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Key Takeaways

In August, our paid media campaigns delivered over 86K clicks from nearly 2.08M total impressions across US and Canada markets, with
core tactics consistently outpacing industry benchmarks. The US campaigns drove nearly 56K clicks from over 1.42M impressions, while
the Canada campaigns brought in over 30K clicks from 651K+ impressions.

Google SEM sustained exceptional efficiency across both markets, with the US generating an 18.28% CTR and Canada delivering a 16.92%
CTR to comfortably outpace the 11.37% benchmark average. Google Performance Max continued its remarkable momentum, achieving a
14.70% CTR in the US and an 18.93% CTR in Canada, both thoroughly obliterating the 3.05% benchmark. While Google Demand Gen landed
slightly below the 2.94% benchmark in both regions (2.67% CTR in the US and 1.82% CTR in Canada), it served as a primary volume driver
across campaigns.

Meta tactics generated efficient engagement across regions, led by strong performance in prospecting and remarketing. In Meta
Prospecting, US Instagram led with a 4.82% CTR while Canada Meta Prospecting achieved a solid 2.50% CTR, both clearing the 2.42%
benchmark. Meta Remarketing performed exceptionally well against the 2.41% benchmark, anchored by Canada Meta Remarketing at an
outstanding 3.87% CTR and US Instagram Remarketing at 5.09% (with US Facebook Remarketing at 2.10%). Meta Video remained a major
standout in the US, with Facebook Video delivering a 6.49% CTR and Instagram Video reaching an incredible 12.54% CTR, easily surpassing
the 1.86% benchmark.

Azira CTV sustained near-perfect completion rates in both markets, recording a 99.54% VTR in the US and a 99.04% VTR in Canada to easily
clear the 93.74% benchmark average. Azira Retargeting (Interstitial) demonstrated strong efficiency in Canada with a 3.15% CTR that well
exceeded the 2.21% benchmark average, while the US segment captured 1,664 clicks at a 1.09% CTR.

The Co-Op campaigns successfully drove efficient top-of-funnel awareness for regional partners, consistently returning strong
engagement that exceeded industry benchmarks nearly across the board.
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Optimizations & Recommendations

Demand Gen

° While Google Demand Gen campaigns generated strong overall volume, CTRs in both the US (2.67%) and Canada (1.82%) finished
below the 2.94% benchmark for August. We will continue to adjust targeted audience segments and placement distribution in an
effort to boost efficiency.

Azira Interstitials

° While the Canada segment performed well above benchmark at a 3.15% CTR, the US retargeting interstitial campaign lagged at
1.09% (vs. 2.21% benchmark). We're digging into US placement-level performance with the Azira team to determine our best
opportunities for further optimization.

Meta Paid Social

° Performance on Instagram remains strong across prospecting (4.82% CTR) and remarketing (5.09% CTR), but Facebook tactics
experienced slight dips below benchmark (2.14% prospecting and 2.10% remarketing). We are evaluating audience cut-offs and
placement mix on Facebook to help lift overall campaign CTRs.

Google Search & Performance Max

° Performance Max and SEM continue to drastically surpass expectations across both markets, maintaining strong double-digit
CTRs (up to 18.93% on Canada PMax and 18.28% on US SEM). Optimizations are ongoing to ensure we maintain high impression
share on top-performing search terms.
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ETIer 1 PAID MEDIA OVERVIEW
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Google
SEM

Clicks

10,098

Impressions

55,236

CTR

18.28%

Total users

15,063

Engaged sessions

13,590

Engagement rate

7717%

Average session duration

00:03:30

Avg. CTR: 11.37%

Google
Demand Gen

Clicks

19,592

Impressions

734,575

CTR

2.67%

Total users

7271

Engaged sessions

1,646

Engagement rate

20.56%

Average session duration

00:00:33

Avg. CTR: 2.94%

Google
Performance Max

Clicks

4,727

Impressions

32,154
CTR

14.70%

Total users

8,284

Engaged sessions

5.036

Engagement rate

52.83%

Average session duration

00:02:05

Avg. CTR: 3.05%

Azira
CTV

Views

29.247

29,383

View Rate

99.54%

Avg. VTR: 93.74%

Azira
Retargeting (Interstitial)

Impressions

152,930

Clicks

1,664

CTR

1.09%

Total users

1,189

Engaged sessions

341

Engagement rate

25.07%

Average session duration

00:00:15

Avg.CTR: 2.21%
o
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T ] PAID MEDIA OVERVIEW S
Last Month Cont.
Facebook Instagram Facebook Instagram Facebook Instagram
Prospecting Prospecting Remarketing Remarketing Video Video
Clicks Clicks Clicks Clicks Clicks Clicks

2,433
Impressions

113,930

CTR

2.14%

Total users

6,363

Engaged sessions

653

Engagement rate

10.08%

Average session duration

00:00:09

Avg. CTR: 2.42%

4,809
Impressions
99,875
CTR
4.82%
Total users

4,854

Engaged sessions

896

Engagement rate

17.83%

Average session duration

00:00:19

Avg. CTR: 2.42%

1,195
1’?;)[‘6’85:0!’)5

56,835

CTR

2.10%

Total users

2,826

Engaged sessions

322

Engagement rate

10.90%

Average session duration

00:00:11

Avg. CTR: 2.41%

2,469
48.474
CTR
5.09%
Total users

2,513

Engaged sessions

515

Engagement rate

10.14%

Average session duration

00:00:24

Avg. CTR: 2.41%

3.967
Impressions

©1,168

CTR
6.49%

Total users

426

Engaged sessions

76

Engagement rate

15.87%

Average session duration

00:00:12

Avg. CTR: 1.86%

4,973
Impressions

39,660

CTR

12.54%

Total users

6,167

Engaged sessions
929
Engagement rate

13.94%

Average session duration

00:00:11

Avg. CTR: 1.86%

Voyage@Beacon




Google
SEM

Clicks

72,709
384.825

18.89%
Total users

82,465

Engaged sessions

76,706

Engagement rate

77.59%

sion duratio

O_O 03 .

Avg, CTR: 11.37%

(YTD)

IINEETTEY PAID MEDIA OVERVIEW

Google
Demand Gen

Clicks

02,808

4,284,903

CTR

217%

Total users

36,321

Engaged sessions

6,124

Engagement rate

15.87%

sion duration

©00:00:31

Avg. CTR: 2.94%

AVE

Google
Performance Max

Clicks

22,550

mpre

591, 827

CTR

3.81%

otal users

31.832

18448

Engagen

49 18%1""

yage on duration

OO 02 07

Avg. CTR: 3.05%

Jan 1, 2026 - Aug 31, 2026

Azira
CTV

296,159

296-777

99.79%

Avg. VTR: 93.74%

Azira
Retargeting (Interstitial)

Impressions

731.121

Clicks

12,019

164%

Total users

4,698

Engaged sessions

1,348

Engagement rate

23.45%

Average sien duratio

OO OO 14

Avg. CTR: 2,.21%

Voyage‘lﬁ"Beacon
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Jan 1, 2026 - Aug 31, 2026

Facebook
Prospecting

Clicks
14,150
Impressions

705,298

CTR

2.01%

Total users

21,114

Engaged sessions

2,347

Engagement rate

11.00%

Average session duration

00:00:10

Avg. CTR: 2.42%

Instagram
Prospecting

Clicks
190,403
Impressions

436,893

4.44%

Total users

15,585

Engaged sessions

2,354

Engagement rate

14.61%

Average session duration

00:00:14

Avg. CTR: 2.42%

Facebook
Remarketing

Clicks
7.508
Impressions

349,160

CTR

2.15%

Total users

8,559

Engaged sessions

1.723

Engagement rate

18.23%

Average session duration

00:00:25

Avg. CTR: 2.41%

Instagram
Remarketing

Clicks
7,669
Impressions

200,013
CTR
3.83%
Total users

6,789

Engaged sessions

1,697

Engagement rate

2273%

Average session duration

00:00:28

Avg. CTR: 2.41%

Facebook
Video

Clicks
23,352

mpressions

618,056
CTR
3.78%

Total users

2,086

Engaged sessions

578

Engagement rate

15.78%

Average session duration

00:00:16

Avg. CTR: 1.86%

Instagram
Video

Clicks
15,513

Impressions

226,887

CTR

6.84%

Total users

16,754

Engaged sessions

2,803

Engagement rate

14.78%

Average session duration

00:00:16

Avg.CTR: 1.86%

Voyage@Beacon
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(ITIREETEY  SEM LEISURE (US) | GOOGLE Augs 2026 - Aug 208 - it
Search keyword Clicks ~ Impressions CTR O The "Experiences" ad group drove
thousand islands ny 1786 9212 1917% the most clicks at 2.7K+ while the

MNprassions
8 things to do in alexandria bay 856 3185 2688% "Events" ad group was the most
5523 ; \ efficient with the highest CTR of
things to do in 1000 islands 431 1454 20.64% 24 04%
. 0.
Clicks events in alexandria bay 305 1331 2968%
10'098 events in clayton ny 326 1250 2608% The top-per'*for‘mlng keyword Was
. "thousand islands ny" generating
CTR best campgrounds 1000 islan. 252 1178 21.39% 1.7K+ clicks, followed by "things
18 28% campgrounds 1000 islands 232 1075 21.58% to do in alexandria bay".
what to do in 1000 islands 231 749 30.84% .
Our campaign resonates most
beat tours alexandria bay 222 1482 14.08% with females, who account for
Ad group Clicks ~ [ — CTR places to visit in 1000 islands 211 929 2271% over 53% of clicks, and with users
Ears T e R in the Watertown DMA, which
- xperie 2 g } s . .
i b N 7 1-10/215 > delivered 1.7K+ clicks.
Visit 1000 Isla. 2,038 11,324 18%
Metro area Clicks ~ Impressions  Percentage of Clicks
Places To Stay 1.666 10,098 16.6% = Google
Watertown NY 1707 10372 16.9%
Castles & Crui 1,655 13124 1261% 3
Syracuse NY 1,250 7.326 1238%
Events 1504 6.257 24.04% =
New York NY 1215 7.039 12.03% © s 1000iands comlerperonces
1000 Islands Sightseeing - Scenic

Age Clicks ~ Gender Clicks ~ Rochester NY 1,066 5,266 10.56% :’;;VIVS”WS e

64¢ 227%  Female 53136% Buffalo NY 1016 4972 10.06% ngfg}{i?;%"335?3’i2‘7”r~'31~5‘§5ﬁ55?‘3?

nult 2206%  Male 24.8% 1-5/50 > Syt pieg ) | famEn

55-64 20.968%  Undetermined 21.85% Voyage‘[ﬁ Beacon




1000 Islands

734575

19,592

267%

Ad group

Growth - Qutdeor Travelers

Core - Qutdoor Travelers | S
Core - Family Travelers | Sp.
Core - Outdeer Travelers | F.

Core - Family Travelers | Fall

Metro area

New York NY

Washington DC (Hagerstown -

Dallas-Ft. Worth TX
Baltimore MD

Boston MA-Manchester NH
Detroit Ml

Philadelphia PA

Pittsburgh PA

Buffalo NY

Wilkes Barre-Scranton PA

Clicks ~ Impressions
3674 154,344
2552 125724
2338 62173
2164 101,646
1833 38106

DEMAND GEN | GOOGLE

Clicks ~

6563
2830
2221
1563
1516
1,397
1,025

567

409

377

Impressions  Percentage of Clicks

275.943 35%
126,098 14.49%
82,286 11.34%
63849 798%
51655 7.74%
39.623 7.13%
28962 5.23%
12165 289%
13220 2.09%
9137 192%
1-10 /17 >

Male 62.54%
Female 3716%

Age
35to44
55t064

45to54

Aug 1. 2026 - Aug 31, 2026 .
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The "Growth - Outdoor Travelers" ad
group drove the most clicks at 3.6K+
while the "Core - Family Travelers | Fall"
ad group was the most efficient with the
highest CTR of 4.81%.

New York NY led all metro areas
generating 6.5K+ clicks (33.5% of total),
followed by Washington DC with 2.8K+
clicks.

Our campaign resonates most with male
audiences, who account for over 62% of
clicks, and with users aged 35-44, who
delivered over 42% of total clicks.

D YouTube S 4 Q

1T 1000 Istands

Learn more

100) LegendHast..

Youcan per of the wild from y
inthe 1000 Islands.
Sponsored - Visit 1000 Islands

)
Voyage ! Beacon




IREEITE  PMAX | GOOGLE gt oo - | EAEEEE

Metro area Clicks ~ Impressions  Percentage of Clicks ° The "Core" Performance Max campaign
Washington DC (Hagerstown _ 220 3912 4.65% dr‘(_)ve the most CI'_Ck_S at 4_K+ Wh'le_ also
being the most efficient with the highest
irapressions IR s s $d5e CTR of 20.31%.
32 154 Dallas-Ft. Worth TX 146 3225 3.00%
Baltimore MD o7 1845 2 06% ° Washmg_ton DC Ie_d all metro areas
Click ‘ _ generating 220 clicks (4.65% of total),
4727 POETRSLAC b 75 279 159% followed by Detroit MI with 198 clicks.
! Buffalo NY 67 274 1.42%
s Syracuse NY 46 280 oi07% ° 0\_/er*all PMAX efforts generated 4.7K+
5 clicks and a 14.70% CTR across 32.1K+
14-70/0 New York NY 45 286 0.95% impressions, with the Core campaign
Albany-Schenectady-Troy NY 25 140 0.53% driving over 85% of total engagement.
Philadelphia PA 23 g6 0.49%
2 YouTube S a4 Q 3 YouTube S 4o Q
1-10 /18 >
Campaign ~ Clicks Impressions
Visit 1000 Islands (DM-NYTHOU 26! Google Performance Max - Growth 663 12,141 s
&=y -~
Visit 1000 Islands (DM-NYTHOU26! Google Performance Max - Core 4,064 20,013 20.31% = “',‘al' 2 PP "“

v 1000 Visit 1000 Islands :
B R B |, the 1000 Islands, time spent along our mirrored waters
welcomes th soul of summer.
Sponsored - Visit 1000 Islands

T NY 1000 Islands

Lear more [Z]

1000 Thats When the Magic Happens H
Other suniit shorelines n other destinations are jealous of ours
in the 1000 Ilands.

Voyage ! Beacon




L[15E1I)  PROSPECTING | FACEBOOK

Aug 1, 2026 - Aug 31, 2026 »

DMA region Link clicks ~ Impressions Percentage of Link Clicks
mpressions T o % e The "Outdoor Travelers | Legend Has It |
ew YOr 2,222 31 23 o
113,930 . a ’ Growth" ad set drove the most volume with
Philadelphia, PA 316 13387 12.99% 541 clicks across 13.8K+ impressions.
Clicks Boston, MA 223 11.471 9177 .
=k e o o e  New York NY led all DMA regions
Washing ” fe 6235 612" . .
2,433 sedpb 154 5 o generating 756 clicks (31% of total),
Daltas-Ft. Worth, TX 124 8135 5.1 followed by Philadelphia with 316 clicks.
CTR Buffalo, NY 110 4179 452 ) .
> 14% ) ° Our campaign resonates most with female
' Albany-Schenectady. NY 107 4540 44 audiences, who account for over 54% of
Pittsburgh. PA 102 4481 4107 link clicks, and with users aged 55-64, who
= B , delivered over 38% of total clicks.
Gender Link clicks = Syracuse, NY 97 4,081 1099
fermale 54.34%  Wilkes Barre-Scranton, PA 96 3673 395
[ - sniine Visit 1000 Islands o 3¢
e 4.27% s
nz 44 It all started when a little autumn magic lined
every trail in the 1000 Islands.
unknown 14% 5 5=
1-10/16 > :
AdsetName InlineLinkClicks ~ Impressions Age Link clicks ~
Qutdoor Travelers | Legend Has it | Growth/ 541 13.838 55-64 38.43%
/ R
Family Travelers | Legend Has It | Core/FB 97 23520 35-44 2791% ji' —
£ y
Millennial Travelers | Legend Has it | Core/F. 383 17.349 45-54 22.07% s I NY * xr 00 ilands
Qutdoor Travelers | Legend Has It | Core/FB. 334 11,859 25-34 11.59% X Or So They Say Learn more

& Learn more ©Oss

5 ke (D Comment (2 Share

@
Voyage i Beacon

2 comments




L[[IEHEII)  PROSPECTING | INSTAGRAM

Impressions

99.875

Clicks

4,809

CTR
o
4.82%
Gender Link clicks ~
fermale 51.67%
male 47.41%
unknown 0.92%
AdsetName

DMA region

New York. NY
Washington, DC

Dallas-Ft. Worth, TX
Philadelphia, PA

Detroit, Ml

Baltimore, MD

Boston, MA

Wilkes Barre-Scranton, PA
Buffalo, NY

Albany-Schenectady, NY

InlineLinkClicks ~

Family Travelers | Legend Has It | Core/IG

Family Travelers | Legend Has It | Core/IG | F

Family Travelers | Legend Has It | Growth/IG

Millennial Travelers | Legend Has it | Growth.

Family Travelers | Legend Has It | Growth/IG

1.858
a53

781

Link clicks ~

1668
588
539
474
2
259
239
118
118

117

Impressions

34239
20,083
15,014
5116

11.465

Impressions

mamd
Aug 1, 2026 - Aug 31, 2026 »

The "Family Travelers | Legend Has It |
Core/IG" ad set drove the most volume
with 1,858 inline link clicks across 34.2K+
impressions.

New York led all DMA regions generating
1,668 clicks (34.69% of total), followed by
Washington DC with 588 clicks.

Our campaign resonates most with female
audiences, who account for nearly 52% of
link clicks, and with users aged 35-44,
who delivered 32% of total clicks.

g ViSit1000islands

e visit1000islands:

Percentage of Link Clicks
30.257 34.69%
14,083 1223%
10,803 11.21%
9.376 986% e
7440 6.7%
6387 5.30%
5.859 497% ©
2814 2.45%
2176 2.457
2171 2.43%
1-10/16 )
Age Link clicks ~
35-44 32%
55-64 2672
45-54 23.44%
25-34 17.82%

1omy 1000 Islands

e B— Learn more >

Manis 1 NY

Qe v A

Visit1000islands Legend has it that the vivid

blue waters of the 1000 Islands whisp... more
@)
©Qv Voyage ! Beacon




REMARKETING | FACEBOOK

Aug 1, 2026 - Aug 31, 2026 »

DMA region
New York NY

Impressions

56.835

Philadelphia, PA
Boston, MA

1195

Buffalo, NY

Rochester, NY

2.10%

Washington. DC
Syracuse, NY
Dallas-Ft. Worth, TX

Gender Link clicks ~ Wilkes Barre-Scranton, PA

I |

fermale 6251% Albany-Schenectady, NY
male 35.56%

unknown 1.92%

AdsetName InlineLinkClic... ~

Family Traveler | RM | FB | TOS: 15+ seconds |
Family Traveler | RM | FB | TOS: 15+ seconds

Outdoor Traveler | RM | FB | TOS: 15+ seconds
Millennial Traveler | RM | FB | TOS: 15+ secon..

Qutdoor Traveler | RM | FB | TOS: 15+ second

536

Link clicks ~

Impressions

17585
14.810
13560
5.201
2,938

Impressions

10,067

5.210

Age
55-64

35-44

1-10 /105
Link clicks ~

48.54%

22.26%
2117%

8.03%

Percentage of Link Clicks '

The "Family Traveler | RM | FB | TOS: 15+
seconds" ad set drove the most volume
with 536 inline link clicks across 17.9K+
impressions.

New York led all DMA regions generating
229 clicks (19.16% of total), followed by
Philadelphia with 119 clicks.

Our campaign resonates most with female
audiences, who account for over 62% of
link clicks, and with users aged 55-64,
who delivered nearly 49% of total clicks.

pa— x:sitwuo Islands e X

Legend has it that, in the 1000 Islands, you can
fill the present with the wonder of the past.

1wy {000 Islands

- And the Rest is History Learn more
=<
N 100 0025 s eomment
# 1000 Islands comments
B 2 <% Y Uke (D Comment /2 Share

Voyage ! Beacon




REMARKETING | INSTAGRAM

DMA region Link clicks ~ Impressions
Impressions New York. NY 693 13.849
48'474 Philadelphia, PA 252 4.740
Clicks Boston, MA 196 1450
2,469 Buffalo, NY 106 2190
Washington. DC 100 2,498
c1 :"o Rochester, NY 9 2013
509/) Syracuse, NY 88 1.927
Wilkes Barre-Scranton, PA 83 1586
Pittsburgh. PA 78 1,289
female 63.39% Dallas-Ft. Worth, TX 73 1,605
male 35.76%
unknown 0.85%
AdsetName InlineLinkClicks ~ Impressions Age
Millennial Traveler | RM | IG | TOS: 15+ secon 1.217 21.486 55-6
Millennial Traveler | RM | IG | TOS: 15+ secon 636 11,501 45-54
Family Traveler | RM | IG | TOS: 15+ seconds 201 7814 35-44
Family Traveler | RM | IG | TOS: 15+ seconds | .. 258 4.934 25-34
Qutdoor Traveler | RM | IG | TOS: 15+ seconds 67 2544

Percentage of Link Clicks

Link clicks ~

28.07%

10.21%

794%

4.29%

4.05%

4.01%

3.56¢

3.367

316%

2.967

1-10/199 >
51.64%
21.87%
16.28%
10.17%

Aug 1, 2026 - Aug 31, 2026 »

The "Millennial Traveler | RM | IG | TOS: 15+
seconds" ad set drove the most volume
with 1,217 inline link clicks across 21.4K+
impressions.

New York NY led all DMA regions
generating 693 clicks (28.07% of total),
followed by Philadelphia PA with 252 clicks.

Our campaign resonates most with female
audiences, who account for over 63% of
link clicks, and with users aged 55-64, who
delivered over 51% of total clicks.

\isit000islands

1ony [I00isiands:

Learn more >

oQev W

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

@
Voyage i Beacon




VIDEO | FACEBOOK

Aug 1, 2026 - Aug 31, 2026 >

Impressions

61,168

3.967

6.49%

Gender Link clicks ~

female 68.60%
male 30.55%
unknown 0.76%
AdsetName

1000 Islands | Core - 70%

1000 Islands | Growth - 30%

DMA region

New York. NY
Philadelphia, PA
Detroit, MI
Dallas-Ft. Worth, TX
Buffalo, NY
Washington, DC
Boston, MA
Rochester, NY
Syracuse, NY

Wilkes Barre-Scranton, PA

InlineLinkClicks ~

2.863

1104

Link clicks ~

736

336

206

Impressions
46,767

14,401

Impressions

Percentage of Link Clicks
10176 18.55%
4.854 8.47%
3.956 814%
4,140 7.99%
4.906 7.03
3793 6.65%
3122 6.63"
4623 633
4.765 613
3804 5.197
1-10 /17 >
Age Link clicks ~
65¢ 65.89%
55-64 20.87%
45-54 6.65%
35-44 393%
25-34 1.99%

The "1000 Islands | Core - 70%" ad set
drove the most volume with 2,863 inline
link clicks across 46.7K+ impressions.

New York NY led all DMA regions
generating 736 clicks (18.55% of total),
followed by Philadelphia with 336 clicks.

Our campaign resonates most with female
audiences, who account for over 68% of
link clicks, and with users aged 65+, who
delivered over 65% of total clicks.

Legend has it that, whether calm
waters or classic castles call to you,

@ Learn more

Qv

i Visit 1000 slands e X

Legend has it that, whether calm waters or
classic castles call to you, magic awaits in the
1000 Islands.

» 0:00/030 —
And the Rest s History Learn more
00& 7= 84 comments 101 shares

@tk (O Comment 2> Share

@
Voyage i Beacon




VIDEO | INSTAGRAM

Aug 1, 2026 - Aug 31, 2026 »

30,660
4973
12;5‘41%

Gender Link clicks ~

fermale Bo.72%
male 18.38%
unknown 0.0%
AdsetName

1000 Islands | Core - 70%

1000 Islands | Growth - 30%

DMA region

New York. NY
Boston, MA
Philadelphia. PA
Washington. DC
Daltas-Ft. Worth, TX
Detroit, MI
Pittsburgh, PA
Baltimore, MD
Buffalo. NY

Syracuse, NY

InlineLinkClicks ~

Link clicks ~

1,673

748

Impressions

2

20.403

10.257

Impressions

12,205
5655
4,688
3283
2883
2,401
1468
1.660
919
973

1-10/16

Age Link clicks ~

65+ 4281%

55-64 2711%

45-54 1341%

35-44 Q73%

Percentage of Link Clicks Y

The "1000 Islands | Core - 70%" ad set
drove the most volume with 3,813 inline
link clicks across 29.4K+ impressions.

New York NY led all DMA regions
generating 1,673 clicks (33.64% of total),
followed by Boston MA with 748 clicks.

Our campaign resonates most with female
audiences, who account for over 80% of
link clicks, and with users aged 65+, who
delivered over 42% of total clicks.

Learn more >

Qe v N
Legend has it that, from castle walls to fall
favorites, the 1000 Islands makes the ... more

@ Learn more

@)
ek Voyage 1 Beacon
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000 Islands CTV Targeting - Core Market 28233 28.098 Q9525
29.247 1_\_ o e e . j o 4 % e  The Core Market campaign drove the
e 1000 Islands CTV Targeting - Growth Market 1150 1,149 00 01% mOSt Volume W|th 28,098 VieWS RS
Y 28.2K+ impressions.
20,383
o e  The Growth Market campaign was the

Sl most efficient with the highest View Rate

99.54% of 99.91% (1,149 views).

° Overall CTV efforts achieved outstanding
video completion, delivering 29.2K+ total
views and a 99.54% View Rate across
29.3K+ impressions.

Voyage‘(ﬁ-iBeacon
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[[JIFEITEY INTERSTITIAL RETARGETING (US) | AZIRA T

152 930 1000 Istands Interstitial Retargeting - US 152930 1664 109% e  The Azira Interstitial Retargeting US

campaign delivered 1.6K+ clicks from
Clicks 152K+ impressions.
1‘664 ° The interstitial effort demonstrated
o effective audience response with a
1 090/ 1.09% CTR, comfortably within the
' (o]

vendor’s benchmark range despite
being slightly shy of the KHM average.

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

b
W™ LLd

B

1000 Islands

-
Voyage i Beacon
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[Tt ] PAID MEDIA OVERVIEW TP mrEEa g
Last Month
ey O G Pt ek el s v Retargeting (nterstitia
0137 3555 5810 e = 9.434 33267
MPressions Impressi MOressions 1Dressions Impr NS mpressions Clicks
53.989 195, 668 30,686 133,138 194 947 0.525 1,049
16.92% 1.82% 18.93% 2.50% 3.87% 99.04% 315%
Avg. CTR: 11,37% Avg. CTR: 2.94% Avg. CTR: 3.05% Avg. CTR: 2.42% Avg. CTR: 2.41% Avg. VTR: 93.74% Avg. CTR: 2,21%

Voyage((ff?Beacon




TSI PAID MEDIA OVERVIEW

Jan 1, 2026 - Aug 31, 2026

(YTD)
oy et G
35027 26365
184048 1331985
1933/0 19%%
Avg.CTR s1.37% Avg.CTR 2 04%

Google

Performance Max

Clicks

18.450
332374

555%

Avg. CTR: 3.05%

Meta
Prospecting

Clicks

15,001
816 565

1 85%

Avg. CTR: 2.42%

Meta
Remarketing

23,659
713.350

3.32%

Avg. CTR: 2.41%

Azira
cTV

45.455
45542

0081%

Avg. VTR: 93.74%

Azira
Retargeting (Interstitial)

Imp 1oNs

173 671

Clicks

5,601

CTR

323%

Avg. CTR: 2.21%

Voyage((ff?Beacon
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(NI} SEM LEISURE (CANADA) | GOOGLE A 12028 Ag 2028 - o
Search keyword Clicks ~ Impressions CTR KJ The "Castles & Cruises" ad group
thousand islands cruises 1,855 9487 1955% led volume with 5'_7K+ clicks

mpressions (16.47% CTR), driving an overall
53 989 1000 islands excursions 1,123 7.039 15.95% 16.92% CTR across 9.1K+ clicks
' scenic cruises 1000 islands 801 5,039 15.0% and 54K+ impressions.
Clicks best campgrounds 1000 islan 522 2363 2209% i .
1 ° Ottawa led top Canadian cities
9- 37 campgrounds 1000 islands 488 2245 21.74% generating 792 clicks (8.67% of
TH things to do in 1000 islands 472 2447 19.20% total), followed closely by
CTR . . o
16 2% 1000 islands boat tours 440 2970 14.81% Toronto with 746 clicks (8'164)'
lunch cruises 1000 islands 353 2627 1344% o Engagement skewed heavily
boldt castle tours 203 1728 1696% toward female audiences (52.1%
- of clicks), with users aged 35-44
Ad group Clicks ~ Impressions CTR thousand islands ny 208 1572 1323% representing the largest known
Castles & Cruises 5.687 34.522 16.47% 10 23 3 demographic segment (17%).
Places To Stay 1,761 8863 1987%
Cit Clicks ~ Impressions  Percentage of Clicks =

Experiences 1187 7.387 16.07% 4 e e a Google

Ottawa 4778 867% o
Visit 1000 Islands 265 2,036 13.02%
Toronto 4797 816% O

Family Fun 108 517 20.89% ©) aioovmam ot s
Kings{on 396" 6 491 Sunset Dinner Cruises - 1000 Islands

Castles & Cruises

Age Clicks ~ Gender Clicks ~ Montreal 2,426 4.36% Cress o i rie s e

null 231f§- Female /2 1% Gananoque 1797 3‘ g:s;:eway“ noerCastecrte grandaur el Beck

35-44 17% Male 24.94% 1-5/657 )

45-54 16.64% Undetermined 22.96% Voyage Z{\BQOCOH




105,668

|
L

3.555

°TR
1.82%

Ad group

Outdoor Travelers | Spring/.
Family Travelers | Fall 2026
Outdoor Travelers | Fall 2026
Millennial Travelers | Fall 20.

Family Travelers | Spring/S..

City

Montreal
Toronto
Ottawa
Brampton
Laval
Mississauga
Hamilton
Longueuil
Vaughan

Gatineau

Clicks ~
1331

1126

519

367

Impressions

Clicks ~

754

445

163

151

121

107

99

26

59

51
76349
©0.860
20739
20,431
6.930

DEMAND GEN (CANADA) | GOOGLE

CTR
1.74%
1.85%
175%

18%

2.81%

Impressions

HEhd
Aug 1. 2026 - Aug 31. 2026 = Mk [ AW

° The "Outdoor Travelers | Spring" ad group

Percentage of Clicks ) "

o 7 drove the most clicks at 1.3K+ while the
L o "Family Travelers | Spring/S..." ad group
25155 12.52% was the most efficient with the highest

8423 4 59'»_'“ CTR Of 2.81%.

TADe 4.25% e  Montreal led all cities generating 754
6,998 34% clicks (21.21% of total), followed by
Bdoy 301% Toronto with 445 clicks.
5337 &7%% e  Our campaignh resonates most with male
4.251 214% audiences, who account for over 63% of
240 L66% clicks, and with users aged 35-44, who

: delivered nearly 43% of the total clicks.
3132 143%

1-10 /605 > D YouTube 8] o Q

D3 YouTube S84 Q

Gender Clicks ~

Male 6304%
Female 36.71%
Undetermined 0.25%
Learn more A
1000 LegendHastt... :
Age B8 om casting  line o charing a course, theresno place ke the
1000 Islands.
4 Sponsored - Visit 1000 Islands
%4
45-54 2304 o Learn more =z
100] Legend Hast... H
25-34 10.60% Voyage 1 Beacon
Sponsored  Visit 1000 Islands




([[NSETTEl PMAX (CANADA) | GOOGLE e akE 411

N . . \icit 1000 1siands Google Performance

Impressions il i 4,058 MR Max | Canada" campaign drove 5,810 clicks
30,686 Toranto 538 280 9.26% and achieved a strong 18.93% CTR across
Prescott 328 1665 565% 30.6K+ impr‘essions.
Montreal 300 1624 516% . . .
5 810 ° Ottawa led all cities generating 823 clicks
' Hen 20l o A6eN (14.17% of total), followed by Toronto with 538
cTR Momisburg 175 1508 301% clicks and Prescott with 328 clicks.
o, Schomberg 142 825 244%
18'93/0 S e e  Overall Canada PMAX efforts demonstrated
o - . 1 m-,/;.;é 5 high audience engagement efficiency,
' capturing 5.8K+ total clicks at an 18.93% CTR
across 30.6K+ impressions.
Visit 1000 Islands (DM-NYTHOUz6) Goegle Performance Max | Canada 5.810 30.686 18.63%

= Google

Q

i Visit 1000 Islands
45 www.visit1000islands.com/

Visit 1000 Islands - Write Your Own
Chapter

In the 1000 Islands, each and every boat ride comes
with a cool view mirrored in blue. In the 1000 Islands,
you can hit the water, unplug, and spend the day
lounging in the sun.

Upcoming Events Castles & Cruises Thingg

-
Voyage i Beacon




PROSPECTING (CANADA) | META

HH2 4
_ L [ s [ ([
Aug 1, 2026 - Aug 31, 2026 .

ImpresSions Region Link clicks ~ Impressions
133'138 1 Ontano 2404 a4.181
2 Quebec g21 38.610
Clicks
3.331
2.50%
fermale 65.42%
male 32.78%
unknown 1.8%
AdsetName InlineLinkClicks ~ Impressions Age
Family Travelers | Fall 2026 1.017 27176 35-44
Outdoor Travelers 819 41,836 45-54
Millennial Travelers | Fall 20.. 796 29.960 55-64
Family Travelers 333 14,767 25-34
Millennial Travelers 202 12.04

Link clicks ~

Percentage of Link Clicks
J217A

2765%

35.51%

30 77%

The "Family Travelers | Fall 2026" ad set drove
the most volume with 1,017 inline link clicks
across 27.1K+ impressions.

Ontario led all regions generating 2,404 clicks
(72.17% of total), followed by Quebec with 921
clicks.

Our campaign resonates most with female
audiences, who account for over 65% of link
clicks, and with users aged 35-44, who
delivered over 35% of total clicks.

T \Algsk 1000 Islands e X

As fate would have it, autumn saves its
brightest shades of orange for the 1000 Islands.

1000 Itands

Learn more >

1008 Islands

oQr v A

As fate would have it, autumn saves its

Legend Has It Learn more brightest shades of orange for the 10... more

Q0% s8 7 comments

o Like (D Comment /> Share ((?i‘
Voyage 1 Beacon




U[TREEITY  REMARKETING (CANADA) | META

Impressions
194 947 Region Link clicks ~ Impressions Percentage of Link Clicks
'
1 Ontano 5130 133532 68.03%
Click 2 Quebec 2.308 B1.134 318%
7541
0,
3.87%
Gender Link clicks ~
male 63.44%
female 34.66%
unknown 16% 1-57/5
AdsetName InlineLinkClicks ~ Impressions Age Link clicks ~
Outdoor Traveler | RM | Fall 20 5.212 18671 55-64 44.28%
Millennial Traveler | RM 1561 50.530 45-54 29.12%
Outdoor Traveler | RM 549 20560 35-44 1706%
Family Traveler | RM | Fall 2026 135 2,681 25-34 865%
Family Traveler | RM 78 2119 Unknown null

Aug 1, 2026 - Aug 31, 2026 »

The "Outdoor Traveler | RM | Fall" ad set
drove the most volume with 5,212 inline link
clicks across 118.6K+ impressions.

Ontario led all regions generating 5,130
clicks (68.03% of total), followed by Quebec
with 2,398 clicks.

Our campaign resonates most with male
audiences, who account for over 63% of link
clicks, and with users aged 55-64, who
delivered over 44% of total clicks.

090 st X;Sil 1000 Islands . X

all started with the first glimpse of a castle
2neath a canopy of fall leaves in the 1000
lands.

™ r So They Say Learn more
YO 347 43 comments
2 oy Like (O Comment /> share

& Learn more

-
Voyage i Beacon




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

33,267
1,049

3.15%

1000 Istands Interstitial Retargeting - Canada 33267

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

100 snts

HH2 4
_ L [ s [ ([
Aug 1, 2026 - Aug 31, 2026 .

The campaign delivered 1,049 clicks
across 33.2K+ impressions
throughout the August flight.

The interstitial creative achieved a
3.15% CTR, demonstrating efficient
user response among retargeted
Canadian prospects.

Overall Canada retargeting efforts
successfully captured over 1K clicks
from high-intent audiences to drive
continued campaign engagement.

@
Voyage i Beacon




L[IREEITY TV (CANADA) | AZIRA

9.434
9.525

99.04%

1000

sla

nos

CTV Targeting - Core Market CAN

Aug 1, 2026 - Aug 31, 2026 »

The "1000 Islands CTV
Targeting - Core Market CAN"
campaign drove 9,434 views
across 9.5K+ impressions
during August 2026.

The placement achieved an
exceptional 99.04% View Rate,
demonstrating strong video
completion and sustained
audience retention.

Overall Canada CTV efforts
successfully delivered 9.4K+
total video views across
targeted Canadian audiences.

Voyage‘(ﬁ-iBeacon
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ks

(5}

Cli

w

1o

n
u

Impre:

Date ~
12 .161 Aug 2026

Jul 2026

Impressions

Campaign

Leisure Tounsm

Clicks

1,088

Jun 2026
May 2026

Apr 2026 Leisure Townsm

8.95%

Mar 2026
Grand total

B meressions B Clicks — CTR

10K

"LLL

Jan 2026 Feb 2026 Mar 2026

Leisure Townsm -

Leisure Tourism -

Leisure Tounsm -

Lelsure Teunsm -

Google Grant SEM (US)

Google Grant SEM (Us)

Google Grant SEM (US!

Google Grant SEM (US)

Google Grant SEM (US)

Google Grant SEM (US)

Apr 2026

May 2026

SEM (US) | GOOGLE GRANT

Impressions

12,161

Jun 2026

Clicks
1.088
1,007

77

5782

Jul 2026

764%

8.86%

Aug 2026

Aug 1, 2026 - Aug 31, 2026 -

ErFEEe g
Hh m

Spend

$4.704

$4.151

34,40

o

3816

$2.817

$2.415

$27.926

(=)

o

CTR

August 2026 drove the highest
monthly volume with 1,088 clicks
and $4,704 in spend across
12.1K+ impressions.

Overall Google Grant efforts YTD
have generated 5,782 total clicks
and an 8.86% CTR across 65.2K+
impressions, totaling $27.9K+ in
spend.

{000 Visit1000islands.com

L www.visit1000islands.com/winter-getaway
History, Recreation & Culture -
Request a Travel Guide

Frozen waterways, snow-covered trails, museums,
restaurants, ski slopes & more. Plan your winter
getaway to North America's hidden vacation gem. Visit
the 1000 Islands! Traditional shore dinners.

Upcoming Events Explore Our Communities

)
Voyage ! Beacon




Clicks

Imprassions

Impressions

19.438

Clicks

1545

Date ~ Campaign

Aug 2026 Laisure Tounsm
Jul 2026

Jun 2026

May 2026

7.95%

Apr 2026 Leisure Townsm

Mar 2026
Grand total

B meressions B Clicks — CTR

20K

Leisure Townsm -

Leisure Tounsm -

Leisure Tounsm -

Lelsure Tounsm -

Google Grant SEM (CA)

Google Grant SEM (CA)

Google Grant SEM (CA}

Google Grant SEM (CA}

Google Grant SEM (CA)

Google Grant SEM (CA)

Impressions

15438

10K

L L

Jan 2026 Feb 2026 Mar 2026

Apr 2026

May 2026

Jun 2026

SEM (CANADA) | GOOGLE GRANT

Clicks
1.545
1.748
1251

11

[

800

638

8,006

Jul 2026

Aug 2026

~
o

Aug 1, 2026 - Aug 31, 2026 -

EVEEA
Hh

August 2026 reached peak
impression volume with 19.4K+
impressions, generating 1,545
clicks and $5,179 in spend.

Overall Canada Google Grant YTD
efforts have generated 8,006 total
clicks and an 8.82% CTR across
90.8K+ impressions, totaling
$32.4K+ in spend.

{00p  Vvisit1000islands.com
65 yyw.visit1000islands.com/winter-getaway

Brockville Activities - Snowy Fun to
Cozy Cabins

The 1000 Islands is the perfect winter getaway
destination. Explore our activities. Lighthouses, historic
castles, maritime museums, ice fishing, skiing & more.
Family-friendly dining. Fine dining to local pubs.
Traditional shore dinners. Waterfront dining.

Places To St

Family Fun Upcoming Events

)
Voyage ! Beacon
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HH2 4
1IN DEMAND GEN (ALEXANDRIA BAY) | GOOGLE | grmmomgne - | SeSSES

Metro area Clicks ~ Impressions Percentage of Clicks O The "Alexandria Bay" ad group drove
New York NY 2,980 105677 57.63% 5,171 clicks and achieved a 3.18% CTR
MDressions Boston MA-Manchester NH 664 17.369 1284% across 162.7K+ Impressions.
162,75 Philadelphia PA G561 2045t j25a% e  New York NY led all metro areas
o Pittsburgh PA 215 3757 4.16% generating 2,980 clicks (57.63% of total),
5’ 171 Albany-Schenectady-Troy NY 166 4177 321% followed by Boston MA with 664 clicks.
Wilas Pame-Sciarion Hix 134 2431 2557 e  Our campaign resonates most with male
”‘vo Buffalo NY 112 3500 217% audiences, who account for over 60% of
3.18/0 Syracuse NY 80 2078 155% cllc_ks, and with users aged 55—64, who
delivered over 49% of total clicks.
Rochester NY 64 1.497 1.24%
Burlington VT-Plattsburgh NY 60 805 1.16%
2 YouTube 8] 2 Q
1-10/12 )
Ad group Clicks ~ Impressions CTR Gender Clicks ~
Alexandria Bay 5171 162,759 318% Male 60.7%

ALEXANDRIA BAY

Female 39.3% 1000 sfands

Learn more [

1000 Legend Has ... H
183065 |, Ajexandria Bay, the best fall views appear one scenic stop at
atime.

Sponsored - Visit 1000 Islands

Age Clicks ~

55-64 49.1%
45-54 22.63%

@)
35-44 16.46% Voyage ! Beacon




Impressions

43,619

Clicks

1,058

2.43%

Gender Link clicks ~
fermale 78.92%
male 19.85%
unknown 123%
AdsetName

Alexandria Bay | Clicks

Alexandria Bay | Clicks | Fall 2.

DMA region

New York. NY
Philadelphia, PA

Boston, MA

Syracuse, NY

Rochester, NY

Buffalo, NY
Albany-Schenectady,. NY
Wilkes Barre-Scranton, PA
Pittsburgh. PA

Utica-Rome, NY

InlineLinkClicks ~
752
306

Link clicks ~

49

39

Impressions
25577

18,042

PROSPECTING (ALEXANDRIA BAY) | META

Impressions Percentage of Link Clicks P
8693 29.49%
4571 14.84%
3604 1248% o
5156 794%
4,089 5.86%
3909 5.86% o
2932 5.39%
3148 401%
2.019 463%
2013 3.60%

1-10/12 )
Age Link clicks ~
55-64 54.73%
4554 25.9%
35-44 14.93%
25-34 4.44%
Unknown null

ErFEEe g
EhEE

Aug 1, 2026 - Aug 31, 2026 »

The "Alexandria Bay | Clicks" ad set drove
the most volume with 752 inline link clicks
across 25.5K+ impressions.

New York NY led all DMA regions generating
312 clicks (29.49% of total), followed by
Philadelphia PA with 157 clicks.

Our campaign resonates most with female
audiences, who account for over 78% of link
clicks, and with users aged 55-64, who
delivered over 54% of total clicks.

s Xis“‘1 000 Islands e X

Legend has it that the secret to a summer made
of wonder begins at a castle in Alexandria Bay.

ALEXANDRIA BAY,

1000 Istands
And the Rest is History Learn more
QO 482 25 comments

o Like (D Comment /> Share

)
Voyage ! Beacon




1000 Islands

301,391

Clicks

9,505

315%

Ad group
Angel Rock
Angel Rock #2

Angel Rock | Video

Metro area

Clicks ~

DEMAND GEN (ANGEL ROCK) | GOOGLE

Impressions  Percentage of Clicks ®

New York NY
Philadelphia PA

ston MA-Manchester NH
Pittsburgh PA
Buffalo NY
Wilkes Barre-Scranton PA
Syracuse NY
Albany-Schenectady-Troy NY
Rochester NY

Burlington VT-Plattsburgh NY

Impressions

6,952 220,554
2.486 78729
67 2108

5.

229

2,003

1

CTR
315%
316%

318‘3,4

186

144
122
116

114

168,984 55.01%
63.377 2107%
37475 12.48%

7.080 303%
7037 2.36%
4981 1.52%
3500 1.28%
3548 1.22%
2504 12%
973 0.39%
1-10/12 ¢ >
Undetermined g0.78%
Male 4.8%
Female 4.42%
Age Clicks ~
null go.76%
64+ 4.97%
55-64 1.34%

ErFEEe g
EhEE

Aug 1, 2026 - Aug 31, 2026 »

The "Angel Rock" ad group drove the most
clicks at 6.9K+ while the "Angel Rock | Video" ad
group was the most efficient with the highest
CTR of 3.18%.

New York NY led all metro areas generating
5,229 clicks (55.01% of total), followed by
Philadelphia PA with 2,003 clicks.

Overall campaign efforts generated 9.5K+ total
clicks at a steady 3.15% CTR, though over 90%

of demographic data was categorized as
undetermined/null.

@ YouTube S a Q

IGEL ROCK WATERFRONT

AN
COTTACES & VACATION HOMES

1000 Isfamds

Learn more =@

Legend Has It... :
The best fall escape feels just like coming home in an Angel
Rock Waterfront Cottage.

Sponsored - Visit 1000 Islands

)
Voyage ! Beacon




e EyEEA 4
[FSETH pPROSPECTING (ANGEL ROCK) | META AL 20 A z0 - |

DMA region Link clicks ~ Impressions Percentage of Link Clicks [P The "Angel Rock" ad set drove the most
Impressions New York. NY 495 9932 2251% volume with 1,272 inline link clicks across
56,716 Rochester, NY 275 6,864 12 61% 27.3K+ impressions.
Clicks EINGORR N £ & St 10SRE e New York NY led all DMA regions
2,199 Syracuse, NY 225 6434 10 23% generating 495 clicks (22.5]_.% of tota!),
' Buffalo. NY -~ ard 0.64% followed by Rochester NY with 275 clicks.
Boston, MA 176 3,705 8%

= "o e  Our campaign resonates most with female
388/0 Wilkes Barre-Scranton, PA 138 461 6.28% audiences, who account for over 86% of
link clicks, and with users aged 55-64, who

Albany-Schenectady, NY 136 3755 6.18% . .
4 3 ; delivered over 60% of total clicks.
Gender Link clicks ~ Pittsburgh. PA 104 2529 473%
s ViSit1000islands
fernale 86.45%  Utica-Rome, NY 75 2535 341% v
male 12.66% N
unknown 0.50%
1-10 /13 )
AdsetName InlineLinkClicks ~ Impressions Age Link clicks ~
Angel Rock 1272 27.386 55-64 80.94%
Angel Rock | Fall 2026 927 20,330 45-54 2533%
35-44 1114%
Learn more >
25-34 2.59%
Qv W

visit1000islands Legend has it that the most

striking views of the 1000 Islands are ... more Voyage((?\/Beacon




([TITFTTY DEMAND GEN (BOLDT CASTLE) | GOOGLE har o g - EREEEE

Metro area Clicks ~ Impressions  Percentage of Clicks
New York NY 2906 108937 By @ Tr_]e "Boldt Cas_tle" ad group drove 7,994
P clicks and achieved a 2.83% CTR across
Impressions “hilade a PA 1,339 47.49¢ 16.75% 5 .
Iy ladelphia 33 7494 075 282.6K+ impressions.
282,66 Boston MA-Manchester NH 817 29.145 10.22%
. Buffalo NY 543 18622 e ®  New Yor‘_k NY led all metro areas
Clicks ) generating 2,906 clicks (36.35% of total),
7.994 Sy Y A% s oA followed by Philadelphia PA with 1,339
Rochester NY 418 12,316 5.23% clicks.
TR %
RS Pittsburgh PA 404 15.992 5.05% i . i
2 83% ° Among identified demographics,
Albany-Schenectady-Troy NY 367 1422 484% engagement was led by female audiences
Wilkes Barre-Scranton PA 32 9768 415% (27.87% of clicks) and users aged 64+, who
delivered over 34% of total clicks.
Burlington VT-Plattsburgh NY 197 6,605 2.46% 0
1
D YouTube S 4o Q
Ad group Clicks ~ |mpr”s|ons CTR - i h\‘
Boldt Castle 7904 282,664 283% naatemnad S0-3% |
Female 27.87% -
BOLDT,CA,SI,LE
Male 21.8% 1000 Islands

Learn more [

Age Clicks ~
1000 Legend Hastt.. :
183065 e heart-shaped island holds Boldt Castle, the river's most

e
null 50.26%

famous love story.

Sponsored - Visit 1000 Islands
64+ 34.31%

@)
55-64 8 7% Voyage ! Beacon




mpress

66.503
2115

CTR
3.18%

Gender Link clicks ~
fermale 7371%
male 24.82%
unknown 147%
AdsetName

Boldt Castle

Boldt Castle | Fall 2026

DMA region

New York. NY
Philadelphia, PA

Boston, MA

Buffalo, NY

Rochester, NY

Syracuse, NY

Pittsburgh, PA
Albany-Schenectady. NY
Wilkes Barre-Scranton, PA

Burlington-Plattsburgh, VT
NY

InlineLinkClicks ~
1079

1036

Link clicks ~

130
120
114

v

84

Impressions
30,616

35,887

Impressions

PROSPECTING (BOLDT CASTLE) | META

Percentage of Link Clicks
14,759 25.01
7.923 13.85%
6,373 10.07%
6501 9.31%
5.411 7.667
5,611 7.66%
4170 615%
4349 5.67%
4,064 5.39%
2804 397%
1-10 /12 >
Age Link clicks ~
55-64 47857
45-54 20.03%
35-44 16.6%
25-34 6.52%
Unknown null

HH2 4
_ » Wk @EnE
Aug 1, 2026 - Aug 31, 2026 »

The "Boldt Castle" ad set drove the most
volume with 1,079 inline link clicks across
30.6K+ impressions.

New York NY led all DMA regions
generating 529 clicks (25.01% of total),
followed by Philadelphia PA with 293
clicks.

Our campaign resonates most with female
audiences, who account for over 73% of
link clicks, and with users aged 55-64,
who delivered nearly 48% of total clicks.

100 Islands X[ijsit 1000 Islands sser X

Legend has it that the river remembers history
hidden behind the walls of Boldt Castle.

BOLDT
CASTLE
1000 Islands
boldtcastle.com
And the Rest is History Learn more ﬁ
Write Your Own Chapter \,0 W
yage 1 Beacon




171,950

5169

3.01%

Ad group

Cape Vincent

Metro area

New York NY

Philadelphia PA

Boston MA-Manchester NH
Pittsburgh PA

Buffalo NY
Albany-Schenectady-Troy NY
Wilkes Barre-Scranton PA
Syracuse NY

Rochester NY

Burlington VT-Plattsburgh NY

Clicks ~ Impressions

5160 171950

Clicks ~

2,605

821

CTR

Gender Clicks ~

DEMAND GEN (CAPE VINCENT) | GOOGLE

Impressions  Percentage of Clicks

112,274 50.4%
25,960 15 88%
16.397 125%
3440 5.46%
3.430 344
3.073 325
2,420 277
1936 197
1399 1
732 1.49%
1-10 /12 )

Male 61.5%
Female B5%
Undetermi. 0%
Age Clicks ~
55-64 56.55%
45-54 16.58%
35-44 15.77%

Aug 1. 2026 - Aug 31. 2026 -

The "Cape Vincent" ad group drove 5,169
clicks and achieved a 3.01% CTR across
171.9K+ impressions.

New York NY led all metro areas generating
2,605 clicks (50.4% of total), followed by
Philadelphia PA with 821 clicks.

Our campaign resonates most with male
audiences, who account for over 61% of
clicks, and with users aged 55-64, who
delivered over 56% of total clicks.

3 YouTube S a4 Q

CAPE VINCENT,

1000 Islands

Learn more

{00] Legend Has... 3
IS5 Gojgen hour feels longer when you'e watching it from a Cape
Vincent shore. =
Sponored i 1000 lnds ((5:?}

h
Voyage 1 Beacon
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[[F5F[[] PROSPECTING (CAPE VINCENT) | notwom oo - EREEEE

e DMA region Link clicks ~ Impressions Percentage of Link Clicks )
g T 0 s i The "Cape Vincent" ad set drove the
53,201 o “ ) most volume with 1,044 inline link
BRstorny: b 265 6.398 1741% clicks across 22.6K+ impressions.
S Philadelphia, PA 236 6975 1551% _
1,522 , e  New York NY led all DMA regions
Pittsburgh, PA 86 3092 5.65% a a ®
generating 527 clicks (34.63% of total),
CTR Buffalo, NY 69 3.706 453% followed by Boston MA with 265 clicks.
2.86% Syracuse, NY 69 2853 4.53% ) )
° Our campaign resonates most with
Rochester, NY 67 2762 4.4%

female audiences, who account for
Wilkes Barre-Scranton, PA 62 2885 4.07% over 67% of link clicks, and with users
aged 55-64, who delivered over 55% of

Albany-Sche ady. NY 57 3016 3.76%
Gender Link clicks ~ Albany-Schenectady. 57 375 :
total clicks.
fermale 67.08% Burlington-Plattsburgh, VT 35 1774 2.3%
NY s Visit 1000 Islands e X
male 32.13% A
Legend has it that the calmest waters lead to
= the most unforgettable island views in Cape
unknown 0.768% Vincent.
1-10 /12 >
AdsetName InlineLinkClicks ~ Impressions Age Link clicks ~
Cape Vincent 1.044 22.646 55-64 55125
Cape Vincent | Fall 2026 478 30555 45-54 21.65%
35-44 13.47%
25-34 9.86% : g shE e
s - ' 1000 stands
Unknown null S——
And the Rest is History L¢ ~
Write Your Own Chapter earm more ((E’Tl
Voyage 1 Beacon




IMPressions

445,160

7256

1.63%

Ad group
City Cruises

DEMAND GEN (CITY CRUISES) | GOOGLE

City
Montreal

Toronto
Brampton
Mississauga
Ottawa
Hamilton
Markham
Laval
Vaughan

Richmond Hill

Clicks ~ Impressions

7.256

Clicks ~

2510

1,358

213
202
186
166
141
119

18

Impressions
140,376
85693

15433
13253
13.345
9.449
8711
6,256
9,567

4.728

Percentage of Clicks

34.59%
18.72%
2.04%
2.78%
256%

2

>

Aug 1. 2026 - Aug 31, 2026 .

ErFEEe g
EhEE

Male 60.21%
Female 39.79%
Undetermi.. 0%
Age Clicks ~
35-44 2781%
55-64 26.57%
45-54 24.82%

The "City Cruises" ad group drove 7,256
clicks and achieved a 1.63% CTR across
445 1K+ impressions.

Montreal led all cities generating 2,510
clicks (34.59% of total), followed by
Toronto with 1,358 clicks.

Our campaign resonates most with male
audiences, who account for over 60% of
clicks, and with users aged 35-44, who
delivered over 27% of total clicks.

D YouTube S A Q

Ty cauises

1000 Islands

Learn more =z

1000 LegendHaslt... H
1885 pyory rige aboard City Cruises carries a little autumn magic.
‘Sponsored - Visit 1000 Islands

)
Voyage ! Beacon




I[[F5FITH]  PROSPECTING (CITY CRUISES) | META

HEVEEA 4
Aug 1. 2026 - Aug 31, 2026 ® Hh o

135'690 Region Link clicks ~ Impressions
1 Ontano 1709 92208
Clicks 2  Quebec 568 7133
2 l420 3 New York 70 3819
SN 4. Pennsylvania 24 586
178% 5 New Jersey 20 8n
B Massachuset 1 354
7 Connecticut 5 75
8. New Hampsh. 2 135
female 6777% o Salware ; o
male 30.45% 11 British Colum - 1
unknown 1.78% 1-14 /14
AdsetName InlineLinkClicks ~ Impressions Age
City Cruises 1235 76.017 55-64
City Cruises | Fall 2026 1184 59,673 45-54
35-44
25-34

Percentage of Link Clicks

Link clicks ~

° The "City Cruises" ad set drove the most
volume with 1,236 inline link clicks across

70525 76K+ impressions, closely followed by "City
2347% Cruises | Fall 2026" with 1,184 clicks.

" o Ontario led all regions generating 1,709
0994 clicks (70.62% of total), followed by Quebec
083 with 568 clicks.

045

con @ Our campaign resonates most with female
S5 audiences, who account for over 67% of
ik link clicks, and with users aged 55-64, who
0045 delivered nearly 45% of total clicks.

004" o X;siuoon Islands e X

Legend has it that summer moments are meant
to drift through, and in the 1000 Islands, a ride
on City Cruises lets you do just that.

44.88%
26.41%
15.05%
cry
9.67% CRUISES

1000 Islands

cityexperiences.com
And the Rest is History
Write Your Own Chapter

Learn more

Voyage(zf?’Beacon




Impressions

240,147

2lie

5625

234%

Ad group

Rock Island Lighthouse

Clayton Island Tours

Metro area

New York NY

Philadelphia PA

Boston MA-Manchester NH
Pittsburgh PA

Buffalo NY

Wilkes Barre-Scranton PA
Albany-Schenectady-Troy NY
Syracuse NY

Rochester NY

Burlington VT-Plattsburgh NY

Clicks ~ Impressions
3735 167083
1.880 73064

Clicks ~
3126

833

145

CTR

2509%

DEMAND GEN (CLAYTON/ROCK ISLAND) | GOOGLE

Impressions  Percentage of Clicks

139,098 55.57%
37.087 14.81%
26832 11.96%
7.076 350%
6514 354%
5437 2.63%
6,062 258%
4,469 213%
3339 1.16%
1,989 0.92%
1

Gender

Male

Female 35.84%

Age Clicks ~

55-64 30.88%

35-44 29.35%

45-54 24.16%

HEVEEA4
Aug 1. 2026 - Aug 31, 2026 . HhEN

The "Rock Island Lighthouse" ad group
drove the most volume with 3,736 clicks,
while "Clayton Island Tours" was the most
efficient with the highest CTR of 2.59%
(1,889 clicks).

New York NY led all metro areas generating
3,126 clicks (55.57% of total), followed by
Philadelphia PA with 833 clicks.

Our campaign resonates most with male
audiences, who account for over 64% of
clicks, and with users aged 55-64, who
delivered over 30% of total clicks.

3 YouTube S 4 Q

ROCK ISLAND LIGHTHOUSE

Learn more 24

10l LegendHas ...
a5 116 Rock Island Lighthouse has witnessed thousands of
unforgettable journeys.

Sponsored - Visit 1000 Islands

)
Voyage ! Beacon




{[[[REHETE PROSPECTING (CLAYTON/ROCK ISLAND) | META

HEhd
Aug 1. 2026 - Aug 31. 2026 = Mk [ AW

Impression:

80,839

1,610

109%

Gender Link clicks ~

female 55.53%
male 43.6%
unknown 0.87%
AdsetName
Rock sland

Rock island | Fall 2026
Clayton Island Tours

Clayton Island Tours | Fall 2.

DMA region
New York. NY
Philadelphia, PA
Boston, MA
Syracuse, NY
Rochester, NY

Buffalo, NY

Albany-Schenectady. NY

Pittsburgh. PA

Wilkes Barre-Scranton, PA

Binghamton, NY

InlineLinkClicks ~

543
462

Link clicks ~

Impressions

21111

Impressions Percentage of Link Clicks
18,703 25.03%
8,968 13.11%
8514 11.55%
7435 9.57%
6619 863%
6,967 627
5.058 6.02
5053 5.4%
5077 522
2,508 3.42%
1-10 /12 >
Age Link clicks ~
55-6 52.42%
45-54 24.35%
35-44 14.78%
25-34 8.45%

The "Rock Island" ad set drove the most
volume with 543 inline link clicks across
21.1K+ impressions.

New York NY led all DMA regions
generating 403 clicks (25.03% of total),
followed by Philadelphia PA with 211
clicks.

Our campaign resonates most with female
audiences, who account for over 55% of
link clicks, and with users aged 55-64,
who delivered over 52% of total clicks.

1000 sands X;siHODO Islands e X

Legend has it that the soft glow of the Rock
Island Lighthouse has guided dreamers for
generations.

ROCK ISLAND
LIGHTHOUSE

1000 Islands

claytonislandtours.com
And the Rest is History Learn more
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(/1| §55E][1El] DEMAND GEN (CLAYTON/ANTIQUE BOAT MUSEUM) | GOOGLE

171,01

6.403

3.74%

Ad group
Clayton

Antique Boat Museum

Metro area
New York NY
Philadelphia PA

Pittsburgh PA

Albany-Schenectady-Troy NY

Buffalo NY

Syracuse NY

Boston MA-Manchester NH
Rochester NY

Watertown NY

Binghamton NY

Clicks ~ Impressions
4515 107.479
1.888 63534

Clicks ~

3470

520
426

401

Impressions  Percentage of Clicks

111,462 54.19%
7.895 812%
5563 665%
9733 626
9.282 593
6.476 4.61
5.396 4.58
6,058 326
1.760 175
1477 1.09%

1-10 /14 >

Male 70.11%

Female 26.80%

Age Clicks ~
55-64 5394%
45-54 19.37%
35-44 15.46%

Aug 1. 2026 - Aug 31. 2026 -

The "Clayton" ad group drove the most
volume and efficiency with 4,515 clicks and
a 4.2% CTR across 107.4K+ impressions.

New York NY led all metro areas generating
3,470 clicks (54.19% of total), followed by
Philadelphia PA with 520 clicks.

Our campaign resonates most with male
audiences, who account for over 70% of
clicks, and with users aged 55-64, who
delivered over 53% of total clicks.

4

Make unforgettable memories H

1000 siands R .
b h the glow of a b ful
From daylight to nightfall, Clayton is the

perfect spot for making summer.
Sponsored - Visit 1000 Islands

atc earn more ﬁ
e Voyage ! Beacon




|{|[I[[REE]E PROSPECTING (CLAYTON/ANTIQUE BOAT MUSEUM) | META

Aug 1. 2026 - Aug 31, 2026

DMA region

Impressions

79 352 New York. NY
'
Philadelphia, PA

lich

1.6'”5

Boston, MA
Syracuse, NY
CTR Buffalo, NY
2.02% Rochester, NY
Albany-Schenectady. NY

Pittsburgh. PA

Wilkes Barre-Scranton, PA
male 66.92% Binghamton, NY
female 31.65%
unknown 143%
AdsetName InlineLinkClicks ~
Antique Boat Museum 868
Clayton 737

Link clicks ~

Impressions
45,786

33566

EINERISCRE S T et Bk E SR The "Antique Boat Museum" ad set drove
15.779 2% the most volume with 868 inline link
a 1321% clicks across 45.7K+ impressions.
8971 11.46% .
x 2 New York NY led all DMA regions
8,320 10.22% generating 337 clicks (21% of total),
7103 8.72% fo_IIowed by Philadelphia PA with 212
clicks.
7422 B35
5.639 629% ® Our campaign resonates most with male
SR 5. 86% audiences, who account for over 66% of
link clicks, and with users aged 55-64,
4,668 579 who delivered 59% of total clicks.
2.505 L4975
e 349 - X;sh1000lslands e X
Legend has it that, at the Antique Boat Museum,
1-10 /12 )
Age Link clicks ~
55-64 59%
45-54 2174
35-44 11.84% p ANTIQUE
25-34 741% G ,"‘ / ) MUSEGM
- ' A 1000 Isands
Unknown null
abm.or
And thge Rest is History Learn more
Write Your Own Chapter

@
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IMPressions

609,46

12,323
CTR

2.02%

Ad group

Rockport Cruises

DEMAND GEN (ROCKPORT CRUISES) | GOOGLE

City

Montreal
Toronto
Brampton
Ottawa
Mississauga
Hamilton
Windsor
Kitchener
Vaughan

Oshawa

Clicks ~

12323

Clicks ~
2,605

2629

880

Impressions Percentage of Clicks

131,183 21.87%

128,590 21.33%

40717 7.14%

33002 59%

24.470 39%

18,758 2.93%

12648 211%

10.424 1.89%

10,523 154%

7010 119%
1-10 /1782

Gender Clicks ~

Undetermined 43.7%

Male 20.6%

Female 26.7%

Age Clicks ~

null 4304%

64+ 22.35%

25-34 Q75%

HEVEEA4
Aug 1. 2026 - Aug 31, 2026 . HhEN

The "Rockport Cruises" ad group drove
12,323 clicks and achieved a 2.02% CTR
across 609.4K+ impressions.

Montreal led all cities generating 2,695
clicks (21.87% of total), followed closely by
Toronto with 2,629 clicks.

Among identified demographics, male
users led gender engagement with 29.6%
of clicks, while users aged 64+
represented the largest age bracket at
22.35% of total clicks.

@ YouTube S a Q

ROCKPORT CRUISES

Learn more 2]

1000 LegendHaslt...
18115 7116 Rock Island Lighthouse has witnessed thousands of
unforgettable journeys.

‘Sponsored - Visit 1000 Islands

)
Voyage ! Beacon
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HEA
Aug 1. 2026 - Aug 31. 2026 = Mk [ AW

Impressions

1 35 '78 6 Region Link clicks ~ Impressions Percentage of Link Clicks
1 Ontano 1666 86,239 6332%
Clicks 2 Quebec 711 41157 2702%
2 ' 631 3 New York 145 5.018 551%
2 \ 4 New Jer SeYy 43 1200 163%
1940/0 5 Pennsylvania 29 1154 12%
B8 Massachuset 19 524 Q72%
7 Connecticut 10 138 03B%
8 Delaware 4 [<=] 015%
g New Hampsh 3 150 o1%
female b(") 37:" 1 Verment 1 120 0.04%
male 29.42% 11 Maryland - 2
unknown 122% 1-13/13
AdsetName InlineLinkClicks ~ Impressions Age Link clicks ~
Rockport Cruises 1433 82650 55-64 4515%
Rockport Cruises | Fall 20.. 1108 53136 45-54 24.36%
35-44 19.42%
25-34 11.06%
Unknown null

The "Rockport Cruises" ad set drove the
most volume with 1,433 inline link clicks
across 82.6K+ impressions, followed by
"Rockport Cruises | Fall 2026" with 1,198
clicks.

Ontario led all regions generating 1,666
clicks (63.32% of total), followed by Quebec
with 711 clicks.

Our campaign resonates most with female
audiences, who account for over 69% of link
clicks, and with users aged 55-64, who
delivered over 45% of total clicks.

1000 istands. X:sil 1000 Islands wes X

Legend has it that the quaint charm and brilliant
blue water of the 1000 Islands is best seen
aboard Rockport Cruises.

ROCKPORT
CRUISES

1000 Istands

rockportcruises.com
And the Rest is History Learn more

@)
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Impressions

314,844

Clicks

5544

176%

Ad group

Sackels Harbor

DEMAND GEN (SACKETS HARBOR) | GOOGLE

Metro area

New York NY

Philadelphia PA

Boston MA-Manchester NH
Pittsburgh PA

Wilkes Barre-Scranton PA
Buffalo NY
Albany-Schenectady-Troy NY
Rochester NY

Syracuse NY

Burlington VT-Plattsburgh NY

Impressions

314,844

3

CTR
176%

Clicks ~

127

Aug 1. 2026 - Aug 31. 2026 -

Impressions  Percentage of Clicks
3 & ° The "Sackets Harbor" ad group drove
176,250 5 0 .
e S 5,544 clicks and achieved a 1.76% CTR
50.040 15.78% across 314.8K+ impressions.
37.768 1111%
) e New York NY led all metro areas
. 182% a .
10,629 35c% generating 3,127 clicks (56.4% of total),
7.263 267% followed by Philadelphia PA with 875
5340 6% clicks.
8013 258% e  Our campaign resonates most with male
4.989 166% audiences, who account for over 73% of
=468 o clicks, and with users aged 35-44, who
/ = delivered nearly 35% of total clicks.
2,323 0.96%
1-10/12 ) 2 YouTube S 4o Q
Gender Clicks ~
Male 7368%
Female 26.32%
SACKETS HARBOR
1000 Islands
Age Clicks ~
Learn more ]
35-44 34.9% 1000 Legend Haslt... H
18085 5 <ot breeze and a gorgeous view of Sackets Harbor make for
45-R4 2451 an adventure to remember.
Sponsored « Visit 1000 Islands
25-34 21.46%

-
Voyage i Beacon
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LIEETHY  PROSPECTING (SACKETS HARBOR) | META Moz Ao - | MNEEES

DMA region Link clicks ~ Impressions Percentage of Link Clicks
T z T ° The "Sackets Harbor" ad set drove the
low : 20.25% : AR i
pressions piadbic = e 9 most volume with 1,135 inline link
48,471 Syracuse, NY 262 6,026 12.45% clicks across 30.3K+ impressions.
Rochester, NY 244 5850 11.6% .
Clicks ° New York NY led all DMA regions
2104 Bl ol 41 4544 1.45% generating 426 clicks (20.25% of total),
Boston, MA 207 3431 9.84% followed by Syracuse NY with 262
CIR Buffalo. NY 185 5433 B.79% CI'CkS
4-34% Albany-Schenectady, NY 12 530 5.85% i i
any-3cheneciady 3 35X 585% o Our campaign resonates most with

Wilkes Barre-Scranton, PA 122 3265 5.8% female audiences, who account for
over 70% of link clicks, and with users

> Pittsburgh. PA a4 2253 4.47% i
Gender Link clicks aged 65+, who delivered over 76% of
fernale 70.06% Utica-Rome, NY 71 2177 337% total clicks.
male 28.9% sk Visit 1000 Islands —_
Ad
unknown 106% e ke e e
1-10 / 12 > of Sackets Harbor.
AdsetName InlineLinkClicks ~ Impressions Age Link clicks ~
Sackets Harbor 1135 30,353 65¢ 76.52%
Sackets Harbor | Fall 20 aba 18118 55-64 13.97%
45-54 5.56%
A4 R24% ~ e
< 1000 Islands
25-34 181%

visitsacketsharbor.com

And the Rest is History Learn more

@)
Write Your Own Chapter Voyage i Beacon
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([[IFEFTTIN  DEMAND GEN (UNCLE SAM BOAT TOURS) | GOOGLE i A - ST
Metro area Clicks ~ Impressions  Percentage of Clicks e The "Uncle Sar_n Boat Tours_ll ad group
AT e 2 % drove 5,192 clicks and achieved a 3.48%
e i S s CTR across 149.1K+ impressions.
Boston MA-Manchester NH 779 16,702 15%
Impressions
1 0 Philadelphia PA 743 16,003 14.71% o New Yor*_k NY led all metro areas
49,099 i N "y " generating 2,465 clicks (47.48% of total),
) s e 5ed H3L A S followed by Boston MA-Manchester NH
Gl Buffalo NY 174 3579 335% with 779 clicks.
5‘19 Albany-Schenectady-Troy NY 174 3518 335% . .
° Our campaign resonates most with male
Wilkes Barre-Scranton PA 155 2179 299%

CTR Sk audiences, who account for nearly 62% of
3.48% Syracuse NY 130 2493 25% clicks, and with users aged 55-64, who
- delivered over 60% of total clicks.

Rochester NY 85 1962 164%
Burlington VT-Plattsburgh NY 72 1,296 1.39%
1 D YouTube S A Q
Gender
Ad grou Clicks ~ Impressions CTR
Fop P Male
Uncle Sam Boat Tours 5192 149.099 3.48%
Female 38.1%
Undeteno oK i
Age Learn more ]
= = 1000 LegendHaslt... :
55-64 60.55% 8185 The wonder of autumn is best measured by cruises on Uncle
Sam Boat Tours.
45 _54 18 Cl(.‘l‘:‘.'. Sponsored - Visit 1000 Islands
35-44 11.88%

-
Voyage i Beacon




1000 Islands

Impressions

87,062

Clicks

1,008

CTR
o,
2.29%
Gender Link clicks ~
fermale 68.57%
male 30.63%
unknown 0.8%
AdsetName

Uncle Sam Boat Tours

Uncle Sam Boat Tours | F.

DMA region

New York. NY

Boston, MA

Philadelphia. PA

Buffalo, NY
Albany-Schenectady. NY
Wilkes Barre-Scranton, PA
Pittsburgh, PA

Syracuse, NY

Burlington-Plattsburgh, VT-
NY

Rochester, NY

InlineLinkClicks ~
1.380
618

Link clicks ~

667

295

Impressions
55442

31620

PROSPECTING (UNCLE SAM BOAT TOURS) | META

Impressions Percentage of Link Clicks
26,142 33.38%
9,995 14.76%
10.213 11.61%
6,001 6.56%
5423 581%
5.213 516%
5.306 4.7%
4,863 4.45%
3606 4.4%
4702 4.357
1-10 /13 )
Age Link clicks ~
55-64 5215%
45-54 2533%
35-44 17.12%
25-34 5-41%
Unknown null

ErFEEe g
EhEE

Aug 1, 2026 - Aug 31, 2026 »

° The "Uncle Sam Boat Tours" ad set
drove the most volume with 1,380
inline link clicks across 55.4K+
impressions.

° New York NY led all DMA regions
generating 667 clicks (33.38% of total),
followed by Boston MA with 295 clicks.

° Our campaign resonates most with
female audiences, who account for
over 68% of link clicks, and with users
aged 55-64, who delivered over 52% of
total clicks.

3 YouTube ] o Q

UNC|

=
1000 Islands

Learn more =z

1000 Legend Has ... H
18405 \yhen the mysteries of the 1000 Islands call to you, Uncle Sam
Boat Tours s the answer.

Sponsored - Visit 1000 Islands

)
Voyage ! Beacon




Website

Analytics

S Y

<

<

NAEYEENE

NAEYEENE

ARVEENERY,

< N < D

ARVEENERY,

< NEEVERENEEVEERD
™\ N\




karsh hagan

madden ======
000 lale 2o HVEEA 4 ° Total users
[[RSFIIH  ANALYTICS OVERVIEW NG s Apstas e increased 27%
year-over-year to
98K in August 2026,
— KEY SITE METRICS while total sessions
oy ‘ ; : remained consistent
1018l Users 2e5510NS eng 1,7:- 'S¢ 10NS AVE ge Session ¢ uration cngageme ! rate 0
98,172 115,300 55,128 00:01:46 47.81% at 115K (+0.3%).
1 26.9% 103 § -26.3% ¥ -226% ) -26.5°
° Engaged sessions
decreased 26% to
55K, driving the site
I Total users [l Engaged sessions —— Engagement rate engagement rate
down 26% to 48%.
- 60% ° Average session
§ ok 8 duration declined
; % 22% to 1 minute and
5 i 46 seconds as higher
8o & summer traffic
3 volumes coincided
20K Wlth |0wel"
B - - 4 engagement depth
¢ Sep 2025 Oct 2025 Now 2025 Dec 2025 Jan 2026 Feb 2026 Mar 2026 Apr 2026 May 2026 Jun 2026 Jul 2026 Aug 2026 o compar‘ed to other
months.
Y/Y Comparison Voyagefﬁ\x/aypoint
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EVEEA 4
{[[RNETE  TOP PAGES & CITIES Aug 1,2026 - Aug 31,2026 - ERNatalii
TOP PAGES TOP CITIES
Page path Views ~ %A Engagement rate % A city Country Total ufers 1] %A
Alegendhasit/ 47113 2288%
Toronto Canada 8.347 90%
Joxperionces/castles-cruises/ 25130 147% Y 8779% 13% V
New York United States 5.888 567% 1
/ 15,628 -463% 6745% -155% 4
(not set) United States 5024 208% ¢
Zaxperiences/first-time-wisitors/ 14.629 429% ! 8429 og¥ e
Montreal Canada a.227 45%
fsoutheastern-ontario/ 10775 1072% 1 2508% 398% 1
Ottawa Canada 3845 10% 4
Jevents/ 8323 g0o% I 85.0 58% 1
(not set) Canada 634 615% 1
/lsting/gananogue-boat-line/ 7659 -234% 3 8718% -55% 3
Brampton Canada 1368 512% ¢
/places-to-stay/campgrounds/ 6128 14% 4 89.74% 2%
Philadelphia United States 1203 1233% t
/places-to-stay/motels-resorts-and-bbs/ 4,662 -265% 4 0314% 14%1
Kingston Canada 1105 “11.0% 1
4589 4B03% ¢ 8g1g% 18%
Bosten United States 1,063 1644% ¢
/places-to-stay/cottages/ 4.060 129% 1 g233% OF%
Mississauga Canada abt -24% 8
/places-to-stay/ 4,026 2006% 1 Q329 28%1
Syracuse United Stales 842 7%
ZUsting/1000-islands-seaway-crulses/ 2597 -100% 4 9353% Q8% 1
% Z Baltimore United States B2 7726%
/family-fun/ 2524 -345 84.58% ¢
Dallas Unitad States 823 3Bga% e
/communities/alexandia-bay-ny/ 2257 -437% 4 79.32% -02% 1
Uartinn Fsmans fan v
Zusting/thousand-islands-playhouse/ 2037 827t 78.06% 92% 1 Grand total 98172 26.9% ¢
1-100 /1071 1-100 /6134 >

Y/Y Comparison

Voyageﬁ\)(/a ypoint

The "legendhasit’ page
generated the highest
volume with 47K views,
while
‘experiences/castles-crui
ses’ delivered 25K views
alongside a strong 88%
engagement rate.

Total users increased 27%
YoY to 98K, propelled by
solid US growth in New
York (+57% to 6K users)
and Philadelphia (+123% to
1.3K users).

High-growth pages
expanded regional
interest, with
“southeastern-ontario’
surging 107% to 11K views
and "places-to-stay’
increasing 201% to 4K
views.

56
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||[[F5E[[F) CHANNEL BREAKOUT

Session default channel group

Aug 1, 2026 - Aug 31, 2026 -

Total users ~ Engaged sessions Engagement rate

Paid Social
QOrganic Search
Cross-network
Paid Search
Direct

Display
Referral

Grand total

150K

100K

Total users

o
=1
=

il

Sep 2025

Y/Y Comparison

1745%1 5.010 1616% 1 BTE 23Kt
364% 4 18,506 5.0% 8
20,642 0.6829% 1 11,341 75114% 1 4768% -306% 1
17621 44% ¢ 15.672 -248% % 7% -87%
2,883 42% 1 1327 -266% 1 2008% -283% 1
8o 17% 4 14 186% 1 2507 1004% ¢
744 e 605 -468% & 68.21% -67%
98,172 26.9% 1 55,128 -26.3% 3 47.81% -26.5% ¢
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Total users grew 27% to
98K, while total engaged
sessions declined 26% to
55K with an overall
engagement rate of 48%.

Paid Social led acquisition
with 33K total users
(+174%), followed by
Cross-network
generating 20K total
users (+9,683%).

Paid Search and Organic
Search maintained the
strongest traffic quality,
achieving engagement
rates of 77% and 69%,
respectively.
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LIIASFITER - PAID TRAFFIC Mot g0 - Bradsn
Total user Session Engaged se ns Average ssion duration Engagement rate
. . o,
72,920 81,369 33 202 00:01:27 40.80%
1 1025% 1 77.0% 1264 ¥ -16.8° 1 -286
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TOP PAGES - PAID CHANNELS TOP CITIES - PAID CHANNELS
Page path Views ~ % A Engagement rate % A City Total users ~ % A
/leganchasit/ 46.868 - 22665% (nat set) 5.759 oh5% t
Jexperiences/casties-cruises/ 18.020 134% ¢ 8B8.32% 16% 1 Toronto 5133 432% 1%
/southeastem-ontario/ 10.718 1076% 4 25.02% 425% 1 New York 4,852 1414% ¢
/experiences/first-time-visitors/ 6,621 480% ¢ Qo22% 09% ¢ Montreal 3083 585
fevents/ 5,605 1921% 1 8316% 1% Ottawa 277 18g% 1
/listing/gananogque-boat-line/ 547 100% 1 88a7% 54% 4 Philadelphia 1116 4110% t
/places-to-stay/camparounds/ 4,860 283% ¢ B8a87% 425 ¢ Bosten 896 7599% ¢
Jexperiences/ 4197 5.083% 1 8893% -86% % Brampten 86o 3828% 1
(4 Comparisol Voyage I Waypoint

Total users grew 102%
to 73K across 81K
sessions, while the
overall engagement
rate declined 28% to
41%.

The ‘legendhasit’ page
led traffic volume with
47K views, while
“experiences/castles-c
ruises achieved a high
88% engagement rate
across 18K views.

Toronto led identifiable
source markets with
5.1K total users,
followed by New York
with 4.8K total users
representing a 141%
increase.
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Total user Sessions Engaged sessions Average session duration ite
22,626 27,344 18,906 00:02:50
¥ -36.4% ¥ -538% ¥ -561 1 -09
B gcogle I bing B yahoo duckduckgo Others
40K
Oct 2025 Nov 2025 Dec 2025 Jan 2026 Feb 2026 Mar 2026 Apr 2026 May 2026 Jun 2026 Jul 2026 Aug 2026
TOP PAGES - ORGANIC SEARCH TOP CITIES - ORGANIC SEARCH
Page path Views ~ % A Engagement rate % A City Total users ~ % A
/ 10,138 -562% & 7048% -146%. Toronto 317 -449% i
Jexpariences/first-time-wvisitors/ 7148 B3kt 8051% -29% ¢ (not set) 1.741 -355% 1
Jaxpanences/castles-cruises/ 6556 ~494% 1 8688% -50%1 Ottawa 1119 2%
Jfevents/ 2460 -604% 1 804 -29% 1 Montreal 117 -473%V
/places-to-stay/motels-resorts-and-bbs/ 2127 -R67E L q324% -11% 8 New York 783 -433% %
/listing/gananoque-boat-lina/ 2,070 -572% % 857 -3g9% ¢ Brampton 515 -2056% 4
Zecommunities/alexandda-bay-ry/ 1621 -532% 8 8002% 2% % Kingston a7 -129% 4
Y/Y Comparison VoyageﬁWaypoint

Organic search
generated 22.6K total
users and 27.3K
sessions, reflecting
year-over-year
declines of 36% and
54%.

Top landing pages
maintained strong
audience quality, led
by accommodation
listings achieving a
93% engagement rate
across 2.1K views.

Toronto was the
primary market with
3.1K total users,
followed by Ottawa
and Montreal with
1.1K users.
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