
Explorers’ Edge Onboarding
Marketing, Product Development and Regenerative Travel Agency

Session Three



• Marketing
• Investment Attraction
• Workforce Development 
• Product Development 
• Partnership
• Governance

Different % depending on annual focus



• Change perceptions of the region as a summer-only destination for cottagers

• Develop new audiences for the region “discoverers”

• Build shoulder seasons (and change perception we are closed after Labour Day)

• Engage multiple operators in each initiative (“float all boats”)

• Primary objective is visitation to the website (brochure) 

• Secondary objective is referrals to operators

• TIMELY RESEARCH IS KEY

Overall Objectives



Brand Development 2011



• Multiple websites based on finite demand generators

• One-off ads in print mostly

• No strategy

• Industry-centric demands for advertising

• Changing federal and provincial ministry strategies YOY



• Time-consuming

• Expensive

• Spike in website visitation during campaign only (Google Analytics)

• Could not afford provincial or federal programs (no alignment either)

• No marketing strategy

Seasonal Campaigns: 2012 - 2014



Seasonal Campaigns: 2012 - 2015



Seasonal Campaigns: 2012 - 2015



2015 Marketing Strategy

• Brand positioning (quintessential wilderness experience just north of Toronto)

• Segmentation and target markets (“Ontario Explorers” – 9 million in GTA)

• Content Marketing

• Lead nurturing (newsletter sign up, segmented email marketing)

• DISPERSION DISPERSION DISPERSION
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March 2016

May 2016

• Corresponding increase in visitation and spend
• Highest per capita (property) spend in the province





Additional testing annually

• Twitter
• Instagram
• Pinterest
• Google +
• TikTok



2017: Canada 150

• Targeted ex-pats
• 1,300 user-generated stories
• 7,000 international leads in 5 weeks



• Attract international visitors for higher yield

• Product Development Framework – establishment of the “KTAs”



2018



Positioning 2018-2019

Designated Marketing Areas



2019





2020-2022: Pandemic



2020-2022: Pandemic



2020-2022: Pandemic



2020-2022: Pandemic



2020-2021: Pandemic



2021-2022



Product Development

• Content development/promotional 
support

• Partnership Investment 
• Self-Guided Mobile Tours (online 

trails/content sites)
• Product Development Framework 

(KTAs)
• Video and Photo Assets
• Packages



Product Development



Product Development: Packages/Transacting



Product Development: Packages/Transacting

• Regenerative Travel Agency: Social Enterprise
• TICO License
• Higher Yield Visitors
• Dispersion across the region to benefit multiple operators
• Administrative service
• Additional cost per person for revenue generation for regenerative programs
• Four-seasons travel



Questions?
Email James@explorersedge.ca  


