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Overall Campaign Summary 
 
Campaign Dates: 5/1/11 – 6/5/11 
Markets: Seattle, Portland, San Francisco 
 
This Facebook fan acquisition campaign generated a total of 22,723,526 impressions over the month of April and captured a total of 
6,513 clicks. Of these total clicks, 5,898 were unique, meaning that even if a user saw/clicked on one of our ads multiple times they 
were only counted once.  
 
Total Impressions: 22,723,526 
Total Clicks: 6,513 
Total Connections: 2,775 (The number of people who liked TWW’s FB page) 
 

 
 
 
 
 
 

 
 



Market: Seattle 
  
In Seattle, our Facebook campaign generated a total of 10,762,078 impressions and captured a total of 3,415 clicks.  
 
Total Impressions: 10,762,078 
Total Clicks: 3,415 
Total Connections: 1,550 (The number of people who liked TWW’s FB page) 
 

 
  Reach: 105,090 
Freq: 98.9 

 



Market: Portland 
  
In Portland, our Facebook campaign generated a total of 4,249,484 impressions and captured a total of 1,433 clicks.  
 
Total Impressions: 4,249,484 
Total Clicks: 1,433 
Total Connections: 755 (The number of people who liked TWW’s FB page) 
 

 
Reach: 58,256 
Freq: 72.1 

 



 
Market: San Francisco 
  
In San Francisco, our Facebook campaign generated a total of 7,711,964 impressions and captured a total of 1,665 clicks.  
 
Total Impressions: 7,711,964 
Total Clicks: 1,665 
Total Connections: 450 (The number of people who liked TWW’s FB page) 
 
 

 
Reach: 167,633 
Freq: 45.3 

 



Ad Performance Data: 
 
Our campaign was composed of three ads: Wine Message, Romance Message  and Food Lover message.  
 
 

 
 
 
Seattle: In Seattle the “Romance” ad performed best followed by “Wine” and then the “Food” ad.  

 
1) Romance Message:  881 clicks 
2) Wine Message: 592 clicks 
3) Food Message: 77 clicks 

 
  San Francisco: In San Francisco, the “Food” ad performed best followed by “Wine” and then the “Romance” ad.  
 

1) Food Message: 843 clicks 
2) Wine Message: 115 clicks 
3) Romance Message: 79 clicks 

 
Portland: In Portland, then “Wine” ad performed best followed by “Food” and then the “Romance” ad.  

1) Wine Message: 680 clicks 
2) Food Message: 94 clicks 
3) Romance Message: 1 clicks 

 
 



 



 
 
CityGrid Final Performance Report: 
 
March 29- April 30 2011: 
 
Clicks: 1,083 
Impressions: 50,077 
Click Though Rate: 2.16% 
Impression Share: 84% (Meaning that for our industry terms and searches, we are showing up 84% of the time!) 
  
The clicks continued to increase at a steady rate throughout the campaign. The final CTR this campaign generated was 
2.16%, a great industry number. 
  
Keywords that performed the best in this campaign are as follows:  

• Walla walla wineries 
• Walla walla wine tours 
• Washington wineries  
• Wineries in walla walla 
• Lodging in walla walla  
• Walla walla wine tasting 
• Wineries in (targeted cities) 

 

 



 

 



 
 
Campaign:   Spring 2011 Online Final Report  
Client:    Tourism Walla Walla 
Campaign Date:  03/01/11-04/05/11 
 

 
 

Executive Summary 
 
Walla Walla’s online campaign consists of two different advertising plays across 
the MNI Network.   
 
The Results. 
 
The MNI CPM Network – Over the course of this campaign we have served a 
total of 1,668,803 impressions, over-delivering by 23,419 impressions. These 
were served to a targeted audience over a qualified group of sites. Out of these 
impressions served, a total of 1,131 click-throughs were generated, yielding a 
click-through rate of .07%. 
 
The MNI CPC (Cost-Per-Click) Network has generated a total of 6,002 clicks. 
These clicks were delivered by serving 4,417,239 impressions over the entire 
network. Since we only paid for potential customers (those that click) we were 
able to gain a large amount of added exposure. 
 
What does this mean? 
 
The CPM campaign over-delivered the negotiated number of impressions.  
 
The CPC campaign generated an average click-through of .14% and over-
delivered the fully negotiated number of clicks.  
 
 
 
  



Client: Tourism Walla Walla
Reporting Period: 03/01/11 - 04/15/11
Campaign Complete: 100%

Impressions

Site
Planned Actual Index to 

Actual Planned Actual 
Clicks 

Index to 
Actual Impressions

MNI CPC Network 12,000$         12,004$      100% 6,000 6,002         100% 4,417,239
Totals 12,000$         12,004$      100% 6,000          6,002         100% 4,417,239

Comments

Online Media Campaign Performance Report

Dollars Delivered Clicks

The campaign has delivered in full and captured 6,002 clicks.


