
TRAVEL SOUTH 2025 
CAMPAIGN

10/1/2025 - 12/31/2025

X



 

FULL CAMPAIGN OVERVIEW

Plan Recap

2

We exceeded all goals in our media plan, delivering strong awareness, consideration, and conversion.

PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & 

Impressions)
DELIVERY % ADDED VALUE

Custom Content 50,000 87,699 175% $101,639

Meta Promotion of Content 10,050,000
12,772,642 127% $28,217

AV: Meta Promotion
1,200,000

Daily Email Content Inclusions of Content 1,200,000 1,449,870 121% $5,826

ROS Media 7,525,000 7,922,005 105% $6,072

AV: ROS Media 2,500,000 2,624,155 105% $39,362

AV: 100% SOV 50,000 588,554 1177% $11,771

TOTAL 22,575,000 25,444,925 113% $192,887



ALABAMA

10/1/2025 - 12/31/2025

X



What We 
Created

PROGRAM OVERVIEW
CONTENT & DISTRIBUTION
•Special ""Southern Flavors"" Section of Recipe Hub 
•(1) Recipe Article
•Meta Promotion of Recipe Article
•AV: Meta Promotion of Recipe Article
•(1) Daily Email Inclusion

ONSITE MEDIA
•ROS Media
•AV: ROS Media
•AV: 100% SOV on Recipe Article
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BRANDED CONTENT

Recipe Article 
For this campaign, we created a custom 
recipe article centered on Angel Biscuits. 

The article generated over 14K pageviews 
and received a strong 75% engagement rate, 
which is 1.20x higher than the Atlas Obscura 
benchmark.

 The piece was also distributed across Meta, 
featured in the Atlas Obscura daily email, and 
included in a Recipe Article hub alongside 
other Travel South partners. 

14K
PAGEVIEWS
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https://www.atlasobscura.com/articles/angel-biscuits-recipe
https://www.atlasobscura.com/hubs/recipes


*Source: Brafton; **Source: Rivaliq

BRANDED CONTENT

Distribution of Article
The article was promoted through paid Meta 
distribution and featured in the Atlas Obscura 
daily email to subscribers. 

The Meta promotion generated over 2.5M 
impressions with a 0.68% CTR, which is 1.08x 
higher than the industry average.* The post 
also achieved a strong 0.39% engagement 
rate, outperforming the industry average by 
1.3x.** 

The email inclusion delivered more than 231K 
impressions with a 0.51% CTR, which is 1.7x 
higher than the AO average.

2.5M
META IMPRESSIONS
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231K
EMAIL IMPRESSIONS

https://www.brafton.com/blog/social-media/social-advertising-benchmarks/#facebook
https://www.rivaliq.com/blog/social-media-industry-benchmark-report/#title-media


BRANDED CONTENT

Audience Response
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BRANDED CONTENT

Top Interacted Locations
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Meta Distribution:
● Wallonia
● Scotland
● British Columbia
● Dublin
● New Zealand
● Northern Ireland
● Texas
● Tennessee
● Wales
● England

Content:
● California
● Texas
● Ontario
● British Columbia
● Alabama
● Florida
● New York
● Washington
● Illinois
● Virginia



DISPLAY MEDIA

Results
Run of site media was deployed across the Atlas Obscura website and delivered over 2.5M impressions, including 
841K impressions of added value.

The top performing ad size for this campaign was 970x250 highlighted in green to the right with the highest CTR 
of 0.02%.

2.5M
TOTAL DISPLAY 
IMPRESSIONS

0.02%
CTR
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PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & Impressions) DELIVERY % ADDED VALUE

Southern Flavors Section of Recipe 
Hub - - 100% -

Recipe Article 10,000 14,222 142% $26,955

Meta Promotion of Recipe Article 2,350,000

2,556,139 102% $3,607
AV: Meta Promotion of Recipe Article 150,000

(1) Daily Newsletter Inclusion 150,000 231,524 154% $2,106

ROS Media 1,666,667 1,750,004 105% $1,250

 

CAMPAIGN OVERVIEW

Plan Recap
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We exceeded all goals in our media plan, delivering strong awareness, consideration, and conversion. Over delivery and 
added value placements amounted to a total added value that is equal to 78% of the plan cost.



PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & Impressions) DELIVERY % ADDED VALUE

AV: ROS Media 583,333 612,597 105% $9,189

AV: 100% SOV on  Recipe Article 10,000 228,836 2288% $4,577

TOTAL 4,910,000 5,393,322 110% $46,685
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CAMPAIGN OVERVIEW

Plan Recap



VISIT NORTH 
CAROLINA

10/1/2025 - 12/31/2025

X



What We 
Created

PROGRAM OVERVIEW
CONTENT & DISTRIBUTION
•(1) Custom List included in America Obscura 
package

•Meta Promotion of List
•AV: Meta Promotion
•(2) Daily Email Content Inclusions 
•Sponsorship of America Obscura Dedicated 
Email 

ONSITE MEDIA
•Ads running on the America Obscura Hub
•ROS Media
•AV: ROS Media
•AV: 100% SOV on List and Place Pages from List

1
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BRANDED CONTENT

Custom List 
For this campaign, we created a custom list 
centered on 9 Sites Showing How American 
History Marched Through North Carolina.. 

The list generated over 18K pageviews and 
received a strong 63% engagement rate.

 The piece was also distributed across Meta, 
featured in the America Obscura email, and 
included in a America Obscura hub 
alongside other Travel South partners. 

18K
PAGEVIEWS
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https://www.atlasobscura.com/lists/american-history-in-north-carolina
https://www.atlasobscura.com/lists/american-history-in-north-carolina
https://www.atlasobscura.com/hubs/america-obscura


*Source: Brafton; **Source: Rivaliq

BRANDED CONTENT

Distribution of List
The List was promoted through paid Meta 
distribution and portions of the Places 
integrated into the List were featured in the 
Atlas Obscura daily email to our subscribers. 

The Meta promotion generated over 2.6M 
impressions with a 0.64% CTR, which is 1.04x 
higher than the industry average.* The post 
also achieved a strong 3.15% engagement 
rate, outperforming the industry average by 
10.5x.** 

The email inclusions delivered more than 
308K impressions with the wild horses 
inclusion as the strongest performer at a 
0.36% CTR which is 1.2x higher than our AO 
benchmark.

3.15%
META ENGAGEMENT RATE
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308K
EMAIL IMPRESSIONS

https://www.brafton.com/blog/social-media/social-advertising-benchmarks/#facebook
https://www.rivaliq.com/blog/social-media-industry-benchmark-report/#title-media


BRANDED CONTENT

Audience Response
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BRANDED CONTENT

America Obscura Hub

We created an America Obscura Hub and 
included the new Visit North Carolina Custom 
List on the hub. 
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BRANDED CONTENT

Sponsorship of America 
Obscura Email
Visit North Carolina received full sponsorship 
of our America Obscura Email during this 
campaign. Which included partnership at the 
top and a newsletter ad directing to the 
clients site at the bottom. The email received 
over 178K impressions with the newsletter ad 
receiving over 188 clicks to the VNC site.
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DISPLAY MEDIA

Results
Run of site media was deployed across the Atlas Obscura website and delivered over 1.9M impressions, including 
296K impressions of added value and 48k impressions of display featured on the America Obscura Hub.

The top performing ad size for this campaign was 970x250 highlighted in green to the right with the highest CTR 
of 0.05% which is 1.67x higher than our AO benchmark.

1.9M
TOTAL DISPLAY 
IMPRESSIONS

0.03%
CTR
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PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & Impressions) DELIVERY % ADDED VALUE

1 Custom List 5,000 18,882 378% $2,800

Meta Promotion of Recipe Article 1,500,000
2,610,335 149% $19,431

AV: Meta Promotion of Recipe Article 250,000

(2) Daily Email Content Inclusions 300,000 308,234 103% $220

Sponsorship of America Obscura 
Dedicated Email 150,000 178,410 119% $8,718

Ads running on the America Obscura 
Hub 25,000 148,395 194% $468

 

CAMPAIGN OVERVIEW

Plan Recap
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We exceeded all goals in our media plan, delivering strong awareness, consideration, and conversion. Over delivery and 
added value placements amounted to a total added value that is equal to 67% of the plan cost.



PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & Impressions) DELIVERY % ADDED VALUE

ROS Media 1,500,000 1,575,301 105% $1,130

AV: ROS Media 250,000 262,505 105% $3,938

AV: 100% SOV on List & Place Pages in 
List 10,000 34,208 342% $684

TOTAL 3,985,000 5,036,268 126% $37,387

 

CAMPAIGN OVERVIEW

Plan Recap
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SOUTH CAROLINA

10/1/2025 - 12/31/2025

X



What We 
Created

PROGRAM OVERVIEW
CONTENT & DISTRIBUTION
•Special ""Southern Flavors"" Section of Recipe Hub 
that will feature the (3) multi-state Recipe 
Articles(Alabama, South Carolina, Tennessee)

•(1) Recipe Article
•Meta Promotion of Recipe Article
•AV: Meta Promotion of Recipe Article
•(1) Daily Email Inclusion

ONSITE MEDIA
•ROS Media
•AV: ROS Media
•AV: 100% SOV on Recipe Article

2
3



BRANDED CONTENT

Recipe Article 
For this campaign, we created a custom 
recipe article centered on South Carolina’s 
Frogmore Stew.. 

The article generated over 15K pageviews 
and delivered a strong 52% engagement 
rate.

 The piece was also distributed across Meta, 
featured in the Atlas Obscura daily email, and 
included in a Recipe Article hub alongside 
other Travel South partners. 

15K
PAGEVIEWS
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https://www.atlasobscura.com/hubs/recipes


*Source: Brafton; **Source: Rivaliq

BRANDED CONTENT

Distribution of Article
The article was promoted through paid Meta 
distribution and featured in the Atlas Obscura 
daily email to subscribers. 

The Meta promotion generated over 2.5M 
impressions with a 1.7% CTR, which is 3x 
higher than the industry average.* The post 
also achieved a strong 1.02% engagement 
rate, outperforming the industry average by 
3.4x.** 

The email inclusion delivered more than 183K 
impressions with a 0.72% CTR, which is 2.4x 
higher than the AO average.

2.5M
META IMPRESSIONS

25

183K
EMAIL IMPRESSIONS

https://www.brafton.com/blog/social-media/social-advertising-benchmarks/#facebook
https://www.rivaliq.com/blog/social-media-industry-benchmark-report/#title-media


BRANDED CONTENT

Audience Response
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DISPLAY MEDIA

Results
Run of site media was deployed across the Atlas Obscura website and delivered over 2.4M impressions, including 
716K impressions of added value.

The top performing ad size for this campaign was 970x250 highlighted in green to the right with the highest CTR 
of 0.04%.

2.4M
TOTAL DISPLAY 
IMPRESSIONS

0.02%
CTR
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PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & Impressions) DELIVERY % ADDED VALUE

Southern Flavors Section of Recipe 
Hub - - 100% -
Recipe Article 10,000 15,276 153% $26,693
Meta Promotion of Recipe Article 2,350,000 2,593,048 104% $4,253
AV: Meta Promotion of Recipe Article 150,000

(1) Daily Newsletter Inclusion 150,000 183,408 122% $863

ROS Media 1,666,667 1,750,003 105% $1,250

 

CAMPAIGN OVERVIEW

Plan Recap
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We exceeded all goals in our media plan, delivering strong awareness, consideration, and conversion. Over delivery and 
added value placements amounted to a total added value that is equal to 75% of the plan cost.



PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & Impressions) DELIVERY % ADDED VALUE

AV: ROS Media 583,333 612,387 105% $9,185

AV: 100% SOV on  Recipe Article 10,000 104,509 1045% $2,090

TOTAL 4,910,000 5,258,631 107% $44,336

 

CAMPAIGN OVERVIEW

Plan Recap
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TENNESSEE

10/1/2025 - 12/31/2025

X



What We 
Created

PROGRAM OVERVIEW
CONTENT & DISTRIBUTION
•Special ""Southern Flavors"" Section of Recipe Hub 
•(1) Recipe Article
•Meta Promotion of Recipe Article
•AV: Meta Promotion of Recipe Article
•(1) Daily Email Inclusion

ONSITE MEDIA
•ROS Media
•AV: ROS Media
•AV: 100% SOV on Recipe Article

3
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BRANDED CONTENT

Recipe Article 
For this campaign, we created a custom 
recipe article centered on Hot Slaw.. 

The article generated over 13K pageviews 
and recieved a strong 67% engagement rate, 
which is 1.08x higher than the Atlas Obscura 
benchmark.

 The piece was also distributed across Meta, 
featured in the Atlas Obscura daily email, and 
included in a Recipe Article hub alongside 
other Travel South partners. 

13K
PAGEVIEWS
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https://www.atlasobscura.com/hubs/recipes


*Source: Brafton; **Source: Rivaliq

BRANDED CONTENT

Distribution of Article
The article was promoted through paid Meta 
distribution and featured in the Atlas Obscura 
daily email to subscribers. 

The Meta promotion generated over 2.5M 
impressions with a 1.03% CTR, which is 2.56x 
higher than the industry average.* The post 
also achieved a strong 10.6% engagement 
rate, outperforming the industry average by 
a whopping  35.3x.** 

The email inclusion delivered more than 218K 
impressions with a 0.34% CTR, which is 1.13x 
higher than the AO average.

2.5M
META IMPRESSIONS
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218K
EMAIL IMPRESSIONS

10.6%
ENGAGEMENT RATE

https://www.brafton.com/blog/social-media/social-advertising-benchmarks/#facebook
https://www.rivaliq.com/blog/social-media-industry-benchmark-report/#title-media


DISPLAY MEDIA

Results
Run of site media was deployed across the Atlas Obscura website and delivered over 2.4M impressions, including 
746K impressions of added value.

The top performing ad size for this campaign was 970x250 highlighted in green to the right with the highest CTR 
of 0.02%.

2.4M
TOTAL DISPLAY 
IMPRESSIONS

0.02%
CTR
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PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & Impressions) DELIVERY % ADDED VALUE

Southern Flavors Section of Recipe 
Hub - - 100% -

Recipe Article 10,000 13,961 140% $25,773

Meta Promotion of Recipe Article 2,350,000
2,510,067 100% $2,801

AV: Meta Promotion of Recipe Article 150,000

(1) Daily Newsletter Inclusion 150,000 281,972 146% $1,515

ROS Media 1,666,667 1,749,730 105% $1,246

 

CAMPAIGN OVERVIEW

Plan Recap
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We exceeded all goals in our media plan, delivering strong awareness, consideration, and conversion. Over delivery and 
added value placements amounted to a total added value that is equal to 78% of the plan cost.



PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & Impressions) DELIVERY % ADDED VALUE

AV: ROS Media 583,333 612,433 105% $9,187

AV: 100% SOV on  Recipe Article 10,000 134,020 1340% $2,680

TOTAL 4,910,000 5,239,183 107% $45,868

 

CAMPAIGN OVERVIEW

Plan Recap
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WEST VIRGINIA

10/01/25 – 12/31/25

X



What We 
Created

PROGRAM OVERVIEW CONTENT & DISTRIBUTION
•(3) Places of the Day Features
•Meta Promotion of Places of the Day
•AV: Meta Promotion
•(3) Daily Email Content Inclusions of Places of the Day

MEDIA
•ROS Media
•AV ROS Media
•AV: 100% SOV on campaign content

3
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BRANDED CONTENT

Places of the Day Features
This campaign included three Places of the Day 
Features of existing West Virginia Place Pages: 
Kenova’s Pumpkin House, George Washington’s 
Bathtub, and Thurmond, West Virginia.

Collectively, the Place Pages had an on-site 
engagement rate (ER) of 51.70%, just above the 
Industry average*.

Of the three, Thurmond, West Virginia had the 
highest ER of 62.53%, 20% higher than the 
Industry average*.

39

25K
PAGE VIEWS

*Sources: GA4 ER  Meta CTR  Meta ER

https://www.atlasobscura.com/places/kenovas-pumpkin-house
https://www.atlasobscura.com/places/george-washingtons-bathtub
https://www.atlasobscura.com/places/george-washingtons-bathtub
https://www.atlasobscura.com/places/thurmond-west-virginia
https://www.atlasobscura.com/places/thurmond-west-virginia
https://arvo.digital/ga4-engagement-rates/
https://www.brafton.com/blog/social-media/social-advertising-benchmarks/#instagram
https://www.socialinsider.io/blog/social-media-industry-benchmarks/#12


DISTRIBUTION

Meta Distribution of Places of the Day
The combined Meta distribution saw 2.5M 
impressions and 55K clicks. 

The Kenova’s Pumpkin House feature had the 
highest ER of 3.31%, 11x the Industry average*, 
and the George Washington’s Bathtub feature 
had the highest click-through rate (CTR) of 
2.48%, over 4x the Industry average*.

2.5M
COMBINED

IMPRESSIONS

40 *Sources: GA4 ER  Meta CTR  Meta ER

https://www.atlasobscura.com/places/kenovas-pumpkin-house
https://www.atlasobscura.com/places/george-washingtons-bathtub
https://arvo.digital/ga4-engagement-rates/
https://www.brafton.com/blog/social-media/social-advertising-benchmarks/#instagram
https://www.socialinsider.io/blog/social-media-industry-benchmarks/#12


The Meta distribution of all campaign content saw over 5.5K reactions, 239 comments, 365 shares and a total 
collective engagement rate across all Meta posts of 3.17%, 10.5x higher than the industry average of 0.30%*.

DISTRIBUTION

Audience Response

41*Sources: GA4 ER  Meta CTR  Meta ER

https://arvo.digital/ga4-engagement-rates/
https://www.brafton.com/blog/social-media/social-advertising-benchmarks/#instagram
https://www.socialinsider.io/blog/social-media-industry-benchmarks/#12


DISTRIBUTION

Newsletter Inclusions

507k
COMBINED

IMPRESSIONS

42

2.4k
COMBINED

CLICKS

The Places of the Day Features were included 
in the Atlas Obscura Daily Emails to drive 
traffic back to the Place Pages. The inclusions 
had a combined average CTR of 0.83%, 4x 
the Atlas Obscura average. 

The inclusion of the Thurmond, West Virginia 
in particular performed very well with a very 
high CTR of 2.04%, almost 10x the Atlas 
Obscura average.

https://www.atlasobscura.com/places/thurmond-west-virginia


Display media was deployed across the Atlas 
Obscura website and delivered over 1.7M 
impressions, including the additional 510K 
impressions of added value. 

The top performing ad sizes were 320x50 with 
the highest impressions and clicks, and 
300x600 with the highest CTR of 0.03%, on par 
with the Atlas Obscura average.

1.7M
TOTAL IMPRESSIONS

$10K
ADDED VALUE
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DISPLAY MEDIA

Onsite Media



PLAN PACKAGE

CONTRACTED 
UNITS

(Views & 
Impressions)

DELIVERED UNITS
(Views & 

Impressions)
DELIVERY % ADDED VALUE

(3) Places of the Day Features 15,000 25,358 169% $17,751

Meta Promotion of Places of the Day 1,500,000
2,503,053 125% $17,553

AV: Meta Promotion 500,000

(3) Daily Email Content Inclusions 450,000 507,732 113% $1,123

ROS Media 1,000,000 1,048,572 105% $729

AV: ROS Media 500,000 524,233 105% $7,864

AV: 100% SOV on Place Pages 10,000 86,983 870% $1,740

TOTAL 3,960,000 4,695,931 118% $46,758

 

CAMPAIGN OVERVIEW

Plan Recap

44

We had a successful campaign that delivered strong awareness, consideration, and conversion. Over delivery and 
added value placements amounted to a total added value that is equal to 72% of the plan cost.



THANK YOU!
X


