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Introduction

This report summarizes the key results and deliverables from the fall 2025 period. Leading up to this 
campaign, a survey was presented to the community partners to vote on topics and campaign length 
for the 2025-26 year. The results decided upon the development of a new itinerary, a 4 week fall paid 
campaign, a new written blog in the spring and a 4 week spring paid campaign.  

This campaign focused on delivering fresh content through owned channels like website, newsletter 
and organic socials. The paid campaign promoted shoulder season travel, highlighted fresh content 
and was dedicated to the awareness of Highway 3. 

This report covers the development of the new Rejuvenation Road trip, development of new stories  
and two paid campaigns, one in the fall and one in the spring.

Introduction



Campaign Run Time: 
7 weeks (September 15th - Oct 31st, 2025) 

Channel Mix: 
Google Ads - static display ads

● Sept 15th - Nov 30th
Google Paid Search - keywords

● Sept 15th - Nov 30th
Social Media (organic & paid) - Instagram, Facebook, Meta Ads

● Paid Socials from Sept 15th - Nov 30th
Website Blogs - three new stories 

● Rejuvenating Road Trip along Highway 3, launched Oct. 2nd
Fall newsletter

● Launched Sept. 29th

O
verview

Fall Campaign Overview



Itinerary Development
The Rejuvenation Road Trip 

Itinerary D
evelopm

ent

Research and content management. Coordinating between the communities to curate a list 
of participating businesses and stops on the Rejuvenation Road Trip.

Paid promotion of the itinerary. Maximizing visibility on the new itinerary through paid 
promotions on social media and google ads, plus spotlighting the piece in the fall newsletter. 

Coinciding assets to the itinerary. Preparing photos and graphics to go along with the 
promotion of this itinerary. Coordinating a written blog piece from a local writer to touch on 
the themes of the new itinerary.  
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Written Content

Rejuvenating Road Trip along Highway 3 By John 
Bowden 

Full Blog  
Here

https://hwy3bc.ca/stories/a-rejuvenating-road-trip-along-highway-3
https://hwy3bc.ca/stories/a-rejuvenating-road-trip-along-highway-3


September 15th - October 31st, 2025

W
ebsite A

nalytics

Website Traffic & Analytics 



Paid Socials

Campaign totals
Views - 285.4K
Engagements - 19K
Link Clicks - 18.9K
CPC (link click) avg. - 
$0.10

4 Ads Posted in 7 
week campaign

Paid Socials



KEY LEARNINGS
Considerations for future campaigns

K
ey Learnings

Paid Social: 

1. Boosted Facebook Post - Rejuvenate Road 
Trip 1 performed the highest, with the 
highest amount of views, and link clicks 
across the campaign. 

2. Carousel ads continue to be strong 
performers

3. Ads that featured a person in the first 
image performed better in terms of CPC 
vs. landscape shots. Moving forward we 
will maintain this. 



Display Ad Sets
1. Food, Craft Beer & Wine - 

Highest performing - 11.41% 
CTR

2. Global Fall Travel - Second 
highest performing - 9.71% 
CTR

3. Rejuvenate - Lowest 
performing (but still a high 
CTR) - 7.93%

D
isplay Ad C

am
paign

Display Ad Campaign
Overall Campaign Analytics:
Clicks - 2.14K
Impressions - 24.6K
Avg. CPC - $0.64
CTR - 8.70%



Paid SearchPaid Search Campaign 

Overall Campaign Analytics:
Clicks - 3.13K
Impressions - 75.9K
Avg. CPC - $0.50
CTR - 4.12%

Highest Performing Keywords:Key Learnings: 
Any low performing keywords from previous 
campaigns were removed, focusing on higher 
performing keywords.
The same was done for Headline and Description 
variants. We dropped any low performing Headlines 
and Descriptions, and replaced with campaign 
specific assets to test their performance. 



Campaign Run Time:
Feb 25th - April 15th, 2026

Channel Mix:
Meta Ads (paid social) - Instagram & Facebook
Display Ads - Spring travel planning
Paid Search - Outdoor adventure, road trips
Google Ads - static display ads

Spring Campaign Overview



Paid SocialsPaid Socials 
Meta Ad #1 (March 15th - April 
15th)
More profile visits
Views: 19,462
Reach: 8,570
Profile visits: 372
Instagram follows: 167
CPPV: $0.67

Meta Ad #2 (March 17th - 
April 15th)
More website visitors
Views: 82,721
Viewers: 45,416
Link Clicks: 2,403
Landing Page Visits: 
1,485
CPC: $0.34

Overall Meta Campaign:
Total Views: 102,183
Total Link Clicks: 2,403
Total Profile Visits: 372
Instagram Follows: 167



Display Ads 
Spring Travel Planning
Display Campaign (Feb 25th - 
April 15th)
Clicks: 7,452
Impressions: 487,611
CTR: 1.53% 
CPC: $0.24



Paid SearchGoogle Search Ads
Outdoor Adventure, Road Trips, Spring 
Travel
Paid Search (Feb 25 - Apr 15):
Clicks: 1,611
Impressions: 153,501
CTR: 1.05%
CPC: $0.90
Top Impressions: 66.3%

Key Search Words:
BC road trip, camping
Outdoor adventures BC
Kayaking in BC
Vancouver to Jasper
Adventure travel in British Columbia

Top Audience Segments:
Adventure Vacations, 
Hiking Vacations, 
Family Vacations,
Trips to Vancouver,
Travel Hotels & Accommodations,
Trips to Canada,



Traffic Acquisition (March 1 - April 15th):
Total Sessions: 9,601
Paid Video: 3,160 (32.91%)
Display: 2,734 (28.48%)
Organic Social: 2,107 (21.95%)
Organic Search: 788 (8.21%)
Paid Search: 546 (5.69%)

W
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Analytics



W
ebsite A

nalytics

Analytics

Retention:
New Users: 8.6K
Returning Users: 512

Top Audience by Region:
British Columbia: 2,726 (31.92%)
Ontario: 1,766 (20.68%)
Alberta: 1,068 (12.5%)



KEY LEARNINGS
Considerations for future campaigns

K
ey Learnings

1. Paid Video and paid display performed 
the best across the campaign. 

2. New audience segments showed we 
performed the highest in vacation and trip 
planning audiences. Target audiences in 
US didn’t perform as high as neighbouring 
Alberta or Ontario. 

3. Socials continue to perform well and we 
recommend any joint posting that is of 
capacity to the group moving forward.



Additional Links & Documents
Highway 3 2025 Campaign Planning

FALL 2025 Digital Advertising Report

SPRING 2025 Digital Advertising Report

Key Links: 
Newsletters
Blog

https://docs.google.com/document/d/1XA-_TMKCXaNmLJGQ53hTZaijoF3weKm47dBgb3w5u-8/edit?tab=t.0#heading=h.rj7swzl4s20w
https://docs.google.com/document/d/1QaqcVfNrnKdk0B4HelrE7AGnLtWuBPCYb4CP8X4PiuA/edit?tab=t.0
https://docs.google.com/document/d/1WudfNLTOOTcI8V6kHEll7diIugJ67wi5j1L-sQHO_fE/edit?tab=t.0#heading=h.rpwxg4w2z4qa
https://admin.tourismo.co/communications/2395
https://hwy3bc.ca/stories/a-rejuvenating-road-trip-along-highway-3

