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7.8M+
Campaign

Impressions

1,447
Form Completions

/Heart

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. 

9.5%
Conversion Rate

/Heart

http://www.goportsmouthnh.com
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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. 
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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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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. 

http://www.goportsmouthnh.com
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Geographic Results

Facebook Website
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Website Analytics

These stats provide 
an overview of where 
traffic came from 
during the campaign. 
Sometimes, these 
numbers don’t match 
ones provided by the 
platforms due to 
attribution issues, 
page load speed, 
clicking away or 
double clicking, and 
more.
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Google Ads Overview

4.68M
Impressions, 
Google Ads
April - July

$2.07
CPM 

(Cost per 1,000 
impressions)

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. 

http://www.goportsmouthnh.com
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Google Ads

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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Google Ads

May

April

June

Total 4/29 - 7/31

July
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Social Ads Overview

2.46M
Impressions,

Paid Social Media, 
April - July

$3.04
CPM 

(Cost per 1,000 
impressions)

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. 
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Social Ads
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effectv Overview

228k
Impressions,

effectv
April - June

$39.36
CPM 

(Cost per 1,000 
impressions)

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.
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Seacoast Media Group Ads Overview

404k
Digital Impressions,

Seacoast Media Group
April - June

231k
Portsmouth Herald 

Print Media 
Impressions,
April - June

$14.16
CPM 

(Cost per 1,000 
impressions)

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.
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SeacoastOnline.com Digital Ads
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Portsmouth Herald Print Ads


