Marketing Committee

MARCH 27, 2014




Agenda

*Review of Current Objectives & 3 Year Strategy
* Guides upcoming year

*Organizational Output this Winter

*Ministry of Tourism Culture and Sport — New Reporting Requirements
* Logic Model

* 8 Provincial Performance Measurements

* Internal Infrastructure
e Organizational restructuring

* Next Steps




Current Objectives

Fall 2013 & Winter 2014

The primary objective was to drive “qualified” prospects to ExplorersEdge.ca

Subsidiary objectives:
=" Drive engagement with the content on EE.ca

= Drive visitors onwards to operator websites




3 Year Strategy

* Ontario Explorer
* OTMPC Segment Research — Connected Explorer
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Marketing Implications

WIN THE WIN-ABLE: The primary task is not to convince the target to take a holiday in Ontario, but to get Explorers’ Edge in their
consideration set:

eThat means we need to get our message in front of the audience as they are searching for Ontario vacation options (usually online)
BUILD THE SHOULDER SEASONS: Fall/Winter represents the greatest opportunity for net new visits to Explorers’ Edge

I:_Sdur)nmer represents a cross-sell opportunity, both within the season/cross seasons. Sell short fall/winter trips (i.e., take a break, ditch the
ids

MARKET KEY FEATURES to sell Explorers’ Edge (incredible nature, relaxation and proximity)

*\We need to redefine “relaxation” in the context of Naturally Adventurous

MARKET TO TORONTO and the GTA:

eSpeak in empathetic terms, and in their language (see Newfoundland advertising)

FOCUS IS CRITICAL in an expensive media market with a limited media budget (we cannot be all things to all people)

CROSS-SELL HEAVILY: this is a key component of operator participation
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https://www.youtube.com/watch?v=W_BdJIQ7Q6M&feature=youtu.be
https://www.youtube.com/watch?v=W_BdJIQ7Q6M&feature=youtu.be

Organizational Output

Industry Collaboration
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https://www.youtube.com/watch?feature=share&list=UUVBD2a1uUkhX18B1WVcddzQ&v=qy-z5221BkY&index=1&app=desktop
https://www.youtube.com/watch?feature=share&list=UUVBD2a1uUkhX18B1WVcddzQ&v=qy-z5221BkY&index=1&app=desktop

Organizational Output

Partnership Funds

o Muskoka Tourism, Chambers of Commerce, Golf Muskoka, Resorts of North Muskoka etc.

Transacting Committee

° Fuel and Fun
° Online Referral and Booking System (Website, Mobile, Facebook)




Ministry of Tourism Culture and Sport

* Logic Model

* Qutcomes — Outputs — Activities (Current & Potential)

* Performance Indicators — Marketing
* Increase the percentage of RTO’s aided brand awareness (OTMPC Research)

* Increase in the return on investment (ROI) of RTO marketing campaign investments (e.g. increase
in overnight and day trips, incremental visitor spending generated) (RTU Selecting pilot RTO’s)

* Change in output measures including leveraged marketing from partners (Partnership Fund) and
earned media (PR Strategy), web analytics (Internal) and online bookings (Transacting Committee)

if applicable.




Logic Model/Destination Development
Plan Alignment

Create a regional identity that is supportive of RTO12 businesses

o Additionally helping to develop sub-regional identities

Continue to develop content marketing
Marketing campaigns aimed at the GTA in particular (as per OTMPC research recommendations)

Develop and promote product (including routes, trails, etc.)




Renewed Internal Infrastructure

2 new hires
o Communications Coordinator

o Tourism Operator Relations Liaison

Agency Contract Ending
° Project Manager

o Strategist (media channels, creative marketing)




Next Steps

= Winter wrap report
" Development of new marketing campaign(s) for upcoming year

= “Top priorities” feedback from the Marketing Committee (survey)




Marketing and Promotion

Marketing & Social Media 626,000
Image Bank 12,000
Media/PR 21,000
Transacting 150,000

Product Development and Innovation

Product Development Fund 35,000




Questions




