
 

TOWNSHIP OF NIPIGON 
AGENDA FOR COUNCIL MEETING  
Date: Tuesday, February 10, 2026 
Time: 7:00 p.m.  
Located at: Municipal Office Council Chambers – 52 Front Street 
 

“In the spirit of reconciliation, the Corporation of the Township of Nipigon respectfully acknowledges it is located 
on the traditional lands of the Red Rock Indian Band – Signatory to the Robinson-Superior Treaty of 1850, and the 
Township further respectfully acknowledges the historic presence of other signatories on these lands.” 

 

 
1) Addendum to Agenda (if applicable):  

 
2) Disclosure of Pecuniary Interest:  

 
3) Approve Previous Council Minutes:  

a) January 13, 2026, Regular Meeting Minutes 
 
4) Finance 

a) January 14, 2026, Finance & Budget Committee Meeting Minutes, Draft 
b) 2026 Interim Tax By-Law 
c) 2025-2026 Pothole Prevention and Repair Program ($38,000) 

 
5) Council Business and Administration 

a) Superior Country MAT Annual Status Report and Annual Certificate 
b) Township of Nipigon Five-Year Tourism Product Development and Marketing Plan, January 2026, 

Superior Country 
c) 2026 In-Kind Contributions Policy 
d) Lakehead Region Conservation Authority, Support Resolution 
e) Mayor Kukko Report, ROMA 2026 
f) Correspondence re: Splake in Lofquist Lake 
g) Correspondence re: Nuclear Waste Management Organization 

 
 

6) Sundries 
a) December 9, 2025, Nipigon Public Library Board Minutes 
b) January 28, 2026, Quad Council OPP Detachment Board Meeting Minutes 
c) November 26, 2025, NOMA Board of Directors Meeting Minutes 
d) December 11, 2025, District of Thunder Bay Social Services Administration Board Meeting 

Minutes 
e) November 13, 2025, Lake Superior Marine Conservation Area Interim Liaison Meeting Minutes 
f) September 20, 2025, Thunder Bay District Municipal League Meeting Minutes 
g) November 19, 2025, Thunder Bay District Municipal League Meeting Minutes 

 
7) Public Works 

a) PWS Administrative Report 26-01-27-02 
 

8) Fire Department 
a) January 21, 2026, Fire Department Meeting Minutes 

 
9) Economic Development  

a) Economic Development Report 26-01-23 
 

10) Any Other Business: 
 

11) Closed/In-Camera Session  
 

12) Confirmatory By-law 
 

13) Motion to Adjourn – Next Meeting on February 24, 2026 
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 A regular meeting of Council was held electronically and in person at the Nipigon Municipal 
Office on Tuesday, January 13, 2026 called to order at 7:00 p.m.  
 
Land Acknowledgement: 
In the spirit of reconciliation, The Corporation of the Township of Nipigon respectfully 
acknowledges that it is located on the traditional lands of the Red Rock Indian Band – Signatory 
to the Robinson-Superior Treaty of 1850, and the Township further respectfully acknowledges 
the historic presence of other signatories on these lands. 
 
ATTENDANCE:  
Suzanne Kukko  Mayor 
Anne Marie Cartwright Councillor  
Greg Harper   Councillor 
Glenn Hart   Councillor   
Gayle Westhaver  Councillor 
Peyton Dumont-Saunders Student Councillor 
Sasha Barber   Student Councillor 
Tim Cobban   CAO 
Brianna Bell   EDO 
Kristin Clearwater  CRM 
Taylor Haskell   PWS (Via Zoom) 
 
 
1. ADDENDUM TO AGENDA – None 
 
2. DISCLOSURE OF PECUNIARY INTEREST – None  
 
 
3. APPROVE PREVIOUS COUNCIL MINUTES  

 
Resolution No. 2026-001 
Westhaver, Cartwright and carried:  

 BE IT RESOLVED THAT this Council approves the regular meeting minutes from  
 December 16, 2025, as presented. 

  
 
4. COUNCIL BUSINESS & ADMINISTRATION 
 

a) CAO Report 26-01-13-01 
Resolution No. 2026-002 
Harper, Hart and carried:  
BE IT RESOLVED THAT this Council CAO Report 26-01-13-01 for information, as 
presented. 
 

b) Revised Memorandum of Understanding between Nipigon District Memorial Hospital and 
Township of Nipigon Re: Emergency Evacuation 
Resolution No. 2026-003 
Westhaver, Cartwright and carried: 
BE IT RESOLVED THAT this Council hereby approves accepting and entering into the 
Memorandum of Understanding between the Nipigon District Memorial Hospital and the 
Township of Nipigon concerning the temporary relocation and sheltering on NDMH 
patients, long-term care residents, staff, volunteers, and other individuals under the 
hospital’s care to the Nipigon Community Centre. 
 

c) By-Law Enforcement Quarterly Report 
Resolution No. 2026-004 
Hart, Harper and carried: 
BE IT RESOLVED THAT this Council receives the By-Law Enforcement Quarterly 
Report for information. 
 

d) Proposed Small Northern New Residential Property Tax Class and Support Resolution 
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Resolution No. 2026-005 
Hart, Cartwright and carried: 
WHEREAS there is a visible disparity between the northern and southern population of 
Ontario; and, 
WHEREAS northern Ontario has an abundance of opportunity in the form of municipally 
serviced building lots for both Industry and population growth; and, 
WHEREAS high residential property taxes in northern Ontario discourage and prohibit the 
construction of new residential single family dwellings; and 
WHEREAS the addition of a Small Northern New Residential property tax class and 
subclass would create an incentive for the building of new homes in small northern 
Ontario communities; 
THEREFORE BE IT RESOLVED that the Council for the Township of Nipigon does 
hereby request that the Honorable Minister Peter Bethlenfalvy, the Minister of Finance, 
amends the Assessment Act to include a Small Northern New Residential property tax 
class and subclass.  
BE IT FURTHER RESOLVED that this resolution be forwarded to the Honourable Doug 
Ford Premier of Ontario; Lisa Vaugeois; the Honourable Minister Peter Bethlenfalvy, 
Minister of Finance; the Honourable Minister George Pirie, Minister of Northern 
Economic Development and Growth; the Honourable Minister Rob Flack, Ministry of 
Municipal Affairs and Housing; all northern Ontario Ministers; AMO; FONOM; NOMA; 
NEOMA; NESMG; and ROMA. 
 

e) Thunder Bay District Municipal League Conference & Annual General Meeting: 
Registration, Draft Agenda, and Sponsorship 
Resolution No. 2026-006 
Hart, Cartwright and carried: 
BE IT RESOLVED THAT this Council agrees to sponsor the Thunder Bay District 
Municipal League Conference and Annual General Meeting being held in Nipigon March 
5th-6th 2026 in the amount of $200.00. 

 
5. SUNDRIES 

 
a) November 20, 2025, District of Thunder Bay Social Services Administration Board 

Meeting Minutes. 
 

6. PUBLIC WORKS 
  

a) PWS Administrative Report 26-01-13-02 
 

b) Annual Landfill Site and Collection Calendar 
 

c) December 15, 2025, Operators Meeting Minutes, Nipigon Drinking Water System - 
Management Review 
 
Resolution No. 2026-007 
Hart, Harper and carried: 
BE IT RESOLVED THAT this Council receives PWS Administrative Report 26-01-13-
02, the Annual Landfill Site and Collection Calendar, and the 2025 Drinking Water 
Quality Management Review, as presented. 
 
 

7. RECREATION 
 
a) December 8, 2025, Recreation Committee Minutes 

Resolution No. 2026-008 
Hart, Westhaver and carried: 
BE IT RESOLVED THAT this Council receives the December 8, 2025 Recreation 
Committee Minutes as presented, and authorizes Staff to increase the monthly fees for the 
vending machine located in the Nipigon Community Centre to a monthly rate of $50.00 
effective 1 January 2026,; and authorizes Staff to allow the NBC Adult Tournament to 
have a reduced rate of $120.00 for the beer gardens to be held in the lobby of the Nipigon 
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Community Centre. 
 

8. ECONOMIC DEVELOPMENT 
 
a) December 10, 2025, EDC Meeting Minutes 

 
9. ANY OTHER BUSINESS 
 
Student Councillor Barber 

- communicated that the Nipigon-Red Rock District High School Music Club may be 
interested in performing at the Nipigon Market Collective to help with fundraising.  

- announced a trivia night fundraiser at Nipigon-Red Rock High School to help offset 
the costs of the school’s musical production this Spring. 

 
Councillor Cartwright: 

- provided a reminder for residents to sign up for the Voyent Alert system. 
 

Mayor Kukko: 
- announced that she and the CAO would be attending ROMA’s annual conference, 

and has a scheduled delegation with Ontario’s Solicitor General concerning the costs 
of firefighter training and equipment.  

- announced that she would be making a three minute presentation to the Minister of 
Finance on January 23, 2026 at the Valhalla Inn in Thunder Bay.  
 

10. IN-CAMERA 
 
Resolution No. 2026-009 
Hart, Cartwright and carried: 
BE IT RESOLVED THAT this Council now resolve into Closed Session at 8:06 p.m., under 
section 239 of the Authority of the Municipal Act, 2001, to discuss: 

a) Acquisition or disposition of land – s.239 (2)(c) (leasing a portion of municipally-
owned land)  
 

Resolution No. 2026-010 
Westhaver, Cartwright and carried: 
BE IT RESOLVED THAT this meeting resolves into an open session at 8:31 p.m. 
 
Council reports receiving a revised offer to lease a portion of Township-owned lands and 
instructing the CAO to seek a legal review of the proposal.  
 
Resolution No. 2026-011 
Hart, Cartwright and carried: 
BE IT RESOLVED THAT the Chief Administrative Officer is authorized to proceed as directed 
in the in-camera/closed session. 
  

 
11. CONFIRMATORY BY-LAW  

 
Resolution No. 2026-012 
Cartwright, Harper and carried: 
BE IT RESOLVED THAT this Council gives three readings and approves By-law No. 2014, 
being a by-law to confirm the actions of the meetings held on and prior to January 13, 2026. 
 
 
12. ADJOURNMENT 
 
Resolution No. 2026-013 
Harper, Cartwright and carried: 
That this Council meeting adjourns at 8:33 p.m. to meet on January 27, 2026, for the next regular 
meeting or at the call of the Mayor.  
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________________________ MAYOR  _______________________CLERK 



 

 
Finance & Budget Committee Meeting Minutes 

 
January 14, 2026 @ 3:30 p.m. 
Municipal Office Board Room 

 
Attendance: Suzanne Kukko (Chair), Councillor Greg Harper, Tim Cobban (C.A.O.)  
Guests: None  
Regrets: None 
 
1. The meeting was called to order at 3:30 pm.  Quorum was established. 
 
2. Budget Updates & Discussion  

a) CAO provided the committee with unaudited Revenue and Expense Statements, 2025.  No 
significant concerns were raised about expenditures, though the CAO noted that the full direct 
cost of the recent water main break and repair is not yet reflected in the statements.   
 

b) CAO provided updated 2026 Operating Budget Expenditures and Tax Rate calculations.  Three 
increases in operating expenditures were noted--the Seniors’ Snow Removal Subsidy Pilot 
Program ($5000), the added marginal cost of the awarded Roads Needs Study RFP ($5000), and 
the additional unanticipated increase in the OPP levy (@$10,000).  These are more than offset, 
however, by expected payroll savings due to a change in the Township’s group benefits provider 
($35,000).   
 

c) The committee reviewed a revised Draft Capital Budget and discussed prioritizing proposed 
paving projects and postponing any water relining until after the Water and Wastewater Study is 
completed (July 2026). 
 

d) The committee discussed different vehicle/equipment capital requirements, including 
purchasing a new garbage truck, a used (plow) Dump Truck, and likely the need for a 
replacement Fire Truck in the next 2-3 few years.  

a. Township’s current Dump Truck is undersized, has high maintenance costs, and needs 
replacement. Used options range between 80-120k.  

b. NVFD 2006 Fire Pumper Truck requires replacement to meet incoming NFPA standards. 
Estimated cost of replacement is 600-800k unless a used option is purchased.  

c. Garbage Truck repair costs are going to be higher than originally estimated ($15,000-
$20,000).  The Committee discussed planning to use the truck for most of 2026, and 
replacing it in the fall (Estimated cost between 250-300k depending on size)  

d. Given the costs of each, funds will likely need to be pulled from reserves and 
replenished over a set number of years given the amount required.  

e. The committee reviewed estimates to repair the NCC roof.  It was agreed that the 
Township would focus this year’s application to the Ontario Trillium Fund on the roof 
repairs. 
 

e) 2022-2025 FIRs.  The CAO provided a progress update on the completing of previous years’ 
annual Financial Information Returns.  The 2022 FIR should be completed soon, and the 2023 
and 2024 FIRs should be less onerous to complete.  The goal is to have all FIRs completed by July 
2026.   
 



 
f) Given current budget deliberations, estimated tax increase required for next year is 

approximately 3.5%.  Subject to change depending on final budget deliberations.  
 
 

6. Next Meeting Date – TBD by Chair, likely mid February.  
 
7. Adjournment - The meeting adjourned at 5:00 p.m. 
 
 
 
________________________________________ 
CHAIR 
 
 
 
________________________________________ 
CAO/Recording Secretary  
 
 



THE CORPORATION OF THE TOWNSHIP OF NIPIGON 
 

 
By-law No.  2014 A By-Law to provide for an Interim Tax 

Levy and the Payment of Interim Taxes 
for the Year 2026. 

 
 
 
 
 
WHEREAS Section 317 of the Municipal Act, provides that the Council of a local municipality 
may pass a By-law to impose an interim levy on the assessment roll for taxation in the current 
year for property in the municipality rateable for local municipality purposes; 
 
AND WHEREAS Section 317 of the Municipal Act, provides a set of rules for determining the 
interim tax payable, which are also subject to the municipality's discretion under Section 
317(7.1) of the Municipal Act, to decrease or increase the interim tax payable where it is felt that 
the interim amount would otherwise be too high or too low in relation to the total taxes that are 
anticipated to be levied on the property in the year; 
 
AND WHEREAS the Council of this municipality deems it appropriate to provide for such 
interim levy on the assessment of property in this municipality; 
 
NOW THEREFORE the Municipal Council of The Corporation of the Township of Nipigon 
enacts as follows: 
 

 
1. Interim tax levies are hereby imposed on the whole of the assessment for real property for 

all property classes according to the assessment roll for taxation in the current year, and 
shall be in an amount based on fifty percent (50%) of the final 2025 taxes on the 
property. 

 
2.  The said interim tax levy shall become due and payable in two instalment(s) due and 

payable on the 31st day of March, 2026 and the 30th day of April, 2026 and non-payment 
of the amount on the dates stated in accordance with this section shall constitute default. 

 
3.  The Treasurer of the Township of Nipigon shall add to the amount of all taxes due and 

unpaid, interest at the rate of 1.25 percent per month or fraction thereof, being 15 percent 
per annum, and all By-laws and parts of By-laws inconsistent with this paragraph are 
hereby superseded. 

 
4.  Interest added on all taxes of the interim tax levy in default shall become due and payable 

and shall be collected forthwith as if the same had originally been imposed and formed 
part of such unpaid interim tax levy. 

 
5.  The Treasurer shall cause to be mailed to the residence or place of business of such 

person indicated on the last revised assessments roll, a notice specifying the amount of 
taxes payable. 

 
6.  A failure to receive the aforesaid notice in advance of the date for payment of the interim 

levy or any instalment, does not affect the timing of default or the date from which 
interest shall be imposed. 

 
7.  The Treasurer of the Township of Nipigon may accept part payment on account of any 

taxes due, but such acceptance shall not affect interest under Section 3 of this By-Law. 
 
8.  This By-Law shall be deemed to come into force and effect upon final reading thereof 

and shall apply to properties on the assessment roll for taxation in the current year as 
listed on that date or which were added to the roll after that date, including properties 
added after the date this By-law is passed. 

 



ENACTED and passed this _____ day of February, 2026. 
 
 
 
       ______________________    MAYOR 
 
                                                                                     
 

 ______________________   CLERK 
 



From: Pothole Program (MTO)
To: Timothy Cobban; Economic Development Officer
Cc: Pothole Program (MTO)
Subject: 2025-2026 Pothole Prevention and Repair Program Transfer Payment Agreement
Date: January 23, 2026 3:07:26 PM
Attachments: image001.png

Nipigon PPRP-TPA-Jan2026.pdf

Hello,
Thank you for submitting your application to the Pothole Prevention and Repair
Program (PPRP). Please accept this letter as a funding commitment. Attached is
your Transfer Payment Agreement (TPA).  Please follow the steps below to complete
and return your agreement by February 6, 2026. (Note this document is not a fillable
pdf document.)
Complete and Sign the Signature Page (Immediately after Section 5.0 –
“Signature Page Follows”)

Please sign below the legal name of your municipality.
Provide the date of signing above the date text.
Provide the name and title of the signing officer(s). Sign above the named
representative. If your organization requires two authorized signatories to
bind the Recipient, and both names are not already included, you may
type/write the second authorized signatory’s name/title next to the existing
fields.
If any pre-populated fields are incorrect, please correct manually (write in) and
initial those areas of change.

 
Complete Schedule B – Contact Information (Two Sections) page 19
Please provide the following two different contact information:

Contact information for the purposes of Notice to the Recipient
Fill in: Position, Address, Phone, Fax (if applicable) and Email
Contact information for the senior financial person in the Recipient
organization
(e.g., CFO, Treasurer, CAO). This individual will respond to financial and
reporting requests from the Province. Fill in: Position, Address, Phone, Fax (if
applicable) and Email.

You may complete it using any of the following methods:
Option 1 — Fill Out the PDF Digitally (Using “Add Text”)
Adobe Acrobat Reader (Free)

1. Open the PDF in Adobe Acrobat Reader.
2. Select “Fill & Sign” from the right‑side menu.
3. Click “Add Text” and click where you want to type.
4. Type the required information into:

Signature page fields (name, title, date)
Schedule B fields (contact information)

5. Add a signature:
Select “Sign → Add Signature”

mailto:PPRP@ontario.ca
mailto:cao@nipigon.net
mailto:edo@nipigon.net
mailto:PPRP@ontario.ca

Ontario @






   
 


   
 


ONTARIO TRANSFER PAYMENT AGREEMENT  
POTHOLE PREVENTION AND REPAIR PROGRAM 


 
 
THE AGREEMENT is effective as of the 30th day of January 2026.  
 
 
 
BETWEEN:  


 
His Majesty the King in right of Ontario 
as represented by Hon. Minister of Transportation 
 
(the “Province”) 
 
 
- and - 
 
The Corporation of the Township of 
Nipigon 
 
(the “Recipient”) 


 
 
 
WHEREAS the Recipient has requested funding from the Province for the Project (as 
defined in section A.1.2) and the Province has agreed to provide such funding to the 
Recipient subject to certain terms and conditions; 
 
AND WHEREAS the Agreement sets out the terms and conditions upon which the 
Province has agreed to provide funds, up to the Maximum Funds (as defined in section 
A1.2) to the Recipient for the purpose of carrying out the Project, and upon which the 
Recipient has agreed to carry out the Project.  
 
NOW THEREFORE in consideration of the mutual covenants and agreements 
contained in the Agreement, and for other good and valuable consideration, the receipt 
and sufficiency of which are expressly acknowledged, the Province and the Recipient 
agree as follows: 


1.0 ENTIRE AGREEMENT 
 
1.1 Schedules to the Agreement. The following schedules form part of the 


Agreement: 
 


Schedule “A” -  General Terms and Conditions 
Schedule “B” - Project Specific Information  







   
 


   
 


Schedule “C” -  Project Description and Timelines 
Schedule “D” -  Eligible Expenditures and Ineligible Expenditures 
Schedule “E” -     Payment Plan  
Schedule “F” -     Reporting and Compliance Audit  
Sub-Schedule F1 - Project Reports  


 
1.2  Entire Agreement. The Agreement constitutes the entire agreement between 


the Parties with respect to its subject matter and contained in the Agreement 
and supersedes all prior oral or written representations and agreements. 


 
 
2.0 CONFLICT OR INCONSISTENCY  


 
2.1 Conflict or Inconsistency. In the event of a conflict or inconsistency between 


the Additional Provisions, identified in Schedule “B” and the provisions in 
Schedule “A”, the following rules will apply:  


 
(a) the Parties will interpret any Additional Provisions in so far as possible, in 


a way that preserves the intention of the Parties as expressed in Schedule 
“A”; and 


 
(b) where it is not possible to interpret the Additional Provisions in a way that 


is consistent with the provisions in Schedule “A”, the Additional Provisions 
will prevail over the provisions in Schedule “A” to the extent of the 
inconsistency.  


3.0 COUNTERPARTS 
 
3.1 One and the Same Agreement. The Agreement may be executed in any 


number of counterparts, with the same effect as if the Parties had signed the 
same document, each of which will be deemed an original, but all of which 
together will constitute one and the same instrument.  


4.0    AMENDING THE AGREEMENT 
 
4.1 Amending the Agreement. The Agreement may only be amended by a written 


agreement duly executed by the Parties. 


5.0   ACKNOWLEDGEMENT 
 
5.1 Acknowledgement. The Recipient acknowledges that:  
 


(a) by receiving Funds it may become subject to legislation applicable to 
organizations that receive funding from the Government of Ontario, 
including the Broader Public Sector Accountability Act, 2010 (Ontario), 







   
 


   
 


the Public Sector Salary Disclosure Act, 1996 (Ontario), and the Auditor 
General Act (Ontario);  


 
(b) His Majesty the King in right of Ontario has issued expenses, 


perquisites, and procurement directives and guidelines pursuant to the 
Broader Public Sector Accountability Act, 2010 (Ontario); 
 


(c) the Funds are: 
 


(i) to assist the Recipient to carry out the Project and not to provide 
goods or services to the Province; 


 
(ii) funding for the purposes of the Public Sector Salary Disclosure 


Act, 1996 (Ontario);  
 


(d) the Province is not responsible for carrying out the Project;  
 


(e) the Province is bound by the Freedom of Information and Protection of 
Privacy Act (Ontario) and that any information provided to the Province 
in connection with the Project or otherwise in connection with the 
Agreement may be subject to disclosure in accordance with that Act; and 
 


(f) the Province is bound by the Financial Administration Act (Ontario) 
(“FAA”) and, pursuant to subsection 11.3(2) of the FAA, payment by the 
Province of Funds under the Agreement will be subject to: 
 
(i) an appropriation, as that term is defined in subsection 1(1) of the 


FAA, to which that payment can be charged being available in the 
Funding Year in which the payment becomes due; or 
 


(ii)  the payment having been charged to an appropriation for a 
previous fiscal year.  


 
 


- SIGNATURE PAGE FOLLOWS - 
 
 
 
 
 
 
 
 


  







   
 


   
 


IN WITNESS WHEREOF the Parties have executed the Agreement on the dates set out 
below.  
 


 
HIS MAJESTY THE KING IN RIGHT OF ONTARIO 
as represented by the Minister of Transportation  


 


Date Name: Prabmeet Sarkaria 


Title:  Minister 
 
The Corporation of the Township of 


Nipigon


Date  Name: Timothy Cobban 


Title: CAO 


I have authority to bind the Recipient 


Date Name:  


Title:  


I have authority to bind the Recipient 
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SCHEDULE “A” 
GENERAL TERMS AND CONDITIONS 


 
A1.0 INTERPRETATION AND DEFINITIONS  
 
A1.1 Interpretation.  For the purposes of interpretation: 
 


(a) words in the singular include the plural and vice-versa; 
 
(b) words in one gender include all genders; 
 
(c) the headings do not form part of the Agreement; they are for reference 


only and will not affect the interpretation of the Agreement; 
 
(d) any reference to dollars or currency will be in Canadian dollars and 


currency; and 
 
(e) “include”, “includes” and “including” denote that the subsequent list is not 


exhaustive. 


(f) all accounting terms not otherwise defined in the Agreement have their 
ordinary meanings. 


 
A1.2 Definitions.  In the Agreement, the following terms will have the following 


meanings: 
 


“Additional Provisions” means the terms and conditions set out in Schedule 
“B”. 


 
“Agreement” means this agreement entered into between the Province and 
the Recipient, all of the schedules listed in section 1.1, and any amending 
agreement entered into pursuant to section 4.1. 
 
“Business Day” means any working day, Monday to Friday inclusive, 
excluding statutory and other holidays, namely: New Year’s Day; Family Day; 
Good Friday; Easter Monday; Victoria Day; Canada Day; Civic Holiday; Labour 
Day; Thanksgiving Day; Remembrance Day; Christmas Day; Boxing Day and 
any other day on which the Province has elected to be closed for business. 


 
“Effective Date” means the date set out at the top of the Agreement. 
 
“Eligible Expenditures” means the costs of the Project that are eligible for 
funding by the Province under the Agreement and that are further described in 
Scheduled D. 
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“Event of Default” has the meaning ascribed to it in section A12.1. 
 
“Expiry Date” means the expiry date set out in Schedule “B”. 
 
“Final Report” means the report described in Schedule “F”. 
 
“Funding Year” means in the case, the period commencing on the Effective 
Date and ending on the following March 31. 
 
“Funds” means the money the Province provides to the Recipient pursuant to 
the Agreement. 
 
“Indemnified Parties” means His Majesty the King in right of Ontario, and 
includes His ministers, agents, appointees, and employees. 
 
“Loss” means any cause of action, liability, loss, cost, damage, or expense 
(including legal, expert and consultant fees) that anyone incurs or sustains as a 
result of or in connection with the Project or any other part of the Agreement.  


 
“Materials” means material, machinery, equipment and fixtures forming part of 
the Project.  
  
“Maximum Funds” means the maximum set out in Schedule “B”. 
 
“Notice” means any communication given or required to be given pursuant to 
the Agreement. 


 
“Notice Period” means the period of time within which the Recipient is 
required to remedy an Event of Default pursuant to section A12.3(b), and 
includes any such period or periods of time by which the Province extends that 
time pursuant to section A12.4. 
 
“Parties” means the Province and the Recipient. 
 
“Party” means either the Province or the Recipient. 
 
“Proceeding” means any action, claim, demand, lawsuit, or other proceeding 
that anyone makes, brings or prosecutes as a result of or in connection with the 
Project or with any other part of the Agreement.  
 
“Project” means the undertaking described in Schedule “C”.  
 
“Records Review” means any assessment the Province conducts pursuant to 
section A7.4.  
 
“Reports” means the reports described in Schedule “F” and Sub-schedule “F1.  
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“Requirements of Law” means all applicable requirements, laws, statutes, 
codes, acts, ordinances, approvals, orders, decrees, injunctions, by laws, rules, 
regulations, official plans, permits, licenses, authorizations, directions and 
agreements with all authorities. 
 
“Substantial Performance” means when the Work or a substantial part 
thereof has passed inspection and testing and is ready for use or is being used 
for intended purposes. 


A1.3 References This Agreement refers to the following standards, specifications or 
publications: 
Ontario Provincial Standard Specifications, Construction 
OPSS PROV 127 
OPSS MUNI 301 
OPSS MUNI 303 
OPSS MUNI 304 
OPSS MUNI 310 
OPSS MUNI 336 
OPSS MUNI 337 
OPSS MUNI 341 
OPSS MUNI 369 


A2.0 REPRESENTATIONS, WARRANTIES, AND COVENANTS 
 
A2.1 General.  The Recipient represents, warrants, and covenants that: 
 


(a) it is, and will continue to be, a validly existing legal entity with full power 
to fulfill its obligations under the Agreement; 


 
(b) it has, and will continue to have, the experience and expertise necessary 


to carry out the Project; 
 


(c) it is in compliance with, and will continue to comply with, all federal and 
provincial laws and regulations, all municipal by-laws, and any other 
orders, rules, and by-laws related to any aspect of the Project, the 
Funds, or both; and 


 
(d) that, unless otherwise provided for in the Agreement, any information the 


Recipient provided to the Province in support of its request for funds 
(including information relating to any eligibility requirements) was true 
and complete at the time the Recipient provided it and will continue to be 
true and complete. 
 


 
 







   
 


Nipigon and Ontario Transfer Payment Agreement  5 
 


A2.2 Execution of Agreement.  The Recipient represents and warrants that it has: 
 


(a) the full power and capacity to enter into the Agreement; and 
 
(b) taken all necessary actions to authorize the execution of the Agreement. 
 


A2.3 Governance.  The Recipient represents, warrants, and covenants that it has, 
will maintain in writing, and will follow: 


 
(a) a code of conduct and ethical responsibilities for all persons at all levels 


of the Recipient’s organization; 
 
(b) procedures to enable the Recipient’s ongoing effective functioning; 
 
(c) decision-making mechanisms for the Recipient; 
 
(d) procedures to enable the Recipient to manage Funds prudently and 


effectively; 
 
(e) procedures to enable the Recipient to complete the Project successfully; 
(f) procedures to enable the Recipient to identify risks to the completion of 


the Project and strategies to address the identified risks, all in a timely 
manner; 


(g) procedures to enable the preparation and submission of all Reports 
required pursuant to Article A7.0; and 


 
(h) procedures to enable the Recipient to address such other matters as the 


Recipient considers necessary to enable the Recipient to carry out its 
obligations under the Agreement. 
 


A2.4 Supporting Proof.  Upon the request of the Province, the Recipient will 
provide the Province with proof of the matters referred to in Article A2.0. 


 
A3.0 TERM OF THE AGREEMENT 
 
A3.1 Term.  The term of the Agreement will commence on the Effective Date and will 


expire on the Expiry Date unless terminated earlier pursuant to Article A11.0 or 
Article A12.0. 


 
A4.0 FUNDS AND CARRYING OUT THE PROJECT 
 
A4.1 Funds Provided.  The Province will: 
 


(a) provide the Recipient with $38,000 in Funds for the purpose of carrying 
out the Project; 


 
(b) provide the Funds to the Recipient in accordance with the payment plan 
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attached to the Agreement as Schedule “E” ; and  
 
(c) deposit the Funds into an account the Recipient designates provided 


that the account: 
 


(i) resides at a Canadian financial institution; and 
 
(ii) is in the name of the Recipient. 


 
A4.2 Limitation on Payment of Funds.  Despite section A4.1:  
 


(a) the Province is not obligated to provide any Funds to the Recipient until 
the Recipient provides the certificates of insurance or other proof 
required pursuant to section A10.2 ; 


 


(b) the Province may adjust the amount of Funds it provides to the Recipient 
for any Funding Year based upon the Province’s assessment of the 
information the Recipient provides to the Province pursuant to section 
A7.2. 


 
A4.3 Use of Funds and Carry Out the Project.  The Recipient will do all of the 


following: 
 


(a) carry out the Project in accordance with the Agreement;  
 


(b) use the Funds only for the purpose of carrying out the Project;  
 
(c) spend the Funds only in accordance with the maximum funds set out in 


Schedule B.”;  
 
(d) not use the Funds to cover any cost that has been or will be funded or 


reimbursed by any other funding program or source. . 
 


A4.4 Interest-Bearing Account.  If the Province provides Funds before the 
Recipient’s immediate need for the Funds, the Recipient will place the Funds in 
an interest-bearing account in the name of the Recipient at a Canadian 
financial institution. 


 
A4.5 Interest.  If the Recipient earns any interest on the Funds, the Province may do 


either or both of the following:   
 


(a) deduct an amount equal to the interest from any further instalments of 
Funds;  


 
(b) demand from the Recipient the payment of an amount equal to the 
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interest.   
 
A4.6 Rebates, Credits, and Refunds.  The Province will calculate Funds based on 


the actual costs to the Recipient to carry out the Project, less any costs 
(including taxes) for which the Recipient has received, will receive, or is eligible 
to receive, a rebate, credit, or refund. 


 
A5.0 RECIPIENT’S ACQUISITION OF GOODS OR SERVICES, AND DISPOSAL 


OF ASSETS 
 
A5.1 Acquisition.  If the Recipient acquires goods, services, or both with the Funds, 


it will do so through a process that promotes the best value for money. 
 
A5.2 Disposal.  The Recipient will not, without the Province’s prior consent, sell, 


lease, or otherwise dispose off any asset purchased or created with the Funds 
or for which the Funds were provided. 


 
A6.0 CONFLICT OF INTEREST 
 
A6.1 Conflict of Interest Includes.  For the purposes of Article A6.0, a conflict of 


interest includes any circumstances where: 
 


(a) the Recipient; or 
(b) any person who has the capacity to influence the Recipient’s decisions, 


 
has outside commitments, relationships, or financial interests that could, or 
could be seen by a reasonable person to, interfere with the Recipient’s 
objective, unbiased, and impartial judgment relating to the Project, the use of 
the Funds, or both. 
 


A6.2 No Conflict of Interest.  The Recipient will carry out the Project and use the 
Funds without an actual, potential, or perceived conflict of interest unless: 


 
(a) the Recipient: 


 
(i) provides Notice to the Province disclosing the details of the 


actual, potential, or perceived conflict of interest; and 
 
(ii) requests the consent of the Province to carry out the Project with 


an actual, potential, or perceived conflict of interest;  
  
(b) the Province provides its consent to the Recipient carrying out the 


Project with an actual, potential, or perceived conflict of interest; and 
 


(c) the Recipient complies with any terms and conditions the Province may 
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prescribe in its consent. 
 


A7.0 REPORTS, ACCOUNTING, AND REVIEW 
  
A7.1   Province Includes. For the purposes of sections A7.4, A7.5 and A7.6, 


“Province” includes any auditor or representative the Province may identify.    
 
A7.2 Preparation and Submission. The Recipient will: 
 


(a) submit to the Province at the address set out in Schedule “B”: 
 
(i)   all Reports in accordance with the timelines and content 


requirements set out in Schedule “F”; 
 


(ii)  any other reports in accordance with any timelines and content 
requirements the Province may specify from time to time;  


(b) ensure that all Reports and other reports are:  
 
(i)  completed to the satisfaction of the Province; and  


(i) signed by an authorized signing officer of the Recipient. 
 


A7.3 Record Maintenance.  The Recipient will keep and maintain for a period of 
seven years from their creation: 


 
(a) all financial records (including invoices and evidence of payment) 


relating to the Funds or otherwise to the Project in a manner consistent 
with either international financial reporting standards or generally 
accepted accounting principles or any comparable accounting standards 
that apply to the Recipient; and 


 
(b) all non-financial records and documents relating to the Funds or 


otherwise to the Project. 
 
A7.4  Records Review.  The Province may, at its own expense, upon twenty-four 


hours’ Notice to the Recipient and during normal business hours enter upon the 
Recipient’s premises to conduct an audit or investigation of the Recipient 
regarding the Recipient’s compliance with the Agreement, including assessing 
any of the following: 


 
(a) the truth of any of the Recipient’s representations and warranties;  


(b) the progress of the Project;  
 
(c) the Recipient’s allocation and expenditure of the Funds. 
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A7.5 Inspection and Removal. For the purposes of any Records Review, the 


Province may take one or both of the following actions: 
 


(a) inspect and copy any records and documents referred to in section A7.3;  
 
(b) remove any copies the Province makes pursuant to section A7.5(a).  


 
A7.6 Cooperation. To assist the Province in respect of its rights provided for in 


section A7.5, the Recipient will cooperate with the Province by:  
 


(a) ensuring that the Province has access to the records and documents 
wherever they are located;  


 
(b) assisting the Province to copy records and documents;  
 
(c) providing to the Province, in the form the Province specifies, any 


information the Province identifies; and 
 
(d) carrying out any other activities the Province requests. 


 
A7.7 No Control of Records.  No provision of the Agreement will be construed to 


give the Province any control whatsoever over any of the Recipient’s records. 
 
A7.8 Auditor General.  The Province’s rights under Article A7.0 are in addition to 


any rights provided to the Auditor General pursuant to section 9.1 of the Auditor 
General Act (Ontario). 


 
A8.0 COMMUNICATIONS REQUIREMENTS 
 
A8.1 Acknowledge Support.  Unless the Province directs the Recipient to do 


otherwise, the Recipient will in each of its Project-related publications, whether 
written, oral, or visual: 


 
(a) acknowledge the support of the Province for the Project;  
 
(b) ensure that any acknowledgement is in a form and manner as the 


Province directs; and 
  


(c) indicate that the views expressed in the publication are the views of the 
Recipient and do not necessarily reflect those of the Province. 


 
A9.0 INDEMNITY 
 
A9.1 Indemnify.  The Recipient will indemnify and hold harmless the Indemnified 


Parties from and against any Loss and any Proceeding, unless solely caused 
by the gross negligence or wilful misconduct of the Indemnified Parties. 
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A10.0 INSURANCE 
 
A10.1 Insurance.  The Recipient represents, warrants, and covenants that it has, and 


will maintain, at its own cost and expense, with insurers having a secure A.M. 
Best rating of B+ or greater, or the equivalent, all the necessary and 
appropriate insurance that a prudent person carrying out a project similar to the 
Project would maintain, including commercial general liability insurance on an 
occurrence basis for third party bodily injury, personal injury, and property 
damage, to an inclusive limit of not less than the amount set out in Schedule 
“B” per occurrence, which commercial general liability insurance policy will 
include the following: 


 
(a) the Indemnified Parties as additional insureds with respect to liability 


arising in the course of performance of the Recipient’s obligations under, 
or otherwise in connection with, the Agreement; 


 
(b) a cross-liability clause; 
 
(c) contractual liability coverage; and 
 
(d) at least 30 days’ written notice of cancellation. 


 
A10.2 Proof of Insurance.  The Recipient will:  
 


(a) provide to the Province, either: 
 


(i) certificates of insurance that confirm the insurance coverage 
required by section A10.1; or 


 
(ii) other proof that confirms the insurance coverage required by 


section A10.1; and 
 


(b) in the event of a Proceeding, and upon the Province’s request, the 
Recipient will provide to the Province a copy of any of the Recipient’s 
insurance policies that relate to the Project or otherwise to the 
Agreement, or both.  
 


A10.3  Subcontractor insurance. The Recipient will ensure that any subcontractors 
retained to perform any part or parts of the Project will obtain and maintain all 
the necessary and appropriate insurance that a prudent person in the business 
of the subcontractor would obtain and maintain. 


 
A11.0 TERMINATION ON NOTICE 
 
A11.1 Termination on Notice.  The Province may terminate the Agreement at any 
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time without liability, penalty, or costs upon giving 30 days’ Notice to the 
Recipient. 


 
A11.2 Consequences of Termination on Notice by the Province.  If the Province 


terminates the Agreement pursuant to section A11.1, the Province may take 
one or more of the following actions: 


 
(a) cancel further instalments of Funds; 
 
(b) demand from the Recipient the payment of any Funds remaining in the 


possession or under the control of the Recipient; and 
 
(c) determine the reasonable costs for the Recipient to wind down the 


Project, and do either or both of the following: 
 


(i) permit the Recipient to offset such costs against the amount the 
Recipient owes pursuant to section A11.2(b); and 


(ii) subject to section A4.1(a), provide Funds to the Recipient to cover 
such costs. 


A12.0 EVENT OF DEFAULT, CORRECTIVE ACTION, AND TERMINATION FOR 
DEFAULT 


 
A12.1 Events of Default.  Each of the following events will constitute an Event of 


Default: 
 


(a) in the opinion of the Province, the Recipient breaches any 
representation, warranty, covenant, or other term of the Agreement, 
including failing to do any of the following in accordance with the terms 
and conditions of the Agreement:  


 
(i) carry out the Project; 


 
(ii) use or spend Funds; or 
 
(iii) provide, in accordance with section A7.2, Reports or such other 


reports as the Province may have requested pursuant to section 
A7.2(a)(ii); 


 
(b) the Recipient’s operations, its financial condition, its organizational 


structure or its control changes such that it no longer meets one or 
more of the eligibility requirements of the program under which the 
Province provides the Funds; 


 
(c) the Recipient makes an assignment, proposal, compromise, or 


arrangement for the benefit of creditors, or a creditor makes an 
application for an order adjudging the Recipient bankrupt, or applies for 
the appointment of a receiver;  
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(d) the Recipient ceases to operate. 


 
A12.2 Consequences of Events of Default and Corrective Action.  If an Event of 


Default occurs, the Province may, at any time, take one or more of the following 
actions: 


 
(a) initiate any action the Province considers necessary in order to facilitate 


the successful continuation or completion of the Project; 
 
(b) provide the Recipient with an opportunity to remedy the Event of Default; 


 
(c) suspend the payment of Funds for such period as the Province 


determines appropriate; 
 
(d) reduce the amount of the Funds; 
 
(e) cancel further instalments of Funds;  
 
(f) demand from the Recipient the payment of any Funds remaining in the 


possession or under the control of the Recipient;  
 
(g) demand from the Recipient the payment of an amount equal to any 


Funds the Recipient used, but did not use in accordance with the 
Agreement; 
 


(h) demand from the Recipient the payment of an amount equal to any 
Funds the Province provided to the Recipient;  


 
(i) demand from the Recipient the payment of an amount equal to the costs 


the Province incurred or incurs to enforce its rights under the Agreement, 
including the costs of any Records Review and the costs it incurs to 
collect any amounts the Recipient owes to the Province; and 


 
(j) upon giving Notice to the Recipient, terminate the Agreement at any 


time, including immediately, without liability, penalty or costs to the 
Province. 


 
A12.3 Opportunity to Remedy.  If, pursuant to section A12.2(b), the Province 


provides the Recipient with an opportunity to remedy the Event of Default, the 
Province will give Notice to the Recipient of: 


 
(a) the particulars of the Event of Default; and 
 
(b) the Notice Period.  
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A12.4 Recipient not Remedying.  If the Province provides the Recipient with an 
opportunity to remedy the Event of Default pursuant to section A12.2(b), and: 


 
(a) the Recipient does not remedy the Event of Default within the Notice 


Period; 
 
(b) it becomes apparent to the Province that the Recipient cannot 


completely remedy the Event of Default within the Notice Period; or 
 
(c) the Recipient is not proceeding to remedy the Event of Default in a way 


that is satisfactory to the Province, 
 


the Province may extend the Notice Period or initiate any one or more of the 
actions provided for in sections A12.2(a), (c), (d), (e), (f), (g), (h), (i) and (j). 
 


A12.5 When Termination Effective.  Termination under Article A12.0 will take effect 
as provided for in the Notice. 


 
A13.0 FUNDS AT THE END OF A FUNDING YEAR 
 
A13.1 Funds at the End of a Funding Year.  Without limiting any rights of the 


Province under Article A12.0, if, by the end of a Funding Year, the Recipient 
has not spent all of the Funds allocated for that Funding Year as provided for in 
the maximum funds set out in Schedule B.” , the Province may take one or both 
of the following actions:  


 
(a) demand from the Recipient payment of the unspent Funds;  


 
(b) adjust the amount of any further instalments of Funds accordingly. 
 


A14.0 FUNDS UPON EXPIRY 
 
A14.1 Funds Upon Expiry.  Upon expiry of the Agreement, the Recipient will pay to 


the Province any Funds remaining in its possession, under its control, or both. 
 
A15.0 DEBT DUE AND PAYMENT 
 
A15.1 Payment of Overpayment.  If at any time the Province provides Funds in 


excess of the amount to which the Recipient is entitled under the Agreement, 
the Province may: 


 
(a) deduct an amount equal to the excess Funds from any further instalments 


of Funds; or  
 
(b) demand that the Recipient pay to the Province an amount equal to the 


excess Funds.  
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A15.2 Debt Due.  If, pursuant to the Agreement: 
 


(a) the Province demands from the Recipient the payment of any Funds, an 
amount equal to any Funds or any other amounts owing under the 
Agreement; or 


 
(b) the Recipient owes to the Province any Funds, an amount equal to any 


Funds or any other amounts owing under the Agreement, whether or not 
the Province has demanded their payment,  


 
such amounts will be deemed to be debts due and owing to the Province by the 
Recipient, and the Recipient will pay the amounts to the Province immediately, 
unless the Province directs otherwise. 


 
A15.3 Interest Rate.  The Province may charge the Recipient interest on any money 


owing to the Province by the Recipient under the Agreement at the then current 
interest rate charged by the Province of Ontario on accounts receivable. 


 
A15.4 Payment of Money to Province.  The Recipient will pay any money owing to 


the Province by cheque payable to the “Ontario Minister of Finance” and 
delivered to the Province at the address set out in Schedule “B". 


 
A15.5 Fails to Pay.  Without limiting the application of section 43 of the Financial 


Administration Act (Ontario), if the Recipient fails to pay any amount owing 
under the Agreement, His Majesty the King in right of Ontario may deduct any 
unpaid amount from any money payable to the Recipient by His Majesty the 
King in right of Ontario.  


 
A16.0 NOTICE 
 
A16.1 Notice in Writing and Addressed.  Notice will be: 
 


(a)    in writing; 
  
(b) delivered by email, postage-prepaid mail, personal delivery, or courier; 


and  
 


(c) addressed to the Province or the Recipient as set out in Schedule “B”, or 
as either Party later designates to the other by Notice. 


 
A16.2 Notice Given.  Notice will be deemed to have been given:  


 
(a) in the case of postage-prepaid mail, five Business Days after the Notice 


is mailed; or  
 


(b) in the case of email, personal delivery or courier on the date on which 
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the Notice is delivered. 
 


A16.3 Postal Disruption.  Despite section A16.2(a), in the event of a postal 
disruption: 


 
(a) Notice by postage-prepaid mail will not be deemed to be given; and 
 
(b) the Party giving Notice will give Notice by email, personal delivery, or 


courier.   
 
A17.0 CONSENT BY PROVINCE AND COMPLIANCE BY RECIPIENT 
 
A17.1     Consent.  When the Province provides its consent pursuant to the Agreement: 
 


(a)  it will do so by Notice;  
 
(b)  it may attach any terms and conditions to the consent; and 
 
(c) the Recipient may rely on the consent only if the Recipient complies with 


any terms and conditions the Province may have attached to the 
consent. 


 
A18.0 SEVERABILITY OF PROVISIONS 
 
A18.1 Invalidity or Unenforceability of Any Provision.  The invalidity or 


unenforceability of any provision of the Agreement will not affect the validity or 
enforceability of any other provision of the Agreement.  


 


A19.0    WAIVER 
 
A19.1     Condonation not a waiver.  Failure or delay by the either Party to exercise any 


of its rights, powers or remedies under the Agreement will not constitute a waiver 
of those rights, powers or remedies and the obligations of the Parties with 
respect to such rights, powers or remedies will continue in full force and effect. 


 
A19.2    Waiver. Either Party may waive any of its rights, powers or remedies under the 


Agreement by providing Notice to the other Party. A waiver will apply only to the 
specific rights, powers or remedies identified in the Notice and the Party 
providing the waiver may attach terms and conditions to the waiver. 


A20.0 INDEPENDENT PARTIES 
 
A20.1 Parties Independent.  The Recipient is not an agent, joint venturer, partner, or 


employee of the Province, and the Recipient will not represent itself in any way 
that might be taken by a reasonable person to suggest that it is or take any 
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actions that could establish or imply such a relationship. 
 
 
A21.0 ASSIGNMENT OF AGREEMENT OR FUNDS 
 
A21.1 No Assignment.  The Recipient will not, without the prior written consent of the 


Province, assign any of its rights or obligations under the Agreement. 
 
A21.2 Agreement Binding.  All rights and obligations contained in the Agreement will 


extend to and be binding on: 
 


(a) the Recipient’s heirs, executors, administrators, successors, and 
permitted assigns; and 


 
(b) the successors to His Majesty the King in right of Ontario.  
 


A22.0 GOVERNING LAW 
 
A22.1 Governing Law.  The Agreement and the rights, obligations, and relations of 


the Parties will be governed by and construed in accordance with the laws of 
the Province of Ontario and the applicable federal laws of Canada. Any actions 
or proceedings arising in connection with the Agreement will be conducted in 
the courts of Ontario, which will have exclusive jurisdiction over such 
proceedings.  


 
A23.0 FURTHER ASSURANCES 
 
A23.1  Agreement into Effect.  The Recipient will: 
 


(a) provide such further assurances as the Province may request from time 
to time with respect to any matter to which the Agreement pertains; and  


 
(b) do or cause to be done all acts or things necessary to implement and 


carry into effect the terms and conditions of the Agreement to their full 
extent. 


 
A24.0 JOINT AND SEVERAL LIABILITY 
 
A24.1 Joint and Several Liability.  Where the Recipient comprises more than one 


entity, each entity will be jointly and severally liable to the Province for the 
fulfillment of the obligations of the Recipient under the Agreement. 


 
A25.0 RIGHTS AND REMEDIES CUMULATIVE 
 
A25.1 Rights and Remedies Cumulative.  The rights and remedies of the Province 


under the Agreement are cumulative and are in addition to, and not in 
substitution for, any of its rights and remedies provided by law or in equity. 
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A26.0 FAILURE TO COMPLY WITH OTHER AGREEMENTS 
 
A26.1 Other Agreements.  If the Recipient: 


 
(a) has failed to comply with any term, condition, or obligation under any 


other agreement with His Majesty the King in right of Ontario or one of 
His agencies (a “Failure”);  


 
(b) has been provided with notice of such Failure in accordance with the 


requirements of such other agreement;  
 
(c) has, if applicable, failed to rectify such Failure in accordance with the 


requirements of such other agreement; and  
(d) such Failure is continuing, 
 
the Province may suspend the payment of Funds for such period as the 
Province determines appropriate. 


 
A27.0 SURVIVAL 
 
A27.1  Survival. The following Articles and sections, and all applicable cross-


referenced Articles, sections and schedules, will continue in full force and effect 
for a period of seven years from the date of expiry or termination of the 
Agreement: Article 1.0, Article 2.0, Article A1.0 and any other applicable 
definitions, section A2.1(a), sections A4.4, A4.5, A4.6, section A5.2, section 
A7.1, section A7.2 (to the extent that the Recipient has not provided the 
Reports or other reports as the Province may have requested and to the 
satisfaction of the Province), sections A7.3, A7.4, A7.5, A7.6, A7.7, A7.8, Article 
A8.0, Article A9.0, section A11.2, section A12.1, sections A12.2(d), (e), (f), (g), 
(h), (i) and (j), Article A13.0, Article A14.0, Article A15.0, Article A16.0, Article 
A18.0, section A21.2, Article A22.0, Article A24.0, Article A25.0 and Article 
A27.0. 


 
A28.0 ELECTRONIC SIGNATURE  
 
A28.1 Electronic Signature. The Province and the Recipient agree that the Agreement 


may be validly executed electronically, and that their respective electronic 
signature is the legal equivalent of a manual signature. An electronic signature of 
an authorized signing representative may be evidenced by (i) a manual signature, 
(ii) a digital signature including the name of the authorized signing representative 
in the respective signature line of the Agreement, (iii) an image of a manual 
signature, (iv) an Adobe signature, or (v) any other digital signature with the prior 
written consent of both Parties, placed in the respective signature line of the 
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Agreement and the Agreement delivered by electronic means to the other Party, 
including by email. 


 
 
 


END OF GENERAL TERMS AND CONDITIONS  
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SCHEDULE “B” 
PROJECT SPECIFIC INFORMATION  


 
 


Maximum Funds $38,000 
Program Title Pothole Prevention and Repair Program 
Expiry Date June 30, 2026 
Insurance  $ 5,000,000 
Contact information for the 
purposes of Notice to the 
Province 


Position: 
James Flanders,  
Team Lead, Special Highway Operations Initiatives 
Highway Operations Management Branch,  
Operations Division 
Address: 
2nd Floor 
301 St. Paul Street 
St. Catharines, Ontario 
L2R 7R4 
 
 
Email: PPRP@ontario.ca 


Contact information for the 
purposes of Notice to the 
Recipient 


Position: 
 
Address: 
 
 
Fax: 
 
Email: 


Contact information for the 
senior financial person in 
the Recipient organization  
(e.g., CFO, CAO) – to 
respond as required to 
requests from the Province 
related to the Agreement 


Position: 
 
Address: 
 
Fax: 
 
Email: 


 
Additional Provisions: 
 
None 
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SCHEDULE “C” 
PROJECT DESCRIPTION AND TIMELINES  


 
 
C1.0  PROJECT DESCRIPTION  
 
C1.1    Project Details. The Project will use the pothole prevention and repair 


measures set out in section C1.2, C1.3 and C1.4 on road(s) under the 
jurisdiction of the Recipient. The Project will deploy one or a combination of the 
methods set out in this Schedule “C”.  


C1.2   Pothole Prevention Strategies 


(a) Rout and Seal, means routing, cleaning and sealing cracks using hot poured 
rubberized asphalt sealant compound as per OPSS MUNI 341. 


(b) Microsurfacing means applying a thin lift of polymer modified asphalt 
emulsion mix to distressed pavement.as per OPSS MUNI 336. 


(c) Slurry Seal means applying a homogeneous mixture of emulsified asphalt, 
fine aggregates, water, mineral filler, and, if required, additive in a cold fluid 
state on a prepared bituminous surface as per OPSS.MUNI 337.  


(d) Single Surface Treatment means a single application of bituminous binder 
followed by a single application of Class 1, Class 2, Class 3, Class 4, Class 5, 
or Class 6 aggregate as per OPSS.MUNI 304  


(e) Double Chip Seal means two successive single chip seals with different 
aggregate gradations as per OPSS.MUNI 303.and 


(f) Granular In-Fill and Grading, Drainage and Stabilization of Unpaved 
Roadways means surfaces that are typically existing granular but may include 
sub grade soil surfaces as per OPSS.MUNI 301. 


C1.3    Pothole Repair Strategies 


(a) Hot Mix Asphalt (HMA) Patching of Flexible Pavement means resurfacing 
localized areas of distressed pavement using Hot Mix Asphalt as per OPSS 
MUNI 310. 


(b) Scarification and Grading of Unpaved Roadways means uniform loosening of 
the roadway surface to remove damaged areas such as raveling and 
potholes as per OPSS.MUNI 301. 


(c) Concrete – Pavement and Joint Seal Repairs means sawcutting, cleaning 
and sealing or resealing cracks in concrete pavement and concrete base as 
per OPSS MUNI 369. 


C1.4    Other 
(a) Project design works related to pothole preservation and repair works that 


will be completed between April 1, 2025 and March 31, 2026.  
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C2.0  PROJECT TIMELINES 
 
C2.1    Project Timelines. The Recipient will begin the Project by April 1, 2025, and 


will achieve Substantial Performance of the Project by March 31, 2026.  
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SCHEDULE “D” 
 


ELIGIBLE AND INELIGIBLE EXPENDITURES 
 


D1.0    ELIGIBLE EXPENDITURES 
   


D1.1    Eligible Expenditures. Subject to Article D2.0, Eligible Expenditures include  
the direct costs incurred and paid by the Recipient between April 1, 2025, and 
March 31, 2026 and that, in the opinion and at the sole discretion of the Province, 
are considered to have been properly and reasonably incurred and are necessary 
for the successful implementation of the Project, and include: 


(a) Purchase and delivery of materials required for the Project; 
(b) Project design related to preservation and repair works that will be completed 


between the period of April 1, 2025, and March 31, 2026; 
(c) Labour for contracted construction and repairs if used for Eligible 


Expenditures; 
(d) Recipient-owned equipment to be reimbursed at OPSS 127 Rates if used for 


Eligible Expenditures; 
(e) Updating Road Condition Reports if prepared by an external consultant; 
(f) Any other costs, as determined by the Province from time to time 


and at its sole discretion.  


D1.2 Required Documentation. Eligible Expenditures must be documented through paid 
invoices or original receipts, or both, satisfactory to the Province. 


 
D2.0  INELIGIBLE EXPENDITURES 


 
D2.1  Ineligible Expenditures. Without limitation, the following costs, unless they have 


received the prior written approval of the Province, will be considered Ineligible 
Expenditures: 


(a) Costs not associated with the Project;  
(b) Costs incurred before April 1, 2025, or after March 31, 2026; 
(c) Costs associated with feasibility studies and design work that will not be 


completed between April 1, 2025 and March 31, 2026;  
(d) Any costs related to a project that has already received funding for eligible 


expenses from another funding source; 
(e) Administrative costs; 
(f) Audit and financial reporting costs; 
(g) Any other costs, as determined by the Province from time to time 


and at its sole discretion.  







   
 


Nipigon and Ontario Transfer Payment Agreement  23 
 


 
SCHEDULE “E” 
PAYMENT PLAN 


 


Project 
Milestones 


Required 
Reports/ 


Documents 
Date Payment 


# 1 
TPA Dually 
Executed 


 January 30, 2026 to 
February 27, 2026 


100% of 
Maximum Funds 


# 2 
Compliance 
Reporting 


• As per F1.1 January 30, 2026  


# 3 
Final Reporting • As per F2.1 April 17, 2026  
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SCHEDULE “F” 
REPORTING AND COMPLIANCE AUDIT 


 
 
F1.0 DEFINITION 
 
F1.1 Definition. In this Schedule “F”: 
 
“Generally Accepted Auditing Standards” means Canadian Generally Accepted 
Auditing Standards as adopted by the Chartered Professional Accountants of Canada 
or the Public Sector Accounting Board applicable as of the date on which such a record 
is kept or required to be kept in accordance with such standards. 
 
F2.0 REPORTS, DOCUMENTS AND SUBMISSION DATES 
 
F2.1 Description and Submission Dates The Recipient will submit to the Province, at 
the email address pprp@ontario.ca, the Reports and other documents described as 
requested that are further described in Sub-schedule “F1” and section A.10.2 by their 
respective submission dates. 
 
F3.0 COMPLIANCE AUDIT  
 
F3.1 Compliance Audit.  The Province may, at its sole discretion and within timelines 
set out by the Province, request that the Recipient carry out a Project compliance audit 
in accordance with Generally Accepted Auditing Standards and delivers the 
corresponding compliance audit report(s) within the timelines set out by the Province.  
 
F3.2 Compliance Audit Requirements. If the Province requests a Project compliance 
audit pursuant to section F3.1, the Recipient will retain at the Recipient’s expense and 
within the timelines set out by the Province, an accredited external independent 
auditor(s) to carry out the audit and will deliver any compliance audit reports(s) from 
such audit to the province within seven Business Days of the Recipient’s receipt of the 
report.  
 
F3.3 Compliance Audit Objectives. The key objectives of the compliance audit(s) are 
to: 
(a) determine whether Funds were expended for the purposes intended and with due 


regard to the economy, efficiency and effectiveness; 
(b) determine compliance with the Agreement; 



mailto:pprp@ontario.ca
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(c) ensure that the Project, Reports and other reports, and financial information are 
complete, timely, accurate, in accordance with the terms and conditions of the 
Agreement; 


(d) ensure that information and monitoring processes and systems are sufficient for the 
identification, capture, validation and monitoring of the service performance 
measures; 


(e) assess the overall management and administration of the Project; 
(f) provide recommendations for improvement or redress; and  
(g) ensure that prompt and timely corrective action is taken on audit findings.  
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SUB SCHEDULE “F1” 
PROJECT REPORTS 


 
F1.0. COMPLIANCE REPORT  
 
F1.1. The Recipient shall submit the following to the Province by January 30th, 2026: 
(a) a copy of the Recipient’s 2022 Asset Management Plan or current;  
(b) a copy of the Recipient’s most recent Pavement/Road Condition Reports; 
(c) a confirmation of submission of the Recipient’s 2024 Financial Information Return to 


Ministry of Municipal Affairs and Housing;  
(d) the number of pothole complaints received by the Recipient in the 2024 and 2025 


calendar years, as available; 
(e) additional information requested by the Province.  


 
F1.2.0 FINAL REPORT  
 
F1.2.1 Description and Submission Date. The Recipient shall submit to the Province 
a description of the activities completed and certify the completion of the Project as per 
the Agreement. The reporting period for the Projects and information that pertains to 
them is April 1, 2025 to March 31, 2026. The deadline to submit required reporting is 
April 17, 2026.  


The final report will include the following:  
(a) Quantitative data on road maintenance supported by the Program, that the 


Recipient carried out, including the number of kilometres maintained; 
(b) Project details of activities and/or materials related to the use of the Funds. 


Examples of accepted documentation include: invoices and payment certificates, 
post construction report, purchase and delivery of assets or supplies; 


(c) Other activities that achieved the Project’s objectives. 
 
F1.2.2 Reporting Failure. The Province requires submission of the program reports to 
inform future development of the Program, ensure effective administration and monitor 
performance of the Program. Any failure by the Recipient to provide Reports to the 
Province as set out in this Agreement may result in an Event of Default by the Recipient 
under Section A12.1.
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ANNUAL STATUS REPORT 
 

DATE:   January 01, 2026 
 
FISCAL YEAR: 2025 
 
TO:    The Corporation of the Township of Nipigon 

Attention: CAO 
 

RE:   Agreement between Nipigon and North of Superior Travel Association 
Inc. (the “Recipient”) effective ⚫ (the “Agreement”) 

Except as otherwise defined herein, all capitalized terms shall have the meanings given to them 
in the Agreement. 
 
 
I, Dan Bevilacqua of the Recipient, on behalf of the Recipient, hereby certify without personal 
liability as follows: 
 
1. The Recipient has incurred and paid a total of $8,228.08 in expenditures related to the Funding, 
during the period commencing January 01, 2025, and ending December 31, 2025, details of 
which, including recipients of said expenditures and their purpose are set out below. Such 
expenditures do not include expenditures incurred and paid to Non-Arm’s Length persons. 
 

2025 Nipigon MAT Budget 
Item Dollar Figure % Of Budget 

MAT Collected Previous Year $16,456.16   

MAT Portion to Eligible Tourism Entity $8,228.08   

Carry Over from Previous Year $0.00   

MAT Committee Operating Dollars $8,228.08   

Project Administration for 2025 $3,228.08 39% 

Tourism and Marketing Plan $5,000.00 61% 

Expense 3 $0.00 0% 

Expense 4 $0.00 0% 

Total Expenses $8,228.08 100% 

Remaining Dollars $0.00   

 
During the fiscal Superior Country developed, adopted, and implemented policies and procedures 
for the Nipigon Mat Committee. The committee itself has been developed in accordance with the 
above mentioned. Members have been appointed to the committee and accepted by the Superior 
Country board of directors. To date there are four voting members and two non-voting members 
on the committee. Four openings on the committee remain to be filled (two accommodation 
sector, one culinary sector, and one Sports Sector). Superior Country will work toward filling these 
vacancies in 2026. 
 
At the committee’s first meeting, it was decided that expenditures beyond administration fees 
would be paused until funding and partnerships were secured to support the development of a 



Nipigon Tourism & Marketing Plan. Superior Country subsequently facilitated a partnership 
between the Nipigon MAT Committee and the Township of Nipigon and successfully applied for, 
and was awarded, partnership funding from Destination Northern Ontario to complete the plan. 
 
The organization leveraged $5,000 of MAT Committee operating funds to achieve a total project 
cost of $21,470 ($5,000 MAT funds, $5,000 Nipigon funds, $11,470 DNO funds). Following a 
request for proposal process, the committee, through Superior Country, executed an agreement 
with Generator to develop the Nipigon Tourism Marketing Plan. Work on the plan commenced on 
August 1, 2025, and will be fully completed in January 2026. The plan’s development included 
multiple meetings, community consultations, and engagement activities. The financial breakdown 
for the Nipigon Marketing Plan is provided below. 
 

2025 Nipigon Marketing & Tourism Plan 
Item Dollar Figure 

MAT Committee Dollars $5,000.00 

Township of Nipigon Contribution $5,000.00 

Destination Northern Ontario Contribution $11,470.00 

Dollars for Marketing Plan $21,470.00 

Strategic Plan (Consultant Expense through DNO) $21,470.00 

Total Expenses $21,470.00 

Remaining Dollars $0.00 

 
Discussions with Generator highlighted that the Nipigon Tourism and Marketing Plan’s primary 
recommendation was to develop standalone tourism assets, including a website and social media 
platforms. Accordingly, Superior Country’s MAT Committee issued a request for quote, conducted 
a review, and selected 9dot Digital to develop the website. Work will commence in January 2026 
and be completed by March 31, 2026. While 9dot Digital will handle design and publication, 
Superior Country staff will create all website content. 
 
Administration fees for 2025 totaled $6,000. To avoid impeding progress, Superior Country’s 
Nipigon MAT Committee agreed to issue payment of the outstanding balance of $2,771.92 to 
Superior Country from the 2026 MAT budget. This approach was confirmed as feasible by the 
former Nipigon CAO. 
 
2. Attached hereto is an Annual Certificate, which is true and accurate. 
 
3. On and as of the date hereof, all representations and warranties contained in Article 6 of the 
Agreement are true and correct. 
 
The undersigned has signed this certificate on this 1st day of January 2026. 
 
Per:  
Dan Bevilacqua 
Executive Director 
Ontario’s Superior Country 
1-807-887-3188 
dan@superiorcountry.ca 

mailto:dan@superiorcountry.ca


ANNUAL CERTIFICATE 
 
DATE:   Monday January 01, 2026 
 
FISCAL YEAR: 2025 
 
TO:    The Corporation of the Township of Nipigon 

Attention: CAO 
 

RE:   Agreement between Nipigon and North of Superior Travel Association 
Inc. (the “Recipient”) effective ⚫ (the “Agreement”) 

Except as otherwise defined herein, all capitalized terms shall have the meanings given to them 
in the Agreement. 
 
I, Dan Bevilacqua, of the Recipient, on behalf of the Recipient, hereby certify without personal 
liability as follows: 
 

1. On and as of the date hereof, the Recipient has not used Funding for a purpose other than 
the Eligible Purpose. 

2. On and as of the date hereof, no Event of Default, whether or not Nipigon has been given 
notice thereof, has occurred and is continuing. 

3. I have reviewed the activities of the Recipient with a view of determining whether during 
Fiscal Year 2025 the Recipient has observed each of the covenants and conditions in the 
Agreement. I confirm that to the best of my knowledge and belief the Recipient has 
observed each of the covenants and conditions.  

4. On and as of the date hereof, all representations and warranties contained in Article 6 of 
the Agreement are true and correct. 

The undersigned has signed this certificate on this 1st day of January 2026. 
 
 
Per:  
 

 
 
Dan Bevilacqua 
Executive Director 
Ontario’s Superior Country 
1-807-887-3188 
dan@superiorcountry.ca 
 

mailto:dan@superiorcountry.ca
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1.0 
Executive Summary

The Township of Nipigon, in partnership with Superior Country’s Nipigon 

MAT Committee and Destination Northern Ontario (DNO), is developing 

a comprehensive five-year Tourism Product Development and Marketing 

Plan to guide its newly implemented Municipal Accommodation Tax (MAT) 

program and strengthen Nipigon’s position as a four-season destination.

The five-year plan aims to increase year-round visitation to Nipigon (“heads 

in beds”) by leveraging the Municipal Accommodation Tax (MAT) fund to 

enhance local tourism offerings and marketing.

Tourism is central to Nipigon's economic future. With limited industrial 

sectors, the community increasingly relies on the service economy and 

tourism-related visitation to support local businesses and diversify the tax 

base. Residents overwhelmingly value Nipigon’s natural beauty, its trails, 

river, Marina, and sense of small-town charm but consistently identify 

underinvestment, aging infrastructure, and lack of coordinated tourism 

information as barriers to growth.
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Through community surveys, stakeholder 

interviews, focus groups, and municipal 

leadership discussions, several priorities  

were identified:

Three Foundational Deliverables Identified:

1.	 A dedicated Nipigon tourism website. 

Tourism-focused social media channels led 

by Superior Country.

2.	 Marina Usage and Development Plan.

3.	 A Trails strategy led jointly by Superior 

Country and the Township of Nipigon.

These deliverables will form the backbone of 

Nipigon’s tourism development. The Marina and 

trails are two of Nipigon’s most significant assets, 

yet both require strategic planning, reinvestment, 

and improved connectivity to unlock their full 

potential. Likewise, the absence of a dedicated 

tourism website and social channels limits 

Nipigon’s ability to provide credible visitor 

information, promote experiences, attractions 

and measure digital marketing effectiveness  

and engagement.

Nipigon’s Municipal Accommodation 

Tax (MAT) fund estimated at $75,000 

annually creates an opportunity to invest in 

tourism product development, marketing, 

infrastructure, and year-round events. This 

plan will guide the MAT steering committee 

to develop a MAT Fund framework that 

channels revenue to the highest impact 

tourism outcomes (new product/experience 

development, selective support for events and 

non profits), with a clear process, transparent 

criteria, and strong public communications.

A tactical marketing plan will provide direction 

for short- and medium-term investment in 

marketing of the Township of Nipigon.

The plan will outline the advertising and 

overall marketing approach to promote 

Nipigon, including proposed budget and Key 

Performance Indicators (KPIs).

EXECUTIVE SUMMARY
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The key expected outcomes of the marketing 

plan are to provide a detailed list of tactics that 

can be deployed over a five-year period. These 

tactics will provide a clear and precise direction 

to follow to meet the marketing objectives for 

Tourism in Nipigon. Decision making on which 

tactics to prioritize each year will be made by 

the MAT steering committee based on funds 

and resources available. The plan will remain 

fluid and can be adjusted each year to ensure 

that the priority projects are completed within 

the timeframe and allocated budget.

This Tourism Product Development and 

Marketing Plan includes:

•	 Market research findings.

•	 Product development priorities.

•	 A MAT funding framework and Public 

Relations plan.

•	 A marketing and digital presence strategy.

•	 A five-year tactical implementation plan.
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2.0 Objectives of the  
Marketing Plan

Primary Objective

Increase year-round overnight visitation (“heads in beds”), especially in shoulder and Winter seasons 

(October - May). These months typically yield lower numbers of visitors and present an opportunity to 

increase hotel occupancy.

Secondary Objectives

•	 Convert high highway traffic volumes into stop-and-stay visitation.

•	 Strengthen Nipigon’s digital presence and visitor information ecosystem.

•	 Improve visitor experience and wayfinding.

•	 Support community pride through visible reinvestment in waterfront, trails, and downtown 

environments.

•	 Maintain a MAT funding system that is simple, transparent, and widely supported.

Marketing Objectives

•	 Increase awareness of Nipigon as a Tourism destination with identified target markets.

•	 Leveraging the tourism sector for Nipigon's economic development.

•	 Launch tourism focused promotional initiatives, develop new products, and foster partnerships.

•	 Establish measurable metrics to track progress and evaluate results.

OBJECTIVES OF THE MARKETING PLAN
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2.1	 Product Objectives

The main objective is to focus on best bet 

products and experiences. Invest in products 

and experiences that align with the provincial 

recommendations and market research. 

This plan will strategically define new tourism 

products for Nipigon. The focus will be on 

developing or enhancing existing products, 

ensuring alignment with broader regional 

development strategies.

A review of the key existing Tourism products will 

provide recommendations for future investment 

and focus on their core products.

2.2	 Marketing Communication 
Objectives

The key objectives will be to improve the 

brand awareness of Nipigon as a destination 

to the identified target audiences. The key 

tourism products will be promoted through the 

marketing channels both existing and new. 

The key message will be developed as part of 

the creative strategy to achieve the marketing 

communication objectives.

2.3	 Key Success Metrics

•	 Annual growth in overnight stays during 

shoulder and Winter season (October - May) 

from tourists and nearby communities.

•	 Increase in Summer visitation (June – 

September) from tourists identified in the key 

geographic markets (section 5.1).

•	 Support both new and existing events, 

product development, and selective non-

profit tourism initiatives.

•	 Increase in hiking/walking trail, Marina, and 

tourist information kiosk usage.

•	 Website traffic and digital engagement.

•	 Increased engagement from existing  

and new visitors.

•	 MAT applications received and completed 

successful projects with positive PR  

stories shared.

•	 Improved resident attitudes toward  

tourism investments.
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SITUATIONAL ANALYSIS

3.0 Situational Analysis

A situational analysis was conducted as the first phase of the project. This provided insight and 

research into the current situation, existing plans, strategies and marketing that has been completed 

over the past few years.

The following market research was conducted:

Community members

•	 Online survey shared to residents of Nipigon.

Business owners, Council members, MAT Committee members, Tourism Partners

•	 Two focus groups were held in Nipigon with a selection of stakeholders.

•	 Online survey sent to all business owners, tourism stakeholders.

•	 Telephone interviews with MAT committee, business owners, Mayor of Nipigon and Superior 

Country Executive Director.

Regional Strategies - Superior Country & Destination Northern Ontario

•	 Call with Superior Country and access to regional data on https://destinationnorthernontario.ca/ 

Township of Nipigon

•	 Review of relevant data, research and marketing activity.
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3.1	 Marketing Activity

The Township of Nipigon focuses primarily on 

organic digital media (unpaid) for its marketing 

and advertising with minimal print advertising. 

With a limited marketing budget, the activity 

focuses on key media opportunities. The most 

effective advertising is with Superior Country with 

print ads in their annual publications and digital 

advertising on paid social channels. 

This is a list of all Tourism advertising and 

marketing for Nipigon:

•	 Print advertising in Superior Country annual 

publication (full page ad) next to membership 

map (Fishing).

•	 Digital listing with Superior Country - (Organic 

content on Facebook and Instagram).

•	 Print advertising in the Lake Superior Circle 

Tour Adventure Guide (full page ad).

•	 Highway billboards.

•	 Destination Nipigon Video (YouTube) and 

Nipigon website.

•	 Monthly print ads in The Walleye magazine 

were recently discontinued due to an 

insufficient return on investment.

•	 Radio ads for special events have been 

run on CFNO. The most recent being the 

Blueberry Blast event.

•	 Print ads in local paper, Nipigon Red Rock Gazette.

3.2	 Digital Marketing Audit  
(Social media and Website)

The Township of Nipigon uses Facebook as the 

primary social media channel for all Tourism 

related messaging. This platform functions 

primarily as a municipal communication tool, 

not a tourism or visitor-facing channel. Tourism 

posts are limited and the audience is not 

primarily visitors. It is recommended to create 

new channels on Facebook and Instagram that 

are for visitors and only feature tourism content. 

Cross-posting on the existing Township Facebook 

channel can be done to inform residents of 

events and other activities. 

CURRENT SOCIAL MEDIA PAGES 
(FACEBOOK)

Strengths

•	 High trust as official municipal sources.

•	 Strong followership relative to community size.

•	 Community-focused updates maintain 

relevance among residents.

•	 Regular posting (good consistency).

•	 Emergency and infrastructure updates help 

.drive engagement among locals.

•	 Good mix of photos, graphics, and 

announcements.
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Conclusion

The existing Facebook channel should remain 

a municipal channel, and new tourism-specific 

channels must be created.

FACEBOOK PAGE 

What could be improved (Tourism Perspective)

•	 Page is not set up for tourism discovery

•	 There is no:

	◦ Tourism brand identity

	◦ Featured attractions

	◦ “Why visit Nipigon” narrative

	◦ Tourism-specific content categories

•	 Resident-focused content drowns out visitor 

opportunities

	◦ Examples include:

	◦ Public notices

	◦ Infrastructure disruptions

	◦ Council meetings

	◦ Safety advisories

	◦ Garbage collection

	◦ Facility closures

Weaknesses (Critical from a tourism 

perspective)

•	 Content is not geared toward visitors — too 

much resident/admin content.

•	 Posts frequently include municipal notices 

(water issues, garbage, council, disruptions) 

which suppress algorithm performance for 

tourism-style engagement.

•	 No social media training for current staff, in 

terms of metrics and procedures for postings.

(images with text ratio - images with more 

text are not shown to people).

•	 No clear visitor call-to-actions.

•	 No tourism branding, aesthetic, or 

storytelling.

•	 No seasonal tourism campaigns (Summer, 

Fall colours, Winter, events).

•	 No promotion of Marina, trails, attractions, or 

events from a visitor’s angle.

•	 No consistent visual identity or brand 

cohesion.

•	 No hashtag strategy for tourism 

reach (#LakeSuperior, #ExploreNWO, 

#OntarioTravel, etc.).

•	 Little to no user-generated content  

being reshared.
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•	 No Facebook Events for visitor-facing 

programming

	◦ Creating events such as:

	◦ Farmers’ Market

	◦ Winterfest

	◦ Trails initiatives are essential for tourism 

engagement

•	 Strategic Gap: Residents vs. Visitors

•	 Nipigon’s Facebook channel cannot both: 

serve residents and attract tourists.

•	 The existing account is doing its job serving 

residents well. But is structurally incapable of 

serving the tourism role needed. 

•	 Recommended to create two dedicated 

tourism accounts:

	◦ Facebook: Visit Nipigon

	◦ Instagram: @visitnipigon 

Key Recommendations for Tourism Channels

•	 Launch new tourism Facebook & Instagram 

accounts

	◦ These should:

	◦ Feature visitor-oriented messaging

	◦ Use consistent brand templates

	◦ Include reels, videos, carousels, stories

	◦ Promote events, trails, itineraries

•	 Use the municipal channel to amplify  

(not host) tourism content

	◦ The Township of Nipigon’s official channel 

can:

	◦ Share occasional tourism posts

	◦ Direct traffic to the tourism accounts

	◦ Highlight MAT-funded initiatives

•	 Ensure branding & tone differ from the 

municipal account

	◦ Tourism tone:

	◦ Inspirational

	◦ Photography-forward

	◦ Action-oriented (“Come stay, explore,  

try this…”)
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SITUATIONAL ANALYSIS

WEBSITE AUDIT:  
HTTPS:/ /WWW.NIPIGON.NET/ 

•	 The Nipigon website is a resource for 

residents, businesses and visitors. This is 

common for communities the size of Nipigon 

to house all the content on one website. 

•	 A broad content structure is already in place.

•	 The Nipigon site includes a wide range of 

content categories under main navigation — 

from “Living Here” to “Invest & Grow” to “Play 

& Explore” to “Town Hall.”

•	 This makes the site truly a “municipal + 

community + tourism” site which is similar to 

many small towns in Northern Ontario.

•	 Dedicated Play & Explore / Visitor / Tourist 

sections.

•	 There is already a “Play & Explore” section on 

the site menu that gives Nipigon a foundation 

for a tourism-oriented navigation section, 

rather than a purely residents-oriented 

municipal website.

What could be improved

•	 Lack of a dedicated, visitor-landing page / 

tourism-specific landing page.

•	 While “Play & Explore” exists, there is no 

obvious landing page with a “Why visit Nipigon” 

overview, a strong hero section, imagery, quick 

links to top attractions, suggested itineraries, 

seasonal highlights, etc.

•	 Visitors coming to nipigon.net will land at 

the municipal homepage (with news, “I Want 

To…” menus, contact info) which is heavy on 

resident-serving content, not appealing as a 

tourism-first entrance.

•	 Because the site serves many administrative, 

governance, and resident functions, it blurs 

the experience for potential visitors. This calls 

for a clean separation with a tourism-specific 

standalone website.

•	 Inconsistent “tourist friendly” marketing tone 

/ design; site feels “municipal document” 

rather than “destination brochure”.
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•	 The design and copy are clearly oriented 

toward a municipality serving residents 

(permits, bills, government, resident 

services). The photos and copy under “Play 

& Explore” may be helpful but don’t present 

a cohesive tourism brand identity or visitor-

centric “look and feel.”

•	 Limited visibility for seasonal offers, events, 

visitor-centric promotions.

•	 While there is an “Annual Events” / 

“Community Calendar” section, there’s 

no homepage highlight or “featured visitor 

events / seasons” slider or banner that 

immediately speaks to travellers.

•	 For example — no “Winter Activities,” 

“Fishing Season,” “Fall Colours,” or “Summer 

Marina & Trails” calls to action visible on the 

first page. That hurts conversion from pass-

through highway traffic.

•	 No dedicated blog or story-driven content to 

attract visitors.

•	 There is no easy-to-find blog, feature story, 

event highlights, testimonials, or user-

generated content showing why Nipigon is  

a great destination.

•	 This is a missed opportunity — especially  

for digital marketing, SEO, and sharing on 

social media.

Recommendations for the website

•	 Build a dedicated tourism website to offer 

a welcoming entry for visitors, showcasing 

key attractions, experiences, suggested 

itineraries, events, seasonal promotions, 

and clear calls to action (e.g., Book a Stay, 

Explore More, Attend Events).

•	 Create curated visitor itineraries / packages 

— e.g. “Weekend Marina + Trails + Lookout,” 

“Family Paddle + Splashpad + Museum,” 

“Winterfest + Snowshoe + Culinary,” etc…

•	 Improve event & seasonal promotion using 

homepage banners/sliders or seasonal 

callouts (Fishing season, Fall colours, Winter 

activities) to capture “why now” interest.

•	 Develop a blog/feature content stream 

— highlight stories, seasonal guides, 

user-generated photos, testimonials, local 

business features to enrich content and 

support SEO / social marketing.

•	 Add fast links for Stay / Eat / Do / Explore / 

Map / Contact. Actionable CTAs (call to book, 

view map, get directions) to help visitors 

convert quickly.
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•	 Ensure mobile-friendly design and user 

journey from highway traffic to trip planning. 

Many visitors will arrive via highway; the 

site should give immediate value without 

requiring deep navigation.

•	 Update and expand tourism-relevant imagery 

and branding.

Conclusion

The existing Nipigon website shows many of the 

building blocks for a functional community web 

presence, but when examined through the lens 

of tourism, it falls short of being a visitor-ready 

destination site.

3.3	 Market Research Analysis

Residents describe Nipigon as a peaceful, 

scenic, friendly community with unparalleled 

natural beauty. They take visitors to the 

Bridgeview Lookout Tower, local trails, Marina, 

river, and seasonal events.

However, recurring concerns include:

•	 Lack of restaurants and limited hours

•	 Outdated or confusing signage

•	 Insufficient Marina maintenance and 

amenities

•	 Inconsistent visitor information online

•	 Limited shopping or entertainment options

•	 Community fatigue due to slow-moving 

improvements

Visitors often arrive by chance while traveling 

along the Trans-Canada Highway, but few remain 

longer than a brief stop. Visitors express difficulty 

finding accurate information, opportunities, or 

accommodations.

SITUATIONAL ANALYSIS
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The resident survey provided the following key 

suggestions to improve Tourism:

•	 Better accommodations / camping facilities 

•	 More cultural / music focused events

•	 More Winter activities and events

•	 Restaurants and food options - lack of dining 

variety, limited hours 

•	 More shopping / retail / grocery stores 

•	 Improved visitor information and signage

RESIDENT SURVEY INSIGHTS

Across responses, three overarching findings 

stand out for tourism strategy:

1. Natural Advantage, Underleveraged 

Residents deeply value the outdoors and see 

nature as Nipigon’s greatest draw, but they 

feel assets like the Marina and trails are poorly 

maintained and marketed.

2. Desire for Visible Renewal 

Streetscape improvements, waterfront 

investment, and modern amenities (restaurants, 

lodging, etc.) are viewed as essential to 

attracting visitors and improving pride of place.

3. Community Fatigue with Inaction 

People want momentum; they’re ready for 

leadership that moves beyond “potential” toward 

tangible change.

Outliers collectively reinforce these findings, 

highlighting both the urgency and emotional 

stake residents place in seeing Nipigon live up to 

its promise.
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COMMUNITY EVENTS AND FESTIVALS 

Seen as underdeveloped but with potential to 

attract visitors.

•	 Strong recognition for Fall Fishing Festival 

and Blueberry Blast.

•	 Volunteers are key to the success of all 

events. Heavy reliance on existing volunteer 

groups - need to promote positives of 

volunteering to younger audiences to grow a 

new set of volunteers for the future. 

•	 Interest in diversifying event programming: 

youth, artisan fairs, music festivals, cultural 

and Winter events.

VFR MARKET (VISITING FRIENDS AND 

RELATIVES)

•	 Most people in the focus group will take 

visiting friends and relatives to the main 

tourist attractions when they visit. The 

Bridgeview Lookout Tower and hiking trails 

were the most common options. They are 

also taking part in specific experiences 

such as fishing, water sports (kayak, SUP, 

canoeing, boating), & trail walking. They 

attend local events and festivals and eat out 

at local restaurants.

EXISTING ATTRACTIONS ANALYSIS

Attractions

•	 Bridgeview Lookout Tower

	◦ One of the main attractions especially for 

travellers looking for a quick stop off the 

highway.

	◦ Climb the Nipigon lookout tower for 

great views of Nipigon Bay/Red Rock, the 

Nipigon River, the Bridge and Lake Helen.

•	 Nipigon Marina

	◦ Multiple boat launches, riverside trails 

and walks, picnic tables, camping and 

event space.

	◦ Needs investment to re-vitalize the 

Marina. RV campground, facilities, 

parking.

•	 Paddle to Sea Park and Splash Pad

	◦ Fun attraction for the kids. 

•	 Nipigon Historical Museum

	◦ The Museum holds many artifacts from 

the different stages in Nipigon and the 

area's development.

SITUATIONAL ANALYSIS
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•	 Nipigon Lagoon

	◦ Visitors can easily launch their kayaks, 

canoes, or paddleboards from the 

accessible docking system located at 

the southern end of the Nipigon Marina, 

making the lagoon an ideal spot for 

paddling.

•	 Lake Superior National Marine Conservation 

Area

	◦ Operated by Parks Canada - they have a 

visitor centre in Nipigon which is also a 

Lake Superior Circle Tour Stamp location. 

The centre is open year-round.

•	 Nipigon River Recreational Trail

	◦ Panoramic views of Nipigon River and 

Nipigon Bay from three clifftop lookouts. 

A well-maintained, rugged, wilderness 

recreation trail.

	◦ Trailhead located at the Marina with free 

parking for visitors.

3.4	 Stakeholder Insights

STAKEHOLDERS EMPHASIZED:

Product Before Promotion

Stakeholders consistently want new, bookable 

experiences (guided tours, rentals, Winter and 

cultural programming / experiences) before 

spending more on advertising. Marketing will 

only perform once there’s more for visitors to do.

Build a Coordinated Tourism Network

Operators want a unified brand, shared visitor 

guide, consistent event calendar, and regular 

business roundtables. Collaboration and 

communication are more important than bigger 

ad budgets.

Secure and Direct Funding Toward  

Impact Projects

The clearest need is investment in infrastructure: 

Marina upgrades, trail networks, event spaces, 

and accommodation capacity. Funding should 

favour tangible improvements that extend the 

visitor season.
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Create “The Nipigon Thing”

Stakeholders crave an identifiable local identity; 

a story, symbol, or signature experience that 

businesses and events can build around. This 

can anchor branding, product design, and 

merchandising for the next phase of tourism growth.

3.5 	Combined Insights

Nature is the Core Brand, but it Needs 

Activation

Strategic takeaway: 

Everyone agrees Nipigon’s greatest strength is 

its natural setting. The water, trails, and scenery 

define the community’s appeal.

•	 Residents said: They value living close to 

nature, the peace and beauty of the outdoors, 

and the small-town safety that comes with it.

•	 Stakeholders said: Nipigon’s “world-class 

fishing, hiking, and adventure” set it apart, 

but these assets aren’t packaged into market-

ready experiences.

Implication: 

Nipigon doesn’t need to reinvent its identity; it 

needs to activate it. The next step is building guided, 

rentable, and year-round experiences that turn 

natural assets into sustained economic activity.

Visible Renewal Builds Pride and Momentum

Strategic takeaway: 

Both groups see beautification and physical 

improvement as visible signs of community pride, 

progress, and potential.

•	 Residents said: The town “needs a facelift”. 

Cleaner streets, improved storefronts, and 

especially a revitalized Marina were repeated 

as key priorities. The Marina was described 

as “a gem that needs fixing” and “an 

embarrassment if left as is.”

•	 Stakeholders said: They view the Marina as 

a cornerstone of Nipigon’s tourism future; 

a critical piece of infrastructure that could 

anchor recreation, events, and investment 

if properly developed. More broadly, they 

emphasized that infrastructure investment and 

funding for visible upgrades are essential to 

attracting visitors and restoring local optimism.

SITUATIONAL ANALYSIS



17

Township of Nipigon Tourism Product Development and Marketing Plan

COUNTRY

Implication: 

The Marina has become the symbolic heart 

of renewal - its transformation would signal 

that Nipigon is serious about progress. Early, 

tangible wins such as Marina improvements, 

downtown streetscape improvement, and trail 

enhancements will not only enhance the visitor 

experience but also rebuild pride and confidence 

among residents and business owners alike.

Product Before Promotion

Strategic takeaway: 

There’s widespread frustration with promoting 

what residents call “the same old things.” Both 

groups want new, high-quality experiences before 

more marketing spend.

•	 Residents said: There’s “not enough to do”. 

Few restaurants, minimal entertainment, and 

events that feel repetitive.

•	 Stakeholders said: Nipigon needs to “develop 

new tourism products rather than advertising 

tired attractions.” They called for guided 

tours, charters, cultural experiences, and 

Winter recreation.

Implication: 

Investment should prioritize product 

development first, then marketing. Building 

more to see, do, and buy will naturally strengthen 

Nipigon’s story and reputation.
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One Voice, One Plan

Strategic takeaway: 

Marketing and communication are fragmented, 

with no single message or shared system tying 

everything together.

•	 Residents said: Visitors often “don’t know what 

there is to do,” pointing to missing signage, 

outdated information, and inconsistent 

communication.

•	 Stakeholders said: Current branding and 

promotion are “not very effective,” lacking a 

clear identity or coordinated strategy. They want 

stronger online visibility and shared tools to 

promote local businesses and events together.

Implication: 

Nipigon needs a cohesive tourism marketing 

system. A unified brand, an up-to-date central 

website or information hub, consistent visual 

and written messaging, and regular coordination 

between the Township, tourism partners, and 

local businesses. Everyone promoting Nipigon 

should be using the same materials, speaking in 

the same voice, and pointing visitors to the same 

reliable sources of information.

High Highway Traffic, But Poor Capture

Strategic takeaway: 

Participants confirmed that Nipigon benefits from 

heavy drive-through traffic, especially from Lake 

Superior Circle Tour travellers and U.S. visitors 

from Wisconsin and Minnesota. 

However, most travellers stop briefly for fuel 

or photos and move on. Locals noted that 

Nipigon lacks the attractions, amenities, and 

accommodations needed to convert pass-through 

traffic into overnight stays.

Implication: 

Marketing and product development should 

focus on capturing and extending highway traffic 

through improved signage before town limits, 

visible roadside attractions, and experiences 

designed for quick but meaningful engagement.

SITUATIONAL ANALYSIS
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Operational Gaps Limit Tourism Delivery

Strategic takeaway: 

Participants identified staffing and management 

challenges that limit consistency and visitor 

experience quality, particularly at the Marina  

and campground.

•	 Operations are largely dependent on seasonal 

student staff. This means key services such as 

cleaning, enforcement, and customer service 

fluctuate, and sometimes have gaps.

•	 One participant noted that changing to later 

staff hours increased profits, but staffing 

remains inconsistent.

•	 There’s recognition that a dedicated full-time 

tourism or recreation role would improve 

operations and accountability.

Implication: 

This operational insight didn’t appear in 

survey responses. It adds a layer of realism 

to implementation planning, highlighting that 

execution capacity (not just vision) is  

a limiting factor.

Niche Markets Identified

Two niche visitor segments emerged in the 

discussions:

•	 “Fishing and hunting spouses” who 

accompany sports tourists but seek alternative, 

non-adventure activities.

•	 Retirees and shoulder-season travellers 

who visit in early Fall, have more time and 

disposable income, and prefer slower, culture-

based experiences.

Implication: 

Neither group was identified in the survey results, 

but both groups represent low-cost, high-potential 

markets for short-term experience development. 

This could include guided walks, artisan pop-

ups, culinary features, and light adventure 

products that don’t require major infrastructure 

development or management.
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Operational Realities

•	 Tourism operations rely heavily on seasonal 

staffing. This affects:

	◦ Marina customer service and cleanliness

	◦ Trail maintenance

	◦ Event coordination (there is noticeable 

volunteer burnout in the community)

	◦ Kiosk updates

	◦ The reliability of visitor-facing services

	◦ A sustainable staffing and volunteer 

model is needed for long-term success

SITUATIONAL ANALYSIS
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4.0 Opportunity and Issue 
Analysis (SWOT)

SWOT means “Strengths, Weaknesses, Opportunities and Threats".It’s a system to help analyze the 

current marketing landscape in order to create strategies to promote and improve Nipigon Tourism in 

the future.

STRENGTHS

Exceptional Natural Assets & Location

•	 Exceptional natural assets: river, trails,  

lake access.

•	 Strong reputation for angling (record brook 

trout) and self-guided fishing/hunting 

tourism.

•	 Proximity to Thunder Bay—Nipigon’s most 

important short-haul market and a key 

Winter-season audience.

•	 Bridgeview Lookout Tower as iconic attraction.

•	 High visibility and capture potential from the 

Trans-Canada Highway and Lake Superior 

Circle Tour traffic.

Existing Assets with Strong Potential

•	 Bridgeview Lookout Tower and walkway 

under the bridge serve as iconic attractions 

frequently used by both residents and 

visitors.

•	 Trails, lagoon, accessible waterfront 

viewpoints and the museum are well-liked 

and offer a strong foundation for branding 

around nature, culture, and adventure.

Community Culture & Engagement

•	 Friendly, welcoming resident culture 

consistently cited as a visitor highlight.

•	 Longstanding community events (Fall 

Fishing Festival, Blueberry Blast) contribute 

personality and tradition.

•	 Residents express strong pride in natural 

assets and a desire for Nipigon to succeed as 

a tourism destination.
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WEAKNESSES

Infrastructure Gaps

•	 Marina lacks essential amenities (electric 

hookups, showers, flushing toilets, adequate 

staffing) despite being seen by residents as 

the community’s #1 development priority.

•	 Little transient camping and limited 

accommodations constrain overnight stays—

especially during peak months.

•	 Outdated or insufficient wayfinding/signage 

creates confusion for visitors navigating 

the town, waterfront, and trails. Challenges 

compounded by MTO/TODS regulatory 

barriers.

Operational Capacity Constraints

•	 Seasonal staffing shortages at Marina and 

campground lead to inconsistent visitor 

experience. Reliance on students limits 

service windows to July–August.

•	 Limited internal capacity to update website, 

manage social media, maintain product 

listings, and support events.

•	 Volunteer burnout is widespread; major 

events rely on too few people. This is a 

hindrance to new event planning and 

launching.

Amenities Gap

•	 Limited dining and retail choices; restricted 

hours of operation frequently noted by 

visitors.

•	 Few rental or guided tourism options (kayak, 

SUP, charters, tours), reducing market 

readiness for visitors seeking bookable 

experiences.

•	 Downtown appearance and general 

streetscape need improvements.

Fragmented Visitor Information

•	 No standalone tourism website or 

coordinated tourism brand; information 

scattered across outdated pages or 

inconsistent social channels.

•	 Existing highway signage and marketing 

assets do not effectively communicate 

“things to do” or inspire visitors to stop.

SWOT ANALYSIS
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OPPORTUNITIES

MAT Fund as Major Catalyst

Ability to direct MAT revenue toward:

•	 Product development (Marina, trails, rentals, 

Winter assets).

•	 Event funding for shoulder/Winter seasons.

•	 Streetscape improvements and downtown 

revitalization.

•	 Visitor information modernization (kiosks, 

signage, website).

High-Potential Product Development Areas

•	 Waterfront Redevelopment: Recognized by 

residents and stakeholders as the defining 

project for Nipigon’s future. A professional 

Marina master plan can anchor long-term 

tourism growth.

•	 Trails Strategy: Strong local enthusiasm 

for branding Nipigon as the “Trail Capital of 

NWO,” supported by residents, operators, 

and Superior Country.

•	 Winter Tourism: Room to expand Ice 

Climbing Festival into a multi-day Winterfest; 

opportunities for snowshoe trails, Winter 

markets, and shoulder-season events.

•	 Events Development: Interest in new 

concepts such as Iron Snowman Challenge, 

Souperbowl, and cultural/heritage/music 

events. The new Year-round Farmers’ Market 

could be used as an event catalyst.

•	 Meetings & Events: Nipigon has an 

opportunity to attract more events and 

meetings from the Thunder Bay market. Due 

to typically lower hall/venue rental prices 

compared to Thunder Bay, Nipigon can help 

alleviate over-capacity issues during busy 

periods in the larger city.
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Tourist Information Centre

Explore the potential to revitalize the TIC 

and re-open during the peak season (June – 

September). It has a prominent highway location 

and opportunity to engage with visitors and 

passing traffic. 

Marketing & Brand Opportunities

•	 Launch of a standalone tourism website  

and social channels can immediately 

modernize Nipigon’s digital presence and 

unify tourism messaging.

•	 Strong potential to align with Destination 

Ontario and DNO product pillars for co-

marketing and grant support.

•	 Ability to capitalize on heavy highway pass-

through traffic with improved billboards and 

quick-stop attractions (photo-op feature, 

roadside wayfinding).

Partnership & Regional Alignment

Collaboration with:

•	 Superior Country

•	 Parks Canada

•	 Red Rock Indian Band

•	 Tourism Thunder Bay

Funding partnerships: FedNor, CFDC, Parks 

Canada, DNO, NOHFC and OMAFRA

Visitor Behaviour & Niche Markets

•	 Strong demand from:

	◦ Touring market (Circle Tour, RV, 

motorcycle)

	◦ Winter/adventure travellers

	◦ Fishing/hunting market

	◦ Retirees and Fall travellers with 

disposable income

	◦ Spouses of anglers & hunters seeking 

non-fishing activities

SWOT ANALYSIS
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THREATS

Community Perception & MAT Politics

•	 Early skepticism toward the implementation 

of the MAT fund remains; visible wins are 

needed to show the positive impact that MAT 

will have.

•	 Some businesses remain disengaged or 

hostile toward MAT, risking low participation 

in tourism development initiatives.

Competitive North Shore Landscape

•	 Nearby communities (Terrace Bay, Red 

Rock, Schreiber, Greenstone, Rossport, 

Marathon) continue to improve their tourism 

offerings and digital presence. Nipigon must 

differentiate clearly to avoid being perceived 

as a pass-through community.

Infrastructure & Maintenance Risks

•	 Ongoing inability to maintain key attractions 

(Marina, washrooms, tower facilities, trails) 

threatens visitor satisfaction and reputation.

•	 Heavy reliance on seasonal staffing could 

continue to restrict service availability during 

key seasons.

•	 Volunteer burnout and declining participation 

could jeopardize event sustainability.

Regulatory & Cost Barriers

•	 MTO/TODS signage restrictions impede 

wayfinding and highway-capture strategy; 

updating signage remains costly and slow.

•	 Rising costs in construction, labour, and 

operational staffing may limit progress on 

necessary infrastructure projects.

Market & Economic Pressures

•	 Volatile gas prices impact the touring market.

•	 Limited accommodations mean that 

any increase in visitation cannot be fully 

capitalized on without parallel investment  

in lodging.
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5.0 Target Audience

The target audiences are key to ensuring that 

all marketing communications are targeted at 

the audience that is most likely to connect with 

the marketing. The primary audience is the ideal 

visitor that is the best bet to target. 

Primary

•	 40 plus touring segment – auto, RV and 

motorcycle (Lake Superior Circle Tour 

travellers)

	◦ The retiree segment is important to target 

especially in the shoulder seasons

Secondary

•	 Families with children aged 0-18

•	 Age 24-45 outdoor adventure seekers –  

Nature & Adventure 

•	 VFR (Visiting Friends and Relatives) –  

local awareness amongst residents. This 

audience covers all product pillars.

5.1	 Target Markets

Geographic target markets have been prioritized 

by season to ensure marketing budgets are 

spent in the key seasons that the geographic 

audience will most likely visit. 

GEOGRAPHIC MARKETS

Domestic

•	 Thunder Bay and nearby NW Ontario 

communities – primary focus on events, 

activities and experiences

	◦ All year-round Winter, Spring, Summer, 

Fall - Thunder Bay and nearby NW Ontario 

communities - Primary

•	 Ontario – GTA and Ottawa - Secondary

	◦ Summer / Fall

•	 Manitoba - Secondary

	◦ Summer / Fall

•	 Quebec – Secondary

	◦ Summer / Fall
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U.S.

•	 U.S. Midwest (Minnesota, Wisconsin and 

Michigan) - Primary

	◦ Summer / Fall 

Overseas Markets

Leverage any marketing opportunities 

through Destination Canada, Destination 

Ontario partnerships or Media Familiarization 

Tours. Overseas marketing would be done in 

partnership with an organization that already 

has a marketing foothold in the market. No 

marketing budget should be allocated from 

Nipigon for advertising to the Overseas audience.

TARGET AUDIENCE
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6.0 Marketing Mix

The marketing mix is a combination of product, price, place and promotion that is used by Nipigon 

to differentiate itself as a tourism destination from other potential destinations that visitors would be 

deciding upon. 

6.1	 Tourism Key Product Pillars

BEST BET PRODUCTS

The best bet products are those products and 

experiences that are in high demand by visitors 

and those recommended to focus on for product 

development and marketing promotion.

Primary:

•	 	Touring - Auto, RV and Motorcycle

	◦ Highway traffic and Lake Superior Circle 

Tour travellers offer strong market potential.

	◦ Lake Superior Circle Tour is a specific 

product to focus on for this sector. 

Nipigon is a Lake Superior Circle Tour 

stamp destination.

•	 Nature & Adventure

	◦ Trails, paddling, hiking, lookouts, and four-

season recreation shape Nipigon’s identity.

•	 Fish & Hunt

	◦ Nipigon River angling is world-renowned 

and a major draw.

The Northern Ontario Product Development 

Strategy lists Auto & RV Touring as a primary 

area of focus for product development.

The Lake Superior Circle Tour is a world-

renowned auto, RV and motorcycle route. 

Secondary:

•	 Culture & Heritage (events)

	◦ Farmers’ Market, Nipigon Historical 

Museum, Edge Arts Studio and Gallery, 

artisan events, festivals, and Indigenous 

partnerships support cultural tourism.
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6.2 	 Product Development Strategy

Building year-round, market-ready experiences 

that turn Nipigon’s natural strengths into 

measurable visitor growth.

Nipigon’s Product Development Imperative

Nipigon’s tourism identity is rooted in its natural 

assets, strategic highway location, and potential 

for four-season outdoor recreation. Residents and 

stakeholders consistently described Nipigon as a 

place with exceptional natural beauty, trails, and 

water access, yet acknowledged that these assets 

remain under-leveraged, under-maintained, or 

disconnected from the visitor experience.

Across all research inputs—resident surveys, 

stakeholder surveys, focus groups, and 

interviews—five themes emerged:

1.	 Nature is Nipigon’s strongest advantage, 

but it lacks structured, bookable visitor 

experiences.

2.	 Infrastructure shortcomings (Marina 

amenities, trail signage, downtown 

appearance, camping) directly limit 

tourism growth.

3.	 Visible improvements are needed 

to rebuild community pride and 

demonstrate the value of the MAT.

4.	 Product before promotion – stakeholders 

want tangible, high-quality experiences 

before increased advertising.

5.	 Season extension opportunities (Fall, 

Winter, early Spring) are critical to 

increasing “heads in beds,” as summer 

occupancy is already near capacity.

Product development should prioritize 

infrastructure readiness, experience creation, 

wayfinding upgrades, and amenity improvements 

that allow Nipigon to deliver a competitive visitor 

experience aligned with Destination Northern 

Ontario’s four pillars (Fish & Hunt, Nature & 

Adventure, Touring, Culture & Heritage).

This plan proposes three core deliverables 

required for long-term competitiveness, followed 

by additional product initiatives that respond 

directly to research findings.

MARKETING MIX
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PHASE 1 PRIORITY DELIVERABLES

Marina Usage and Development Plan

The development of a comprehensive plan for the 

Marina and waterfront is a critical next step that 

requires the expertise of a specialized consultant. 

This plan should encompass not only the physical 

infrastructure of the Marina—including docks, 

launch facilities, and necessary amenities—but 

also a broader vision for the entire waterfront area.

The plan will include the following:

1.	 Needs Assessment: Evaluating the 

current state of the Marina, identifying 

necessary upgrades, and determining the 

needs of various user groups (e.g., local 

boaters, transient visitors, commercial 

operators).

2.	 Conceptual Design: Developing detailed 

conceptual designs for the Marina 

layout, public access areas, landscaping, 

and potential commercial/recreational 

development along the waterfront.

3.	 Feasibility Study: Analyzing the financial 

viability of proposed developments, 

including preliminary cost estimates, 

potential revenue streams, and funding 

options.

4.	 Stakeholder Consultation: Leading public 

engagement and consultation with 

local businesses, residents, Indigenous 

communities, and relevant government 

agencies to ensure the plan aligns with 

community objectives and regional 

priorities.

5.	 Regulatory Compliance: Ensuring all 

proposed developments adhere to 

environmental regulations, zoning bylaws, 

and other relevant provincial and federal 

legislation.

The resulting plan will serve as the foundational 

document for securing funding, obtaining permits, 

and guiding the future development and operation 

of the Nipigon Marina and its surrounding 

waterfront assets.

The comprehensive Marina plan is required to 

address the following:

•	 Land-use and layout

	◦ Zones for events, rentals, outdoor vendors, 

and programming
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•	 Amenity restoration (showers, flushing toilets, 

potable water, power hook-ups, etc.)

•	 Rental opportunities

	◦ Kayak/SUP/canoe rentals

	◦ Fishing and charter pick-up

	◦ Outfitter/guide-services base

	◦ Seasonal concessions

•	 Signage, parking, pricing clarity and visitor flow

•	 Connection to trails. Full integration with the 

Trails Strategy

	◦ Funding Pathways: MAT (product 

allocation), Township capital budget, 

FedNor, Parks Canada (interest expressed), 

CFDC

Trails Strategy (High Strategic Priority)

To be developed with Superior Country. Scope includes:

•	 Unified trail signage

•	 Mapping, wayfinding and digital integration

	◦ Paper maps + interactive web maps

	◦ QR codes linking to itineraries, safety notes, 

difficulty ratings

•	 Branding and naming conventions. Review 

and develop the promotional message, "Trail 

Capital of NWO," as a unique and compelling 

selling point

	◦ Identify and promote some trails 

specifically for snowshoeing and fat biking

•	 Four-season usability improvements

	◦ Snowshoe-specific loops, fat bike routes

	◦ Winter grooming strategy

	◦ Plowed access points and parking

•	 Maintenance planning and operations review

•	 Cycling strategy (Cycling study already 

completed for the region which included 

Nipigon)

	◦ Promote the cycle and ride itinerary that is 

listed on the Superior Country website.

	◦ Explore new cycling opportunities that 

could be developed and promoted? e.g. 

mountain biking, fat biking & gravel 

biking.

	◦ Review potential mountain bike trails as 

part of multi-use trail system e.g. Kama 

Cliffs Trail.

MARKETING MIX
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Strategic Outcomes

•	 Supports hiking, trail running, mountain 

biking, fat biking, snowshoeing

•	 Builds shoulder/Winter tourism

•	 Strengthens Nipigon’s identity as a recreation 

hub

MAT Supported Product Development Fund

Supports creation of new tourism experiences by 

businesses, nonprofits, or community groups.

Recommended eligible project types:

•	 Investment towards improving or maintaining 

a tourism product or service.

•	 Creation of a new event.

•	 Grow or improve an event, in a sustainable 

manner. 

•	 Community promotion initiative.

•	 Development of a new experience or 

package.

Applicants

•	 Local businesses

•	 Nonprofits

•	 Event organizers

•	 Community groups

It is recommended that two different application 

forms be developed – one for businesses and 

one for all other proponents, who would be 

mainly volunteer based and not for profit. 

The fund requires development of:

•	 Formal funding guidelines

•	 Application criteria

•	 Public reporting model showing how MAT 

dollars are used

The MAT Product Development Fund gives 

Nipigon the ability to stimulate product creation 

without staffing it all internally.

Product Development Investment 

Opportunities

This list provides the product development 

options identified in the research. 



34

Event Development – High Priority 

Stakeholders and residents identified strong 

interest in new and revitalized events that:

•	 Occupy Winter and shoulder seasons

•	 Reflect Nipigon’s culture, food, trails, and 

outdoor identity

Farmer’s Market

This is a new event recently approved by council 

that will be held at the Nipigon Community 

Centre all year round. This event matches the 

interest from the community in more artisan 

and community events. It is recommended 

during the summer months that the market is 

held outdoors. Promotion of this event can focus 

on close haul markets and people travelling on 

highway 11/17. Posters and motel cards can also 

be used locally to promote the market and online 

media for the close haul markets.

New Event Ideas (aligned with research)

•	 Expand on Ice Climbing Festival to include 

additional activities to create a larger  

winter event. 

•	 Winter light installations – Light Up Nipigon 

run by the Township of Nipigon with support 

from volunteers. 

•	 Iron Snowman Challenge- a type of extreme 

winter sports event that could include cross 

country skiing, skating, snow shoeing and/or 

running. 

•	 Souperbowl

•	 Music Festival

•	 Heritage Days

•	 Moonlight Madness Winter shopping night  

event (late November early December) – 

strong support for this to return in research. 

Events must be driven by external groups, with 

MAT providing support and funding only.

Downtown & Highway Corridor Improvements – 

High Priority

Residents repeatedly emphasized:

•	 Need for streetscape improvements

•	 Better signage

•	 Improved first impressions from the Trans-

Canada Highway

MARKETING MIX
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Opportunities: Low Priority

•	 New photo-worthy roadside attraction (giant 

brook trout idea) 

•	 Themed wayfinding from Highway → 

Downtown → Waterfront → Trails 

•	 Window decals and maps for retail 

Improved corridor appeal directly affects 

highway capture.

Cultural & Heritage Experiences –  

Medium Priority

Gaps identified:

•	 Limited cultural programming

•	 Indigenous collaboration opportunities

Opportunities:

•	 Interpretive panels along trails and waterfront 

•	 Collaborative programming with Red Rock 

Indian Band (e.g., storytelling walks, artisan 

showcases)

•	 Historical downtown walking tour signs

Guided & Bookable Experiences –  

Medium Priority

Stakeholders strongly called for guided products 

before more advertising.

Possible experiences:

•	 Guided hikes (beginner to advanced)

•	 Nature interpretation walks (flora, geology, 

wildlife)

•	 Photography tours

•	 Learn-to-fish or fly-casting clinics

•	 Winter stargazing nights

These are low-cost, high-impact and can be 

delivered through MAT funded community 

groups or businesses.
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6.3	 Place and Price 
Considerations

Place (Distribution, Access, Visitor Journey)

In tourism marketing, place refers to how visitors 

access information, navigate the community, 

and engage with Nipigon’s products and 

experiences. Unlike traditional industries, 

“place” is not a physical storefront but the sum 

of all touchpoints a traveler encounters before 

and during their visit.

For Nipigon, strengthening place means 

improving the visitor journey from highway 

to downtown to waterfront, and ensuring 

information is available, accurate, and consistent 

across all channels.

Key Place Considerations for Nipigon:

•	 Highway Capture:

	◦ Clearer signage, updated billboards, and 

more compelling highway messaging 

are essential to convert travelers from 

“passing through” to “pulling off.” 

•	 Integration with Regional Routes:

	◦ Nipigon sits at a critical juncture on 

the Trans-Canada Highway and Lake 

Superior Circle Tour. Aligning with these 

established travel patterns — and 

ensuring Nipigon appears as a clear stop 

along them — expands the community’s 

effective distribution network.

•	 Centralized Visitor Information:

	◦ With the transition to digital kiosks, a 

standalone tourism website, and unified 

event listings, Nipigon can modernize 

how visitors discover its attractions. Each 

distribution channel (website, kiosks, 

social media, print collateral) must lead 

to the same accurate, visitor-ready 

information.

•	 Wayfinding & On-the-Ground Experience:

	◦ Place also includes the physical 

movement of visitors through Nipigon. 

Improving wayfinding to the Marina, 

tower, trails, museum, and downtown 

ensures visitors can easily navigate with 

confidence. This directly impacts visitor 

satisfaction and length of stay.

MARKETING MIX
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Strengthening place ensures that Nipigon’s 

attractions are not just compelling, but 

discoverable, accessible, and easy to experience.

Price (Value, Transparency & Visitor 

Expectations)

Price, within the tourism marketing mix, is 

about clarity, perceived value, and alignment 

with visitor expectations. For Nipigon, price 

also reflects whether the cost of experiences or 

amenities matches the quality delivered.

Clear, consistent pricing helps reduce friction, 

especially for highway travelers who make  

quick decisions.

Key Price Considerations for Nipigon:

•	 Marina Pricing Transparency:

	◦ One of the strongest themes from 

leadership interviews was the need for 

clear, visible, and consistent Marina 

pricing for day-use, long-term parking 

and boat launches . Visitors frequently 

turn around when pricing is unclear, 

even when capacity exists. Establishing 

transparent pricing signage and digital 

listings is a high-impact improvement. 

•	 Competitive Value Positioning:

	◦ Nipigon’s accommodations and 

activities serve a drive-through market 

comparing multiple North Shore 

communities. Ensuring pricing is seen 

as fair and aligned with the quality of 

service particularly at the Marina and 

campground, supports visitor confidence 

and return visits.
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•	 Event & Experience Pricing:

	◦ As new events and experiences emerge 

(e.g., guided hikes, Winter activities, 

workshops), pricing should reflect 

accessibility for local audiences while 

capturing appropriate value from visitors. 

Transparent pricing also supports MAT 

fund applications and reporting.

•	 Alignment with MAT Framework:

	◦ MAT-funded improvements (e.g., 

streetscape improvements, amenities, 

kiosks, signage) enhance the perceived 

value of Nipigon as a destination. This 

translates into increased willingness to 

pay for accommodations, activities, and 

experiences. Pricing and MAT outcomes 

should be clearly linked in communications 

to reinforce return on investment.

By addressing price strategically, Nipigon 

ensures visitors feel they are receiving 

strong value for their stay, reducing barriers 

to participation and improving overall 

competitiveness along the North Shore.

MARKETING MIX
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6.4	 Marketing and Promotion 
Strategy

Promotion is vital to positioning the best 

bet products to the best bet markets. The 

promotional strategy should look at activity by 

each season. As there is a significant difference 

between the experiences for each season the 

promotional campaigns should reflect this. The 

timing of marketing promotion will be aligned 

with product development improvements. This is 

detailed in the implementation plan with activity 

increasing over the five-year period.

Spring / Summer Season 

This season should be the primary focus of 

promotional activity. It has the largest market 

and potential for visitor growth. Advertising 

should start in the Winter to allow visitors to 

make plans to visit in the Spring. Target the 

touring and nature and adventure markets by 

promoting the activities, events and experiences 

available in Nipigon. Include specific promotions 

for the Lake Superior Circle Tour under the 

touring sector. 

Fall Season

The Fall months represent a highly significant 

season for attracting a key segment of the 

touring audience to Nipigon. This period 

appeals to visitors seeking sensory, outdoor, 

and experiential travel. The strategic focus for 

promoting Nipigon during the Fall should center 

around three themes: the stunning natural 

environment, Fall colours, and a diverse range of 

activities and experiences tailored to this season.

Winter season 

This season will target close haul audiences 

primarily Thunder Bay to promote events, Winter 

activities and experiences. 
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6.5	 Marketing Tactics

Standalone Tourism Website (Launch 2026)

A central hub for:

•	 Activities, Experiences and Attractions

•	 Business listings

•	 Itineraries

•	 Trail maps

•	 Events calendar

•	 Experiential blogs

•	 Downloadable guides

•	 Metrics tracking

Tourism Social Media (Launch 2026)

Launch and manage:

•	 Tourism Facebook page

•	 Tourism Instagram account

Content will be visitor-focused and seasonally 

aligned.

Highway Capture Program

Includes:

•	 Redesigned billboards as part of sign plan / 

audit

•	 Pull-off signage

•	 Photo stops (e.g., brook trout feature)

•	 Trailhead micro-attractions

Digital Asset Collection

Photography and video capturing:

•	 Marina

•	 Trails

•	 Attractions (Bridgeview lookout tower etc...)

•	 Events

•	 Seasonal experiences

Visitor Information Kiosks

Kiosks must sync with:

•	 Events

•	 Trails

•	 Maps

•	 Business listings

•	 Visitors’ website

Seasonal Campaigns

Spring/Summer – Adventure, touring, fishing, 

events, Marina

Fall – Trails, touring, events, fish & hunt

Winter – Winterfest, snowshoeing, ice climbing

Annual Visitor Guide

Refresh the existing annual Nipigon Visitor Guide 

(print + digital). Include cover design, page 

layout, new digital assets. Explore the potential to 

create a French version of the guide.

MARKETING MIX
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6.6	 Media Plan

In the current marketing landscape, utilizing a 

mix of both traditional and digital media typically 

will produce the best results. This is particularly 

true when a variety of age demographics make 

up the primary and secondary target markets. 

Digital media can be geo targeted to specific 

audiences, allowing the target market to be 

reached more effectively. Print advertising is 

particularly effective when attempting to gain 

awareness within a niche or specific market. 

This form of marketing typically exposes you to 

individuals who may already be interested in your 

brand and are interacting with print media that 

are related to your services.

To effectively reach both primary and secondary 

target markets, we recommend exploring  

the following:

Print: Lake Superior Circle Tour Adventure Guide 

and Superior Country Member Map

•	 These print publications are suggestions 

based upon their content, the markets they 

appeal to, and their distribution locations.

Digital: Meta (Facebook & Instagram), Google 

Ads, Sponsored Blog writeups.

•	 These digital platforms are recommended 

based on their overall effectiveness, ability 

to geo target specific markets, and appeal to 

the target audiences.

The recommendation for the annual budget for 

paid media will be in the range of $10k – 15k.
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ORGANIZATIONAL PARTNERSHIPS

7.0 Organizational Partnerships

•	 Superior Country – MAT fund administration, 

marketing alignment, ongoing marketing 

assistance, visitor website and social media 

management.

•	 Destination Northern Ontario – signage, trail 

standards, pillar alignment.

•	 Parks Canada 

•	 FedNor

•	 NOHFC

•	 Red Rock Indian Band – cultural 

partnerships.

•	 Local nonprofits – events & programming.

•	 Business community – rentals, dining, 

attractions.

•	 Superior North CFDC – community economic 

development.

•	 Nipigon Business Roundtable – 

communication and alignment hub.

Organizational Partnerships are often a vital piece of marketing strategy. These relationships, when 

cultivated strategically and effectively, can be leveraged to provide benefits to both parties. Being 

intentional about which partnerships you place time and resources behind is key to the success 

of this strategy. Below we have outlined some of the organizations that were mentioned during our 

research / the course of this project. 
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8.0 MAT Priorities - 2026-27

2026 MAT PRIORITIES

•	 Winter & shoulder season event support.

•	 Small business streetscape  

improvement grants.

•	 Marketing support for tourism-aligned 

≥private businesses.

•	 Wayfinding improvements (especially  

Portage Trail, Marina).

•	 Updated billboards with real visitor-ready visuals.

•	 Farmers’ Market year-round programming 

promotion.

2027 MAT PRIORITIES

•	 Marina visitor-readiness (signage, pricing 

clarity, amenities).

•	 Rental partnerships (kayaks, bikes, 

snowshoes).

•	 Cultural programming support.

•	 Experience development grants.

•	 Trail system branding & promotion  

(“Trail Capital”).
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IMPLEMENTATION PLAN

9.0 Implemenation Plan

HOW TO USE THE FIVE-YEAR 
MARKETING TOOLS AND TACTICS

An implementation plan has been designed as 

a fluid comprehensive guide to understanding, 

managing and implementing each of the 

recommended marketing tactics. 

Each marketing tactic is prioritized as: high, 

medium or low. The plan is designed to be fluid 

so priorities can be changed as well as the 

timeline and year for each tactic to be deployed.

It is not a recommendation that all the  

marketing tactics should be completed within 

the five-year timeframe. A realistic list of 

achievable tactics should be the main priority 

which is based on available resources and 

budget for implementation. 

The plan should be reviewed quarterly and 

adjusted accordingly based on achievements 

made with the projects underway for that year. 

The implementation plan includes the following 

key information for each marketing tactic that 

will guide the Township of Terrace Bay through 

the process of their execution:

•	 Project objective

•	 Required initiatives and activities

•	 Responsibility / project management

•	 Potential partnerships / resources

•	 Timeline divided by quarters

•	 Estimated annual budget / cost for each  

five years

•	 Measurement metrics
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10.0 MAT Communications  
	    & PR Program

PR Tools and Requirements

•	 Whiteboard cheque presentations to 

recipients (public photo moment).

•	 Media releases.

•	 MAT banner required at all funded events.

•	 Annual MAT Impact Report, presented 

publicly and online.

•	 MAT-funded project showcase page on the 

tourism website.

•	 Quarterly updates shared through Township 

& Superior Country channels.

•	 Mandatory reporting from recipients,  

scaled to project size.

Success will be measured by increases in MAT 

applications, visibility of MAT-funded projects, 

and year-over-year improvement in community 

sentiment tracked through surveys.

To address negativity around MAT and clearly show impact, Nipigon will implement a robust PR model.
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MAT COMMUNICATIONS & PR PROGRAM

11.0 Guiding Principales 
	     for MAT Allocation

Based on stakeholder input, community surveys, 

and committee direction:

1.	 MAT should create new reasons to visit 

Nipigon, not only support existing events.

2.	 Prioritize shoulder & Winter seasons for 

maximum economic impact.

3.	 Ensure fairness between nonprofits, events, 

and private business applicants.

4.	 Make early wins visible to residents.

5.	 Ensure transparency in how funds are 

allocated and evaluated.

6.	 Align all funding with DNO’s pillars  

(Fish & Hunt, Touring, Nature & Adventure, 

Culture & Heritage).
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12.0 Implementation Plan  
	     (Strategic Overview)

Year 1

•	 Build and launch tourism website

	◦ Superior Country lead with Township of 

Nipigon assisting.

	◦ Website live for end of Qtr 2 – 2026.

	◦ Track website visits and page interactions 

to set future KPIs.

•	 Launch tourism social channels

	◦ Superior Country lead with Township of 

Nipigon assisting.

	◦ Setup both channels by end of Qtr 2 – 

2026.

	◦ Content plan and execution will be ready 

for launch.

	◦ Track new followers and engagement to set 

future KPIs.

•	 Develop & launch MAT funding guidelines 

and funding streams

	◦ Superior Country and MAT Committee to 

lead and launch by end of Qtr 2 - 2026.

•	 Begin Marina plan/strategy (hire consultants)

	◦ Township of Nipigon to lead this and 

release an RFP by end of 2026. The RFP 

timeline aligns with available funding cycles 

and property constraints.

•	 Begin Trails Strategy

	◦ Superior Country as lead with assistance 

from Township of Nipigon – have strategy 

completed by end of Qtr 3 - 2026.

•	 Wayfinding Strategy 

	◦ Township of Nipigon as lead with assistance 

from Superior Country – wayfinding 

strategy, which includes an audit, complete 

by end of - 2026.

A detailed implementation spreadsheet outlining budgets, KPIs, timelines, and responsibilities will be 

developed following approval of this marketing plan.
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•	 Farmers’ Market promotion

	◦ Township of Nipigon as lead, with 

assistance from Superior Country – 

promotional materials in market by end of 

Qtr 1 - 2026.

•	 Begin asset collection (photos and video)

	◦ Superior Country lead – start collecting 

content in Qtr 3 – 2026 – Ongoing.

•	 Annual business survey – gather insight into 

effectiveness of tourism marketing, product 

development and the MAT fund.

	◦ Township of Nipigon as lead – survey sent 

at the end of Qtr 4 – 2026.

•	 Seasonal promotional marketing campaigns

	◦ Superior Country to lead – launch 

promotional campaign.

	◦ Measure impact of promotional campaigns.

Year 2

•	 Begin some Marina upgrades

	◦ Township of Nipigon lead – first minor 

upgrades for end of Qtr 2 - 2027.

•	 Content strategy for social media channels

	◦ Superior Country lead – ready to launch for 

end of Qtr 2 – 2027.

	◦ KPI’s setup for measuring engagement.

•	 Launch new or expanded Winter event (Light 

Up Nipigon)

	◦ Township of Nipigon to identify a group that 

will lead the event organization. Have first 

event ready for end of Qtr 4 - 2027.

•	 Finalize trails signage and mapping

	◦ Superior Country to lead. Updated 

mapping and signage in place for end of 

Qtr 2 – 2027.

•	 Superior Country to lead Township of Nipigon 

tourism map brochure refresh and print. 

•	 Seasonal promotional marketing campaigns

	◦ Superior Country to lead – launch 

promotional campaign.

	◦ Measure impact of promotional campaigns.
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Year 3–4

•	 Marina capital improvements

	◦ Township of Nipigon as lead – 

improvements complete by end of  

Qtr 2 - 2029.

•	 Trail promotion plan and execution

	◦ Superior Country to lead – promotions in 

market Qtr 2 – 2028.

	◦ Setup trail use tracking system to measure 

number of daily users.

•	 Seasonal promotional marketing campaigns

	◦ Superior Country to lead promotional 

campaign and repeat for key seasons in 

2028 and 2029.

	◦ Measure impact of promotional campaigns.

•	 Broader event development

	◦ MAT Committee to coordinate and promote 

the opportunities of the MAT fund for new 

events. 

	◦ Measure applications and number of new 

events launched in 2028 & 2029.

•	 Cultural programming expansion

	◦ Township of Nipigon to lead – aim for one 

new program to launch Qtr 3 – 2028 .

•	 Integrate kiosk updates into routine 

operations

	◦ Township of Nipigon to lead – ongoing 

updates for each qtr in 2028 & 2029.

Year 5

•	 Review full tourism plan

	◦ Superior Country and Township of Nipigon 

to lead – review plan in Qtr 1 – 2030.

	◦ Decide if an updated plan is required for 

next five years.

•	 Support rental and guided experiences

	◦ Superior Country and Township of Nipigon 

with assistance from MAT Committee. 

Aim to have one new rental or guided 

experience private sector business 

operational by end of Qtr 2 - 2030.
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•	 Tourism effectiveness market research - 

residents, businesses, council and other 

stakeholders

	◦ Township of Nipigon to lead. Send online 

survey to residents and businesses. Hold 

focus groups with key stakeholders. 

Complete this by end of Qtr 1 - 2030.

•	 Refresh marketing strategy and plan

	◦ Superior Country as lead – determine 

what changes are needed to the marketing 

strategy. Have a new refreshed strategy 

and plan ready to launch at the end of Qtr 

4 – 2030.

•	 Evaluate MAT program and adjust categories 

if needed

	◦ Superior Country and MAT Committee to 

lead. Evaluation complete by end of Qtr 1 – 

2030. Any adjustments made by end of Qtr 

2 - 2030.
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13.0 Recommendations

13.1 Priority Recommendations

In addition to the three foundational deliverables 

outlined in the Executive Summary, this section 

identifies four priority focus areas required 

for successful implementation that should be 

implemented in the first two years. These are 

foundational elements required before larger 

campaigns or product development efforts can 

be successful.

1.	 Build and Launch a Standalone Tourism 

Website (High Priority, Year 1) 

A dedicated tourism website is 

essential for unifying Nipigon’s tourism 

communications, improving visitor 

navigation and centralizing event 

information.

2.	 Marina Usage & Development Plan (High 

Priority, Year 1–2) 

The Marina is one of Nipigon’s highest-

impact tourism opportunities, identified 

repeatedly in surveys and stakeholder 

sessions as both a strength and a point of 

frustration. A coordinated plan is required 

before investment.

3.	 Trails Strategy (High Priority, Year 1–2) 

Trails are Nipigon’s most consistently 

praised asset and the community’s 

strongest branding opportunity (“Trail 

Capital of NWO”). A coordinated strategy 

will unify signage, branding, and user 

experience.

4.	 Manage the MAT Tourism Development 

Fund framework and Rollout (High 

Priority, Year 1) 

Nipigon’s MAT program will be highly 

visible and must demonstrate early success 

to address negativity and build community 

support.
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RECOMMENDATIONS

13.2 Operational Recommendations

Improve Staffing Model for Tourism Operations

Tourism operations (Marina, campground, 

kiosks, events, visitor information) require a more 

consistent and professional staffing structure.

Recommendations

•	 Hire a seasonal Tourism Operations 

Lead (April–October) to oversee Marina, 

campground, kiosk content, and visitor 

information.

•	 Reduce reliance on student-only staffing.

Staff Training for Consistency and Service Quality

Poor customer service or inconsistent operations 

can negate marketing efforts.

Recommendations

•	 Implement a standardized training program 

for all seasonal staff, covering:

	◦ Customer service & tourism ambassador 

training

	◦ Safety procedures

	◦ Marina operations

	◦ Visitor FAQs

	◦ Event support

•	 Provide staff with a Visitor Experience 

Handbook, including up-to-date local 

information.

•	 Train staff to promote key attractions and 

events consistently.

•	 Train staff on social media management, 

content planning and delivery.
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13.3 Highway Capture & Signage          	
 Recommendations

Highway traffic remains Nipigon’s largest 

untapped market. Improving physical 

communication is essential.

Redesigned Billboards 

Billboards are a high-impact asset and currently 

underperform by focusing on niche imagery.

Recommendations

•	 Develop a Signage Plan. Complete a full sign/

billboard audit to evaluate the following: 

effectiveness, content/message, location 

and need for each sign. Potentially remove 

some signs or move locations based upon the 

results of the sign audit.

•	 Update some billboards with more effective 

visuals and messaging.

•	 Use bold, action-driven headlines.

•	 Ensure consistent branding across all 

highway signage.

•	 Unified Wayfinding System

Wayfinding is fragmented, inconsistent, and 

confusing.

Recommendations

•	 Develop a Town-wide Wayfinding Master 

Plan, coordinated with:

	◦ MTO/TODS regulations

	◦ Trail signage

	◦ Marina signage

	◦ Urban navigation

	◦ Digital kiosk

•	 Reduce duplication and ensure clear paths 

from highway → downtown → waterfront → 

trails.
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Integration with Kiosks, Waterfront & Trails

Digital and physical signage should mirror one 

another.

Recommendations

•	 Ensure kiosks display:

	◦ Current events

	◦ Trail maps

	◦ Business listings

	◦ Marina information

•	 Add QR codes linking to the tourism website.

•	 Ensure kiosk branding matches billboard and 

website identity.

13.4 Community Engagement 	
 Recommendations

Tourism growth requires alignment among 

businesses, volunteers, and residents.

Annual Business Survey

Strong demand from operators indicates a need 

for ongoing communication.

Recommendations

•	 Send an annual tourism survey to operators, 

nonprofits, and community groups.

•	 Create a shared tourism mailing list for 

regular updates.

MAT Updates Through Effective PR

MAT acceptance requires transparency and 

storytelling.

Recommendations

•	 Share quarterly updates through:

	◦ Website

	◦ Social media

	◦ Local media (media release)

	◦ Township newsletters
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•	 Highlight early successes (grants awarded, 

visible improvements).

•	 Promote community pride by sharing 

“Before/After” visuals.

13.5 Recommendations for Early	
 Wins (Year 1)

These actions can be completed quickly, build 

confidence, and demonstrate visible progress:

1.	 Launch Tourism-focused social channels

2.	 Design, Develop, and Launch the New 

Tourism Website

3.	 Promote the New Year-Round Farmers’ 

Market 

A new community event

4.	 Photography Collection

5.	 Publish MAT Guidelines & Application 

Process 

Build community trust and reduce confusion

13.6 Additional Recommendations 	
 (Longer-Term)

•	 Volunteer recruitment strategy, with cross-

generational knowledge transfer.

•	 Explore partnerships with Destination 

Northern Ontario, Parks Canada, Red Rock 

Indian Band.

•	 Pursue grants to support product 

development, Marina upgrades, trails 

planning, and staff resources.

•	 Develop marketing materials and plan for hosting 

conferences and events. Specifically, focus on 

leveraging the Thunder Bay market to grow a 

tourism-driven event economy for Nipigon.
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