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Strategy Review



“Consumer-Centric Approach”
engaging “searching or discovering audiences” 

through

Continue with leading edge social/mobile/content strategy

Branded 
Content

Social 
&

SE Marketing

Direct 
Marketing



Our Marketing Strategy
Attract “searchers” and “discoverers”

Discoverers don’t have us in their travel decision consideration set:

◦ They are targeted with outbound - or content – marketing

◦ We use Facebook/other platforms to push content, as well as SEM

◦ Accounts for 90% of our budget

Searchers may have us in their travel decision consideration set: 

◦ They are targeted using SEM

◦ Accounts for 10% of our budget



2015 Marketing Priorities

• Content marketing:

• Publish exceptional content serving the Ontario Explorers segment and specific 

niches

• While our focus will be on “discoverers,” we will attract “searchers” with product 

and offer-oriented content

• Grow site traffic and focus on increasing its quality

• Lead nurturing: 

• Convert site vistors to leads and row them to “heads-in-beds”



2015 Marketing Objectives

 Publish 150+ pieces of content on EE.ca 

 Drive 700K visitors to that content and other pages on ExplorersEdge.ca

 Drive 150K referrals to third party websites

Add 4K leads to the email database



Update on Results



Content - Top 10 Blog Posts YTD

• Account for 50% of 

the total site traffic. 

• Blog readers are on 

the site on average 3 

times longer.

• 65 blog post, average 

two per week



Page Views 20,567

Avg Time on Site 162.44

Page Views 12,491

Avg Time on Site 157.01 

Page Views 5,610

Avg Time on Site 145.73



August 2015 Key Site Metrics (Compared to August, 2014)

84.7K site visits
Up 17%

129.1K page views 
Up 30%

69.5K site visitors 
Up 13%

1.5 Pages/Session
Up 11%

49 sec per session
Up 7%

83% bounce rate 
Up 3%

Impact on Website



Website Comparison - OTMPC

October 2014 – August 2015

OMTPC
• Budget 15 million
•Ontariotravel.net 1,830,155

RTO12
• Budget 400k
• Explorersedge.ca 767,707

*** RTO12 achieved 40% of the traffic with 3% of the budget ***



Site Traffic
21% Ahead of Plan YTD



Facebook
• Main Source of Traffic 

Organic Traffic 
• Up 73% YOY
• 7,000 new likes since AGM

Traffic Referrals



Referrals to Third Parties
(Google Analytics)

• 58% Ahead of Plan

• End of August



Top Referrals 
April – August

• Georgian Bay – Provincial Park Camping

• Parry Sound – Amazing Places

• Algonquin Park ~ Arrowhon & Park

• Muskoka Tourism & North Muskoka

• Almaguin Highlands ~ Mikisew

• Operators ~ Blue Spruce, Kilarney Lodge, Bartlet

pc.gc.ca/pn-np/on/georg/activ/camping/cabins-chalets.aspx 11,072 

arowhonpines.ca/ 5,281 

muskokadrivein.com/ 2,409 

parktoparktrail.com/ 2,227 

killarneylodge.com/ 2,212 

bluespruce.ca/ 1,880 

visitamazingplaces.ca/georgian-bay/christian-beach-beausoleil-island 1,838 

pc.gc.ca/pn-np/on/georg/index.aspx 1,573 

algonquinpark.on.ca/ 1,467 

rydebarnquilttrail.com/ 1,122 

bartlettlodge.com/dining.htm 952 

north-muskoka.com/ 862 

voyageurquest.com/algonquin-cottage-rentals/ 810 

algonquinboundinn.com/ 639 

visitamazingplaces.ca/georgian-bay/the-french-river-gorge 606 

ontarioparks.com/park/mikisew 566 

arowhonpines.ca/eat/menu/ 525 

visitamazingplaces.ca/georgian-bay/mccrae-lake-honey-harbour 521 

visitamazingplaces.ca/georgian-bay/fitness-trail-parry-sound 510 

voyageurquest.com/algonquin-lodge/ 503 

discovermuskoka.ca/outdoor-adventures/beaches.html 497 

discovermuskoka.ca/ 495 

turtlemusicfestival.com/index.html 479 



Lead Nurturing

Spring (Late) 
◦ Training and Development

Summer 
◦ Persona Creation – 6 Personas

◦ Segmentation of the mass list

Fall
◦ Targeted e-mails

◦ Seven in total



Seven Newsletters launched

Open rate up & click through rate up across segments

New contacts in 2015 ~ 1,500

48% open rate

36% click through

56% open rate

26% click through

49% open rate

41% click through

*** Mail Chimp Sojourner  - three year average - 29% open rate & 4% click rate ***



Budget Reconciliation 



Transfer Payment Agreement Activity Budget Actuals YTD

Social Media Advertising - Facebook Ads 271,000.00 144,034.00 

Search Engine Marketing - Google Adwords 75,000.00 42,815.00 

Content Promotion - Stack Adapt / Programmatic Native 60,000.00 31,000.00 

OTMPC 17,000.00 10,394.00 

Content Developent / Guest Authors 25,000.00 12,246.00 

Promotions/Contests/Incentives 22,850.00 791.00 

Creative Development 10,000.00 3,296.00 

Project Mngmt (Facebook 15%) 40,650.00 20,326.00 

Project Mngmt (Google 14%) 10,500.00 4,743.00 

Project Mngmt (Stack Adapt / Programmatic Native 10%) 6,000.00 3,002.00 

Monthly Retainer ($4,000 x 12 months) 48,000.00 20,330.00 

Tools - Social Listening / Subscription 4,000.00 5,716.00 

Hubspot (20k Training Component) 35,000.00 42,639.00 

TOTAL 625,000.00 341,332.00 



Additional Programs



Jack Rabbit

Launched September 2014

◦ April – August 2015 – 13,000 Searches

◦ Search – Referral Ratio 50%

◦ 352 Listings – 90 Reservation system (Partner Interface)

◦ Average 18 referrals per operator

◦ 233 highest – only 5 have 0 referrals

September 2014 vs September 2015

◦ 2014 ~ 1,857 (63% ratio) vs 2015 2,372 (52% ratio)



Spring Fuel and Fun

Package Registrations
◦ 404 packages vs. 278 in 2014

Voucher Redemption
◦ 55% vs. 54% in 2014

Operator Participation
◦ 162 vs. 148 in 2014

Survey
◦ 120/379 (32%) first visit

◦ 325/379 (86%) pre-planned

78%

7%

2%

4%

9%

REGISTRATION

Muskoka Almaguin Algonquin

Loring Restoule Parry Sound



Partnerships

• Resorts of Ontario

• MTMA – Entertainment

• Seguin FAM Trip

• Santa’s Village Beyond

• Loring Restoule

• REDAC – Roles and Responsibilities

• Muskoka Beer Festival

• IRON Man Muskoka

• Town of Bracebridge, What's Cooking



Northern Tourism Marketing Strategy

• OTMPC will be leading a “refresh” of the existing Northern Tourism Marketing strategy in collaboration with 
Tourism Northern Ontario (RTO13) and Explorers Edge (RTO12) .

OTMPC Northern Theme Campaign “ Explore the Possibilities”

• OTMPC is moving forward with planning for the Northern Campaign moving away from a printed magazine 
and focuses on a content distribution and engagement strategy. Program details and partnership 
opportunities will be provided shortly.

Group of Seven

 OTMPC will be working on a Group of Seven summit to build on the work undertaken by Tourism Northern 
Ontario , Explorers Edge, the Art Gallery of Ontario, McMichael Canadian Collection, Ontario Parks to name a 
few, with the goal of positioning the iconic Group of Seven for 2017 with a partnered communication and 
marketing strategy.

Ontario Tourism Marketing Partnership
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Google Ad Words Strategy



Our Marketing Strategy
Attract “searchers” and “discoverers”

Discoverers don’t have us in their travel decision consideration set:

◦ They are targeted with outbound - or content – marketing

◦ We use Facebook/other platforms to push content, as well as SEM

◦ Accounts for 90% of our budget

Searchers may have us in their travel decision consideration set: 

◦ They are targeted using SEM

◦ Accounts for 10% of our budget



Our SEM Strategy

Buy “generic” terms that indicate intentions for travel in Ontario

Buy specific geographic terms covering the entire RTO 12 region

We do NOT buy specific operators



SEM Results (Calendar YTD)

•We have generated 49,599 paid clicks 

• cost of $1.69 per click

•869 different keyword combinations drive these clicks

•Top ten keywords do not include geographic terms. 

• They account for 43% of all clicks

•Top terms include “cottage rentals”

• these are people we want to divert to operator accommodation



Terms Including “Muskoka”

Terms with the word “Muskoka” 

account for just 9% of total paid clicks

This represents less than 1% of total site 

traffic



Organic Search Terms Analysis
10% of ExplorersEdge.ca traffic is organic:

◦ 90% of that traffic comes from just 20 search terms

◦ None include “Muskoka”

◦ One operator included in top 20

80% of DiscoverMuskoka.ca traffic is organic:

◦ 93% of organic traffic comes from just 20 search terms

◦ 82% of that traffic is driven by keywords with the term  

“Muskoka”

◦ Several operators included in top 20



Why Do You Sometimes See Our Ads When 
Searching Specific Operators?

We do buy terms like “Cottage Resort”, “Summer Cottage Resort”, "Winter Cottage Resort”, “Resorts” 
and “Cottages” 

Google looks at these terms and the ads we run and then shows our ads for those terms as well as 
similar ones that Google thinks is relevant

Since "Beauview Cottage Resort was very similar to "Cottage Resort",  Google may serve up the ad  

We could tweak our buy to include operators as “negative keywords”, meaning that we would never 
show an ad for those operators:

◦ This may - or may not be - desirable to operators depending on the strength of their web presence



RTO Competitive Landscape



Why We Did This Analysis

Understanding the activities of our RTO competitors is essential to the 

development/maintenance of effective marketing strategy for RTO 12

Objective of this analysis is to provide a snapshot of the marketing activities of the 12 other 

RTOs operating in Ontario, and to compare RTO 12’s position against them



Funding/Economic 
Impact Analysis



Average overnight visitor spends

3 nights in the RTO 12 and $944

Just under 4.5 million person 

visits to RTO 12 in 2012



1,750 tourism-related businesses in RTO 12

Tourism represents 9% of GDP

MTCS funding/point of GDP is the lowest of all
RTOs





Regional Occupancy



explorersedge.ca will 
achieve, at minimum,  
800K visits this fiscal year

Compared to OTMPC we 
achieve 40% of their total 
volume of traffic for just 3% 
of the spend
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On the Horizon



From Consumer Insight Research by TNS

◦ To stimulate growth “identify new segments and 
geographic markets for expansion” (NEW MARKETS)

◦ Reality is that all the RTOs are going for same low 
lying fruit

◦ Can’t rely on OTMPC or CTC to bring international 
visitors to our region

◦ How do we target international visitors and make an 
impact with a small budget?



UK / United States Targeting Strategy
•Test branded content strategy in UK / US markets where language barriers do not exist and do not 

require translation

•Don’t target entire nations (we don’t have the budget)

•Leverage 150th Birthday of Canada to target UK and US ex-pats living in those countries 

•HOOK – contest to evoke national pride in ex-pats to have them be motivated Ambassadors of the 

great Canadian wilderness (just north of Toronto)

•“Canada: Find out for yourself my friend!” (nominate someone to win a trip to Canada for 150th b’day)

•Promote this as a branded regional destination like Provence is a branded destination in France



Key Components (Business Development)

•Itineraries created by 3rd party

•Package development 

•Content marketing

•Contest

•Lead nurturing with newsletter sign up and HubSpot segmentation

•Partnership being proposed with FedNor



Porter Airlines

•2014-2017 DDP identified significant partnerships to bring greater volumes of visitors to the region

• including potentially an airline

•Ongoing and recognized need make the Muskoka Airport economically viable

•Potential for business development into the Muskoka Airport with Porter Airlines

•Thursday – Monday packages to promote longer stays and to not compete with their other busy weekend routes

•Test pilot for a summer season - Solves summer weekend traffic congestion challenge

•Meeting in October between Porter Airlines, Explorers’ Edge (representing tourism stakeholders) and the District 

of Muskoka



Regional / Provincial Alignment
RTO Outreach
• Muskoka Tourism Marketing Agency, Economic Developers, Chamber 

Managers

• Partnership Funding & Planning Alignment

RTO Planning
• October – Board Planning

• November – Tourism Town Halls

• December – Board Review

• January – MTCS Submission



Round Table



Questions 


