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Key Takeaways

In May our paid media campaigns brought in more than 65K clicks from over 2.7M impressions, with the majority of tactics meeting or exceeding the
industry averages this month.

Google SEM maintained outstanding traction across both campaigns, with the US delivering a 19.48% CTR and Canada securing a 19.77% CTR, both
comfortably outpacing the 12.60% benchmark.

Google Demand Gen generated over 25K total clicks between both markets, sustaining stable engagement with healthy CTRs in both the US (2.09%) and
Canada (2.05%), right in line with the 2.12% average.

As noted last month, Google Performance Max experienced low CTRs as the algorithm prioritized lower-intent actions like page views, but the recent
optimizations made to force more focus on higher-value actions have already turned both campaigns around significantly (details on next slide).

The Meta Prospecting campaigns saw healthy performance compared to industry benchmarks, led by US Instagram at a 2.28% CTR, while both locations
drove significant quality gains, highlighted by a 21% MoM increase in 15-second conversions in the US and a 285% surge in Canada. Meanwhile, Meta
Remarketing achieved notable growth, with US Instagram reaching a very efficient 2.79% CTR and Canada leaping to a 3.12% CTR.

Meta Video was a standout performer this month, with Facebook hitting an impressive 3.70% CTR and Instagram delivering a stellar 7.86% CTR, both
vastly exceeding the 1.37% average.

Azira CTV saw near-flawless performance with a 99.86% VTR in the US and 100% in Canada, finishing well above the 93.74% industry average, while the
combined Azira Interstitial retargeting efforts delivered over 3.4K clicks.

These campaigns resulted in a total of 54,909 website sessions (77% of all site traffic this month) from 51K+ users with a 32% average engagement rate
and a 1m 12s average session duration.
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Optimizations & Recommendations

Demand Gen

> The targeting adjustments made last month (removing several lower-performing audience segments) successfully lifted the US CTR to 2.09%
and Canada to 2.05%, bringing both right in line with the 2.12% average this month.

Performance Max
> The conversion setting optimizations implemented last month are already showing immense progress; while May metrics reflect the tail-end

of the previous conversion setup (with a 0.68% CTR in the US and 1.14% in Canada), real-time June data shows that these CTRs have already
skyrocketed past 15% and 17% respectively now that the algorithm is more-strictly focused on the higher-value actions.

Azira Interstitials

> While the Azira retargeting interstitial CTRs are comfortably within Azira’s benchmark range (1.5%-3.5%) in both the US & Canada, both
campaigns are performing below the 5.5% Madden average, so we've reached out to Azira for more insight & opportunities for improvement.
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Last Month

Google
SEM

Clicks

7.877

Impressions

40.439

10.48%
Total users
5234

Engaged sessions

4 849

Engagement rate

76.39%

Average session duratio

00: 03 21

Avg. CTR: 12.60%

A
Ay

Google
Demand Gen

Clicks

14,508

693 413

CTR

2.09%

Total users

14,713

Engaged s ons

1 618

Engagement rate

10.47%

erage session duration

00:00:27

Avg. CTR: 2.12%

May 1, 2026 - May 31, 2026

Google Azira
Performance Max cTv

Clicks Views

1,341 72142

mpre Impressicns

196 656 72.242

0.68% 99.86%

otal users

2566

Engaged sessions

611

Engagement rate

22.09%

Average session duration

| 00:00:54

Avg. CTR: 2.61%

Avg. VTR: 93.74%

kg KH

Azira
Retargeting (Interstitial)

Impressicns

151.943
Clicks

2493

1.64%

Total users

1,385

E ngaged sessions

338

Engagement rate

22.56%

Average session duration

00:00:13

Avg. CTR: 554%

Voyage'§ Beacon
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Facebook
Prospecting

2966

Impressions

158,850

1.éi%

3 832

Engaged

Eﬁswh

Engagement rate

15.50%

Average sion duration

O0.00.18

Avg, CTR: 2.31%

Last Month Cont.

Instagram
Prospecting
Clicks
1197
52 386
CTR
2.28%

Total users

1,623

Engaged sessions

318

Engagement rate

10.19%

Facebook
Remarketing

Clicks
1,497
impressions

94,700

CTR

1.58%

Total users

1,311

Engaged sessions

531

Engagement rate

36.42%

Average session duration

OO OO 58

Avg.CTR: 2.31% Avg. CTR: 216%

Instagram
Remarketing

Clicks
616
Impressions

22,065
2.}9%

Total users

653
Engaged sessions

237

Engagement rate

33.38%

Average session duration

00.00.52

Avg.CTR: 216%

May 1, 2026 - May 31, 2026

Facebook
Video

3723

100 737

370%

Total users

788

Engaged sessions

128

Engagement rate

15.08%

Average session duration

00:00:15

Avg. CTR: 1.37%

kg KH

Instagram
Video

Impressions

18,712

7 86/0
Total users

3174

Engaged sessions

581

Engagement rate

16.82%

Average session duration

00:00:21

Avg. CTR: 1.37%

Voyage@Beacon
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(YTD)

Jan 1, 2026 - May 31, 2026

kg KH

Google Google Google Azira Azira

SEM Demand Gen Performance Max cTv Retargeting (Interstitial)

Clicks Clicks Clicks Views Impressions
126,469 274,499

40,085

Impressions

221, 854

18.07%

Total users

29,883

Engaged sessio

27365

Engagement rate

78.34%

Average session duratio

OO 03 20

Avg. CTR: 12.60%

En

39,286

Imp

1972967

109%

Total users

15,124

aged s ons

1689

Engagement rate

10.67%

Avac
~Averd

rage session duration

00:00:28

Avg. CTR: 2.12%

6.368

mpre

497690

CTR
1.28%

Total users

3173

Engaged sessior

965

Engagement rate

27.96%

Average session duration

00:0112

ne

Avg. CTR: 2.61%

Impressions

126.701

View Rate

00.82%

Avg. VTR: 93.74%

Clicks

7177

CTR
2.61%

Total users

1,530

Engaged sessions

387

Engagement rate

23.16%

Average session duratio
00! OO 15
Avg. CTR: 554%

Voyage'§ Beacon
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Facebook
Prospecting

7,663
418,849

183%

4,062

Engaged sessions

721

Engagement rate

17.03%

Average sion duration

O0.00.ZZ

Avg.CTR: 2.31%

(YTD) Cont.

Instagram
Prospecting

Clicks

5272

169,008
3.12%
Total users
1,743

Engaged sessions

356

Engagement rate

10.98%

Average session duration

OO OO 22

Avg. CTR: 2.31%

Al

Facebook
Remarketing

Impressions

177517

CTR
1.68%

1,363

Engaged sessions

566

Engagement rate

37.26%

ge session duration

OO OO 58

Avg. CTR: 216%

Instagram
Remarketing

1604

63 080

CTR

2.54%
Total users

695

Engaged sessions

261

Engagement rate

34.30%

verage session duration

00: OO 56

Avg. CTR: 216%

Jan 1, 2026 - May 31, 2026

Facebook
Video

10.202
387.924

2.63%

Total users

884

Engaged sessions

147

Engagement rate

15.41%

Average session duration

00:00:15

Avg. CTR: 1.37%

k| KH

Instagram
Video

Clicks
6,705
Impressions

155,265

4.32%
Total users

3.238

Engaged sessions

590

Engagement rate

16.87%

Average session duration

00:00:22

Avg. CTR: 1.37%

Voyage@Beacon



(IIREETEY  SEM LEISURE (US) | GOOGLE May 12026 - May 1. 2026 - ¢ |KH
Search keyword Clicks ~ Impressions CTR ° "Castles & Cruises" remains
thousand islands ny 1,380 7542 18.3% the top ad group, driving more

mpressions thousand klandsier e 2080  1582% than 27% of all clicks with a
MISE Isle S uses “As N 70
40,43 CTR at nearly 17%.
things to do in 1000 islands 479 1603 20.88%
Clicks 1000 islands excursions 434 2410 17.04% ® The New quk DMA generated
7 877 ‘ v , the most clicks, followed by
' things to do in alexandria bay 354 1460 24.25% Watertown and Syracuse
CTR best campygrounds 1000 islan. 307 1303 2356%
19.48% events in alexandria bay 303 1229  2465% ®  Thetop search keyword this
month was "thousand islands
campgrounds 1000 islands 248 1170 21.2% nyu followed by "thousand
events in clayton ny 202 642  3146% islands cruises"

Ad group Clicks ~ Impressions CTR things to do in clayton ny 197 746 26.41%

Castles & Crui. 2167 12771 16.97% 1-107187 5 = Google

Experiences 1,713 7126 24.04%

Metro area Clicks ~ Impressions  Percentage of Clicks
Visit 1000 Isla 1572 8615 18.26%
New York NY 844 4537 10.71% I

Places To Stay 1357 7.223 1879%

Watertown NY 840 4,712 10.66% ®  www.isit1000islands.com/castles-cruises

Events 859 3625 237% T
Syrac use NY 782 4196 903% é?gi(;:lands Boat Tours - Scenic River

oy Explore the secret passageways of Singer Castle or the
Age Clicks ~ Gender Clicks ~ Rochester NY 725 3425 Q2% grandeur of Boldt Castle. Ghoose from scenic
sightseeing cruises, sunset dinner tours, or private
nutl 2563%  Female £0.63% Buffalo NY 656 2,066 8.33% charters.
Boating Customs and Immigration
55-64 1749%  Undetermined 2524% 1-5/51 >
64 1560%  Male 24.13% Voyage 1 Beacon



1000 Islands

693.413

Clicks

14,508

CTR

2.()9%

Ad group

Core - Qutdoor Travelers
Growth - Family Travelers
Core - Family Travelers
Core - Millennial Travelers

Growth - Millennial Travelers

Clicks ~

DEMAND GEN | GOOGLE

Metro area Clicks ~
New York NY 7165
Washington DC (Hagerstown . 1,851
Dallas-Ft. Worth TX 1.361
Boston MA-Manchester NH 1,059
Baltimore MD o56
Philadelphia PA a30
Detroit Ml 238
Pittsburgh PA 166
Wilkes Barre-Scranton PA 164
Albany-Schenectady-Troy NY 161
Impressions CTR
7634 390.491 195%
3982 166,296 2.39%
1945 74.747 26%
523 30933 169%
234 16,593 1.41%

Impressions  Percentage of Clicks

340,526 49.39%
83196 12.76%
58141 9.38%
57159 7.3%
42283 6.50%
42112 6.41%
13561 1

9755 114%
9,464 113%
0854 111%
1-10 /18 ¢ )
Male 60.13%
Female 30.84%
Age Clicks ~
55t064 30.62%
35t044 26.64%
45to54 23.38%

May 1, 2026 - May 31. 2026

™

The 'Outdoor Travelers' (Core) ad group is
still the primary performance driver with
7.6K+ clicks, while ‘Family Travelers’ (Core)
saw the most engagement at a 2.60% CTR.

The New York DMA drove the most clicks
this month (nearly 50% of the total) followed
by Washington DC and Dallas-Ft. Worth.

Male users drove 60% of all clicks, and ages

55-64 drove 30%.

3 YouTuhe

LNy 100 Islands;

Learn more

Legend Has It... :
You can hear the whisper of the wild from anywhere you stand
inthe 1000 Islands.

‘Sponsored - Visit 1000 Islands

fouTube

n more [Z]

| legendHasit... :
B From enchanted castles to serene waters, moments together
matter in the 1000 Islands.

‘Sponsored - Visit 1000 Islands

Voyage'§ Beacon
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Metro area Clicks ~ Impressions  Percentage of Clicks ® The Core campa_lgn is still thef primary .
\Washington DC (Hagerstow & 86k 6645 performance driver, generating more clicks
washing He stown - 9 .00 .047% .
3 : than Growth at a higher CTR.
New York NY 70 4,666 5.22%
Impressions ) )
196 656 Detroit M| 63 17504 47% e  Washington DC drove the most clicks,
' ) followed by New York and Detroit.
Buffalo NY 49 720 368%
Clicks % .
i Baltimore MD a4 13345 328% ° May’s low CTR is the result of the same
1.341 Dallas-Ft. Worth TX 2 20.998 306% conversion settings mentioned last month,
- and since those changes, the campaign has
CTR . it it ol D 35 2004 e been performing far above the benchmark.
068/0 Rochester NY 33 539 246%
Syracuse NY 33 514 246%
; D YouTube S o Q
Albany-Schenectady-Troy NY 19 562 1.42%
— : i
1-10/17
D YouTube S o4 Qa
Campaign Clicks ~ Impressions CTR e
Visit 1000 Islands (DM-NYTHOU26) Google Performance Max - Core 1104 127113 0.87%
Visit 1000 Islands (DPM-NYTHOU26) Google Performance Max - Growth 237 69543 0.34% P @
1000 Legend Has It...or So They Say H
e  As mentioned last month, the algorithm was favoring some lower-intent WY {0 sinds piirwiolmirveloi it
conversions like page views, resulting in a very low CTR. After adjusting Leam more & SpensareclISiii 000 efncs
the conversion settings to prioritize higher-value events, the CTR has That's When the Magic Happens :

been skyrocketing and is currently above 15% in June so far. e ey e spentsleng ourmieredvters

welcomes the soul of summer.
Sponsored - Visit 1000 Islands

Voyage'§ Beacon
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PROSPECTING | FACEBOOK

- DMA region Link clicks ~

1éé.8éO New York 540

Washington, DC (Hagrstwn) 407

Clicks Philadelphia 350

2'966 Dallas-Ft. Worth 308

Boston (Manchester) 307

CTR Detroit 225

187% Baltimore 189

Pittsburgh 116

male 54.50%  Albany-Schenectady-Troy 87
female 44%
unknown 1.42%

° While the CTR is slightly below benchmark, we saw

continued MoM increases in time-on-site conversions:

15 sec: 2.3K+ (up 21% from 1.9K+ in April)
30 sec: 1.4K+ (up 17% from 1.2K+ in April)

May 1, 2026 - May 31. 2026 . l \V/I | m

Impressions Percentage of Link Clicks * The Facebook prospecting Campaign
30.781 18.21% drove a 10.6% increase in CTR this
20352 1372% month, putting it much closer to the

benchmark at 1.87%.
18,606 11.8%
13527 10 38% ° The New York DMA had the most clicks
17744 10.36% (18%) followed by Washington DC (14%)
N and Philadelphia (12%).
11,803 759%
10.554 6.37% ° Nearly 55% of the total clicks came from
6788 201X male users this month, and 55-64 was
' ’ still the top performing age range with
4.769 31% almost 44% of the total.
5033 293% sosas Visit 1000 Islands wwe % s Visit 1000 Islands i
Ad-@ Ad-@
Legend has it that the vivid blue waters of the I;;’;:: aha: ci;;:a:}i:‘;h;x:?h':la:gz C“h: Gt
1000 Islands whisper an invitation to dreamers ride. " G B
near and far. _— -
1-10 /36 >
Age Link clicks ~
55-64 4373%
45-54 26.3%
35-44 20.8%
T NY 1000 Islands
25-34 Q17%

visit1000islands.com
1oNY 1000 Islands And the Rest is History Learn more
Write Your Own Chapter

visit1000islands.com

And the Rest is History Learn more

@)
Write Your Own Chapter \loyage ,I\ Beacon
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May 1, 2026 - May 31. 2026 . I ml | m

Impressions DMA region Link clicks ~ Impressions Percenlage of Link Clicks Y The Instagr\am pr\ospec“ng cam pa|gn
52386 New York 356 14.246 29.74% generated 1.1K+ clicks at a 2.28% CTR,
. .. . 0
Washington, DC (Hagrstwn) 200 8257 16.71% I"Ight inline with the 2.31% benchmark.
ks Dallas-Ft. Worth 145 6,380 1211% ¢  The New York DMA had the most clicks
1,197 Philadelphia 100 4686 8.35% (30%) followed by DC (17%) & Dallas (12%).
Baltimore a3 3781 777%
CTR ° Female users drove over 56% of the total
228% Detroit Hh 4181 718% clicks this month, while 55-64 was still
Boston {(Manchester) 83 4,402 6.93% the top-performing age range with 31%.
p'“SbUrgh 35 1612 292% i ViSit1000islands
S ~Ad
Gender Link clicks ~ Syracuse 23 1087 192% _ visit1000istands
Ad
fernale 5622%  Buffalo 19 933
male 43.02%
unknown 0.75%
1-10/3
Ad set name Link clicks ~ Impressions Age Link clicks ~
Family Travelers | Legend Has It | Core/IG 616 27041 55-64 30.01%
ToNY {000 Islands
Family Travelers | Legend Has It | Growth/IG 481 20,024 45-54 26.9%
Outdoor Travelers | Legend Has It | Core/IG 56 2.686 35-44 2573%
Learn more > o O er v m
Outdoor Travelers | Legend Has It | Growth/IG 41 1606 25-34 16.46% visit1000islands Legend has it that the vivid blue
waters of the 1000 Islands whisper an invitat... more
Millennial Travelers | Legend Has It | Growth/IG 2 22 QoY [N

visit1000islands Legend has it that, in the 1000
Islands, the summer breeze tells better storie... more

Voyage(??Beacon
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——— DMA region Link clicks ~ Impressions Percentage of Link Clicks ° The Facebook remarketing campaign
94,700 New York 314 16.493 20.98% generated nearly 1.5K clicks from over
Philadelphia 149 10116 9.95% Q4K impressions in May. Whlle this
» o impression surge resulted in a reduced
Clicks Bosion (Manchaster) 145 6505 969% CTR, site engagement remained strong.
1.497 Wilkes Barre-Scranton-Hztn 72 5805 4.81%
o .
Rochester. NY - TP 468% ° Nearly 68% of all t:)|ICkS came fr‘on_1
v ; » female users, while 55-64 was still the
1.58% bk Ldeaty s S 450 401% top-performing age range, accounting
: ¢ Syracuse 63 6,388 4.21% for 46% of the total.
Pittsburgh 63 4,489 4.21%
ke Visit 1000 Islands e X
Buffalo 9 5,893 394% e
Gender Link clicks ~ o b e 3 : _— Legend has it that the waterways in the 1000
X . e, i Visit 1000 Islands e X Islands are waiting to share their hidden gems
fermale 6767% Albany-Schenectady-Troy 55 4.084 367% Ad with you.
Legend has it that the view of the 1000 Islands
male 31':. gets even lovelier the closer you get.

° By optimizing toward time-on-site conversions, we may

see the CTR fluctuate a bit as the algorithm identifies LD GOV >

users most likely to stay longer (rather than simply Age LI CRCRE
maximizing clicks). While this month’s CTR is below 55-64 46.43%
the benchmark, we saw healthy site engagement: 65 2224

L NY {000 Islands

o 1.3K+ 15-second conversions
o 900+ 30-second conversions 35-44 10.42%
o 36%+ site engagement rate

— visit1000islands.com
1ony {000 Islands And the Rest is History Learn more
Don't Miss the Story

25-34 4.61% visit1000islands.com
And the Rest is History Learn more
Don't Miss the Story

Voyage'§ Beacon
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DMA region Link clicks ~ Impressions Percentage of Link Clicks ° The Instagram remarketing Campaign
2”‘2 O“6" New York 199 6018 32.31% drove 616 clicks from 22K+ impressions
1 0,
' 5 Philadelohia i B 1316% this month at a very strong 2.79% CTR.
Clicks Boston (Manchester) 37 1582 601% o  New York was the top-performing DMA
616 Washington. DC (Hagrstwn) 37 1500 6.01% with 32% of all clicks, followed by Philly
0, 0,
Dallas-Ft. Worth 33 659 5 36% (13%) and Boston (6 /0)
- "'o Baltimere 28 843 4.55% ° Female users drove 77% of all clicks,
2.79% Albany-Schenectady-Troy 24 698 3.9% while 55-64 was the top-performing age
] range with 37%.
Pittsburgh 22 7 367%
Ad
Gender Link clicks ~ Buffalo 20 827 325% Ad
fernale 7711% Syracuse 18 681 292%
male 22.4%
% il 1 SN
Age \
° In addition to these results, we also saw significant £5-64
MoM increases in time-on-site conversions: ©we 100 sanis
45-54
Learn more >
o 15sec: 880 (up 55% from 568 in April) 65+ 56% AL
o 30sec: 573 (up 42% from 403 in April) ‘ o Learn more > OQrvY N
35-44 14.29% Legend has it that the waterways in the 1000
o Q rZJ v N Islands are waiting to share their hidden gem... more

Legend has it that the view of the 1000 Islands gets

even lovelier the closer you get ’@
| g | Voyage 1 Beacon
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DMA region Link clicks ~ Impressions Percentage of Link Clicks PY The Facebook video cam paign drove
Impressions - . -
Lo New York 648 15.324 17.41% 3.7K+ clicks from 100K+ impressions
100,737 Philadelphia 362 S 072k this month, resulting in a very strong
' : 3.70% CTR (170% above the average).
Clicks Detroit 338 8440 G.08%
3 723 Washington, DC (Hagrstwn) 272 6839 731% L4 New York is the primary DMA (17% of
' . - -
) . o all clicks) followed by Philadelphia (10%)
Boston {(Manchester) 247 6.008 663% . o
S and Detroit (9%).
Cik Buffalo 244 7.521 6.55%
o -
370% Dallas-Ft. Worth 242 6041 6.5% e  Female users drove 73% of all clicks
S - 5 o this month, while ages 65+ accounted
LKES me-oCr -MZ g o
Hres BRrmEmeramonrren ! ool 5 for more than 60% of the total.
Gender Link clicks ~ Syracuse 213 6638 5.72%
female 7306% Rochester, NY 188 5.739 5.05% o Visit 1000 Islands i X
. Legend has it that, whether calm waters or
male 26.32% classic castles call to you, magic awaits in the

1000 Islands.

Ad set name Link clicks ~ Impressions Age Link clicks ~ 2 ‘
1000 Islandis | Core - 70% 2.608 75.229 65+ 60.40% IJA S [T
1000 Islands | Growth - 30% 1.025 25508 55-64 23.02%
45-54 873%
35-44 5.86%
» 0:02/0:30
25-34 177%

visit1000islands.com

And the Rest is History Learn more

Don't Miss the Stol @
. Voyage ! Beacon
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mpres:

18,712

Clicks

1471

cTo

286%

Gender

Link clicks ~

VIDEO | INSTAGRAM

DMA region

New York

Philadelphia

Boston (Manchester)
Dallas-Ft. Worth
Washington. DC (Hagrstwn)
Detroit

Baltimore

Pittsburgh

Buffalo

Z Wilkes Barre-Scranton-Hztn

o

ferale 76.61%
male 22,647
unknown 0.75%
Ad set name

1000 Islands | Core - 70%

1000 Islands | Growth - 30%

Link clicks ~

1056

415

Link clicks ~

440

212
204
116
114
11
73
56

25

Impressions
14.047

4665

Impressions Percentage of Link Clicks
5.745 29.01%
2653 14.41%
2419 1387%
1314 789%
1462 775%

976 755%
893 4.96%
883 4.49%
414 17%
349 15%
1-10/27 ¢ >
Age Link clicks ~
65+ 4215%
55-64 35.01%
45-54 1251%
35-44 6.25%

‘ May 1, 2026 - May 31. 2026 - W | m

° The Instagram video campaign drove
1.4K+ clicks from 18K+ impressions,
resulting in an incredibly strong 7.86%
CTR (more than 5x the benchmark).

° New York is the top-performing DMA
with nearly 30% of all clicks, followed by
Philadelphia (14.4%) and Boston (13.8%).

° Female users drove nearly 77% of the
total clicks, while ages 65+ accounted
for more than 42% this month.

Ad

Learn more >

oQe v A

Legend has it that, whether calm waters or classic

castles call to you, magic awaits in the 1000 Islands. @
. / Voyage } Beacon
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72,142
72242

90.86%

1000 islands CTV Targeting -

1000 Islands CTV Targeting

Core Market

Growth Market

May 1, 2026 - May 31. 2026 . I :gl | m

The Azira CTV campaign delivered 72.1K+
complete views from 72.2K+ impressions at
an exceptionally high overall VTR of 99.86%,
comfortably above the 93.74% benchmark.

The Core Market campaign accounted for the
majority of the volume, bringing in nearly 41K
impressions at a 99.76% VTR, followed by the
Growth Market campaign with 31K+
impressions at a near-perfect 99.99% VTR.

Top DMASs by Impressions: Dallas-Ft. Worth,
New York, Buffalo, DC, and Philadelphia

Voyage""if_-‘.tBeacon



UTREEITHY  |INTERSTITIAL RETARGETING (US) | AZIRA

MDressions
151 943 1000 Islands Interstitial Retargeting - US 151943 2,493 164%
'

2‘.’479'3

CTR ° The Azira interstitial retargeting campaign brought in 2.4K+
1.640/0 clicks from 151K+ impressions at a 1.64% CTR this month.

° Top DMAs by Impressions: Chicago, Philadelphia,
Pittsburgh, Kansas City, and Houston

May 1, 2026 - May 31. 2026

EVERY LIGHTHOUSE HAS A STORY.
MOST OF THEM ARE TRUE.

~
1000 s

Voyage'§ Beacon
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F[INEFTT PAID MEDIA OVERVIEW

Last Month

Google Google

SEM Demand Gen
Clicks Clicks
5131 11,043
Impressions Impressions
25,051 538,520
CTR CTR
10.77% 2.05%

Avg. CTR: 12.60% Avg.CTR: 2.12%

Google
Performance Max

Clicks

1,720

Impressions

151,324

CTR

1.14%

Avg. CTR: 2.61%

Meta
Prospecting

Clicks
3.566
Impressions

200,649

CTR

1.78%

Avg. CTR: 2.31%

Meta
Remarketing

Clicks

5,202
Impressions

166,590

CTR

3.12%

Avg. CTR: 2.16%

May 1, 2026 - May 31, 2026

Azira
CTV

Views

9,662

9.659

View Rate

100.03%

Avg.VTR: 93.74%

Re| K

Azira

Retargeting (Interstitial)
Impressions

38,497

Clicks

963

CTR

2.50%

Avg. CTR: 5.54%

Voyage@Beacon



F[INEFTT PAID MEDIA OVERVIEW

(YTD)

Google Google
SEM Demand Gen
Clicks Clicks

5131 17.393

Impressions Impressions

25,951 834,260
CTR CTR
19.77% 2.08%
Avg. CTR: 12.60% Avg.CTR: 2.12%

Google
Performance Max

Clicks

4,550

Impressions

257450

CTR

1.77%

Avg. CTR: 2.61%

Meta
Prospecting

Clicks
8.879
Impressions

598,649

CTR

1.48%

Avg. CTR: 2.31%

Meta
Remarketing

Clicks

11,340
434,762

CTR

2.61%

Avg. CTR: 2.16%

Re| K

Jan 1, 2026 - May 31, 2026

Azira Azira
CTV Retargeting (Interstitial)
Views Impressions
18,386 67171
impressions Clicks

18,384 2,039

View Rate CTR

100.01% 3.04%

Avg.VTR: 93.74% Avg. CTR: 5.54%

Voyage@Beacon



1000 Islands

Ad group
Castles & Cruises
Places To Stay
Experiences

Visit 1000 Islands

Events

Age
nuil
25-34

35-44

SEM LEISURE (CANADA) | GOOGLE

CTR

1977%

Clicks ~

3

576
73
520
205
6o

Clicks ~

22.94%

2161%

18.5%

5%

Impressions
17,830

3250

2656

1835

218

Gender

Female
Male

Undetermined

CTR
20.06%
22.49%
10.58%
1117%

2752%

Clicks ~
4787%
20.68%

2255%

Search keyword

thousand islands cruises
1000 islands excursions

best campgrounds 1000 islan
things to do in 1000 islands
1000 islands boat tours
campgrounds 1000 islands
thousand islands ny

boldt castle tours

heart island tours

dinner cruises 1000 islands

City
Toronto
Ottawa
Kingston
Brampton

Montreal

Clicks ~

1667

Clicks ~

642
456
376
263

258

921
319
286
282
181
178
105

g0

88

Impressions

May 1, 2026 - May 31, 2026 - M | m

Impressions CTR °
7233 2305%
4999 1842%
1338  2384%
1230 2325%  ®
1754 16.08%
701 2582%
1704 1045% ©
602  1744%
481  1871%
372 2366%
1-10 /107 ¢ >
Percentage of Clicks
3328 12.51%
2.382 8.89%
1971 7.33%
1,266 5.13%
1261 5.03%
1-5/503 >

"Castles & Cruises" is the
top-performing ad group,
driving nearly 70% of clicks
with a CTR above 20%.

Toronto generated the most
clicks, followed by Ottawa
and Kingston.

The top search keyword this
month was "thousand islands
cruises" followed by "thousand
islands excursions"

Google

®  www.visit1000islands.com/castles-cruises

1000 Islands Boat Tours - Scenic River
Cruises

Explore the secret passageways of Singer Castle or the
grandeur of Boldt Castle. Choose from scenic
sightseeing cruises, sunset dinner tours, or private
charters.

Boating Customs and Immigration

Voyage@Beacon



1000 Islands

538,520

Clicks

11,043

CTR
2.05%

Ad group
Family Travelers
Outdoor Travelers

Millennial Travelers

DEMAND GEN (CANADA) | GOOGLE

City
Montreal
Toronto
Brampton
Ottawa
Mississauga
Markham
Hamilton
Laval

Vaughan

Clicks ~

Richmond Hill

Clicks ~

5.262

3139

)

g>

~n

Impressions
237502
186,390

114,628

401

Impressions

Percentage of Clicks

116,418 22.26%
105502 20.7%
26,461 501%
27245 4.7%
20,051 363%
13.488 29B8%
15.560 284%
14186 2.3%
9.974 104%
7153 164%
1-10 /836 >
Male 56.23%
Female 4354%
Undetermined 0.23%

Age Clicks ~
35-44 44.73%
45-54 20.03%
55-64 181%

May 1, 2026 - May 31, 2026 ® W | m

° The 'Family Travelers' ad group is the
primary performance driver with 5.2K+
clicks, while the ‘Millennial Travelers’ ad
group saw the highest CTR at a 2.30%.

° Montreal drove the most clicks this month
(22% of the total) followed by Toronto (21%).

° Male users delivered 56% of the total clicks,
while ages 35-44 drove nearly 45%.

(D3 YouTube

D YouTube M A Q

Lear more ]

1000 1AW Started When... 3
1808 ¢ o beach day doesnit include a boat ride to a castle, you're
not in the 1000 Islands.

T-ny 100 Istands; ‘Sponsored - Visit 1000 Islands

Learn more (2]

Legend Has It... :
You can hear the whisper of the wild from anywhere you stand
in the 1000 Islands.

Sponsored + Visit 1000 Islands

Voyage'§ Beacon



([TIEFTTE]  PMAX (CANADA) | GOOGLE e $ ¢ | KH

Oy Gk s emesmacias 0l

month with 26% of all clicks, followed by

Sarazagy s Toronto 448 45823 2605% . .
Impressions Schomberg with 10% and Ottawa with 9%.
151'324 Schomberg 172 945 10%
Ottawa 154 11944 Bo5% ° This campaign drove 301 partner website
iontaal — 17808 448% r‘_efer?r‘als, 3 partner phone calls, 1 mailing
1,720 s 5 e o list signup, and 1 travel guide view.
CTR Bramptor 45 7480 iy ° May’s low CTR is the result of the same
1 140/0 Hamilton 3 4,402 conversion settings mentioned last month,
R B Siaa 102X and since thos_e changes, the campaign has
1-100 / 512 5 been performing far above the benchmark.

@ YouTube M a4 Q

@ YouTube S 4 Q

Visit 1000 Islands (DM -NYTHOUzE) Goegle Performance Max | Canada 1,720 151,324

° As mentioned last month, the algorithm was favoring some lower-intent
conversions like page views, resulting in a very low CTR. After adjusting

the conversion settings to prioritize higher-value events, the CTR has Wiis
been skyrocketing and is currently above 17% in June so far. Leammore L Leam more
1000 Legend Has It...or So They Say : 1] Thats When the Magic H
Isangs e slands, you can hit the water, unplug, and spend the ats When:the Magic Happens b
La(y%::;i; :m:evzun e veter unplu, and spend i BAMS G reating a lifetime of memories in the 1000 Islands is the best
Sponsored - Visit 1000 Islands way to make a splash.

Sponsored * Visit 1000 Islands

Voyage'§ Beacon



1000 Islands

PROSPECTING (CANADA) | META

May 1, 2026 - May 31. 2026

. N[KH

200,649

Clicks

3.56

178%

Gender Link clicks ~
male 51.43%
female 46.8%
Ad set name

Family Travelers
Millennial Travelers

Outdoor Travelers

The Meta prospecting campaign drove a 34% increase in CTR
this month, putting it much closer to the benchmark at 1.78%.

While the CTR is a bit below benchmark, we continue to see
significant MoM increases in time-on-site conversions:

o 15 sec: 1.2K+ (up 285% from 320 in April)
o 30 sec: 622 (up 185% from 218 in April)

Over 51% of the total clicks came from male users this
month, and 55-64 was still the top performing age range
with almost 32% of the total.

100 iiants X{Ijslt“looo Islands e X

Legend has it that, in 1000 Islands, the water
carries myths that seamlessly blend past and
present.

Link clicks ~ Impressions Age Link clicks ~
1.885 101.G07 55-64 31.83%
956 42609 35-44 30.37%
725 56.043 45-54 28.38%
25-34 0.42% 1000 Isiands
visit1000islands.com
And the Rest is History Learn more
Write Your Own Chapter

Islands.

00 ands X{ijfif\l 000 Islands e X

Legend has it that, just when you think you've
seen it all, you stumble upon the castles in 1000

1000 Istands

visit1000islands.com
And the Rest is History Learn more
Write Your Own Chapter

Voyage'§ Beacon



[[F5ETHY  REMARKETING (CANADA) | META May1,2026-May 32026 - | KH

Impression

) . . o/ : . 100 sants X(ijsiHOOO Islands eee X
166,590 e  The Meta remarketing campaign drove a 36% increase in
CTR this month, surpassing the benchmark by 44%. Lsgen e fidhat I 1030 alanca, cixhersngs

° “Millennial Traveler” was the top-performing ad group this
5'202 month with nearly 74% of all clicks.

CTR ° Nearly 52% of the total clicks came from male users this
3 12% month, and 65+ was still the top performing age range
J (also with just under 52% of the total).

1000 Islands
Gender Link clicks ~ i
o0 siands ‘A’:f“ 1000 1siands eee X visit1000islands.com
male 5173% And the Rest is History Learn more
Legend has it that, in 1000 Islands, there's no Don't Miss the Story
female 461% bad view from anywhere you cast your line.
unknown 217% i

Ad set name Link clicks ~ Impressions Age
Millennial Traveler | RM 3837 130.466 65+ 5167%
Outdoor Traveler | RM 1,335 33811 55-64 2122%
Family Traveler | RM 25 2313 45-54 5
35-44 825 1000 Istands

24 A visit1000islands.com
25-34 534% And the Rest is History Learn more
Don't Miss the Story

Voyage I Beacon



1000 Islands CTV (CANADA) | AZIRA May 1,206 - May 31,2026 - R | KH

9 662 1000 Islands CTV Targeting - Core Market CAN 9.659 5.662 10003
'

9.659
View Rate A e  The Azira CTV campaign delivered 9.6K+
100.03% complete views from 9.6K+ impressions at an

impressive 100% VTR, comfortably above the
93.74% benchmark.

° Top Geos by Impressions: Toronto, Montreal,
Ottawa, Mississauga, and Hamilton

Voyage""if_-‘.tBeacon



U[[RSEITH) |NTERSTITIAL RETARGETING (CANADA) | AZIRA

MDressions
38 '497 1000 Islands Interstitial Retargeting - Canada 98,497 aB3 25%

963

CTR ° The Azira interstitial retargeting campaign brought in 963
2_500/0 clicks from 38K+ impressions at a 2.50% CTR this month.

° Top Geos by Impressions: Toronto, Edmonton, Calgary,
Mississauga, and Brampton

May 1, 2026 - May 31. 2026

EVERY LIGHTHOUSE HAS A STORY.
MOST OF THEM ARE TRUE.

~
1000 s

Voyage'§ Beacon
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1000 Islands

Impressions | Clicks

N
o

Impressiens Date ~
8 /22 May 2026
Apr 2026
Clicks )
8 Mar 2026
7 3 Feb 2026
Jan 2026

8.98%

10K

75

(V)

K

<]

B mpressions B Clicks

TRANR]

Jan 2026

Campaign Name

Lessure Tourism - Google Grant SEM (US)
Lessire Tourism - Geogle Grant SEM (US)
Lessure Tourism - Google Grant SEM (US)
Lessura Tourism - Google Grant SEM (US)

Lewsure Tourism - Geogle Grant SEM (US)

CTR

Feb 2026 Mar 2026

SEM (US) | GOOGLE GRANT

Impressions

8.722

459

70

502

Apr 2026

May 2026

CTR
808%
Qog%
764%

814%

w
3

~
(4,

a

0%

May 1, 2026 - May 31, 2026 -

Rt KH

CTR

Top Keywords

o boat trips
o thousand islands castle tours

Top Performers by Clicks

o Ages 55-64 (16%)

[ ] 28% Unknown
o Females (44%)
o New York DMA (66%)

Google

wn  Visit1000islands.com
™% www.visit1000islands.com/castles-crusies

Request a Travel Guide - Boat Trips
and Tours - Boat Tours & Cruises

Fairytale castles, historic lighthouses,
stately mansions, and endless
breathtaking views. Explore the
castles and cruise the pristine waters
of 1000 Islands. Plan your visit!...

Explore Our Communities Outdoor Adventures

Voyage(??Beacon



Impressions | Clicks

1000 Islands

Impr

12,306

Cl

sons

Date ~
May 2026

Apr 2
icks v 2026

1-115 Mar 2026

&

Feb 2026

Jan 2026

0. O6/o

15K

10K

o

B mpressions B Clicks

Campaign Name

Lessure Tourism - Google Grant SEM (CA)
Lessure Tourlsm - Geogle Grant SEM (CA)
Lessure Tourism - Google Grant SEM (CA)
Lessura Tourism - Google Grant SEM (CA)

Lessure Tourism - Geogle Grant SEM (CA)

CTR

Impressions

SEM (CANADA) | GOOGLE GRANT

12,306
8,894

2779

4.627

4.985

Clicks
1115
8co

688

I_I_I_I_I_

Jan 2026

Feb 2026 Mar 2026

Apr 2026

May 2026

May 1, 2026 - May 31, 2026 - M | m

CTR
906%
B8o9%
884%
8 75%

921%

a
CTR

° Top Keywords
o river cruises
o things to do in brockville

° Top Performers by Clicks
o Ages 35-44 (19%)
(] 24% Unknown
o Females (48%)
o Ottawa (18%)

Google

W Visit1000islands.com

¥ www.visit1000islands.com/castles-crusies
A Perfect Romantic Retreat - Cruise
the 1000 Islands
Explore the castles and cruise the pristine waters of
1000 Islands. Plan your visit! The fairy tale is real! Story
book beauty awaits in 1000 Islands. Plan your trip

today! Destinations: Alexandria Bay, Cape Vincent,
Clayton, Henderson Harbor, Sackets Harbor,...

Family Fun Places To Stay Outdoor Advent

Voyage(@Beacon



ST PAID MEDIA OVERVIEW
Last Month

Google
SEM

Clicks

11,361

Impressions

56,746
CTR

20.02%

Total users

0,042

Engaged sessions

8,401

Engagement rate

78.08%

Average session duration

00:0311

Avg. CTR: 12.60%

Google
Demand Gen

Clicks

14,270

Impressions

760,750

CTR

1.88%

Total users

11,778

Engaged sessions

10,436

Engagement rate

74.62%

Average session duration

00:03:11

Avg.CTR: 2.12%

Google
Performance Max

Clicks

2,324

Impressions

188,487

CTR

1.23%

Total users

545

Engaged sessions

334

Engagement rate

54.40%

Average session duration

00:02:28

Avg. CTR: 2.61%

Apr 1, 2026 - Apr 30, 2026 v M I m

Azira
CcTV

Views

54.327

Impressions

54.459

View Rate

99.76%

Total users

2

Engaged sessions

0

Engagement rate

0.00%

Average session duration

00:00:00

Avg.VTR: 93.74%

Azira
Retargeting (Interstitial)

Impressions

151,230

Clicks

5760
CTR

3.81%

Total users

164

Engaged sessions

48

Engagement rate

27.75%

Average session duration

00:00:26
Avg. CTR: 5.54%
Voyage@seacon



Apr 1, 2026 - Apr 30, 2026 v

FIINEFTT PAID MEDIA OVERVIEW

| KH
Last Month Cont.

Facebook
Prospecting

Clicks
3114
184,034
CTR
1.69%

Total users

338

Engaged sessions

123

Engagement rate

34.45%

Average session duration

00:01:02

Avg. CTR: 2.31%

Instagram
Prospecting

Clicks

2,268
Impressions
78.969
CTR
2.87%
Total users

185

Engaged sessions

46

Engagement rate

24.21%

Average session duration

00:00:37

Avg.CTR: 2.31%

Facebook
Remarketing

Clicks
1,237
Impressions

69,184

CTR

1.79%

Total users

54

Engaged sessions

34

Engagement rate

58.62%

Average session duration

00:01.06

Avg. CTR: 2.16%

Instagram
Remarketing

Clicks

867

Impressions

32,500

CTR

2.67%
Total users

47

Engaged sessions
24

Engagement rate

47.06%

Average session duration

00:0152

Avg. CTR: 2.16%

Facebook
Video

Clicks
6,479

Impressions

287187

CTR
2.26%

Total users

102

Engaged sessions
19

Engagement rate

18.10%

Average session duration

00:00:14

Avg.CTR: 1.37%

Instagram
Video

Clicks
5234
136,553

CTR

3.83%

Total users

66

Engaged sessions

9

Engagement rate

13.43%

Average session duration

00:00:33

Avg.CTR:1.37%

Voyage@Beacon



FIINEPTT PAID MEDIA OVERVIEW
1000 lanis JHAES

Google
SEM

Clicks

32,208

Impressions

181,415

CTR

17.75%

Total users

24,930

Engaged sessions

22,878

Engagement rate

78.65%

Average session duration

00:03:16

Avg. CTR: 12.60%

Google
Demand Gen

Clicks

24,778

Impressions

1,279.554

CTR

1.94%

Total users

30,730

Engaged sessions

27,026

Engagement rate

75.51%

Average session duration

00:03:18

Avg.CTR: 2.12%

Google
Performance Max

Clicks

5.027

Impressions

301,034

CTR

1.67%

Total users

615

Engaged sessions

3563

Engagement rate

50.72%

Average session duration

00:02:19

Avg. CTR: 2.61%

Jan 1, 2026 - Apr 30, 2026 v w | Iql'

Azira
CcTV

Views

54.327

Impressions

54.459

View Rate

99.76%

Total users

2

Engaged sessions

O

Engagement rate

0.00%

Average session duration

00:00:00

Avg.VTR: 93.74%

Azira
Retargeting (Interstitial)

Impressions

151,230

Clicks

5760

CTR

3.81%

Total users

164

Engaged sessions

48

Engagement rate

27.75%

Average session duration

00:00:26

Avg. CTR: 5.54%
R

Voyage A Beacon



T PAID MEDIA OVERVIEW

Facebook
Prospecting

Clicks
4,607
250,999
CTR
181%

Total users

343

Engaged sessions

125

Engagement rate
o
33.97%

Average session duration

00:01:02

Avg. CTR: 2.31%

(YTD) Cont.

Instagram
Prospecting

Clicks
4,075

Impressions

116,622

3.49%

Total users

186

Engaged sessions

47

Engagement rate

24.61%

Average session duration

00:00:36

Avg. CTR: 2.31%

Facebook
Remarketing

Clicks
1479

Impressions

82,817

CTR

1.70%

Total users

56

Engaged sessions

35

Engagement rate

57.38%

Average session duration

00:01:03

Avg. CTR: 2.16%

Instagram
Remarketing

Clicks

088
Impressions

41,015

CTR
2.41%

Total users

47

Engaged sessions

24

Engagement rate

47.06%

Average session duration

00:0152

Avg. CTR: 2.16%

Jan 1, 2026 - Apr 30, 2026

ke | K

Facebook
Video

Clicks
6,479

Impressions

287,187

CTR

2.26%

Total users

102

Engaged sessions
19

Engagement rate

18.10%

Average session duration

00:00:14

Avg. CTR:1.37%

Instagram
Video

Clicks
5234
136,553

CTR

3.83%

Total users

66

Engaged sessions

9

Engagement rate

13.43%

Average session duration

00:00:33

Avg. CTR: 1.37%

Voyage@Beacon



1000 Islands SEM LEISURE | GOOGLE T N | KH

ol s _ . o "Castles & Cruises" is still the top performing ad group,

56,746 Toronko 1n 6.065 193 driving nearly half of all clicks with a strong 21.7% CTR.
Ottawa 558 a.260
Clicks Kingston 460 2306 o% ° Whlle Toronto generated the most c_:llcks again, users in
11 361 Kingston were the most engaged with a 47.19% CTR.
., - P Q,
Brampton 421 1,784 236%
CTR Mississauga 400 1907 2008% e  Theleading search term this month was "thousand
20 02% Montreal 12 V773 378% islands cruises" followed by "thousand islands ny"
Hamiiton 189 Q58 34.06% i ) ) i
S0 A8 5 ° Overall this campaign saw a 9% MoM increase in CTR.
Castles & Cruises 5640 26.001 2160% thousandislands cruses 2181 7790 28% = Go gle
Visit 1000 Islands 2,030 1.979 1695% thousand islanas ny 1732 9939 1743%
Flaces To Stay 1,904 10,538 18.07% 1000 islands excursions 1375 6,637 2072%
Expenences 1,156 5544 2187% 1000 islands boat tours 514 2376 2163% ;
‘www.visit1000islands.com/castles-cruises
Events 284 1204 2359% campgrounds 1000 islands 414 2.084 1987% 1000 Islands Boat Tours - Scenic River
Cruises
Travel Guide 125 598 209% things to do In 1000 istands 340 1333 2551% Explore the secret passageways of Singer Castle or the
grandeur of Boldt Castle. Choose from scenic
Famity Fun o3 %3 26.35% best campgrounds 1000 islands 42 1201 26.81% zi::r:zer:fﬂg cruises, sunset dinner tours, or private
Outdoors 55 303 1815% dinner cruises 1000 islands 322 1723 1860% Bosting; ) | Customs:and imimiretol
Craft & Culinary k<) 207 15047% 1-100 /163 >
History & Culture 1 19 5.26%

Voyage@Beacon



([[IRHETTEl  DEMAND GEN | GOOGLE

ONS Toronto 31754 178,

Impressk
760 /75 Montreal 2229 113424 4065

New York 1125 57941 194%
Clicks : -
Dallas 724 36657 198%
14,270 = n *
Ottawa 702 3817 184%
CTR Baltimare 408 2.7 178%
188% Ashbum 364 10.328 188%
\Washington 169 11,014 1382%
-100 /219 >
Core - Qutdoor Travelers 7.294 374.552 1Q5%
Growth - Famsly Travelers 2,460 112,066 22%
Core - Famity Travelers 1991 491,880 217%
Growth - Qutdocr Travelers 1478 1165 211 127%
Growth - Millennial Travelers 619 36,085 L72%
Core - Millennial Travelers 428 29,956 143%

Apr 1, 2026 - Apr 30, 2026

Nl

The 'Outdoor Travelers' (Core) ad group is still the
primary performance driver with 7.2K+ clicks, while
the ‘Family Travelers’ (Growth) segment saw the
highest engagement at a 2.20% CTR.

Toronto drove the most clicks again this month (26%
of the total) while Montreal had a higher CTR (4.06%)

3 YouTube

< 1000 slani;

Learn more (2]

1000 Legend Has. H
B vou can hear the whisper of the wild from anywhere you stand
in the 1000 Islands.

Sponsored - Visit 1000 Islands

£ YouTube

Learn more 2]

1000 Legend Haslt... :
B o enchanted castles to serene waters, moments together

matter in the 1000 Islands.
Sponsored - Visit 1000 Islands

Voyage'§ Beacon



[NSHEIIER PMAX | GOOGLE Aor L2020 Apr 02008 - & | KH

oo (SIS ORNNNCTI . T Corc campaign is still the primary performance

188.487 il 249 15354 ThgA driver, generating 1.7K+ clicks and 122K+ impressions.
Montreal a3 13380 149% The 1.23% CTR is notably below benchmark, mostly led
Clicks R = 6.008 130% by the Growth Market segment.
2‘324 Dallas 78 4,987 157
a1 : : ° Toronto generated the highest volume of traffic with
CTR Ottawa 59 5338 1% 249 clicks, significantly outpacing all other markets,
1.23% Brampton 47 3514 134% while Phi_ladelphia saw the strongest engagement this
Washington a4 Fo1a g month witha 2.11% CTR.
Philadelphia 41 1947 21%
1-100 /2939 >
3 YouTube S o Q
R s '
Apr 2026 Visit 1000 Islands IDM-NYTHOU26! Geogle Performance Max - Core 1709 122247 14%
Apr 2026 Visit 1000 Islands (DM-NYTHOU26) Google Performance Max - Growth 615 65.240 g%

:arn more 24}

° While the Growth Markets saw the lowest CTR, both campaign
segments are performing below the average benchmark. It
appears the algorithm favored lower-intent conversions (like
page views) this month, so we've made adjustments to our
conversion settings to prioritize our high-value site events.

) Legend Has It...or So They Say H
a8 05 B otor or paddle, the crystal waters of the 1000 Islands offer
more for you to discover.

1 NY 1000 Islands Sponsored - Visit 1000 Islands

Learn more |}

1000 That's When the Magic Happens
85 11 the 1000 Islands, time spent along our mirrored waters
welcomes the soul of summer.

Sponsored * Visit 1000 Islands

Voyage'§ Beacon



SFITEY  PROSPECTING | FACEBOOK Aor1.2026- Apr 30,2026 - | KH

184,034 Oate  Campagn  impremsions Clks CTR

Apr 2026 1000 Islands (IDM-NYTHOUZG) Facebook Ads Prospecting (CPC) | Conversions | Core Markets 133427 2177 164%
— Apr 2026 1000 Islands {DM-NYTHOU 26} Facebook Ads Prospecting (CPC) | Conversions | Growth Markets 50.907 Q37 184%
Clicks
3114
° The Facebook prospecting campaign generated 3.1K+ clicks
CT (more than double compared to last month) from over 184K s VS11000 lslands e X
1'69% impr‘eSSionS, r‘esulting ina healthy 1.69% CTR this month. Legend has it that the vivid blue waters of the
1000 Islands whisper an invitation to dreamers
near and far. 100 sands X(ijslt‘1000 Islands e X
° The Core Markets campaign delivered the highest volume, Logend has i that n the 1000 Islando, the
accounting for 70% of clicks and 72% of impressions, while the waterways conspire to make the perfect boat
Growth Markets campaign proved most efficient, achieving L e
the highest CTR at 1.84%. q
° 67% of the total clicks came from female users this month, and
55-64 was the top performing age range with 50% of the total.
CHARTS COMING SOON e  While the CTRis a bit below benchmark, we i Wk
H R H H H H isit1000islands.
saw massive MoM increases in time-on-site AndtheRustis ooy  (TEEETED
P f b DMA conversions: Write Your Own Chapter vy Tl isiands
° erformance by
isit1000islands.
e  Performance by Age Range o  15sec: 1.9K+ (up 385% from 393 in March) A heRestis History  Lear more
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Impressions

78.969 Dste  Campaign  (mpessions  Clks  CTR

Apr 2026 1000 Istands (DM-NY THOU2E) Instagram Acds Prospecting (CPC) | Conversion | Growth Markets 24.645 704 286%
Apr 2026 1000 Islands (DM-NYTHOU26) Instagram Ads Prospecting (CPC) | Conversions | Core Markets 54.324 1564 288%

Clicks
2,268
° The Instagram prospecting campaign generated 2.2K+ clicks

from nearly 79K impressions, resulting in a strong 2.87% CTR.

visit1000islands
1008 stands
Ad

2.87%

visit1000islands
Ad

The Core Markets campaign saw the most volume with nearly
69% of all clicks, while the Growth Markets campaign had a
slightly higher CTR at 2.88%.

° Female users drove nearly 70% of the total clicks this month,
while 55-64 was the top-performing age range with 31%.

1oNY 1000 Islands

Learn more >
1wy 1000 Islands
(5 Lez
CHARTS COMING SOON: ©Qev o i d
visit1000islands Legend has it that the 1000 Islands
reveal themselves through crystal waters, pa... more o O f;)_, ? m

° Performance by DMA

visit1000islands Legend has it that the vivid blue
° Perform ance by Age Range waters of the 1000 Islands whisper an invitat... more
° Performance by Gender

Voyage I Beacon




L[[REEIHY  REMARKETING | FACEBOOK

Apr 1, 2026 - Apr 30. 2026 v M I m

69 ' 184 1000 Islands {(DM-NYTHOU26) Facebook Ads Remarketing (CPC)
Clicks e  The Facebook remarketing campaign generated
1,23 1.2K+ clicks from over 29K impressions in April.
° Nearly 70% of all clicks came from female users,
CTR while 55-64 remained the top-performing age range

1.790/0 accounting for 44% of the total.

° By optimizing toward time-on-site conversions, we

may see the CTR fluctuate a bit as the algorithm
identifies users most likely to stay longer (rather
than simply maximizing clicks). While this month’s

1.79% CTR is slightly below the benchmark, we saw

massive growth in time-on-site engagement:

15 sec: 1.8K+ (up 493% from 309 in March)
30 sec: 1.3K+ (up 466% from 239 in March)

CHARTS COMING SOON:

° Performance by DMA
° Performance by Age Range
° Performance by Gender

69.184

1237 179%

1000 Istands X(ijsit 1000 Islands e X

Legend has it that the view of the 1000 Islands
gets even lovelier the closer you get.

1000 Isands X{ij;it 1000 Islands e X

Legend has it that the waterways in the 1000
Islands are waiting to share their hidden gems
with you.

O gl NN
rowy {000 siants JES s 4 :

visit1000islands.com
And the Rest is History Learn more
Don't Miss the Story

T NY 1000 Islands

visit1000islands.com
And the Rest is History Learn more
Don't Miss the Story

Voyage@Bea con



[REEIH]  REMARKETING | INSTAGRAM

mpressions

32,500 1000 Islands (DM-NYTHOU26) Instagram Ads Remarketing (CPC) 32500 867

Clicks

867

CTR

2.67% °

The Instagram remarketing campaign generated
867 clicks from 32.5K impressions in April at a very
strong 2.67% CTR.

This campaign saw a 616% increase in clicks and a
282% increase in impressions MoM, resulting in an
88% increase in CTR.

Female users drove 72% of all clicks this month,
while 55-64 was the top-performing age range with
42% of the total.

In addition to these results, we also saw massive
MoM increases in time-on-site conversions:

CHARTS COMING SOON:

° Performance by DMA
° Performance by Age Range
° Performance by Gender

o 15 sec: 568 (up 479% from 98 in March)
o 30 sec: 403 (up 550% from 62 in March)

Apr 1, 2026 - Apr 30. 2026 v w ’ m

Ad
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Learn more >

Qv N : TNy (000 sinds

Legend has it that the view of the 1000 Islands gets

even lovelier the closer you get. Learn more >
Qe v W
Legend has it that the waterways in the 1000
Islands are waiting to share their hidden gem... more

Voyage@Bea con
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287-187 Visit 1000 Islands (DM-NYTHOU26) Facebook Video Distribution Prospecti. 287187 29.760 6.479 2.26%
Clicks Visit 1000 Islands
1000 Istands . oo X
6.479 . ) . . o
e The Facebook video prospecting campaign generated 6.4K+ clicks from Legend has it that, whether calm waters or
287K+ impressions in the first month, resulting in 29K+ complete views. classic castles call to you, magic awaits in the
CTR 1000 Islands.
2.26% e  This campaign is off to a great start with a very strong 2.26% CTR,
roughly 65% higher than the 1.37% industry average.
° Female users drove 75% of all clicks this month, while ages 65+
accounted for more than 52% of the total.
CHARTS COMING SOON: Ve —

visit1000islands.com

® Performance by DMA And the Rest is History Learn more
° Performance by Age Range Don't Miss the Story
° Performance by Gender

Voyage@Bea con
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136 553 Visit 1000 Islands (DM-NYTHOU26) Instagram Video Distribution Prospecti. 136,553 14,941 5234 383%

Clicks

5234

Ad

° The Instagram video campaign generated 5.2K+ clicks from 136K+
impressions in the first month, resulting in nearly 15K complete views.

CTR
8a% . L .
3.037% ° This campaign is off to a great start with a very strong 3.38% CTR,
roughly 147% higher than the 1.37% industry average.
° Female users drove over 69% of all clicks this month, while ages 25-34
accounted for more than 29% of the total as the top age range.
Learn more >
CHARTS COMING SOON:
Qe v W
[ ] Performance by DMA Legend has it lhal,whet}her ca-lm.walers or classic
° Performance by Age Range castles call to you, magic awaits in the 1000 Islands. )

° Performance by Gender

Voyage@Beacon




1000 Islands [res YAV

54,327
54,459

99.76%

1000 islands CTV Targeting -

1000 Islands CTV Targeting

Core Market

Growth Market

33731

Apr 1, 2026 - Apr 30, 2026 . 5 | m

The April CTV campaign delivered 54.3K+
complete views from 54.4K+ impressions at
an exceptionally high overall VTR of 99.76%,
comfortably above the 93.74% benchmark.

The Core Market campaign accounted for the
majority of volume, bringing in 33.7K+
impressions and a 99.67% VTR, followed by
the Growth Market campaign with slightly
higher efficiency, securing a 99.89% VTR.

Voyage""if_-‘.tBeacon



UTREEITHY  |INTERSTITIAL RETARGETING (US) | AZIRA

MPressions

151,23
5760

381%

1000 Islands Interstitial Retargeting - Canada

1000 Islands Intarstitial E(-l:,zrgi;;!-nr; Uus

° The Azira interstitial retargeting campaign brought in 5.7K+
clicks from 151K+ impressions at a 3.81% CTR this month.

° The US campaign drove the majority of engagement,
delivering 122K+ impressions and 4.6K+ clicks.

° Both the US and Canada campaigns performed with similar
efficiency, with CTRs of 3.82% and 3.75% respectively.

° Top US Geos by Impressions: Pittsburgh, Chicago,
Philadelphia, Brooklyn, and Buffalo

° Top CAN Geos by Impressions: Toronto, Mississauga,
Edmonton, Calgary, and Scarborough

° Note: this is website and CTV retargeting, so geos include
national coverage if someone has visited the website.

Apr 1, 2026 - Apr 30, 2026 . | & | m

EVERY LIGHTHOUSE HAS A STORY.
MOST OF THEM ARE TRUE.

~
1000 s

Voyage'§ Beacon
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50K

[[5FT[5] ANALYTICS OVERVIEW May 12000 - Moy 32026 - Nd| KH

— KEY SITE METRICS

Total users Sessions Engaged sessions Average session duration Engagement rate

73.766 83,931 36,825 00:01: 46 43.88%

¥ -19.9% ¥ -32.9% § -51.0% 1 -10.7% 0 -271%

B Total users [l Engaged sessions —— Engagement rate
250K 80%

g * 60%

25K

o

Y/Y Comparison

40%

Jun 2025

Julages

Aug 2025

Sep 2025

Oct 2025

Nov 2025

Dec 2025

Fab 2026

Mar 2026

Apr 2026

May 2025

Voyagei\x/a ypoint

All key site metrics
declined year-over-year,
with engaged sessions
showing the most
significant drop of 51%.

The May engagement
rate was 44%,
representing a 27%
decrease compared to
the previous year.

Despite an increase in
traffic from the prior
month, average session
duration fell 11%
year-over-yearto 1l
minute and 46 seconds.
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LRSI  TOP PAGES & CITIES voyzozo-woyzzos - | )| K

° While total users declined
by -20%, significant growth

TOP PAGES TOP CITIES occurred from Philadelphia

(+144%), Montreal (+102%),

Page path Views - % A Engagement rate % A City Total users D ~ %A .
Aegendhasit/ 27784 S 1785% B Toronto 82y R and Baltimore (+493%).
/southeastermn-ontario/ 17.460 P249% 4 1384% 526% 4 New York a.962 B/
Jexperiences/castles-cruises/ 17196 -go% 1 B5.95% 27% ot sety 2870 456% 1 L] The "I egen dhasit” page
/ 13818 -8o.0% ¢ N7 470% 1 Montreal 162 1023% ¢ was the top traﬁic driver
Jaxperiences/first-ime-visitors/ 12181 -458% 1 B836% 276% 1 Ottawa 243 -282% 3 WI t h al mo St 2 8 K Vi eWS’
events/ 5199 -18.4% 1 B7A7% -38% 1 Priladelphia 1207 18450 while the
/places-to-stay/campgrouncs/ 4687 2661 7% 10% 4 ST Vo okt “southeastern-ontario’
Aisting/gananoaue-boat-ine/ 4516 00% ¥ 0026% o7%1 Mississauga 1021 88% 1 page saw the largest
/phaces-to-stay/motels-resons-and-bbs/ 403 -3B2% L 9314% 04% ¢ Boston 794 7% increase in views at 325%.
/places-to-stay/cottages/ 3333 -15.9% 1 92.365% -16% 1 Hamilton 734 631% 1
Jexperiences/ 2821 2050%1 889% 768 Kingston 732 287% 1 ° Key landi ng pages
/places-to-stay/ 2673 B04% 1 g215% 06% t Baltimore 658 4928% ¢ exper\|enced Slgnrﬁcant
Zecommunities/1000-Isiands-parkway-on/ 1756 -252% 1 76.39% -65% 1 Dallas 637 1377 decreases in views y
/lsting/1000-islands-seaway-cruises/ 1743 10.7% ¢ 94.31% -05% 3 Ashbum 478 429% 4 inGI uding the homepage
Zcommunities/alexandria-bay-ny/ 1605 54251 B058% 18%1 Markham 460 3n8% ¢ ('80%) and the fl T‘St-ti me
Asting/Kingston-1000-islands-cruises/ 1535 -269% ¢ 8973% 33% 4 Grand total 73.766 -19.9% 1 ViSitOI"S page (-46%).

1-100 / 850 > 1-100/ 5202 >

Y/Y Comparison Voyagei\)(/aypoint
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{I[[FHETTF CHANNEL BREAKOUT

May 1, 2026 - May 31, 2026

Session default channel group Total users ~
Paid Search 24,305
Paid Social 18,087
Organic Search 17574
Cross-network 8580
Direct 2135
Display 1.385
Referral 460
Grand total 73.766

MONTHLY CHANNEL COMPARISON

150K

» 100K

!

Total us
o
2
2

Y/Y Comparison

ric

Search () Poid Seorcn () Fad Socal

|

Nov 2025

Engaged sessions

Pad Other [l Drect

Dec 2025

Jan 2026

Engagement rate

-244% ¢ 4953% B7%1
249% 4 1737% 428% 1
-495% 1 6885% -36% 1
B226% ¢ 2396% -599% 3
-599% 1 4357% -208% 1
-B50% 1 2256% -521% 1
-513% % 671g% -108%
-51.0% } 43.88% -27.1%:
Organic Sooal ([l Osplay Cross-network [l Referral Unassigned
=
= Il ==
Fab 202¢ Mar 2026 Apr 2026 May 2026

Voyage;@,Waypoint

While Paid Search was the top
channel, acquiring over 24K total
users, Organic Search delivered
the highest quality traffic with a
69% engagement rate.

Paid Social users grew by 40%,
but this channel had the lowest
engagement rate at 17.37%.

Overall performance declined,
driven by a 20% drop in total
users—primarily due to losses in
Organic and Paid Search—and a
51% plummet in engaged sessions
seen across nearly all channels.
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RS PAID TRAFFIC

May 1, 2026 - May 31, 2026 - W ' KH
Total users Sessions Engaged sessions Average session duration Engagement rate
53,535 58,209 19,794 00:01:20 34.01%
¥ -68% ¥ -212% ¥ -50.0% 1 08% v -366%
W Paid Search [l Paid Social [l Paid Other Display [l Cross-network Paid Video

100K

50K

Total users

Juv 2025 Jul 202! Aug 2025 Sep 2025 Oct 2025 Nc‘/ 2025

TOP PAGES - PAID CHANNELS

Page path Views ~ %A Engagement rate % A
/legendhasit/ 27584 = 1755%

/southeastem-ontario/ 17386 Pa4%t 1387% -522% 4
fexperiences/casties-cnises/ 1,581 169% 1 B725% 16% ¢
/experiences/first-time-visitors/ 4566 -402% § 877% 1038% ¢
/places-to-stay/campgrounds/ 3401 -164% ¢ 8041% 50% 1
Jevents/ 3230 196% 1 853% 46% Y
/Zlisting/gananoque-boat-line/ 2910 420% ¢ So64% 274V
/ 2622 -930% % 74.9% 1221% ¢t

Y/Y Comparison

Dec 2025 Jan 2026 Feb 2026 Mar 2026 Apr 2026 May 2026

TOP CITIES - PAID CHANNELS

City Total users ~ % A

Toronta 5547 1574% 1
New York 4188 a5 7%
Montreal 2935 276% 1
(not set) 2667 -39
Ottawa 1.661 -300% ¢
Priladelphia 1139 266.2% 1
Brampton 764 4744% %
Boston 694 257% 1

Voyagefﬁ\x/aypoint

Year-over-year paid traffic
shows a 7% decrease in total
users and a 36% drop in
engagement rate, though
average session duration
increased by 1%.

Paid campaigns are driving
substantial user growth from
Toronto a 157% increase and
Montreal,a 217% increase.

The "southeastern-ontario’
landing page is a top performer
with a 324% increase in views,
indicating strong resonance for
regional paid content.
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[[FHEIF) ORGANIC SEARCH TRAFFIC

May 1, 2026 - May 31. 2026 - M | Iq-'

17574 21678 14026

B coogle I bing @ yahoo duckduckgo Others

BOK

Total users

Jun 2025 Jul 2025 Aug 2025 Sep 2025 Oct 2025 Nov 2025
TOP PAGES - ORGANIC SEARCH
Page path Views ~ %A Engagement rate %A
/ 9305 -544% i 7425% -37%¢
fexperiences/first-ime-visitors/ 7.090 -488% ¢ 8313% -28% !
faxpariences/castles-cruises/ 5230 -378% 4 Bgosk  -13% !
/places-to-stay/motels-resonts-and-bs/ 2120 -527% 4 o415%  18% ¢
fevents/ 15 -454% 3 Bggb%  -13% 3
Zlsting/gananoque-boat-line/ 1536 -481% 4 886% 14% 1
/phaces-to-stay/cottages/ 1393 ~617% 4 a2%  -22%1

Y/Y Comparison

Average session duration

00:02:53 6885%

1-88%

M.i.
. --————---

Dec 2025 Jan 2026 Feb 2026 Mar 2026 Apr 2026 May 2026

TOP CITIES - ORGANIC SEARCH

City Total users ~ %A

Torenta 2644 -274% 4
(not set) 989 -402% 4
Ottawa 75 ~250% 4
Montreal 673 -242% 1\
New York o3 ~427% %
Brampton 301 -252% 1
Mississauga 73 ~390% 1

Voyagefﬁ‘lWa ypoint

Organic search traffic has
declined year-over-year, with
total users down 33% and
sessions down 47%.

While views for all top pages
are down over 35% Y/Y, pages
like ‘events’ and
‘gananoque-boat-line’ have
seen slight increases in their
engagement rates. Despite
these decreases, top pages are
maintaining a strong 70%+
engagement rate.

Toronto remains the top source
city for organic users at 2,644,
though this represents a 27%
decrease compared to the
previous year.



