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Quarter 3 Stat Report
Summary of Performance
The Q3 paid media tactics for Visit Arroyo Grande included Social Ads, Social Boosted Posts, Programmatic
Video Pre-Roll, CTV, and Google Performance Max. A rotation of the ads “No Weekend Needed” and “Time
Well Spent” were continued throughout the quarter. There were a few shifts in tactics during Q3 with PreRoll
running only in January and Meta Ads and Boosts starting in February. Meta is a great ‘always on’ tactic for
Arroyo Grande and the combination of boosted posts and social ads work well together. PreRoll was not
meeting performance goals and shifts were implemented to improve the campaign results, we typically like to
see the CTR around 0.20%, but it was falling shy of that. This quarter there was a significant increase in
impressions for Google Performance Max hitting nearly 8 million. Overall the impressions look good
throughout all platforms and we will continue to optimize towards peak performance.

As we have seen an increase in impressions and clicks, we will be focusing on the quality of clicks and
implementing tactics that enable us to provide brand safety measures. Programmatic Video, CTV placements,
Meta, YouTube, and Google Search allow us to have better overall control so we are recommending a slight
shift to those platforms.

On the owned side, e-newsletter results were strong. The open rate surpassed the industry standard of
33.25%. Although there was a decrease in published posts on Facebook and TikTok, engagement was up which
shows we published quality content that our followers are interested in. The number of story views was down
on Localhood due to the fact that we published fewer stories, but interaction and completion rates increased.
Website analytics for Q3 show 67K new users compared to 19K in Q2, a 255% increase. Due to GA4 and the
launch of the new website, we do not have year-over-year numbers. We were only able to compare results to
last quarter.

Paid Media

Digital Media Results:

Channel Creative Impressions Clicks CTR Comp. Rate CPM

Programmatic
Video

Time Well Spent
No Weekend Needed

58,991 * 90 .15% N/A $16.18

Google
Performance
Max

Time Well Spent
No Weekend Needed

7,884,062 77,154 0.98% N/A N/A

ATTACHMENT 1



*PreRoll ran in January **Meta Ads & Boosts started in February

Total Campaign Summary:

● Total Impressions: 8,666,206

● Total Clicks: 80,539

● Avg. CTR: .93%

Owned Media

Email Marketing Campaign Results:

Verdin created and sent three monthly e-newsletters in Q3.
They featured places to stay, local things to do and event
happenings. Below are the results:

January 12:

- Open rate: 50.5%
- Click rate: 4.8%
- Total clicks: 103

February 8: March 14:

- Open rate: 46.2% - Open rate: 52.0%
- Click rate: 2.2% - Click rate: 4.1%
- Total clicks: 46 - Total clicks: 113
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CTV Time Well Spent
No Weekend Needed

345,275 N/A N/A 98.75% $40.00

Social Ads -
Facebook &
Instagram

No Weekend Needed 324,719 ** 2,645 .81% 1.57% N/A

Social Boosts Variety 53,159 ** 650 1.22% N/A N/A

https://docs.google.com/spreadsheets/d/1JdqOqhDh0zeEEsC8kVg8s-aGcHUcO-5vU1WKrXfjmFs/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1AObpLkSliGt6MPRPWPP6WWsODpxkjqs0uY4c9w2FFIg/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1oK3ZO62vNg7CXBSguywtGsXi5Rxxg3l5qq9WIAQwuY4/edit?usp=sharing


Social Media Results:
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Top Social Posts:
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Localhood:
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Website Analytics: Compared to the previous quarter
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