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Approach

OWNED 
MEDIA

Central Properties 
Website 

Apps 
Social Media Channels 

Events

PAID 
MEDIA

SEM delivers user experiences 
that inspire action.

Advertising 
Search Engine Marketing 
Display & Video 
Social Media 
Email 
TV & Radio 
Print 
Outdoor 
Sponsorships

EARNED 
MEDIA

Propel engagement with 
paid promotion.

SEO and content 
enhance property traffic.

Word of Mouth       
Followers 

Shares 
Likes & Comments 

Mentions & Reviews 
Press

Combine owned, earned, and 
paid media for comprehensive 
SEO strategies.

Matthew Moore

Matthew Moore
ASO/SEO enhance property traffice

Matthew Moore

Matthew Moore
Product design delivers user experiences that inspire action

Matthew Moore

Matthew Moore
Combine owned, earned, and paid media for a comprehensive media strategy.
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Media Tracking

Tactic Targeting January February March April May June July August September October November December Breakdown eCPM/CPC UTM
1 2 3 4 5 6 7 8 9 10 11 12

Consumer Campaign 12/31

Facebook

Interest Targeting
creative refresh new campaign creative refresh

$232,320 $1.34

Retargeting $58,080 $1.60

Programmatic Native

Custom Audience 1 new campaign $25,200 $6.00 CPM
Custom Audience 2 new campaign $25,200 $6.00 CPM

Contextual (whitelist) with custom segment new campaign $25,200 $6.00 CPM

Programmatic Display

Retargeting creative refresh new campaign creative refresh $14,400 $4.00 CPM

Email 

Unbranded $75,000

Branded $100,000

Search (SEM) Google & Bing

Custom Audience 1 $93,600

$2.00 Avg. CPC
Custom Audience 2 $93,600
Custom Audience 3 $18,720
Custom Audience 4 $14,490
Custom Audience 5 $14,490

TOTAL AD SPEND $790,300
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Media Tracking

Weeks 4/29 5/6 5/13 5/20 5/27 6/3 6/10 6/17 6/24 7/1 7/8 7/15 7/22 7/29 8/5 8/12 8/19 8/26 9/2 9/9 9/16 9/23 9/30 10/7 10/14 10/21 10/28 11/4 11/11 11/18 11/25 12/2 12/9 12/16 12/23 12/30 1/6 1/13 1/20 1/27 2/3 2/10 2/17 2/24 3/2 3/9 3/16 3/23 3/30 4/6 4/13 4/20

Mondays 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50 51 52 Budget eCPM / CPC Delivery UTMS

Target Segments

Programmatic Display

Miami, Dallas, Atlanta, Boston, Denver, Portland

Interest Targeting $4,300 $4.01
CPM

1,072,319
impressions

Category & Keyword Contextual Targeting $8,600 $3.25
CPM

2,646,153
impressions

Retargeting $2,200 $5.01
CPM

439,121
impressions

Native Content Marketing $4,300 $4.01 1,072,319
impressions

Geofence Targeting: Food/Beverage Trade Shows Flight dates based on dates of events / conferences (see events tab) $14,750 $6.00
CPM

2,458,333
impressions

Social Media

LinkedIn - United States

Text Ads $4,000 $6.00
CPC

110,000
Potential Reach

Sponsored Content $5,000 $5.00
CPC

110,000
Potential Reach

Sponsored InMail with Lead Gen $4,200 $0.30
Cost Per Send

21,300
Potential Reach

Podcast

Podcast Sponsorship $2,400 $2,400 $2,400 $2,400 $2,400 $2,400 $2,400 $2,400 $2,400 $2,400 $2,400 $2,400 $28,800

Search Engine Marketing (SEM)

Google Ads - United States $15,480 $1.20
CPC

12,900
Clicks

Google Ads - Middle East: Bahrain, Isreal, Jordan, 
Kuwait, Lebanon, Oman, Qatar, Saudi Arabia, United 

Arab Emirates
$730 $1.00

CPC
730

Clicks

Google Ads - Philippines $800 $1.00
CPC

800
Clicks

CallRail $360

Total Ad Spend $93,520
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User Journeys



Sitemap

Home



Wireframes

Made in InVision



Web Project Research - SEO

HIGHLOW

Over the past three years, site users have 
historically been engaged most with pages related 
to specific individual park information (hours, 
venues, directions). Water activity pages (canoeing 
& paddling) are disproportionately higher than 
other activity pages across the site. Specific pages 
dedicated to unique buildings (Gheens 
Foundation and Brown-Foreman Pavilion) are 
heavily tracked. Activity pages like hiking (trails), 
pet park, biking, and maps are some with which 
users engage most. 

The client site has demonstrated an ability to gain 
authority across search engines for specific 
keywords over the last three years. In 2019, the site 
began to lose the ranking ability for keywords 
specific to their parks and offerings (activities). 
Competitor sites (Louisville Parks, Waterfront, and 
Olmstead) have claimed the authority from the 
client for keywords like biking, hiking, canoeing, 
and physical engagement (jobs, volunteer, 
communal) opportunities.  

Keyword activity across one year is skewed toward 
the brand name and specific park activities. 
Monetary competition data indicates that these 
keywords are inexpensive, but authority data 
indicates that other sites in the area regularly offer 
more specific and attractive content for users over 
time. In combination with thoughtful content 
structuring, asset tagging, and link building, the 
client can reclaim authority for the most searched 
keywords in order to increase site visibility and 
ultimately engagement. 



Monthly Client Report - Email
BD DiabetesCare SHIFT Dashboard
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Monthly Client Report - Web & E-commerce

Table Con�guration Incomplete
Invalid/Missing dimensions, metrics, �lters.

See details

Users

119,129
 24.1%

Avg. Session Duration

01:34
 1.4%

Bounce Rate

5.57%
 -73.2%

CTR

7.61%
 433.5%

CPC

$0.61
 -70.0%

seagate.com google bing (direct) iptargeting
contextual retargeting

Jul 1 Jul 16 Jul 31 Aug 15 Aug 30 Sep 14 Sep 29 Oct 14 Oct 29
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SITE DATA

SESSION COUNT BY SOURCE

GOOGLE ADS

SALES / PRODUCT CATEGORY

LANDING PAGE REPORT

US/CANADA REVENUETotal Sales US Sales CAN Sales

July August September October
0

10K

20K

30K

15,384.78

27,378.2

16,786.09 17,842.23

12,884.89

16,717.82
14,802.8 15,319.77

2,499.89

10,660.38

1,983.29 2,522.46

Month

To
ta

l S
al

es

Total Sales

$77,391.30

Software In-Lab Rescue Plan

July August September October
0

5K

10K

15K

20K

25K

12,704.12

23,169.76

14,122.96 13,454.28

2,346.77 3,129.25

1,924

3,601

333.89 1,079.19 739.14 786.95

Month

To
ta

l S
al

es

Landing Page Users % Δ Bounc… % Δ Avg. … % Δ

1. /diy-software/ 58,709 17.8% 7.33% -68.8% 00:01:… -14.1%

2. /in-lab-data-recove… 42,107 193.9% 4.52% -61.5% 00:00:… 24.0%

3. /redirect/ 11,351 66.4% 0.84% 65.9% 00:02:… -8.5%

4. / 3,944 -66.9% 8.79% -57.8% 00:03:… 96.8%

5. /data-recovery-pla… 2,941 -76.2% 5.3% -81.9% 00:00:… 100.…

6. /wizard/ 1,409 347.3% 3.39% -58.7% 00:01:… -40.5%

7. /trial-software-wiz… 1,198 19.8% 9.38% -55.3% 00:02:… -13.6%

…

1 - 100 / 1417 < >



Monthly Client Report - Web
Mar 1, 2020 - Mar 31, 2020 ▼

# of Sessions # of Sessions (previ…

Mar 1 Mar 9 Mar 17 Mar 25
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TRAFFIC ACTIVITY REPORT YOY

Bounce Rate

Jan 2020 Feb 2020 Mar 2020
0%

20%

40%

60%

80%

66.88% 69.53% 69.9%

          BOUNCE RATES CONVERSIONS
Avg. Session Duration

Jan 2020 Feb 2020 Mar 2020
00

35

01:10

01:45
00:01:44

00:01:28 00:01:29

Jan 2020 Feb 2020 Mar 2020

Direct
Organic Search

Paid Search
Referral

Social
0
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AVG. SESSION DUR.

Get Started (Go… Get Started (Go…

Mar 1 Mar 9 Mar 17 Mar 25
0

5

10

15

20

Bounce Rate

69.9%
 0.8%

Impressions

57,991
 13.8%

Avg. Session Dur.

00:01:29
 0.2%

Pages / Session

1.77
 -1.7%

Users

10.5K
 -15.2%

Clicks

2.9K
 -6.0%

In-Market Segment Users

Employment 1,271

Financial Services/Investment Se… 910

Employment/Career Consulting S… 803

Travel/Hotels & Accommodations 686

Business Services/Advertising & … 626

Travel/Air Travel 612

Business Services/Sta�ng & Recr… 565

Autos & Vehicles/Motor Vehicles/… 507

▼

IN-MARKET GROUP

Page Pageviews % Δ Bounce Rate Avg. Time on … % Δ

/start 2,769 -21.8% 65.6% 00:01:07 -22.2%

/index.php 2,452 -14.4% 50.84% 00:02:12 57.9%

/process 1,753 -18.6% 81.53% 00:02:35 8.5%

/start-beverage-company-5-easy-steps 1,352 -27.9% 75.82% 00:04:20 23.9%

/beverage-world-ranks-50-largest-companies-ba… 1,256 40.8% 84.39% 00:03:28 -3.5%

/non-alcohol 960 -25.5% 68.7% 00:01:11 1.6%

/alcohol 776 -25.7% 71.43% 00:01:06 -15.2%

Grand total 22,337 -16.6% 69.9% 00:01:54 3.5%

▼

SITE METRICS

PAGE REPORT CARD

Full Referrer New Users

google 7,262

(direct) 1,378

display 962

bing 122

dsp 79

youtube.com/ 67

yahoo 58

automatedtra�c4free.pw/ 34

…

REFERRALS


