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South Georgian Bay Tourism is an

In-Destination Education Organization

(IDEO) whose ROLE is to enhance the

visitor experience through seamless

connections between visitors and

unique products and experiences.

Or ganizational Role
Est 1978



Br and Pr om ise
GENTLY NUDGE AND GUIDE 

VISITORS WITHIN THE REGION TO 

SEIZE THEIR DAY BY 

DISCOVERING UNIQUE PLACES, 

ACTIVITIES,  EXPERIENCES AND 

PEOPLE
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South  Geor gian  Bay Tour ism  will per for m  th is

FUNCTION by:

• Co o rd in a t in g  re g io n a l vis it o r se rvice s  (d ig it a l);
• Cre a t in g  in -d e st in a t io n  co n t e n t  a n d  fu lfillm e n t ;
• De ve lo p in g  ro u t e s , b e st  o f’s  a n d  t o p  10 ’s  b y b u n d lin g  n ich e  e xp e rie n ce s;
• Le ve ra g in g  p a rt n e rsh ip s w it h  t h e  b u sin e ss  co m m u n it y.



Providing local businesses with the 
inform ation ne ce ssary to p rope rly follow 

gove rnm e nt re gulations

Safe ty Protocol + Education

Focusing  on inbound  m arke ting  and  e nsuring  

pe op le  fe e l safe  whe n in the  com m unity. 

Giving  the m  things that the y can se e  a t e ach 

stage , e nsuring  we  follow gove rnm e nt rule s.

Marke ting

Acting  as the  le ade r for South Ge org ian 

Bay and  b ring ing  pe op le  toge the r to use  

consiste nt m e ssag ing  in orde r to g ive  c le ar 

inform ation with the  pub lic

Le ade rship  + Consiste nt Me ssag ing

Using our local busine sse s and  m e m be rs 

of the  com m unity to he lp  p rom ote  the  

are a through social m e d ia .

Am bassadors

COVID - 19 2020 
RECOVERY & RESILIENCY PLAN



TIAO FUNDING

RT07 
FUNDS

LEVERAGE 

$7,000 Recovery & Resiliency

$56,000

$14,000

GOOGLE AD GRANT 
$168,000



100,000
ANNUAL REACH

6,650 FOLLOWERS

500,000
ANNUAL REACH

2,700 FOLLOWERS

5,167
FOLLOWERS

600,000
TOTAL REACH

ANNUAL SOCIAL REACH



Primary market (70%) is within a 120 
minute drive from Southern Georgian 
Bay regions with the majority of these 
visitors resulting from the Greater 
Toronto Area.

Secondary marke t (30%) will be 
travelling from the South Western 
Ontario regions.



HOPSCOTCH THE GLOBE

https://hopscotchtheglobe.com/south-georgian-bay-one-day-itinerary/

https://hopscotchtheglobe.com/south-georgian-bay-one-day-itinerary/


LIVE LIKE A 
LOCAL



digital 
marketing 
campaign
NEW NORMAL
PARTNERSHIP WITH RT07

Impressions

Clicks

Video Views

427,571

4,592

123,358



BUCKET LIST 
FOR SGB

6 THINGS TO 
DO IN THE 

BLUE 
MOUNTAINS 

IN THE 
SUMMER

FAMILY 
FRIENDLY 
THINGS TO 
DO IN BLUE 
MOUNTAINlo
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AMBASSADOR LOCATIONS

SCANDINAVE
SPA BLUE 

MOUNTAIN 

ROYAL 
HARBOUR 

RESORT



SGBT 
AMBASSADOR



COMPLIMENTARY
LISTING

South Georgian Bay 
Tourism Association is 
offering complimentary 

listings for 2021

INFORMATION 
MARKETING

Create & share local stories 
embracing all there is to see and 
do in the region. These will take 

the various forms of unique 
experiences to the latest Top 10 

lists 

DIGITAL GUIDE

Make the move to digital 
whenever possible for everything 

from the guide to ads with the 
website as the foundation for this 
strategy. Phasing out traditional 
media and publications will be a 

multi-year strategy

RECOVERY &

RES ILIEN CY CO N TIN UED



EDUCATION

We will lead projects and 

communication efforts to benefit 

our members & stakeholders 

which differentiate SGB in the 

travel market

REVENUE GENERATION

Establish revenue-generating 

opportunities for the organization 

through content partnerships.

CONTINUED



Four Season 

Digital Guide



DRIFTSCAPE APP



10 0 +
STEADY MEMBERS YEAR 
OVER YEAR

35
NEW MEMBERS IN 2021



2021 Recovery & Resiliency

0201

03

Year Around

Campaigns to include road trip getaways, 

four season destination activities, fall 

experiences

GOOGLE ADWORDS 
Year Around

Write & share 30 pieces of content 

Showing content to people based on their 

interest 

CONTENT MARKETING

Year Around 
Creating 15 videos using progressive 

storytelling techniques 

VIDEO MARKETING 

Year Around 

7 photoshoots to enhance our 

storytelling content

PHOTO MARKETING
04 Content specific ads highlighting 

content on our website driving 

leads to member profiles

DIGITAL MARKETING 
PROGRAMS05



Questions



THANK YOU
LOOKING FORWARD TO WORKING TOGETHER IN 2021
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