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Result to YTD Target

Network of Sites
Website Visits

Social
Engagement

eNewsletter
Subscribers

73%

412%

99%

2.7 MM.

40 MM.

95K.

Target: 3.7MM.

Target: 9.7 MM.

Target: 95K.



● Visits: Users who have initiated a session on 
destinationtoronto.com (both new & returning)

● Network of Sites: Destinationtoronto.com and 
Nowplayingtoronto.com

● Organic Search Visits: users from search engines such as 
Google and Bing. 

● Average time on site: Measures the average length of sessions 
on destinationtoronto.com and Nowplayingtoronto.com

● Average Organic Search Session Duration: Measures the 
average length of sessions generated by organic search traffic on 
destinationtoronto.com and Nowplayingtoronto.com

● Social Engagement: Likes + Comments + Shares + Reactions + 
Saves + Video Views on all social platforms
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● eNewsletter Subscribers: Number of unique email addresses in 
list (aka=Sent + Suppressed)

● eNewsletter Open Rate: Number of unique email addresses that 
opened this message / Number of recipients who received the 
message (aka=Sent - Bounces) * 100

● eNewsletter Click through Rate: Number of times this message 
was clicked on, including multiple clicks by the same 
recipient/Number of unique email addresses that opened this 
message * 100

Report Terminology
Q2 2023

Marketing Insights 
Report

5



6

Part I
Websites



Websites - Key Measures
Q2 2023

Marketing Insights 
Report

Visits

7

Average Time on Site (seconds)
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Mobile Devices Visits

Organic Search Visits

8



Websites - Key Measures
Q2 2023

Marketing Insights 
Report

Visitors per Hour of Day

Peak Time for Visits
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In Q2, top performing content was centered 
around seasonal ‘things to do’ in Toronto. ‘Iconic’ 
and ‘Classic’ articles were popular as well, 
suggesting that our audience is interested in 
more evergreen content, as well as timely 
articles like cherry blossoms. This quarter, we 
also saw shorter-form listicle articles become 
more popular, while last quarter longer form, 
round-up style articles were trending. These 
articles were all updated as part of our seasonal 
refresh, and all remain timely and relevant, even 
if the content is evergreen. 

We saw an increase in time on page for the 
articles which are consistently in the top 
performing, such as “5 Amazing Nights Out at 
Toronto’s Cultural Hotspots” and “30 Iconic 
Toronto Activities to Enjoy with the Kids”. Moving 
into Q3, we are implementing heatmap 

30 Iconic Toronto Activities to Enjoy 
with the Kids

5 Amazing Nights Out at Toronto’s 
Cultural Hotspots

Q2 2023
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In Q2, our content hub overall received 321K organic search visits, with an 
average time on site of 3 minutes. We made forward thinking SEO optimizations to 
the following content:  Caribbean Carnival, Taste of the Danforth and related Greek 
Restaurant content, Toronto Chinatown Festival and the CNE pages. With 23 new 
articles written and 44 articles updated in Q2, below is some of our best performing 
content.

Q2 2023

9 Underrated Spots to See Cherry 
Blossoms

30 Celebration-Worthy Restaurants 
in Toronto

5 Hotel Rooftop Bars with Stunning 
Views of Toronto

The Must-Eats of Toronto’s Historic 
St. Lawrence Market
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As part of our content journey to 
highlight authentic Toronto voices 
and bring unique POVs to our 
audience.  In April we brought our 
network of social media 
ambassadors to the forefront of 
our content hub, on our homepage 
and campaign landing pages, 
allowing visitors to the site to 
explore Toronto by interest, or 
through their favourite 
ambassador.  
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Social Followers by Platforms
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2023
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BEST PLACES TO SEE THE CHERRY BLOSSOMS IN TORONTO
○ Top performing video of 2023 to date
○ Engagements total 1.4M across IG and TikTok

KEY LEARNING:  89.3% of views came from TikTokers ‘For You’ page, 
and only 2%  from followers. We see a very low % of views from actual 
followers, highlighting the best practice of producing content tailored to 
your audience.
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5 HOTEL LOBBY BARS FOR YOUR NEXT NIGHT OUT
○ Engagements total 204K  across IG and TikTok

KEY LEARNING:  Organic engagement is critical to success of cocktail 
or alcohol based content as IG and TikTok will not allow boosted content 
that is primarily alcohol focussed.
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5 HOTEL LOBBY BARS FOR YOUR NEXT NIGHT OUT
○ Engagements total 176K  across IG and TikTok

 
KEY LEARNING:  Putting small boosted amounts consistently across 
content can effectively increase video views and content engagement.  
DT employing this strategy has resulted in over 1MM video views of 
social media content in June alone.
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Q2 SOCIAL MEDIA MARKETING TAKEAWAYS
○ Attractions/things to do, as well as globally inspired food and nightlife content perform 

best on DT social media  platforms
○ Top performing videos are  in listicle style and in reel format
○ Ambassador takeovers allow for authentic storytelling, unique perspectives and 

expanded audience reach 
 



20

Part III
Email



21

eNewsletters
Q2 2023

Marketing Insights 
Report

21

Business Events 
Newsletter

Audiences: US and Canada
Distribution: Monthly

Consumer 
Newsletter

Audiences: Global
Distribution: Monthly

Industry 
Newsletter

Audiences: Industry 
Stakeholders

Distribution: Bi-weekly
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TOP 6 in the 6ix - Key Measures
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Open Rate

Click Through Rate
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Stories From the 6ix - Key Measures
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Subscribers

Open Rate

Click Through Rate
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Terminal 2 - Key Measures
Q2 2023

Marketing Insights 
Report

24

Subscribers

Open Rate

Click Through Rate



Questions?
Contact us.

Find more Business 
Insights on the Terminal
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