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OVERVIEW OF TOURISM INDUSTRY 

Overview of Tourism Industry 

• In 2015, there were 142 million visits in Ontario and these visitors spent $25.4 billion. 

• Tourism receipts reached $32.3 billion; generated $30.9 billion for Ontario’s GDP, 

• contributed $4.9 billion in provincial taxes and supported 388,954 jobs. 

• Tourism is Ontario’s 7th largest international export bringing to the province $9.1 billion 

• in foreign exchange. 

• Ontario is the largest travel destination in Canada. Ontario received 40.4% of all visitors to 

Canada and 37.1% of the country’s total visitor spending in 2015. 

• 59.6% of visitors came from the U.S., however they had the lowest expenditure per 

• person, and it is through the sheer volume of U.S. visitors that makes them #1 

• Chinese visitors are spending the most and staying the longest among international 

• visitors, spending around $2400 per person, and staying an average of 8.9 nights. 
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Tourism - Money talk$ 

 

2015 Visits (M) Spending ($B)  2015 Visits (M) Spending ($B)  2015 Visits (M) Spending ($B)  

Ontario 141.7 25.4 

Region 1 S.W. Ontario 12.5% (Of total) 7.7% (Of total) 

Region 2 Niagara 8.6% 8.0% 

Region 3 Hamilton 6.9% 3.0% 

Region 4 Waterloo 8.1% 4.8% 

Region 5 GTA 19.5% 30.2% 

Region 6 York/Durham 8.5% 4.0% 

Region 7 Simcoe/Georgian Bay 8.8% 6.2% 

Region 8 Kawarthas 4.3% 2.6% 

Region 9 South Eastern Ontario 6.5% 4.4% 

Region 10 Ottawa 6.4% 7.9% 

Region 11 Haliburton Highlands 4.0% 2.7% 

Region 12 Algonquin 2.9% 2.7% 

Region 13 A-C N. e/w Ontario 5.8% 6.9% 

 
2016-17 Regional Tourism Organization Funding Allocations 
 

Regional Tourism Organization Amount 

RTO 1 $1,914,307 

RTO2 $3,972,140 

RTO 3 $1,302,185 

RTO 4 $1,440,008 

RTO 5 $9,471,109 

RTO 6 $2,635,737 

RTO 7 $2,390,508 

RTO 8 $1,125,392 

RTO 9 $1,724,207 

RTO 10 $3,383,780 

RTO 11 $950,500 

RTO 12 $1,423,849 

RTO 13 (a,b,c,) $4,874,164 

Support for pan-regional/inter-regional activities $1,390,500 

TOTAL $37,998,386 
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Region 1: Southwest Ontario 

The southernmost tourism region in Ontario, and covers the area of land from the southernmost point of 

Ontario, to Grand Bend/ Lake Huron in the north, and Dunneville in the east. 

 

Economic Impact of Tourism in the region (2016) Visitor 
  

 

 

 

 

 

 

 

 

Region 1 has four major target customer segments: 

 

Cyclists - predominately male, aged 45-64, 100k+ household income, well educated, ecofriendly/conscious  

 

Birders - Predominantly female, aged 35-54. Average household income, well educated, ecofriendly/conscious.  

 

Motorcyclists - predominately male • Aged 40-54 • Household income of more than 80k • 60% of enthusiasts 

travel as a couple.  

 

Overnight visitors seeking accommodation other than hotels - Visitors seeking camping, glamping, cabins, 

B&B’s etc. - Approx. 30% of visitors to the region stayed over 1-2 nights. Key strategies - Developing plans to 

increase overnight accommodation in the region other than hotels. More effort on channeling visitors to 

cabins, camping and B&B’s etc. Next Stop Taste Blogs - concentrated effort at food and beverage industry, 

trying to drive customers to craft breweries’ and local restaurants. Waterfront campaign - educate and drive 

people to the variety of beaches in the region, with blogs and pictures. Digital strategy includes blogs on region 

centric activities, categorized by activity type - day trip etc., and by destination - London etc. Good use of 

interactive, informative videos. 

 

Key strategies  

Developing plans to increase overnight accommodation in the region other than hotels. More effort on 

channeling visitors to cabins, camping and B&B’s etc. Next Stop Taste Blogs - concentrated effort at food and 

beverage industry, trying to drive customers to craft breweries’ and local restaurants. Waterfront campaign - 

educate and drive people to the variety of beaches in the region, with blogs and pictures. Digital strategy 

includes blogs on region centric activities, categorized by activity type - day trip etc., and by destination - 

London etc. Good use of interactive, informative videos. 

  

• 13 634 400 visitors  

• $ 1 341 391 000 in visitor spend  

• 17 164 tourism-related 
businesses with the majority 
being small and medium size 
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Region 2: Niagara 

One of Canada’s premier wine making destinations stretches from Fort Erie and Niagara Falls in the east to 
Caistorville in the west. Bordered by two lakes and two different countries, Niagara is of course home to the 
world-famous Niagara Falls. 
 
Economic Impact of Tourism in the region (2016) Visitor 
  

 

 

 

 

 

 

 

 

• Region 2 has two major target customer segments 
 

• Wine tourists - massive part of the Niagara peninsula  
 

• U.S. day visitors - see the Falls, Casino’s etc.  

 

Key Strategies  

Great link from list of activities switching from list style to map-style. Another thing that stood out was the 
ability to build your own trip and have a history list. Simple, fun way to make memories and list the things you 
plan to do. This led to a list of all hotels and destinations within the region, a good use of marketing for the site 
and hotels themselves. Digital strategy includes the aforementioned ability to build your own trip, 
Programmatic display ads - GIFs, integration of local newspapers onto the travel site, standard social media 
posts and search engine marketing/optimization. 
 

 

 

 

 

 

 

 

 

 

• 10 102 800 visitors  

• $ 1 568 039 000 in visitor spend  

• 6232 tourism-related businesses 
with the majority being small 
and medium size 

 

https://www.visitniagaracanada.com/do/
https://www.visitniagaracanada.com/my-trip/
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• 10 677 600 visitors  

• $ 845 073 000 in visitor spend  

• 15 253 tourism-related 
businesses with the majority 
being small and medium size 

 

Region 3: Hamilton, Hulton and Brant 

Ontario’s third tourism regions is centered around Hamilton, Ontario and its steel yards of lore.  
 
Tactics: A leisure website that includes operator profiles, events, itineraries and special offers.  
An outdoor microsite that includes operator profiles, trip ideas and special offers, consumer e-newsletters, 
media relations, social media, online advertising. 
 
Economic Impact of Tourism in the region (2016) Visitor 
  

 

 

 

 

 

 

 

 

 

In 2015, RTO 3 generated close to 10 million total visitors. The majority of these visitors came for three 
reasons: To visit family friends, to participate in outdoor activities, and to go shopping.  
 
In total, 2015 visitors spend almost $800 million in the region. 
 
In 2017, a total of $176,207.00 was secured to assist 21 tourism partners execute 17 projects.  
 
Key Strategies  
Two leisure websites with operator profiles, trip ideas, special offers and events, consumer e-marketing, social 
media, Consumer Database Acquisition, paid print and social advertising. Some good blog topics included 
things for not just visitors to region, but locals as well, such as great things to do with your kids over March 
break. Also, RTO 3 has a prominent representation of Canada’s native peoples. Blog topics also included 
camping, local interests etc. Good display of results on industry page, showcasing impressions, clicks, shares 
etc. of all content. 
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Region 4: Huron, Perth, Waterloo and Wellington 

RTO 4 encompasses Huron County, Perth County, Waterloo Region and Wellington County. RTO 4 has been 
called the “petri dish of tourism development in North America” by the Canadian Tourism Commission, 
specifically because of its innovative, analytical and non-traditional approach to growing tourism and economic 
development. Outdoor activities, cultural events and family and friends were once again the biggest drivers of 
visitors to the region. In 2015, visitors spent close to $900 million. 
 
Economic Impact of Tourism in the region (2016) Visitor 

  

 

 

 

 

 

 

 

 

 

On the industry website, there is a clear list of goals and objectives within each brand of tourism or 
destination. For example, In Waterloo, there is a project directive titled Tech Tourism, and the goals are clearly 
stated as follows: build a destination network of key stakeholders and develop consensus on Destination DNA. 
OBJECTIVE #2 – Investigate collaborative projects that would capitalize on the tech tourism opportunity. 
Another enjoyable element was a “Our team” page, with a short bio and pic of each team member. Added to 
the authenticity. Great link to Ontariotravel.net, which links RTO 4 to the rest of the regions, showcasing a 
partnership. There seems to be a distinct lack of dedicated website to the just the RTO 4 region for the 
consumer. It is all linked through Ontariotravel.net. That being said it is a very well-designed website. 
 

 

 

 

 

 

 

 

 

 

• 10 276 500 visitors  

• $ 884 346 000in visitor spend  

• 11 527 tourism-related 
businesses with the majority 
being small and medium size 

 

https://www.ontariotravel.net/en/explore
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Region 5: Greater Toronto Area 

Ontario’s largest tourism region in terms of population, spending and budget. An economical driving force for 
a large part of tourism in Ontario, RTO 5 has the benefit of being a large population centre and having all the 
attractions that come with it, such as sports teams, shopping centres, performance events, various and 
exciting cultures, and a large and diverse culinary industry. In 2015, visitors to the GTA spent almost $7.5 
billion! 
 
Economic Impact of Tourism in the region (2016) Visitor 

  

 

 

 

 

 

 

 

 

 

Key Strategies 

The consumer site has a great short blog on how to eat different foods, such as Ramen and sushi, for those 
who are trying it for the first time or don’t understand the culture. Also, good posting of consumer relevant 
links and topics, such as most Toronto attractions accepting major Chinese mobile payment systems. This is 
important economically, as recently an arriving plane load of 50 Chinese tourists spent over $5 million in just 
over an hour at the Yorkdale Mall, simply because they were able to use WePay, as removing funds from China 
is limited by the government. China has been Toronto’s largest overseas market since 2014. A currency 
converter directly on the website is a great tool for foreign visitors as well. Also, the website contains a great 
link to Toronto in the news, allowing for a consumer to see and choose from wide variety of articles and 
activities. 
 
Good co-branding with the city of Toronto to showcase the statistics associated with the city such as 
employment rate etc. Also, a clear link to CSR initiatives within the organization and city. Information on the 
industry side was limited/ dead link. 
 

 

 

 

 

 

 

 

• 26 995 900 visitors  

• $ 8 000 734 000 in visitor spend  

• 61 500 tourism-related 
businesses with the majority 
being small and medium size 

 

https://www.seetorontonow.com/cuisine/how-to-eat/#sm.00001pylx3bwprfpprs8atwliy1w0
http://embed.scribblelive.com/widgets/pinboard/pinboard.aspx?Id=1969092&ThemeId=31578
http://embed.scribblelive.com/widgets/pinboard/pinboard.aspx?Id=1969092&ThemeId=31578
https://www.toronto.ca/city-government/data-research-maps/toronto-progress-portal/
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Region 6: York, Durham and Headwaters 

In 2015 this region saw over 10 million visitors and pulled in over $800 million in revenue. 

 

Economic Impact of Tourism in the region (2016) Visitor 

  

 

 

 

 

 

 

 

 

 

Key strategies  

One interesting thing is the co-marketing with the escape the city promo, partnering with spas and hotels on 
the consumer website to attract sales. Another website that allows you to build your own trip within the 
website. A menu with a listing of top attraction within the region allows users to easily access the most popular 
tourist sites and quickly and easily. 
 
The industry site is one of the better industry sites researched so far, with clear links to all major destinations 
and sub-regions within. 
 
One takeaway from the consumer website is that they have developed and promoted a trail of things to do 
and see within the region that flows, and is easy to understand. This gives the potential customer and easy to 
see and follow list of the major attractions while taking a drive through the region that follows a 
predetermined route. This makes it easy to plan a trip to the region and hit the highlights. Blog topics on the 
website include food and culinary destinations, maple syrup treats and festivals, top skiing attractions and 
winter-themes activities, a blog about recipes, and even romantic getaways for couples. 
 

 

 

 

 

 

 

 

 

• 11 052 600 visitors 

• $ 833 804 000 in visitor spend  

• 28 407 tourism-related 
businesses with the majority 
being small and medium size 

 

http://centralcounties.ca/
https://yorkdurhamheadwaters.ca/rural-routes-and-dirty-boots/#/


 

 

 

11 

Region 7: Bruce Peninsula, Southern Georgian Bay and Lake Simcoe 

Headquartered in Georgian Bay, RTO 7attracted over 9 million visitors in 2015 who spent over 1.3 billion CAD. 
 
Economic Impact of Tourism in the region (2016) Visitor 

  

 

 

 

 

 

 

 

 

 

Key Strategies 
 
A nicely laid out website allows for easy to access information to the top attractions and things to do in the 
region. This seems to be a key element in all regions, as having a strong web presence in today’s world is key. 
The interactive map allows visitors to see where highlights and key locations within the region are, and 
potentially join in on the fun. The industry website gives good amounts of information and provides good 
information to partners and employers within the region to better themselves, such as the employer one 
survey. 
 
Key products within the region include Georgian Bay, Blue Mountain Resort, Wasaga Beach, and the 
Tobermory ferry. 
 
Blog topics include nature hikes/activities, winter sports and golf, and the invitation to be a guest blogger and 
have your blog posted on the travel site. The consumer site also posts tweets, asking customers questions with 
the ability to reply and have the tweet featured on the main website. 
 

 

 

 

 

 

 

 

 

 

• 11 451 700 visitors  

• $ 1 327 333 000 in visitor spend  

• 8846 tourism-related businesses 
with the majority being small and 
medium size 

 

https://brucegreysimcoe.com/home
https://brucegreysimcoe.com/interactive-map/index.html
https://rto7.ca/Public/RTO7-connection
https://rto7.ca/Public/RTO7-connection
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Region 8: Kawartha and Northumberland 

RTO 8 had over 5.5 million people visit its locations in 2015, generating more than $480 million in revenue 
during the same year. 
 
Economic Impact of Tourism in the region (2016) Visitor 

  

 

 

 

 

 

 

 

 

 

Key Strategies 
This region is a big promoter of seasonal fishing, with multiple links and blogs about ice and spring fishing easy 
accessed from the home page. Region 8 is anchored by the Trent-Severn Waterway, one of the world's longest 
canal systems. Also, a big promoter of outdoor activities, such as ATVing, snowmobiling, canoeing, 
houseboating and other water-related activities. This region is proud of its butter tarts and has developed a 50 
stop - tour and competition throughout the region to promote local bakeries, shops, and inns. 
 
Blogs include promotion of hiking, biking, fishing and other outdoor activities. Peterborough is a main 
destination and features heavily in food and dining articles and blogs. 
 
Good online strategy of showing affiliated business what hashtags to use and other ways to promote 
themselves using social media. Another liked benefit was the link to Google my business, which will be 
presented later in this document. 
 

 

 

 

 

 

 

 

 

 

 

• 5 863 600 visitors  

• $ 562 110 000 in visitor spend  

• 4047 tourism-related 
businesses with the majority 
being small and medium size 

 

https://kawarthasnorthumberland.ca/spring-fishing-in-the-kawarthas/
http://buttertarttour.ca/
http://rto8.com/resources/social-media/
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Region 9: South Eastern Ontario 

This beautiful stretch of Ontario is entirely linked by water – from Cornwall on the St. Lawrence River to Lake Ontario’s 
Kingston and on to Belleville on the Bay of Quinte. In between, South Eastern Ontario is dotted by the Rideau Lakes and 
winds its way north along the UNESCO designated Rideau Canal. 

Economic Impact of Tourism in the region (2016) Visitor 

  

 

 

 

 

 

 

 

 

RTO9 Regional Tourism Organization (RTO9) is no longer in market as the brand “The Great Waterway” but 
rather working with each destination within the RTO 9 to get their messages out. Prince Edward County, the 
1000 Islands region and the Rideau Canal are world renown brands and are well known in places outside 
Ontario and the rest of Canada. 
 
Concurrently, RTO9 is working with key stakeholders and partners within the Tourism Industry in the region to 
collectively market South Eastern Ontario as a top destination of choice for visitors to Ontario from the rest of 
Canada and the world. Kingston, Belleville, Cornwall, Brockville and Gananoque are 5 populous destinations 
within South Eastern Ontario that offer unique and engaging experiences. 
 
RTO9-Regional Tourism Organization consumer marketing is designed to put the emphasis back on these 
destinations and to support these destinations through joint marketing campaigns. These marketing initiatives 
can include existing products or services or new tourism products that enhance the region’s diversity of 
tourism attractions. 
 
The following is a list of Destination Marketing Organizations that we will be supporting and promoting key 
messages and brands in 2019-20: 
 

• Prince Edward County 
• Bay of Quinte 
• Land O’ Lakes (County of Frontenac and Lennox and Addington) 
• Kingston 1000 Islands 
• Gananoque 1000 Islands 
• Brockville 1000 Islands 
• Cornwall and SDG Counties (United Counties of Stormont, Dundas and Glengarry) 
• Rideau Heritage Route 

We encourage cross-destination-promotion throughout RTO 9 and encourage partnerships with all levels of 
governments, non-governmental organizations and tourism businesses.  

• 7 798 500 visitors  

• $ 817 003 000 in visitor spend  

• 6 645 tourism-related 
businesses with the majority 
being small and medium size 
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Region 10: Ottawa and Countryside 

In 2015, Region 10 attracted over 8.7 million visitors, who spent over 1.6 Billion in the surrounding areas. 
 
Economic Impact of Tourism in the region (2015) Visitor 

  

 

 

 

 

 

 

 

 

 

The region has the benefit of being Canada’s national capital region and is heavily supported by the National 
Capital Commission. The area also boasts the Parliament buildings, plenty of museums and galleries, and the 
beauty of the Ottawa River. The consumer website is similar to RTO9 and other observed websites with easy to 
access drop down menus, access to partnering hotels and must-see attractions. Great use of pictures 
highlighting the beauty of Canada’s capital. No industry site could be found. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

• 8 962 200 visitors  

• $ 1 726 412 000 in visitor spend  

• 12 368 tourism-related 
businesses with the majority 
being small and medium size 

 

https://www.ottawatourism.ca/
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Region 11: Haliburton Highlands to Ottawa Valley 

RTO 11 had over 5.2 million visitors in 2015 and generated over $585 million in revenue. 

Economic Impact of Tourism in the region (2016) Visitor 

  

 

 

 

 

 

 

 

 

 

Upon research, the consumer website was one of the most enjoyable websites to date on this project. It was 
different in that it was interactive and differently laid out than other travel websites. 
 
Key Strategies  
The overall theme of the website promotes one to find their inner ‘Wanderer’ and promoted adventures and 
authentic experiences. Blog content followed around a lady doing road trips and staying in local inns and B&B’s 
and added to the overall authentic experience. Other topics included the best out of the ordinary places to 
stay, like a converted church or caboose. This consumer website impressed. The industry site was is also 
practical and easy to navigate, promoting tools for business to build themselves and even included logo usage 
guidelines. The entire region is based around delivering authentic, experiential experiences “Exploring 
Ontario’s Highlands with an openness to wander – both physically and mentally, allows for a spontaneous 
unfolding of events, activities and people throughout a visit, and delivers a sense of authentic discovery that 
nourishes the soul.” 
 

 

 

 

 

 

 

 

 

 

 

• 5 817 200 visitors  

• $ 564 992 000 in visitor spend  

• 3 349 tourism-related 
businesses with the majority 
being small and medium size 

 

https://comewander.ca/wanderer/freedom-finder/
https://thewanderer.blog/
https://comewander.ca/industry/
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Region 12: Algonquin Park, Almaguin Highlands, Muskoka and Parry Sound 

Region 12 drew 4.4 million visitors in 2015 and generated close to $700 million in revenue. 

 

Economic Impact of Tourism in the region (2016) Visitor 

  

 

 

 

 

 

 

 

 

 
 
Key Strategies  
This region also focuses on outdoor adventures and offers good links to all activities in an easy to find manner. 
One thing that stood out was the link to pet-friendly accommodations, which are rising in popularity. This 
region is also the home to the famous Algonquin Park, one of Canada’s most beautiful nature reserves, home 
to great camping and wildlife aplenty. Region is also home to the increasingly popular (and pricey) Muskoka 
cottage region and promotes the rustic relaxation of the region. 
 
Strategies do not differ much from regions previously mentioned. The industry site is simple in that it displays 
all the strategies and resources available for business to use. Again, the site did not offer or do things much 
differently from the regions already discussed. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

• 4 730 800 visitors  

• $ 778 730 000 in visitor spend  

• 1931 tourism-related 
businesses with the majority 
being small and medium size 

 

https://explorersedge.ca/
http://rto12.ca/
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Region 13: Ontario’s North 

Ontario’s 13th region is split into 3 separates sub-regions based on the sheer size of the landmass covered. In 
2015, the region accounted for 8 million visitors who brought in more than $1.2 Billion in 
revenue. 
 
Economic Impact of Tourism in the region (2016) Visitor 

  

 

 

 

 

 

 

 

 

 

Key Strategies  
Ontario’s largest region is a big proponent of nature and outdoor activities,  
promoting angling and hunting, cultural and heritage, gateway and urban  
communities and nature and adventure touring. With an abundance of nature  
to offer to consumers, blog topics focus on maple syrup industry, ice fishing  
and snowmobile trails, and region landmarks. The industry site focuses on  
4 key pillars of product development, marketing, investment attraction and  
workforce development. The industry side is similar to RTO9 in that they are  
pushing the marketing on the destinations and are providing funding and  
guidance to help attract visitors. 

 

 

 

 

 

 

 

• 7 727 900 visitors  

• $ 1 122 197 000 in visitor spend  

• 9910 tourism-related businesses 
with the majority being small and 
medium size 

 

https://destinationnorthernontario.ca/
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Emerging Market Trends 

Culinary Tourism - “Culinary tourism or food tourism is the exploration of food as the purpose of 
tourism. It is now considered a vital component of the tourism experience. Dining out is common 
among tourists and "food is believed to rank alongside climate, accommodation, and scenery" in 
importance to tourists. Culinary tourism is ranked in the top three reasons people decide to travel. 
Seen as authentic way to get a taste and feel for the local culture, culinary tourism is now almost as 
important to travelers as sightseeing. 
 
Driving these travel trends immeasurably, culinary tourists share millions of F&B- themed photos 
daily across social platforms like Twitter, Facebook, Instagram and especially Flickr. This increases 
travel consumers’ awareness of different cuisines and cultures, and it fuels their desire to experience 
them. Another large part of this movement is the ability to eat locally sourced foods, supporting local 
farms and really getting a taste for the area. 
 
Dark tourism - A rising trend amongst millennials who are seeking a memorable experience, Dark 
Tourism is exploring places of historical significance associated with death and misery. Seekers of this 
experience are looking for a thrill, a slight surge of adrenaline, as well as learning about the historical 
significance of the area/building. For example, the haunted walk of Kingston, ghost of Fort Henry and 
other similar “spooky’ activities within RTO 9. 
 
When planning travel, Millennials are used to having their options conveniently available to them. 
They want to be able to research and book their trips and tours online. 
 
Action and adventure trips - doing, not seeing. Experiences over seeing. Authentic and tangible. 
Escape rooms are also growing in popularity with this movement. Overnight visitors are shifting away 
from traditional hotels - seeking more authentic experiences. Airbnb, cottages, cabins, camping is 
growing in popularity. 
 
Girl power! - Today, 80% of travel decisions are made by women. Whether married, single or 
divorced, women are leading the way and the travel industry is taking notice. Today's female 
travelers are bold, independent and looking to explore new and raw experiences. They have their 
own say of where to take a vacation, how to get there, and many are choosing to go solo. 
 
Increased demand for ecotourism or sustainable tourism. People are now more environmentally 
conscious than ever before. Technology has allowed people to become more connected and aware of 
environmental and social problems than ever before. This means their money is now being directed 
at responsible tourism events/destinations. See the demise of SeaWorld as an example of this. 
 
International Tourists are Increasing in number. Overseas/foreign tourist numbers are increasing, 
highlighting the importance of international marketing efforts, and accepting foreign currency and 
payment methods. Chinese/Hong Kong visitors spend the most per person, per visit and stay the 
longest. They spend the most on authentic experiences and less on food and alcohol. 
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How to Make a Contagious Product or Destination 

 
Social Currency: Social currency- Make people feel special - Please don’t tell Bar example. Create an 
air of exclusivity, by making people feel like they are a part of something special. Word of mouth 
advertising will follow if people feel like they are a part of something unique. ‘Appearances matter.’ 
Give your product – and its owner – social status by making it – and those who own/talk about it 
appear REMARKABLE (interesting, exclusive, distinctive, attractive, successful). Example: Blendtec’s 
Does it Blend Videos  

Triggers: ‘Top of Mind, Tip of Tongue.’ Associate your product/destination with ideas and 
activities in people's lives (moments – Kit Kat = break, colours, Coke = Red, music, words - more 
Mars candy stories in news during Mars pathfinder news story)  

Emotion: ‘When we care, we share’. Focus on what really matters and be ‘awe’some’ by 
asking the ‘3 Whys’ (Why is this product important, why is that important, and why is that 
important) and striving to evoke ‘awe’ – the sense of wonder and amazement that occurs 
when someone is inspired by great knowledge, beauty, sublimity. Example – Google’s 
Search On campaign (how to impress a French girl)  

Public: ‘Monkey See, Monkey Do’: Make adoption and use, publicly visible and copyable – e.g. 
Prostate cancer Movember campaign, Nike Livestrong  

Practical value: ‘News you can use’ Should be Useful – in a short, straightforward, and simple way – 
for you, and for who you share it with. Example, a corn on the cob tip on YouTube gets 7M+ views. 
The Power of Lists (buzzfeed style news)  

Stories: ‘Once Upon a Time’ – Your product should be wrapped up/communicated in a shareable 
(human) story or narrative – e.g. Subway – Jared Fogle story, went from 60′′ waist to 34′′ eating 
Subway sandwiches. But ensure your product is an integral part of the story (many people forget 
the product that is advertised in story- based ads/word of mouth).  

 

 

 

 

 

 

 

 

 

http://www.pdtnyc.com/
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Social Media Trends 

Kingston region on social media, top mentions/comments in Ontario, YGK centered*  

Snap Chat, Facebook are among fading, less popular brands.  

Instagram, Twitter, feedback/review sites (Yelp) remain strong.  

Blogs growing in popularity, people want to taste, feel, hear and touch. So are videos with advice or 
recipes.  

 

Google My Business 

Claiming your Google domain is important. It helps visitors find you, interact with Google Trips and 
more: http://www.onlinereputation.com/5-immediate-benefits-to-claiming-your-business-on-
google/  

1. Builds Trust  

2. Increases SEO Rankings  

3. Free Advertising in Prime Google Locations  

4. Reach new customers through local searches  

5. Funnels users back to your website and social accounts  

 

Watch this video from Google with step by step instructions: 
https://support.google.com/business/answer/2911778?hl=en 

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://www.youtube.com/watch?v=ign2GmVEflw
http://www.onlinereputation.com/5-immediate-benefits-to-claiming-your-business-on-google/
http://www.onlinereputation.com/5-immediate-benefits-to-claiming-your-business-on-google/
https://support.google.com/business/answer/2911778?hl=en
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SWOT Analysis – RTO 9 

 

 
 

Strengths 
 

• Diverse option of activities to offer to 
customers.   

• Strong website 

• Promotion of culinary and beverage 
industry -Good blog and video content 
on the GWW website 

• One of the more aesthetically appealing 
websites out of all regions 

• Easy button translate website to French 

 

Weaknesses 

• Potential consumer confusion around 
rebranding to SEO  

• Ability to plan your trip directly on 
consumer website lacking/confusing 

• No top destinations listed within region  

 

 
 

Opportunities  

• Easy access from American market, can 
be exploited better  

• Building an emotional connection to the 
region, creating memories 

• Promote affiliated business to use Google 
My Business  

 

Threats  

• Canadian vs American $  

• Elections  

• Competition from larger Ottawa, 
Quebec and Toronto markets  

 

 
Opportunities  
Easy access 
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Conclusion 

3 strategies and 3 marketing tactics to better market RTO9  
Tourism matters in Ontario. Our industry generates CAD$32.3 billion in annual tourism receipts, 
contributes CAD$30.9 billion to Ontario’s GDP, and provides CAD$4.9 billion in provincial tax revenue. 
Every $1 million spent by visitors to Ontario generates 13 new jobs and $553,400 in wages and 
salaries. As more than 141 million visitors come to Ontario each year, that adds up to a lot of new 
jobs! Additionally, the ability to see where some of those visitors spend their vacation, dollars are 
extremely valuable to tourism businesses as they strive to market their experiences effectively. 

Strategies  

1. Grow visitors from the U.S. market, encouraging them to take advantage of the Canadian 
dollar  

2. Continue to develop influencers for the region. Once people are recommended something 
by someone they trust, they are 16x more likely to use of enjoy the product. destination.  

3. Strive to build social media following on all platforms using interactive material, such as 
weekly contests or quizzes to drive engagement.  

Tactics  

1. Encourage businesses within region to use Google My Business, allowing for better 
search ratings, easy customers interactions, and useful insights.  

2. Utilize Pay-Per-Click to capture as many customers as possible and drive them to the 
consumer website.  

3. Perhaps develop a “Frequent Traveler Reward” program, where people can get exclusive 
deals or discounts for destinations within RTO9. Unsure of the logistics behind this tactic 
but will make people feel “special, and exclusive,’ leading to more word of mouth 
advertising  
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Significant Sources 

 

www.mtc.gov.on.ca 

 

www.swotc.ca 

 

www.trekksoft.com/en/blog 

 

www.visitmarin.org/site/assets/files/3798/octa-skift-the-rise-of-culinary-tourism-2.pdf 

 

www.swotc.ca/marketing/2016-17-marketing 

 

www.niagarasrto.com/marketing-campaigns 

 

http://media.seetorontonow.com/press-releases/2018/major-toronto-attractions-now- 

accepting-chinas-biggest-mobile-payment-options/ 

 

www.tiaontario.ca 

 

http://centralcounties.ca/wp-content/uploads/BuildingBrandWPR.pdf 

http://www.mtc.gov.on.ca/
http://www.swotc.ca/
http://www.trekksoft.com/en/blog
http://www.visitmarin.org/site/assets/files/3798/octa-skift-the-rise-of-culinary-tourism-2.pdf
http://www.swotc.ca/marketing/2016-17-marketing
http://www.niagarasrto.com/marketing-campaigns
http://media.seetorontonow.com/press-releases/2018/major-toronto-attractions-now-%20accepting-chinas-biggest-mobile-payment-options/
http://media.seetorontonow.com/press-releases/2018/major-toronto-attractions-now-%20accepting-chinas-biggest-mobile-payment-options/
http://www.tiaontario.ca/
http://centralcounties.ca/wp-content/uploads/BuildingBrandWPR.pdf
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