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Background
The marketing and business development 
tactics presented here were delivered May 
2020 – May 2021 and are intended to drive
branding and awareness-building of the VMC 
in support of the landowners’ efforts to secure 
large anchor tenants to catalyze the 
development of new office buildings. 

Programs and tactics have been adjusted to 
align with the changing office real estate 
market and the City’s Covid-19 response. 
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Primary target 
market
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• Greater Toronto Area-based companies 
with expanding office needs.

• Business executives, corporate real estate 
executives, commercial realtors and 
brokers, and site selection professionals.



Advertising and 
paid editorials
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• National Post and InnovatingCanada.ca 
advertorial

• RENX Ads and sponsored content
• CoreNet Canadian Chapter newsletter ads
• Urban Toronto sponsored article



Business and Real 
Estate Events
• ULI Vaughan Rising webinar
• NAIOP REX Awards
• Urban Economy Forum
• CoreNet REmmy Awards
• PEO Leadership Conference
• The Way Forward Webcast
• LandPRO and Post-Conference webinar
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Content Marketing
• VMC microsite update
• 360 Degree Virtual Tour update
• Full Build Out Rendering
• VMC Flyer
• New photography
• Up & Coming Neighborhoods: VMC
• Celebrate Vaughan Magazine
• Vaughan Rising Podcast
• CSC communications products
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Arts and Cultural
Programming
• Italian Contemporary Film Festival (ICFF) 

Architettura and Design 
• Music in the Square
• Vaughan Film Festival
• Next Stop Music and Food Festival
• Culture Days
• Halloween Night of Lights
• Winter Wonderful 
• Holiday Night of Lights
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Outcomes since May 2020

• A reach of more than 1.2 million members 
of the business community and general 
public through the National Post and 
InnovatingCanada.ca campaign. 

• More than 290,000 impressions on the 
RENX sponsored article.

• More than 111,000 impressions on the 
RENX website and newsletter.

• More than 22,000 impressions in the 
CoreNet Canadian Chapter Newsletter.

• A top viewed article on Urban Toronto for 
November 2020 with 4,894 views.
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Outcomes since May 2020

• Exposure to 3,455 event attendees around 
the world.

• Positive media coverage in the Toronto 
Sun and Hamilton Spectator after the ULI 
Vaughan Rising Webinar.

• Recognition of the VMC as a best practice 
for suburban intensification by the Urban 
Land Institute and United Nations.
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Outcomes since May 2020

• More than 50,000 microsite pageviews.
• 1,100 views of the new VMC 360 Degree 

Virtual Tour (2020).
• 3,600 views of the previous VMC 360 

Degree Virtual Tour (2019).
• 1,400 views of YouTube videos by external 

partners.
• 1,100 podcast episode downloads.
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Outcomes since May 2020

• 14 media products
• i.e. public service announcements, news 

releases, Mayor’s statements
• 57 social posts
• 14 City Update eNewletters
• 14 media pitches
• 14 Council eNewsletters
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