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Strategy

2014/2017 Strategy & 2014/2015 Operational Plan

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

Branded ek Website
Content & Enhancement
SE Marketing




New Website Launched
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Showcases content for
“Discoverers”

Not many nations can claim an entire seasonasa
cultural tradition - but we can. This winter, head to

the great Canadian wilderness just north of Toronto
and discover why the snowy season in Ontario is the
most beautiful of all.
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Content Marketing Launched

140 stories published to
the Explorers’ Edge blog

Supported with 862
Facebook posts
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Cycling On A Lake: Winter Fat Biking on
Georgian Bay

ry Katu in Attractisns, Outdoor Advantares = My 29, 2018
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«  Writer and outd: husiast Dawn Huddl heads to Parry Sponsored by Explorer's Edge
Sound to discover first-hand what winter biking is all about.

Tis the Season for Fat Biking

1 O 2 cremp, Diue-sky Manday, my fricnd Alex and | met Foter &
Parkinsons, 2t Parry Sound Bikes 1o kegin an unior
Georglan Bay. Parry Sound Bikes owner Nepsha MU
facbikes. Ther
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N 50t UsUp with KHS 4 won 1000
r-inchmds tires wih hasvy duty tread looked like tney could scale juse

Slap super wide tires on a four season bike and you're ready
to take on a Georgian Bay winter,

After a quick primer on goars {nos much cifferent tan a mountain bike), Braking {rarcy

necdod 25 snow provides a wonderful, natural brake system) and trakl coguetto TeouS,
stay off tracs £ro5s-country skl trall wazch cut for snowmobiies and skiers), we packed
up the bikes ort drive ta she trall head.




Business Objectives for 2014/2015

1. Drive 450,000 site visits to ExplorersEdge.ca — 50%
increase over previous fiscal year

2. Increase outbound links to operator websites by
100% over previous fiscal year — 100,000K
outbound links




A Record Year for Site Traffic

ExplorersEdge.ca Weekly Site Traffic
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A Record Year for Referrals

107K referrals from
EE.ca to third party sites
Up 144%

The referral rate has
increased over 30%
since the launch of the
re-designed website
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A Record Year for Organic Traffic

Explorersedge.ca Weekly Organic Traffic

Searchers were Bt ooty 201 vt
16% of all traffic N

1 5Inuu J \
103K page views | /)
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Top 10 Blog posts D — / 7\
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We're Hitting Our Key Target Market

. <5 Age of Site Visitors Consistent
Ontario EXp'Ol'el'S Travel all around Ontario - destination with Ontario Explorers Target

proximity is less important to them. Love outdoor activities in
the summer.

‘ A&+
Love to explore and :
try new things, Even
a Casino visit is not

out of the question, ‘ ’

Avid downhill skiers in the

Well educated - 7534
Go online to plan 62% have
their vacations - undergraduate 1
69% visit a region's degree or higher.
website. 18-24

Have families - 63% 0% B 10% 1B% 20% 25% 30%W 35X 40% J45% 50%

0/ have kids.
3%

Value a relaxing
environment with
“incredible nature”

Gender of Site Visitors Consistent

when choosing a with Ontario Explorers Target
vacation, . Have taken summer
o holidays in Mels
-~ 60 o/o Explorer’s Edge and
50 o/o s hold favourable
v opinions of it,
50% have Femgle
household incomes Skews late-30s/early 40s skew ~
greater than $100K 60% are 35 to 54 years old,

0% 10% 0% 30% 40% 5O 11 0%




Mobile Has Become Our “First Screen”

Mobile accounts Mobile Continues to Eclipse Desktop Traffic
for 64% of all R
traffic
ﬁ sox
Apple iPhone .
accounts for :
38% of all N
mobile traffic O ——Desktop  ===Mobile
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Content Drives Massive Engagement

The Ice Trail at Arrowhead Provincial

Top 25 posts Pk
drove almost 40%
of all page views
and 40% of all

Top Ten Amazing Places Announced
by Alex Pace in News on March 1, 2015

organic traffic T ——

north of H lle, the Ice Tri
wind through the East River ¢

92 K page vi ews Y unique trail is a fantastic ac(-
. . 2 .8 m i n utes o n site The Georgian Bay Biosphere Reserve annourlcevd ::::r[:':‘z :::l::::;;n:(‘
Time on site for 83% organic 62K page views

.. 1.7 minutes on site
blog visitors 3X 0% organic
that of average

for site

21K page views
4.1 minutes on site
10% organic




Facebook is Most Effective Traffic Driver

Paid sources account for 75%
of total visits to site

Facebook accounted for 70%
of PAID traffic but only 51%
of the total spending

Google CPC and
Programmatic Native deliver
highest quality paid traffic

Spending by Platform 2014

Percent of Total Spending versus Percent of Visits

Twitter b

Total spending: $360K
Taboola
Programmati
c Native
Google/CPC F
Facebook _

0% 10% 20% 30% 40% 50% 60% 70% 80%

® Total Spending = Visits



Our FB Page is the Now Third Largest

Of Ontario tourism organizations, EE Explorers’ Edge Facebook Page Fan
page with 67K Fans is third largest, just B?Mro?t:]’,\’;[&
behind OTMPC with 212K Fans and 70,000
Tourism Toronto with 102K Fans
65,000
We added 9K Fans, 38% growth rate 60,000

Top 10 Facebook posts reached over 2.1 55,000
million Facebook users and generated

: 50,000 -
over 75,000 actions
45,000
Engagement rate for Facebook posts
was 4%, 7.5X the average for posts 40,000 ' '
’ S A TN OKRK AN O R L&
made by Pages on Facebook SRR W FFEE ¥ EY




Organic Traffic Top Referrals Generator

Total of 107K referrals to third party Referral Rate by Traffic Source
. As Percentage of Total Visits
sites from Explorersedge.ca
otrer |
Average referral rate is 16% Twitter |GG
Taboola [N
Organic, Google CPC and Programmatic Native [ R NRGRGG
Programmatic Native have the ]
highest referral rates Organic __
Google CPC | EEGEG—
Facebook F
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Google AdWords Drives Accommodation Seekers

Total investment of $135K drove Organic Traffic by Week
April to February, 2013 -2014

87K visits 9.000

8,000
Average CPC in 2014 was $1.55, 7.000
19% higher than in 2013 5.000
due to increased competition for ’
keywords 2,000

4,000

3,000
59% of traffic from Google 2 000 -
AdWords went to pages relating 1000 -
to accommodations
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0?2013 e==?2014



Email is an Untapped Opportunity

, Newsletter Open/Click Rates by Email, 2014
Explorers’ Edge newsletter _
subscriber list grew by 1,400 |
records to just under 6,000 names g S
- 34% growth rate in 2014 .
g
Average open rate of 31% versus 7
15% for the travel sector overall September |
Our click rate of 4.4% is twice the December
industry average of 2.2%
0.6% 5.6% 10.10% 15.10% 20.IO% 25.10% 30.0% 35.0%

Click Rate mOpen Rate



Additional Marketing Through Partnerships

The Weckend After Thanksgiving

BALA
CRANBERRY
FESTIVAL

1617 ¢ 182015

LEARN MONE

Bala Cranberry Festival

5 Facebook promoted
posts, content
distribution engine
placement and Google
AdWords. Program
delivered 144% of
projected site visits, for
16,870 sessions

Executed in May, 2014 to
build the audience for the
association’s Facebook
Page. Page likes increased
by 4,800 and drove
almost 9,000 visits to the
LRBA's new website.

MUSKOKA

Partnership focused on
branding and delivery of
more engaging online
content. Attendance was
up by about 20%, with
increases in both musher
and spectator counts.

THINGS 10 00 & SEE

Promotion of video and
blog content on social
media. Reach to date of
1,227,174 with 26,274
site visits and 57,868
video views

SNOW 490N TUN

1.8 2 Dog SkiHoring
Kid & Mutt Races

Discover Muskoka

Kearney Dog Sled Race




Jack Rabbit

345 accommodation listings:
e 15,000 referrals
* 44% Referral to Search Ratio

* 98% listings benefited with more
than 5 qualified referrals

6 attractions:

 Arrowhead Provincial Park, North
Ridge Ranch, Johnstons, Chocpaw,
Algonquin Adventure and Voyager

e 192 referrals since January 2015

N
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Ontario Tourism Marketing Partnership

= Traffic OTMPC
= Down 35% year over year THEMED CAMPAIGNS TOTAL REACH 4.95M

= 1,700 referrals (5 million print publications!)
= Leading in Time on Site overall
= 1,500 packages listed vs 8,000 packages

= Northern Ontario FSI

SUMMER - 36 PAGES FALL - 32 PAGES HOLIDAY - 12 PANELS  NORTHERN - 32 PAGES

= 100k MacLean's, OUR Canada, National Geographic Travell 2 5|V| 1 1M 540K 81OK

= Union Station — Cancelled OUSTENIHET oL SEKER AP O SCER B 01 UK E 9K
= Consumer Show — 80k Great American Outdoor Show - ™™
Harrisburg

= EE Paid Blog Post — Top Performing (Fuel & Fun to come)
= Ray Mears — OTMPC Landing Page — does not impact RTO12
= No mention of Algonquin Park



Ontario Tourism Marketing Partnership

* Traffic OTMPC: THEMED CAMPAIGNS TOTAL REACH 4.95M

* Down 35% year over year

1,700 referrals (5 million print publications!)
* Leading in Time on Site overall

* 1,500 packages listed vs 8,000 packages

SUMMER - 36 PAGES FALL - 32 PAGES HOLIDAY - 12 PANELS ~ NORTHERN - 32 PAGES

* Northern Ontario FSI: 2, 5|V| j 1|V| 540K 81OK

33 ,500 (EN), 24K (FR) 336K(EN) 28K (FR) N 500K (EN), 25K (FR) 0 030K(EN) 9K (FR)
U.S

100k MacLean's, OUR Canada, National Geograph & e
* Union Station — Cancelled

e Consumer Show — 80k Great American Outdoor Show - Harrisburg
* EE Paid Blog Post — Top Performing (Fuel & Fun to come)

* Ray Mears — OTMPC Landing Page — does not impact RTO12

* No mention of Algonquin Park



e A
P \ .
-
@)
N

Questions

o §
Y




2015 Marketing Recommendations




“Consumer-Centric Approach”

engaging “searching or discovering audiences”
through

Continue with leading edge social/mobile/content strategy

Branded eeas Direct
Content & Marketing
SE Marketing




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:

e 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




Content Marketing




2015 Marketing Objectives

* We focus at least one story per month on:

* Purchase decision criteria where EE is
perceived to be lacking
(proximity/accessibility, accommodations,

Content reinforces the
brand position:

cultural activities, attractions and The Great Canadian
dining/entertainment) Wilderness just North of
* Communities of interest/niches, such as Toronto

cyclists, motorsports enthusiasts, etc.




Primary Audience(s)

Primary Platform Role

Platform Content

Searchers & Discoverers

Organic and paid search, lead
capture/CRM, sales

Original long-form text and embedded video
content

Discoverers

Amplify blog and YouTube content to
reach people unaware of EE

Blog links and YouTube link posts, photo
posts, curated third party content

Yy

Searchers, Trade

Communicate "in-the-moment”
developments

EE news and promotions, especially those
of interest to travel trade

You([T)

Searchers & Discoverers

Educate and entertain, build SEO

EE news and promotions, especially those
of interest to prospects who already have
EE in their consideration set

Discoverers

Reinforce EE's brand position and

The best in photography from the region

Justoxawm create desire to visit
AN . . Participate in forums, add content to EE
Searchers Conversion to heads-in-beds ¥ .
, . destination page
tripadvisor

() . . EE news, offers and promotions targeted to

Searchers Conversion to heads-in-beds . P 8
the specific segment needs




Lead Nurturing




The Evolution of EE Marketing

* We have proved we can drive traffic to our website

* Now it’s time to focus on the “last mile” in the content marketing process -
converting site visitors into overnight visitors to the region

* “Lead nurturing” plays a critical role conversion:

* The process of building relationships with qualified prospects over the long
run with the goal of earning their business when they are ready to book




Lead Nurturing Program Objectives

1. To develop deeper engagement with site visitors and ultimately convert more
of them to “heads-on-beds”

2. To grow the list from two perspectives:
* List depth —acquire new subscribers

* List breadth — collect data on existing/new subscribers to expand our understanding of who

they are/their travel preferences




Program Components

* Building the database:

* Capture information from visitors to the website as well as to EE’s social media networks
using special offers via custom landing pages to encourage sign up

* Lead processing:

* Upon sign-up, we will ask the prospect a series of simple questions in order to assign them
based on interests to marketing segments

* Email marketing:
* Monthly email deployments

* We will no longer do one-size-fits-all marketing: Only segments for whom we have a
relevant message will receive an email, to a maximum of 6 emails per year



Operationalizing the Lead Nurturing Program

* Marketing automation software is key to an effective lead nurturing strategy:
* Segment prospects and prioritize them based on interests and engagement
* Easily create customized landing pages for email campaigns
* Automate the deployment of customized email based on prospect behaviour

* Manage content publication and track content interactions across online and social

platforms

* Integrate with lead management systems such as Highrise



Operationalizing the Lead Nurturing Program

HubSEHL

* We recommend HubSpot provide our marketing
automation solution:

Designed for small/medium sized businesses

Priced considerably lower than its main competitors

Scalable

Fully integrated solution without expensive add-ons

Optimizes for mobile

Tracks the lead all the way through the purchase loop

Expert services/consultation available at no additional
charge to ensure the software is being used effectively




RTO12 Additional Programs

TRANSACTING PRODUCT DEVELOPMENT

* Jack Rabbit Georgian Bay

* Muskoka Tourism Marketing Agency

Winter Non-Motorized

e Golf Muskoka

Paddling

* Package Development

Craft Beer and Wineries

* Spring Fuel and Fun

Cycling
* Fall Fuel and Fun
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2015 Marketing 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:

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



2015 / 2016 Marketing Budget

Social Media Advertising - Facebook Ads
Search Engine Marketing - Google Adwords
Content Promotion - Stack Adapt / Programmatic Native
OTMPC

Sub Total
Content Developent / Guest Authors
Promotions/Contests/Incentives
Creative Development
Project Mngmt (Facebook 15%)
Project Mngmt (Google 14%)
Project Mngmt (Stack Adapt / Programmatic Native 10%)
Monthly Retainer (54,000 x 12 months)
Tools - Social Listening / Subscription
Hubspot (20k Training Component)

Sub Total

Total

$271,000.00

$75,000.00
$60,000.00
$17,000.00

$25,000.00
$22,850.00
$10,000.00
$40,650.00
$10,500.00

$6,000.00
$48,000.00

$4,000.00
$35,000.00

$423,000.00

$202,000.00
$625,000.00
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