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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 Requlation 618/98 made under the Development Corporation Act. The Regulation
was amended to O. Reg. 271/04 in September 2004.

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
To be a 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
Vl S I O We are driven by our vision to be the
premier tourism marketer
CONSUMER - &8 ™. EFFECTIVE , RESULTS-
FOCUS - : ~  PARTNERSHIPS : DRIVEN

We: We: We: We: We:
« understand consumers  « are research-driven « nurture effective « cultivate a culture * establish clear goals
« attract consumerswith =« reach our consumers alliances of teamwork, » measure and

innovation and fun

dynamic and diverse through innovative « leverage our resources communicate
travel ideas marketing through partnerships < attract, develop our results
« make it easy for » continually improve « create mutually and retain the bsst * continually get better

consumers to have fun our marketing efforts beneficial opportunities
for growth



2.0 ENVIRONMENTAL SCAN

2.1 ECONOMIC ENVIRONMENT
Ontario’s tourism industry faced another challenging year in 2009. The global economic downturn, growing
unemployment, the credit crunch and falling real estate prices in the U.S. have impacted on travel patterns. Given
the current economic conditions, consumer confidence is at a low level and consumer spending has declined. While
consumers seem to be unwilling to give up on travel, they are spending less by travelling to close-by destinations,
taking shorter trips and cutting back accommodation, restaurant and recreational spending. As a result it is forecast
that trips to Ontario will decline by about 3% in 20091 and remain flat in 2010.

All of Ontario’s major markets, the U.S., U.K., Germany and Japan are forecast to have negative GDP growth in
20009, starting to recover in 2010. At the same time, the economies of some of the emerging markets, including
India, China and Brazil, are expected to grow in 2009, even if at a slower rate than in the previous year.

Though the current economic situation is very volatile and hard to forecast, the spring of 2009 saw some uptake in
consumer confidence.2 The U.S. and the Canadian economy are forecast to pick up in 2010.3

Trips from within the province are forecast to grow by about 1% annually, while trips from international markets are
expected to further decline by about 4% in 2010 and remain flat in 2011.4

2.2 SOCIAL AND CULTURAL ENVIRONMENT
Demographic changes also impact on travel to Ontario. Ontario’s population is getting older. Though the empty-
nester baby boomer generation has more money and time to travel than previous generations, keeping them in
Ontario is a challenge. With the many available choices, they travel extensively to international destinations.
Ontario’s best bet is to offer them competitive tourism experiences for short getaways.

Many of Canada’s new immigrants settle in Toronto. It is estimated that by 2026, 50% of Toronto’s population will be
new Canadians®. For many new immigrants, their language preference continues to be their mother tongue,
including for media consumption. Though they tend to travel to their homeland, getting to know their new
surroundings provides an opportunity for Ontario tourism.

Related to immigration is increasing ethnic diversity. To serve these ethnic markets, tourism offerings need to be
tailored to different cultural backgrounds and travel interests.

Global warming and high gas prices through the summer of 2008 also brought to the forefront sustainable and
green tourism. Consumers are increasingly conscious of the impact they have on the environment and tourism is
not an exception. 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 the
part of the tourism industry both in terms of development and positioning opportunities, as well as consumers’ price
sensitivity.

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

! Ministry of Tourism, Travel Outlook, November 2009

2 TNS Canadian Facts, Trends, June 2009

% Tourism Economics, Tourism Decision Metrics

* Ministry of Tourism, Travel Outlook, November 2009

® Research Resolutions, If The Future Were Now..., TAMS 1999



faced by Canada and Ontario. Cost of air travel to and within Canada is relatively high, creating a price
disadvantage for international travellers.

2.3 TECHNOLOGY
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 24/7 access to information. The web has
become the number one planning tool, preceding even word of mouth.8 Consumers can be lured to take a trip to
other destinations based on the information and the images presented at the travel websites, the ease of use of the
website, and the opportunity to book the trip.

The use of mobile devices in travel is increasing, from checking in on airplanes and hotels to accessing information

on attractions and restaurants. Accessibility of travel information on mobile devices makes it easy for travellers to
be informed, make or change travel plans and get the most value for money on their trip.

3.0 2010-2011 ASSUMPTIONS

= 2010-2011 will mark a year of transition for OTMPC and the industry with the introduction of a regional
structure by July 2010.

In Q1 and Q2 OTMPC will focus on staying the course of the final year of a three-year strategy and execute a
strong spring/summer campaign that maintains a strong Ontario tourism brand presence and converts interest
to action.

As Regional Tourism Organizations (RTOs) are established, OTMPC will work collaboratively to develop and
execute aligned marketing programs.
v" Therole of the RTOs will focus on the Ontario market with retail tactics to close the sale and include
marketing and product development.

In order to minimize duplication with RTOs, OTMPC will place greater focus on:
v'the Ontario brand with a retail component within the province;
v’ connecting RTO efforts with overarching experiential focused programs; and
v" Quebec, the U.S. and overseas markets to generate new dollars into the economy.

OTMPC will continue to respond to changes in the environment and remain flexible to adapt marketing
programs that address challenges and opportunities.

4.0 MARKET PRIORITIES

DOMESTIC

= Ontario’s primary market is Ontarians travelling in the province representing 79% of visitation and 55% of
visitor expenditure annually. Sufficient resources are required to maintain a healthy brand image and
awareness to keep Ontario top of mind. Given that Ontario is a source market for the marketing efforts of
many Canadian provinces and some U.S. and overseas travel destinations, it is important to ensure that
Ontarians continue to travel in the province.

= Quebec is an important secondary market for Ontario representing 3% of visitation.

= Winnipeg is an important market for northwestern Ontario.

& TAMS, 2007



UNITED STATES (U.S.)

= The U.S. represents 14% of visits to Ontario and 20% of visitor expenditures on an annual basis. The near
border markets are Ontario’s traditional source of visitation and continue to present an opportunity both in
terms of size of the market and proximity to Ontario. There are, however, some short-term challenges in
attracting visitation from these markets (passports, heightened security, ‘been there done that’ viewpoint). This
market is expected to recover at a slower pace from the economic downturn. The mid-markets are of growing
importance as some of the challenges facing Ontario’s near border markets (passports, cost of fuel, etc.) are
less relevant in these markets.

OVERSEAS
= Qverseas markets represent 2% of all visitation but more importantly 15% of all tourism expenditures annually.
Though the overseas markets have seen a decline in the past year, most notably within the mature, traditional
markets for Ontario, there is tremendous opportunity for growth in emerging markets especially with the recent
announcement that Canada was granted Approved Destination Status (ADS) in China. Visitation is forecast to
rebound by 2011 if Ontario is able to maintain funding levels in the overseas markets.

5.0 STRATEGIC PRIORITIES

= Increase tourism revenues by increasing travel within and to the province.

Develop and manage the Ontario tourism brand, and provide opportunities for industry to leverage OTMPC
investments and positive brand attributes.

Partner with industry to promote easy-to-buy travel experiences to a broad audience.

= Leverage partnerships with the Canadian Tourism Commission (CTC) wherever possible and appropriate to
expand Ontario’s presence outside of the province in a coordinated, cost effective manner that benefits
Ontario industry partners.

Leverage northern partnerships to promote northern Ontario’s unique regional experiences, a key component
of the Northern Ontario Five-Year Tourism Marketing Strategy 2008-2012.

Work collaboratively with RTOs, once established, to align marketing efforts.



6.0 MARKETING STRATEGY

= Strengthen the Ontario brand in Ontario:
v Maintain top of mind presence as a travel destination among Ontario residents.
v" Counteract increased competition targeting Canada’s largest population centre.

Strengthen retail communications that target all Ontario consumers, but profile products of interest to best
prospect consumers for each season (price-pointed packages/offers to convert awareness to purchase).

Deliver targeted seasonal experiential programs to Ontario’s best prospect customers.
v" Opportunity for RTOs/industry to participate.
v" Cross promote among targets taking into account seasonal travel patterns and interests.

= Leverage increased exposure for Ontario cost effectively by participating in CTC programs.
v' Secure industry participation in Ontario, Quebec and the U.S. markets to further leverage provincial
investment.
v Work with CTC in priority and developing overseas markets to ensure Ontario’s exposure within the
Canada brand.
v"Increase investment in U.S. market.
v Restore overseas investment.

Provide leadership role to coordinate and align the marketing efforts of the northern tourism industry through
ongoing implementation of the northern marketing strategy.

Support ministry priorities:
v"Implement recommendations from the report, Discovering Ontario: A report on the future of tourism.
v' Support marketing of government tourism/cultural agencies and Ontario Parks.

6.1 ONTARIO TOURISM BRAND
Aclear, well-differentiated brand is the first step in marketing Ontario effectively and attracting consumers to travel
in the province. Consumer research is the foundation for the basis for the brand promise and pillars.

Our Promise:
v When people travel in Ontario there will be a diverse set of activities and quality of experiences to
discover across the province. We make it easy for all our visitors to have a good time.

Our Brand Pillars:

v Diverse speaks to the range of geographic, and activity-based experiences.

v Dynamic describes the seasons, events, multiculturalism and liberal society combining to create new
quality experiences year-round.

v Fun highlights the welcoming, interesting and interactive activities which allow each visitor to create his or
her own personal idea of a great time.

v Easy describes the quality of life shared with visitors through the broad variety of experiences that are
accessible, affordable and safe.

“Yours to Discover” is the personal invitation and warm welcome to visitors to explore and discover their
individual idea of a great time in Ontario.

Strengthening the Ontario brand amongst Ontarians will continue to be important in stimulating awareness and
interest in vacationing closer to home, while maintaining strong brand health measures.



In key international markets, where Ontario is associated more in terms of Canada as the destination, OTMPC will
participate in programs under the Canada tourism brand while ensuring that the promise and pillars of the Ontario
brand are visually represented and communicated.

6.2 CONSUMER SEGMENTS

In 2007, to maximize the impact of the corporation’s marketing dollars, OTMPC invested in research to determine
the best consumer prospects in North America and Ontario. TAMS (Travel Activities and Motivation Survey), which
provides travel behaviour information in North American markets, was linked with socio-economics, social values
and attitudinal information (Environics, “PRIZM”"). Quebec and Franco-Ontario profiles were added in 2009. This
helped to identify, locate and quantify multiple customer segments. Knowing what motivates Ontario’s best prospect
consumers enables the corporation to be more effective in reaching them with the right message at the right time in
the right media vehicle. These best prospect segments are based on size, predisposition for Ontario travel, the
investment required to effectively market to each, and the potential yield or return on investment.

In overseas markets, OTMPC is using The Explorer Quotient™ (EQ) targets developed by the CTC. The EQ model
is adapted from the social values model by Environics Research Group. This model determines the reasons why
people travel. The profile is not based solely on age, gender or education, but includes attributes.

Ontario
OTMPC efforts will concentrate on three Ontario segments: Adventurers, Fun-loving Families and Ultimate
Adventurers (northern experiences).

In 2009, the Ontario segment profiles were updated, with the exception of the Ultimate Adventurer, to capture the
most recent changes in demographics, behaviours and attitudes in Ontario. Some key shifts were identified.

The Adventurer segment has increased in size. Its presence has expanded in the suburbs and now includes more
families of all ages, especially families with kids of all ages. While still having a strong interest in cultural and
historical attractions and enjoyment of the outdoors, this segment shows more interest than before in theme parks
and couples getaway weekends.

Fun-loving Families are still the largest target segment for Ontario. This segment has a greater presence of mid-
scale, exurban blue-collar families and a slightly stronger ethnic, especially South Asian, presence. As before, there
Is a strong interest in kids’ activities when travelling outdoors, with increased travel around school breaks. This
segment is cost conscious and has an increased interest in less expensive activities.

The Ultimate Adventurer is the key segment interested in Ontario’s northern outdoor experience. This segment
frequently travels, wants to do something different, learn about history and culture, and be stimulated intellectually.

OTMPC also identified, located and quantified key consumer segments among Ontario francophone consumers.
Three segments were identified. OTMPC will focus on the Sportifs des Banlieues segment. The Camping et
Pique-Nique segment will become a secondary audience in the coming year. Similarities between these segments
include strong interest in a family camping experience and a wide variety of outdoor activities.

Quebec

OTMPC completed segmentation research in Quebec in 2009. The two segments being targeted will include the
Connaisseurs Quebecois (CQ) and Families Rustiques (FR). They are both family oriented with children of all
ages. CQ enjoys holidays with family, visiting tourist friendly, cost-effective destinations mainly by car, and staying in
hotels in major cities. FR likes to travel as a family, but is more inclined to an outdoor experience, camping or the
beach.



United States

Ontario’s marketing efforts in the U.S. will continue to target higher income, well-educated, and actively fit
Adventurer segment consumers who want to enthusiastically pursue their passions including travel ‘journeys of
discovery.” Comprised of both empty nesters and couples with older children (whom they actively indulge), they use
travel as a means to relax, break the routine and ‘consume’ the best experiences. They love ‘active travel,” both
short and long haul year-round, with a propensity for upscale hotels, resorts, outdoorsy pursuits, cultural offerings
and performing arts. This segment tends to be located in major metropolitan markets in the U.S.

The lead consumer segment for Ontario’s outdoor and northern experiences is the Trophy Outdoors segment with
higher than average income and education, and a passion for travel and pushing the boundaries of experience in a
broad range of outdoor activities and pursuits. The best prospect market strategy takes into account the reliance of
the northwest on the near border U.S. markets of Minnesota and Wisconsin and the reliance of the northeast on the
Ontario market and near border U.S. markets of Ohio, Michigan and New York.

Overseas
In priority overseas markets, Ontario will use specific EQ profiles established by the CTC to target consumers.

Enthusiastic Indulgers are young or young-at-heart travellers seeking experiences with bragging rights, interested
in the top 10 list of key attractions. They are thrill-seekers and travel satisfies their insatiable need for the exciting
and the exotic. Enthusiastic Indulgers prefer journeys with like-minded people. This EQ segment includes EQ types
like the Free Spirit.

Learners are mature travellers seeking immersion in destinations and constant opportunities to discover and
immerse themselves in the entire experience of the culture, people, setting and nature of the places they visit. They
prefer genuine experiences and steer away from group tours and rigid plans. This EQ segment includes EQ types
like Authentic Experiencer, Cultural Explorer and Personal History Explorer.



7.0 NORTH AMERICA MARKETING ACTIVITIES - By Market

7.1 ONTARIO

a. Brand

Consumer Advertising

The success of OTMPC's marketing efforts will rely on the affinity that consumers have for the overall Ontario
brand. The greater the emotional connection consumers have for Ontario, the greater their motivation to discover
more of what Ontario has to offer them. Given an increasingly competitive and somewhat volatile marketplace, with
ever-increasing destinations vying for a greater share of consumers’ travel time and budget, it is important that the
Ontario brand maintains a competitive share of voice.

The expression of Ontario’s brand promise will continue be communicated through the highly successful “There’s
No Place Like This” multi-media campaign designed to reach consumers at key travel times throughout the year.
The campaign will be anchored by television featuring Ontario artists’ renditions of the successful theme song with
footage of Ontario tourism experiences. A strong retail call to action will drive consumers to the ontariotravel.net
website. For 2010-2011 OTMPC will add radio to build on the equity and recognition of the campaign, particularly
the song. Every effort will be made to maximize media exposure in the marketplace. Search Engine Marketing
(SEM) will strengthen the brand messaging and facilitate an easy connection for consumers to ontariotravel.net.

seasonally focused retail books WI|| target all
Ontario consumers but profile tourism products of
interest to best prospect consumers. The books will
include price-pointed offers/packages to convert
interest to action. The annual magazine will become
a key spring/summer book and highlight information
in ‘bite-size’ form of particular interest to families
travelling with children, but will also have ideas for
couples getaway weekends. The book will have 104
- pages (plus cover) and be distributed via targeted
daily newspapers. Comparable but smaller editionsofa  fall and winter book will also be produced and
distributed in September and January respectively. Fall will be targeted primarily towards adults travelling without
children but have information on family fall outings. Winter will focus on family trips but will also include ideas for
adult getaways.

Seasonal landing pages on the consumer site will link consumers to more detailed information to help close the
sale and connect the consumer to retail opportunities. This will be further supported by seasonal SEM campaigns
and consumer emails to help drive consumer traffic to these sites.

Further, four core activities, which cross multiple segments, will be important linkages to ensure continued
successful integration. The ‘foundation’ activities include: evolving the Tourism Consumer Information System
(TCIS); maximizing SEM and Search Engine Optimization (SEO); utilizing social networks; and strengthening
media relations efforts by influencing key media influencers.

Search Engine Marketing (SEM) / Search Engine Optimization (SEQ)

OTMPC will continue to utilize two very effective components within the online world — SEO and SEM. With an ever
increasing majority of consumers using search engines to help research and/or purchase online, effective
SEOQ/SEM programs can deliver greater numbers of interested, pre-committed consumers to a website.

10



For 2010-2011, OTMPC will continue to maximize both programs on a number of fronts:

«  SEOwill ensure that segments on the website 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.

o OTMPC will negotiate 52-week SEM contracts with major search engines in order to ensure year-round
presence for ontariotravel.net. Anintegrated brand and segment/experiential structure will ensure that the
brand is an overarching component of the SEM strategy.

o  Keywords, reflective of the Ontario brand and the various programs and priority consumer segments, will
be used to maximize uptake.

Evolve Tourism Consumer Information System (TCIS)
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 TCIS was
launched in 2002.

ONTARIO o
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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 2008-2009 OTMPC invested in the first phase
of evolving the TCIS through implementation of:

o redesigned homepage;

« offers/packages on ontariotravel.net;

o alignment of the website to deliver
against the best prospect consumer
segments - Families and Adventurers;
and

« implementation of revised registration to capture segment data and enable more targeted marketing.

FAMILY FUM

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 website 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 was defined in
March 2009 to enable OTMPC to deliver:

« technology advances and flexibility;

« effective tracking;

 further development of the database to allow for more targeted marketmg

« interactive tools and functionality; and e ,
« effective linking strategy to industry partner reservation systems. - L (MRS
Social Media

Social media and social networks can be effective in engaging Ontario’s best
prospect consumers and provides the opportunity to create content that i msplres
and connects consumers to the Ontario brand and segments. & i
Building on the 2009-2010 program of an Ontario Facebook [
presence and promotion, OTMPC will be reviewing the results
of these efforts and developing a strategy to utilize Facebook
and other potential social media channels most effectively.

uuuuuuu

50 vand in your submissian srel oo kick!

THERE'S
NO PLACE
LIKE THIS@
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b. Fun-Loving Families

Consumer

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 parents with a steady stream of family outing =~ ™= iq
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.

In 2010-2011, OTMPC will continue to communicate with families in targeted print and online media that can best
influence travel decisions at key times of the year and drive to ontariotravel.net/family.

The spring/summer retail book will be the main print fulfillment piece for families, providing seasonal product
experiences with price-pointed offers/packages of interest.

OTMPC will also partner in the CTC’s ‘Locals Know' program with full-page print ads focusing on family
experiences. Industry partners will be invited to participate, providing price-pointed offers/packages to help close
the sale.

OTMPC will also drive parents to the family site through a strengthened online advertising campaign on targeted
mom/family sites like savwymom.com and kaboose.com. Online contests will be used to encourage registrations to
the family consumer database. SEM will be used to facilitate ready linkage to the family section of the consumer
website. Targeted database and e-marketing newsletters at key times throughout the year will provide travel ideas
and encourage linkage to the website and to partners to close the sale.

OTMPC will continue to provide marketing support to tourism and cultural agencies, partners and Ontario Parks to
increase awareness for these government attractions.

Ontario family getaways provide 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 on the
website.

Partnering opportunities within this program include paid advertising space
within the online monthly calendar, paid advertising within print, e-newsletters
and featured packages online.

Media relations will target media that are well positioned to best reach the
family segment in Ontario. Efforts will include print, electronic and online
media to encourage promotions and editorial coverage, creation and ‘pitching’
of family-oriented story ideas, with a seasonal focus to new/existing contacts
and working with Ontario industry partners to provide media with firsthand
exposure to product experiences.




c. Adventurers

nmannaaem .

Consumer

This program will continue to target well-travelled consumers
with ‘Getaway Collections’ products and experiences that 'Ia
inspire them to travel to and within Ontario. All advertising will
drive to seasonal landing pages and/or specific parts of the
Getaway Collections’ section of the consumer website.

Travel intentions research indicates that consumers are continuing to book closer and closer to the time of travel. In
keeping with this segment’s desire — and ability - to travel frequently, this program is designed to provide them with
getaway inspirations at key travel times, namely spring/summer and fall. OTMPC will continue to work with partners
to strengthen its ability to promote competitively priced escapes with a high perceived value at opportune times
throughout the year with strong calls to action for consumers.

Experiences targeting this segment will be refreshed seasonally (spring/summer, fall and winter) and will continue
to feature a range of offerings including wine, culinary and theatre, active outdoors including golf, spas, fall escapes
and special occasions (girlfriends getaways, gift giving, Christmas shopping and Valentine’s day). OTMPC will work
with Ontario industry partners to develop a wide range of price-pointed, packaged offerings for consumers.

As this segment consists of avid readers, a series of four themed advertising inserts will be
developed on targeted product experiences and distributed via The Globe and Mail. The |

inserts will vary depending on partner participation from 6-12 pages and consist of lure and ,g
price-pointed offers/packages/listings. Approximately 250,000 copies of each will be W
produced. Two will be distributed in the spring, one in September and one in late November.

The Adventurer consumer database currently has approximately 60,000 names. OTMPC will
continue to strengthen its acquisition strategy and increase the size of the database.
Special efforts, including contesting, will be made to forge partnerships with industry and
media outlets to increase the number of valuable consumer registrations. Emails will be
deployed on a regular basis to all registered Adventurers featuring getaway ideas, insider’s
tips and links to various promotions (e.g. fall colour reports, partner offers, etc.).

Targeted online display advertising will be utilized on sites frequented by the Adventurer segment during key travel
periods to inspire consumers to visit the consumer website for more details, planning tools and linkages to partner
sites to close the sale.

SEM will be used seasonally to facilitate ready/prominent access to those product experiences being searched for
by consumers.

Partnering opportunities within the Adventurer program will include advertising space within seasonal retail books,
within themed advertising inserts, paid advertising within the e-newsletters and listings online.

Media relations will target print, electronic and online travel and lifestyle media that are well positioned to reach
those best prospect segment consumers. Through story ideas directly pitched to new/existing contacts, OTMPC will
seek to remind media of all the tourism products within Ontario that reflect the experiences their audiences are
seeking. Working with Ontario industry partners to support familiarization tours, OTMPC will ensure media have
firsthand exposure to signature product experiences of interest to this segment.



d. Ultimate Adventurer — Northern Experience

For 2010-2011, the northern portal will continue to be the “Welcome to Northern Ontario” site. The portal connects
the consumer with an experience or destination and then cascades to the industry partner or experience site that
can assist them. northernontario.travel will be the call to action for all partnered and broad outdoor marketing
tactics. The portal will feature contests and other tools from OTMPC sites to drive consumer database registration.
An adapted French language version of the portal will continue to be maintained with Direction Ontario providing
content support. Fee-for-service contracts will be utilized with key regional, experience and city partners to ensure
that northernontario.travel consistently ranks in the top 10 for organic searches for northern Ontario travel. SEO and
SEM will continue to drive interest and ready access to the portal.

To target the Ultimate Adventurer, OTMPC will execute partnership-based broad [N 4 = 8 =S
outdoor and avid experience-based programs. OTMPC will partner with Bass Pro AND chi IOUT

vl v.l.m e

Shops and tourism industry partners in three consumer showcases at the store’s
Vaughan location. Point-of-sale material, contests and joint marketing efforts willalso  BVii¥E A::;m":mm

GETAWAY AT YOUR
OWN LAKE MUSKOKA GOTTAGE!

be undertaken. PLusMDOOaFnEnn 2

OTMPC will continue the partnership with Chill magazine, the official magazine of
The Beer Store. Two-hundred and twenty thousand copies of the magazine are
distributed seven times a year in 440 locations across Ontario. OTMPC will workto 4
populate the website chillonline.ca with Ontario outdoor experiences. Advertising ill | aresowar..cionins camkoup 3565
be placed in the magazine and contest promotions will be initiated to increase TG

consumer database registrations.

OTMPC will continue to participate in the Toronto Ski, Snowboard and Travel Show in partnership with Ontario
Snow Resorts Association (OSRA), the Toronto Sportsmen’s Show and the Ottawa Boat and Sportsmen’s Show in

pEE—————  Dartnership with Northern Ontario Tourist Outfitters Association
(NOTO).

| OTMPC's angling program, Go Fish in Ontario, will continue to focus
ﬁi;;‘:%_{—”ii on SEO and SEM with the goal of driving consumers to

< || ontariotravel.net/gofish to get more information and access to
packages. Development of the ‘fly fishing’ product, promotion of
angling within the Chinese market in the GTA, attendance at the
Toronto Spring Fishing and Boat Show and familiarization/media
programs will be key tactics to support this product.

Ontario’s limited investment in promoting the hunting product will include SEO and SEM to drive interest to
ontariotravel.net/hunting for information and related packages.

The outdoor nature and adventure program will have a continued focus
on SEO and SEM driving interest to ontariotravel.net/outdoor. Content
development will also be a key priority for the program. The annual
‘Great Ontario Outdoor Adventure’ calendar will support the target market
with messages and images of interest to the segment. A strategic
partnership with Canadian Geographic will be nurtured with distribution of
the calendar, participation at the Ontario pavilion at the Outdoor Adventure
Show in Toronto, advertising placement and development in Canadian
Geographic and Canadian Geographic Travel. Ontario will again dominate
Toronto Outdoor Adventure Show jointly with Ontario Parks, Parks Canada, industry and retail partners. The retail
partnership with Mountain Equipment Coop will be expanded. Other partners will be pursued to raise the profile of



http://www.northernontario.travel/
http://www.northernontario.travel/
http://www.ontariotravel.net/gofish
http://www.ontariotravel.net/outdoor

outdoor experiences and to drive consumers to the website for more information. Partnerships with Ontario Parks
and cities of the north through the Great Ontario Outdoor Adventure contest will also continue.

The recreational motorsports program, Go Ride in Ontario, will
continue to use SEO and SEM driving interest to the Go Ride
website to get more information. Staff will attend three GTA
motorsports shows. Familiarization trips and media relations will
continue to play an important role in promoting Ontario’s
motorsports product domestically. There will be a limited
investment in TV and magazine against the segment in Ontario
to generate ‘buzz’ and consumer interest in visiting the
motorsports website. Partnerships with the Ontario Federation of
Snowmobile Clubs (OFSC), Ontario Marine Operators Association (OMOA), All Terrain Vehicles Ontario (ATVO)
and destination marketing organizations will continue.

THERE!S.NO PLACE LIKE TH 0o

7.2 QUEBEC
a. Families
Marketing programs will target families in Montreal.

For 2010-2011, 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 English and French-speaking markets, OTMPC will participate in the CTC's ‘Locals Know’ program, a print
campaign involving full-page advertisements in daily newspapers. Industry will be invited to participate providing
price-pointed offers/packages to help close the sale.

. For the English market, radio will also be used to communicate
A\ A R LSRN @S-8 experiences they are interested in and will motivate them to consider

Forfaits famille Ontario, particularly beaches/outdoors and other family experiences.
a partir de 175$ :

Thirty-second radio spots will air on targeted stations during the
May/June period.

o = For the French speaking market, OTMPC will continue a TV sponsorship
e with the Radio-Canada (SRC/RDI) French channel in Montreal. The
NTARIO program will involve the use of a recognizable Quebec personality who
o Tastadienands il visit Ontario and share her experiences on air. Exposure on the
ontariotravel.net/bienvenue  SRC/RDI website will also be a component of the program.

SEM/SEO will also be used in the summer period to ensure English and French speaking Québécois have ready
access to Ontario specific tourism product information they may be seeking.

Advertising is intended to drive consumers to ontariotravel.net for additional information to facilitate travel planning.

7.3 FRANCO-ONTARIANS
A new targeted campaign will be aimed at Franco-Ontarians. The focus will be on best prospect consumers
identified by research. Printed collateral showcasing product experiences of interest to the target will be distributed
through effective community-based channels. A variety of media (print, radio and online) will promote the tourism
product experiences and available information tools to encourage Franco-Ontarians to travel within the province.
OTMPC will begin to build a database in order to establish ongoing communications with Franco-Ontario travellers.
OTMPC will encourage active participation by the tourism industry in the program.



7.4 MANITOBA
OTMPC will undertake marketing efforts for a third year in Winnipeg, an important market for the northwest. The
northern portal will be the key call to action so partner content will be an important element.

7.5 UNITED STATES
a. Adventurers

Consumer

OTMPC will continue to participate with industry partners in the geo-targeted U.S. markets of New York and Boston
in co-op advertising programs with the CTC. Chicago will be added. Under the banner “Keep Exploring” the
campaigns target specific EQ (Explorer Quotient) segments, two of which the Authentic and Cultural Explorers have
similarities to OTMPC'’s Adventurer segment. Activities will include online and offline consumer advertising.

To enhance exposure and expand the reach of the partnered campaign, OTMPC will adapt select domestic themed
advertising inserts highlighting key Ontario experiences for a U.S. audience and distribute them as free standing
inserts in Boston, New York City and/or Chicago.

Travel trade activities will build on the new buyable experiences developed in 2009 (e.g. art and architecture, wine
and culinary, golf). Through a combination of product testing tours, joint marketing agreements (including print and
online) and training events, OTMPC will continue to raise awareness for key Ontario product experiences among
trade influencers and consumers, and help close the sale. OTMPC will work with the Ontario tourism industry and
will continue to expand package offerings for those consumers in this segment who purchase travel through the
trade.

Media relations activities in the U.S. will target key lifestyle magazines, niche publications which appeal to a vertical
market (e.g. wine aficionados, kayaking enthusiasts, eco-tourism adventurers, specialty/cable TV including golf and
the travel sections of top U.S. dailies). Story ideas will be directly pitched to new/existing contacts. OTMPC will be
active participants in CTC events and promotions. Proactive partnerships with the industry will ensure
familiarization visits expose media to key Ontario product experiences firsthand.

J
Make Ottawa your next (:ies&tion.
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b. Lesbian, Gay, Bisexual and Transgender (LGBT)

OTMPC will work collaboratively with partners to promote gay friendly communities within Ontario. Participation in
the International Gay, Lesbian and Transgender Travel Association (IGLTA) annual conference will continue in order
to build relationships with key trade and media influencers. The LGBT specific content on the website will be
maintained and updated.

c. Trophy Outdoors (Northern Experiences)

‘Ontario Canada’s Great Outdoors’ program will present the breadth and depth of northern Ontario’s outdoor
experiences and respond to consumer interest. Marketing efforts will target consumers in Chicago and Milwaukee
in 2010-2011. The Chicago and Minneapolis programs will continue to leverage a known outdoor celebrity.
Strategic use of targeted consumer shows and contesting will augment -« & o - -
the overall campaign. All activity will drive to the northern portal to [l b 1 b Bl
encourage consumer registration to facilitate direct to consumer [fiimsstmmaEESE
marketing. " ‘

VRS AN ADVENTURE [N ONTARID

CANADAS OREAT DUTDMIORS. COM

:::::::
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The U.S. angling program, Go Fish in Ontario, will place most
of its effort in Minneapolis and Milwaukee and will continue with Babe Winkelman as Ontario’s ambassador to the
avid angling market in targeted U.S. border states. Additionally, OTMPC in partnership with the industry will
participate in three targeted angling consumer shows.

Ontario’s limited overall investment in the promotion of hunting will use SEO and SEM to drive interest to
ontariotravel.net/hunting for information and related packages. Media relations will also be used to increase editorial
coverage. Participation in one hunting consumer show and media buys aligned with hunting shows will be
undertaken in select U.S. border states.

The recreational motorsports program, Go Ride in Ontario Canada, will continue to use SEO and SEM driving
interest to the Go Ride website to get more information. Investment with online communities of interest for the four
disciplines of motorsports (snowmobile, ATV, motorcycle and boating) will continue.

Attendance at six key U.S. motorsports consumer shows will continue. Familiarization trips and media relations will
continue to play an important role in promoting Ontario’s motorsport product in the U.S. OTMPC will place a limited
investment in TV and magazine against the segmentin key U.S. border states to generate ‘buzz’ and drive interest
to the web.
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80  OVERSEAS

The 2010-2011 overseas marketing strategy is to create excitement and demand by giving the consumer compelling
reasons to visit Ontario and then provide the trade with opportunities to convert interest into sales. In partnership
with the CTC, OTMPC will continue to focus marketing efforts against high-yield markets of the United Kingdom,
Japan, Germany, France, Mexico, South Korea, China and the emerging markets of India and Brazil. The strategy
will focus on aligning market allocations to achieve maximum return on investment.

a. United Kingdom

The key consumer focus will be to continue the integrated
consumer advertising campaigns with DMOs and local tour
operators, focusing on touring in the spring and city breaks
in the fall. OTMPC will seek non-travel partnerships, further
develop the website, online marketing and roll-out the
Customer Relations Management (CRM) plan. OTMPC will
partner with CTC on appropriate campaigns.

In this mature market, OTMPC will maintain the product with
traditional operators while developing new product with
online operators. A key feature this year will be a sales mission for Ontario
suppliers.
OTMPC media activities will focus on creating a ‘buzz’ for Ontario in a =
crowded marketplace and develop further relationships with special interest
and online media.

ATORONTO CITY BREAK
TWO

Tovelpock

Tom:mm Tere
Toronto Presents a

b. Germany

Develop consumer advertising campaigns by partnering with DMOs, CTC and local tour operators. Timing
should take advantage of the positive coverage Canada will receive during ; :
the Olympics. Continue to seek non-travel partnership opportunities along g e
with further development of the website, online marketing and the roll-out = g3
of the CRM plan.

Travel trade marketing will see OTMPC partner with key larger tour

- . oadas kontramg,

operators and smaller specialist operators to train and educate travel e Prowy
agents, which will deliver additional business to Ontario. m{
Focus will continue on news agencies like dpa/gms Themendienst and
SRT; these agencies control many outlets and regional newspapers.

Ontarig - o)

c. Mexico

Despite the recent challenges of the HIN1 virus and new visa requirements, OTMPC will continue with its

consumer advertising campaigns in partnership with DMOs, local tour operators and Tourism Quebec.

OTMPC will work in partnershlp with the CTC on non-travel and promotional opportunities.

- . e Key objectives include developing website and online
marketing capabilities, developing new product with tour
operators, and continuing to train and educate travel agents

and tour operator sales staff.

e Leveraging its relationship with the CTC, OTMPC will take
advantage of broadcast opportunities and celebrity
endorsement.

18



d. France

OTMPC's key partner for all activities is the CTC. On the consumer side OTMPC will partner with CTC in
CRM activities, online marketing and advertising campaigns.

OTMPC will work with tour operators to develop new high-end individual travel products, organise a
familiarization trip for Quebec-based receptive tour operators, partner with the CTC on travel trade
activities, and identify appropriate media to develop story ideas.

e. Japan

f. South Korea

g. China

Continue to partner with CTC, other provinces and local tour operators on an integrated advertising
campaign. Develop the Japanese website with targeted and timely information.

Continue working with local tour operators to develop new experiential product and to extend the season
and continue to educate the trade especially in secondary 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.

OTMPC's key partner for all activities in South Korea is the CTC. OTMPC
will build on successful out-of-house campaigns and celebrity endorsement
and will take advantage of the interactivity of the Korean market by further
developing online marketing.

Will leverage CTC trade opportunities, strengthen the knowledge of the
travel trade through training and developing high-end FIT products,
continue to partner with CTC on media opportunities and leverage celebrity
endorsements where appropriate.

OTMPC will work closely with the CTC to educate tour operators, support familiarization 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-marketing promotions.

When ADS becomes operational, OTMPC will work with CTC to develop new consumer campaigns.

h. India/ Brazil

OTMPC will partner with the CTC at trade shows, on a sales mission, in training the travel trade and with
hosting trade and media familiarization trips.
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9.0 MEETINGS, CONVENTIONS & INCENTIVE TRAVEL

> m.ezttnsfs & events that inhpine

In 2010-2011, OTMPC will continue to leverage awareness of Ontario’s meeting destinations through participation in
CTC'’s targeted programs and sponsorships at key industry events, conferences and tradeshows. OTMPC will focus
on facilitating business interactions between meeting planners and Ontario destinations to provide added value and
facilitate growth of new business. 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.

10.0 EFFECTIVE PARTNERSHIPS

Combining resources and aligning efforts to effectively communicate Ontario’s diverse products and services is
extremely important in a highly competitive environment. 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. In
2010-2011, OTMPC will strive to maintain industry contributions in light of the current economic climate, and maximize
public sector/private sector resources to effectively and efficiently market Ontario as a year-round destination and help
industry ‘close the sale.’

Partnership remains an important component of the strategy. In some cases OTMPC will lead marketing programs; in
others industry initiatives will be supported.

a. Destinations & Industry Associations

OTMPC understands that unique, high-quality tourism experiences are key motivators for consumer travel to
Ontario. 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 quality products and
experiences. Buy-in opportunities for 2010-2011 will be aligned with the industry’s planning process.

b.  Northern Partnerships

The overall goal of northern partnerships is to work with key industry
cities and associations to strengthen the northern tourism industry and
improve awareness for specific product experiences in southern
Ontario and U.S. border states. OTMPC'’s long standing partnership
with FedNor and the Ministry of Northern Development and Mines is
critical to the success of the new strategy. The ‘all of government’
approach to educating industry partners/suppliers developing
experiences and targeted marketing activities are critical to the
implementation of the strategy.




c. Tourism Event Marketing Partnership Program (TEMPP)

Festivals and events are one of the fastest growing consumer travel
motivators and a core strategy for OTMPC. The TEMPP program 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. Approved media buys
will be aligned with OTMPC's target markets.

d. Industry Partnership Proposal Program (IPPP)

The Industry Partnership 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.

e. Partner Sales

As part of this mandate, OTMPC will enhance industry awareness of all its marketing programs, 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, in support of 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 grow existing partner investments and attract
new partners. The current economic climate will have a significant impact on sales and partner participation in
OTMPC programs.

11.0  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.

The knowledgeable staff of the OTICs will 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 crossmgs 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.
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