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Introduction

This Content Guide has been produced so that Ontario’s 

Highlands’ partners can develop content that is effective 

at enticing visitors to the area, is aligned with the region’s 

Come Wander brand platform, and can easily be distributed 

through digital channels.

It is highly recommended that anyone referring to this 

guide also refer to the Come Wander Brand Toolkit for 

further knowledge about the overall brand as well as the 

Photography & Video Style Guide for visual creative direction. 

http://ohto.ca/resources/
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Our Approach

Shifting tactics from traditional forms of marketing, Ontario’s 

Highlands will focus on a content marketing approach going 

forward.  This approach will focus on creating and distributing 

creative and enticing content to engage people with the goal 

of inspiring them to Come Wander.

Come Wander is about influencing people to visit Ontario’s 

Highlands so that they can embrace their inner wanderer.  It’s 

not an aggressive marketing pitch.  It is a simple message 

that will appeal to a person’s desire to experience an 

unrehearsed day.
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Brand Details
The Come Wander brand is built around the philosophy that sometimes the best 

way to recharge is to slow down, look around, and just wander; letting every new 

discovery along the way become its own opportunity to stimulate the senses and 

nourish the soul.

The written and visual representation of the Come Wander brand needs to capture 

the moment of experiencing something for the first time. It needs to stimulate 

the senses and capture an emotion – not just an observation.  In other words, the 

emphasis on written content should be placed on communicating the emotion 

attached to an activity than just the activity itself.

This artistic approach will inspire visitors to consider travelling to Ontario’s 

Highlands as it connects with the audience at a deeper level by tapping into their 

sense of curiosity and igniting their imaginations. 

The best moments to write about will be the ones you were not expecting.  If you 

are travelling Ontario’s Highlands to research your story, explore with an openness 

to wander – both physically and mentally.  Have fun in your travels and let the 

unexpected spontaneous unfolding of events surprise and delight you.
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The Wanderers
Our ideal visitor is the Connected Explorer. They are urban dwellers, partnered with no children, 

between 18 and 54 years of age, living in Toronto or Ottawa. They are busy people, who are 

confident, youthful and optimistic.  They are highly connected to others through digital and social 

media tools, and believe they wield influence with others within their circle. Connected Explorers 

have a psychological need to take a break from the every day. They look to escape the everyday by 

seeking out new experiences.

Five Wandering Personas have been developed to further target the Connected Explorer. 

These Wanderers are:

When writing content related to Come Wander, keep in mind the Wanderer your story will 

appeal to. Consider their visitor expectations and their profile on how they travel.  Armed 

with that information, creatively position your content on how you can appeal to their 

wandering spirit and write in a style that engages with the needs of the Wanderers. 

Please reference the Come Wander Brand Toolkit for detailed information on the five 

Wandering Personas.  

Rustic Roamer

Serenity Seeker

Freedom Finder

Memory Maker

Creative Cruiser
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Writing Style & Tone

Readers don’t want to be informed.  They want to be seduced 

and engaged with the content.  Therefore, your stories 

should be interesting, playful, honest, and passionate.  

Consider what emotion you want to evoke in your message.  

This emphasis on the senses will place the product or service 

in the backdrop of the story which may seem contrary to 

your instincts.  However, this is precisely what our visitors 

are looking for – a glimpse of how we can enrich their lives in 

some way. The element of wandering and discovery, and the 

emotion attached to these acts should be the focus of the 

story.

A candid writing style is recommended, without any 

limitation in sharing the emotional piece of the experience. 

We must avoid, at all costs, typical generic tourism 

descriptions that simply explain the details of the activity 

and wording such as “something for everyone” and “come 

explore”.

Creative Messaging

The creative messaging for any Come Wander piece should speak 

directly to the reader in line with the Style & Tone parameters, 

hinging on their desire to be disconnected and empowering them 

to live on their terms. The product we are selling is “Wandering”. 

Tailored to a specific wandering type, the messaging should:

• tap into the readers’ restlessness and stimulate their desire to 

escape the everyday rules and their own rushed schedule;

• stimulate the readers’ curiosity and desire to see the world 

through new eyes;

• speak to the readers’ need to seek out and try new things;

• encourage the reader to wander off the beaten path; and/or to

• reconnect and create lasting memories.

To be enticing, content should be engaging.  To be engaging, 

creativity is an important skill to hone.  If this does not come easy, 

find someone who is creative and can tell your story for you!
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Sample Creative Messaging

The following sample messaging1 has been written to serve as an example of the way Come 

Wander content can be written. Suggested best practice guidelines can be found on page 19.

Sample Website Story or Wanderer Blog Paragraph

 1Some sample messaging includes fictional content meant as an example only

Sample Eblast Section Text
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Sample Instagram Post
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Sample Facebook Post Sample Twitter post 
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Photography & Video 
Requirements
Each piece of content must be supported by professional quality 

images or video that is in line with the Come Wander brand. The visual 

content used must support the content and enhance the emotion and 

feeling of an experience.  Combining all aspects together (written and 

visual content) will complete your story and fully portray the emotion 

of the experience you are communicating, enticing the visitor to want 

to experience exactly what they see and feel from the story.

The Come Wander Photography & Video Guide provides guidance for 

the shooting style, the tone and feel, the ideal shooting times, and 

the technical details for visual content.  This guide must be reviewed 

and followed when providing photography or video with your written 

content.

Best Practices
We have surveyed some of the most popular opinionsi and have provided 

the following guidance for consideration when creating and sharing Come 

Wander content.  However, keep in mind that testing different content 

formats with a target audience is important to determine what elicits the 

best response from the visitor.
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Short Text

When writing short texts such as Facebook, Twitter and Instagram posts, the writer does not have 

as much time to engage the reader. Readers may see these types of content hundreds maybe even 

thousands of times a day.  Often in this case, the element of surprise or wow factor is needed to 

make someone stop and take notice.  Visual cues become very important for getting noticed (our 

brains process images much faster than text) and should be combined with clever text that will 

engage a person’s emotion and make them want to share or like.

Facebook Post Parameters

Facebook allows up to 63,206 characters per status update post, but shorter length text gets more 

attention.

Popular Rules of Thumb:

• Ideal post length 40 characters

• Ideal video length 30 – 45 second video and must be engaging without sound

• The best length of text and video ultimately depends on the topic

• When inserting a link into a post, make sure to adjust the meta title or meta copy as 

needed 

• Meta titles should be 70 characters or fewer 

• Meta descriptions should be 155 characters or fewer

• When using hashtags, include #ComeWander to show alignment with the brand

• Provide specific page links to comewander.ca for more information on the content 

where applicable

Twitter Post Parameters 

While Twitter allows posts up to 140 characters max, links in a post take up 24 characters, leaving 

116 characters to work with.

Popular Rules of Thumb:

• Ideal length - 100 characters or 120 characters with a link

• 1 to 2 hashtags of under 11 characters per Tweet 

• Video – up to 30 seconds

• Links are important for Tweet interaction

• Tweets with images get higher click-through rates

• Tweets with hashtags result in more engagement

• Include #ComeWander to show alignment with the brand

• Do not autopost Facebook posts to Twitter as it is important to have unique content 

tailored to the audience of each channel.  What works on one platform may not work 

or the message many need to be altered for another.

Instagram Post Parameters

Instagram allows a maximum of 2,200 characters per post but cuts off text in a feed after 3 lines, 

providing a “more” button to read the rest of the text.

• A ‘wow’ image is the key to getting noticed

• Consider posting only on-brand images to create consistency

• Use hashtags in your post

• Include #ComeWander to show alignment with the brand

• Include important text details at the front of post and hashtags and tags at the end
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Medium Length Text

When writing medium length content such as e-blasts, keep in mind the adage quality vs quantity.  

People are extremely busy these days and are constantly bombarded with content all day long. 

Furthermore, they typically read these communication pieces on mobile devices.  Short, sweet, and 

to the point content is the key to attracting their attention.

Eblast Newsletter Text Parameters

• Include a balance of text and images

• Provide short enticing text with links to specific pages on comewander.ca for more 

information

• Include a Call to Action in the Subject Line of your e-blast

• Include contact information

• Shorter is not always better in regards to title length

Longer  Length Text

When writing longer texts such as stories for the website or blog posts, the writer has the time to 

build the story, include details and engage the reader.

Website Story & Blog Parameters

Website stories and blog posts should include a mixture of written content, photos and/or video to 

capture the reader’s attention and to help stimulate the dream phase, enticing travel to Ontario’s 

Highlands.  

Giving each post an intriguing title and breaking up long sections of text with visual elements such 

as photos or bulleted lists is important. 

When writing a more traditional story, content should include a beginning, middle and an end.  

Popular Rules of Thumb:

• Use short, attention-getting titles – 6 to 12 words long (under 70 characters)

• Include keywords at the beginning and keep under 70 characters so it doesn’t get 

 cut off for SEO purposes

• Optimal length – 1,600 words or approximately 7 minutes to read, but ideally a blog 

post should be as long as it needs to be to get the point across

• Test blog post length to see what works best with your followers, analyzing post 

length and engagement after the fact to see what length gets the most reads

• Images get higher Click Through Rates

• Stories posted on ComeWander.ca should include hyperlinks to operators and 

activities

• Stories posted on external sites and blogs should include links to specific pages on 

ComeWander.ca for more information
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Measuring Engagement
When assessing engagement, it is important that partners understand 

how success is being measured.   The following are performance indictors 

around content engagement which operators may consider using to 

measure the results of their content: 

• Open Rates for E-Blasts

• Social Media Engagement (Increase in Followers, Likes, Comments, 

Shares, Regrams, Retweets)

• Hashtag Use

• Blog Views

• Click Through Rates

• Website Performance (Visits, Unique Visitors, Average Time on Site, 

Link Click Throughs)

• Video Performance (Views, Shares)

In Conclusion
Engaging content has the ability to catch the attention and create 

a response from the reader.  The creative mix of visual and written 

content will stimulate the emotion of experiences in Ontario’s 

Highlands and allow the reader to dream of what it would be like 

to experience what is shared in the story.  With all partners working 

towards this creative approach, it will allow for more effective 

branding of Come Wander and the region as a whole. 
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