
CAMPAIGN REPORT
Brand USA 

New Orleans, Louisiana



TARGET AUDIENCE SCOPE GOAL

Brand USA wanted to 
reach travelers in the UK, 
Canada, Australia and 
Europe.

To showcase New Orleans 
as a vibrant destination 
with a rich music scene, 
history and culture.

To increase traffic to the 
destination guide and 
downloads.

INPUT
New Orleans, Louisiana



CAMPAIGN DESIGN COPYWRITING LAUNCH & DESIGN

Brand USA ordered a 
Premium Package consisting 
of Facebook ads, 
Instagram ads, Email 
newsletter, Email 
automation, Snapchat 
ads, Twitter ads, 
AdWords, Landing Page, 
Blog article, On-site ad 
and PDF ad. ArrivalGuides 
produced all visual materials 
that were used in social 
channels, ads, email 
newsletter campaigns, blog 
articles and landing pages.

We launched several 
offerings, social and on-site 
ads and promotional 
activities, boosting New 
Orleans’ travel guide online 
presence and building 
destination awareness.

We presented New Orleans 
as a vibrant destination, full 
of life, music and a perfect 
food and festival enthusiast’s 
getaway. In this particular 
campaign, English was the 
chosen language used to 
connect and engage target 
audiences.



LANDING PAGE

Targeted web pages on the client’s site.

All channels used in the marketing campaign.

The heart of the marketing campaign.The landing page serves as a funnel, driving visitors 
from a click on a link  to the specific site. 

CONCEPTUAL 
CAMPAIGN MODEL



CREATIVE MATERIAL, Social Channels and AdWords



CREATIVE MATERIAL, ArrivalGuides Editorial Channels



CAMPAIGN OUTCOME - 3 main KPIs

Engagement is a KPI focusing on 
interaction. How many of those 
impressions that actually do something 
with the ads. Engagement is an umbrella 
for different KPIs as Click Through Rate 
(CTR), Swipe Rate and Action Rate based 
on media. New Orleans got an 
engagement rate of 7.38%. All values over 
1,0% are good, but we do see specific 
channels performing lower than expected, 
for example Facebook reaching only 0,16% 
in engagement rate. Instagram is our best 
performing channel with 24,33%, quite 
impressive. In the next campaign we can 
be more aggressive and plan investments 
based on New Orleans campaign results. 

This KPI is the best KPI, to measure ROI on 
one campaign. This is the best performing 
KPI in this campaign. The price on one 
impression, including the workload is 
0,001 USD. During our 12 years within 
digital marketing industry, we have never 
seen such a high ROI on a campaign. 
Everything under 1,0 USD is considered as 
good, but this is world class marketing 
from an ROI perspective. The reason for 
this is the high quality workload in 
campaign creation and optimization 
meetings with the team.  
One other important KPI is Cost Per Click 
that is 0.15 USD. Everything under 3,0 
USD shall be considered as good.   

IMPRESSIONS ENGAGEMENT COST PER IMPRESSION

Impressions is a KPI that is the main KPI in 
all digital marketing. This is the most 
important KPI to gain reach and build 
brand awareness. This campaign did 
perform over our expectations with 
5.242.621 impressions. 

The big difference between two weeks of 
running the campaign is the extra time we 
have spent with Google Adwords, 
researching and planning keywords and 
keyphrases and the extra investments in 
Google Affiliate on Display Ads. 



The best  performing campaign was the 
Display Ads. The affiliate ended with 3.68 
million impressions and 1.45K clicks. The 
interaction rate where 0,04%. The 
average. cost based on interactions is only 
0,79 USD which is cost effective. The text 
ads on AdWords were running only for a 
few hours, reaching 456 impressions in 
half a day of running. After reviewing the 
text ads, the team decided to transfer  the 
remaining budget from the text ads to the 
display ads which has been seen as a right 
decision after reaching nearly 4 million 
impressions solely with Display Ads in 
Adwords.  

We have sent three email newsletters to 
the targeted audience (English speaking 
countries and contacts from our database, 
approximately 53.500 email contacts). First 
email was promoting New Orleans as a 
vibrant US destination  which resulted in  
11.6% open rate (0.4% clicks). Second 
email was created to promote different 
music events and activities in New Orleans 
which resulted in 12.1% open rate (0.3% 
clicks). The last email was again focusing  
on destination itself and was opened by  
14.5% (0.4% clicks). Most recipients clicked 
on the buttons leading them to the landing 
page and to the New Orleans travel guide.

SOCIAL MEDIA GOOGLE ADWORDS EMAIL NEWSLETTER

The social media campaign resulted in 
increased reached, especially on 
Facebook, which was the best performing 
channel with 1.072.883 impressions 
during ten days of running. The channel 
with most engaged audience was 
Instagram where 24.33% of the audience 
took action. On Instagram we have 
reached 120.333 impressions. The results 
show that the campaign attracted a 
younger audience (average age 25-34), 
dominated by men (71%). Social media 
channels have together gained a million 
and a half impressions. Splitting the 
campaign into different channels have 
proven to be a successful way engaging 
and attracting the audience.

CAMPAIGN OUTCOME - CHANNELS



CAMPAIGN OUTCOME - CHANNELS

The approach of the landingpage where to 
present the three different themes, music, 
food and events. To address a clear call to 
action (CTA), we focused on New Orleans 
guide and its sections. The best theme 
where the do&see theme with 26% of all 
clicks. We can also see a great amount of 
clicks on “download the guide” with 
12.45% of all clicks. Based on the heatmap 
we see the visitors were most interested in 
header menu (home page, do&see 
section, culture and best time to visit), 
do&see activities (leading them to the New 
Orleans guide) and downloading the guide.

ArrivalGuides PDF ad is one of the most 
cost-effective channels for reach. This 
medium gives you the opportunity to 
target specific audience with the right 
information. We have place a full-page ad 
into New Orleans own guide for two weeks 
and the ad was viewed 187 times with click 
rate 1.07%. 

With the on-site banner placed on top of 
each section of the New Orleans online 
travel guide, the destination had the 
opportunity to gain even more visits to the 
campaign’s landing page. The banner 
gained 1318 impressions and 1.97% clicks.

TRAVEL GUIDE LANDING PAGE

With the digital marketing campaign we 
have used landing page as a gathering 
point for all the traffic. One of the big 
numbers comes from increased 
downloads of the New Orleans guide 
which has grown to 905.88% in 
comparison with numbers of downloads 
before the campaign started. To highlight 
the growth, the week before the campaign 
started New Orleans guide was 
downloaded 22-times while during the 
campaign the number increased to 197 
downloads. In order to drive more visitors 
to the guide, we suggest next campaign 
focus on driving traffic directly to the 
guide, instead of using landing page as a 
medium.  

ARRIVALGUIDES CHANNELS



CAMPAIGN OUTCOME




