
Year 5 Quarterly 
Media Share Out

April 2024 



What you’ll see today 

● Year 5 It’s Not Just Updates:

○ Digital Out-of-Home + Radio Launch

○ Influencer Campaign Updates 

● It’s Not Just Media Reporting:

○ Digital Always On (January 16 - April 08, 2024) 

○ Connected TV (CTV) Final Reporting 

○ Podcast + Companion Banner Final Reporting 

● Up Next:

○ No Menthol Sunday Social Support 

○ Final Media Campaign Reporting Share Out 

■ Slated for June 26th, 2024 at 2p 



Digital Out-of-Home (DOOH) & Radio
Launching June 3rd, 2024 



Digital Out-of-Home 

In June, we will be launching digital out-of-home (OOH) advertising  

to cap off our campaign. This includes: Outdoor Digital Panels, Gas 

Stations (At-Pump and In-Store), Colleges and Entertainment 

Venues (Bars and Theaters) 

● Flighting: 6/3/24 - 6/30/24

● Targeting:

○ Geography - Counties across NYS, excluding NY Metro 

and Northern Adirondacks 

○ Concentrate impressions within venues that show a 

high propensity of tobacco and vape product sales

● Estimated Screens: 275+

● Estimated Reach: 3,000,000 Impressions



Radio - Northern Adirondack 

Also in June, radio support the to reach the Northern Adirondack counties to 

accomodate for the limited Digital-Out-of-Home (DOOH) inventory available in 

those areas.

● Flighting: 6/3/24 - 6/30/24

● Stations:

○ WOKO-FM - Country - Essex and Clinton

○ WICY/WVNV - Country - Franklin

○ WNBZ- CHR - Clinton

○ WBTZ-FM - Alt Rock - Clinton

● Estimated Frequency: 498 Spots /Mentions

● Estimated Reach: 200,000 Impressions

● Creative: Combined Communities :30s

○ Listen here:

http://drive.google.com/file/d/1deWfb-Lk5MtcbXNyZMVrl36vJk4G2YRk/view


It’s Not Just Influencer Campaign 
Updates  
January 16, 2024 - April 08, 2024



Influencer Content Performance 

2M+
Impressions
(Target: 1.68M)

3
Influencers

October 1, 2023 - April 08, 2024

*Industry averages for Engagement Rate are 1%

** Industry averages for Click Through Rate are 0.30%

4.3M
Impressions
(Target: 7M)

13
Live Posts

26K
Engagements

21K**
Link Clicks

(0.39% CTR)

5.41%*
Campaign 

Engagement 
Rate



Influencer Campaign Updates

Tara Rosa is our most recent creator to launch. Tara’s 
content, which she posted between late-January and mid-
March, is leading campaign performance in impressions and 
link clicks.

See appendix for remaining content schedule and for 
links/screenshots of live posts.

Tara Rosa

70.4K
Macro

Location:
Islip, NY  

Impressions: 1.7M
Link Clicks: 10,267

Engagement Rate: 3.64%



Upcoming Influencer Content

Natasha D’Anna Melissa Deward Dominguez

54.4K
Macro

Location: 
New York 

City

34.2K
Micro

Location: 
New York City

Deliverables: 
2 Instagram Stories

1 Instagram Reel  
1 Instagram Feed Post

Deliverables: 
1 Instagram Reel  

1 Instagram Feed Post

https://www.instagram.com/twindollicious
https://www.instagram.com/nycmamaplus2


It’s Not Just Media Performance 
January 16, 2024 - April 08, 2024



Media Q3 Performance Overview
January 16, 2024 - April 8, 2024

14M
Impressions

targeted to 

relevant 

audiences in NYS

123K 
social media clicks 

across all platforms

82K
Sessions on the 

NotJustMenthol.org 

landing page

4M
Video views on 

digital platforms and 

the landing page



Media YTD Performance Overview
July 1, 2023 - April 08, 2024

41M
Impressions

targeted to 

relevant 

audiences in NYS

403K 
Social media clicks 

across all platforms

97K
Sessions on the 

NotJustMenthol.org 

landing page

12M
Video views on 

digital platforms and 

the landing page



EqualPride Sponsored Content 
February 2024

In order to reach multicultural LGBTQIA+ audiences, we continued 

our partnership with EqualPride for custom branded content and 

social amplification to drive awareness of the INJ campaign. 

In February, our posts and articles were published on Plus and 

OutTraveler websites. The campaign delivered over 1.1 MM

impressions overperforming impression estimates by 57% and 

1,395 clicks throughout the flight of the promoted content on social.  

Users from this campaign had a 16.5% higher engagement rate than 

the overall site’s engagement rate. 

Content will be posted to AdvocateChannel.com, Pride.com, 

Advocate.com and Out.com  in May and June. 

Click to view article!

Click to view article!

https://www.outtraveler.com/pride/the-menthol-diaries-taking-back-pride-from-tobacco
https://www.hivplusmag.com/health/the-menthol-diaries-taking-back-pride-from-tobacco


Connected TV (CTV) Performance 
November 1, 2023 - March 31, 2024

It’s Not Just CTV placements proved to be a 

successful awareness-driving lever garnering 

1,122,001 impressions with a 98.53% video 

completion rate from over 547,000 video 

completions

The display remarketing campaign generated 

1,149,377 impressions and 8,008 clicks at a 

click-through rate of 0.70%, over performing 

benchmarks. 

Overall, this investment was efficient in driving 

traffic to our campaign landing page and 

broadening awareness of our campaign. 

*Internal Benchmark for Video Completion Rate: 90%

*Internal Benchmark for CTR of  Retargeting Display Ads: 0.2%



Podcast + Companion Banner Performance
November 1, 2023 - March 31, 2024

*Internal Benchmark for Audio Completion Rate: 90%

*Internal Benchmark for CTR of  Retargeting Display Ads: 0.2%

It’s Not Just streaming audio placements delivered an 

impressive 1,255,867 impressions and 1,254,075 audio 

completions with a 99.86 % audio completion rate, well 

above industry benchmarks.

The retargeted display ads delivered 1,405,337 impressions

and 4,548 clicks at a click-through rate of 0.32%.

Upon completion of campaign, our podcast audio 

placements and subsequent retargeting through display 

delivered above benchmark performance, driving 

awareness and engagement with campaign messaging. 



Digital Media Insights 

● Compared to Podcast ads, CTV ads were more effective in driving awareness and engagement 
○ CTV retargeting display ads had the highest CTR of 0.7%

○ CTV and retargeting display ads brought 9,613 users, 78.6% more than what the Podcast ads brought

○ Users from CTV Retargeting display ads had the highest engagement rate of 7.9%, followed by CTV ads and Podcast retargeting display ads.

● Compared to the previous time period, we saw impressions, video views and traffic from all paid media platforms increase 

with a similar budget level
○ Adjusted bid strategy to impressions-focused to drive more impressions.

■ 25.1% of increase in total impressions

■ Even though our total clicks decreased by 3.3%, we still saw increase in overall website traffic

● The utilization of paid media consistently generates heightened audience traffic and engagement on the landing page, 

resulting in enhanced awareness of our campaign messaging. 
○ Total users increased by 4.8%.

○ Users  from Organic and Direct increased by 28.54% and sessions from these users went up by 26.88%

○ Paid Media traffic accounted for 70.0% of all users on site.

■ Facebook/Instagram brought the most users to the site(39.9% of all users)

■ Users from Google Display ads maintained the highest engagement rate of  79.1%



Facebook & Instagram drove over 3.7 million impressions and 73,575 clicks for a click-

through rate (CTR) of  1.96%. KPIs still outperformed the benchmarks, with 18% increased 

in impressions and 9.2% increased of clicks.  

Twitter drove 7.1M impressions and 35,126  clicks with a click-through rate of 0.49%.

While clicks and engagements went down, impressions increased 10.0% and video views 

went up by 24.1%.

YouTube drove 1.1M impressions and 821K video views with a video view rate of 71.75%.

Cost-Per-Click decreased 4.5% and View Rate went up by 3.3%.

Display drove 1.9M impressions and 13,420 clicks with a click-through rate of 0.7%. 

Impressions and clicks kept going up and Cost-Per-Click went down by 3.4%.

Digital Media Performance by Platform 



What’s Next? 



No Menthol Sunday Social Campaign

To support the No Menthol Sunday day of action, we 

will be leveraging a portion of the digital budget to 

support a paid social campaign leading up to May 19, 

2024. The posts will drive traffic to notjustmenthol.org 

in order to connect the two causes and encourage 

action leading up to that Sunday. 

Flighting: 5/12 - 5/19 

Geotargeting: New York State

Platforms: Facebook + Instagram  



Questions? 



Thank you! 



Appendix



Year 5 It’s Not Just Campaign Timeline 

CAMPAIGN CREATIVE

TACTIC YOUTH BLACK COMMUNITIES LGBTQIA+ “COMBINED” 

“Always On” Digital 
July 2023 - June 2024 

Connected TV 
November 2023 - March 2024

Podcasts Ads & 
Companion Banner

November 2023 - March 2024

Sponsored Content
(EqualPride) 

February, 
May & June 2024

Influencer Campaign October 2023 - June 2024

DOOH & Radio June 2024 



Year 5 Media Budget Breakdown 

Platform Allocation Tactics

Connected TV $52,500.00 ● Video ads running of Connected TV devices

Podcasts Ads & Companion Banner $52,500.00
● Programmatic Podcasts, YouTube Podcasts Ads
● Companion Banner that would accompany some podcast ads

Influencers Campaign (Division D) $83,333.00
● 2 Macro Influencers & 3 Micro Influencers
● Facebook, Twitter, Instagram

Social/Digital Media $333,333.00 ● Facebook/Instagram. Twitter, Youtube, Google Display

EqualPride Sponsored Content $33,334.00
● Branded Articles
● Banner ads, Social Amplification 

Digital Out of Home $45,000.00 ● Digital screens at various venues

Radio $10,00.00 ● Radio flight in Clinton, Franklin, Essex Counties 

TOTAL SPEND $610,000.00



Campaign Currently in Market 

As of October 2023, all community specific iterations of It’s Not Just creative remain live on all of our social 
platforms.



Campaign Currently in Market 

As of October 2023, all community-specific iterations of It’s Not 
Just creative remain live on all of our social platforms.



Influencer Campaign Live + Upcoming Content

2023 Content Launch Schedule:
● Week of October 2

○ Justin & Mo first feed post

● Week of October 23

○ Justin & Mo second feed post

● Week of November 6

○ Jennifer O’Keefe first feed post

● Week of November 26

○ Jennifer O’Keefe second feed 

postost

2024 Content Launch Schedule:
● Week of January 28

○ Tara Rosa first post

● Week of March 10

○ Tara Rosa second post

● Week of April 14

○ Creator 4 first post go live

● Week of 4/28

○ Creator 4 second post go live

○ Creator 5 first post go live

● Week of May 12

○ Creator 5 second post to go 

live

https://www.instagram.com/reel/Cx5Vh20uwaJ/?utm_source=ig_web_copy_link
https://www.instagram.com/p/CyvVLjLuDCB/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/CzTtIFqgxUX/?utm_source=ig_web_copy_link
https://www.instagram.com/p/C0RbyEmAcxN/?utm_source=ig_web_copy_link
https://www.instagram.com/p/C0RbyEmAcxN/?utm_source=ig_web_copy_link
https://www.instagram.com/p/C0RbyEmAcxN/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C2vRcTERN6d/?utm_source=ig_web_copy_link
https://www.facebook.com/livingrosa/posts/931397985092303


Influencer Campaign Instagram Stories - Tara Rosa



Influencer Campaign Instagram Stories - Justin & Mo



Influencer Campaign Instagram Stories - Jennifer O’Keefe



Influencer Campaign Instagram Stories - Jennifer O’Keefe


