Ontario residents. However, there are 
some risk factors associated with this positive outlook. Ontario’s economy entered recession at the end of 2008. 
Increasing unemployment, competition from emerging markets in the manufacturing sector and weakening US 
consumption is dampening economic growth in Ontario. The Canadian dollar is forecasted to stay relatively strong for 
the forecast period, making outbound travel to the US and some other international destinations more affordable. 
 
Ontario residents have Ontario at the top of their minds for short getaways. They are familiar with the products and 
feel that it fits their lifestyle needs for pleasure travel. They have favourable perceptions of Ontario, especially in 
terms of experiencing the great outdoors and as a good place for a family vacation. Ontario ranks first among its 
immediate competition on these attributes. These are strengths that can be built on in the future.7 
                                                 
5 TAMS; 2007 
6 Ministry of Tourism, The Ontario Tourism Outlook, April 2008  
7 TNS Canadian Facts; Advertising Tracking Study 
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Though Ontario generally has favourable safety perceptions (crime and health) among its residents, this perception 
has been slightly weakened in the past three years.8 Safety is not a travel motivator, but essential for many travellers 
when selecting a destination. 
 
Several demographic shifts are occurring in Ontario. The large baby boomer segment is getting older, and with it 
their travel motivations are changing. This presents both a challenge and an opportunity for Ontario. This age group 
is very active, has time and money and travel is high on their priority list. They are, however, looking for new 
experiences and destinations and, as they are pushing past 60, a shift towards more cultural and soft outdoors 
activities. Nonetheless, they are a prime target for short getaways, especially if they are presented with new travel 
ideas in the province.  
 
In fact, OTMPC this segment, as one of its prime targets in the domestic market. They have the time and money to 
travel frequently on short and long haul trips year round. They are looking for authentic experiences. When travelling, 
they enjoy a wide range of activities including all sorts of cultural activities, golfing, sailing, skiing, spas and wineries. 
They are above average internet users but have a preference for print (newspapers and magazines). 
 
Families have been traditionally a prime target for Ontario.  The proximity of the product offerings provide them with 
the convenience and access they need when travelling with young children. They live kid-centred lives. Parents have 
little time to spend watching/reading media, but the internet, some local dailies and specialty magazines are a good 
way to reach them. When traveling, they are looking for convenience and variety near by and year-round. Water 
sports and other outdoors activities, amusement and theme parks are at the top of their travel interests.  
 
Ontario and especially Toronto has a growing ethnic population. Though new immigrants tend to travel back to their 
homeland for their long vacation, there is an opportunity to get our new residents acquainted through shorter trips.  
 
Quebec Market 
Quebec accounts for approximately 4% of visitation to Ontario, the second largest domestic market after Ontario.  
 
Ontario as a destination continues to have challenges in Quebec.  Ontario must overcome cultural/political barriers 
as well as perceived similarity with Quebec’s own natural environment and tourism product.9  Ontario’s perceptual 
strength of safety, cleanliness, scenery, nature and relaxation offer no concrete advantages over Quebec products, 
which are seen as similar, closer and less expensive. As a result, Ontario is not a top of mind travel destination.  
Quebec is a very insular market, with Quebec seen as the panacea for all travel needs, particularly among the 
mainstream groups. Affluent segments on the other hand tend to look beyond Ontario to more unique and exotic 
destinations. More than half of Montrealers indicate an interest in travelling to Ontario in the next 12 months.10 
 
Visitors from Quebec tend to be older (40% over 55), better educated and have higher incomes than the general 
population. Anglophones constitute one of the best opportunities for Ontario, with a much higher visitation rate than 
Francophones. In addition, visiting friends and relatives is a key driver for traveling to Ontario. In fact, 70% of visitors 
from Quebec have friends or relatives in our province. Over half of Ontario travelers from Quebec live in Montreal.11 
 
OTMPC identified Quebec Families in Montreal as a prime target. Though French is the primary language for almost 
80% of them, the vast majority understand English and language is not a barrier. About half of the segment has 
friends or relatives in Ontario and our market penetration is fairly high- about a third of Families visited Ontario in the 
past year. When they travel they enjoy beaches, family attractions, and theme parks, hiking nature trails, 
national/provincial parks, natural landmarks, museums, small towns, heritage /cultural sites and wineries.  
 
 

                                                 
8 TNS Canadian Facts; Intentions Survey 
9 TNS Canadian Facts; Advertising Tracking Study, Winter 2007 
10 TNS Canadian Facts; Advertising Tracking Study Summer 2008 
11 Decima Research; Quebec Tourism Consumer Research, May 2006 
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US Market 
The U.S. market has been a weak performer recently and is not forecast to change over the next few years. US 
visitation to Ontario declined by approximately 14% in 2007 versus 2006. Further decreases in US visitation are 
forecasted for 2008 and 2009, with increases expected starting 2010.  
 

 
  
 
The decline in visitation is a result of many factors that affect travel to Ontario from the US. The slowdown of 
economic activity and the credit crunch in the US is causing some insecurity among consumers and may restrain 
some of the potential for growth in travel from the US. Income growth will be stable but slower in the near market 
states than in the rest of the country. Slower income growth in this region is not positive for travel to Ontario as the 
US border states account for over 80% of travel to Ontario from the US.12 Furthermore, the continued relative 
strength of the Canadian dollar, the pending introduction of the passport requirement at land crossings and border 
security issues will continue to limit growth in visitors from the US. 
 
Much of the weakness is coming from the day trip segment. Day trips are exchange rate sensitive and more 
impacted by travel documentation requirements as the propensity to have passports is lower amongst this group.   
 
Due to the weakening U.S. dollar as compared to the summer months of 2008 and the pending passport 
requirement, our potential market may have contracted, especially among our less affluent consumers for whom 
obtaining a passport for the family or getting a deal through the exchange rate might be determining factors in visiting 
Ontario. These realities reinforce the need to target the more affluent segments, however it also means that 
competition shifts from price point (exchange rate advantages) to quality of product. 
 
Awareness of Ontario in the near U.S. markets is relatively low at around 20% and even lower in other markets. 
Ontario is viewed as a good place for short getaways where there is lots to see and do. Throughout the last three 
years, despite the unfavourable external circumstances, Ontario was able to maintain the same level of destination 
awareness and image ratings in the US near border markets. However, despite the relatively favourable ratings, 
Ontario does not stand out from the competition and ranks around the second and third place for almost all of the 
attributes. This also means that, in many respect, Ontario is not the first choice among its immediate competition. 
The impact of the weak US dollar and the weakness in consumer confidence do, however, dampen interest in 
traveling to Ontario in the next 12 months, which is now significantly lower than it was thee years ago. 
 
While a relatively large proportion of the near border U. S. markets have visited Ontario, their commitment to Ontario 
is low and there is little potential for Ontario to generate new visitors. For those who are committed to Ontario, 
Niagara Falls tends to be a draw along with the wineries in the region, as are the city offerings in Toronto. 

                                                 
12 Statistics Canada; ITS 2007 
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The past visitation rate in the mid markets is much lower than in the near U.S. markets.  Awareness of Ontario as a 
travel destination is also very low, but there are a fairly sizeable number of people who are open to the idea of 
travelling to Ontario. 13 However, low awareness and knowledge of what Ontario has to offer would require long term 
investment in marketing communication with relatively low return in the short term. With larger distance to Ontario, 
our competitor set also broadens in these markets. 
 
Under the current circumstances, Ontario’s marketing efforts will focus on working with its larger industry partners 
and the Canadian Tourism Commission (CTC) on a cooperative campaign in the mid US markets to attract new 
visitors. At the same time OTMPC will continue to monitor the economic situation in key near border markets.. 
 
Overseas Markets 
 Overseas travel to Ontario remained at about the same level as in 2007. According to the forecast, visitation will 
decline 2008 and 2009, followed by relatively strong increases in 2010 and 2011.  

 
 
Over the next three years, visits to Ontario from the UK are expected to grow by 2%, from Germany by 6% and from 
Japan by over 10%. 14 Some emerging markets have been showing strength, including Mexico, India and China.   
 
The three core markets, UK, Japan, and Germany still represent about 32%15 of all overseas visits and thus present 
the best opportunity in terms of volume. However, the strong growth experienced in some emerging markets makes 
our overseas markets more dispersed as emerging markets such as Mexico require marketing support to sustain 
growth. 
 
The Canadian Tourism Commission is marketing Canada in most of Ontario’s overseas source markets.  Overseas 
residents are considering Canada as a travel destination as opposed to being aware of the political boundaries of the 
provinces. As such, it leads to efficiencies to take advantage of the synergies and target overseas markets with a 
unified Canada message, under the lead of the CTC. 
 
 
3.0 Strategic Direction 
 
Building on the overall objective and corporate priorities of consumer focus, marketing excellence, effective 
partnerships, strong team and results driven, OTMPC has developed five strategies to guide all aspects of the 
business.  The strategies will be actualized through the development of annual business and marketing plans  
 
Continuing to build on the foundation that was created in 2008-2009, Ontario’s strategic focus over the next two 
years is to profitably increase year-round, overnight travel within Ontario.   Within this singular focus are several sub-
objectives: 

                                                 
13 TNS Canadian Facts; TAMS Conversion Model Analysis, June 1007 
14 Ministry of Tourism, The Ontario Tourism Outlook, April 2008 
15 Statistics Canada ITS 2007 
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• Firmly establish the province as a competitively unique and compelling destination; 
• Maximize ROI through the allocation of support based on potential yield;  
• Address specific needs and desires of targeted consumers while reinforcing the overall Ontario brand 

promise;  
• Stimulate increased consumer spending and visits; 
• Work with new and existing Ontario tourism partners to get more marketing messaging in front of the 

consumer to deliver incremental economic benefits for the industry;  
• Continuously improve customer satisfaction ratings for all OTMPC marketing tools (e.g., 

www.ontariotravel.net, OTICs, publications); 
• Continuously increase performance measures for all marketing activities – e.g., advertising awareness and 

intent to visit, traffic to www.ontariotravel.net, website registrations, quality and quantity of earned media 
coverage; and 

• Build OTMPC’s reputation as the tourism marketing expert. 
 

OTMPC Three-Year Strategy 
1.  Consumer Focus - Adopt a strong consumer focus. 

• Identify those customer segments that will profitably deliver the greatest yield; 
• Develop highly-targeted communications to build relationships with these best prospects – engage 

their interest and facilitate their travel planning; 
• Enhance our knowledge of these customer segments with a view to helping the industry develop 

well-targeted new products. 
 
2. Marketing Excellence - Strengthen the Ontario Brand Value and implement consumer relationship 

management approach to reach best prospect consumers.  
• Effectively communicate Ontario’s ‘Yours to Discover’ positioning;   
• Establish and grow strong emotional connections to the province’s tourism product offerings; 
• Dimensionalize and personalize the Ontario Brand for best prospect customer segments. 

 
3. Effective Partnerships - Align partnerships with marketing strategy. 

• Feature those partners who will best deliver against the needs and desires of the best prospect 
customer segments, to maximize uptake; 

• Provide partners with the opportunity to extend their marketing efforts within OTMPC programs – 
effectively and cost efficiently. 

 
4. Strong Team - Improve organizational effectiveness. 

• Align human and financial resource allocations with yield potential; 
• Ensure all resources have the tools required to effectively execute programs under their 

responsibility. 
 

5. Results Driven - Build OTMPC’s reputation as the tourism marketing expert. 
• Establish measurement criteria for all programs; 
• Report on key measurements in a timely manner; 
• Continually improve. 

 
 
4.0 Programs and Activities - Introduction 
 
The 2009-2010 marketing plan represents a year of continued effort against the Ontario Brand that targets all 
Ontarians as well as consumer segments introduced in 2008-2009, and continued implementation of the Northern 
Marketing strategy. Significant strides have been made in terms of developing targeted marketing programs for the 
consumer segments, and Ontario will continue to build on the foundation.    
 
Further, there are four core activities (which cross multiple segments) that are vital to OTMPC’s successful 
transformation. As such, these ‘foundation’ activities have been identified as the top priorities for 2009-2010.  The 



 11

‘foundation’ activities are: evolving the Tourism Consumer Information System (TCIS); maximizing search engine 
marketing (SEM) and search engine optimization (SEO); utilizing social networks; and strengthening media relations 
efforts by influencing key media influencers.   
 
 
4.0 Programs and Activities – Consumer Focus 
 

Adopt a strong consumer focus 
 
1. Consumer Target Markets 
 

a. North American  
As a result of in-depth investigations, nine customer segments were identified in 2007 as the best prospect 
consumers for OTMPC to target over the next three years with its marketing programs. Five of these 
segments reside in Ontario, with the balance residing in near border and mid-U.S. markets. Importantly, 
while there are some minor differences between the Ontario and U.S. segments, four of the groups are 
essentially mirror images of one another. 
 
The ranking of these best customer prospect segments was based on a combination of the size of each 
segment, its pre-disposition for Ontario travel, the investment required to effectively market to each, and the 
potential yield, or ROI, that each could deliver.  
 
In 2008/09, OTMPC concentrated its marketing efforts on Adventurers in the US and Canada, Provincial 
Families and Footloose Families.  In 2009/10, available resources will be focused on three segments.  The 
footloose family segment will not be targeted in 2009/10. 

 
b. Marketing of Northern Ontario 
The development of a “best bet” market strategy was developed using market research that was undertaken 
during the development of the Northern Marketing Strategy as well as, the Environics consumer 
segmentation.  The “best bet” market strategy brings market realities, market knowledge, proximity and 
consumer research to identify target geographic markets that offer the best opportunity for Northern 
Ontario’s Outdoor experiences and our key avid experiences.   
 
Northern Ontario faces the same economic and political realities as the rest of the province which are 
magnified by the sheers size of the geography and distance from source markets.  The “best bet” market 
strategy takes into account the reliance of the north-west market on the near boarder US markets of 
Minnesota and Wisconsin as well as Manitoba; and the reliance of the north-east on the Ontario market and 
near border US markets of Ohio, Michigan and New York.  
  
The cornerstone in developing the “best bet” market strategy was the segmentation research that allowed 
OTMPC to identify best prospect markets and develop targeted messaging and marketing tactics to these 
markets.  The similarities that exist between the North American and northern segments will allow for 
alignment of message and effort under the OTMPC brand strategy. 

 
c. Overseas Consumer Target Markets 
OTMPC works collaboratively with the Canadian Tourism Commission (CTC) in overseas markets.  CTC, in 
conjunction with the provinces, has undertaken research to identify target consumers. 
 
United Kingdom 
OTMPC will target the following two segments, adults aged 40+ and adults aged 25–39. Most live in the 
South East, Scotland and Greater London, have a managerial position and have a medium to high 
household income. Trips are planned seven months ahead and bookings made four months in advance of 
travel.  The main purposes of the trip are to enjoy natural scenery, see new places and visit friends.  Almost 
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half booked with an airline directly, travelled independently between April – September and stayed at a mid-
priced hotel. The younger segment is ones who take short breaks.  
 
Japan 
OTMPC will target the following two segments; females aged 55-69 and single working women in their 30’s. 
Females aged 55-69 are the key decision-makers for overseas travel in their family. They fit into the ‘outdoor 
experience seekers’ and ‘culture seekers’ from the CTC segments. The single women in their 30’s represent 
a year-round travel opportunity and fit into the ‘local flavour seekers’ CTC segment. Within both of these 
segments we aim to increase growing fully independent travel (FIT) travel. 60% of these consumers reside in 
the Tokyo, Osaka and Nagoya regions.  
 
Germany  
OTMP will target the following two segments, adults aged 40 – 60+ and adults aged 18 -39. They primarily 
reside in Hamburg, North Rhine and Bavaria regions and have medium to high household income. They start 
planning nine months ahead and book four months ahead of travel.  The main purpose of the trip is to enjoy 
nature, but also experience the Canadian way of life.  They travel between April and September and travel 
independently. The younger demographic will be taking active trips.  
 
Mexico 
OTMPC will target the following two segments, the group ‘seeking the good life’ (aged primarily 35+) and 
‘status seekers’ (aged 20-34) segment. The majority live in Mexico City, Guadalajara and Monterrey and 
travel around the major holiday seasons. Most are in the AB socio economic group and book under five 
weeks before trip.  The main purpose of the trip is to learn or explore something new, then to sightsee and 
visit friends and relatives.  They book primarily through travel agents; stay at mid-priced hotels and travel 
independently.  
 
France 
The best prospects in France are adults aged 35-59 with mid to high household income and are repeat 
visitors to Canada. Value for money is a key driver. The opportunity is to attract the high-end FIT traveller on 
an Ontario-only trip or as a Quebec extension.  
 
South Korea 
OTMPC will target the following two segments, senior group travel, aged 50+ and FIT travel, aged 30 – 49. 
The group travel segment is high yield for both time and budget and focus on shopping, nature, major icons 
and cities. The FIT is a growing segment that desires diverse cultural experiences and visits to provincial 
parks. The majority of both segments reside in Seoul with planning lead times over two months and booking 
lead times less than a month.  
 
China 
Without Approved Destination Status (ADS), OTMPC will focus is on the business and meeting, convention 
and incentives travel.  Senior management business travellers, government and State Regulated Enterprises 
(SRE) business/leisure groups, visiting friends and relatives (VFR), high school and university students 
interested in English Second Language (ESL) and Meeting, Incentives, Conferences and Exhibitions (MICE) 
currently represent the best opportunities for Ontario. 

 
2. Consumer Activities 
 

a. Travel Information Centres 
Strategically located around the province, the Ontario Travel Information Centres (OTICs) are Ontario’s 
official welcome centres.  Operated by the OTMPC, they provide visitors with essential, practical, on-the-spot 
information and advice on where to go and what to see and do.  The work of the OTICs is essential to the 
brand integrity of the Ontario travel experience. 
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The knowledgeable staffs of the OTICs collaborate with private and public partners to promote experiences 
and destinations through a network of provincial travel gateways.  There are 18 centres, mostly at 
U.S./Canada border crossings, of which 11 are open year-round and seven are operated seasonally.  The 
OTICs are the visitor’s primary information stop for accommodations, attractions, currency exchange, 
destination brochures, events and festivals, maps and guides, shopping, souvenirs and theatre tickets (at 
select locations).  Additionally, the Barrie Travel Information Centre has broadcast facilities to promote 
Ontario events during the summer, fall and winter. 
 
In 2009-2010, OTMPC will focus on maximizing opportunities to improve visitor services and partnerships 
within existing resources.   Efforts will focus on working with the Ministry to seek approval of a re-invention 
strategy for travel information services. 

 
b. Evolve Tourism Consumer Information System 
The Internet is a powerful platform where consumers can easily view a tremendous volume of travel options 
with a single click. Consumer requirements for online travel information have evolved significantly since the 
Tourism Consumer Information System (TCIS) was launched in 2002.  
  
The evolution of TCIS is one of the cornerstones in supporting the OTMPC strategic plan to enable the 
segmentation and delivery of both brand and customized programs to consumers.  
 
In 2008/09 OTMPC invested in the first phase of evolving the TCIS through implementation of: 

• Redesigned  homepage  
• Offers/packages on the ontariotravel.net web site 
• Alignment of the web site to deliver against the best prospect consumer segments - Families and 

Upscale Adventurers/High Flyers segments  
• Implementation of revised registration to capture segment data and enable more targeted marketing 

  
In order to remain competitive and fully utilize the benefits of the Internet, OTMPC must continue to offer 
consumers a multi-channel information system to not only raise awareness of Ontario as a travel destination 
but also to help convert the awareness to visits. 
  
OTMPC needs to further evolve the ontariotravel.net web site both in terms of its architecture and its content 
offerings to meet the needs of consumers and the tourism industry. A three-year strategic plan will be 
defined in 2008-09 to enable OTMPC to deliver: 

• Technology advances and flexibility 
• Effective tracking 
• Further development  of the database to allow for more targeted marketing 
• Interactive tools and functionality 
• On-line bookings 

 
As part of the strategic planning process an online reservation system for the web site will be investigated 
and if deemed feasible, the best implementation model perspective and implementation will be planned as 
part of the overall evolution of functionality of the system for consumers. 
 
The three-year strategic plan will define an implementation timeline and additions and enhancements to the 
system. 
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4.0 Programs and Activities – Marketing Excellence 
 

Strengthen the Ontario Brand and 
Implement a Consumer Relationship Management Approach 

 
1. Brand 

a. Mass Advertising 
The ultimate success of each of the best customer prospect segment programs will rely on the affinity that 
consumers have for the overall Ontario Brand. In other words, the greater the emotional connection that 
each of these prospects has for Ontario, the greater their motivation to discover more of what Ontario has to 
offer them. As well – and as noted earlier in this plan – the travel market has become increasingly 
competitive, with ever-increasing destinations vying for a greater share of consumers’ travel time and 
budget. Within this environment, the Ontario Brand must maintain a competitive share-of-voice. 

 
It is essential, therefore, to provide continued media support for the highly successful “There’s No Place Like 
This” campaign with a pool of ads featuring different Ontario artists. As well, the call to action has been 
strengthened to drive consumers to the upgraded ontariotravel.net web site. 
 
Conceptually the creative idea behind the “There’s No Place Like This” campaign has considerable ‘life’. For 
2009-2010 OTMPC will explore ways to make the executions work harder against the identified consumer 
segments in Ontario. A good portion of the budget allocation will be dedicated to the purchasing of media 
time that will be strategically focused to provide continuity and maximize exposure. It should be noted that 
there will be some production-related expenses, in the form of making required payments to the talent in the 
commercials. 
 
To support the “There’s No Place Like This” campaign and provide linkage to the priority segments, 
domestically, the annual ‘My Ontario’ magazine will continue to target both families and upscale adventurers 
through content rich articles and ideas on specific ‘buyable’ experiences reflective of the year round appeal 
of Ontario. The magazine will remain at 128 pages (plus cover), have limited advertising and will see 
targeted distribution at 475K. The online ‘interactive’ version will continue to support increased download 
requests, allow for additional industry advertising and bring the magazine to life (sound, video). 
 
An online advertising campaign will help strengthen and broaden the Brand messaging encouraging 
consumers to visit ontariotravel.net. 
 
A Winter Retail Lure will be produced and distributed in January 2010 and a winter campaign web site to 
connect the consumer to the retail opportunities will be delivered. A Search Engine Marketing campaign and 
a consumer e-mail will help drive consumer traffic to this site.  

 
b. Maximize Search Engine Marketing (SEM) / Search Engine Optimization (SEO) 
Continue to utilize two very effective components within the online world Search Engine Optimization and 
Search Engine Marketing. With an ever increasing majority of consumers using search engines to help 
research and/or purchase online, effective SEO/SEM programs can deliver greater number of interested, 
pre-committed ‘hand raisers’ to a website. 
 
For 2009-2010, OTMPC will continue to maximize both programs on a number of fronts:  

• SEO will ensure that segments on the web site appear at or near the top of the most relevant listings 
as the result of organic search results. Utilizing SEO will identify ongoing opportunities to change 
page contents within the site (headlines, images, etc.) to improve performance; 
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• OTMPC will negotiate 52-week SEM contracts with major search engines  in order to ensure year 
round presence for ontariotravel.net (vs. the seasonal or tactical efforts in previous years), with 
increased efforts allocated to the competitive summer season; 

• Types of search words purchased will maximize delivery of the best prospect consumer segments to 
ontariotravel.net; 

• Keywords, reflective of the various programs and priority consumer  segments will be used to 
maximize uptake; and 

• Negotiations with search engines focusing on increasing the number of relevant clicks. 
 

c. Social Networks 
Social networks are geared for communities of people who share interests and activities or who are 
interested in exploring the interests and activities of others. Users interact within these networks in many 
ways including chat, messaging, email, video file sharing, blogging, discussion groups and so on. Social 
networks can be effective in engaging our best prospect consumers and provides the opportunity to create 
content that inspires and connects consumers to our brand and segments. Although these channels often 
provide the opportunity to distribute at very low cost, participation will be dependent on budget and 
appropriate content available for distribution. 
 
In 2009/10, content will be created that provides inspiration and connects to the brand and segments and we 
will utilize appropriate distribution channels. Video will be utilized where available to help bring experiences 
to life and could also be used as a tool to engage consumers on site, in e-mails and other consumer 
interactions, i.e., YouTube. 

 
d. Influence the Influencers 
Media Relations will continue to be an essential program for OTMPC during 2009-2010. Importantly, the 
effectiveness of this activity will be enhanced through the best prospect consumer segmentation, by ensuring 
that the most appropriate writers participate in segment-relevant experiences. Stories with inherent 
‘newsworthy’ qualities will be fully exploited throughout the year. 
 
In keeping with the above, the following components will comprise the foundation of the 2009-2010 Media 
Relations program: 

• Target A-list travel and lifestyle writers and correlate interests with Ontario’s consumer segment 
relevant experiences. OTMPC will be an active participant in media organizations like the Travel 
Media Association of Canada (TMAC) and the Society of American Travel Writers (SATW) to foster 
and strengthen relationships. 

• Nurture new and expanded representation in relevant Travel Guide Books (print and on-line formats) 
and other “lifestyle” media influencers (e.g. Canadian Geographic) 

•  Enhance the Ontario travel online media hub and provide a comprehensive library of media story 
ideas and high quality photography. 

• Capitalize on paid media partnerships to ensure their participation carrying submitted stories and 
articles; 

• Broadly deploy press releases for each program 
 
 
2. Consumer Segments 
 

North American Consumer Segment Marketing Programs 
a. Adventurers (Ontario & US) 
Pursue Your Interests  
This program will continue to target consumers with products and experience that will inspire them to travel 
to and within Ontario. All advertising will drive to ontariotravel.net/getaway which will be further integrated 
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into OTMPC’s main site to improve data capture opportunities. The creative execution will be updated and 
some functional changes will be incorporated into the mapping and events sections of the site.   

 
In 2009-2010, OTMPC will continue the relationship with CTVglobemedia whose multi-channel capability can 
effectively reach these consumers.  
The professional photographers’ online contest ‘Show My Ontario” implemented in 2008-2009 will continue in 
2009-2010 with the exhibition of award winning work at a Toronto Gallery for three weeks in June and the 
production of a book of signature images showcasing Ontario’s seasonal appeal. OTMPC will have access to 
the winning images for a three-year period.   
 
Consumer research completed on the format/content of print collateral for spring and fall will be incorporated 
into the design, industry buy-in opportunities and distribution of the pieces in 2009-2010. It will also be 
examined in the context of integration with the online consumer segment site. Distribution will include 
polybagging via vertical magazines (Zoomers, CAA and Chatelaine) which match the target segment and 
cost-effectively increase the reach of the program.  Advertising in magazines (Food and Drink) and on 
targeted online sites will also be considered. 
  
Thematic features will continue to include Girlfriends’ Getaways as well as incorporating “green” experiences 
such as environmentally designated wineries, organic spa treatments and local cuisine. 
 
Appropriate brand awareness advertising will appear in targeted US magazines.  Inspirational copy and 
imagery will be aligned with select retail offerings. 
 
Lesbian, Gay, Bisexual and Transgender (LGBT) market represents a niche opportunity for Ontario. In the 
US the market size is estimated to be around 15 million, with above average household income, high 
incidence of college/university graduates (82%) in professional/managerial positions with total spending 
power estimated at $500 billion annually. They are fiercely brand loyal, go out more, buy more, have more 
disposable income and are early adopters of new trends. Canada is already high on their consideration list 
as a travel destination and Toronto has been viewed as a gay friendly community for many years. OTMPC 
will continue to work with partners to offer experiences and develop collaborative marketing strategies.  In 
2009-2010, OTMPC will support Toronto’s hosting of the International Gay & Lesbian Travel Association 
(IGLTA) Conference.   
 
Throughout the course of the year, programs aimed at this segment will feature a broad range of targeted 
product offerings including spas, wine & culinary, golf, galleries and museums/heritage sites, live theatre and 
performing arts, sports events, shopping, as well as select outdoor activities. “Green” experiences will also 
be highlighted in various print and online tactical executions.  Fall Drives will be integrated into the overall 
program with additional weighting of advertising and opportunities for industry buy-in during this key season. 
 
Editorial calendars for print and also e-newsletters will be expanded and continue to offer opportunities for 
partners to showcase their unique offerings throughout the year.  Additional targeted online placement will 
include banners and logo placement.   
 
‘Pursue Your Interests’ will provide partners with the opportunity to reach this segment in a highly targeted 
manner. Sponsorships and advertising space could be negotiated for different time frames.  

 
52 Weekends of Getaways 
In keeping with this segment’s desire – and ability – to travel frequently, this program is designed to provide 
them with getaway inspirations throughout the year, and prompt a response to immediately book their next 
getaway.  OTMPCs Adventurer (Ontario and US) consumer database, currently at approximately 60K 
names, will continue to grow.  Special efforts will be made to forge partnerships with industry and media 
outlets to increase the number of valuable consumer registrations.  Ongoing ‘inspirations’ will be delivered to 
the target through the following channels: 
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• E-mails deployed on a regular basis to all registered Adventurers. Each communiqué will feature 
getaway ideas, insider’s tips and links to various promotions occurring (e.g. Photo Contest Exhibit, 
Fall Colour reports, and partner offers etc…). 

• Targeted online advertising, with an emphasis on SEM, will be used to promote this program and 
encourage new registrants; particular attention will be paid to convergent print and online advertising 
partnerships that will allow OTMPC to reach this segment. 

• More creative approach to contesting online to continue to build the segment database. 
 

By virtue of its year round nature, ‘52 Weekends of Getaways’ will feature a broad range of targeted product 
offerings including spas, wine & culinary, golf, galleries and museums, cultural heritage, live theatre and 
performing arts, sports events, shopping, as well as select outdoor activities. Sustainable ‘green’ eco- 
tourism products and services will also be profiled. 
 
Given the year round nature of this program, partners will be able to both plan well in advance and focus the 
timing of their participation to coincide with their individual needs.   The program will provide partners with the 
opportunity to sponsor emails and purchase advertising.   
 
Partnership with the Canadian Tourism Commission (US) 
The Canadian Tourism Commission is charged with building the brand for Canada in international markets 
under the banner “Keep Exploring”. The CTC is also using a segmented approach to markets through its EQ 
(Explorer Quotient) initiative. Two of its segments, the Authentic and Cultural Explorers have similarities to 
OTMPC’s Adventure segment.  OTMPC will continue to participate with industry partners in the geo-targeted 
US markets of New York and Boston. Activities will include consumer advertising, trade and media initiatives. 
 
Travel Trade –Adventurers (Ontario and US) 
Travel trade will refocus efforts to target and integrate the US trade component into the segment’s marketing 
efforts and work with the industry to leverage its effectiveness through this important distribution channel. 
The program will continue to: 

• Foster developments with key accounts and initiate new programs through joint marketing 
agreements (eg Virtuoso, Horizon, Libgo, Globus, Gutsy Women, Abercrombie and Kent) 

• Develop new business opportunities with pre-qualified operators that have strong potential in 
marketing and selling Ontario to this consumer segment including airlines/frequent flyer programs 
and online partnerships (eg American Airlines Vacations, Conxity) 

• Work with the industry to expand package offerings for those consumers in this segment who 
purchase travel through the trade. 

 
Media Relations (Ontario and US) 
Media relations will target media that are well positioned to reach those best prospect segment consumers.  
In Ontario efforts will  

• Target both print/electronic media including: Globe & Mail, major TV networks and lifestyle 
magazines featuring décor, food & wine, fashion and cultural reportage.  

• Remind media of all the tourism products within Ontario that reflects the experiences their audiences 
are seeking.  

• Include story ideas directly pitched to new/existing contacts, support of appropriate media 
sponsorships for television/radio coverage, input into advertorial opportunities 

•  Work with Ontario industry partners to support media tours. 
 

In the US, efforts will  
• Target key lifestyle magazines, niche publications which appeal to a vertical market (eg wine 

aficionados, kayaking enthusiasts, eco-tourism adventurers; specialty/cable TV including golf and 
the travel sections of top US dailies) 
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• Include story ideas directly pitched to new/existing contacts; support appropriate media 
sponsorships for television and radio coverage and undertake partnerships with the Canadian 
Tourism Commission 

• Work with Ontario industry partners to support media tours. 
 

b. Fun-Loving Families (Ontario)  
Ontario Family Getaways 
Recognizing that Fun-Loving Families are time-starved, marketing efforts will focus on providing travel 
solutions ranging from thought-starter ideas through to complete packages that make it easy for them to 
escape the everyday and have a fun experience that leaves the whole family feeling rejuvenated. 

 
To that end, the programs will provide ‘Mom’ with a steady stream of family outing ideas through a monthly 
‘Ontario Family Fun’ online calendar with an emphasis on ideas that would encourage overnight stays. The 
family specific site is intended to be the main call of action. Therefore ongoing evaluation and refinements 
will serve to make the site the source of information for family planning. 
 
Building on the 2008-09 program, in 2009-10 OTMPC will move to a year round presence in issues of 
Today’s Parent magazine and Chatelaine featuring a double page, full colour ad driving consumer to 
ontariotravel.net/family.  Both of these publications are strong performers against the target and will drive 
consumers to the family segment web site. Online opportunities on the affiliated websites will include 
Ontario-only ad units, geo-targeted e-blasts and seasonal contests, with the focus on driving traffic to 
ontariotravel.net/family. 
 
OTMPC will also have an Ontario tourism kiosk at 80% of Today’s Parent KidSummer events during the 
summer. Brochures/maps of key places of interest to families will be distributed. An interactive component 
will encourage visitation to the kiosks. 
 
To strengthen presence in the domestic market, CanWest Global Sponsorship will be added to provide 
additional reach against the family market. The campaign will build excitement for tourism in Ontario through 
television and online activities. Global News will access news personality, Susan Hay to connect and engage 
families in Ontario.  
 
OTMPC will also drive ‘moms’ to the family site through other online activities such as e-newsletters, online 
advertising (i.e. savvymom.com, kaboose.com), contests and SEM. This will also afford us the opportunity to 
continue to build the family database. 
 
‘Ontario Family Getaways’ provides the opportunity to showcase a broad range of products and experiences 
focusing on a number of  themes including Outdoor Adventures,  City Excitement, Resorts, Kid Fun, and 
Family Culture. 
 
Partnering opportunities within this program include Resorts of Ontario, Attractions Ontario, Destination 
Marketing Organizations, Festivals/Events, Tourism Agencies and family-friendly accommodations. These 
include: 

• Paid advertising space within the online Monthly Calendar 
• Paid advertising space within the double page spread magazine ad  
• Paid advertising within the e-newsletters. 
• Brochure distribution at sponsored ‘KidSummer’ events. 
• Featured package opportunities online 

 
Additional Marketing Support – Fun-loving Families 
Media relations will target media that are well positioned to best reach the family segment in Ontario. Efforts 
will include:  
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• Targeting of print and electronic media (eg. Rogers, Global CanWest, daily newspapers).  
• Reminding media of all the tourism products Ontario has that reflects the family experiences their 

audiences are seeking.  
• Include story ideas directly pitched to new/existing contacts, support of appropriate media 

sponsorships for television and radio coverage, input into advertorial opportunities 
•  Work with Ontario industry partners to support media tours. 

 
c. Quebec 
Marketing programs will target families (Anglophone & Francophone) in Montreal. 
 
For 2009-2010, OTMPC’s advertising campaign will continue to position Ontario as a welcoming destination 
for short getaways among English and French speaking consumers in Montreal  
 
For the English market a mix of print and SEM will be used to communicate the message.  Full page 
newspaper ads in the Montreal Gazette and the Attractions Ontario insert drop will feature the various 
experiences that we know they are interested in and will motivate them to consider Ontario, particularly 
beaches/outdoors and family attractions. This will be supported by 2 -:30 second radio spots for 6 weeks on 
targeted stations. 
 
For the francophone market, OTMPC will continue a TV sponsorship with the Radio-Canada (SRC/RDI) 
French channel in Montreal. The program will involve the use of a recognizable Quebec personality who will 
visit Ontario and share their experiences on air. Exposure on their web site will also be a component of the 
program. 
 
Advertising is intended to drive consumers to ontariotravel.net for additional information to facilitate travel 
planning.  
 
 A range of products, experiences and destinations of interest to both English and French Montreal families 
will be featured (family attractions and beaches). 

 
d. Marketing of Northern Ontario 
The Northern Strategy identified the need to coordinate and align the efforts of the northern tourism industry 
and for OTMPC to continue provide the leadership role.  The strategy called for the development of an 
aggressive internet focused program, building on the competitive advantage of Ontario’s Great Outdoors 
supported by existing vertical marketing programs. 
 
Northern Portal 
Building on the initial effort during 2008-2009, the Northern Portal will continue to act as the “welcome” to 
Northern Ontario and embodying the “ahhhhhh” factor identified in the strategy.  The portal connects the 
consumer to select from experience or destination and then cascade to the portal window and industry 
partner or vertical experience site that can assist them. 

 
2009-2010 will see a continued focus on SEO and SEM driving interest to the portal.  The portal itself will be 
refreshed twice during the year once for spring/summer and once for winter to reflect the diversity of 
experiences.  The portal will feature vertical contests and other tools from OTMPC vertical sites to drive 
consumer data base registration. An adapted French language version of the portal will be created with 
Direction Ontario providing content support. 
 
Partnership contracts will be used to generate content and “buzz” through industry operated sub windows 
that lead the consumer from the portal to the industry association, region or city. 
 
Ontario Canada’s Great Outdoors 
Ontario Canada’s Great Outdoors presents the breadth and depth of northern Ontario’s outdoor experiences 
and responds to consumer interests across all northern segments as well as the adventure segment. In 
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2009-2010, marketing programs will target consumers in Chicago, Winnipeg and the Greater Toronto Area 
(GTA).   
 
The Chicago program will continue to leverage a known outdoor celebrity and will be aligned with the angling 
program for execution in Minneapolis.  The creative messaging will be adapted for Winnipeg and the GTA 
using innovative retail and media tactics. 
A targeted retail strategy in partnership Bass Pro and other outdoor retailers will engage the consumers 
where they buy their gear and develop consumer touch points within retail environments.  Strategic use of 
targeted consumer shows and contesting will augment the overall campaign.  All activity will drive to the 
northern portal to encourage consumer registration to facilitate direct to consumer marketing.  

 
Provincial Angling Program - Go Fish in Ontario  
In Ontario, 2009-2010 marketing activities will continue to focus on SEO and SEM with the overarching goal 
of driving consumers to ontariotravel.net/gofish to get more information and access to packages.  OTMPC 
will continue to focus on the development of the ‘Fly Fishing’ product and the Chinese market in the GTA.  
Attendance at the Spring Fishing Show in Toronto and familiarization/media programs will be key tactics to 
support this product. 
 
In the US, OTMPC will place most of its effort in Minneapolis and will continue with Babe Winkelman 
productions to serve as Ontario’s ambassador to the avid angling market in targeted US Border States.   
Additionally, OTMPC in partnership with the industry will participate in three targeted angling consumer 
shows. 
 
Provincial Hunting Program  
Ontario’s limited overall investment will utilize SEO and SEM to drive interest to ontariotravel.net/hunting for 
information and related packages.  Domestically and in the US, efforts will continue to focus on 
familiarization trips and media relations with the web being used as the main fulfillment channel.  The US 
program will be augmented through participation in one hunting consumer show and media buys aligned with 
hunting shows that target avid hunters in the US border states. 
 
Outdoor Nature and Adventure – The Great Ontario Outdoor Adventure 
2009-2010 Great Ontario Outdoor Adventure program will see a continued focus on SEO and SEM driving 
interest to the portal.  The portal itself will be refreshed twice during the year to reflect the diversity of 
experiences.  The portal will feature vertical contests and other tools from OTMPC vertical sites to drive 
consumer data base registration.  Efforts will include domination of the Toronto Outdoor Adventure Show 
market and targeted media relations that will once again drive consumers to the website. 

  
Partnership opportunities include expansion of the retail partnerships with Mountain Equipment Coop, Bass 
Pro and others to raise the profile of programs and drive consumers to the website to get more information.  
OTMPC will continue to grow its partnership with Ontario Parks and cites of the north through Great Ontario 
Outdoor Adventure contest. 
 
Provincial Recreational Motor sports Program – Go Ride In Ontario 
2009-2010 will see continued focus on SEO and SEM driving interest to the GoRide web site to get more 
information.  Attendance at key consumer show is an important tactic both domestically and in the US.  
OTMPC will attend three GTA motor sports consumer shows and six US motor sport consumer shows.  
Familiarization trips and media relations will continue play an important role in promoting Ontario’s motor 
sport product both domestically and in the US.  OTMPC will place a limited investment in TV and magazine 
against the segment in both Ontario and the US to generate “buzz”. 
 
OTMPC will continue to work with industry partners including:  Ontario Federation of Snowmobile Clubs 
(OFSC), Ontario Marine Operators Association (OMOA), All Terrain Vehicles Ontario (ATVO) and destination 
marketing organization to market OTMPC’s motor sport product. 
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Overseas Consumer Segment Marketing Programs 
2009-10 overseas marketing strategy is to create the excitement and demand by giving the consumer 
compelling reasons to visit Ontario and then provide the trade with opportunities to convert the interest into a 
sale.  OTMPC will continue to focus marketing efforts against high-yield markets of United Kingdom, Japan, 
Germany, France, Mexico, South Korea, and China. Furthermore, the strategy will focus on aligning market 
allocations to achieve maximum return on investment (ROI). 
 
1.  Adopt a stronger consumer focus 

• Understanding consumers’ needs and motivations will become increasingly important for competing 
effectively – cutting edge research and intelligence will give us the marketing edge. Develop a 
greater understanding of the consumer from our research.  

• Understanding the most effective methods of communications will be crucial and therefore tracking, 
evaluation and analysis will be critical to success. 

• Define and implement a consumer segment strategy for UK, Germany and Mexico. 
• Monitor, review CTC research and industry trends into emerging markets (such as India, Australia, 

UAE, South America) for potential investment longer term.   
• OTMPC will lead an exploratory trip to an opportunity market based on the trends and opportunities.  

 
2. Strengthen Ontario’s brand values and implement consumer marketing directly and via travel trade 

• Implement consumer marketing approach as appropriate in each market. 
• Sharpen the brand position of Ontario by developing more compelling experiences and content for 

overseas visitors to come.  Differentiate Ontario in the eyes of the consumer. 
• Apply an increasingly strategic long-term perspective to our marketing, as well as delivering short 

term returns on our investment in line with our targets.  
• Launch integrated campaigns which are durable and can be developed around a core idea in many 

different ways over a 3-year period.  
• Develop marketing which is leading-edge in terms of both creativity and integration across all 

channels.  
• Ensure the web is at the core of our activities – such as campaign splash pages, online marketing, 

and search engine optimisation (SEO). 
• Implement a CRM communication plan.  
• Integrate PR in all of our work, and drive our PR strategy through our business priorities and brand 

objectives.  
• Use non-traditional PR to generate maximum “talk-ability”,  
• Use PR to take advantage of market trends such as celebrity endorsements and to counter negative 

perceptions and barriers to travel.  
 
3. Align partnerships with Marketing Strategy 

• Implement export readiness seminars for Ontario tourism stakeholders 
• Facilitate business interactions between Ontario export ready suppliers and trade/media decision 

makers. 
• Provide partners with the opportunity to extend their marketing efforts within OTMPC programs - 

effectively and cost efficiently. 
• Feature those partners who will best deliver against the needs and desires of the consumer 

segments.  
• Continue to partner with and leverage from our relationship with CTC.  
• Continue to build on our relationships with key large DMOs but also identify new partnerships with 

smaller DMO’s.  
• Where appropriate develop joint opportunities with our Ontario government partners.  
• Partner with non-travel companies to extend our message and break through media clutter.  
• Strengthen business relationships with travel trade and travel/lifestyle media and develop 

relationships with traditional and online tour operators that fit our segments. 
• Implement destination education for overseas trade professionals.  
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a. United Kingdom 
The key consumer focus will be to continue the integrated consumer advertising campaigns with DMOs 
and local tour operators, focussing on touring in the spring and city breaks in the fall. We will seek non-
travel partnerships, further develop campaign splash pages, online marketing and focus on the roll-out of 
the CRM plan. We will partner with CTC on appropriate campaigns. 
 
The UK is a mature market so OTMPC will maintain the product with traditional operators while 
developing new product with online operators. OTMPC will further develop the Ontario Online Training 
Program for travel agents.   Media activities will focus on creating a buzz for Ontario in a crowded 
marketplace and develop further relationships with special interest and online media.  

 
b. Japan 
OTMPC will continue to partner with CTC, other provinces and local tour operators on the new 
integrated consumer advertising campaign. Timing will take advantage of the positive coverage Canada 
will receive during the Olympics. Development of the web site and targeted communication with 
consumers will be crucial to ensure the growth of fully independent travel (FIT).  OTMPC will continue 
working with local tour operators to develop new experiential product and to extend the season, and 
continue to educate the trade, especially in regional cities.   Increased media efforts will focus on 
creating a buzz for Ontario in a crowded marketplace, with an emphasis on mass media such as TV and 
the internet. 

 
c. Germany  
To continue to capitalise on the DERTOUR Travel Academy investment, OTMPC will develop further the 
consumer advertising campaign by partnering with DMOs, CTC and local tour operators. Timing should 
take advantage of the positive coverage Canada will receive during the Olympics. Non-travel 
partnerships have worked well in Germany and OTMPC will continue to seek these opportunities along 
with further development of the web site, online marketing and the roll-out of the CRM plan. Brochures 
and consumer shows remain popular in Germany.  Travel trade marketing efforts will partner with key 
larger tour operators and smaller specialist operators to train and educate their clients / travel agents, 
which will deliver additional business to Ontario. A key feature this year will be a sales mission for 
Ontario suppliers.  Leveraging relationships with targeted media agencies such as Deutsche Press 
Association, are key in order to secure content in increasingly popular regional newspapers.  

 
d. Mexico 
Canada is currently a trendy destination in Mexico and OTMPC will continue to capitalize on this 
wherever possible using various tactics including celebrity endorsements. Consumer advertising 
campaigns will be developed in partnership with DMOs, local tour operators and Tourism Quebec. CTC 
is a key partner in Mexico and OTMPC will work with them on non-travel and promotional opportunities. 
Developing our web site and online marketing capabilities will be important in order to maximize the 
potential of this market. 
  
Developing new product with tour operators is a key objective and to that end OTMPC will continue to 
train and educate the trade, especially through the Canada Specialist Program for travel agents and 
sales staff for tour operators.   Additionally, OTMPC will continue to build on our relationship with CTC to 
leverage media opportunities and to take advantage of broadcast opportunities and celebrity 
endorsement. 

 
e. France 
CTC will be a key partner for all activities in France given OTMPC limited budget.  Marketing programs 
targeting consumers will focus on consumer shows and further develop our web site. OTMPC will work 
with tour operators to develop new FIT products, organize a familiarization trip for Quebec-based 
receptors and partner with the CTC in the Canada Specialist Program. In conjunction with CTC, OTMPC 
will identify appropriate media to develop story ideas. 
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f. South Korea 
CTC will continue to be a key partner for all activities in South Korea where the focus will be on building 
successful out of home campaigns and celebrity endorsement with the multi-generational woman’s travel 
market. OTMPC will take advantage of the interactivity of the Korean market through online marketing.   
CTC trade opportunities will continue to be leveraged in order to increase the knowledge of the travel 
trade through training.  OTMPC will continue to partner with CTC on media opportunities and leverage 
celebrity endorsements where appropriate. 

 
g. China 
OTMPC will work closely with CTC to educate tour operators, support familiarisation trips, participate in 
educational workshops and attend trade shows.  Media relations will be a key method to raise 
awareness and will place special emphasis on broadcast media and e-PR. 

 
3. Meetings, Conventions & Incentive Travel 
 

OTMPC’s role in Meetings, Conventions and Incentive Travel (MC&IT) is to leverage the CTC’s and DMO’s 
marketing efforts.  In 2009-10 OTMPC will continue to leverage awareness of Ontario’s meeting destinations 
through participation in targeted CTC’s programs.  OTMPC will maintain a presence at key industry events and 
tradeshows in order to ensure an overarching Ontario presence.  OTMPC will focus on facilitating partnership 
opportunities with DMOs within existing industry programs to provide added value and facilitate growth of new 
business.   Exploring new emerging markets will be important in 2009-10 to ensure future health of the sector.  
Finally, OTMPC will ensure that the MC&IT specific section within the consumer website continues to be an 
effective portal connecting meeting planners to Ontario’s DMO meeting destination websites. 

 
 
5.0 Programs and Activities – Effective Partnerships 
 

Align Partnerships with Marketing Strategy 
 
Working in partnership with industry is the key to successfully marketing Ontario and growing visitation to and within 
Ontario.  Increased global competition means that OTMPC needs to work with industry to combine resources and 
align efforts to effectively communicate Ontario’s diverse products and experiences.  In 2009-10, OTMPC will 
continue to grow industry contribution and maximize public sector/private sector resources to effectively and 
efficiently market Ontario as a year round destination. 
 
Establishing and maintaining an international profile and effectively delivering to the tourist the desired experience is 
a combination of many elements.  Strong relationships with key industry players, including the CTC, other destination 
marketing organizations, leading industry associations and well-known tour operators and wholesalers, will 
significantly extend our marketing efforts in domestic and international markets.  In addition, the joint participation of 
industry members enables offering opportunities to ‘close the sale’. 
 
The OTMPC believes that it can strengthen the success of Ontario tourism products by expanding partnerships with 
corporate partners, strategic partners and tourism operators.  OTMPC will continue to build relationships with tourism 
associations, regional destination marketing organizations, private tourism companies, tour operators and federal 
and other provincial tourism marketing jurisdictions to invest in OTMPC marketing programs.  These joint marketing 
ventures have ranged from direct advertising sales in OTMPC’s advertising and promotional programs to creating 
joint marketing programs with buy-in from tourism operators, based on proposals by interested tourism stakeholders.  
Going forward, the new strategy continues to provide opportunities for industry to partner with OTMPC.  In some 
cases OTMPC will lead marketing programs, in others it will support industry initiatives. 
The primary goal of the OTMPC is to increase the amount of marketing communication to the consumer to influence 
travel to and within Ontario.  To that end, OTMPC programs will generate cash revenues, leverage and in-kind 
investment through joint marketing programs with industry.  We will accomplish this by: identifying opportunities for 
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industry to buy into OTMPC created marketing programs; by supporting industry programs that align with OTMPC’s 
strategy; and through partnering with corporations that have the same business and marketing goals as OTMPC.  
 
DESTINATIONS & INDUSTRY ASSOCIATIONS 
The OTMPC understands that unique, best-in-class tourism experiences are key motivators for consumer travel to 
Ontario.  The OTMPC will partner with key destination marketing organizations and experiential associations to 
develop and deliver programs that align with OTMPC’s strategic directions and showcase Ontario’s best in class 
products and experiences.   
 
The best in class tourism offerings that align with the key consumer segments will be an integral part of OTMPC 
marketing focus in 2009-2010 and will be featured across the various programs.  Additionally, destinations, 
associations and individual operators will have the opportunity to feature their products and experiences through a 
series of buy-in opportunities.  Buy-in opportunities for 2009-2010 will be available in fall 2008 to better align with the 
industry’s planning process.    
 
NORTHERN PARTNERSHIPS   
2009–2010 will represent the first full year of implementing the Northern Tourism Marketing Strategy.   The strategy 
and implementation plan charts a new course for aligning, coordinating and partnering to market Northern Ontario 
focusing on Ontario’s Great Outdoor experiences.  The overall goal of northern partnerships is to work with key 
industry cities and associations to strengthen the northern tourism industry by improving awareness, attracting more 
visitors and generating higher tourism spending, especially from markets in southern Ontario and U.S. Border States.  
 
In order to implement the New Northern Marketing Strategy, the Northern Committee has directed that all partnership 
investments be focused to supporting the strategy implementation and content development. OTMPC’s long standing 
partnership with FedNor and Ministry of Northern Development and Mines, is critical to the success if the new 
strategy.  The “all of government” approach to the development and education of the industry partners / suppliers, 
development of experiences and targeted marketing activities are critical to the implementation of the strategy.   
 
TOURISM EVENT MARKETING PARTNERSHIP PROGRAM (TEMPP) 
Festivals and events are one of the fastest-growing consumer travel segments and a core strategy for OTMPC.  The 
TEMPP programs will support the marketing of tourism events with the potential to strengthen the Ontario brand and 
increase visitation, overnight stays and expenditures across all regions of the province.  Media buys must be aligned 
with OTMPC’s target markets. 
 
INDUSTRY PARTNERSHIP PROPOSAL PROGRAM (IPPP) 
The Industry Partners Proposal Program encourages co-operative and innovative industry marketing activities that 
increase tourism revenues and are consistent with, but do not duplicate, OTMPC’s marketing programs. The OTMPC 
will work with industry partners to create innovative, targeted marketing programs that align with OTMPC’s strategic 
direction and develop shoulder season visibility, promote regional packages, extend visitor length of stay and 
increase market reach and measurable tourism revenues from the key consumer segments.  
 
PARTNER SALES 
As part of this mandate, OTMPC will enhance industry awareness of interactive marketing, as well as provide co-
operative advertising opportunities linked to OTMPC marketing programs.  OTMPC offers its partners the opportunity 
to market their products under the Ontario brand and to enter important markets that they might not otherwise have 
access to, or which are too expensive to pursue independently.  
 
OTMPC’s sales efforts, supported by its marketing strategies, assist partners to reach visitor markets with strong, 
compelling messages linked to a multi-million dollar annual program. This year’s sales program will capitalize on past 
momentum and successes with existing partners and work to attract new partners.  The current economic climate will 
have a significant impact on sales and partner participation in OTMPC programs. 
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TELEVISION
:30's / :60's Ontario Network / Specialty/OMNI

OMNI

MY ONTARIO MAGAZINE
Annual 128 page + cover - 475,000 English 

20,000 French May 23
375K via Daily Newspaper - Toronto (Star), Hamilton,

Guelph, Kitchener-Waterloo, London, Ottawa, Windsor,
Thunder Bay, Sudbury, North Bay, Kinston

Francophone - Toronto, Sudbury

WINTER RETAIL LURE
48 pages - 450,000 Englis TBC

20,000 French
425K via Community Newspaper - Mississauga,

Brampton, Hamilton, Ottawa, Vaughan, Burlington,
Oakville, Pickering, Cambridge, Caledon, Newmarket,
Guelph, Georgetown, Waterloo, London, Thunder Bay
Sault Ste. Marie, Sudbury

Dailies - Toronto (Star), North Bay, Windsor
Francophone - Toronto, Sudbury

ONLINE
Search Engine Marketing

TELEVISION -Radio Canda
Society Radio Canada - Vignettes (Fr) May 11

Station produced vignettes  (60s and 15s)

ONLINE -Radio Canada
1 Banner Ad - Media / Production May 11

PRINT
Montreal Gazette - Attractions Ontario May 24
 (FSI to 53% of total eng circ. 143,339)

On page advertising - full page 4/c-Montreal Gazette- Ma27;Jun3,10
Wednesday - Lifestyle or Entertainment Section

RADIO
Montreal English- Total Campaign GRPs: 1,110 May 18

(185 GRPs per week)

ONLINE
SEM

TBD
TBD

TBD
TBD

2009/2010 Brand/Quebec Activity Chart
FALL

PROGRAM Campaign Components (in-market)
September NovemberOctober

SPRING / SUMMER
July

WINTER
MarchFebruaryJanuary

FRANCOPHONE ACTIVITY

ANGLOPHONE ACTIVITY

December

QUEBEC

August

BRAND

MayApril June



May September October November December January

6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 1 8 15 22 29 1 8 15 22 29

ROGERS SPONSORSHIP

MAGAZINE
Dbl. page -6 issues Today's Parent June Issue July Issue August Issue FeFeb issue

Dbl-page - 4 Issues of Chatelaine June Issue July Issue
ON-LINE Today's Parent.ca on-line; Chatelaine.com and canadianparents.com
EVENTS Today's Parent Kidsummer Events 350,000 attendance

CANWEST ACTIVITY

TELEVISION In News Promotions
:15 and/or :30 Promotional Spots

:05 Dot Spots

PRINT National Post Banner Ads
4 pgs in Family Vacation Guide

ONLINE 3,000,000 Impressions on canada.com
Various Ad Units

E-Newsletters

ONLINE
Online Activity Online Advertising ( 7.5 million  IMP, i.e., Kaboose, 

Savvymom, etc)
SEM (PF/FF)

E-Mail: 6 May 5 Ju 25 Jul30 Oc 8 No 24 Fe 9
Contests

FUNPASS
Distribution: 1,500,000 English, 80,000 French Report Card

Distributed through Ontario School Boards

DUNDAS SQUARE VIDEO BOARDS
:60 Video

MEDIA RELATIONS

SPRING / SUMMER
2009/2010 Fun Loving Families Activity Chart

April AugustFun Loving Families
Program Campaign Components

Feb issue Mar issue
Jan issue Mar issue

W I N T E R
February MarchJune July

F A L L



April
30 6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 1 8 15 22 1 8 15 22 29

PRINT
Distinctive Getaways Total Booklet (550K ENG/10K FRE)

(ONT) CAA Magazine(200K) - May 8
Chatelaine (200K) - April 6

ZOOMERS (115K) - May 18 Summer 

Great Fall Drives Total Booklet (400K; ENG/ 15K FRE) 9
(ONT) 350K via Daily Newspaper - Toronto (Star, Globe)

Hamilton,Guelph, Kitchener-Waterloo, London, Ottawa, 
Windsor,Thunder Bay, Sudbury, North Bay, Kinston

Francophone - Toronto, Ottawa, Sudbury

Food & Drink Total Magazine Co-op
(ONT) Media Buy (3, 3-page spreads)

Globe & Mail Total Print Globe and Mail
(ONT) Full Page Brand/Advertorial (5 insertions) 9 23 13 22 12

Magenta Lennox Contemporary Photo Exhibit (Toronto)

Photo Contest - Book Production
ONLINE

Other Online Tactics
(ONT) Online Ads 

(ONT/US) Email (8-DG) + (1- FD) incl. lists 28 19 9 9 15 29 10 12 23

(ONT) Globe and Mail List Rental (TBC) 2 25 15 25 10 9
(ONT/US) SEM (Distinctive Getaways & Fall Drives)

(ONT/QUE) Contests (Four Seasons of Indulgence)     #4 - Nov 1   - Feb. 15

OTHER PROGRAMMES
CTC (US) CTC Partnership (New York, Boston)

(US) Travel Trade
(US) Media Relations

LBGT (US) Website, SEM, Media Relations, Trade
IGLTA Conference Toronto

Medium Campaign Components

May Issue

F A L LSPRING / S U M M E R

Summer Issue

August

June 18-July 6

May June July February MarchSeptember October November December
WINTER

2009/10 Adventurers Activity Chart

7-10

Early Summer Issue Summer Issue Autumn Issue

#1 - April 1-June 7 #2 - June 8 -August 31 #3 - Sept 1-Oct 31

January



F A L L
April May July August October December January

6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28 4 11 18 25 1 8 15 22 29 1 8 15 22 29

DOMESTIC AVID
Angling Program - Go Fish 
Radio Fish'n Canada - Outdoor Journal Radio Hour
Print Canadian Fly Fishe
Consumer Shows Toronto Spring Fishing and Boat Show

Angling Fam Tours
Chinese Fishing Club

Interactive Online Media
E-mails

Recreational Motorsports 
Television Snowtrax

Dirt Trax
Power Boat Television

Magazine M X Performance and OFF Road Magazine
Supertrax Canada
Canadian Biker

Consumer Shows Go Snowmobiling Show, Toronto
Motorized Recreational Sport Show, Quebec
Toronto International Snowmobile Show
Toronto Motorcycle Show
International Motorcycle Super Show, Toronto
Toronto Boat Show
Ottawa Boat Show
Montreal Salon du Bateau
RV Powersports Event, Windsor

FAM Tours Recreation Motorsports Fam Tours
Interactive Online Media

E-mails
Contest

OTMPC Hunting 
FAM Tours Hunting Fam Tours
Interactive Online Ads

E-mails
OTMPC Outdoor Nature Adv.
Print/Magazines 2010 Calendar

Magazine - Can Geo & Regional Guides
Retail Distribution - MEC etc

Consumer Shows Toronto Outdoor Adventure
Toronto Ski & Snowboard Show

Interactive  Online Ads
 E-mails
 Contest

FAM Tours Outdoor Fam Tours

U.S. AVID
Angling Program - Go Fish 
Television Babe Winkleman

Minneapolis Campaign
Consumer Shows Minnesota Sportsmen Boat and Vacation Show, St-Paul

The Fly Fishing Show, Somerset
Ultimate Sports Show, Grand Rapids

Recreational Motorsports 
Television Motorsports 30 second

Snowtrax
Dirt Trax

Print/Magazines Rider
Supertrax U.S.
Boating Magazine
ATV Magazine

Consumer Shows Snowmobile USA, Novi
Motorcycle Show, Detroit

Interactive  Online Ads
OTMPC Hunting 
Consumer Shows Eastern Sports and Outdoor Show, Harrisburg
Sponsorship Canada in the Rough
OTMPC Outdoor Nature Adv.
Consumer Shows Canoecopia, Madison

Partnership NOTO
Partnership Aboriginal
Partnership NORTA
Partnership Francophone
Partnership Cities and Attractions

Canada's Great Outdoors (U.S. Campaign)
Northern Portal (Domestic Campaign)
Broad Outdoors (Domestic Campaign)

Campaign Components

SPRING / S U M M E R

Medium

FEDNOR PARTNERSHIP/STRATEGY IMPLEMENTATION

INDUSTRY PARTNERSHIPS

2009/10 Northern Ontario Activity Chart
March

W I N T E R
SeptemberJune November February



6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 29 4 11 18 25 1 8 15 22 1 8 15 22 29

Consumer
CTC Spring Campaign
CTC Summer Campaign
CTC Fall Campaign
Ad-Loc Promos / Nontraditional

Trade
Showcase Asia (Kanata)
JATA-WTF
Sales Mission
Fams - Product Buyers
Promotions
Sales Calls
Training

Media
Shows / Missions
Fams
Events

Consumer
CTC Spring Campaign
CTC Summer Campaign
Ad-Loc Promos / Nontraditional

Trade
Showcase Asia (formerly Korea)
Sales Mission
Fams - Product Buyers
Promotions
Sales Calls
Training

Media
Shows / Missions
Fams
Events

Consumer
Ad-Loc Promos / Nontraditional

Trade
CITM
WTF
Sales Mission
Fams - Product Buyers
Promotions
Sales Calls
Training

Media
Shows / Missions
Fams
Events

JAPAN

W I N T E R

Program Components
FebruaryJanuaryDecember MarchApril

SPRING / SUMMER F A L L
May July

2009/10 Overseas Activity Chart
NovemberJune August September October

KOREA

CHINA



6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 29 4 11 18 25 1 8 15 22 1 8 15 22 29

Consumer
Spring Campaign
Fall Campaign
CTC Spring Campaign
CTC Fall Campaign
Ad-Loc Promos / Nontraditional

Trade
WTM
Spotlight
Sales Mission
Fams - Product Buyers
Fams - Travel Agents
Promotions
Sales Calls
Training

Media
Shows / Missions
Fams
Events

Consumer
Spring Campaign
Fall Campaign
CTC Spring Campaign
CTC Fall Campaign
Consumer Shows
Ad-Loc Promos / Nontraditional

Trade
ITB
Sales Mission
Fams - Product Buyers
Fams - Travel Agents
Promotions
Sales Calls
Training

Media
Shows / Missions
Fams
Events

F A L L
2009/10 Overseas Activity Chart

Program Components
April

SPRING / SUMMER
May

UNITED KINGDOM

GERMNAY

MarchNovember December January FebruaryJune
W I N T E R

July August September October



6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 29 4 11 18 25 1 8 15 22 1 8 15 22 29

Consumer
Spring Campaign
Fall Campaign
CTC Spring Campaign
CTC Fall Campaign
Mexicana Outlet Show
Ad-Loc Promos / Nontraditional

Trade
Conozca Canada
Sales Mission
Fams - Product Buyers
Fams - Travel Agents
Promotions
Sales Calls
Training

Media
Shows / Missions
Fams
Events

Consumer
CTC Spring Campaign
CTC Fall Campaign
Ad-Loc Promos / Nontraditional

Trade
Top Resa
Salon Mondial
Fams - Product Buyers
Fams - Travel Agents
Promotions
Sales Calls
Training

Media
Shows / Missions
Fams
Events

MEXICO

FRANCE

Program Components

2009/10 Overseas Activity Chart
SPRING / SUMMER F A L L W I N T E R

January February MarchAugust September DecemberOctober NovemberApril May June July
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