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Key Insights
Traffic to the network of sites increased 23% YOY in Q4. In total, the network received over 5 
million visits in 2022, a 185% increase over 2021. Organic and paid search were the primary 
traffic drivers specifically in Q4, organic search increased 60% YOY (organic traffic share 
increased by 4%). Total social followers grew 3%, driven by Instagram/Facebook and a reflection 
of the content focus. 



● 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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Organic Search Visitors
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Visitors per Hour of Day

Peak Time for Visitors
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Local Scenes + Epic Events
Timely blog content continued to receive 
the most page views, featuring seasonal 
events and limited-time experiences. At 
the same time, the Date Ideas page 
benefits from seasonal refreshes to 
maintain relevance all year and 
continues to see organic growth year 
over year, along with the Top Picks for 
Pics page.

These pages also appear on the first 
page (if not the first position) on Google 
search results for their respective top 
keywords. 

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.

New Year's Eve 2023 in Toronto: 7,399 views

12 Unique 
Winter Toronto 
Date Ideas: 
10,191 views

Top Picks for 
Pics: 15 
Places for 
the Best 
Photos in 
Toronto: 
5,750 views 
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https://www.destinationtoronto.com/leisure-blog/post/new-years-eve-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 

These three culinary articles 
consistently appeared in the top spots 
for this content pillar in 2022. In Q3, 
paid partner campaigns contributed 
significant visits to these pages but 
lowered engagement time. However, 
this quarter, we are happy to see that 
the time on page has increased, 
averaging around 1 minute. 

30 Celebration-Worthy Restaurants in 
Toronto: 10,055 views

33 Classic Toronto Restaurants You Need to 
Try: 12,638 views

The Must-Eats of Toronto’s Historic St. 
Lawrence Market: 4,827 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 

Content within this pillar has centred primarily 
around 'outdoor adventures' as our target 
audience remained hyperlocal and domestic 
(making them more familiar with what we 
consider uniquely Canadian experiences). 
Beyond summer, outdoor activities become more 
limited and may be impacted by factors like 
climate/weather. 

The Fall colours content continues to garner high 
engagement year over year for this pillar but is 
also in the top 5 blogs overall.

Where to See Fall Colours in Toronto: 9,568 
views

5 Unique Green Spaces in Toronto: 2,006 views Nature Walks in the City: 3 Routes in 
Toronto's Famous Ravines: 2,947 views 

https://www.destinationtoronto.com/leisure-blog/post/where-to-see-fall-colours-in-toronto/
https://www.destinationtoronto.com/leisure-blog/post/unique-green-spaces-in-toronto/
https://www.destinationtoronto.com/leisure-blog/post/toronto-ravine-walks
https://www.destinationtoronto.com/leisure-blog/post/toronto-ravine-walks
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Part II
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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.

As expected, holiday content dominated the 
top spots within this pillar and featured 
listicle-style videos. Video content is the 
favoured format. In contrast, a similar Reel 
featuring the Distillery Winter Village in 2021 
garnered 82,632 video plays vs 283,928 video 
plays in 2022.

More than half of the viewers were 
non-followers. The Instagram algorithm may 
favour video plays over other types of 
engagement (likes and comments), positively 
impacting organic reach. The Collaborator 
feature extends post reach by appearing on 
Destination Toronto's and the content creator's 
accounts. There was an increase in Shares 
and Saves on top posts as well. All of these 
factors are potentially contributing to increased 
organic reach.

While it doesn't directly contribute to DT 
engagements, it is worth noting that several 
other Toronto accounts also re-posted the 
Distillery Winter Village post (Narcity Toronto, 
To Do Toronto), which positively impacts brand 
visibility overall. 

Distillery Winter Village 
Engagements total - 283,928 
Breakdown of relevant metrics:

● Video Views - 263,643
● Reach - 245,559 (181,378 or 73% 

non-followers) 
● Shares -8,772
● Saves -2,776

Holiday Hills
Engagements total - 150,845
Breakdown of relevant metrics:

● Video Views - 142,929
● Reach - 129,443 (74,469 or 57% 

non-followers)
● Shares -3,595
● Saves -1,397

Glow Christmas
Engagements total - 95,644
Breakdown of relevant metrics:

● Video Views - 90,370
● Reach - 83,775 (77,567 or 92% 

non-followers)
● Shares - 2,523
● Saves -768

https://www.instagram.com/p/ClGuWhXqwHs/
https://www.instagram.com/p/ClOo8K0K96w/
https://www.instagram.com/p/ClsQeM2DhHj/
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Globally Inspired Food + Nightlife 
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Listicle-style videos are the favoured format for this content pillar, with holiday-themed videos 
dominating as top engagement drivers. Including the video titles in the frame that appears 
in-feed also suggests it has more significant potential to capture attention on a feed. 

5 Toronto Christmas Bars 
Engagements total - 306,133
Breakdown of relevant metrics:

● Video Views - 279,893
● Reach - 247,694 (196,265 

non-followers)
● Shares - 13,613 
● Saves - 5,582

All You Can Eataly
Engagements total - 94,040
Breakdown of relevant metrics:

● Video Views - 91,026
● Reach - 87,706 (35,555 

non-followers)
● Shares - 690
● Saves - 273

4 International Holiday Meals in Toronto
 Engagements total - 29,657
Breakdown of relevant metrics:

● Video Views - 28,995
● Reach - 24,327 (7,209 non-followers)
● Shares - 71
● Saves - 107 

https://www.instagram.com/p/CmH9yoEK5Lj/
https://www.instagram.com/p/CjL12dyIl6K/
https://www.instagram.com/p/CmfcVGCJbUF/
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Canada at Our Doorstep 
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The Fall colours post continues to be a top performer for Q4 but is also the second-highest performing 
video for 2022.

5 Best Places to See Fall Colours in Toronto 
Engagements total - 549,400
Breakdown of relevant metrics:

● Video Views - 510,077
● Reach - 509,567 (423,622 non-followers)
● Shares - 14,814
● Saves - 9,351 

https://www.instagram.com/p/CjoERWQK9ro/
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BE-segment (LinkedIn)
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London Week Recap Post

● Likes: 101
● Comments: 2
● Shares: 1
● Clicks:1,373
● Impressions: 4.8k
● Impressions eng. rate: 30.97%

Focus Canada

● Likes: 71
● Comments: -
● Shares: -
● Clicks:558
● Impressions: 3.1k
● Impressions eng. rate: 20.04%

IMEX 22

● Likes: 144
● Comments: 1
● Shares: 2
● Clicks:430
● Impressions: 3.3k
● Impressions eng. rate: 17.49%

https://www.linkedin.com/posts/tourism-toronto_meetintoronto-seetorontonow-activity-6982695774602113024-Hdy5?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/feed/update/urn:li:share:7001935491302395905/
https://www.linkedin.com/posts/tourism-toronto_imex22-meetintoronto-seetorontonow-activity-6986760236166520832-j8DU?utm_source=share&utm_medium=member_desktop
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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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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

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

