YOUR
REGION
FOR
BUSINESS

Social Media Advertising and SEO
IEDC Fall Webinar
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TORONTO
REGION AT 2
GLANCE

250 miles

Population / 30,000,000

® Winnies  TORONTO
REGION e o -0

500 miles

Chicago @ @® New York Population / 135,000,000

@ Washi

750 miles

Population / 180,000,000
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+ Senior Communications Specialist
+ Senior Digital Marketing Speciali




SOCIAL MEDIA
ADVERTISING &
SEO




SETTING UP FOR
SUCCESS

n'sure“"ell p a' orms are optlm‘z’ed‘ before driving traffic,
make sure there |§0'meth|ng to drive them toward

“+ Audit website and somalmeﬂﬂfoﬂles to ensure consistency
~in brand and voice

L+ Ensure there is relevant and useful content on platforms:
blogs, testimonials, case studies, sample business cases, etc.

+ Best practice: to collect data on the campaign in marketin{:j
tool that plugs into your CRM (Pardot/Salesforce) — allows you
to collect data and retarget with future campaigns
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SEARCH ENG
OPTIMIZATIE

i ‘ SEO"Audit of website
+ Keyword Research, Competitive Keyword Research and Content
CETAEINEE

+ Using this data, dat#k end of website with written Titles, TORO

‘G LO

Descriptions and I-u and enhance with new pages and/or

blog content Yy \
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, ontent
resonates with them? Where are”they spel eir time?

+ Which search words do they use to find%c our competitors?

+ Generate a strategy to target your audienz ‘with. :'_o ur ads in a
platform-agnostic campaign: both across seareh'engines
(Google) and social media platforms
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Iows you to be “Always in %Iarket” am;d

ce where organic posts reach F-
domestic ed ads reach our international

investor a

+ SEM allows you to budget monthly,to ensure your ads are
always hitting your audience w all selected platforms
i
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~ the noise and
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S important 0 bea trougr

create ads that

~ will speak to your audience and
. “enco

urage them to engage and |
~click through s
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= ofsocial media campaignsito date: . .«
=° + Awareness (Argazon UXTO). - &,

bal has tested four types.. -

L L

+ Geo-targeted (Al Summit) '~

i -

=+ Lead Ge ragign;(This is BIG)
- #=Trending/Hashtag (Raptors)
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- Target: Amazon e'rﬁpléyé_és__ across North America (110,000)
+ Message: The Toronto Region is the place that talent wants
to be — we grow, attract and retain talent

~+ Goal: To generate awarenesg of the Toronto Region and get
us into the conversation on social media
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21,000+ downloads of the b|d
210,000+ impressions
1,800 clicks to UXTO -~
236% increase in social follq-\y

300+ engagements (likes, shar
employees across North Am

I
I
III
ikes, shares, forments) from Am zon
V3
400%+ increase in number/of VI its to Toronto Global

website




You don't just live in Toronto.
You don't just work in Toronto.
Toronto is so much more than that.

We are a place that embraces new ideas.
Welcomes fresh thinking.

Inspires you to do what you want. - pr
Encourages you to be who you ares / &
¢ .

We celebrate our differences.
We celebrate what brings us together. “
We celebrate a lot. 5 5 | d

U/STO

+ Watch the full campaign here.


https://www.youtube.com/playlist?list=PLUimy4z2pXPnK_YjX-27PNO87lM116_xE




#AMAZONXTO D6 @

Toronto ranked 4th-safest city in the world

EXPERIENCE IT YOURSELF

U\TO

+ |n order to increase time spent on UXTO with our target audience, Toronto Global created
multi-faceted experience panels that offered insights into the region.
+ UXTO saw an average time spent on the site of roughly 4:00 minutes.

+ TorontoGlobal.ca also saw an increase of daily visitors. Our average used to be around 60
visits per day, during the campaign we saw upwards of 500-600 visits per day.



TAKE THE TORONTO REGION QUIZ

FINAL QUESTION:
THE TORONTO REGION IN

IN THE , THE
POPULATION OF THE TORONTO
REGION IS EXPECTED TO REACH:
A. 7.5 MILLION

B. 9.5 MILLION

C. 12 MILLION

In order to keep users engaged with the UXTO site, we also included a fun quiz after they
have been served content that may help with their answers.

Once they complete the quiz, users were then asked to describe the Toronto Region in few
words. Here’s what we received...




fantastic

awesome

ern

rersan 3,! ‘massive’ "

,ﬁ*”"% o { ;
‘éclectic”

epiclifis

dope

U/STO



Likes

Nate Carrier @nEcamar - 14h -
#Toronto is running an ad campaign for #HG2 on Linkedin targeting Amazon

3 emplo;ees Gotta give them kudos for tenacity haha.
| +3 |
< . . | r—

Hey Amazon - your next opportunity for HQ2 is here.
You define it. https://Inkd.infe_BPHat

& Jeff Stix Gorgeous city, can't wait to visit again! ad -
Like Reply
*-" Luke Hayden |'m hoping HOQ2 will be in Toronto! T G

Like Reply OU DEFINE

THE a‘f
V' _ARE DIHE?EIHHEHE . ﬂﬁ" You Experience Toronto (UXTO): A City of [
7.1 Oppnnumty
& Youlube ©3 o
Likes
1 L (i
ikes + 1 Comment il Toronto Global
e; Like & Comment ﬁ @Toronto_Globa &
@ Like = Comment
_— Likes Replying to @nBcarrier
] e . *? e e Thanks! We think we're pretty tenacious too!
Henr)-Juskewcms As a Torontonian n ving inSilicon Valley | am still -
e HenryJuskewclulstll eat PR... vaiting for that killer app from Can atl i G
Eise fReply lIRLL Like Reply | 1Lik

+ UXTO saw high profile Amazon employees engage with the content. Some of which
include:

+ Head of Al Partnerships, Global Head of Engineers, Global Head of Commerce,
Global Head of Logistics & Product Innovation, Regional Procurement Manager, VP
of HR, Senior Marketing Manager(s), Operations Management, Instructional
Designers + more!
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+ Opportunity.t6 target newly acquired :”
and engaged audlence fer future Lok
campaigns z/, o

# o 1 s &

+ Leverage insights from’/t’his campaign to

inform future lead generatlonlefforts P

- L o e _..q_., ‘__;_

+ LinkedIn confirmed fhat Toronto GIob"T"
.was the only Economic Development - -
‘Agency to run a targeted media buy on
LinkedIn directed ta Amazon employee
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+ 'Llnkedln has aIsJ conftrmed thai’thls =
~.was their (0 0] runnlng-,campargn from : an
Ecorfomic Development Agency ¢
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TARGETING

=
'RA :i '

+ Target: C-suite, investors, High-Net-Worth |
Individuals (HNWI), site selectors, key

decision makers across kh@aollowmg
sectors p :

+ Re-targeting/re*fMarketing of over 600
current inactive clients within our CRM, in
order to re-engage them \




oronto Glo
to test lead ge
Ip fuel the
9ncouraged
form and download our Amazon
HQ2 bid book as an example of
our service offering to clients




Region as
or investors a

size and scale of
the diverse opportu
multiple sectors *



+ 2,365,281 million impressions de

+ 8,638 clicks to our industry/landing pag
(average time spent nearly two minutes)

+ 1435% increase in number of visits to TQLo bbal
+ 13,638 engagements from Dlre tor level+




VIDEO IS
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https://www.youtube.com/watch?v=ZphgPQavnmo
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Toronte Global L

@ 3,300 followers

Discover tech in Toronto: where bold ideas are welcome & new thinking is
encouraged. This is BIG. This is Toronto Region. #WeAreTorontoRegion #
hitp://bit.ly/20bZWMx

Discover Tech in Toronto Take Your Business to New Heigh




;’your dateway to
higger and hetter
opportunities.

//



TOP

PERFORMING
CREATIVE

@ Toronto Global Ll

el s Toronto Global aen
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Discover tech in Toronto: where bold ideas are welcome & new thinking is Tk 7, ) t" dical Gucish idea t retalli | S

encouraged. This is BIG. This is Toronto Regicn. #WeAreTorontoRegion ¢ ARE JOLE IOV W? thedical Eeage o ‘ea % ma.r N OUE Ak SO
_ . your development lfecycle Lo gel new therapies Lo patients faster. Zg®

- This is BIG. This is Toronto Region. #WeAreTorontoRegion €@

@ Toronto Global R

A strong technology sector, resilient financial system, quality talent pool & low
business costs put Toronto on the global fintech map. This is BIG. This is Toronto
Region. #WeAreTorontoRegion ¢ http://bit.ly/2XhmvDx

Discover Life Sciences in Toronto

LRE ?

@ Toronto Global b

Mo = £d

Discover how we can help take your business to new heights. Download our T GRS B s . i
Amazon HQ2 bid book to see what a customized business case can lock like for From blockehain to Al to-c/ ,'“EN”W' o O e A et

ot your competition behind. This is BIG. This is Toronto Region. #WeAreTorontoRegion
ki @ httpy//bitly/25haNsj

Download our Amazon HQ2 bid book to see what a customized businsss case can
look like for you. http://bit.ly/2T876Ss

W : Ty, ™

Toronto Glohal is
your gateway to
bhigger and hetter
opportunities.

Download Our Amazon HQ2 Business Case
D Discover Financial Services in the Toronto Region
ontoglobal.ca

O




PRACTICES

Following Sponsored Content Best
Practices for Best Results

+

+

+

Use high-quality imagery, infographics
Speak directly to target audience

Clear, concise intro text (less than 150
characters including URL)

Strong call to action (tell members
exactly what you want them to do)

\
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BEST
PRACTICES

Awareness:

+ Target broader audiences to learn which
members are most engaged @ '

+ Targeting: e.g. Geographies + Industry +
Skills
Consideration:

+ Target more specific audiences that fit your
persona

+ Targeting: Company Lists
Conversion:
+ Retarget the lowest hanging fruit

+ Remarketing: homepage, blogs, case study
pages — capture prospective leads with lead
gen forms




_LESSONS
“LEARNED

+ We saw amm;reas
large organizatiens foll
media while thiS ¢
LinkedIn in two ofﬂur
(U.

1Was'running on- . -
shmportan‘t_markets
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LESSONS -
LEARNED

targeted audiences and generated a

is 6x the average earned media ==
benchmark | i
LY

Daily followers grew by 2.5x during the

campaign
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+ Most engaged job title was “Director” and 65 per cent
of lead forms completed were Director+

+ Test lead gen initiative drove 125 new contacts into
Toronto Global's CRM with only 17 per cent of total
budget allocated towards this test.

+ Increased frequency of content is critical for Toronto
Global to compete globally and increase awareness
and intent

+ Best in class partnerships with Salesforce and
LinkedIn from ideation to brief to execution
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https://twitter.com/Toronto_Global
https://twitter.com/Toronto_Global
https://www.linkedin.com/company/toronto-global/
https://www.linkedin.com/company/toronto-global/
https://www.youtube.com/channel/UCb4F6ywIW6E-gam5emoB7Bg
https://www.youtube.com/channel/UCb4F6ywIW6E-gam5emoB7Bg
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