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Media Performance



● Media
○ Tiki experienced strong growth this month, generating over 10k clicks and an impressive 10.12% CTR. The 

campaign drove 250 search queries in April, with most interest centered on Nature & Outdoors, followed by Local 
Experiences and Cultural & Historical insights.

○ Epsilon launched this month, delivering strong initial results with 1.3 million impressions and 1,494 clicks. The 
campaign achieved a 0.11% CTR, surpassing their benchmark of 0.10%. Ads appeared on high-visibility sites such 
as Today.com and Food & Wine, helping to drive early engagement.

○ Expedia maintained strong performance in April, generating over $302K in revenue from the campaign, with 734 
room nights booked and an impressive ROAS of 26.3.

● Website Analytics:
○ Display traffic is up significantly YoY, showcasing the efforts Madden is putting into this channel.
○ Organic Search (SEO) is seeing 11% more Users in April 2025, YoY. This is great to see growth, given the change in 

nature of SEO.
○ Paid Search (SEM) is consistent YoY and is the leading channel for traffic coming to the website.
○ The pages for Events and Where-to-Stay are seeing the strongest YoY growth in Views among the top 10 pages.
○ Top Cities for Paid Traffic are: Chicago, Dallas, Houston, KC, OKC, and NYC.
○ Top Cities for Organic Traffic are: OKC, Dallas, KC, Chicago, Eureka Springs, Little Rock, and Fayetteville.

Key Takeaways
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Site Performance Insights



INSIGHTS

● Paid Search: SEM is generating the most Users 
to the site and is consistent with the amount 
seen last April.

● Display traffic jumped to 2nd in bringing in 
Users, outpacing SEO traffic and bringing in 
280% more traffic YoY.

● Organic Search (SEO) is seeing growth YoY and 
continues to be a healthy channel for the site. 

● Cross-Network is continuing to generate a 
strong user base with slightly more traffic than 
Direct and Paid Social channels.

CHANNEL USERS Y/Y

Paid Search 23,778 +0.5%

Display 15,907 +280%

Organic Search 15,698 +11%

Cross-Network 6,284 n/a

Direct 5,171 -11%

Paid Social 4,625 -5%

Referral 1,007 -19%

Unassigned 643 +251%

Site Traffic - April 2025
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INSIGHTS

● The homepage saw an 
increase in traffic (+46%) and a 
decrease of 16% in 
Engagement Rate.

● Events saw 9% growth in Users 
AND an increased 
Engagement Rate of 25%.

● /things-to-do/ page stayed 
consistent as the page with the 
strongest Engagement Rate.

Top Pages Site - April 2025
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INSIGHTS

● The homepage 
continues to see strong 
YoY growth in site traffic 
from Paid Channels.

● Homepage and 
/category/where-to-st
ay/saw an increased 
view rate while all other 
pages saw declines.

● Engagement Rate is 
strongest among the 
/top-5-spring-events-i
n-eureka-springs/ and 
/where-to-stay/ pages.

Top Paid Media Traffic Pages - April 2025
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INSIGHTS

● Engagement Rate on pages 
via Organic Search are 
consistently higher than 
traffic via Paid Channels.

● Overall, site traffic is 
increasing steadily for the 
Homepage and significantly 
for the Events and Where to 
Stay page.

● Pride Festival saw YoY 
growth in views and 
engagement rate

Top Organic Search Traffic Pages - April 2025
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INSIGHTS
● OKC moved up to the top spot in Organic Traffic in April 2025, though the top four remained close in total users
● Dallas and OKC consistent as top markets, but we saw significant growth from Chicago, Houston, and New York on the 

Paid side.

Top 10 Cities: Paid/Organic Split - April 2025 
PAID TRAFFIC ORGANIC TRAFFIC
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Email Marketing
Campaign Report - April 

Open Rate

32.7%
~ YoY

Overall CTR

1.4%
~ YoY

Overall CTOR

4.1%
~ YoY

Industry Average 20%
2025 Goal: 35%

Industry Average 2.3%
2025 Goal: 2.5%

2025 Goal: 8%

Total Campaign Emails Delivered

12,541



April Email Metrics
As we kicked off IP warming in April, our focus was on building sender reputation and ensuring 
strong inbox placement under the new domain. Across the five segmented IP warming 
deployments, we observed:

● Open Rate: 32.7%
● Click-Through Rate (CTR): 1.4%
● Click-to-Open Rate (CTOR): 4.1%
● Deliverability: 99.6%

It’s important to note that the primary goal at this stage is not content performance, but 
deliverability. That means optimizing for inbox placement, minimizing bounces and spam 
complaints, and demonstrating to inbox providers that we are a trusted sender. Engagement 
optimization will come into sharper focus as we expand volume and reintroduce full audience 
segments.

Early engagement signals indicate that select events within the broader content mix 
outperformed other link categories. While this reinforces the continued value of events as 
interest drivers, our long-term strategy is to integrate events as supporting content rather than 
the primary focus. The email program is being structured to reinforce key destination pillars, 
including nightlife, mountain biking, and the trolley, all of which offer strong alignment with 
brand goals. 

Furthermore, we will continue elevating content that reflects the town’s quirky charm, vibrant 
arts scene, and historic character, with the aim to drive deeper engagement, encourage 
exploration, and promote year-round visitation to Eureka Springs. .

Email Marketing
Campaign Report - April 



Email Marketing
Campaign Report - April 

What’s Up & What’s Next
Audience & Database Cleanup

As part of our IP warming and deliverability strategy, we exported your audience and 
processed it through ZeroBounce to identify high-risk contacts that could harm 
deliverability. Roughly 1,100 addresses were flagged as spam traps, invalid, or 
abusive. These contacts have been isolated, and with your approval, we recommend 
archiving them to protect sender reputation and email performance.

Audience Segmentation

Moving forward, the database focus will shift to active vs. inactive audience 
segmentation. This will allow us to better understand engagement patterns and 
establish a core audience baseline for performance tracking, ensuring we evolve the 
program based on real user behavior.

Email Template

We’ve completed the color transition and final selections for the new email template 
(hooray!) The updated design will be in place for the May deployment.
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TOP PERFORMERS
Ad Groups: Visit Eureka Springs, Events, Things to Do

Keywords: eureka springs arkansas, eureka springs calendar of 
events, what is there to do in eureka springs, Things to do in 
Eureka Springs, city of eureka springs

Audience: Females 55-64

DMAs: Little Rock-Pine Bluff AR, Oklahoma City OK, Dallas-Ft. 
Worth TX

CLICKS  11,809
IMPRESSIONS  53,850
CTR 21.93% BENCHMARK: 9.59%

AVG CPC  $0.28

Primary KPI - Clicks 50,302
Impressions 230,580
CTR 21.82%
Avg CPC $0.26

Full FY25 Performance 
as of 5/1/2025

GOOGLE SEM
Campaign Report - April 1, 2025 - April 30, 2025



TOP PERFORMERS
Ad Groups: Things to Do, Events, Visit Eureka Springs

Keywords: eureka springs event calendar, things to do in 
Eureka Springs, eureka springs, things to do in Eureka Springs, 
hiking trails near me

Audience: Females 45-54

DMAs: Springfield MO, Ft. Smith AR, Joplin MO-Pittsburg KS

CLICKS  2,848
IMPRESSIONS  12,802
CTR 22.25% BENCHMARK: 9.59%

AVG CPC  $0.40

Primary KPI - Clicks 11,174
Impressions 53,372
CTR 20.94%
Avg CPC $0.42GOOGLE SEM - “Near Me”

Campaign Report - April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/0/2025



TOP PERFORMERS
Ad Groups: Events, General Leisure, Outdoors

Audience: Females 65+

DMAs: Chicago IL, Dallas-Ft. Worth TX, Houston TX

CLICKS  33,743
IMPRESSIONS  2,598,576
CTR 1.30% BENCHMARK: 1.81%

AVG CPC  $0.09

Primary KPI - Clicks 79,416
Impressions 6,204,392
CTR 1.28%
Avg CPC $0.09GOOGLE DEMAND GEN

Campaign Report - April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025



CLICKS  5,044
IMPRESSIONS  324,273
CTR 1.56% BENCHMARK: 1.76%

AVG CPC  $0.33

Primary KPI - Clicks 18,030
Impressions 1,429,198
CTR 1.26%
Avg CPC $0.36META PROSPECTING

Campaign Report - April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025

TOP PERFORMERS
Ad: Spring Events, Spring General

DMAs: Dallas-Ft. Worth, Kansas City MO, Tulsa OK

Placement: Mobile Facebook Feeds

Engagements:
Comments: 49
Post Reactions: 980
Saves: 28
Shares: 49



CLICKS  2,322
IMPRESSIONS  200,605
CTR 1.16% BENCHMARK: 1.92%

AVG CPC  $0.65

Primary KPI - Clicks 10,948
Impressions 1,307,333
CTR 0.84%
Avg CPC $0.53META REMARKETING

Campaign Report - April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025

TOP PERFORMERS
Ad: Spring Events (1200x1200), Spring General 
(1200x1200)

DMAs: Kansas City MO, Tulsa OK, Dallas TX

Placement: Mobile Facebook Feeds

Engagements:
Comments: 9
Post Reactions: 333
Saves: 6
Shares: 13



CLICKS  546
IMPRESSIONS  267,122
CTR 0.20% BENCHMARK: 0.09%

AVG CPM  $40

Primary KPI - Impressions 417,597
Clicks 951
CTR 0.23%
Avg CPM $40AZIRA - CTV

Campaign Report - April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025

TOP PERFORMERS
Ad: Culture 00:15

Geos: Texas, Missouri



CLICKS  13,222
IMPRESSIONS  429,794
CTR 3.07% BENCHMARK: 0.44%

AVG CPM  $16.25

Primary KPI - Clicks 13,600
Impressions 438,338
CTR 3.10%
Avg CPM $16.25AZIRA - DISPLAY REMARKETING

Campaign Report - April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025

TOP PERFORMERS
Ad: 320X480 ‘Expressive’

Geos: Texas, Oklahoma



CLICKS  1,388
IMPRESSIONS  337,358
CTR 0.41% BENCHMARK: 0.41%

AVG CPC  $1.67

Primary KPI - Clicks 2,959
Impressions 750,883
CTR 0.39%
Avg CPC $1.49REDDIT

Campaign Report - April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025

TOP PERFORMERS
Ad: Carousel

Geos: Chicago, & Dallas Ft-Worth DMAs

Reddit Community: Travel & Hiking

Gender: Women



Primary KPI - Clicks 658
Impressions 826,807
Gross Booking $ $773,390
ROAS 31.3EXPEDIA

Campaign Report -April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025



Primary KPI - Clicks 658
Impressions 826,807
Gross Booking $ $773,390
ROAS 31.3EXPEDIA

Campaign Report -April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025



Primary KPI - Clicks 658
Impressions 826,807
Gross Booking $ $773,390
ROAS 31.3EXPEDIA

Campaign Report -April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025



CLICKS  10,062
IMPRESSIONS  99,401
CTR 10.12% 
AVG CPC  $0.53

Primary KPI - Clicks 16,421
Impressions 172,376
CTR 9.52%
Avg CPC $1.02TIKI

Campaign Report - April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025

Total Search Queries in April: 250



CLICKS  1,494
IMPRESSIONS  1,379,317
CTR 0.11% 
AVG CPM  $9.00

Primary KPI - Clicks 1,494
Impressions 1,379,317
CTR 0.11%
Avg CPM $9EPSILON

Campaign Report - April 1, 2025 - April 30, 2025

Full FY25 Performance 
as of 5/1/2025


