
October 2025

FY25 INFLUENCER REPORT

VISIT 
1000 ISLANDS



COLLABORATION 
OVERVIEW



FY25 COLLABORATION 
OVERVIEW

2 Total Partnerships

Total Engagement Rate: 10%

Total Impressions: 93,773

Total Earned Media Value: $4k

20 Posts So Far
6 in-feed

2 Instagram Reels + 2 Carousels

4-5 Instagram Story Sets

2 TikToks

24,437 Total Reach

Average Organic Engagement: 11 
Engagements per Post

Average Influencer Engagement: 
5,131 Engagements per Post



Key Takeaways
● Overall Impact: 

○ Despite a lower total media value 
(TMV), creator content drove strong 
engagement across platforms.

○ High engagement reflects the quality 
of creators selected — each with loyal, 
active audiences and proven 
storytelling ability.

○ The lower TMV can partly be attributed 
to external factors, including current 
U.S.–Canada travel relations, which 
are outside our control.

What We Learned



INFLUENCER REPORTS



@consumedbycarlo
In-Market: July 31st, 2025

DELIVERABLES
● 1 Story Sets (2-3 frames per set)
● 2 Instagram Posts

○ Carousel
○ Reel

ORGANIC METRICS
● 14 posts (2 in-feed)
● 74,407 Impressions
● 1,642 Engagements
● 5.9% Instagram Engagement Rate
● $2,992 Earned Media Value

https://www.instagram.com/consumedbycarlo
https://www.instagram.com/p/DN9Hu8Xj2ni/?img_index=1
https://www.instagram.com/p/DNeWqfVIOy3/


CONTENT

https://www.instagram.com/p/DN9Hu8Xj2ni/?img_index=1
https://www.instagram.com/p/DNeWqfVIOy3/


@spotted.ottawa
In-Market: September 20th, 2025

DELIVERABLES
● 1 Story Sets (2-3 frames per set)
● 2 Instagram Posts

○ Carousel
○ Reel

● 2 TikToks
○ Video 
○ Photo

ORGANIC METRICS
● 7 posts (4 in-feed)
● 19,366 Impressions:
● 828 Engagements:
● 4.2% Instagram Engagement Rate
● $1,062 Earned Media Value

https://www.instagram.com/spotted.ottawa
https://www.instagram.com/p/DPbbVHaDTCx/?img_index=1
https://www.instagram.com/p/DPSLHC4DWdV/
https://www.tiktok.com/@spotted.ottawa/video/7556408063234755858
https://www.tiktok.com/@spotted.ottawa/photo/7564959217153559815


CONTENT

https://www.instagram.com/p/DPSLHC4DWdV/
https://www.instagram.com/p/DPbbVHaDTCx/?img_index=1


Planning for FY26
● Incorporate paid promotion:

○ Boost content to extend reach and drive 
measurable impact.

● Expand seasonal storytelling:
○ Invite creators across multiple seasons — 

winter, summer, and fall — to showcase 
year-round experiences.

● Diversify creator mix. 
○ Include a variety of niches (family, couples, 

adventure, wellness) to attract broader 
traveler segments.

● Prioritize early planning. 
○ Longer lead times = better coordination, 

stronger content, and more efficient 
execution.

Where We Go Next
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THANKS!


