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Key Insights

YOY traffic increased 116% to the network of sites. While increases were achieved 

in each of the three months reported, March is driving this result. This is attributed 

to a successful response to the Disney Pixar Turning Red promotion. The 

promotion also drove 28K subscriptions to our monthly consumer e-newsletter 

(Stories from the 6ix). Also of note, organic traffic to DestinationToronto.com is up 

25% in Q1 2022 (compared to Q4 2021).

By a large margin, the top performing social content type is video reels with 

Instagram remaining the top platform for driving engagement. In March, we 

extended the brand presence to TikTok and are seeing early success in similar 

reels content, specifically ‘rounds-ups’ or ‘best-of’ themes. 
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 Visitors: Users who have initiated a session on (both new & 

returning).

 Organic Search Visitors: users from search engines such as 

Google and Bing.

 Average Session Duration: Measures the average length of 

sessions.

 Average Organic Session Duration: Organic Session includes 

sessions generated by customized channels. It measures the 

average length of organic search, owned social, direct, emails, 

and other DT sites.

 Social Engagement: Likes + Comments + Shares + Reactions + 

Saves + Video Views on all social platforms

 eNewsletter Subscribers: Number of unique email addresses in 

list (aka=Sent + Suppressed)

 eNewsletter Open Rate: Percentage of unique email addresses 

that opened this message among all recipients 

 eNewsletter Click through Rate: Percentage of recipients that 

clicked on content in the newsletter to see more
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Part I
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Average Session Duration (seconds)
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Local Scenes + Epic Events

"Things to do" content was the 

top-performing theme in this 

content pillar. These pages are 

also typically some of our highest 

performing, regardless of time 

period, and are regularly updated 

to boost SEO.

6,378 views

4,418 views

3,054 views

1,822 views

12 Unique 

Toronto Date 

Ideas

Top Picks for 

Pics: 15 Places 

for the Best 

Photos in Toronto

10 Reasons You’ll 

Feel Something 

New in Toronto

10 Niche Galleries 

& Museums You 

Can Only Find 

Here

The following highlights include top 
performing social posts (defined by 
engagement) for each of the three 
content themes identified in our 
Content Strategy - "Local Scenes + Epic 
Events, Globally-inspired Food & 
Nightlife, Canada at our doorstep.

https://www.destinationtoronto.com/leisure-blog/post/toronto-date-ideas/
https://www.destinationtoronto.com/leisure-blog/post/top-picks-for-pics-15-places-for-the-best-photos-in-toronto/
https://www.destinationtoronto.com/leisure-blog/post/10-reasons-youll-feel-something-new-in-toronto/
https://www.destinationtoronto.com/leisure-blog/post/10-niche-galleries-museums/
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Globally Inspired Food 

+ Nightlife 

For this pillar, round-ups and 

'best of' content performed 

well. These posts also see 

higher than average time on 

page.

1,945 views

1,903 views 1,886 views

11 Heated Winter Patios in 

Toronto to Try This Weekend

The Must-Eats of Toronto’s 

Historic St. Lawrence Market

Local Picks: Top 10 Spots for 

Comfort Food in Toronto

https://www.destinationtoronto.com/leisure-blog/post/heated-winter-patios-open-right-now/
https://www.destinationtoronto.com/leisure-blog/post/top-eats-st-lawrence-market/
https://www.destinationtoronto.com/leisure-blog/post/comfort-food-in-toronto/
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Canada at Our Doorstep 

Quintessential winter activities 

like skiing and snowshoeing 

were top performers for this 

quarter.

2,357 views

1,043 views

Things To Do on the Toronto 

Islands in the Winter
5 Amazing Toronto Winter 

Workouts for Scenic Sights & 

Lights

https://www.destinationtoronto.com/leisure-blog/post/things-to-do-on-the-toronto-islands-in-the-winter/
https://www.destinationtoronto.com/leisure-blog/post/toronto-winter-workouts/
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Social Engagement by Platforms
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Youtube engagement in 

March was driven by video 

views of the "Turning Red" 

promotional spot. The video 

was distributed via a paid 

media plan, driving back to 

DestinationToronto.com for 

contest entry.

The top-performing 

social content type is 

video reels.
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Local Scenes + Epic Events

Casa Loma - Candlelight Symphony

takeover by @dineandfash

• Total engagements - 686,004

• Video plays - 627,684

• Likes - 23,309

• Comments – 205

• Shares - 22,768

• Saves - 12,038

• Reach - 626,764

Valentine’s Day Itinerary: West End

takeover by @lapetitenoob

• Total engagements - 234,905

• Video plays - 216,543

• Likes - 6,007

• Comments – 113

• Shares - 6,527

• Saves - 5,715

• Reach - 214,696

The following highlights include top performing social posts (defined by engagement) for each 
of the three content themes identified in our Content Strategy - "Local Scenes + Epic Events, 
Globally-inspired Food & Nightlife, Canada at our doorstep.

https://www.instagram.com/p/CbT2PuSg3-V/
https://www.instagram.com/dineandfash/
https://www.instagram.com/p/CZzvZAeJ8rX/
https://www.instagram.com/lapetitenoob/
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Globally Inspired Food + Nightlife 

Five New Restaurants to Try video 

by @thecuriouscreature

• Total engagements - 708,112

• Video plays - 630,898

• Likes - 21,973

• Comments – 361

• Shares - 34,413

• Saves - 20,467

• Reach - 604,957

Four Cozy Winter Patios takeover by 

@jennweatherhead and 

@marissa.anwar

• Total engagements - 78,336

• Video plays - 75,119

• Likes - 1,832

• Comments – 46

• Shares – 687

• Saves – 682

• Reach - 73,484

https://www.instagram.com/p/CZw4PvDoEAP/
https://www.instagram.com/thecuriouscreature/
https://www.instagram.com/p/CZGFzKNJCCu/
https://www.instagram.com/jennweatherhead/
https://www.instagram.com/marissa.anwar/
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Canada at Our Doorstep 

CN Tower Indigenous Menu

takeover by @thecuriouscreature

and @santeesiouxx

• Total engagements - 100,467

• Video plays - 94,555

• Likes - 4,350

• Comments – 96

• Shares – 785

• Saves – 681

• Reach - 87,746

Five Skating Rinks in Toronto video 

by @thecuriouscreature

• Total engagements - 315,599

• Video plays - 301,619

• Likes - 6,026

• Comments – 117

• Shares - 4,641

• Saves - 3,196

• Reach - 292,842

https://www.instagram.com/p/Cax06cxKtJ6/
https://www.instagram.com/thecuriouscreature/
https://www.instagram.com/santeesiouxx/
https://www.instagram.com/p/CZhXC0XpkSn/
https://www.instagram.com/thecuriouscreature/
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BE-segment (LinkedIn)

Government Announcement re: removal 

of PCR testing requirements

Impressions: 6,101

Engagement: 256

Engagement rate: 4.2%

Disney & Pixar Turning 

Red + Destination Toronto 

promotional announcement

Impressions: 5,796

Engagement: 254

Engagement rate: 4.4%

NYTimes article: Toronto, the Quietly 
Booming Tech Town
Impressions: 4,527

Engagement: 201

Engagement rate: 4.4%

https://www.linkedin.com/feed/update/urn:li:activity:6910306314548088832
https://www.linkedin.com/posts/tourism-toronto_disney-and-pixars-turning-red-activity-6908097536704532480-WKkf
https://www.linkedin.com/posts/tourism-toronto_disney-and-pixars-turning-red-activity-6908097536704532480-WKkf
https://www.linkedin.com/posts/tourism-toronto_disney-and-pixars-turning-red-activity-6908097536704532480-WKkf
https://www.linkedin.com/feed/update/urn:li:activity:6913132448151183360
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Top 6 in the 6ix

Audiences: US and Canada 

Business Events Creators

Distribution: Monthly

Stories from the 

6iX

Audiences: Global Customers

Distribution: Monthly

Terminal 2

Audiences: Industry 

Stakeholders

Distribution: Bi-weekly
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Subscribers

21

Open Rate

Click Through Rate
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Subscribers

Open Rate

Click Through Rate
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Subscribers

Open Rate

Click Through Rate



Questions?

Contact us.

Find more Business 

Insights on the Terminal

First Quarter 2022
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https://www.destinationtoronto.com/research/

