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What We 
Created

PROGRAM OVERVIEW CUSTOM CONTENT
• (1) Interactive Multimedia Guide
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STRATEGIC MEDIA
● Social Media Distribution
● Email Distribution
● Run of Site Media 
● 100% Takeover on Campaign Content



PLAN PACKAGE CONTRACTED UNITS
(Views & Impressions)

DELIVERED UNITS
(Views & Impressions) DELIVERY % ADDED VALUE

(1) Interactive Multimedia Guide 5,000 6,212 124% $45,950
Meta Promotion of Content 3,000,000

5,193,836 148% $32,908
AV: Meta Promotion of Content 500,000
(1) Inclusion in Daily Email 220,000 647,886 294% $7,780

Run of Site Media; NC 1,250,000 2,116,481 169% $12,131

Run of Site Media; AR 1,250,000 2,226,259 178% $13,668

AV: Run of Site Media; NC 250,000 416,545 167% $5,832

AV: Run of Site Media; AR 250,000 446,337 179% $6,249
100% Takeover on Campaign Content; 
NC 2,500 2,827 113% $57

100% Takeover on Campaign Content; 
AR 2,500 2,766 111% $55

Licensing of 5x custom Photographs 
per Partner - - - $2500

TOTAL 6,725,000 11,059,149 164% $127,128

 

CAMPAIGN OVERVIEW

Plan Recap
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We exceeded all goals in our media plan, delivering strong awareness, consideration, and conversion. Over delivery and 
added value placements amounted to a total added value that is equal to 116% of the plan cost.



CUSTOM 
CONTENT
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CUSTOM CONTENT

Interactive Multimedia Guide

6K
PAGEVIEWS

We developed one Interactive Multimedia Guide to showcase the 
beautiful outdoors and wildlife of Arkansas and North Carolina. 
This guide featured videos, maps, and images of unique 
locations, with a read along guide for our users. 

The Interactive Guide was published on our website and 
promoted across email and social media. The social 
performance was particularly strong. On the other hand, we 
believe the onsite engagement suffered somewhat due to the 
nature of the guide having two non contiguous states – a 
valuable learning for future campaigns. We broke the Meta 
promotion out by state, and that was successful – with an 
average  Engagement Rate (ER) of 0.73% which is 2.4X higher 
than the industry average.*

2.4X
HIGHER THAN 

INDUSTRY AVG 
ENGAGEMENT RATE

*Source 

https://www.atlasobscura.com/studio/nature-guide-travel-south
https://www.rivaliq.com/blog/social-media-industry-benchmark-report/#title-media


SOCIAL 
PROMOTION
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DISTRIBUTION

Social Media 
PERFORMANCE SUMMARY

One Facebook carousel, one static image, and 
one Instagram carousel were created and 
distributed for the Guide, featuring Arkansas 
copy and social handshakes. Collectively, these 
three posts generated over 3.1 million 
impressions, 15K+ engagements, an engagement 
rate of 0.49%, and a CTR of 0.79%—2.6% higher 
than the industry average.*

The top-performing post was the Facebook static 
image (far right), which garnered over 1.1 million 
impressions, a CTR of 1.02%—13% higher than the 
industry average and an engagement rate of 
0.61%, surpassing the industry average by 15x.**

*Source **Source

3.1M
IMPRESSIONS

3K
REACTIONS

https://www.brafton.com/blog/social-media/social-advertising-benchmarks/#facebook
https://www.rivaliq.com/blog/social-media-industry-benchmark-report/#title-media


META PROMOTION

Audience Response
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Out of the six total posts promoting the Multimedia Interactive Guide, they collectively received over 38K  
engagements, 288 shares and over 183 comments. 

5.1M
IMPRESSIONS

5K
REACTIONS



CAMPAIGN OVERVIEW

LinkedIn Post

We posted on LinkedIn to promote the 
Multimedia Interactive Guide, tagging both 
Arkansas Tourism and Visit North Carolina 
for added visibility. This additional post 
received over 352 impressions.

1
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EMAIL 
PROMOTION
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STRATEGIC MEDIA

Newsletter Inclusions

PERFORMANCE SUMMARY

We sent two Newsletter Inclusions to our 1.4M 
Atlas Obscura subscribers, promoting the 
Multimedia Interactive Guide. One Inclusion 
had Arkansas Tourism copy and the other 
Visit North Carolina copy. The two inclusions 
generated over 647K impressions and drove 
over 830 clicks back to the Guide. 

$7K+
ADDED VALUE

647K
IMPRESSIONS
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DISPLAY 
MEDIA
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PERFORMANCE SUMMARY

Run of Site media delivered over 2.6M impressions, 
including the planned media and the additional 449K 
impressions of added value. 

The top performing ad size was 300x600 with the 
highest CTR of 0.04%.
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STRATEGIC MEDIA

Onsite Media

$20K
ADDED VALUE

2.6M
IMPRESSIONS



THANK YOU!
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