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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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● The "Experiences" ad group drove 
the most clicks at 2.7K+ while the 
"Events" ad group was the most 
efficient with the highest CTR of 
24.04%.

● The top-performing keyword was 
"thousand islands ny" generating 
1.7K+ clicks, followed by "things 
to do in alexandria bay".

● Our campaign resonates most 
with females, who account for 
over 53% of clicks, and with users 
in the Watertown DMA, which 
delivered 1.7K+ clicks.
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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.
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● The "Core" Performance Max campaign 
drove the most clicks at 4K+ while also 
being the most efficient with the highest 
CTR of 20.31%.

● Washington DC led all metro areas 
generating 220 clicks (4.65% of total), 
followed by Detroit MI with 198 clicks.

● Overall PMAX efforts generated 4.7K+ 
clicks and a 14.70% CTR across 32.1K+ 
impressions, with the Core campaign 
driving over 85% of total engagement.
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● The "Outdoor Travelers | Legend Has It | 
Growth" ad set drove the most volume with 
541 clicks across 13.8K+ impressions.

● New York NY led all DMA regions 
generating 756 clicks (31% of total), 
followed by Philadelphia with 316 clicks.

● Our campaign resonates most with female 
audiences, who account for over 54% of 
link clicks, and with users aged 55–64, who 
delivered over 38% of total clicks.
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● 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.
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● 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.
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● 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.
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● 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.
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● 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.
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● The Core Market campaign drove the 
most volume with 28,098 views across 
28.2K+ impressions.

● The Growth Market campaign was the 
most efficient with the highest View Rate 
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.
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● The Azira Interstitial Retargeting US 
campaign delivered 1.6K+ clicks from 
152K+ impressions.

● The interstitial effort demonstrated 
effective audience response with a 
1.09% CTR, comfortably within the 
vendor’s benchmark range despite 
being slightly shy of the KHM average.
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● The "Castles & Cruises" ad group 
led volume with 5.7K+ clicks 
(16.47% CTR), driving an overall 
16.92% CTR across 9.1K+ clicks 
and 54K+ impressions.

● Ottawa led top Canadian cities 
generating 792 clicks (8.67% of 
total), followed closely by 
Toronto with 746 clicks (8.16%).

● Engagement skewed heavily 
toward female audiences (52.1% 
of clicks), with users aged 35–44 
representing the largest known 
demographic segment (17%).
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● The "Outdoor Travelers | Spring" ad group 
drove the most clicks at 1.3K+ while the 
"Family Travelers | Spring/S..." ad group 
was the most efficient with the highest 
CTR of 2.81%.

● Montreal led all cities generating 754 
clicks (21.21% of total), followed by 
Toronto with 445 clicks.

● Our campaign resonates most with male 
audiences, who account for over 63% of 
clicks, and with users aged 35–44, who 
delivered nearly 43% of the total clicks.
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● The "Visit 1000 Islands Google Performance 
Max | Canada" campaign drove 5,810 clicks 
and achieved a strong 18.93% CTR across 
30.6K+ impressions.

● Ottawa led all cities generating 823 clicks 
(14.17% of total), followed by Toronto with 538 
clicks and Prescott with 328 clicks.

● Overall Canada PMAX efforts demonstrated 
high audience engagement efficiency, 
capturing 5.8K+ total clicks at an 18.93% CTR 
across 30.6K+ impressions.
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● 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.
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● 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.
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● 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.
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● 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.
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● 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.
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● 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.
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● The "Alexandria Bay" ad group drove 
5,171 clicks and achieved a 3.18% CTR 
across 162.7K+ impressions.

● New York NY led all metro areas 
generating 2,980 clicks (57.63% of total), 
followed by Boston MA with 664 clicks.

● Our campaign resonates most with male 
audiences, who account for over 60% of 
clicks, and with users aged 55–64, who 
delivered over 49% of total clicks.
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● 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.
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● 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.
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● The "Angel Rock" ad set drove the most 
volume with 1,272 inline link clicks across 
27.3K+ impressions.

● New York NY led all DMA regions 
generating 495 clicks (22.51% of total), 
followed by Rochester NY with 275 clicks.

● Our campaign resonates most with female 
audiences, who account for over 86% of 
link clicks, and with users aged 55–64, who 
delivered over 60% of total clicks.
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● The "Boldt Castle" ad group drove 7,994 
clicks and achieved a 2.83% CTR across 
282.6K+ impressions.

● New York NY led all metro areas 
generating 2,906 clicks (36.35% of total), 
followed by Philadelphia PA with 1,339 
clicks.

● Among identified demographics, 
engagement was led by female audiences 
(27.87% of clicks) and users aged 64+, who 
delivered over 34% of total clicks.
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● 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.
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● 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.
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● The "Cape Vincent" ad set drove the 
most volume with 1,044 inline link 
clicks across 22.6K+ impressions.

● New York NY led all DMA regions 
generating 527 clicks (34.63% of total), 
followed by Boston MA with 265 clicks.

● Our campaign resonates most with 
female audiences, who account for 
over 67% of link clicks, and with users 
aged 55–64, who delivered over 55% of 
total clicks.
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● 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.
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● The "City Cruises" ad set drove the most 
volume with 1,236 inline link clicks across 
76K+ impressions, closely followed by "City 
Cruises | Fall 2026" with 1,184 clicks.

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

● Our campaign resonates most with female 
audiences, who account for over 67% of 
link clicks, and with users aged 55–64, who 
delivered nearly 45% of total clicks.
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● 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.
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● 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.
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● 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.
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● The "Antique Boat Museum" ad set drove 
the most volume with 868 inline link 
clicks across 45.7K+ impressions.

● New York NY led all DMA regions 
generating 337 clicks (21% of total), 
followed by Philadelphia PA with 212 
clicks.

● Our campaign resonates most with male 
audiences, who account for over 66% of 
link clicks, and with users aged 55–64, 
who delivered 59% of total clicks.



karsh hagan
madden

● 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.
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● 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.
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● The "Sackets Harbor" ad group drove 
5,544 clicks and achieved a 1.76% CTR 
across 314.8K+ impressions.

● New York NY led all metro areas 
generating 3,127 clicks (56.4% of total), 
followed by Philadelphia PA with 875 
clicks.

● Our campaign resonates most with male 
audiences, who account for over 73% of 
clicks, and with users aged 35–44, who 
delivered nearly 35% of total clicks.
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● The "Sackets Harbor" ad set drove the 
most volume with 1,135 inline link 
clicks across 30.3K+ impressions.

● New York NY led all DMA regions 
generating 426 clicks (20.25% of total), 
followed by Syracuse NY with 262 
clicks.

● Our campaign resonates most with 
female audiences, who account for 
over 70% of link clicks, and with users 
aged 65+, who delivered over 76% of 
total clicks.
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● The "Uncle Sam Boat Tours" ad group 
drove 5,192 clicks and achieved a 3.48% 
CTR across 149.1K+ impressions.

● New York NY led all metro areas 
generating 2,465 clicks (47.48% of total), 
followed by Boston MA-Manchester NH 
with 779 clicks.

● Our campaign resonates most with male 
audiences, who account for nearly 62% of 
clicks, and with users aged 55–64, who 
delivered over 60% of total clicks.
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● 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.
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● Total users 
increased 27% 
year-over-year to 
98K in August 2026, 
while total sessions 
remained consistent 
at 115K (+0.3%).

● Engaged sessions 
decreased 26% to 
55K, driving the site 
engagement rate 
down 26% to 48%.

● Average session 
duration declined 
22% to 1 minute and 
46 seconds as higher 
summer traffic 
volumes coincided 
with lower 
engagement depth 
compared to other 
months.
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● 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.
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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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● 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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● 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.


