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The Arts & Culture campaign spanned digital, print, and television advertising, garnering more
than 7.8+ impressions and nearly 1,500 inquiries.

Overall, this campaign drew a lot of positive attention for Portsmouth’s arts and cultural
scene.. Short-term implications include creating a buzz about Portsmouth, increasing website
traffic to www.GoPortsmouthNH.com and its listings, and increasing overall visibility for
tourism in the area. Long-term implications will include increased visitation to the area and
support for our local arts and cultural venues and organizations.

7.8M+ 1,447 9.5%

Campaign Form Completions Conversion Rate
Impressions /Heart /Heart
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Peaks & Valleys in Data

Results can vary day-to-day and month-to-month for a variety of reasons, including holidays,
summer vacations, weather (nicer weather means fewer people home / online), special events,
etc. It's not uncommon for data to look like this over a period of time.

Geographical Data
See charts on the next page. Geographical data is gathered based on what information the user
has chosen to provide. It can be where they are currently located, or where they reside.

Targeting by Age

For this campaign, we did not target specifically by age, but instead by interest and location (65
miles of Portsmouth). Interest targeting included theater, arts, live performance, film, etc. While
younger audiences are interested in those topics and some have disposable income, it makes
sense that our results skewed a bit older, as adults 50+ have more disposable income, more
time to travel, and are more likely subscribers of the arts in general.

ART

Feel the beat. TOTAL BRAND AGENCY.



Future Campaign Improvements

This campaign gave us a lot of great data to move forward with and to consider for a future
campaign. Marketing dollars and spend were shared amongst a wide variety of tactics and
platforms in order to achieve three goals: gain awareness, gather metrics, and receive form fills.

For future campaigns, we recommend:

Getting more specific on campaign goals, which will help determine which platforms are
utilized and where ad spend is allocated.

Making clear what the giveaways / prizes are (if applicable). Using those specific prizes as
leverage in the marketing campaigns and announcing winners on social media.

Utilize organic social media more for campaign promotion and announcing winners to
help drive excitement.

With additional budget, purchase larger and better giveaways / prizes to drive more
conversions on the submission form.

Tailoring the creative copy and campaign to a more specific audience, which can also
mean running more than one creative / campaign simultaneously to reach different
audiences.
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Arts & Culture Campaign

www.GoPortsmouthNH.com

Future Campaign Idea

With the addition of the Portsmouth neighborhood pages on www.GoPortsmouthNH.com, run
a campaign for packages related to each neighborhood. It will drive awareness for those new
pages, promote more specific businesses in each neighborhood, and provide some variety in the
campaign creative which will keep people interested and coming back to the website and filling

out giveaway forms.
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Arts & Culture Campaign

Geographic Results

Facebook Website
| Acquisition
city * LandingPage ~
Users ~ +
Arts & Culture Campaign | Boston (Manchester) 205824 PE—
Arts & Culture Campaign | Portland-Auburn 43648 R o)
Arts & Culture Campaign | Hartford & New Haven 40448 1. New York /heart/ & 3,628 (22.14%)
Arts & Culture Campaign | Providence-New Bedford 30208 Z:<+Boston fheart/ & 2272:(13.863)
Arts & Culture Campaign | New York 21376 3. footsen) fheary & b A
. h h 3 (0.69%
Arts & Culture Campaign | Burlington-Plattsburgh 18688 il fheart ¢ R
5. Ashburn /heart/ fic] 84 (0.51%)
Arts & Culture Campaign | Springfield-Holyoke 12416
6. Bloomfield /heart/ @ 80 (0.49%)
Arts & Culture Campaign | Bangor 10880
7. Lowell /heart/ @ 78 (0.48%)
Arts & Culture Campaign | Unknown 9472 e i Thearts & % loan)
Arts & Culture Campaign | Los Angeles 7936 9. Portsmouth Jheart/ & 65 (0.40%)
Arts & Culture Campaign | Albany-Schenectady-Troy 6912 10.  Haverhill /heart/ @ 56 (0.34%)
Arts & Culture Campaign | Detroit 5760 s Lynn /heart/ & 567.(0-34%)
Arts & Culture Campaign | Minneapolis-St. Paul 5504 12= Guiney Meart! & o e
: h h :
Arts & Culture Campaign | Atlanta 5120 13 Wepmont fheart 2 =
14. Philadelphia /heart/ fic] 53 (0.32%)
Arts & Culture Campaign | Philadelphia 4864
15. Portland /heart/ @ 52 (0.32%)
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Arts & Culture Campaign
Website Analytics

® Users

400

These stats provide
an overview of where
traffic came from

May 2022 June 2022 July 2022 August 2022

Y This data was filtered using an advanced filter.

Acquisition Behavior Converslons All Goals ~ . M
N Lo s during the campaign.
Users J NewUsers  Sessions  BounceRate  Pages/Session Avg. SessionDuration  Goal Rate  Goal Goal Value .
Sometimes, these
15,134 W2 20020 86.79% 127 00:00:40 2% 1,430 $0.00 ,
®of T % i . ‘ ‘ for Viey v v : v % % of
ot || Renm{ relr ] Mwiml b o ey e B numbers don’t match
(129,350) (128,722) (165828) (63.22%) (-52.05%) (-71.52%) (-76.86%) (51179) ($0.00)
1. google / cpc Meary @i | 9298 9328  1aee 86.46% 125 00:00:47 6.89% i So00 ones provi ded by the
2 (direct) / (none) Moy @ 22 2183 2% 89.83% 137 00:00:44 763% e So00 P latforms due to
3. localiq/ display ey @ T 1w 89.55% 123 00:0022 547% sl Sooo attribution issues ,
4. |facebook com/ referral fheary @ i 3'_3 oaa oo 85.00% 121 00:00:16 800% i $°°° p a g e I_O a d S peed ,
5. google orgaic M @M B2 s 265 000228 s54% . clicking away or
i I 14 1 15 X 0 .00 H H
6. instagram.com / referral /heart/ @ (0.09%) 0.07%) ©.07%) A0S di00 0:00:00 000% 0.00%) lﬂsotc'.'r d ou b I.e CLI Ckl n g y an d
7. effect/ video Meay @ 81313 e 115 000022 1538% dral oo more.
8. baidu/ organic heary @ 2 2 a2 10000% 100 00:00:00 000% I
ke n m 1 . 3 .00
9. m.facebook.com / referral /heart/ @ ©01%) 10.07%} 0.05%) 81.82% 136 00:00:39 2727% 0:21% ‘cs?cu
10. facebook.com / referral Meary @8 i 100.00% 1.00 00:00:00 000% ‘ S0
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4.68M

Impressions,
Google Ads
April - July

$2.07

CPM
(Cost per 1,000
impressions)

)F PORTSMOUTH
Feel the beat.

Google Ads provided the best bang for the buck in this
campaign. Display and YouTube advertising are strong
components of an overall marketing campaign, and drove a
lot of traffic to the landing page and
www.GoPortsmouthNH.com website.

For future campaigns, we highly recommend keeping
Google Advertising as a solid tactic for awareness, website
traffic and conversions.
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Arts & Culture Campaign

Google Ads

Campaign J Impr. Clicks CTR Conversions Views

[T) | Dt Sprng Hie2- 2,535,130 9,595 0.38% 553.00 0
Display - Max Clicks

) e Nt Sptng 1,633,894 2,856 0.17% 161.00 0
Display - Max Conv.

B¢ [l s e 506,875 371 0.07% 500 312079
YouTube

Total: Campaigns @ 4,675,899 12,822 0.27% 71900 312,079

Google Display Ads have generated 4.1 million impressions and nearly 12,451 clicks to the landing page since launch. The Max
Clicks display campaign aimed at our key demographic and is our top performer for generating clicks to the website (9, and click
thru rate (0.38%). In total YouTube ads have resulted in 312,079 video views equalling 1,731 hours of watch time. 62% of people

watched the video to completion.

Tracking data shows us that over 700 people spent more than 2 minutes browsing the website after clicking an ad.
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Arts & Culture Campaign
Google Ads

Affinity segments
Clicks v Impressions v View rate v Views ¥

April 7 23.2K 68.55% 2.57K E?:gutr?tllr;ngines out

Lifestyles & Hobbies

Impressions v View rate v Views Art & Theater Aficionados

May 777K 61.58% 89.2K festtes & Hobbies

Impressions ¥ View rate v

1.45M 61.21%

June

Media & Entertainment
Movie Lovers

Click: Impression Vi v Vie
icks ¥ pressions v ew rate eV Media & Entertainment

July R _
8.65K 2.42M 61.74% 19K Music Lovers

In-market: other

Clicks v Impressions v View rate v

Total 4/29 - 7/31  EE¥ 4.68M 61.57%

Art Exhibitions
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We're ready for YOU!
Enter to Win a Night OUT!

4HEART

OF PORTSMOUTH
Feel the beat.

.0016

ART
HISTORY

11 AA

) SEND TO PHONE

—r 00:16
LEARN MORE



2.46M

Impressions,
Paid Social Media,
April - July

$3.04

CPM
(Cost per 1,000
Impressions)

‘HEART

Feel the beat.

Social media advertising allows for specific targeting and
we created different audiences for local and non-local.
Facebook received far more attention than Instagram for
this particular campaign. The CPM is slightly higher than
average of the last few years, as the pandemic has driven
more people to online advertising, raising the competition
and pricing.

For future campaigns, we highly recommend keeping social
media advertising as part of the strategy and potentially
segmenting further by audience and platform to achieve
the best results.

TOTAL BRAND AGENCY.



Ad Set Frequency Impressions

Outside Local 3.06 1,524,689
Go Portsmouth NH
Local 5.34 939,348 B oy 19-0
The arts & cultural scene in beautiful Portsmouth, New Hampshire is ready for you! The time
has come to get back out there and enjoy all the events and entertainment Portsmouth has to
offer. From art galleries and exhibits, to theater and world class concerts, film festivals and
Results from 2 ad sets © 3.64 2,464,037 historical sites- there is something for everyone and every interest here.

Per Person Total

Ad Set Frequency Impressions P o RT S M

Outside Local 3.06 1,524,689
Audience Network 235 79,803
Facebook 3.12 1,436,099

Instagram 1.72 8,781 We'l‘e I‘eddy fOI‘ YOU!
Enter to Win a Night OUT!

Uncategorized - 6
A
Local 5.34 939,348 “\
S
Audience Network 3.30 24,305 O
Facebook 5.45 899,429

GOPORTSMOUTHNH.COM
Instagram 2.10 15,611 Win A Night Out! Learn more

Share your favorite spots!

Uncategorized 1.00 3 QO 92 6 Comments 10 Shares
Results from 2 ad sets @ = 3.64 2,464,037
Per Person Total

4HEART DARCI
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Arts & Culture Campaign
Social Ads

Outside Local

13-17

18-24

25-34

35-44

45-54

55-64

65+

Local

By Age

13-17
18-24
25-34
35-44
45-54
55-64
65+

Results from 2 ad sets @
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OF PORTSMOUTH
Feel the beat.

3.06

223

220

242

2.66

3.50

5.34

2.68

3.43

4.42

6.30

7.61

3.64

Per Person

1,524,689

18
37935
118,743
106,154
168,263
364,867
738,709

939,348

16
23,447
83,207
91,849

133,074
245313

362,442

2,464,037

Total
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228k

Impressions,
effectv
April - June

$39.36

CPM
(Cost per 1,000
Impressions)

)F PORTSMOUTH
Feel the beat.

Our CPM for effectv is in line with industry averages
(Hulu's average CPM is $20-60, Roku’s average CPM is
$30). Layering this additional tactic provides an important
avenue for impressions and increased awareness.

In the future if there is a tight budget, and/or if the main
goal is form conversions, we would recommend not doing
effectv. If the goal is awareness and impressions, we would
keep this tactic.

TOTAL BRAND AGENCY.



Arts & Culture Campaign

effectv

REPORTING INSIGHTS THRU 6.26.2022

Creative
Name

DA101399748

DA101399747

"nu

Copy

Titla

Arts & Culture
Campaign
Pilot - Spot 2
Arts & Culture
Campaign
Pilot - Spot 1

Iscicode

First
Delivery

2022-04-05

2022-04-05

2022-04-05

Last
Delivery

2022-06-26

2022-06-26

2022-06-26

Impressi
Deliverec

114,467

114,145

228,612

Complet
Views

109,841

109,858

219,699

Complete
Views %

95.96%

96.24%

96.10%

v Your message is reaching the right audience and resonating with high engagement levels. This campaign ended 6.26.2022

4HEART
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Avg %
Viewed

97.27%

97.59%

97.43%
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Arts & Culture Campaign

effectv

REPORTING INSIGHTS THRU 6.26.2022

Delivery By Platform Content Brand List - Top 20

Other Vierified - 0.11%

1252%

789

75%

551%

{

i
SRERE

g

Platform: A set of devices that supp iewing and through which C deli dvertising
C d TV: Ani led device used to watch content on television screen.
Web B: : Video d through any web v ding and laptop.
Mobile: Video watched though a mobile web browser or a mobile in-app experience. ‘ﬁ‘dﬂ
Xfinity Set-Top Box: Device used in the home to watch on-demand content via an Xfinity subscription service. 0 2020 Commme. Al 1 reser il Comcant ool duntisd ard g opretmy alormton
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Arts & Culture Campaign

effectv

PORTSMOUTH THE CHAMBER COLLABORATIVE

EFFECTV STREAMING SUMMARY FOR PORTSMOUTH THE CHAMBER COLLABORATIVE

A digital solution to complement your multiplatform TV strategy

1. Effectv Streaming- FEP Audience Targeting 4. Effectv Streaming- TV Audience Targeting
Campaign Dates: 04/05/2022 - 06/26/2022 Campaign Dates: 04/05/2022 - 06/26/2022
Zones: 8 Zones Zones: 8 Zones
Impression: 43434 Impression: 47,619
Audience: Adults 25-64 Audience: Female 35-64
Investment: $1,998 Investment: $2,000
CPM: $46 CPM: $42
2. Effectv Streaming- TV-Premium Video Audience Targeting 5. Effectv Streaming- TV Audience Targeting
Campaign Dates: 04/05/2022 - 06/26/2022 Campaign Dates: 04/05/2022 - 06/26/2022
Zones: 8 Zones Zones: 8 Zones
Impression: 2941 Impression: 47,57
Audience: Eating & Drinking > Restaurant Audience: Interested in Cultural Arts
Goers/Dining Out Investment: $1998
Investment: $1,000 CPM: $42
CPM: $34
3. Effectv Streaming- TV-Premium Video Audience Targeting CREATED ON 03/31/2022
Campaign Dates: 04/05/2022 - 06/26/2022
Zones: 8 Zones
Impression: 58,764
Audience: Lifestyle & Other > Interested in Music &
Cultural Arts
Investment: $1,998
CPM: $34
Total Impressions 226,799 ¥' Over delivery of 1,813 commercials at no charge (delivered 228,612 impressions)
Total Digital Investment $8,994 v Delivered 100%
All schedules are subject ta the Effecty Advertising Ierms and Cendsiens, The TV impression values are based on the average Nielsen forocunfcc and are d all networks in the schedule. it does not total for this schedule, as actual
impression clearances wil be based on the time and netwark in which each individual spot airs Effectv's spot and d du month is pe y and may vary from final verifications and/cr invoices. Other cpm, reach, or spot
:r::s::: n:: Effocty are based on data provided by Effecty ce a third party and are for informational purposes only and may not be used for billing purposes. Proposal is representative of inventcey/rates as of 03/312022 but is not guaranteed and may vary from your final schedule as inventory svallability
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404Kk

Digital Impressions,
Seacoast Media Group
April - June

231k

Portsmouth Herald
Print Media
Impressions,
April - June

$14.16

(Cost per 1,000
iImpressions)

Feel the beat.

CPM for the print advertising campaign is in line with
national averages for advertising on digital / print. The
Portsmouth Herald and SeacoastOnline.com are an
important part of advertising locally, as they are the largest
news outlet in our area.

For future campaigns, Seacoast Media Group will remain an
important tactic for raising awareness with a local audience
(if budget allows). The Cost Per Click (CPC) for the digital
campaign is higher than we prefer at roughly $15 per click,
so that is a consideration based on the goals of future
campaigns.

TOTAL BRAND AGENCY.



Display Activity Report : Darci Creative, Llc
Impressions 404,387

9000
7000
5000

3000
2000

1000

23 03 14 25 06 17 28 08
MAR APR APR APR MAY MAY MAY JUN

M Impressions

Clicks 287

23 03 14 25 06 7 2
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The arts & cultural scene is truly the eyl sl G The arts & cultural scene is truly the

The arts & cultural scene s truly the
heartbeat of the Portsmouth community.
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heartbeat of the Portsmouth community.
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[

VOLUNTEER
and Give a Brighter Future o a Child
Who Experienced Abuse & Neglect

IN PARK ARTISTIC DIRECTOR

IBROCK'S

Join Us for an Online Info
Session on April 5
Register at casanh.org/stratford
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