
Part 5: Campaign #2

Company Name Idyllic Day

Campaign Theme Event

Campaign hashtag(s) #IdyllicWinter

Company Website URL https://idyllic-day.weebly.com

Facebook @ @Idyllicday

Instagram @ @Idyllicdaywedding

Nov 6-18, 2019

[insert logo]



Digital Calendar
Nov 6-18, 2019
Date Channel Topics

Nov 6 Facebook Idyllic Winter Package

Nov 6 Instagram Happy Holidays check out our winter 
sale

Nov 8 Facebook Inspirational Quote

Nov 8 Instagram Idyllic Day with key chains

Nov 11 Weebly 
blog

Frequently asked questions about 
Idyllic Day

Nov 11 FB & IG Ads Winter Spectacular, Idyllic Winter 
package, Winter Weddings

Nov 11 Facebook User Code

Date Channel Topics

Nov 11 Instagram Did you know post- link to blog

Nov 11 Constant 
Contact Email

Idyllic Winter Package

Nov 13 Facebook Did you know post-link to blog

Nov 13 Instagram Inspirational Quote

Nov 15 Facebook Poll on Wedding Ceremonies

Nov 15 Instagram Poll on indoor or outdoor wedding



Facebook Posts

[insert screenshot of post]



Facebook Posts

[insert screenshot of post]



Instagram Posts

[insert screenshot of post] [insert screenshot of post]



Instagram Posts



Blog Post 



[insert screenshot of ad]



Campaign Email

[insert screenshot of email (at least top portion)]



People Reached Post Engagements Link Clicks

5,990 213 66

Link Clicks 25

People Reached 2,694

Cost Per Link Click $1.51

Total Amount Spent $37.75

Link Clicks 39

People Reached 2,168

Cost Per Link Click $0.97

Total Amount Spent $37.75

Link Clicks 143

People Reached 1,534

Cost Per Link Click $0.09

Total Amount Spent $37.75



Google Analytics
Nov 6-18, 2019

Users 37

New Users 35

Sessions 41

# of 
Sessions/User

1.11

Avg. Session 
Duration

00.57

Pages/Session 1.49

Pageviews 61

Bounce Rate 72.17%

Audience >  Overview

Direct 6

Referral N/A

Organic N/A

Social or other 41

Acquisition > Overview > Users

Pageviews 61

Unique Pageviews 55

Avg. Time on Page 1:56

Bounce Rate 73.17%

% Exit 67.21%

Behavior  >  Overview

Page Title Pageviews Avg. Time on 
Page

Bounce 
Rate

1) Idyllic 
Winter

41 36 1:02

2) Home 6 6 3:01

3) Store 6 6 00:14

4) Services 3 2 5:35

5) Blog 3 3 00:33

Behavior  >  Site Content  >  All Pages > Top 5 Pages

Title of top landing page Idyllic Winter

Title of top exit page Idyllic Winter

Behavior > Site Content > Landing Pages



Social Media Metrics

#1 #2 #3 #4 #5

Reach 10 8 7 7 1.6K

Reactions, 
Comments, Shares 0 0 0 0 17

Clicks 0 0 0 0 140

Facebook Posts

#1 #2 #3 #4 #5

Likes 8 12 13 8 6

Comments 0 1 0 2 0

Shares 0 0 0 0 0

Saves 0 0 0 0 0

Profile Visits 1 3 1 3 0

Reach 21 23 23 24 19

Instagram Posts

Interactions 4

Profile Visits 4

Website Clicks N/A

Reach 54

Impressions 87

Instagram Insights

Overall Growth N/A

Top Location N/A

Top Age Range N/A

Gender % N/A

Instagram > Activity Instagram > Audience

Actions on Page N/A

Page Views 10

Page Previews 1

Page Likes N/A

Post Reach 6,069

Facebook Insights
Facebook > Overview > Last 28 days

Post 
Engagement

226

Page Followers N/A

Video (if app) N/A



Email Metrics
Date Sent 11-6-2019

Open Rate 23.1%

Click Thru Rate 100%

Bounce Rate 1

# of Sends 14

# of Opens 13

# of Clicks 13

# Opt Out 0



Campaign #2 Reflections

What you saw
What metrics stood out for you most with Campaign #2? What were the most striking 
differences across each channel in areas such as time on page, engagement, or click-
thrus?

The metrics that stood out to us was how high out Facebook post were and was fun to see 
our Facebook page grow. It was striking to see the metric comparison between Facebook 
and Instagram as Facebook metrics were high and Instagram was low. We think this is 
because Facebook is commonly used for business and can put more information on their 
news feed in one viewing whereas Instagram you must scroll several times to see an Ad 
and must people don’t scroll long enough.

What you learned
What were the big ah-ha's? What  adjustments did you make along the way? How did  
these adjustments make a difference?

We made the adjustment of  adding our website link to every post which was a big ah-ha 
to us because we saw our website metrics boots up. We saw more people on our service 
page and event page due to  links on each post. The Facebook post contained a link to our 
website which in a way acted as curated content because each social channel had 
different post.

Overall impressions

If you were to keep running campaigns for your mock company, what would you do 
differently in going forward to increase user engagement with comments on your blog or 
participation in your social media efforts?  What would you do differently to drive more 
new visitors to your website and get them to stay on the site longer? What would you do 
differently to get more email “opens?” etc.

If we were to continue campaigns for our mock company we would continue the boost 
advertisements but we would spend more time focusing on how we could increase the 
mertics on Instagram and how to decrease the bounce rate.


	Slide Number 1
	Digital Calendar
	Facebook Posts
	Facebook Posts
	Instagram Posts
	Instagram Posts
	Blog Post 
	Slide Number 8
	Campaign Email
	Slide Number 10
	Google Analytics
	Social Media Metrics
	Email Metrics
	Campaign #2 Reflections

