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HRD SW Detroit Lead Campaign



HRD Sample Social Ads

Four ads at the top are the four individual ads we are 
running, there are 30+ different sizes for FB/Instagram that 
run in various places on the site (in-feed, right rail, reels, 
etc. – the four at the bottom are just sample sizes of a few 
of these. We have multiple sizes for all four ads.



Paid Facebook/Instagram 6.30.22-12.2.22

Impressions delivered:  209,477
Reach: 175,473
Clicks: 5,375
CTR: 2.57% (industry bench .90%)
CPC: $0.47 
CPM: $12.15
Reactions: 270
Shares: 111
video views: 3,181



June Core Email June Reminder Email 



July Reminder EmailJuly Core Email



August Core Email August Reminder Email



September Core Email September Reminder Email



October Core Email October Reminder Email



Core Email (6/17 deployment date)
•15,000 email recipients, 2,878 opens, 19.19% open rate, 368 clicks, 2.45% CTR
Reminder Email 6/24 deployment date)
•15,000 email recipients, 2,177 opens, 14.51% open rate, 430 clicks, 2.87% CTR

Core Email (7/13 deployment date)
•15,000 email recipients, 3,547 opens, 23.65% open rate
Reminder Email (7/20 deployment date)
•15,000 email recipients, 3,175 opens, 21.17% open rate, 337 clicks, 2.25% CTR

Core Email (8/16 deployment date)
•15,000 email recipients, 2,369 opens, 15.79% open rate, 3.02% CTR
Reminder Email (8/23 deployment date)
•15,000 email recipients, 3,036 opens, 20.24% open rate, 305 clicks, 2.03% CTR 

Core Email (9/15 deployment date)
•15,000 email recipients, 3,195 opens, 21.30% open rate, 401 clicks, 2.67% CTR
Reminder Email (9/22 deployment date)
•15,000 email recipients, 2,240 opens, 14.93% open rate, 351 clicks, 2.08% CTR

Core Email (10/20 deployment date)
•15,000 email recipients, 1,968 opens, 13.12% open rate, 312 clicks, 2.08% CTR
Reminder Email (10/27 deployment date)
•15,000 email recipients, 2,240 opens, 14.93% open rate, 351 clicks, 2.08% CTR

Targeted Email Reporting – September and October Deployment



Retargeting Campaign 

Site Retargeting (6/17-10/14)
•80,733 impressions, 77 clicks, 0.10% CTR (0.04-0.08% benchmark CTR)
•retargeting email recipients who opened the email, clicked the link, then went to the website.

Address Retargeting (6/17-10/15)
•400,888 impressions, 374 clicks, 0.09% CTR (0.04-0.08% benchmark CTR)
•retargeting all email recipients within the geofenced (selected zip codes)



OTT/Streaming through 12/16/22



Locations in 48209, 48210 and 48217
• See dates above for rotation of boards
• Red half-moons are the neighborhood posters – the 

flat side is the direction the board is facing.
• 2 boards total in 48217
• 2 boards in 48209
• 4 boards in 48210

Outdoor Neighborhood Boards



Campaign Recap Campaign Summary

• All campaign tactics delivered above benchmark across the course of the campaign

• Budget was utilized cost effectively and tactics selected were successful in delivery to target audience

• Delivering updated messaging within targeted emails was essential in keeping the attention of the target audience

• OTT/streaming was very effective in reaching cordcutters/cordnevers – streaming audiences who watch via paid 

stream and often free streaming – which is important to consider for hard to reach communities

• Recommendations for a new targeted campaign would incorporate similar tactics (based on budget) with 

implementation of new strategies with increased budget. Would also recommend email deployment to previously 

engaged email recipients who have not yet signed up for the program.

Thank you!


