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To develop a profitable and thriving tourism 

industry in the region

Explorers’ Edge Mission



Leverage strategic collaborations to develop 
strategies, programs and communications to 
significantly increase the volume of visitors to the 
region.

Use strategy and process as guiding beacons to 
ensure the success of the organizations and its 
initiatives.

Guiding Principles



Build new audiences

Change perception of the region as a summer 
only destination

Engage multiple operators in every initiative

Increase four season business

Leverage significant strategic partnerships

Operating Principles



Year in Review



 Research Tracking and Measurement

 Tourism Operator Relations (Partnership Allocation)

 Marketing

 Transacting

 Community Relations

 Governance

 Executive 

Committee Structure 



Chair Curt Dunlop

Research Committee



 Provincial Statistics

 Canadian Travel Survey and OTMPC Consumer Segmentation

 Brand Health Study

 Previous 2013 & 2014

 2016 Analysis Currently Underway

 500 consumer sample size 

Research, Tracking & Measurement



 Annual Report

 Accommodation operators saw an increase in occupancy during 
the first three quarters of 4.8%, compared to Ontario overall, where 
operators saw a 1.8% increase

 Attraction operators saw an increase in business of 23% over F2014

 Golf operators in the region recorded an increase in rounds played 
of 27%

 Regional provincial parks welcomed 10% more day use visitors and 

12% more overnight visitors

 Weather
 Warmest Winters in Years

 Canadian Dollar

 Benefited the RTO – kept Canadians from travelling to the US

Tourism Indicator Framework



Chair Jeff Suddaby

Tourism Operator Relations



 Stakeholder & Industry Outreach

Workforce Development Program(s)

 Partnership Allocation

 Product Development Programs

Tourism Operator Relations



Outreach 
 Tyler Francis – 180 operator site visits

 Membership – 126 members 

 Website, LinkedIn, Twitter & Newsletter

 Industry Quarterly Updates
 Strategic Framework

 Visitor Exit Survey 

 Fuel and Fun

 Commercial Air Service

 Parry Sound Tourism Summit / Roles and Responsibilities

Stakeholder / Industry Outreach



 Presentations 

 Intro to Content Marketing at the Parry Sound Digital Event 

 Redefining Resourcefulness for Federation of Northern Ontario Municipalities

 Loring Restoule AGM and District Local Service Board

 The Making of A Mobile Art Gallery – Parry Sound

 Almaguin Highlands Arts Council

Stakeholder / Industry Outreach



 “Ask Me Anything” Sessions

1. Golf Marketing – ONCOR Solutions

2. Webooook – Andrew Ryeland Bear Claw Tours

3. Periscope – Gord Bell Beauview Cottage 

Resort

4. Celebrate Ontario – Laura Hernando MTCS

5. Google Analytics - Tony Palermo

6. Public Relations and Earned Media - Stephen 

Murdoch, Enterprise Canada

Workforce Development



 Self Guided Mobile Tours – targeting “Connected 

Explorers” and responding to increasingly mobile 

world

 Continuing with www.go7murals.ca as the 

template

 Craft Beer Trail - OCTA contracted for experiences 

inventory and to determine business alignment. 

 Expanded scope of original project because of 

RTO11 involvement

Product Development

http://www.go7murals.ca/


 Brand this region as a cycling destination not just a list of routes or establishments that 

are bike-friendly

 Brand positioning: “Tour, Train & Trek – all year long”

 Routes recommended by bike shops and other cycling organizations

 Uses Map My Ride functionality for routes

 Moving forward: develop group rides between properties

 Align with provincial cycling strategy and vision of new Minister (McMahon)

www.bikecottagecountry.ca



 Search by activity (Tour, Train or 
Trek)or by sub-region

WP functionality to allow for 
content marketing via EE social

www.bikecottagecountry.ca



 Bannikin Travel/Birchbark Media/Kevin 
Callan (a.k.a. The Happy Camper) 

1) conduct outreach to paddling stakeholders

2) create an inventory of paddling experiences 
and routes (based on skill levels and sub-regional 
offerings) and 

3) Make strategic marketing recommendations for 
marketing this region as a “gateway paddling 
experience” for canoe, kayak and SUP

Paddling Inventory



Guided excursions

Where to learn

 Participatory competitions

 Events

 Routes

Outfitter info and offerings

Inventory Includes:



 18 Partnership Projects 

 $108,000 Leveraged

 Partnerships encompassed multiple stakeholders

 Chambers, DMOs, Municipalities, Not-For Profit, Local Service Boards, District 

Governing Bodies

 Content Marketing 

 Event Marketing

 Familiarization Tours

 Research

 Strategy

Partnership Program



Content Marketing



Ten is a suite of self-assessment tools, group learning and personalized 
coaching opportunities.

 Operators

 Ten Essentials of Successful Travel Products & Experiences

 Visitor Appeal Assessment Tool

 Fast Track to Success

 Communities and Destinations

 Ten Essentials of Successful Touring Routes

 Community Tourism Assessment Index

 Case Studies

Tourism Excellence North - TEN



 TEN coordinator recruited November, 2015

 Four self-assessment tools for operators and communities were 

completed, translated into French and posted on website

 Interim website giving access to self-assessment tools, program 

information, calendar and communications was established

Tourism Excellence North



 District of Muskoka & Town of Gravenhurst

 InterVISTAS examined the potential to 
obtain security screening at Muskoka 
Regional Airport with the eventual end 
objective to be able to introduce 
commercial air service into the airport. 

 Coordination of outreach, 
communication and project oversight.

Commercial Air Service



 The RTO formed a working relationship with the Town of 

Parry Sound and surrounding Municipalities to better 

understand and ascertain information as it relates to the 

roles and responsibilities of tourism stakeholders in Parry 

Sound

 Eight key areas were identified as tourism focus aspects:

 Investment attraction

 Training and development

 Product/experience development

 Visitor services and signage

 Community engagement

 Marketing

 Motor coach/sports tourism and meetings/conferences

 Research and planning

Parry Sound Tourism Summit 



One year stewardship of AHIC 
website that was funded by FEDNOR

 Enhancements and branding 
implemented for content marketing 
capabilities

Grew FB from 87 to over 500 fans

All tourism operators get a business 
listing (was membership based 
previously) 

Almaguin Highlands Tourism



 Muskoka Beer Festival

 Arrowhead Ski Club

 Town of Bracebridge – What's 
Cooking Bracebridge

 Town of Huntsville – IronMan

 Muskoka Boat and Heritage 
Centre

 Bracebridge BIA – Fire and Ice

 Parry Sound Chamber of 
Commerce – Not Dead Yet Fest

 District of Muskoka & Town of 
Gravenhurst

 Johnston’s Cranberry Marsh –
Ice Trail

 Town of Parry Sound

 RTO13, FedNor, NOHFC

 Resorts of Ontario

 MTMA Corporate Travel

 MTMA Entertainment

 MTMA Winter 

 Seguin Valley Golf and Country 
Club

 Beyond – Santa’s Village

 Loring Restoule Business 
Association

Partnership Allocation



Chair Hilary Chambers

Marketing Committee



 Site visits were 25% over plan, up 28% over 2014

 Referrals to third party sites were 50% over plan & up 289% over 2014

 Facebook followers broke 100K 

 Email leads acquired was 101% of target, and up 285% over 2014

 Google searches for the sub-regions up 29% over 2014

Key Performance Indicators for 2015



 Sept 2011 – March 2012 – 36K 

 April 2012 – March 2013 – 120K 

 April 2013 – March 2014 – 298K

 April 2014 – March 2015 – 690K

 April 2015 – March 2016 – 882K

The Evolution of ExplorersEdge.ca
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www.explorersedge.ca website analytics



 Facebook continues to be the most cost-effective traffic generator:

 Facebook was 72 % of total traffic this year, versus 52% in 2014

 Other traffic acquisition methods were tested this year, including 

Programmatic Native, FB Exchange and Instagram – none came 

close to the performance of Facebook

Where’s The Traffic Coming From



 Referrals up 289% in 2015, totaling 225,000 outbound clicks

 19K+ referrals to Jack Rabbit booking widget

 Overall referral rate in 2015 was 25 clicks per 100 visits, versus 16 in 

2014 (up 63%)

 Of paid sources, Facebook is the most effective, generating referrals 

at cost that is less than half that of Google CPC

Referral Performance



The Explorers’ Edge Page is now the 23rd biggest in 

the country.

Facebook Performance



Hubspot lead nurturing software fully implemented by the 

third quarter of F2015

 4,033 leads acquired, versus 1,400 in 2014

 Launched persona segmentation (6)

 This effort yielded almost 2,700 segmented leads

 Open rates were almost 54% higher than in 2014, while click rates 

were 150% higher

Lead Nurturing 



 Twitter account grew by 1,099 to finish year with 4,433 followers:

 The account achieved almost 300K Tweet impressions and over 

11K profile visits with no advertising support

 Instagram account grew by almost 300% in 2015 to 1,337 followers:

 Posts have an average engagement rate of almost 5% over the 

past 3 months

Other Social Platforms



Google Organic Search Performance

Keyword 2015 2014 Change

Algonquin Park 33,100.00 27,100.00 22%

Muskoka 18,100.00 12,100.00 50%

Parry Sound 8,100.00 6,600.00 23%

Almaguin Highlands 320.00 260.00 23%

Restoule 390.00 320.00 22%



Media / PR Program



 4-season deployment of multiple photographers to replenish 
the image bank

 Partnership with OTMPC Northern for fishing video and photos

Image Bank



 Enterprise Canada

 Leverage the upcoming Canada 150th

marketing thrust to target ex-pats; turn 
them into roving ambassadors for 
Canada and for the quintessential 
Canadian wilderness experience that is 
offered here

Development of U.S. / U.K. Strategy



 Target CTC EQ segments – Authentic Experiencers and 
Free Spirits

 Based on rational routes, on sub-regional considerations, 
market-readiness, alignment with product and branding

 100 survey responses to date

Currently being developed

Package & Itinerary Development



Chair Jerry Feltis

Transacting Committee



 Explorers’ Edge

 Searches ~ 2015: 34,733

 Search – Referral Ratio: 38% 

MTMA

 Searches ~ 2015: 21,682

 Search – Referral Ratio: 75% 

Golf Muskoka

 Searches ~ 2015: 1,110 

 Search – Referral Ratio: 29% (480 referrals)

Jack Rabbit



 Spring Fuel & 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

 Fall Fuel & Fun

 Package Registrations - 456

 Voucher Redemption – 35% 

 Operator Participation –180 vs 156 in 2014

 Survey:  120/402 (33%) first visit 

 325/402 (85%) pre-planned

Fuel and Fun



Chair Esa Paltanen

Community Relations 

Committee



Operational Plan Feedback and Insight 

 Partnership Allocation Alignment – Festivals & Events

Ontario Trillium Foundation – New Funding Program

 Tourism Excellence North (TEN)

Community Relations Committee 



Chair Anthony Rizzo

Governance Committee



Director on-boarding

Operational Plan 2015 – 2016

Director Skills Matrix 

Nomination Process

Committee terms of reference review & update

Governance Committee



 Governance

 Community Relations 

 Research Tracking and Measurement

 Tourism Operator Relations (Partnership Allocation)

 Marketing

 Transacting

 Executive

 Ad Hoc (Workforce, HR & Nomination)

Committee Structure



Tourism Advisor Laura Hernando

MTCS
Ministry of Tourism Culture and Sport



Accountability to the Province

Five Pillars

Governance

 Investment Attraction

Workforce Development

 Product Development

Marketing



 Proactive Investment Approach for Economic Growth 

 Deliver on the Attractions Study to Target New Investment 

 Collaborate with Municipal and Economic Development Partners to Grow Tourism 

 Working Together to Support Workforce Development in the Tourism Industry 

 Improve Marketing Alignment for Better Results 

 Host an Annual Minister's Forum to Promote Government-Industry Collaboration

 Review Ministry Tourism Funding Programs to Enhance Program Outcomes 

 Explore Opportunities for Multicultural, Francophone and Indigenous-led Tourism 

 Working Together to Improve the Business Climate for Tourism - Reduce Regulatory 
Burdens 

 New Approach to Data Collection to Improve Data Quality and Availability 

 Establish a Tourism Research Community of Practice to Improve Sharing of Data 

 Enhance the Tourism Regional Economic Impact Model (TREIM) 

Ontario’s Tourism Action Plan

12 Action Items



2015 - 2016



Guiding Beacon of Process and Strategy

Committee Structure 

Continued Industry Outreach

Community Relations 

 Research

 Transacting

Moving Forward



Continue Benchmark Content Marketing

 Lead Nurturing (HubSpot)

US & UK

 Package and Itinerary Development 

Moving Forward – Marketing Priorities



 Peter Coish – Kuration

 Stephen Murdoch – Enterprise Canada
 Lisette Gelinas – Sweet Strategies

 Nuku Kolmar – Better Art Direction & Design

 Virginia Hastings – Starshine Video Productions

 Scott Adams – Birchbark Media

 Kevin Callan – The Happy Camper

 Kim Knight – Studio Web Design

 Jason Rosewell – Linkhouse Media

 Samuel Benistry – Viuu Development
 Marilyn De Lang Communications

 Brandy Harris – Harris Gingrich

 Jill Dickens – Bannikin Travel

 Solomon Wong / Paul Tambeau – InterVistas

 Andrew Smellie – Smellies’ Print House

 Greg Klassen & Oliver Martin – Twenty31
 Adrienne Goldman Book Keeping

 Freelance writers & photographers 



James Murphy
Executive Director, Explorers’ Edge

3 Taylor Road

Bracebridge, ON P1L 1S6

james@explorersedge.ca

www.rto12.ca ~ www.explorersedge.ca


