
Marketing Update
• 2020-2021 key takeaways
• Pandemic-induced traveler intentions/research
• New segments
• New(ish) consumer brand
• New website launch
• Business listings / sub-regional websites
• Content marketing machine re-boot
• Packages & Itineraries (TICO)
• Lead nurturing re-boot (hyper local/domestic/international)
• Additional assets: Golf Muskoka, Bike Cottage Country, Cottage Country Beer Trail
• Upcoming: 

• Paddle Prattle / “I’ve Always Wanted To…”
• Business Case for Passenger Rail Tourism



Fiscal 2020-2021 Highlights

• The Year of Stop & Go

• Retention strategies on social assets

• New market – hyper local – and crisis communication

• Operator training and social audit (test)

• Cottage Country Spirit 

• Wolf Howl Zoom – testing Zoom for product promo



Research / Segments



New(ish) Consumer Brand

• Explorers’ Edge becomes 
consumer-facing corporate brand

• Updating / merging of social assets



New Website

• GreatCanadianWilderness.com (.ca)

• Launches week of June 28

• Packages & Itineraries / booking 
functionality 

• Potential for global OTA network to 
promote



Features

• Updated filters



Features

• Search by tags



Features

• Improved mobile responsiveness



Features

• Free Business Listings

• Sub-regional referrals to multiple 
entities to ensure level playing field



Lead Nurturing

• Content marketing machine re-boot / KTAs

• Packages & Itineraries (TICO)

• Lead nurturing re-boot (hyper 
local/domestic/international/interests 
segmented)

• Establish pandemic benchmarks

• Extremely detailed exploration of region by 
content developers



Additional Product Assets

• BikeCottageCountry.ca

• CottageCountryBeerTrail.ca

• GolfMuskoka.com

• Taskforce Recovery Report “trails”



Upcoming

• Paddle Prattle (canoe/SUP/sea 
kayak/safety)

• “I’ve Always Wanted To…” Contest

• Detailed KPIs (Peter) / final budget

• Overall plan can be found in the BOP

• Business Case for Passenger Rail 
Tourism

• Business Barometer 



Questions


