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Key Insights
Q3 YTD traffic increased 289% YOY to the network of sites. The introduction of the You 
Gotta See What We See content series, the final month of the Never Have I Ever campaign 
and a strong ongoing search program drove paid traffic, while organic traffic also made 
noteworthy gains. YOY social followers are up 7%, primarily driven by Instagram/ 
Facebook. Note: DT launched a brand presence on TikTok this year but performance is 
not included in this consolidated report. By a large margin, the top performing social
content type in Q3 remains video reels with Instagram remaining the top platform for 
driving engagement.



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

● Organic Search Visitors: users from search engines such as 
Google and Bing. 
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● Average Session Duration: Measures the average length of 
sessions on destinationtoronto.com

● 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. Here is a list of customized channels:

Customized Channels Owned Channels

Paid Search Other DT sites

Organic Search BI

Direct BE

Paid Channels Other



● 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: 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
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Part I
Content Hub
DestinationToronto.com
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Average Session Duration (seconds)
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Mobile Devices Visitors

Organic Search Visitors
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Visitors per Hour of Day

Peak Time for Visitors

9



Content Hub – Content Highlights
Marketing Insights 
Report

Local Scenes + Epic Events

Top performing content under this 
theme, continued to lean into 
suggested itineraries and round-up 
style content. Of the top three 
highlighted here, "13 Ways to Travel 
the World in Toronto" is new to this list, 
however both "Unique Date Ideas" and 
"Top Picks for Pics" have been 
longstanding top performing organic 
traffic drivers.

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

13 Ways to Travel the World in Toronto: 15,307 
views

12 Unique 
Toronto Date 
Ideas:  
11,747 views

Top Picks for 
Pics: 15 
Places for 
the Best 
Photos in 
Toronto:  
6,568 views
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https://www.destinationtoronto.com/leisure-blog/post/13-ways-to-travel-the-world-in-toronto/
https://www.destinationtoronto.com/leisure-blog/post/toronto-date-ideas/
https://www.destinationtoronto.com/leisure-blog/post/toronto-date-ideas/
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/top-picks-for-pics-15-places-for-the-best-photos-in-toronto/
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/top-picks-for-pics-15-places-for-the-best-photos-in-toronto/
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/top-picks-for-pics-15-places-for-the-best-photos-in-toronto/
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Globally Inspired Food + 
Nightlife 

In this theme, we see an interest again 
in round-up, inspirational and itinerary 
based content. Likely inspired by the 
MICHELIN announcement, we see 
interest leaning into 'best-of' as 
opposed to the 'hidden gems' 
headlines. This trend is likely to 
continue as we move into the holiday 
season when interest is typically higher 
for big-ticket, Toronto-centric 
experiences.

30 Celebration-Worthy Restaurants in 
Toronto: 13,924 views

33 Classic Toronto Restaurants You Need to 
Try: 60,372 views

The Must-Eats of Toronto’s Historic St. 
Lawrence Market: 22,014 views

https://www.destinationtoronto.com/leisure-blog/post/celebration-worthy-restaurants/
https://www.destinationtoronto.com/leisure-blog/post/celebration-worthy-restaurants/
https://www.destinationtoronto.com/leisure-blog/post/classic-toronto-restaurants/
https://www.destinationtoronto.com/leisure-blog/post/classic-toronto-restaurants/
https://www.destinationtoronto.com/leisure-blog/post/top-eats-st-lawrence-market/
https://www.destinationtoronto.com/leisure-blog/post/top-eats-st-lawrence-market/
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Canada at Our Doorstep 

Keeping with the summer season, the 
Scarborough Bluffs and Unique Green 
Spaces articles were the most popular 
in this category (though the category 
as a whole has substantially fewer 
views than the others). We typically 
see this content theme gain traction on 
social heading further into the Fall 
season when colours are at their peak, 
and supported by related events and 
activities.

Scarborough Bluffs: Pick the Best Park for Your 
Interests: 2,676 views

5 Unique Green Spaces in Toronto: 3,166 views
5 Ways to Discover Indigenous Art in 
Toronto: 2,289 views 

https://www.destinationtoronto.com/leisure-blog/post/scarborough-bluffs-parks/
https://www.destinationtoronto.com/leisure-blog/post/scarborough-bluffs-parks/
https://www.destinationtoronto.com/leisure-blog/post/unique-green-spaces-in-toronto/
https://www.destinationtoronto.com/leisure-blog/post/indigenous-art-toronto/
https://www.destinationtoronto.com/leisure-blog/post/indigenous-art-toronto/
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Local Scenes + Epic Events 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.

The most engaging content type on 
Instagram continues to be Reel, 
followed by Photo and Carousel. 
While on Facebook, the most 
engaging content type is Photo 
followed by Video.

Friends Experience with Krystle (@dineandfash) - 
Reel
Close to half of engagements on this post (41%) 
were shares, again suggesting people are looking for 
things to do with others.

Engagements - 7,500
● Video Views - 115,022
● Reach - 105,893
● Shares - 3,094
● Saves - 689

Wonderland Reel (UGC)
More than a quarter (26%) of engagements 
were Shares.

Engagements - 6,200
● Video Views - 99,036
● Reach - 95,233
● Shares - 1,593
● Saves - 426

https://www.instagram.com/reel/CgDGh6vIuoR/
https://www.instagram.com/reel/Cg4hMHWIMVR/
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Globally Inspired Food + Nightlife 

5 Speakeasies with Raj Rijhwani - Reel
The majority of engagements (75%) on this post 
were Shares and Saves, which suggests people are 
looking for content with things they can experience 
together and save for later planning. 

Engagements - 19,200
● Video views - 181,630
● Reach - 172,628
● Shares - 7,767
● Saves - 6,432

5 Toronto Restaurants with Chef Nuit and Jeff 
Regular - Reel
More than half of engagements (54%) on this 
post were Saves (33%) and Shares (21%). 

Engagements - 6,100
● Video Views - 88,589
● Reach - 81,522
● Shares - 1,295
● Saves - 1,975
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https://www.instagram.com/reel/CigZh-4DX00/
https://www.instagram.com/reel/ChSJheZKdTK/
https://www.instagram.com/reel/ChSJheZKdTK/
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Canada at Our Doorstep 
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3 Ways to Beat the Heat this Summer with 
Arienne (@seeusoontravel) - Reel
Most of the engagements (51%) on this post 
were Likes.

Engagements - 5,200
● Video Views - 90,703
● Reach - 81,150
● Shares - 1,663 
● Saves - 810 

Scarborough Bluffs - Photo
83% of engagements were Likes. 

Engagements - 2,000
● Reach - 38,379
● Saves - 312 

https://www.instagram.com/reel/Cg7TGiVKRFL/
https://www.instagram.com/p/Cf6qY61D3hM/
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BE-segment (LinkedIn)

Destination 
Toronto and 
Marriott TIFF 
FAM
Engagements: 
1.1K
Impressions: 
5.2K
Likes: 190

Ace Hotel Toronto
Engagements: 505
Impressions: 5k
Likes: 150

MICHELIN 
Announcement
Engagements: 
471
Impressions: 
6.2k
Likes: 177
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https://www.linkedin.com/feed/update/urn:li:share:6975454613718134784/
https://www.linkedin.com/feed/update/urn:li:share:6975454613718134784/
https://www.linkedin.com/feed/update/urn:li:share:6975454613718134784/
https://www.linkedin.com/feed/update/urn:li:share:6975454613718134784/
https://www.linkedin.com/posts/tourism-toronto_toronto-is-thrilled-to-be-the-new-home-of-activity-6974011046038540289-kePN?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/feed/update/urn:li:share:6975847357741481984/
https://www.linkedin.com/feed/update/urn:li:share:6975847357741481984/
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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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Subscribers
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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

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

