
      
 

       
      
      



      

       
 
 

 
 
 

 
 
 
 



 
 
 

         
 
 
 
 



   
2020 POP Weekend Social Media Report 

Facebook and Instagram Campaigns for POP Day and the Virtual Lupus Summit 
Prepared by Amber Bills on May 20, 2020 

 
Campaigns 
 
Put On Purple 
 

• #POPDayOhio picture submissions from constituents – adding photos to 
Facebook album and posting them. 49 reactions to the album. 
 

• Put On Purple Prize Party 
 

o Boosted Facebook Event for $200 over 10 days, targeted to females 18 – 
65 in Cincinnati, Cleveland, and Columbus. Ad reach: 20,828. Ad event 
responses: 213. Total reach: 27.5K. Total event responses: 412. The ad 
reach accounted for the majority of the total reach and about half of the 
event responses. 
 

 
 

o Facebook POP Post - Total reach: 3,732. Total engagement: 337. Shares: 
55. Likes: 115. Posted on May 15. Participants had to Like our page, Like 
the post, Share it to their page, and Tag three friends on their shared post. 
They were then entered into hourly drawings for gift cards. 

 



§ Boosted for $50 on POP Day (May 15). Targeted to females 18 – 
65 in Cincinnati, Cleveland, and Columbus. Ad reach: 1,238. Ad 
engagement: 154. The ad reach accounted for almost 50% of the 
total reach. 

 
 
o Instagram POP Post – Reach: 964. Shares: 23. Likes: 
64. Posted on May 15. Participants had to like our profile, 
like the post, share it to their story, and tag three friends in 
the comments of our post or in their story. They were then 
entered into hourly drawings for gift cards. 
 
o Instagram Live – Two staff members went live directly 
on Instagram, announcing the winner that was drawn on 
Facebook Live. The first Instagram Live had 117 views, 
but the final video only had one view. It may be better to 
do fewer live videos on this platform.  
 

Facebook Live – Staff went live together every hour 
12 – 7 p.m. via Yardstream. Shared lupus facts, upcoming 
events, announced raffle winners, and patients guest co-
hosted some live videos. Yardstream allowed hosts to 
post comments onto the video, which may have increased 
comments (and consequently, engagement stats).  



 
 
788 people watched the first video, which was the highest viewed video of the event. 
Total views of POP FB Live videos: 3,782. Engagement (in the order they were posted): 
765, 451, 318, 345, 461, 213, 187, 296. The first giveaway had the highest 
engagement, followed by the video with Chelsea, a lupus patient. The third-
highest viewed is the second giveaway, in which CEO Suzanne joined the video. 
 
Virtual Lupus Summit 
 

• Boosted Facebook Event for $250 over 15 days, targeted to people who like our 
page. Ad reach: 5,228. Ad event responses: 130. Total reach: 6.9K. Total event 
responses: 164. The ad reach accounted for the majority of the total reach and 
event responses.  
 

 
 



• Boosted Facebook posts 
 

o Boosted Post #1: May 4 – 15 for $100. Target: People 18 – 65 who like 
the LFA, GOC page and live in Akron, Cincinnati, Cleveland, Dayton, 
Lima, Marietta, or Toledo. Reach: 4,458. Link clicks: 60. 
 

o Boosted Post #2: May 13 – 16 for $100. Target: Females 18 – 65 in 
Akron, Cincinnati, Cleveland, Dayton, Lima, Marietta, and Toledo. 
Reach: 12,436. Link clicks: 118. Out of the three boosted summit posts, 
this ad was the most successful in getting reach and ad clicks. 

 
o Boosted Post #3: May 14 – 16 for $100. Target: Females 18 – 65 in 

Cincinnati, Cleveland, and Columbus. Reach: 2,213. Link clicks: 8. Post 
engagement: 341. 

 
• Boosted Instagram post for $100 over 17 days, 75 clicks, 24,550 reach. 

Automatic targeting. *This metric is describing a separate ad run directly on 
Instagram. Note that a portion of a Facebook ad budget goes toward Instagram 
advertising too. 

 
Comparison 
 
Facebook summary from April 22 – May 19, data from Facebook Insights: 
 
• Page Views: 109% increase, with a spike at 455 page views on May 15, the day 

of the POP Prize Party. 
 

• Post Reach: 538% increase, with a peak on May 14 at 24,221 people reached. 
There was only a slight decrease to 21,986 the next day, the POP Prize Party. 
The start of increasing post reach correlates with the start of boosted posts for 
the summit on May 4. From May 5 -15, reach from promotions was significantly 
higher than organic reach. However, there was an organic reach spike to 10,911 
on May 15 (POP).  

 
• Post Engagement: 104% increase, with a spike at 4,926 on May 15 (POP). 
 
• Page Followers: 62% increase, with a spike at 40 new page followers on May 15 

(POP). 
 



 
 
 
Instagram summary from April 21 – May 18, data from Hootsuite analytics: 
 
• Followers: Slight increase from 11,611 on April 21 to 11,638 on May 18. Peaked 

on May 16 at 11,635 and May 18 at 11,638. 
 
• Engagement: Highest amount of likes on May 1 (297), May 4 (455), May 12 

(308). These likes are mostly from other posts unrelated to POP or the Summit. 



 
 

Conclusion 
 

• On Facebook, the spike in page views, engagement, and followers correlates 
with the POP Prize Party on May 15.  
 

• The increase in post reach on Facebook correlates with the beginning of 
boosted posts. We started with ads for the summit, which ran for a longer 
period of time and had more money allocated to them than POP ($550 for 
summit vs. $250 for POP). However, POP ads may have contributed to the 
increase in post reach as well. 

 
• If we compare the ROI of the POP ads vs. the summit ads, the POP 

campaign appears to have been more effective in gaining page views, 
engagement, and followers.  

 
o But keep in mind that the POP party itself, not just the ads for it, 

increased engagement. We still have to consider the time and 
materials that go into that (employee hours, gift cards) when we 
compare the return on investment of POP vs. the Summit campaign. 
 



• Boosted posts accounted for a large portion of post engagement and reach. 
This is especially true of the Summit campaign. 
 

• The ad target for POP was females 18 – 65 in Cincinnati, Cleveland, and 
Columbus. The most successful ad target for the Summit was females 18 – 
65 in Akron, Cincinnati, Cleveland, Dayton, Lima, Marietta, and Toledo. 

 
• The increase in Instagram followers and engagement correlates more with 

other social media posts than POP or the Summit. The first POP video 
received the most views, 117. The taper off of views and the stagnation in 
followers and engagement during and after POP indicates that an Instagram 
arm of the POP event was not as effective as Facebook. 

 
• However, Instagram is still an important platform to maintain a presence on. 

The Instagram ad for the summit had results that are comparable to 
Facebook ads in reach and clicks. 

 
Facebook: Lupus Foundation of America, Greater Ohio Chapter 
 
Instagram: @LupusGreaterOH 


