
Tourism Calgary
2020 Things To Do Campaign



• Tourism Calgary strategy 
• campaign overview

• campaign strategy & structure
• measuring success
• budget

• 2020 campaign components
• markets
• timeline
• content
• media
• creative

• best practices
• next steps

agenda



strategy



marketers advocates hosts activators

increase 
intentions to 
visit

increase 
collaboration, 
advocacy and 
alignment in 
the industry

attract more 
events and 
people 
throughout the 
year

increase 
experiences 
and impact

2018-2020 strategic plan



marketing overview

business 
objective

marketing objectives
• increase visitation to Calgary
• drive incremental spend

refining year
• final year of a 3-year strategy
• 2021-2023 Marketing Strategy, nested under new Destination Strategy to be 

complete in 2020
• Travel Alberta funding instability 
• new programs and partnership opportunities for 2021



marketing objectives

business 
objective

• website sessions
• Earned Media reach
• Social Media 

engagement
• digital connections
• relevancy quality 

• pages/session
• economic influence 
• PR attribution
• digital visitor inquiries 

• partner engagement
• event attendance
• experience/Media pass 

distribution
• economic influencer
• marketing support 

revenue 

• sentiment
• positive reviews
• brand quality
• White Hat academy 

participation
• hashtag use
• residence survey



campaign overview



key strategy 
Leverage events and remarkable experiences to generate 
incremental visitation & spend

who? 
the regional market (AB, SK & BC) accounts for 55% of total visitor 
spending (>$1B)

how? 
position Calgary as a vibrant city, perfect for a weekend and short 
getaway. Create urgency to visit now by anchoring with limited time 
events and reaching critical mass to travel through a breadth of 
experience, specal offers, and natural moments of travel (holidays and 
long weekends). 

strategic purpose



structure

partner co-op component 

(content/offers and supporting media)

supports specific 
partner objectives

in-market based on 
partner needs

destination component

(content and supporting media)

promotes Calgary as 
a destination 

supports overall 
campaign



program components

Awareness Consideration/ 
planning In-market Advocacy

destination layer

partner layer



destination content
Things to Do Campaign

destination components
awareness consideration/planning in-market Advocacy

• Hero Videos
• Major Event Guides
• Partner Content

• Holiday Guides & Holiday 
Micro Guides

• Major Event Guides
• Life Moment Itineraries 
• Explainer Videos
• Concert Itineraries
• Seasonal Guide Videos
• What To Pack Videos

• Photography
• Nightlife
• Culinary

• Local Characters Video 
Series 

• Earned Media 
Partnerships

• Earned Influencers 

partner components
consideration/planning In-market

• Monthly Guides
• Curated Local Tips Content Guides
• Individual Articles/Partner Place Pages/Event Pages 



measuring success



2019 interim TTD Campaign results(Jan 2019-Jan 2020)

15

• 1,541,743 pageviews
• +24% YoY 

• 1,611,071 sessions
• +150.7% YoY

• 356,694 referrals + engagements
• -18% YoY

• 51 partners
– partners: +28% YoY

• new wave system

– partner investment +34%YoY

30% conversion rate
•partner: +84% YoY
•brand: +9.3% YoY 

shift towards longer form editorial

marketing measures

partnership in co-op programs

* Interim Campaign Results



content consumption
• video minutes consumed: 1,948,000

• +18% YoY
• 3:43 Avg. Time on page

• +69% YoY
• social engagements: 1,484,358 

• +27% YoY

2019 supporting marketing KPIs



THANK YOU! 

we truly are greater together.



• unification of one campaign, one voice, selling 
one destination (hunting in a pack, partner 
collaboration)

• in-house & agency expertise (digitally led, 
integrated approach, area experts)

• market is primed

• media buy savings 

• matching Tourism Calgary dollars

why co-op?



tentative budget

• Tourism Calgary – $175K
• Tourism Calgary

matching funds - $200K
• Partners  – $200K*
• Quadrants  – $120K*

____________________
• Total = $695,000

*projected
**to be supplemented with 
Travel Alberta if possible 
(Q2)

Tourism Calgary
25%

Tourism Calgary 
Matching Funds

29%

Partners
29%

Quadrants
17%

Tentative Budget Breakdown

Tourism Calgary Tourism Calgary Matching Funds Partners Quadrants



campaign components



markets



geo centric markets 

• regional 
• 75% of visitation
• 55% of spend

• qualified national & 
international



*Source: 2018 Canadian Travel Survey, InsightsWest

travel behavior



repeat visitors in-market visiting friends & 
relatives (VFR)

markets

regional, national & 
international

7 M/year

travel motivators: top-
tier events, positive 

past experiences, 
things unavailable at 
home, routine habits, 
anchor celebrations 

near-in regional visitors, 
residents of Calgary

1.65M residents/near-in
7M/year

travel motivators: events, 
attractions, all of the micro-

moments

all markets

3,467,591 people

travel motivators: events, 
culture, anchor 

celebrations



market characteristics



• motivational
– getting away from reason

• short overnight trips to escape daily routine
– going to reason

• regional destinations to see/do things not available at 
home

• visit with people they are familiar with and where there 
is a level of comfort (47% VFR)

• economic
• maintaining vibrancy perception

communication challenges



47%

38%

25%

23%

21%

18%

13%

12%

7%

6%

4%

3%

2%

8%

6%

39%

39%

21%

NA

19%

NA

12%

10%

8%

4%

1%

2%

1%

17%

13%

Already been to Calgary

Prefer other destinations

Just not interested in Calgary’s activities/offerings

Not enough to do in Calgary

Financial reasons

Cutting back on travel in next 12 months

Poor weather/climate conditions in Calgary

Travel costs and expenses too high in Calgary

Calgary is too far away/difficult to get to

Previous negative experience in Calgary

Not familiar with what there is to see/do in Calgary

Safety concerns for travelling to Calgary

Have not seen or heard Calgary promoted

Other

None of the above are a barrier

2016 2015

Source:   Tourism Calgary Regional Visitor Satisfaction Research, 2016

motivation

accessibility

barriers to visit Calgary



regional visit 

the urban weekend getaway

Dining Attractions Shopping Sports Nightlife Arts and 
culture 

Festivals & 
Events

vibrant city 



By leveraging natural moments of travel 
and showcasing the breadth of 
experiences a traveller can have in 
Calgary, we are going to inspire them 
with the weekend escape they have been 
looking for.

We will create urgency, by pairing these 
experiences with limited time events and 
offers to ensure they book their weekend 
visit now.  

the insight



timeline



• capture summer market share 
• address industry needs period
• booking period

annual visitation



campaign components



partner components 



partner participation opportunities



• monthly listicle 
– inclusion in monthly listicle (3-4 featured paid partners among 

~30 listings)
– special graphic treatment
– high viewability for your listing
– digital mediums supporting content (can be scaled up on how 

many partners participate or if incremental Travel Alberta 
dollars become available) 

• Facebook
• monthly guide supported by pooled partner investment + 

matching dollars
– in-market for 1 month with paid distribution
– Partners are welcome to participate in this tier multiple times 

throughout the year 
– group report provided on stats of guide (final)

$1K partnership opportunity



$1K partnership opportunity



• curated local tips content guide
– inclusion in one curated local tips content guide (4-5 featured 

paid partners among ~5 listings)
• new content product

– digital mediums supporting content (can be scaled up on 
how many partners participate or if incremental Travel 
Alberta dollars become available) 

• Facebook
• guide supported by pooled partner investment + matching 

dollars
– in-market for 3 months with paid distribution
– Partners are welcome to participate in this tier multiple times 

throughout the year 
– group report provided on stats of guide (final)

$5K partnership opportunity



user experience – $1/5K
Tourism Calgary Ad Tourism Calgary Monthly 

Guide/Curated Local 
Tips Content Guide

Partner Website



• custom schedule 
– custom campaign recommendation 
– featured offer on partner page or content piece 

(hosted on visticalgary.com)
• scalable (can be increased above and beyond 

10k), customized media schedule 
– potential mediums include: display, social, third 

party advertising platforms
– campaign supported by partner investment matching 

dollars
– inclusion in a monthly guide (content and distribution)
– custom report provided (mid-season and final)

$10K+ partnership opportunity



user experience – $10K+
Partner Ad Partner Content Partner Website



$10K+ partner specific content



$10K+ partner specific offer



Nenshi’s Magical Museum

• custom schedule 
– a combination of awareness and engagement channels to meet 

awareness and sales objectives, each with separate KPIs
– specific targeting to the partner’s target audience within tourism market
– remarketing leveraged when possible
– will be optimized over the course of the campaign, which may mean that 

budget is shifted to performing channels



partner example
Studio Bell 2019

– Budget Tier 3 partner

– Timing June 17 – Sept 13 
November 15 – December 31

– Objectives Increase awareness of the attraction and 
increase ticket sales

– Tactics Paid Social and Display used as hybrid 
awareness/conversion channels to drive 
visitation. 
Targeted based on generic and specific music 
interests based on exhibits (e.g. Geddy Lee, 
Rush fans)
Creative and content learnings from Summer 
campaign were applied to Winter campaign

– Results Delivered 128% of planned clicks
Second flight allowed us to improve conversions 
from the Geddy Lee execution 



destination components



Media schedules shown are for planning purposes only. 
Schedules and media mix will be adjusted upon confirmation of creative.
Timing of specific channels TBD pending confirmation of assets.

destination blocking chart 



channels
Things to Do Campaign

Marketing Channels

awareness consideration/planning in-market advocacy

• Facebook

• YouTube

• Facebook 
• Google Display ads
• SEM (Paid Search Ads)
• MIQ
• The Weather Network

• Facebook

• Google Display Ads

• Facebook



key channels
GDN
• most efficient channel to drive mass impressions for 

Awareness objectives (feeds the funnel for 
retargeting) 

• wide variety of targeting options are available to 
serve messages to audiences as they are 
researching Travel-related topics on the web; can 
reach users that are not on social channels



key channels
paid search
• highest cost-per-conversion in 2019 TTD program, and major 

contributor to goal completions
• directly reaches audiences with intent-based objective, leading to 

over 60% conversion rate

Facebook
• largest driver of conversions in 2019 with a cost per conversion of 

$0.86, second only to Search 
• second top channel at driving impressions, making it a great hybrid 

channel for the Awareness and the Consideration/Planning stages of 
the purchase journey 

• fosters conversations with the audience to increase interest and 
visitation through reactions and comments

• audience and content learnings from 2019 can be applied
• leverage lookalike audience of converters, website visitors and past 

ad engagers



new targeting tactics
• MIQ

– standard display banners 
– reach regional markets using travel related Behavior and contextual 

targeting
– implementation of frequency capping to prioritize reach
– received at discount

• the weather network
– top Canadian app, with a history of solid performance against media 

metrics
– mobile banner impressions
– placements on Calgary and regional city weather pages, targeting 

regional market devices
– implementation of frequency capping to prioritize reach
– received at discount



new targeting tactics
The Weather Network – Creative Example



new targeting tactics
• Destination Canada Facebook audience list

– in partnership through Travel Alberta and 
Destination Canada Domestic Program

– audiences who have engaged with Destination 
Canada on Facebook to provide high-intent 
travellers



creative examples



• roll-out of new brand 
articulation for Tourism 
Calgary – Eager to Share

• process (stakeholder 
engagement, brand model 
development and creative 
testing)

• new branding applied to all 
ads for 2020

creative refresh



People know Calgary, Alberta as a Western city with rural roots, 
and a jumping off point for mountain adventure. But there’s a lot 
more going on in Calgary than most would imagine. We’re a place 
on the fringe — familiar, but largely undiscovered. From our bustling 
downtown to our character-filled neighbourhoods, along our winding 
rivers and inside every welcoming venue, Calgary is full of secrets, 
surprises, and stories — and we’re eager to share those experiences 
with the world.



visitcalgary.ca



partner creative



display – static & mobile 



social – facebook



social – facebook



social – instagram



social – instagram



partner content



partner content



destination creative



display – static & mobile 



influencer content



social – instagram



social – video



destination content



win-win



best practices
content - what works best?

• unique: not available in their home town
• new and upcoming: what’s changed
• compelling: interesting or fun
• storytelling: is there an interesting angle?
• events: highlight anchor event to drive urgency
• images: emotive, personal, bright

offers - overcoming urgency barrier
• offer based call to action (CTA) with high perceived value
• offers aligned with specific audience

user experience
• the partner landing page experience to:

• be connected to offer
• separate landing page
• clear CTA (easy to book)
• prices clearly outlined
• aligned to Tourism Calgary look and feel



partner success

“Attractions are a small percentage of what we do at 
WinSport. Given this we need to find efficient ways 
to target consumers for these products. We have 
tried many avenues but our most effective 
partnership to date is through the co-op marketing 
program at Tourism Calgary. Having the credibility of 
the destination marketing organization for the city 
aligned with our offerings is extremely valuable”

- WinSport



ext steps



step 1:
join the campaign

Email form to Raj Aggarwal to
opt-in to the campaign (collect 

assets and info)

step 2:
campaign development
• 1/5K partners: placement 

confirmed
• 10K+ partners: media 

recommendation, offer planning, 
creative & content development

step 3:
ads in market

launch ads & optimize based 
on performance

step 4:
reporting

Final campaign performance 
reporting provided

process



• submit opt-in form
• The earlier the better (to secure placements)

– business goals
– campaign objectives
– feature/offer/deal
– investment amount
– any preferred targeting notes (who you want to reach, when you want to be in market, what 

platforms you’d be interested in, etc)

• additional items:
• Images/video
• landing page URL
• Taglines, any specific or pertinent information to highlight, etc
• Any promotional deal items

please email Raj Aggarwal at rajana@tourismcalgary.com to join the program or for 
more information!

next steps

mailto:emilys@tourismcalgary.com


2020 deadlines: 

• Wave 1 opt-in deadline: February 28, 2020
• Tier 1 – April, May, June Monthly Guides
• Tier 2 – April – June Local Tips Guide
• Tier 3 – April 6, 2020 Earliest Campaign In-Market Date

• Wave 2 opt-in deadline: May 11, 2020
• Tier 1 – July, August, September Monthly Guides
• Tier 2 – July – September Local Tips Guide
• Tier 3 – July 6, 2020 Earliest Campaign In-Market Date

you’re encouraged to submit forms in advance of 
selected wave (secure placement, additional time for 
planning)

2020 opt-in deadlines



2020 deadlines: 

• Wave 3 opt-in deadline: August 17, 2020
• Tier 1 – October, November, December Monthly Guides
• Tier 2 – October – December Local Tips Guide
• Tier 3 – October 5, 2020 Earliest Campaign In-Market Date

• Wave 4 opt-in deadline: November 16, 2020
• Tier 1 – January February, March 2021 Monthly Guides
• Tier 2 – January – March 2021 Local Tips Guide
• Tier 3 – January 4, 2021 Earliest Campaign In-Market Date

you’re encouraged to submit forms in advance of 
selected wave (secure placement, additional time for 
planning)

2020 opt-in deadlines



together let’s… 

create compelling offers and tell 
inspiring stories to capture the traveller’s 
imagination, and generate excitement to 
come to Calgary for a weekend.



thank you
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