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Northumberland Tourism works to grow and assist the 650 
tourism-related businesses in Northumberland County with 
domestic travel receipts reported at $120 million annually. 

What We Do

Our Top 5 Activities  
PROMOTE  
tourism-related businesses across  
Northumberland County.

INCREASE  
tourism spending through promotion  
and differentiating Northumberland County  
as a diverse, 4-season destination.

ENGAGE  
consumers by growing our digital 
marketing/media platforms, including 
NorthumberlandTourism.com  
and NorthumberlandPartners.com.

DEVELOP  
integrated marketing campaigns and  
products to excite and attract visitors.

EXPAND  
partnership networks (Destination Ontario,  
Kawarthas Northumberland, etc.) to grow our  
tourism offering.

Couples and Families:  
ages 25 + to 65 +

We have data and strategies 
to attract who Ontario Tourism 
defines as:
••  Connected Explorers
••  Nature Lovers
••  Up and Coming Explorers 
••  Family Memory Builders
••  Outgoing Mature Couples

••  The Great Outdoors
••  Water-based Activities
••  Culture, Towns &  

Rural Landscapes
••  Wellness & Retreats
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Our Market

Our Strengths
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Despite the COVID-19 pandemic, the following results show an increase in followers Year 
Over Year (YOY), January 2021 vs. January 2020. 

Our target audience is digitally savvy, but not limited to a younger age group.

Facebook proves to be the most effective platform, with many new and positive 
conversations. Instagram is the second largest growth platform and climbing. 

Consumer Engagement  

Social Media

18,739  
Facebook 
Followers

459  
Followers  

Added

4,414   
Facebook 

Shares

2,147  
New Shares  

Added

4,451   
Instagram  
Followers

713   
Followers  

Added

4,937  
Twitter 

Followers

84  
Followers  

Added
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SUMMER

Just Down The Road Campaign  

Tourism Recovery Campaigns 

There was a need to balance safety with a continued interest for car travel and to support 
our tourism-based businesses. 

As a result, we launched 3 Tourism Recovery Marketing Campaigns running from July 
through December 2020. We were able to update these campaigns daily from green to 
lockdown. Each Campaign had full creative with microsites, social and programmatic ad 
strategies and video.

Situated just east of Toronto, the COVID-19 Pandemic hit our 
tourism industry with force. We were proactive.

The campaign results were extremely positive.

2 million  
Programmatic Ad impressions 

+
1.7 million  
Ad impressions on  
Facebook and Instagram

165%  
increase in New Users  

on Northumberland  
Tourism’s website traffic  

year over year 

3,068  
mobile devices went to 
the physical addresses 
of the key destinations 

we recommended

165%  
increase in Social Media 
follower count compared 
to same period last year
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FALL

Wellness Campaign  

WINTER

Shop Local Campaign  

700,000 +  
Programmatic Ad  
impressions 

+
900,000 +  
Social Ad Impressions 

8,631  
Total conversions  

(new leads captured)

10,214  
wellness contest  

entries were  
generated overall 

5,000 +  
entrants consented to 

receive Northumberland 
Tourism’s quarterly 

eNewsletter

720,000  
Programmatic Ad impressions 

+
2 million  
Ad impressions on  
Facebook and Instagram

2,723  
“Likes”across all 

platforms and social 
media posts 

1,432  
mobile devices went to 
the physical addresses 
of the key destinations 

we recommended 

45,000 +  
Video views of  

the 2 Shop Local 
Campaign Videos  

on YouTube 
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Digital Projects 

Meeting New Accessibility Standards 
Northumberland Tourism made its consumer website  
accessible to those with visual impairments. 
Northumberland Tourism worked on the consumer website to make it more user-
friendly and accessible for those who are blind or visually impaired. The site 
was adjusted to include bold, easy-to-read fonts and improved colour ratios to 
further enhance legibility. All downloadable PDF content was updated to include a 
printable and screen-reader friendly version, while still retaining full-colour visitor 
map guides using ISSUU, an easy to use and popular viewing tool. This gives 
our visitors a wide variety of options to consume content. Whenever possible, 
the site and all attached documents meet AODA requirements. You can visit 
NorthumberlandTourism.com here.  

The industry website NorthumberlandPartners.com  
was also edited to meet the same strict requirements. 

We also worked on making our 6 popular  
map guides fully accessible and print friendly.
These new maps have dual functionality:
1. They can be  easily viewed online. (A sample online can be viewed here.) 
2. They can be output to print by individual digital users, thereby replacing the 

need to mail out the larger map guides.
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Industry Outreach  

We also provided the 
following planned outreach:

In 2020, to combat the challenges of COVID-19, we 
implemented three tourism recovery campaigns to 
support our region’s more than 650 tourism-dependent 
businesses. (See pages 3 & 4). 

RESOURCES/TOOLS 
to expand their marketing or development 
opportunities, i.e. funding programs, 
partnerships, professional imagery, etc. 

COMMUNICATION 
through NorthumberlandPartners.com and our 
industry e-newsletter, Industry Update. 

DIGITAL  
TRANSFORMATION
to improve the online marketing and 
e-commerce presence of businesses:
e.g. we collaborated with the BECN and 
relaunched the Digital Footprint program
to provide detailed assessments and 
customized plans.

PRODUCT  
DEVELOPMENT  
to help businesses create additional  
target market segments through workshops 
and outreach: e.g. meeting the criteria to 
become cycle-friendly businesses for the 
Ontario By Bike network. 
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Who We Have Helped 

“ 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

“Since 2001, we’ve benefited from Northumberland Tourism’s innovative 
ideas and programs. I feel fortunate to have them as a resource.”

 Donna Bennett 
Co-founder, Westben

“Thank you for partnering with Ste. Anne’s Spa to promote wellness as a 
key asset for the region. Your strategy and professional approach align 
with our business philosophy.”

  Wanda Hoehn 
Sales and Marketing Director, Ste. Anne’s Spa

“Thank you so much for including us into your Shop Local campaign. 
These are very turbulent times for small business and any and all  
help is so appreciated. I did have the opportunity to read the article  
and we did receive some amazing feedback from customers on it.  
Stay Safe.”

 Sheryl Delorme 
Artist/Designer, Special Effects Lifestyle Boutique
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Who We Have Helped 

“Northumberland Tourism has helped us convey the feeling/emotion  
that people feel when they engage (i.e. play) with our animals. It thrills  
us no end.” 

 Debbie Nightingale 
Co-founder, Haute Goat

“The Digital Footprint assessment offered to my business by 
Northumberland Tourism was incredible. As a small business owner,  
I often find myself wearing 20 hats. The assessment’s recommendations 
have really helped me to prioritize, and given me ideas for marketing 
competitiveness.” 

  Leslie Fell 
Owner, Fells Meadows

 “ We’re thankful that Northumberland Tourism is thinking about all of the 
small businesses and helping restaurants in particular. They are getting 
people to do takeout and thinking about it because, especially with a 
place like ours, people think more about the dining-in experience and the 
music that we play, so their first thought may not be about takeout.” 

 Amanda da Silva 
Co-owner, El Camino/The EL Gastropub

 “ Northumberland Tourism’s map guides have been fantastic over the 
years. They have proven to be the best thing ever to help people find us.”

 Diane Curle 
Co-owner, Curles Maple Products
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Navigating Through Adversity 

Key initiatives included:

Despite the many challenges presented by the 
COVID-19 pandemic, it was a year of streamlining 
our resources, implementing innovative work 
protocols thereby strengthening our tourism team, 
and aligning with our partners for even greater 
successes in 2021 & 2022. 

SECURING $229,000 in provincial/federal 
funding to support marketing and business 
digital transformation initiatives.

COMPLETING The Growing Food Tourism 
in Northumberland report to help develop 
food tourism initiatives.

PARTNERING with the Culinary Tourism 
Alliance of Ontario on The Great Taste 
of Ontario Road Trip to support tourism 
recovery in the food/drink tourism sector.

CONNECTING with our tourism industry 
stakeholders to meet the challenges of the 
COVID-19 pandemic (e.g. the self-certified 
Safe Travels Stamp).

WORKING with regional partners to 
promote winter getaways experiences, fall 
road trips and themed cycling adventures.

ENGAGING in tourism industry crisis 
planning, including communications, 
funding resources, and adapting to new 
health and safety protocols.

PARTICIPATING in the Northumberland 
Economic Recovery Task Force to  
assist with the future development of a 
recovery plan.
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