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Campaign Tactic Updates

Outdoor –
20 posters (x4 rotations) and 5 digitals through November 13th

Radio–
WDMK 105.9 KISS FM – two weeks June
WJLB 97.9 FM – two weeks July

OTT/Streaming + Cable –
June through November
Spot airing: Keep Detroit Clean

Digital Platforms –
Facebook/Instagram
SEM (PPC)
YouTube
Targeted Display

Paid Social Digital Ad 



Keep Detroit Clean Media Plan



First Four Weeks of Campaign – Static Bulletin Locations

Due to shortage in neighborhood 
posters available at the start of the 
campaign, the strategy is to start with 
digitals (slide included) as well as these 
standard sized bulletins in locations 
within proximity of targeted dumping 
site locations (yellow arrows) as 
suggested by DPD.

Blue half-circles are the bulletin 
locations. Flat surface is the board face.

This is the first set of artwork we will 
need provided.



First Flight, Neighborhood Posters 6.27-9.4

Map of First Flight Locations

Location List

• Neighborhood posters are 10’5”x22’8”
• Red half-circles are the poster locations, flat 

surface is the board face



Second Flight, Neighborhood Posters 9.5-11.13

Map of Second Flight Locations

• Second flight neighborhood posters up 
through 11/13



Digital bulletins – these boards are located on main 
highways. Rotation is provided in weeks above. The 
yellow highlighted boards are added-value (no charge).

Black half-circles are the board locations. Flat side is 
the board face. These locations can host multiple 
designs, or just one (as preferred) and can change at 
anytime.



Outdoor Board Sample Artwork



City of Detroit Keep Detroit Clean Paid Digital through 12.31.22

Paid Social - Facebook and Instagram

Paid Search (SEM)
• Campaign results to date: 30,340 impressions 

delivered. 8,369 clicks, 27.58% CTR (4.62% 
benchmark)

• Top performing keywords – Report Illegal Dumping 
Detroit (47.80% CTR), Keep Detroit Clean (55.65% 
CTR), bulk waste drop off (46.70% CTR)

• 95% of clicks are from mobile devices
• Top performing keywords suggest that additional 

external marketing messages are being seen and 
heard

YouTube

Paid social campaign had strong results throughout the campaign. Benchmark on CTR for a 
campaign of this nature is  0.9%. The bar chart shows the engagement by age and gender. Pie 
chart shows mobile vs. desktop views.

Post engagement – 97,832
Post reactions – 2,107
Post shares – 1,227
Post comments - 465

Strong viewership of YouTube pre-roll. Benchmark 
viewership is 30-40%.

2,420,1150 33,429 1.38%
1,291,926

759,111

558.76%

CPC

.73



• 69% of impressions outside of prime programming means that the majority of our audience is watching daytime, 
prime fringe. late evening television – giving us the ability to put more inventory in those hours and spend less on 
delivered spots. More spots within the budget = increased frequency of message.



Connected TV – this is a regular TV that has been connected to a streaming device – whether a fire stick, game platform, 
roku, streaming services, etc. – this percentage suggests that a majority of viewers are cordcutters/cordnevers . However, 
we still see nearly 39% served via set top box– video on demand, other providers that come through a “cable” type box.


