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! ƭƛǘǘƭŜ ƘƛǎǘƻǊȅΧ
w¢hмн ŘŜǾŜƭƻǇŜŘ tǊƻŘǳŎǘ 5ŜǾŜƭƻǇƳŜƴǘ CǳƴŘ ώǎƘƻǿ ŜȄŀƳǇƭŜǎΧƎǊƻǳǇ ƻŦ ǎŜǾŜƴ ǎǘǊŀǘŜƎȅ etc]

First among RTOs

Phased out with introduction of Partnership Program introduced by MTCS

ω CǊƛŜƴŘǎ ƻŦ !ƭƎƻƴǉǳƛƴ tŀǊƪ ςDevelopment of HD video and photography in order to develop 
their outdoor educational programming

ω /ŀƴŀŘƻǊ /ƻƭƭŜƎŜ ςDevelopment of ecotourism packages in the Georgian Bay Biosphere ς
UNESCO World Heritage Site - that combines tourism partners and education i.e. Educational 
Ecotourism Packages 

ω tŀǊƪ н tŀǊƪ ςCreation of an incentivized program with private-sector partner to explore the 
viability of increased trail use(outcomes will be applicable to trails across the region) 

ω StockeyCenter ςproviding the Stockeycentrewith the tools to engage an audience at the 
Incentive Works Trade Show to position the StockeyCentre and Parry Sound as a viable 
conference and corporate event destination 

ω IǳƴǘǎǾƛƭƭŜκ[ŀƪŜ ƻŦ .ŀȅǎ /ƘŀƳōŜǊ ƻŦ /ƻƳƳŜǊŎŜ ςTom Thompson 100 Year Celebration 
Initiative, worldwide recognizable art figure ςEE will support way-finding signs at the event ς
one portion of the submitted budget

ω ¢ƻǿƴ ƻŦ .ǊŀŎŜōǊƛŘƎŜ ςThe Art of Muskoka Living ςShowcase Weekend ςEE will pay the 
videographer & photographer directly 



First Few Years

Business Proposals:

ÁBusiness Plans

ÁSocial Media

ÁWebsites

ÁRegional Branding



2016-2017

Attempt to streamline based on what was submitted over years and based on objectives of RTO12
Festivals & Events

Content Marketing

Workforce Development

Partnership
o Minimum 50 / 50 project cost sharing

o Partner remits payment to the RTO ςthe RTO then pays third part to execute a project



Direct Response Advertising 
and the Long-Copy Writer

ÅCaptivating headline

ÅTell a story

ÅStrong call to action

ÅConvince and convert with content

TRACKABLE
BEST BET REACH



The Return of Direct Response Advertising
(and the rise of content marketing)

ÅThe rise of the long-copy blogs that get audience engagement

ÅCaptivating headline

ÅTell a story

ÅStrong call to action

ÅConvince and convert with content

ÅNOW targeting is key and social 
media data allows for this

TRACKABLE - TARGETABLE



We Create Content Then Target Facebook Users

THE 
AD

THE
MEDIUM



Quick Tips for Content Marketing
Create stuff that people like to read or watch, and the sales will follow

5hbΩ¢ ǳǎŜ ŀ ƘŀǊŘ ǎŜƭƭΣ ŀƴŘ ŘƻƴΩǘ Ǉǳǘ ȅƻǳǊ ǎŀƭŜǎ ǇƛǘŎƘ ǿƘŜǊŜ ƛǘ ŘƻŜǎƴΩǘ ōŜƭƻƴƎ ōŜŎŀǳǎŜ ƛǘ 

annoys people

Play the long game to get conversions



Quick Tips
Figure out your target audience

Always use great photos

500-700 words 

Include a call(s) to action

Captivating headline

¢Ǌȅ ǘƻ ŦƛƴŘ ŀ άƘƻƻƪέ όΧƛǘΩǎ ǾŜǊȅ ŎƻƳǇŜǘƛǘƛǾŜ ƛƴ ǘƘŜ ǎƻŎƛŀƭ ǿƻǊƭŘ ŀƴŘ ǘƘŜ ŎƻƴǎǳƳŜǊ ƛǎ ƛƴ ŎƘŀǊƎŜ ƻŦ 
changing the dial)

Choose which channel to promote content

#1 -ōŜ ƘŜƭǇŦǳƭ ŀƴŘ ƛƴŦƻǊƳŀǘƛǾŜΧŘƻƴΩǘ ōŜ advertiz-y 

Find a storyteller at your business and have them write down their words/stories/pitches



Partnership - Content

ÅLoring / Restoule
ÅKeeto Bala
ÅSanta Fest
ÅDeerhurst Resort
ÅGeorgian Bay Airways
ÅClub link (Sherwood Inn & RockeyCrest)
ÅResorts of North Muskoka
ÅHuntsville Chamber of Commerce
ÅOar and Paddle
ÅPine Grove Resort
ÅGeorgian Bay Biosphere


