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• PRIMARY: (1) “ONTARIO EXPLORERS” 

• Approximate size: 1,914,481 

• Interested in Explorers’ Edge region:   87% or 1,665,598 people 

• Description: Travelers who already like to travel in Ontario, they have discretionary money 

to spend, are “travelers not tourists”. This segment represents the greatest opportunity to 

convert to visitors to this area and to thereby increase receipts across the region. 

 

Target: 







• Facebook App 

• Consumer tab – the consumer tab hosts the summer promotion.  

Everything we do drives to this page with the single objective of driving a 

Facebook like.  The contest is designed to optimize Facebook sharing – all 

actions will have an associated share component.    

• Operator promotion tab – allowing operators to promote their business 

with their individual promotions. These will also be shared on Facebook. 

• Facebook Media Buy – The media buy will be targeted to our primary audience 

and will drive traffic to the Facebook app. 

• Media Buy – driving traffic to the Facebook app. 

• POS (point-of-sale) – a tactic we need operators to embrace.  We’ll provide 

operators with marketing materials that help support our summer marketing 

strategy.   

Role of Tactics: 



Concept  

Win Four Seasons of Adventure 
Please note these are linears and not final creative 

• Facebook Consumer Tab 



Concept 

Win Four Seasons of Adventure 
Please note these are linears and not final creative 

• Online Banners and Facebook media 



Concept 

Win Four Seasons of Adventure 
Please note these are linears and not final creative 

• POS – take one and tent card to be displayed at the cash register.  We’d also 

like to write a few bullets points for operator staff to use in conversation with 

consumers to help drive conversion. 


