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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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Google SEM drove the most qualified traffic, achieving the highest CTR at 19.48% and the highest engagement rate at 76.39%.

Google Demand Gen led in top-of-funnel reach, delivering 693,413 impressions and 14,508 clicks, resulting in 14,713 total users.

The Azira CTV campaign effectively served its awareness role with a 99.86% view rate but did not drive site engagement, resulting in zero 
engaged sessions.
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Instagram Video campaigns are the most efficient at driving clicks with a 7.86% CTR.

Remarketing campaigns deliver the highest quality traffic, with Facebook Remarketing achieving a 36.42% engagement rate and a 
58-second average session duration.

Facebook Video generated the highest volume of traffic with 3,723 clicks, though these users had the lowest on-site engagement.
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Google SEM is the top-performing channel, driving 40,085 clicks with an 18.07% CTR and a 78.34% engagement rate.

While Google Demand Gen delivered the most impressions at 1,972,967, its 10.67% engagement rate indicates lower user quality compared 
to SEM.

Azira CTV achieved a 99.82% view rate, successfully driving awareness but resulting in only 6 total users and zero engaged sessions.
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Instagram campaigns consistently outperform Facebook in CTR across all formats, with Instagram Video achieving the highest CTR at 
4.32%.

Remarketing campaigns are driving the most qualified traffic, with Facebook Remarketing delivering the highest engagement rate at 
37.26% and the longest average session duration of 58 seconds.

Facebook Video is the top campaign for driving volume, generating the most clicks at 10,202, while Facebook Prospecting drove the most 
total users at 4,062.
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The campaign generated 7,877 clicks with an overall 19.48% CTR, driven primarily by the top-performing search keyword "thousand islands 
ny" which secured 1,380 clicks.

While the "Castles & Crui..." ad group delivered the highest volume of clicks at 2,167, the "Experiences" ad group was the most engaging 
with a 24.04% CTR.

Females drove the majority of engagement, accounting for 50.63% of all clicks, with New York, NY and Watertown, NY emerging as the 
top-performing metro areas.

● "Castles & Cruises" remains 
the top ad group, driving more 
than 27% of all clicks with a 
CTR at nearly 17%.

● The New York DMA generated 
the most clicks, followed by 
Watertown and Syracuse.

● The top search keyword this 
month was "thousand islands 
ny" followed by "thousand 
islands cruises" 
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The New York, NY metro area is the top-performing market, driving 49.39% of all clicks with 7,165 total clicks.

The "Core - Outdoor Travelers" ad group delivered the highest volume of traffic with 7,634 clicks, while the "Core - Family Travelers" ad 
group achieved the highest engagement with a 2.6% CTR.

Our primary engaged audience consists of males, who account for 60.13% of clicks, with the 55 to 64 age group being the most responsive 
demographic at 30.62% of clicks.

● 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%.
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The Core campaign drives the majority of engagement, securing 1,104 clicks with a 0.87% CTR, more than double the efficiency of the 
Growth campaign.

Washington DC is the top-performing metro area, delivering 89 clicks and accounting for 6.64% of the total click volume.

The Core campaign is also more cost-effective, achieving a CPC of $1.02 compared to the Growth campaign's CPC of $2.27.

● 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 
been skyrocketing and is currently above 15% in June so far.

● The Core campaign is still the primary 
performance driver, generating more clicks 
than Growth at a higher CTR.

● Washington DC drove the most clicks, 
followed by New York and Detroit.

● May’s low CTR is the result of the same 
conversion settings mentioned last month, 
and since those changes, the campaign has 
been performing far above the benchmark.
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The Facebook prospecting campaign achieved a 1.87% CTR, driving 2,966 clicks from 158,850 impressions.

The 55-64 age demographic proved to be the most engaged audience, accounting for 43.73% of all link clicks.

The New York DMA was the top-performing region with 18.21% of clicks, while males were the dominant gender at 54.59%.

● The Facebook prospecting campaign 
drove a 10.6% increase in CTR this 
month, putting it much closer to the 
benchmark at 1.87%.

● The New York DMA had the most clicks 
(18%) followed by Washington DC (14%) 
and Philadelphia (12%).

● Nearly 55% of the total clicks came from 
male users this month, and 55-64 was 
still the top performing age range with 
almost 44% of the total.

● 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)
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The Family Travelers ad sets drove the vast majority of engagement, accounting for 1,097 of the 1,197 total link clicks.

New York is the top-performing DMA, generating 29.74% of all link clicks with 356 clicks from 14,246 impressions.

The campaign resonates most with the 55-64 age group, which delivered 30.91% of clicks, and with females, who accounted for 56.22% of 
clicks.

● The Instagram prospecting campaign 
generated 1.1K+ clicks at a 2.28% CTR, 
right in line with the 2.31% benchmark.

● The New York DMA had the most clicks 
(30%) followed by DC (17%) & Dallas (12%).

● Female users drove over 56% of the total 
clicks this month, while 55-64 was still 
the top-performing age range with 31%.
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The Facebook remarketing campaign achieved a 1.58% CTR, with the "Millennial Traveler" ad set driving the most engagement at 635 link 
clicks.

Campaign performance is strongest with females, who account for 67.67% of clicks, and the 55-64 age demographic, which represents 
46.43% of clicks.

The New York DMA is the top-performing region, generating 314 link clicks and accounting for 20.98% of total campaign clicks.

● The Facebook remarketing campaign 
generated nearly 1.5K clicks from over 
94K impressions in May. While this 
impression surge resulted in a reduced 
CTR, site engagement remained strong.

● Nearly 68% of all clicks came from 
female users, while 55-64 was still the 
top-performing age range, accounting 
for 46% 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 CTR is below 
the benchmark, we saw healthy site engagement:

○ 1.3K+ 15-second conversions
○ 900+ 30-second conversions
○ 36%+ site engagement rate
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The New York DMA is the top-performing region, delivering 32.31% of all link clicks for this Instagram remarketing campaign.

The "Millennial Traveler" ad set drove the most engagement with 343 link clicks, more than the "Family Traveler" and "Outdoor Traveler" 
sets combined.

Females and the 55-64 age group are the most responsive audiences, accounting for 77.11% and 37.5% of link clicks, respectively.

● The Instagram remarketing campaign 
drove 616 clicks from 22K+ impressions 
this month at a very strong 2.79% CTR.

● New York was the top-performing DMA 
with 32% of all clicks, followed by Philly 
(13%) and Boston (6%).

● Female users drove 77% of all clicks, 
while 55-64 was the top-performing age 
range with 37%.

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

○ 15 sec: 880 (up 55% from 568 in April)
○ 30 sec: 573 (up 42% from 403 in April)
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The video campaign resonates most strongly with females, who account for 73.06% of all link clicks.

The 65+ age group is the highest-performing demographic, driving 60.49% of link clicks.

The "1000 Islands | Core - 70%" ad set is the primary driver of performance, generating 2,698 link clicks.

● The Facebook video campaign drove 
3.7K+ clicks from 100K+ impressions 
this month, resulting in a very strong 
3.70% CTR (170% above the average).
 

● New York is the primary DMA (17% of 
all clicks) followed by Philadelphia (10%) 
and Detroit (9%).

● Female users drove 73% of all clicks 
this month, while ages 65+ accounted 
for more than 60% of the total.
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The "Core - 70%" ad set generated the majority of engagement, securing 1,056 link clicks from 14,047 impressions.

This campaign resonates most strongly with female users, who account for 76.61% of all link clicks.

Users aged 55 and over are the most engaged demographic, driving a combined 77.16% of total link clicks.

● 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.
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The CTV campaign delivered 72,242 impressions with an overall view rate of 99.86% for the month of May.

The Core Market campaign accounted for the majority of impressions at 40,980 with a 99.76% view rate.

The Growth Market campaign achieved a slightly higher view rate of 99.99% from its 31,262 impressions.

● 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 DMAs by Impressions: Dallas-Ft. Worth, 
New York, Buffalo, DC, and Philadelphia
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The US Interstitial Retargeting campaign generated 151,943 impressions during the month of May.

This campaign drove 2,493 clicks from the retargeted audience.

The campaign achieved a 1.64% CTR, indicating positive user engagement with the ad creative.

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

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



CANADA
PAID MEDIA
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Google SEM drove the most qualified traffic, achieving the highest CTR at 19.48% and the highest engagement rate at 76.39%.

Google Demand Gen led in top-of-funnel reach, delivering 693,413 impressions and 14,508 clicks, resulting in 14,713 total users.

The Azira CTV campaign effectively served its awareness role with a 99.86% view rate but did not drive site engagement, resulting in zero 
engaged sessions.
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Google SEM is the top-performing channel, driving 40,085 clicks with an 18.07% CTR and a 78.34% engagement rate.

While Google Demand Gen delivered the most impressions at 1,972,967, its 10.67% engagement rate indicates lower user quality compared 
to SEM.

Azira CTV achieved a 99.82% view rate, successfully driving awareness but resulting in only 6 total users and zero engaged sessions.
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The Castles & Cruises ad group is the primary performance driver, generating 3,576 clicks with a 20.06% CTR.

The search keyword "thousand islands cruises" is the top performer, delivering 1,667 clicks at a 23.05% CTR.

Toronto is the leading source market with 12.51% of all clicks, while females are the most engaged demographic, accounting for 47.87% of 
clicks.

● "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" 
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Montreal and Toronto are the primary sources of engagement, collectively driving 42.96% of all campaign clicks.

The Family Travelers ad group generates the most clicks at 5,262, while the Millennial Travelers ad group is the most efficient with a 2.3% 
CTR.

The campaign resonates most strongly with males aged 35-44, who represent the largest audience segment with 44.73% of total clicks.

● 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%.
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The Google Performance Max campaign generated 1,720 clicks from 151,324 impressions for a 1.14% CTR at a total cost of $804.9.

Toronto was the top-performing city, driving 26.05% of all clicks with 448 from 45,823 impressions.

The top three cities, Toronto, Schomberg, and Ottawa, collectively accounted for 45% of the campaign's total clicks.

● 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 
been skyrocketing and is currently above 17% in June so far.

● Toronto was the top-performing city this 
month with 26% of all clicks, followed by 
Schomberg with 10% and Ottawa with 9%.

● This campaign drove 301 partner website 
referrals, 3 partner phone calls, 1 mailing 
list signup, and 1 travel guide view.

● May’s low CTR is the result of the same 
conversion settings mentioned last month, 
and since those changes, the campaign has 
been performing far above the benchmark.
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The Family Travelers ad set generated the most engagement with 1,885 link clicks, while the Millennial Travelers ad set was the most 
efficient with a 2.24% CTR.

Audiences aged 35-64 responded most favorably to the campaign, with the 55-64 age group driving the highest percentage of link clicks at 
31.83%.

Geographic targeting appears to be misaligned, as the Unknown DMA region accounted for 99.16% of all link clicks.

● 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:

○ 15 sec: 1.2K+ (up 285% from 320 in April)
○ 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.
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The Millennial Traveler ad set drove the most engagement with 3,837 link clicks, while the Family Traveler ad set significantly 
underperformed with only 29.

Users aged 65+ generated the majority of engagement, accounting for 51.67% of all link clicks from this remarketing campaign.

The campaign achieved a 3.12% CTR, with a nearly even gender split led by males who accounted for 51.73% of clicks.

● The Meta remarketing campaign drove a 36% increase in 
CTR this month, surpassing the benchmark by 44%.

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

● Nearly 52% of the total clicks came from male users this 
month, and 65+ was still the top performing age range 
(also with just under 52% of the total).
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The 1000 Islands CTV campaign targeting the core Canadian market generated 9,659 impressions in May.

This campaign achieved a total of 9,662 views, indicating strong audience engagement with the creative.

The resulting view rate was an exceptional 100.03%, showing that nearly every ad impression was viewed to completion.

● The Azira CTV campaign delivered 9.6K+ 
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
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During May, the Interstitial Retargeting campaign in Canada served 38,497 impressions to a qualified audience.

This campaign generated 963 clicks, demonstrating strong engagement from the retargeted Canadian market.

The campaign achieved an efficient 2.50% CTR, indicating the ad creative and targeting were effective.
● The Azira interstitial retargeting campaign brought in 963 

clicks from 38K+ impressions at a 2.50% CTR this month.

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



GOOGLE GRANT
PAID MEDIA
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The Google Grant campaign delivered its strongest performance year-to-date in May 2026, achieving 8,722 impressions and 783 clicks.

Campaign CTR has improved significantly since January, increasing from 5.77% to a peak of 9.04% in April.

After a low in February, the campaign has shown three consecutive months of growth in both impressions and clicks.

● Top Keywords
○ boat trips
○ thousand islands castle tours

● Top Performers by Clicks
○ Ages 55-64 (16%) 

■ 28% Unknown
○ Females (44%)
○ New York DMA (66%)
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The Canadian Google Grant campaign shows strong upward momentum, with impressions and clicks increasing every month from 
February to May 2026.

May was the strongest month year-to-date, delivering a peak of 12,306 impressions and 1,115 clicks.

Despite significant growth in volume, the campaign's CTR remained consistently high and stable, holding steady around 9%.

● Top Keywords
○ river cruises
○ things to do in brockville

● Top Performers by Clicks
○ Ages 35-44 (19%) 

■ 24% Unknown
○ Females (48%)
○ Ottawa (18%)
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● "Castles & Cruises" is still the top performing ad group, 
driving nearly half of all clicks with a strong 21.7% CTR.

● While Toronto generated the most clicks again, users in 
Kingston were the most engaged with a 47.19% CTR.

● The leading search term this month was "thousand 
islands cruises" followed by "thousand islands ny"

● Overall this campaign saw a 9% MoM increase in CTR.
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● 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%)
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● 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.

● The Core campaign is still the primary performance 
driver, generating 1.7K+ clicks and 122K+ impressions. 
The 1.23% CTR is notably below benchmark, mostly led 
by the Growth Market segment.

● Toronto generated the highest volume of traffic with 
249 clicks, significantly outpacing all other markets, 
while Philadelphia saw the strongest engagement this 
month with a 2.11% CTR.
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● The Facebook prospecting campaign generated 3.1K+ clicks 
(more than double compared to last month) from over 184K 
impressions, resulting in a healthy 1.69% CTR this month.

● The Core Markets campaign delivered the highest volume, 
accounting for 70% of clicks and 72% of impressions, while the 
Growth Markets campaign proved most efficient, achieving 
the highest CTR at 1.84%.

● 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:

● Performance by DMA
● Performance by Age Range
● Performance by Gender

● While the CTR is a bit below benchmark, we 
saw massive MoM increases in time-on-site 
conversions:

○ 15 sec: 1.9K+ (up 385% from 393 in March)
○ 30 sec: 1.2K+ (up 372% from 270 in March)
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● The Instagram prospecting campaign generated 2.2K+ clicks 
from nearly 79K impressions, resulting in a strong 2.87% CTR.

● 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%.

CHARTS COMING SOON:

● Performance by DMA
● Performance by Age Range
● Performance by Gender
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● The Facebook remarketing campaign generated 
1.2K+ clicks from over 29K impressions in April.

● Nearly 70% of all clicks came from female users, 
while 55-64 remained the top-performing age range 
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
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● 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:

○ 15 sec: 568 (up 479% from 98 in March)
○ 30 sec: 403 (up 550% from 62 in March)CHARTS COMING SOON:

● Performance by DMA
● Performance by Age Range
● Performance by Gender
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● The Facebook video prospecting campaign generated 6.4K+ clicks from 
287K+ impressions in the first month, resulting in 29K+ complete views.
 

● 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:

● Performance by DMA
● Performance by Age Range
● Performance by Gender
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● The Instagram video campaign generated 5.2K+ clicks from 136K+ 
impressions in the first month, resulting in nearly 15K complete views.
 

● 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.

CHARTS COMING SOON:

● Performance by DMA
● Performance by Age Range
● Performance by Gender
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● 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.



  47  |  

● 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.



WEBSITE ANALYTICS
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● 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-year to 1 
minute and 46 seconds.
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● While total users declined 
by -20%, significant growth 
occurred from Philadelphia 
(+144%), Montreal (+102%), 
and Baltimore (+493%).

● The `legendhasit` page 
was the top traffic driver 
with almost 28K views, 
while the 
`southeastern-ontario` 
page saw the largest 
increase in views at 325%.

● Key landing pages 
experienced significant 
decreases in views, 
including the homepage 
(-80%) and the first-time 
visitors page (-46%).
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● 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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● 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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● 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.


