


Oct 2022 to March 2023Oct 2021 to March 2022

Total campaign budget 

amounted to less than 

$1,500 through this 

period

PERFORMANCE SNAPSHOT

The Winter Season uplift campaign – was run from 1st October 2022 onwards, following shows a year on year trend line for site traffic.

212,254 visitors

74.02% of Traffic was Foreign

73,098 visitors

30.48% of Traffic was Foreign

Y-Y TREND LINE

YEAR ON YEAR:
JAN TO MAR 2022 VS 2023

2,599,494 potential tourists reached

7,435,910 impressions (ad views) delivered

93.78% increase in traffic (compared to the same 

period last year, driven by paid channels.

130,352 pageviews during this period. 

UK, India, Spain, France, United States and Germany 

accounted for 51% of traffic to the website.

Spend on awareness 

and traffic 

generating 

campaigns has 

resulted in a 

93.80% year-on-

year traffic 

growth.

PERFORMANCE SUMMARY

JAN TO MAR 2023

RC Card issues, 

campaigns ran 

intermittently.



TRAFFIC & ENGAGEMENT

Traffic Source Sessions

Organic Traffic 42,280

Display 20,560

Paid Search 12,078

Social 5,297

Direct 4,706

Referral 455

Other 16

An analysis of traffic generation and 

content consumption on the website.

JAN TO MAR 2023

Campaigns were focused on 

awareness and exposure, as 

seen by the larger 

contribution of traffic via 

Display Campaigns.

While attention retained on 

pages is high on average, 

at 2:01 minutes, the bounce 

rate of 79.11% and average 

session duration of 1.05 

minutes are area to improve 

through additional content 

and user journey 

development.



GEOGRAPHIC PERFORMANCE

During the 

campaign 

period, 

foreign 

traffic 

accounted for 

66% of all 

website 

traffic.

UK, India, 

Spain, France, 

and United 

States account 

for the top 5 

foreign 

markets with a 

significant 

portion of 

said traffic 

generated from 

campaigns.

UK
London
Sheffield
Wolverhampton
Plymouth
Birmingham

India
Patna
Lucknow
Bengaluru
Mumbai
Chennai

TOP CITIES

Spain
Madrid
Barcelona
Seville
Valencia
Malaga

France
Paris
Bordeaux
Marseille
Lyon
Lille

Germany
Frankfurt
Berlin
Munich
Hamburg
Stuttgart



GOOGLE ADS: BUDGET UTILIZATION

Campaigns were run on Google Search Network, Google Display Network and YouTube.

Google Ads
1st Jan to 31st Mar 2023

Execution:

30 campaigns, 100 ad groups

Search, Display and Video with the largest budget 

for video

Targeting focused on top of the funnel at the 

inspiration and research/planning stages of the 

buying cycle, promoting the theme of Sri Lanka and 

it’s diverse range of travel experiences.

USD 6,451.55 

YouTube in-stream 

video ad, targeting 

potential French 

Travellers (affinity 

audiences researching 

travel ideas)

Ad CTR of 29.37%, for 

UK targeting the 

“planner” segment 

i.e. users searching 

for specific 

destination info like 

“Attractions in 

Galle, “Things to do 

in Galle” etc

Display Ad Preview



FACEBOOK ADS: BUDGET UTILIZATION

Campaigns were run on Facebook and Instagram.

Facebook Ads
1st Jan to 31st Mar 2023

Execution:

29 campaigns, 74 ad groups

For social-based ads, we mainly ran video, story 

and Instant experience ads showcasing multiple 

travel experiences in Sri Lanka, targeting 

consumers at the top of the funnel during the 

inspiration and research stages of the buying 

cycle.

USD 3,084.29 

Instant Experience 

ad, that opens up 

into a full-screen 

landing page, drives 

engagement and 

nurtures interest and 

intent

CTR of 3.61% - 6.80% 

targeting audiences 

interested in travel 

& related 

experiences, in UK, 

GER,FRA,ESP

Story Ad Previews



THANK YOU


