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Campaign Snapshot

This slide will be shared with all partners
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Campaign Background

• Travel South, Naturally 2.0 is the second iteration of this award-
winning campaign, using high-impact, video-first storytelling to 
inspire UK travelers to explore the Southern USA’s outdoor and 
cultural experiences.

• State Partners:
o Media Only: Alabama, Arkansas, Louisiana, North Carolina
o Media + Creative: Kentucky and Tennessee

• The campaign also partnered with Trailfinders as the key tour 
operator.

• Audience:
o Travel-enabled Empty Nesters (55+), DINKS (36–45) and Older 

Millennials (28–35) in the UK.

This slide will be shared with all partners
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Media Mix
For 2025, Travel South, Naturally campaign content was distributed across:

Meta

Leveraging static 
and video assets 
across multiple 

formats, including 
Facebook and 

Instagram reels, 
stories, and main 

feed ads.

Native

Delivering 30-second 
outstream video and 
native static formats, 

embedded seamlessly 
within premium travel 
and lifestyle content.

VOD

Showcasing 30-
second cinematic 

video assets across 
premium streaming 
platforms and high-

quality websites.

Escapism

Running two digital 
articles, within 
premium travel 

content reaching 
engaged 

audiences.

Trailfinders

Partnering with a 
trusted UK tour 

operator to convert 
destination 

inspiration into 
travel planning and 

booking 
consideration.

This slide will be shared with all partners
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Microsite
The campaign microsite, www.travelsouthnaturally.com 
was refreshed to host a wealth of inspirational content, 
including hosting an updated hero video and partner 
videos.

Pages included:

• Homepage
• Getting Here / Trailfinders
• Win a Trip
• Alabama
• Arkansas
• Kentucky 
• Louisiana
• North Carolina
• Tennessee

This slide will be shared with all partners

http://www.travelsouthnaturally.com
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Campaign: Overall Performance
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Executive Summary
Travel South, Naturally 2.0 delivered a highly successful, video-first campaign 
that exceeded targets, and strengthened awareness of, and bookings for, the six 
participating states among UK travelers..

• High-reaching: The campaign delivered 20.85m impressions, against 16.5m 
target (36%).

• Cost-effective: The campaign delivered a lower $10 CPM (against $12.73 
target) and $144k added value, equating toa per partner ROI of $1.71 :$1.

• Increased consideration and booking: despite an otherwise slow pacing for 
the USA, Trailfinders bookings showed a 1.3% increase, and the brand survey 
showed users were 2.5× more likely to consider the six states as a travel 
destination.

• Standout Media: VOD delivering +32% impressions, with an exceptional 
83.4% video completion rate (70% benchmark).

This slide will be shared with all partners
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Performance Overview

Performance against Key Metrics: Additional Results:

85.7k
Clicks

Equating to 0.38% CTR
Against a target of 0.20% 

22.8m
Impressions

Against 16.8m target 
equating to 36% uplift

$10.07
CPM

Against $12.73 target 
equating to -21% reduction

$144k
Added Value

Against a $210k media investment 
*media only does not include content 
creation/metrics in calculations.

2.5x
More likely to 

consider

$1.7:$1
ROI Per 
Partner

For every $1 of media spend invested 
by the partner, $1.7 media value was 
delivered.

Exposed users more likely to consider 
travel to the six states.

This slide will be shared with all partners
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Channel and Audience Insights

Meta delivered 
the highest 
number of 

impressions (59% 
of total), while 

maintaining 
excellent 8.19% 

ER.

Not only did VOD 
deliver an 

outstanding VTR at 
83.4%, it also 
drove action, 

generating most 
clicks and highest 

CTR.

Escapism 
audiences spent 

almost 3mins 
reading the 

published articles, 
which gave equal 

SOV to all six 
partners.

Adventure/Nature 
Travellers over the 

age of 55 were 
most interested in 
campaign content, 
watching videos to 
end and clicking to 

site.

This slide will be shared with all partners
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Breakdown Per Channel
Channel/Partner

Target
(Impressions)

Delivered
(impressions)

Other Key Metrics

Meta 10m 13.5m (+35%) 1.1m Engagements / 8.19% ER

Native Social 3.1m 3.1m
23.2k Clicks / 1.21% CTR

697K Views / 50.08% VTR

VOD 2.6m 3.5m (+32%)
2.9m Views / 83.4% VCR (70% benchmark)

44.6K Clicks / 1.27% CTR (0.20% benchmark)

Escapism 650k 650k
22.2K Total Page Views

2:57 Dwell Time (2:30 benchmark)

Trailfinders n/a 1.9m
2.1K Clicks / 1.61% CTR

2.7K Page Views
2,811 Room nights

Microsite n/a n/a
94k pageviews

6.1k comp entrants / 1.6k opt-ins

This slide will be shared with all partners
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Brand Survey Results

• The Brand Lift Study was delivered to users that were exposed to the campaign, as 
well as those not exposed. The unexposed users matched the campaign's target 
audience, to ensure fair comparison.

• The survey asked questions around:
o Interest in the destination
o Future consideration
o Perception of the destination
o Familiarity with the destinations

• Respondents were asked to mark their answers on a scale of 1-10, with 1 being 
lowest and 10 being highest.  

This slide will be shared with all partners
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Brand Survey Results

1.The campaign reached people genuinely interested in travelling to the six states 

Around 50% of exposed users rated an interest score of 6 out of 10 or more, showing the campaign 
successfully engaged people already receptive to travelling to the Southern USA.
 

2. Exposed users were 2.5× more likely to consider the six states as a travel destination

Nearly half of exposed users said they would consider travelling to the Southern USA, delivering one of the 
strongest brand lift results in the sector.

3. The campaign significantly improved perceptions of the six states

Around 1 in 3 exposed users formed a positive impression of the destination, compared to just 1 in 
10 among non-exposed audiences, demonstrating a clear uplift in brand image.

This slide will be shared with all partners
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Performance by Media
Overall Campaign
In this section, we have included all channel analysis for Travel South only. 
Each partner will only receive their own tailored analysis and will not see other destination partner results.



125

Social Performance

13.5m
Impressions

+35%

1.1m
Engagements

8.19% ER

15.6K
Clicks

0.12% CTR

• Paid social activity ran across main feed static and video formats, 
exceeding the 10m impression target by +3.5m.

• The campaign achieved a total reach of 3.6m, extending visibility 
across key UK audiences.

• The 55+ audience segment dominated traffic, which aligns with the 
destination marketing nature of the campaign.

• Facebook Reels placements drove most clicks, above story formats and 
static grid posts.

This slide is shared with Travel South only, each partner will receive their own tailored analysis
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Native Display

• Native Display delivered a strong 1.22% CTR, significantly 
outperforming the 0.4–0.8% benchmark.

• Performance indicated high audience relevance, with users 
actively clicking through to Travel South landing pages.

• Alabama was the standout creative, with the top-performing 
creative achieving a 1.45% CTR.

• Results were strongest on mobile, where native placements 
delivered greater scale and engagement due to increased in-feed 
visibility.

1.7m
Impressions

+3%

21.6K
Clicks

1.21%
CTR

This slide is shared with Travel South only, each partner will receive their own tailored analysis
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Outstream Video

• Outstream video delivered a solid 50.08% VTR, performing well 
within the 40–60% benchmark for this format.

• Results confirmed strong creative relevance and audience 
engagement, with users staying with the video to (or close to) 
completion.

• Alabama was the standout creative, with the top-performing 
outstream creative achieving a 55% VTR.

• Desktop drove the strongest VTR, reflecting more leaned-in viewing 
behavior, with top-performing sites including Mumsnet, Daily Mail 
and Metro delivering both scale and quality engagement.

1.3m
Impressions

on target

697K
Views

50.08%
VTR

This slide is shared with Travel South only, each partner will receive their own tailored analysis
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VOD Performance

• VOD delivered over 2.9m completed views, as well as 
inspiring action by generating clicks to site.

• Adventure/Nature Travelers and Frequent Travelers were 
more likely to watch videos to the end with a VCR of 85%.

• Cultural Explorers were more inclined to click with a 1.82% 
CTR (vs 0.90% and 0.93% for Adventure/Nature Travelers 
and Frequent Travelers respectively).

2.9m
Views 

44K
Clicks

83.40%
VCR

70% Benchmark

1.27%
CTR
0.20% 

Benchmark

This slide is shared with Travel South only, each partner will receive their own tailored analysis



129

VOD Best Performing Creative

• Arkansas was the top-performing VOD creative, delivering a high 
completion rate of 84.85%.

• It also generated 8.9k clicks at 1.58% CTR, demonstrating strong 
engagement at scale.

• Performance was driven by a strong opening, clear sense of place 
and well-paced cinematic storytelling, balancing aspiration with 
accessibility encouraging viewers to stay with the video and 
actively click through.

479.9K
Views

8.9K
Clicks

84.85%
VCR

70% Benchmark

1.58%
CTR
0.20% 

Benchmark

This slide is shared with Travel South only, each partner will receive their own tailored analysis
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Escapism Performance

22K
Page Views

2 mins 57"
Avg Dwell Time

Benchmark of
2 mins 30" 

• Escapism published 2 x inspirational articles on 
Escapism.com:
o Alabama, Arkansas, Louisiana (11.9k views)
o Kentucky, North Carolina, Tennessee (10.2k views)

• The articles performed strongly, delivering a combined 22K 
page views from 650K impressions.

• Average dwell time across both articles was 2:57, 
exceeding the 2:30 benchmark and indicating high-quality 
user engagement.

650K
Impressions

This slide is shared with Travel South only, each partner will receive their own tailored analysis
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Trailfinders Partnership
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Trailfinders Deliverables

2x Email Inclusions
Reaching 1M UK & IR Travellers

1x Solus Email
Sent to high intent clients

Avg open rate of 55%

1x Social Media Post
73K+ Followers across IG & FB

Dedicated Landing 
Page

Live for three weeks on 
Trailfinders.com

This slide is shared with all partners
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Trailfinders: Performance

1.98m
Impressions

2.7K
Page Views

1.61%
CTR

• Three email activations reached a combined audience of 1.9M 
recipients, generating over 2.1K clicks at an average CTR of 1.61%.

• Social activity delivered strong visibility, generating 6.8K+ views.

• The landing page achieved 2.7K visits, demonstrating clear intent 
from Trailfinders’ travel-ready audience.

• Performance highlights Trailfinders’ strength in converting 
inspiration into action, effectively supporting consideration and 
booking behavior.

This slide is shared with all partners
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Partner Results
In this section, we have included all individual partner analysis for Travel South only. 
Each partner will only receive their own results and will not see other destination partner results.
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North Carolina: Overview

• At $35k investment in media, North 
Carolina were a key partner the Travel 
South, Naturally campaign, which had a 
total campaign value of $354k.

• For North Carolina, this equated to $1.7 of 
media delivered for each $1k invested.

• Economic impact is calculated by 
multiplying Trailfinders room nights for 
North Carolina (26) by pax (152) by ave. 
daily spend ($529.50; source: 

globalstatisics.com). 

North Carolina Results

2.6m
Impressions

595K
30" Video Views

12K
Clicks

0.45%
CTR

0.20% benchmark

85.08%
VCR

70% benchmark

$2m
Economic Impact

22.3K
Pageviews

*Escapism + Microsite    **Trailfinders data

https://www.theglobalstatistics.com/united-states-tourism-statistics/#google_vignette
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North Carolina – 
Digital Performance

577K
Impressions

30% uplift

7.1K
Clicks

1.24% CTR

491K
Video 

Completions

85.8%
VCR
70% 

Benchmark

Video-on-Demand 30”:

103.9K 

Views

342
Clicks

0.16% CTR

244K
Impressions

3.5K
Clicks

1.44% CTR

Outstream: Native:
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North Carolina – Social 

1.5m
Impressions

1K
Clicks

0.06% CTR

150K
Engagements

246K
Reach

Social:
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North Carolina –  Microsite 

12.1K
Page Views
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North Carolina: Creative
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Travel South Naturally 2.0
Proof of Posting
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North Carolina
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VOD
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Native Display
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Paid Social
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Escapism Article:

Tennessee, Kentucky 
and North Carolina
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Microsite - 
Homepage
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Microsite – 
North Carolina
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Trailfinders
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Webpage

49

Trailfinders
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Email Marketing

50

Trailfinders
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Targeted Email Marketing
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Trailfinders
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Social Media

52

Trailfinders
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Travel South Naturally 
Microsite - Trailfinders
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Paid Social
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Thank You
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