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Key Takeaways
In September, paid media campaigns delivered 89,026 clicks from 2.66M+ total impressions across US and Canadian markets, with the US 
generating 54,718 clicks (from 1.64M+ impressions) and Canada driving 34,308 clicks (from 1.02M+ impressions). 

Google SEM comfortably outpaced the 12.47% benchmark, delivering a 16.43% CTR in the US and a 15.23% CTR in Canada. Performance Max 
significantly exceeded its 2.96% benchmark at 13.44% CTR (US) and 16.27% CTR (Canada), while Google Demand Gen served as a major 
volume driver despite finishing slightly below the 2.66% benchmark (2.09% US / 1.66% Canada). 

Meta tactics saw strong efficiency led by US Instagram Prospecting (3.97% CTR) and Canada Meta Prospecting (3.06% CTR), both clearing the 
2.77% benchmark. Meta Remarketing was anchored by Canada at 3.94% CTR and US Instagram at 4.44% CTR (vs. 3.17% benchmark), while US 
Meta Video delivered standout results across Facebook (8.33% CTR) and Instagram (13.31% CTR) against the 1.48% benchmark. 

Azira CTV sustained near-perfect completion rates, posting a 99.16% VTR in the US and 98.21% VTR in Canada (against the 99.81% 
benchmark). Azira Retargeting (Interstitial) exceeded its 1.18% benchmark in Canada with a 2.36% CTR, while the US segment produced 1,520 
clicks at a 1.06% CTR.

Co-Op campaigns efficiently built top-of-funnel awareness for regional partners, consistently generating strong engagement that outperformed 
industry benchmarks nearly across the board.
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Optimizations & Recommendations

Demand Gen

● While Google Demand Gen generated strong overall click volume, CTRs in both the US (2.09%) and Canada (1.66%) finished below the 
2.66% monthly benchmark. We are auditing delivery across network placements (YouTube, Discover, and Gmail) to identify specific 
areas of engagement drag and evaluate audience segment adjustments to discuss internally for approval.

Azira Interstitials

● While the Canadian segment performed well above benchmark at 2.36% CTR, the US retargeting campaign lagged at 1.06% against the 
1.18% benchmark. We are digging into placement-level reporting with the Azira team to evaluate app- and domain-level inventory, 
identifying potential adjustments to bring to the team.
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● Experiences led ad groups with 
2,088 clicks (21.73% CTR), driven 
by the top keyword "thousand 
islands ny" with 1,032 clicks.  

● Watertown led regional delivery 
with 1,623 clicks (nearly 21% of 
total volume), followed by Syracuse 
and New York. 

● Traffic leaned toward female users 
(over 53% of clicks) and older 
travelers, with the 64+ age group 
generating nearly 27% of clicks.
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● The campaign delivered 21,598 clicks from 
1,034,196 impressions at a 2.09% CTR.   

● Outdoor Travelers drove the majority of volume 
across Core (8,364 clicks, 1.73% CTR) and Growth 
(4,804 clicks, 1.93% CTR), while Millennial 
Travelers delivered the highest efficiency at 
2.74% CTR in Core and 2.85% CTR in Growth. 

● New York, NY (36.75% of clicks) and Washington, 
DC (18.03%) led metro delivery, with traffic driven 
primarily by male users (64%) and the 35-44 age 
demographic (42.34%).  
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● The campaign delivered 3,173 clicks from 
23,600 impressions at an outstanding 
13.44% CTR.  

● Core Markets drove the majority of volume 
and efficiency with 2,777 clicks at a 17.16% 
CTR, while Growth Markets contributed 396 
clicks at a 5.34% CTR. 

● Washington, DC led metro delivery with 153 
clicks (4.82% of clicks), followed by Detroit 
at 3.18%, with Rochester, Dallas-Ft. Worth, 
and Buffalo rounding out the top markets.  
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● Outdoor Travelers drove the strongest response 
across ad sets, generating 954 combined link 
clicks split evenly between Core (478 clicks) and 
Growth (476 clicks), while Millennial Travelers 
contributed 400 total clicks. 

● New York led all regional delivery with 1,254 
clicks (over 35% of total volume), followed by 
Philadelphia with 427 clicks. 

● Engagement leaned toward female users (over 
57% of clicks), with the 55-64 (37.29%) and 35-44 
(32.52%) age groups combining to drive nearly 
70% of total volume.
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● Family Travelers drove the strongest response 
across ad sets, led by the Core segment with 
715 inline link clicks across 14.5K+ 
impressions, followed by Growth at 226 clicks.

● New York led all regional delivery with 1,751 
clicks (nearly 47% of total volume), followed by 
Washington, DC with 400 clicks.   

● Engagement leaned heavily toward female 
users (nearly 66% of clicks) and mature 
travelers, with the 55–64 age group generating 
over 30% of total clicks.
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● Family Traveler drove the strongest response 
among audience segments, generating 439 
clicks across 11K+ impressions, 
outperforming Millennial (104 clicks) and 
Outdoor (71 clicks) audiences. 

● New York led all regional delivery with 393 
clicks (nearly 24% of total volume), followed by 
Philadelphia with 172 clicks.   

● Engagement leaned heavily toward female 
users (over 69% of clicks) and older travelers, 
with the 55–64 age group generating more 
than 53% of total clicks.
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● Millennial Traveler drove the strongest 
response among audience segments, 
generating 355 inline link clicks across 7.2K+ 
impressions, followed by Family Traveler with 
156 clicks and Outdoor Traveler with 74 clicks.

● New York led all regional delivery with 628 
clicks (nearly 35% of total volume), followed by 
Philadelphia with 230 clicks and Boston with 
144 clicks.

● Engagement leaned heavily toward female 
users (nearly 68% of clicks) and older travelers, 
with the 55-64 age group generating close to 
47% of total clicks.
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● Core Markets (70% of budget) drove the bulk 
of the volume with 978 clicks from 13.4K+ 
impressions, while Growth Markets (30% of 
budget) added 380 clicks. 

● New York led all regional delivery with 484 
clicks (over 14% of total volume), followed by 
Philadelphia with 359 clicks and Dallas-Ft. 
Worth with 287 clicks. 

● Engagement leaned heavily toward female 
users (over 69% of clicks) and the 65+ age 
demographic (67% of clicks).
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● Core Markets (70%) drove the bulk of ad set 
delivery with 2,077 inline link clicks across 
12.4K+ impressions, while Growth Markets 
(30%) added 271 clicks. 

● New York led all regional delivery with 2,686 
clicks (41% of total volume), followed by 
Boston with 1,125 clicks and Philadelphia 
with 941 clicks. 

● Engagement leaned heavily toward female 
users (over 78% of clicks) and older 
audiences, with the 65+ age demographic 
generating nearly 43% of clicks followed by 
ages 55-64 at 25%.
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● The Azira CTV campaign delivered 29.1K+ 
views from 29.3K+ impressions this month.

● The CTV campaign drove exceptionally strong 
viewer retention with a 99.16% view rate, 
driven primarily by Core Markets (25.5K+ 
views).

● The top-performing DMAs this month were 
New York, Buffalo, Dallas-Ft. Worth, 
Philadelphia, and Boston.
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● The Interstitial Retargeting (US) 
campaign delivered 1,520 clicks from 
143.6K+ impressions at a 1.06% CTR, 
just shy of the 1.18% average.   

● The top-performing locations this month 
were Dallas, Chicago, Fort Worth, 
Brooklyn, and Houston.
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● The US Google Grant campaign generated 
6,488 clicks from 73,255 impressions at 
an 8.86% CTR ($31K+ spend) this month.

● Campaign volume peaked in August with 
1,088 clicks and 12.1K+ impressions, 
while September maintained steady 
delivery with 706 clicks at an 8.87% CTR.   

● Engagement efficiency peaked in July, 
achieving a campaign-high 11.29% CTR 
across 8.9K+ impressions. 
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● September generated 893 clicks from 12,526 
impressions at a 7.13% CTR, with creative 
featuring seasonal extension messaging

● YTD the Google Grant (Canada) campaign has 
generated 8,899 clicks from 103,333 
impressions at an 8.61% CTR ($35K+ spend).

● Click volume and efficiency peaked in July with 
1,748 clicks at a campaign-high 9.27% CTR, 
while August drove peak impressions at 
19.4K+ (1,545 clicks).  
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● The Canada SEM campaign had 
5.8k+ clicks from 38.3k+ total 
impressions at a 15.23% CTR.

● Toronto and Ottawa led markets with 
1.1k+ combined clicks (19.38% of 
traffic) while Castles & Cruises led ad 
group performance with 3.4k+ clicks.

● Female searchers drove 51.76% of 
clicks, while Places To Stay achieved 
a strong 16.02% CTR.
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● The Demand Gen (Canada) campaign delivered 
8,848 clicks from 534.4K+ impressions at a 1.66% 
CTR, led by Family Travelers | Fall 2026 with 4,124 
clicks (1.58% CTR), followed by Millennial 
Travelers with 2,542 clicks (1.90% CTR) and 
Outdoor Travelers with 2,182 clicks (1.55% CTR).

● Montreal led all regional delivery with 2,042 clicks 
(23.08% of total volume), followed by Toronto with 
1,287 clicks (14.55%) and Brampton with 415 
clicks (4.69%).

● Engagement leaned toward male users at 57.80% 
of clicks (vs. 41.65% female), with the 35–44 age 
demographic representing the majority share at 
53.64% of clicks, followed by ages 45–54 at 20.06% 
and 25–34 at 17.24%.
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● The campaign delivered 5,289 clicks from 32,514 
impressions at an outstanding 16.27% CTR.

● Ottawa led all geographic markets with 653 clicks 
(12.35% of total volume), followed by Toronto with 
522 clicks (9.87%).

● Prescott (302 clicks), Montreal (217 clicks), and 
Morrisburg (213 clicks) rounded out the top five 
Canadian markets.
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● The Azira Interstitial Retargeting (Canada) 
campaign delivered 912 clicks from 
38.6K+ impressions, resulting in a 2.36% 
CTR that significantly exceeded the 1.18% 
KHM benchmark.   

● The top-performing locations this month 
were Calgary, Toronto, Edmonton, 
Winnipeg, and Victoria.
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● The Azira CTV (Canada) campaign 
delivered 6,470 views from 6,588 
impressions across September.

● The CTV effort demonstrated 
exceptionally high viewer retention 
with a 98.21% view rate, reflecting 
minimal drop-off and strong 
completion across Canadian core 
market households.

● The top-performing locations this 
month were Toronto, Montreal, 
Ottawa, Brampton, and Mississauga.
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● Family Travelers led audience engagement with 
824 clicks across 25.2K+ impressions, followed 
by Millennial Travelers (371 clicks) and Outdoor 
Travelers (108 clicks).

● Ontario drove the vast majority of delivery with 
3,040 clicks (nearly 75% of total volume), 
followed by Quebec with 1,028 clicks (25.22%).

● Engagement leaned heavily toward female users 
(over 71% of clicks), with the 55–64 (34.15%) and 
35–44 (28.61%) age groups driving the majority 
of response.
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● Outdoor Traveler drove the primary volume 
among ad sets with 3,013 inline link clicks 
across 82.1K+ impressions, followed by Family 
Traveler with 112 clicks.   

● Ontario led all regional delivery with 6,504 clicks 
(nearly 70% of total volume), followed by Quebec 
with 2,833 clicks (30.31%).   

● Engagement leaned heavily toward male users 
(nearly 63% of clicks), with the 55–64 (46.2%) and 
45–54 (29.04%) age groups combining to drive 
over 75% of total response.  
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PAID MEDIA
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● The Alexandria Bay campaign delivered 
6,354 clicks from 374.3K+ impressions at a 
1.70% CTR. 

● New York led regional delivery with 3,539 
clicks (nearly 56% of total volume), followed 
by Philadelphia with 975 clicks and Boston 
with 599 clicks.   

● Engagement leaned heavily toward male 
users (over 65% of clicks), with the 55–64 
(29.7%) and 35–44 (28.45%) age brackets 
driving the largest audience shares.
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● The Alexandria Bay prospecting campaign 
delivered 839 clicks from 29.7K+ impressions 
at a 2.82% CTR, led by the Fall 2026 ad set with 
257 inline link clicks across 11K+ impressions.

● New York led all regional delivery with 304 
clicks (over 36% of total volume), followed by 
Philadelphia with 151 clicks and Boston with 
115 clicks.

● Engagement leaned heavily toward female 
users (over 73% of clicks), with the 55–64 
(40.64%) and 45–54 (25.63%) age groups 
combining to drive over 66% of total response.  
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● The Angel Rock campaign delivered 9,741 
clicks from 296.3K+ impressions at a 3.29% 
CTR, led overwhelmingly by the core Angel Rock 
ad group (9,708 clicks).

● New York led all regional delivery with 5,369 
clicks (over 55% of total volume), capturing the 
majority of campaign engagement.   

● Philadelphia (2,128 clicks / 21.85%) and Boston 
(1,227 clicks / 12.60%) provided strong 
secondary reach, combining for over 34% of 
total clicks. 
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● The Angel Rock prospecting campaign 
delivered 1,441 clicks from 63.4K+ 
impressions at a 2.27% CTR, led by the Angel 
Rock | Fall 2026 ad set with 517 inline link 
clicks across 23.4K+ impressions.   

● New York led regional delivery with 323 
clicks (over 22% of total volume), followed by 
Philadelphia with 223 clicks and Boston with 
143 clicks.

● Engagement leaned heavily toward female 
users (over 75% of clicks), with the 55–64 age 
demographic driving the vast majority of 
response at 62.04% of clicks, followed by 
ages 45–54 at 18.6%.
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● The Boldt Castle campaign delivered 8,870 
clicks from 317K+ impressions at a 2.80% 
CTR, driven by the dedicated Boldt Castle ad 
group. 

● New York led all regional delivery with 4,666 
clicks (over 52% of total volume), driving the 
majority of campaign engagement.   

● Philadelphia (1,780 clicks / 20.07%) and 
Boston (1,061 clicks / 11.96%) provided 
strong secondary reach, combining for over 
32% of total clicks.
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● The Boldt Castle prospecting campaign delivered 
2,058 clicks from 83.9K+ impressions at a 2.45% 
CTR, led by the Boldt Castle | Fall 2026 ad set with 
630 inline link clicks across 26.8K+ impressions.   

● New York led regional delivery with 365 clicks 
(17.74% of total volume), followed by Philadelphia 
with 283 clicks and Buffalo with 208 clicks.   

● Engagement leaned toward female users (over 
59% of clicks), with the 55–64 age demographic 
driving half of all response at 50.49% of clicks, 
followed by ages 45–54 at 28.57%.
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● The Cape Vincent campaign delivered 5,296 clicks 
from 156K+ impressions at a 3.39% CTR, driven by 
the dedicated Cape Vincent ad group.

● New York led all regional delivery with 3,162 clicks 
(nearly 60% of total volume), followed by 
Philadelphia with 750 clicks and Boston with 449 
clicks.   

● Engagement leaned heavily toward male users 
(over 67% of clicks), with the 55–64 age 
demographic driving half of all response at 49.7% 
of clicks, followed by ages 45–54 at 18.16%.
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● The Cape Vincent prospecting campaign 
delivered 876 clicks from 48K+ impressions at a 
1.82% CTR, led by the Cape Vincent | Fall 2026 ad 
set with 302 inline link clicks across 16.7K+ 
impressions.   

● New York led regional delivery with 269 clicks 
(over 30% of total volume), followed by 
Philadelphia with 131 clicks and Boston with 
106 clicks. 

● Engagement leaned toward female users (over 
52% of clicks), with the 55–64 age demographic 
driving the largest share at 44.98% of clicks, 
followed by ages 45–54 at 21.58%. 
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● The City Cruises campaign delivered 6,380 clicks 
from 377.6K+ impressions at a 1.69% CTR.

● Montreal led all regional delivery with 2,461 clicks 
(over 38% of total volume), followed by Toronto 
with 1,115 clicks (17.48%) and Ottawa with 174 
clicks.

● Engagement leaned heavily toward male users 
(over 61% of clicks), with the 55–64 age 
demographic representing the largest share at 
35.39% of clicks, followed by ages 45–54 at 24.2%.
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● The City Cruises prospecting campaign delivered 
2,206 clicks from 101.2K+ impressions at a 2.18% 
CTR, led by the City Cruises | Fall 2026 ad set with 
785 clicks across 36.4K+ impressions.   

● Ontario led all regional delivery with 1,654 clicks 
(nearly 75% of total volume), followed by Quebec 
with 402 clicks (18.22%) and New York with 80 
clicks.   

● Engagement leaned heavily toward female users 
(over 62% of clicks), with the 55–64 age 
demographic driving half of all response at 50.41% 
of clicks, followed by ages 45–54 at 21.49%.
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● The Clayton/Rock Island campaign delivered 5,363 
clicks from 207.8K+ impressions at a 2.58% CTR, 
led by Clayton Island Tours with 3,346 clicks (2.66% 
CTR) outpacing Rock Island Lighthouse with 2,017 
clicks (2.46% CTR).   

● New York led all regional delivery with 3,220 clicks 
(over 60% of total volume), followed by Philadelphia 
with 750 clicks (13.98%) and Boston with 488 clicks 
(9.1%). 

● Engagement leaned heavily toward male users 
(nearly 69% of clicks), with the 55–64 age 
demographic representing the largest share at 
40.41% of clicks, followed by ages 45–54 at 23.03%.
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● The Clayton/Rock Island prospecting 
campaign delivered 1,319 clicks from 68.4K+ 
impressions at a 1.93% CTR, led by the Rock 
Island | Fall 2026 ad set with 280 inline link 
clicks across 14.2K+ impressions, followed by 
Clayton Island Tours with 169 clicks.

● New York led regional delivery with 284 clicks 
(21.53% of total volume), followed by Boston 
with 198 clicks (15.01%) and Philadelphia with 
179 clicks (13.57%). 

● Engagement leaned toward female users (over 
55% of clicks), with the 55–64 age demographic 
driving over half of all response at 56.56% of 
clicks, followed by ages 45–54 at 22.14%.  
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● The Rockport Cruises campaign delivered 12,435 
clicks from 609.6K+ impressions at a 2.04% CTR, 
driven by the dedicated Rockport Cruises ad group.   

● Toronto led all regional delivery with 3,099 clicks 
(nearly 25% of total volume), followed by Montreal 
with 1,728 clicks (13.9%) and Ottawa with 922 clicks 
(7.41%).   

● Among identified audiences, engagement leaned 
toward male users (16.93% of clicks), with the 64+ 
age demographic representing the largest share at 
12.85% of clicks, followed by ages 25–34 at 5.68%.  
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● The Rockport Cruises prospecting campaign 
delivered 1,970 clicks from 80.5K+ impressions 
at a 2.44% CTR, led by the Rockport Cruises | Fall 
2026 ad set with 728 inline link clicks across 
33.1K+ impressions.

● Ontario led all regional delivery with 1,227 clicks 
(over 62% of total volume), followed by Quebec 
with 511 clicks (25.94%) and New York with 128 
clicks (6.5%).   

● Engagement leaned heavily toward female 
users (nearly 74% of clicks), with the 55–64 age 
demographic leading audience response, 
followed by the 45–54 segment.
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● The Sackets Harbor campaign delivered 5,994 
clicks from 366.2K+ impressions at a 1.64% CTR, 
driven by the dedicated Sackets Harbor ad group.

● New York led all regional delivery with 3,378 
clicks (over 56% of total volume), followed by 
Philadelphia with 905 clicks (15.1%) and Boston 
with 564 clicks (9.41%).   

● Engagement leaned heavily toward male users 
(over 76% of clicks), with the 35–44 age 
demographic representing the largest share at 
31.65% of clicks, followed by ages 45–54 at 
26.08% and 55–64 at 23.24%.
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● The Sackets Harbor prospecting campaign 
delivered 2,036 clicks from 49.8K+ impressions at 
a 4.08% CTR, led by the Sackets Harbor | Fall 2026 
ad set with 705 inline link clicks across 16.3K+ 
impressions.

● New York led regional delivery with 351 clicks 
(17.24% of total volume), followed by Rochester 
with 241 clicks (11.84%) and Philadelphia with 
238 clicks (11.69%).

● Engagement leaned heavily toward female users 
(nearly 78% of clicks), with the 65+ age 
demographic dominating response at 85.66% of 
clicks, followed by ages 55–64 at 10.12%.  
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● The Uncle Sam Boat Tours campaign delivered 
5,795 clicks from 281.9K+ impressions at a 
2.06% CTR, driven by the dedicated Uncle Sam 
Boat Tours ad group.   

● New York led all regional delivery with 3,381 
clicks (over 58% of total volume), followed by 
Philadelphia with 728 clicks (12.56%) and 
Boston with 581 clicks (10.03%).   

● Engagement leaned heavily toward male users 
(nearly 69% of clicks), with the 55–64 age 
demographic driving over half of all response 
at 53.58% of clicks, followed by ages 45–54 at 
17.14%.  
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● The Uncle Sam Boat Tours prospecting campaign 
delivered 1,056 clicks from 65.7K+ impressions 
at a 1.61% CTR, led by the Uncle Sam Boat Tours | 
Fall 2026 ad set with 377 inline link clicks across 
22.1K+ impressions.   

● New York led regional delivery with 382 clicks 
(over 36% of total volume), followed by 
Philadelphia with 147 clicks (13.92%) and Boston 
with 96 clicks (9.09%).  

●  Engagement leaned heavily toward female users 
(nearly 64% of clicks), with the 55–64 age 
demographic driving over half of all response at 
53.13% of clicks, followed by ages 45–54 at 
23.01%.
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● Total users increased 
72% to 84K, driving 
sessions up 40% to 
95K.

● Engaged sessions 
remained steady at 
39K with a 0.5% lift, 
while the overall 
engagement rate 
decreased 28% to 41%.

● Average session 
duration declined 29% 
to 1 minute and 21 
seconds following 
peak user volume in 
July 2026.
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● Total users increased 
72% to 84K, driven by 
top metropolitan 
markets including 
Toronto with 6.4K users 
and New York rising 
172% to 6.2K users.

● The top-performing 
page was ‘legendhasit’ 
with 52K views, while 
‘experiences’ recorded 
the strongest traffic 
acceleration with an 
832% increase to 3.5K 
views.

● Accommodation 
demand grew 
substantially as 
‘places-to-stay’ views 
rose 205% to 2.5K while 
sustaining a strong 89% 
engagement rate.
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● Total users increased 
72% to 84K, driven 
primarily by Paid 
Social delivering 34K 
users with a 193% 
gain.

● Cross-network 
expanded by 20.6K% 
to 23K total users, 
contributing 10.3K 
engaged sessions 
alongside a 39% 
engagement rate.

● Paid Search 
maintained strong 
traffic quality with a 
77% engagement rate 
across 12K users, 
generating 11K 
engaged sessions.
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● Paid traffic expanded 
significantly 
year-over-year with 
total users up 162% to 
69.5K and sessions up 
133% to 77K, while 
engagement rate fell 
24% to 36%.

● Although `legendhasit` 
led traffic volume with 
51.5K views, 
experiential content 
like 
`experiences/castles-
cruises` drove higher 
audience engagement 
at 88.3%.

● Core feeder markets 
showed substantial 
acquisition growth, led 
by New York generating 
5.7K users (+283%) and 
Toronto providing 4.9K 
users (+124%).
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● Organic search 
generated 11K total 
users across 14K 
sessions, reflecting 
year-over-year 
declines of 37% and 
50%.

● Overall engagement 
rate remained stable 
at 67% with an 
average session 
duration of 2 minutes 
and 34 seconds, 
supported by 9.4K 
engaged sessions.

● Toronto led 
geographic 
acquisition with 1.4K 
users despite a 33% 
decrease, whereas 
Brampton grew 14% 
to 225 users.


