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WHAT WE DO

Tourism is a growing business. The tourism sector brings
in over $120 million annually to Northumberland County.

Growing the Tourism Industry

Eileen Lum (L), Tourism Manager
& Cori Arthur (R), Tourism Coordinator

Northumberland Tourism consists of two
dedicated staff working to grow tourism and
assist the 600 tourism-related businesses in
Northumberland County.
There is power in this partnership. These
collaborative efforts are successfully growing
the industry in the region.

Key Activities
• DEVELOP integrated marketing and
promotion plans to excite and attract visitors.
• POSITION Northumberland as a diverse fourseason destination to increase tourism spending.
• DIFFERENTIATE the region by creating
publications and campaigns to underscore its
many unique experiences.
• ENGAGE consumers by continuously growing
our digital marketing platforms, along with
NorthumberlandTourism.com.

• EXPAND partnership networks, working in
collaboration with Ontario Tourism Marketing
Partnership Corporation (OTMPC), Kawarthas
Northumberland and others to grow the
tourism offering.
• COLLABORATE with businesses, effectively
using technology to offer an online business
directory at great value.
• CULTIVATE media interest and coordinate
press tours to increase the region’s travel
media coverage.
• NURTURE travel trade relations by working
with tourism operators, coordinating
Familiarization (FAM) tours and assisting
in site visits.
• SOURCE engaging photography and video
talent to further develop Northumberland’s
key digital image library.
• WORK with businesses to create new assets
for Northumberland County, e.g. cycle tourism.
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Past Projects & Initiatives
• Launched Regional Tourism Organization 8,
now Kawarthas Northumberland, a
provincially-supported tourism partnership
between the County, City & County of
Peterborough, and City of Kawartha Lakes.
• Introduced an online central reservation
system to support the County’s tourism
sector, including e-commerce training for
business operators.
• Implemented the Northumberland
Premier-Ranked Tourist Destination Project
with the goal of increasing the County’s
competitiveness. Developed a 3-year
destination development strategy and
action plan.
• Initiated the Rice Lake Tourism Renewal
Strategy to reposition Rice Lake as a key
tourism asset.

ABOUT THIS PUBLICATION
This publication’s goal is to inform
Northumberland’s tourism industry of the
County’s tourism services. It also highlights
marketing trends, segments and analytics.
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PAST PROJECTS

• Increased cycle tourism opportunities
by being a founding member of the
Ontario By Bike program to certify and promote
cycle-friendly businesses; piloting the first Welcome
Cyclists Gateway Signage Project now adopted by
various Ontario communities; and participating in the
County’s Transportation Cycle Master Plan, resulting in
the development of five looped cycling routes.
• Piloted the Northumberland Avatar Project
to animate heritage sites and improve visitor
engagement through the use of technology and
enticing storytelling.
• Created the Unique Experiences campaign to
highlight the region’s distinctive, critical acclaim and
best-in-class experiences to differentiate the region.
It continues to drive the marketing direction of
brochures and ads.

MUNICIPALITIES IN
NORTHUMBERLAND
COUNTY

02

OUR SERVICES

7.3 million potential visitors
within a 3 hour drive.

A 24/7 Resource
NorthumberlandPartners.com

Marketing & Research
Our success comes from developing integrated
marketing and communications tactics.
• We research information on regional market
segments, campaign metrics, travel intentions
and trends, and competitive intelligence from
other tourism resources.
• We track online activity with analytics to get
a current pulse on consumer interests and
motivation, which then drives our campaigns.

Consumer Services
With a goal to increase travel intentions, our focus
is on the consumer travel experience.
• Services include responding to visitor and travel
trade inquiries, referrals and itinerary building.
• We coordinate press tours or site visits for media,
group tours, provincial partners, concierge associations
and meeting planners to increase visitation.

Tourism
Call Centre

1-866-401-EAST (3278) or
info@northumberlandtourism.com
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Industry Services
With over 600 tourism-related businesses
in Northumberland, tourist receipts are
reported at $120 million annually.
Our goal is to attract new visitors and
increase tourism spending by working
with our industry partners on tourism
development and marketing initiatives.
• WE OFFER and continue to nurture an
important industry and partner website,
NorthumberlandPartners.com.
• WE PROVIDE workforce development
training. e.g. The Edge of the Wedge
experiential tourism programs.
• WE SUPPORT product development, i.e.
new cycling initiatives to attract visitors.
• WE IDENTIFY funding resources, market
trends, industry news and partnership
opportunities.

This industry site is a resource for businesses and
partners in Northumberland County. It covers the
following topics for tourism stakeholders:
• New Initiatives – key tourism projects
• Product Development – expanding tourism experiences
• Funding – funding resources for businesses
and organizations
• Marketing and Service – best practices
• Partners and Committees – business resources
and contacts
ONLINE BUSINESS DIRECTORY
NorthumberlandTourism.com provides a
comprehensive directory where businesses can
be listed. Categories also include:
• Arts, Entertainment, Outdoor Recreation
• Accommodations, Restaurants
• Attractions
• Meetings and Conferences

BUILDING YOUR BUSINESS
WORKFORCE DEVELOPMENT
We offer training to business operators to
expand their marketing expertise, and to
improve the customer tourism experience.
Training can include sessions on social
media, improving website effectiveness,
cultural preparedness, or how to become a
more cycle-friendly business.
TOURISM INDUSTRY eNEWS
The eNewsletter Build Your Business
communicates:
• best tourism practices
• improving the tourist experience
• accessing marketing resources
• industry news, workshops, marketing
and partnership opportunities

“As business owners in
Northumberland, we’ve had access
to fantastic business-related
workshops, opportunities to
advertise, and great support from
Northumberland Tourism.”
~ Rhonda Cook,

Co-owner, Primitive Designs
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PARTNERSHIPS

Working together to maximize the
region’s potential to attract visitors.

People, Partnerships & Possibilities
Northumberland Tourism works collaboratively with many sector partners to increase
travel intentions to the region. Here are some of the current key partnerships:

PROVINCIAL/FEDERAL

• Ontario Tourism (OTMPC)
• Government Ministries
• Destination Canada (CTC)
• Parks Canada/TSW • Greenbelt Foundation
• Trans Canada Trail • Ontario Heritage Trust
• Business Advisory Centre

LOCAL

REGIONAL

• Business Operators
• Member Municipalities
• Trent Hills Chamber
of Commerce
• Cobourg Tourism
• Port Hope Tourism
• Brighton Cramahe
Chamber of Commerce
• Alderville First Nation
• Rice Lake Tourist
Association

• RTO8/Kawarthas
Northumberland
• City of Kawartha
Lakes Tourism
• Peterborough &
Kawarthas Tourism
• Quinte West
• Durham Region
Tourism

ORGANIZATIONS

• Ontario By Bike
• Waterfront Regeneration Trust
• Travel Media Association of Canada
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Travel Media

Familiarization Tours

With concentrated efforts on publicity,
Northumberland Tourism has connected
with travel media whose publications and
outlets include:
• The Globe & Mail, The Toronto Star
• The Ottawa Citizen, Ottawa Outdoors
• Metro newspaper group, Le Devoir
• Chatelaine, Canadian Living,
Reader’s Digest, Today’s Parent
• Canadian Geographic, National
Geographic Traveler
• CAA Magazine, Travel Writers Tales
• Zoomer, 55 Plus, Forever Young
• Conde Nast Traveler, Taste & Travel
• Canoe Roots, Travel & Escape, Adventure
Cyclists
• Aol.ca, BucketTripper.com,
HikeBikeTravel.com, MSN.com, Vacay.ca
• CBC TV, BestTrip TV and Gusto TV
• Air Canada’s enRoute, Westjet’s Up!

We provide FAM Tours to interest the
travel trade, who are key influencers to
consumers. We feature local travel industry
businesses in these successful tours. The
tours provide a hands-on understanding of
our region’s unique experiences.
Targeted to travel trade and tourism professionals,
our FAM Tours have been highly successful with:
• Ontario & Quebec travel writers and photographers
• Ontario Tourism, including the staff of its
Ontario Tourism Info Centres
• Group tour operators
• Meeting planners & concierge services

TRAVEL TRADE

The Northumberland County Travel Media
Kit was developed with key highlights
to interest travel journalists. It has been
successful in increasing our editorial
exposure internationally and attracting
new travel media to Northumberland.
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Market research and digital analytics
are key to helping us lead in today’s travel sector.

OUR MARKET

Premier-Ranked
Tourist Destination
Using the Province’s framework, The Northumberland
Premier-Ranked Tourist Destination Project (an eightmonth research study) assessed 474 tourism-related
businesses to evaluate Northumberland County’s
product offerings, performance, and identify core assets.

Our Key Visitor Segments
Provincial research identifies that Northumberland receives visitors from the market
segments below. Marketing to these segments, especially the Connected Explorers,
will provide the greatest growth potential for Northumberland County.

1
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Connected
Explorers

Nature
Lovers

Want to break away
from the everyday.
•
Are using their
disposable income
for travel and
adventure.
•
Feel empowered to
create unique travel
experiences.
•
Want to research,
plan, book and share
travel experiences
through new
technologies –
before, during
and after trips.

Want to be
outdoors and are
aligned to Ontario’s
parks and lakes.
•
Prefer camping
and associated
activities, i.e. hiking,
fishing, canoeing
and kayaking.
•
Identify with a
basic travel style.

3

4

5

Up and
Coming
Explorers

Family
Memory
Builders

Outgoing
Mature
Couples

(ages 18-34)
45% are visible
minorities and 40%
are immigrants.
•
Recently-affluent,
upwardly mobile,
youth-oriented
group, some with
young families.
•
Looking for
nearby trips that
are considered a
tourist attraction.

(ages 34-54)
Have families with
children under 18
years of age.
•
They want a
playful vacation.
•
Trips are centred
on building
family memories.

(ages 55 plus)
Active seniors
driven to maintain
their connection
with the world.
•
Not overly
adventurous, but
maintain their
vitality by interacting
with new people
i.e. other travellers
or locals.
•
Important for them
to feel competent.

Research provided by OTMPC and Kawarthas Northumberland, conducted by TSN.

STAY COMPETITIVE
The study also made recommendations on growth
opportunities. This resulted in a tourism action plan
focusing on the long-term growth of tourism assets
through product and experience development to
make Northumberland a key destination. Go to
www.NorthumberlandPartners.com/PRTD
for the full report.
We are collaborating with businesses to develop
authentic experiences and offer exceptional
customer service to make Northumberland a truly
unique destination.

Consumers Tell Us
Core attractors are experiences that attract a significant number of our
visitors annually. Our ongoing research and consumer feedback identifies the
key tourism experiences continuing to attract visitors to Northumberland.
As a result, they are part of our “unique experiences” marketing.
Collaboration with tourism operators will see these and other experiences
bring new visitors to Northumberland County.

Trail systems
Provincial parks
Cottages, campgrounds
Cycling

THE
GREAT
OUTDOORS

•
•
•
•

WATERBASED
ACTIVITIES

• Exploring waterways, lakes and rivers
• Fishing – lake, river, stream, ice fishing and fly fishing
• Pristine beaches

TOWNS,
VILLAGES
& RURAL
LANDSCAPES

•
•
•
•

Driving tours (by car and motorcycle)
Small towns and villages
Heritage sites, specialty shopping, festivals and events
The performing arts, galleries and museums
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PUBLICATIONS

We continue to expand our “unique experiences” publications
and are leading by example with Ontario-wide distribution.

We focus on the creation of engaging images to showcase
Northumberland’s experiences and attractions.

PHOTOGRAPHY

Capturing What’s
Truly Northumberland

A very popular brochure,
this map guide is updated
using analytics and
research to determine the
top unique experiences
that differentiate
Northumberland County.
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This frequently-requested
map guide is very userfriendly. It successfully
increases visitation and
length of stay countywide. It also targets
touring motorcyclists.

The new Outdoor
Adventures lure
publication creates visitor
excitement around
Northumberland as a
leading, preferred outdoor
destination in Ontario.

Updated regularly
due to its appeal, this
Family Adventures
brochure increases
visitation by families
with themed adventures
and key attractions.

IN-HOUSE PUBLICATIONS
We also produce industry-related publications and niche materials based on demand.
These include the following, and can be found online: the Festival & Events Tool Kit;
the Meeting, Reception & Conference Facilities Guide; and the Group Tour Directory.

We have a library of 20,000 Northumberland
images that have been thoughtfully
photographed to give a distinct sense of place.
• Statistics on core attractors set the agenda
for photo shoots based on what potential
visitors want to see or what is trending.
• We use professional photographers with
different photographic styles, and we scout
out shoot locations in advance to ensure
the best final result.
• Real people, not generic models, are our
photo subjects – those running local
businesses, and those who enjoy life in
Northumberland.
• Our municipal partners have access to
our digital library of images, as do media,
travel and leisure publications, and
some organizations.
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WEBSITE

More than 90% of potential visitors
use the internet to plan their trip.

A Strong Online Presence
We continue to customize our online tools based
on what we learn from consumer analytics.

NorthumberlandTourism.com
• This intuitive, consumer site has new features to
capture the attention of today’s travel consumers,
such as: themed videos in each section to show
unique and exciting experiences, Google maps to
build itineraries, informative travel blogs, and an
online directory to help source local businesses.
• The site demonstrates who we are through
striking images, fun and relevant content,
easy navigation, and social media channels.
• Multi-cultural visitors can access the website
through our Google Translate button.
• We have developed our Search Engine
Optimization to increase our organic search
functionality and maximize Northumberland’s
online presence.

ExploreRiceLake.ca
• Through our partnership with Peterborough and
the Kawarthas, this website further promotes
fishing, cultural attractions along Rice Lake,
boating, and the cottage experience.
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Who is Visiting the Consumer Site?
Based on our research and analysis, we know our target audience
is digitally savvy, but not limited to a younger age group.

Consumer
Mobile Site

VISITORS BY LOCATION
• About 87% are from Canada, 9% from the U.S., 2% from the U.K.,
with the remaining 2% worldwide.

Mobile traffic now accounts for 61% of all
traffic to the Northumberland Tourism website.
As a result, we will continue to make the mobile
site more robust and user friendly.

CANADIAN VISITORS
• About 90% are from Ontario, 8% from Quebec,
followed by British Columbia, Alberta, then Nova Scotia.

Consumer
eNewsletters
What’s Happening in Northumberland is our
quarterly eNewsletter.
It motivates consumers by reconnecting them
with the Northumberland County brand and
experiences on an ongoing basis.

eBooks on Demand
Our four latest Map Guides
(with thousands in print)
are also available in eBook
format, as well as in PDF
format for accessibility.
They are highly visible on
the consumer website.

Key Visits on
NorthumberlandTourism.com
Festivals and Events
Where to Stay
Outdoor Adventure
Day Trips
Our Top 100
Shopping & Food
Arts & Entertainment
Heritage

We actively review the statistics from our
consumer website and our social media
platforms. Our engagement level has increased,
with online visitors staying longer on the
site and exploring many offerings.
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SOCIAL MEDIA

Our results have been impressive. We have increased
following and interaction by 30% since 2014.

Social Media Outreach

Industry Influencers

Our social media strategy is building relationships
with our market by getting people engaged in the
unique experiences we offer. Here’s an example of
one post and some interaction that followed:

Here are some of our Twitter followers
and their audience numbers:
• Jeanne Beker, journalist/celebrity, 69,000
• Ivana & Gianni @NomadBeautiful,
travel writers/bloggers, 11,700
• One Modern Couple @OneModernCouple,
59,500, Exploring Ontario Canada
• Ontario Travel @OntarioTravel, 51,400
• Ontario Parks @OntarioParks, 40,500
• YYZ Living Magazine @YYZMag, 15,500
• Anne Marie Scheffler @Clearyblond, actress, 14,300
• Dena Roche @Denaroche, travel writer, 18,900

POSTED: “Salmon are making their way
up the Ganaraska River! View these resilient
fish as they migrate past the fish ladder in
#PortHope.”

12,484 People Reached
540 Likes, Comments & Shares
379 Likes

81 On Post

298 On Shares

46 Comments

14 On Post

32 On Shares

115 Shares

112 On Post

3 On Shares

76 Link Clicks

657 Other Clicks

SOME TOP COMMENTS:
“Will this be going on for a few more
days? Would like to see that.” - Maureen E.
“The river was filled with such
energy today.” - Michelle B.
“We need to go.” - Robert C.
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The average Facebook
user spends 55 minutes
per day on Facebook
and has 130 friends.
Stay at a cottage, campground, RV park or
cozy inn and enjoy a lakeside vacation.

Rice Lake Ontario

1,346 Post Clicks
613 Photo Views

We will continue to expand our Digital Advertising
strategies using Facebook, Google, and other platforms.

www.explorericelake.ca

Targeted Google
AdWord campaigns
have increased
tourism bookings.

DIGITAL ADS

Facebook ads provide
Northumberland Tourism with a very
effective platform to build brand
equity, market share and brand
loyalty by engaging consumers where
they spend a great deal of their time.

1 hr east of Toronto — free driving tour map,
specialty outlets, farm fresh & fall fairs.

Fall Drives

www.northumberlandtourism...

Learn More

Due to solid planning,
implementation and monitoring
of online ad campaigns, there
has been a much lower cost-toconversion rate to capture a solid
internet lead than two years ago.
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PRINT ADS

Our print ads show what makes us unique – differentiating
our products & experiences from other Ontario destinations.
Canadian
Geographic Ad

Successful Regional Ads
One of our key market segments is the Greater Toronto & Hamilton area supporting the strong trend towards easy, closeto-home getaways. Our regional ad campaigns have been successful using Toronto’s Metro publication (Star Metro Media),
Canada’s most-read daily national newspaper, reaching 1.6 million readers per issue, including print, mobile and web.

One of the most popular,
due to the unique cycling
setting shown here.

Metro Ads
Positions Northumberland
County as a top cycling
destination. The ad below
speaks to fishing and
boating, as well as
cottage getaways.

The Power of
Co-branding

CTM Explore
Ontario Ad
Wide distribution in
a popular directory
within Ontario and
nearby U.S. states.
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Motorcycle Mojo Ad
Showcases Northumberland County
as having one of the best motorcycle
touring routes in the Province.

Every ad we create has a
bar which clearly states
“Brighton • Cobourg •
Cramahe • Port Hope •
Rice Lake • Trent Hills”.
This consistently-branded
feature gives the audience
a useful point of reference,
outlining key regions in
Northumberland County.
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VIDEO

Exhilarating & exciting. That’s how viewers describe our videos,
which put them in the heart of the Northumberland experience.

Tourism is a significant industry in the County,
attracting an estimated 2 million visitors per year.

Part of the Action
The analysis of our social media, as
well as ongoing research, gives us the
exciting opportunity to develop our
core attractors.
We recently created the 3-minute
“This is Northumberland” video to
pull in all of these key experiences.
To see it in full, please go to
www.youtube.com/TheNCTourism.

Consumers repeatedly tell us that we have successfully
captured experiences of what they like. Businesses and
organizations echo this sentiment by using our video library
as a resource to market themselves and Northumberland.

FUTURE PROJECTS

With captive markets within easy reach,
such boundless beauty and so many unique
experiences, tourism is an important asset
to help Northumberland County prosper.
The key is strategic planning for growth, as
well as proper implementation.

Further Developing Key Assets
Some of the following projects under development by
Northumberland Tourism will enable planned growth
in the future:
• Working with provincial and national partners to
develop a heritage tour along the Trent-Severn
Waterway to increase visitation and uniqueness
of the region.
• Working with regional partners on the Tourism
Ambassador Program to enhance the visitor
experience in Northumberland County.

• Working with municipalities, regional
government and local cycling organizations
to become recognized as a prime Ontario
cycling destination.
• Working with tourism businesses and
partners to expand experiential tourism
and product development to increase
visitation and revenue.

“We’ve been working with Northumberland Tourism
for the past 16 years and have benefited from their
innovative ideas and programs. I feel fortunate to
have them as a resource in Northumberland.”
~ Donna Bennett,

17

Co-founder, Westben Arts Festival Theatre
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At Your Service

Contact Us: 905-372-3329 • 800-354-7050
Eileen Lum, Tourism Manager, ext. 6237, LumE@NorthumberlandCounty.ca
Cori Arthur, Tourism Coordinator, ext. 6257, ArthurC@NorthumberlandCounty.ca
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