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Horizon: Round 1




Eampaign Summary

Overview

To increase awareness about the Horizon initiative, drive e-
newsletter sign-ups and promote the Transformative
Transportation Projects competition, the LPA social team, with
consultant support, created a series of standalone tweets that
were boosted.

Audience
Geographic: San Francisco-Oakland-San Jose CA, US

Goal
* Link clicks
* Followers

* Post engagements

# of Ads 12

Platforms
* Twitter

Timing
Jun. 11-Aug. 11. 2018

Sample Posts




Mailing list sign-ups and Twitter followers

Metropolitan Transportation Commission &
@MTCBATA - Jun 8, 2018

Are you signed up for our Horizon newsletters?
Sign up on the Horizon homepage and be the first
to hear about our predictions for the future of the
Bay Area and exciing ways for you to get involved
w8

mtc.ca.govisign-horizon

L

spor
@MTCBATA - Jun 26, 2018
Want to hear about the latest on transportation,
housing and

resiiency in the Bay Area? Stay engaged with
MTC!

Horizon Guiding Principles and Call for Transformative Projects

L

@MTCBATA - Jun 26, 2018

‘What does the future have in store for the Bay
Area? Follow MTC to help shape the region’s
future.

@MTCBATA - Jun 26, 2018

L]

‘When we plan for the future, what sort of future

are we
planning for? Stay engaged with MTC.

<
@ @MTCBATA - Jun 8, 2018
Thanks to the 10,000+ Bay Area residents that
shared their hopes and dreams for the future of
the region! Their comments shaped Horizon 5
Guiding Principles: Affordable, Connected,
Diverse, Healthy, and Vibrant. #BayArea2050

mte.ca.govhorizon

L]

@MTCBATA - Jul 20, 2018
Calling all #innovators! Got a BIG IDEA to reshape
the way we move around the Bay Area? @z
Submit your Transformative Project idea here to
be entered to win up to $500 and maybe reshape
the future of transportation for the #BayArea2050!

Horizon: Request for

Transformative Projects
B coca googiecom
e

Q Qs Q2 &

9
@ @MTCBATA - Aug 1, 2018
R AT A UEERNERENLT AR
MAEMSTENREYR, TEFRRR
#9500, EAHFIEEEBENR
#, #BayArea?050

TS BREREE
ﬁ & docs.google.com

o) ja! v} &

@MTCBATA - Aug 3, 2018

L]

Comparta sus Proyectos Transformativos con
nosotros para una oportunidad de ganar hasta

$500 y tal vez definir el futuro de la regién.
#BayArea2050

Horizon: Solicitud de Propuestas
B de Proyectos de Transformacion

& docs.google.com

< 1= v &

Results

Twitter: link clicks, followers and engagement

Follows

Impressions

The number of
times a post shows
up in a social

newsfeed. account.

189,869 261

The number of
people who started
following MTC

Link Clicks

The number of
clicks on links
within the ad that
led to advertiser-
specified
destinations.

649

Outcome

Good performance, with a
good click-through and engagement rates

Click-through Rate
The rate at which
people click
through to the next
state.

5.70% 175

Data summary of the entire campaign, consisting of 12 posts.

Post Engagements
Any action a person
takes with our ad.

Engagement Rate
Number of post
engagements
divided by total
impressions.

1.34%




Horizon: Round 2

Eampaign Summary

Overview

To publicize Horizon workshops, the LPA social team chose to
promote each workshop as its own Facebook event. We chose an
audience that would be most likely to attend the events, so our
paid campaign would be most effective.

Audience

Bay Area Advocates & Enthusiasts — people who either actively
participate in or are interested in transportation policy. These
people are forward-thinking and look for environmental, housing
and transportation solutions.

Goal
* Eventresponses
¢ Link clicks

# of Ads 8

Oakland

San Jose
Petaluma

San Bruno
Vallejo
Walnut Creek

Platforms

Facebook
Twitter
Instagram

Timing
Mar. 1-27, 2019




Sample Posts

Metropolitan Transportation Commission shared an event politan Transportation Commission shared an event. Metropolitan Transportation Commission shared an event.
Sponsored - @ Spansored - @ Sponsored - @
We want your input to help us plan for what's on the Horizon for the Bay We want your input to help us plan for what's on the Horizon for the Bay We want your input to help us plan for what's on the Horizon for the Bay
Area. Area, Area.

TUE. MAR 19 WED, MAR 20 WED, MAR 27

Horizon Workshop: San Bruno Horizon Workshop: Vallejo Horizon Workshop: Walnut Creek
Tanforan Mall, 1150 El Camino Real, San Bruno Julnteaned 253 Georgia St, Vallejo, CA 94590-5905, United... LB Embassy Suites by Hilton Wainut Creek - Walnut... Nifreeee

35 people interested - 2 people going 92 people interested - 30 people going 67 people interested - 7 people going




Metropolitan Transportation Commission shared an event politan Transportation Commission shared an event. p: portation Commission shared an event
Sponsored - @ Sponsored - @ Sponsored - @

We want your input to help us plan for what's on the Horizon for the Bay We want your input to help us plan fer what's on the Horizon for the Bay We want your input to help us plan for what's on the Horizon for the Bay
Area. Area. Area.

TUE, MAR 12 THU, MAR 14 SAT, MAR 16

Horizon Workshop: Oakland Horizon Workshop: San Jose Horizon Workshop: Petaluma r =
101 8th St, Oakland, CA 94607-4707, United States Rl tarasad 200 E Santa Clara St, San Jose, CA 95113-1903,... AR 320 N McDowell BIvd, Petaluma, CA 94954-2352,.. Lebhebicat
130 people interested - 10 people going 78 people interested - 14 people going 42 people interested - 3 people going

o Metropolitan Transportation Com... Instagram

@MTCBATA Metropolitan Transportati...
Sponsored

We want to hear from you. Join us at our N\
workshops where you'll let us know which \
strategies you think are best for the future \
Bay Area. Don't wait—there are only a few
left. bit.ly/HorizonWorkshop

Learn More

Qv A

We want to hear from you. Join us at our
workshops where you'll let us know which
strategies you think are best for the future




Resu ItS Outcome

Good performance, with good click-through rates,
despite weak performance on IG and TW*

Facebook, Instagram and Twitter

Impressions Unique Link Clicks Click-through Rate

The number of times a The number of people who The rate at which people click
post shows up in a social clicked a link
newsfeed

Post Engagements

Any action a person takes with
through to the next state. our ad.

106,860 447 2.4% 891

Data summary of the entire campaign, consisting of 8 posts.

*Since TW and IG were added last minute, we only had one piece of creative and a limited time to run the ads. If we had run the ads from the beginning, they would have been more successful.

Art on the Horizon




Campaign Summary 4 of Ads 46
Overview Platforms
To publicize the Art on the Horizon contest and drive submissions, * Facebook
the LPA social team chose to promote the contest on Facebook and e Instagram
Instagram. g
Rounds 1-3 promoted the contest. Rounds 4-5 announced the Timing
winners.

Round 1: Feb. 7-26, 2019
Audiences Round 2: Feb. 28 - Mar. 14,
* Bay Area residents (13-23): FB/IG 2019
* Art teachers: FB only Round 3: Mar. 15-29, 2019
* Bay Area parents (35+): FB only Round 4: May 6-9, 2019
Goal Round 5: May 9-11, 2019
e Link clicks

* Post engagements

Sample Posts




Instagram @ Metropolitan Transportation e Metropolitan Transportation "

Commission @ Commission @

S
mtcbata Sponsored Sponsored - @

Sponsored .
Know any young videographers or

First-prize winner Elyssa was inspired by small
photographers? Tell them about our student art g Y P ¥

steps that can add up to a big impact. “| truly

’f 0” contest: a $500 prize goes to the best believe if we can all start incorporating simple
submission about climate change.

changes within our communities, we will have a
greater chance of cutting down CO2 emissions,”
she said.

The Horrzon

- YOUTH ART CONTEST

We held Art on the Horizon: Youth Confronting
Climate Change Contest earlier this year. The
judges awarded "Walkable Cities" first-prize in
the 13-17 age category.

BAYAREAMETRO.GITHUB.IO
Help Inspire Solutions

Submissions due March 22 Wa I k; 1 1 t 1 cs.

Produced Tabungar

Qv N

mtcbata Aspiring videographers and photographers, we
want to hear from you. Weigh in on climate change
using your art—first prize wins $500.

Outcome

ReS u |tS Weak performance, with a low

click-through rate

Facebook and Instagram (Rounds 1-3): website clicks

Impressions Reach Link Clicks Click-through Rate
The number of times a post The number of people who The number of clicks on links The rate at which people click-
shows up in a social newsfeed. | saw your ads at least once. within the ad that led to through to the next state.

advertiser-specified
destinations.

1,546,154 282,088 5,914 0.38%

Data summary of the entire campaign, consisting of 40 posts.




Outcome

Resu ItS Strong performance, with a

high engagement rate

Facebook (Rounds 4-5): post engagements

Impressions Reach Post Engagements Engagement Rate
The number of times a post The number of people who Any action a person takes with Number of post engagements

shows up in a social newsfeed. | saw your ads at least once. our ad. divided by total impressions.

40,578 25,838 8,004 19.7%

Data summary of the entire campaign, consisting of 6 posts.

Horizon: Web Tool

10



Eampaign Summary

Overview

We asked the public to explore the three different Horizon Futures
on the Vital Signs website. The LPA social team chose an audience
that would be most likely interested in this topic.

Audience

Bay Area Advocates & Enthusiasts — people who either actively
participate in or are interested in transportation policy. These
people are forward-thinking and look for environmental, housing
and transportation solutions.

Goal
e Link clicks

# of Ads 8

Platforms
* Facebook
* Twitter

Timing
Apr. 1-21, 2019

Sample Posts

11



Metropolitan Transportation .es
Commission @
Sponsored

Imagine a future where the sea level has risen
by 3 feet and thousands of homes and roads
are destroyed by flooding.

WHAT IF SEA LEVELS :
RISE BY 3 FEET? |

VITALSIGNS.MTC.CA.GOV
The Bay Area in 2050
Explore what might happen

LEARN MORE

Metropolitan Transportation .s
Commission @
Sponsored

How would life in the Bay Area change if the
cost of driving dramatically increased and new
technologies enabled greater telecommuting?

WHAT IF THE

COST OF DRIVING |

DRAMATICALLY INCREASED?

VITALSIGNS.MTC.CA.GOV
The Bay Area in 2050
Explore possible futures

LEARN MORE

Metropolitan Transportation eee
Commission &
Sponsored -

How might life in the Bay Area be if housing
production boomed and 75% of cars are self-
driving in 2050?

WHAT IF HOUSING
PRODUCTION

KEEPS UP WITH DEMAND?

VITALSIGNS.MTC.CA.GOV
The future Bay Area
Explore our region in 2050

LEARN MORE

poli tation C ]
@ @MTCBATA - Apr 1, 2019
Imagine a future where the sea level has risen by 3
feet and thousands of homes and roads are

destroyed by flooding. How might life in the Bay
Area change? See for yourself. bit.ly/2YBCrB2

a

WHAT IF SEA EVELSn
RISE BY 3 FEET?

Q 0 23 Q21

(B3

i tation C: 9
@ @MTCBATA - Apr 1, 2019
What if the cost of driving dramatically increased
and new technologies allowing more

telecommuting? Get a view into the Bay Area's
possible future. bit.ly/2YBCrB2

WHAT IF THE COST OF DRIVING
DRAMATICALLY INCREASED?

politan portation C. [
@ @MTCBATA - Apr 1, 2019
How might life in the Bay Area be if housing
production boomed and 75% of cars are self-

driving in 20507 Explore the Horizon futures and
find out. bit.ly/2YBCrB2

WHAT IF HOUSING PRODUCTION
KEEPS UP WITH DEMAND?

12



Results

Facebook and Twitter

Impressions
The number of times a post
shows up in a social newsfeed.

114,722

Reach
The number of people who
saw your ads at least once.

47,610

Data summary of the entire campaign, consisting of 8 posts.

Outcome
Good performance, with a
good click-through rate

Link Clicks Click-through Rate

The number of clicks on links The rate at which people click-
within the ad that led to through to the next state.
advertiser-specified

destinations.

3,504 3.1%

Plan Bay Area 2050: Round 1

13



Eampaign Summary

Overview

To publicize Plan Bay Area 2050 pop-up workshops that were held
at farmer’s markets and other public spaces around the Bay Area,
the LPA social team chose to promote each event as its own
Facebook event.

Audience

Bay Area Advocates & Enthusiasts — people who either actively
participate in or are interested in transportation policy. These
people are forward-thinking and look for environmental, housing
and transportation solutions.

Goal
e Event responses

# of Ads 27

Platforms
* Facebook

Timing
Sep. 27-0Oct. 30, 2019

14



Sample Posts

Metropolitan Transportation .. Metropolitan Transportation vee politan Transportation oee
Commission @ Commission @ Commission @
Sponsored - Sponsored - Sponsored
We want your input to plan for the year 2050. It's We want your input to plan for the year 2050. It's We want your input to plan for the year 2050. It's
your future—help shape it. your future—help shape it. your future—help shape it.

SAT, OCT 26, 2019 SUN, OCT 6, 2019 FRI, OCT 18,2019

Plan Bay Area 2050: Oakland | INTERESTED Plan Bay Area 2050: San Jose Plan Bay Area 2050: SF
Oct 26,2019 11:30 AM - Lake Merr... Oct 6, 20199 AM - Alum Rock Villa... Oct 18,2019 10 AM - Heart of the ...
@ carrie Zoll and 11 others 1 Comment © O Michael Lomioand70.. 4 Comments @ Marty Cerles and 4 others

15



Results

Facebook

Impressions
The number of times a post shows up in a
social newsfeed.

105,531

Reach
The number of people who saw your ads
at least once.

41,880

Data summary of the entire campaign, consisting of posts.

Event Responses

The number of people who responded
Interested or Going to your Facebook
event, attributed to your ads.

337

Mayor of Bayville

16



Eampaign Summary

Overview

The LPA social team, with consultant support, drove
engagement at scale with the Mayor of Bayville game,
gaining valuable feedback about Bay Area residents’
priorities.

Audiences

* Housing Interests

e Transit Enthusiasts

* Gen Z/Millennial Audience

* Santa Clara Co. Gen Z/Millennials
* Bay Area Commuters

* Video Completions Lookalike

Goal
¢ Link clicks

# of Ads 68

Platforms

* Facebook
* Instagram
* Snapchat

Timing
Nov. 18-Dec. 16, 2019

Sample Posts

17



Top Creatives, by platform

Metropolitan Transportation Pres ']natm;.’mm mtc Michata 31 you be 2 leader
Commission Sponsore _ :
Sponsored - @ micbata B

Sponsored

Do you have what it takes to lead a growing city

iinto the future? Start now—because Bayville

needs you. o

Affordable housing? Benefits for
freelancers!

Expand our

rail Iings!

New parks and
greenways?

Learn More
BAYVILLE PLANBAYAREA.ORG Qv A
Are you up to the LEARN MORE micbata The Bay Area's future should be decided by
challenge? Start here. those with the greatest stake in that future. ... r
Oswas 1 Comment 1 Share Learn More
Instagram
oY Like (D) comment /> Share Instagram Stories Snapchat

Facebook

Outcome

Resu |tS Overall, the campaign delivered

robust results.

Facebook, Instagram and Snapchat

Impressions Link Clicks Click-through Rate
The number of times a post shows up ina | The number of clicks on links within the ad | The rate at which people click-through to

social newsfeed. that led to advertiser-specified the next state.
destinations.

4,061,612 24,290 0.60%

Data summary of the entire campaign, consisting of 68 posts.

18



General Awareness

Eampaign Summary

Overview

The LPA social team, with consultant support, built awareness of
Plan Bay Area 2050 with a focus on MTC’s commitment to elevating
resident’s voices as a core element in the planning process.

Audiences

* Housing Interests

* Transit Enthusiasts

* Bay Area Commuters

* 3% Engagement Lookalike
* Video Views Targeted

Goal
e Link clicks
e Thru Play

Platforms

* YouTube
* Facebook
* Instagram
* Twitter

* Spotify

Timing
Dec. 4, 2019- Jan. 31,
2020

19



Sample Posts

Metropolitan Transportation Commission -
Sponsored (demo) - @

We need to hear from you to create a more equitable,
resilient Bay Area.

PBA2050 is your future,
and your voice counts!

PLANBAYAREA ORG

Metropolitan Transportation Commission &
@MTCBATA

We need to hear from you to create a more equitable,
resilient Bay Area. Raise your voice for #PBA2050.

PBA2050 is your future,
and your voice counts!

Be Part of Plan Bay Area 2050—Start Here | Learn More
Charting a course for the next 30 years.

023 1Share 261K Views @~

o) Like () comment @ Share

10:44 AM - Dec 3, 2019 - Titer Ads
Retweet  23Likes

Q = v &

michata
Sponsored

PBA2050 is your future,
and your voice counts!

Learn More. >

Qv H

mtcbata We need to hear from you to create a more
equitable, resilient Bay Area. Add your vaice to ... more

Plan Bay Area 2050 is our
roadmap for what we'll do
over the next 30 years:

. BBAK views




Results

All platforms

Impressions Video Views (3 Seconds)

The number of times a post The number of times your

shows up in a social newsfeed. | video played for at least 3
seconds, or for nearly its total

length if it's shorter than 3
seconds.

3,761,864 650,358

Data summary of the entire campaign.

Outcome
We saw extremely robust results,
with a strong video completion rate.

Video Completions Video Completion Rate

The number of times your The rate at which people watch
video was played at 100% of its | the entire video.

length, including plays that

skipped to this point.

171,350 26.35%

Plan Bay Area 2050: Round 2

21



Eampaign Summary

Overview

The LPA social team, with consultant support, gathered Bay
Area residents’ feedback on Plan Bay Area 2050 strategies via
a Typeform survey and drove traffic to virtual workshops.

Audiences

Commuters

Transit Advocates/Enthusiasts

Housing Interests

Retargeting Plan Bay Area 2050 Phase 2 Video Views

Goal
* Survey completions
* Event registration (link clicks)

Platforms
Facebook
Instagram
IG Stories
Twitter
Snapchat

Timing
Jul. 10-Aug. 10, 2020

Typeform Survey

22



Sample Posts

Mtropolitan Transportation Commission ©
Sponsored @

“The first draft of Plan Bay Area 2050 s out, and your feedback is
needed. Take the survey - shape the future.

MTCBATATYPEFORM.COM
What matters most to you? Learn More.
‘The Bay Area's future i in your hands.

©%0 73 84 Comments 23 Shares

0 Metropolitan Transportation Commission & GHTCEATA 10

Toke the survey - shape th future.

Wt srategies matter most o you? Take the Survey.
Stypeformcom

° as on &

Instagnam

micbata
spansored

Learn More >

micbata The first draft of Plan Bay Area 2050 is out,
and your feedback is needed. Take the survey - shape
the future.

mtcbata

TAKE THE SURVEY—HELP Us [Iadaltll]

CRAFT THE BLUEPRINT FOR

THE FIRST DRAFT OF
PLAN BAY AREA 2050 IS
NOW AVAILABLE, AND YOUR
FEEDBACK IS NEEDED.

23



Results

All platforms

Impressions
The number of times a post shows up in a

social newsfeed.

5,834,584

Data summary of the entire campaign

Outcome
We saw extremely robust survey
completion results.

Link Clicks Survey Submissions

The number of clicks on links within the ad | The total number of surveys submitted.

that led to advertiser-specified
destinations.

20,597 3,919

Virtual Workshops

24



Metropolitan Transportation .ee

Commission &

Sponsored - @
The Bay Area is planning for the future. San
Francisco County leaders want to hear YOUR
top concerns and priorities via Zoom.

BAYAREAMETRO.ZOOM.US

Join a Virtual Event—Make LEARN MORE

Your Voice Heard

© O @ Brandon Cra.. 3 Comments 5 Shares

Metropolitan Transportation e
Commission @
Sponsored - @

Register for the virtual discussion of Plan Bay
Area 2050, and help determine what our future
looks like!

BAYAREAMETRO.ZOOM.US

What should be the Bay

Area's #1 priority?

© O @ RitaDelgad... 28 Comments 5 Shares

Metropolitan Transportation e

Commission @

Sponsored - @
Contra Costa County leaders seek your input on
Plan Bay Area 2050, a roadmap for our region's
future. Join an upcoming Zoom event!

BAYAREAMETRO.ZOOM.US

Learn More & Register for a LEARN MORE

Virtual

© O @ Jorge Enriqu... 8 Comments 5 Shares

Results

Facebook and Instagram

Impressions
The number of times a post shows up in a

social newsfeed.

3,166,288

Data summary of the entire campaign.

Outcome

While challenging, we were able to help drive significant
participation at online events with a nominal budget.

Link Clicks

The number of clicks on links within the ad
that led to advertiser-specified
destinations.

10,216

Click-through Rate
The rate at which people click-thro
the next state.

0.32%

25



Plan Bay Area 2050:
Implementation Plan

Eampaign Summary

Overview

MTC, with consulting support from Craft & Commerce, gathered
feedback on the final development phase of PBA 2050 to
determine which strategies Bay Area residents would like to see
prioritized over the next five years via the Implementation Plan.

Audiences

* Bay Area residents
¢ Housing Advocates/Enthusiasts
¢ Communities of Concern

Goal
e Survey completions
* Increased awareness of Plan Bay Area 2050

Platforms

* Facebook
* |nstagram
* |G Stories

Languages
* English

* Spanish
* Chinese

Timing
Jan. 4-28, 2021

26



Typeform Survey

Sample Posts

27



Metropolitan Transportation wus
Commission @
Sponsored - @

Plan Bay Area 2050 will enable our region to be
more equitable—but we need your help. Take the
survey and share your opinions.

NEIGHBORHOO0D —

-
-
Sharg Youg
PRORIT e

/ F::A Berre
‘ ¥ Age,
A
d
MTCBATA TYPEFORM.COM

How Can We Make the Bay

Area a Better Place?

O @O cordon C.. 83 Comments 13 Shares

oy Like () Comment £ Share

Instagram

micbata
Sponsored

FROM COMMUTE Tmes T0
PROTECTING THE gAY, VIRRANT
MEIGHEORHWDS T0 ECONOMIC
OPPORTUNITY. WE NEED YOUR
PRIORITIES FOR A RETTER BAY A

PLAN BAY AREA 2050 WILL ENABLE
OUR REGION TO BE MORE EQUITABLE —

RUSINESS

BUT WE NEED YOUR INPUT.

Learn More >

Qv H

mtcbata Plan Bay Area 2050 is charting the future of
our economy, environment, housing and ... more

. . I
=

Results

All platforms

Impressions
The number of times a post shows up in a

social newsfeed.

1,170,316

Data summary of the entire campaign

Outcome

We exceeded our survey completion goal by 43%, despite
having to turn off some ads early due to xenophobic and
racist comments.

Link clicks Survey submissions

The number of clicks on links within the ad | The total number of surveys submitted.
that led to advertiser-specified

destinations.

5,018 1,682

28



Plan Bay Area 2050: Round 3

Eampaign Summary

Overview

MTC, with consulting support from Craft & Commerce, gathered
Bay Area residents’ feedback on the Draft Plan Bay Area 2050. MTC
staff also created promoted event posts to drive traffic to five
virtual workshops.

Audiences

* People living in the Bay Area
* Equity Priority Communities

Goal

* Link clicks

* Video views

* Event registration (link clicks)

Platforms

* Facebook
* |G Stories
* YouTube

Languages

* English

* Spanish

* Chinese (Mandarin
and Cantonese for
videos)

Timing
May 30-July 15, 2021

29



General Awareness

Sample Posts

30



Four videos were
created to reach
English, Spanish,
Cantonese and
Mandarin speakers.

mtc| Micbata
© sponsored

HAVE YOUR SAY IN
PLAN BAY AREA 2050!

SWIPE UP TO READ ~
o~

Metropolitan Transportation “es

Commission &

Sponsored - @
Review the Plan Bay Area 2050 draft and tell us
what you think. Let’s create a more equitable
and resilient Bay Area together.

HEY, BAY AREA!

MAKE YOUR VOICE HEARD!

s

PLANBAYAREA.ORG
Bay Area Residents: Make Your Voice Heard
Your opinion matters! Provide feedback on the plan.

@ & Paul Davidand .. 3 Comments 2 Shares

Metropolitan Transportation Py
Commission &
Sponsored - &

Queremos escuchar su opinién sobre el
borrador del Plan Bay Area 2050. jHaga oir su
voz!

RESIDENTES
DEL AREA DE LA BAHIA:

PLANBAYAREA ORG
£Cual es su visién para un Area de la Bahia
mas equitativa?

© O # uliAle SF .. 49 Comments 23 Shares

Metropolitan Transportation
‘Commission &
Sponsored - @

MER050FWEANER, WERHPTOE
H. MEM—RAR—EELT. BERMEE
E.

MEM—ER
B—EEA
B A

PLANBAYAREA.ORG
MEER: WRENEICOHRE
EHERARE! WHANRLARER.

© Jaebie Ngo and 7 others 3 Comments
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Results

Outcome

We exceeded all our goals* (impressions, link clicks, video
views), despite having to turn off the English language
Facebook ads early due to xenophobic/racist comments.

Facebook, IG Stories and YouTube

Impressions Video views Video view rate
The number of times a On YouTube a view is The percentage of

Link clicks Click through rate (Link)
The number of clicks on | The rate at which people

post shows up in a social | counted when someone | people who watched links within the ad that click-through to the next
newsfeed. watches 30 seconds of your ad when it was led to advertiser- state.

your video ad or served to them (in

interacts with the ad, words, total views

whichever comes first. divided by total
impressions).

3,011,526 787,176 39.99%

Data summary of the entire campaign

other | specified destinations.

9,353 0.31%

*Exceeded video views goal on YouTube by 3X, link clicks goal on FB by 1.8X, link clicks goal on IG Stories by 2.7X

Virtual Workshops
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Sample Posts

Metropolitan Transportation .ee
Commission @

Sponsored

The draft plan is out, and we want to hear from
you! Come to our online workshop & review it
with us.

WED, JUN 30

Plan Bay Area 2050: North INTERESTED
Bay

0 ® Gail P. Petersen-Macal... 9 Comments

Metropolitan Transportation e
Commission @
Sponsored

The draft plan is out, and we want to hear from
you! Come to our online workshop & review it
with us.

THU, JUN 17
Plan Bay Area 2050: South
Bay

& @ Halian Murillo and... 11 Comments

Metropolitan Transportation see
Commission @
Sponsored

The draft plan is out, and we want to hear from
you! Come to our online workshop & review it
with us.

MON, JUN 14
Plan Bay Area 2050: East Bay
Jun 14 5 PM PDT

O=@ Ky-Nam Miller and .. 9 Comments
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Outcome

Re S u |tS We were able to help drive attendance at and

awareness of online events with a nominal budget.

Facebook

Impressions Reach Event responses
The number of times a post shows up ina | The number of people who saw your ads The number of people who responded

social newsfeed. at least once. Interested or Going to your Facebook
event, attributed to your ads.

90,473 34,534 277

Data summary of the entire campaign (May 30-June 29)
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