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Media Mix Overview



KPI Results Overview

MEDIA MIX KPI PROJECTED KPI RESULTS

Paid Social Media 3.6 Million Impressions 17.4 Million Impressions

Paid Display Media 6.6 Million Impressions 7.4 Million Impressions

Local Radio 832,000 Impressions 3.7 Million  Impressions

Digital Television (OTT) and 
Digital Radio

2.2 Million Impressions 3.4 Million Impressions

Out of Home Media 23.6 Million Impressions 46.4 Million Impressions

Local Ethnic Media 750,000 Impressions 2.1 Million Impressions

37.4 Million Impressions 80.4 Million Impressions

RESULTS
The campaign delivered more than 80 million impressions (not 
including the 18 million earned media impressions) 120% more 
than anticipated. 



Digital Results Overview

• Overall Reach & Traffic: We delivered nearly 24.6M total impressions and 242,175 clicks across all digital 
platforms, driving 155,460 users to the website.

• The website recorded an outstanding 96.86% Engagement Rate, confirming that the traffic was highly 
qualified and well-targeted.

• Digital Campaigns were launched on September 28.  Meta Ads began immediately; Google ads went 
through a longer approval process and launched Sept. 30. Campaigns finalized December 7.

• Targeting was in New Haven County and with additional filters for key audience segments (i.e. business 
owners, LE, medical professionals, etc.) and 65% allocated to English creative and 35% allocated to 
Spanish creative.  The main conversion objective is click to the web.

• Focusing on "Stories" videos lowered the Cost Per Engagement to $0.01, helping drive over 300K total 
interactions across Google and Social Media.



Digital Marketing Indicators (KPIs)

Digital Marketing 
Total clicks 136,510

*Click through 
rate 

1.9%

Total impressions 7,231,504

Website 
Website visits 155,460

Page Views 274,770

Engagement Rate  96.86% 

Social Media 
Total impressions 17,411,309

* Click through rate  3.51% 

Website clicks 105,665

Post Engagement 95,518

September 28-December 7

*Note: Industry Click Through Rates (CTR) averages for 
awareness campaigns are about 1% for Google Display 
and about 2% for Meta.



Social Pages Performance

Facebook delivered the most 
impressions and engagement. 

● 16,803,238 million views 
● 8,600 engagements (reactions, 

clicks, comments and shares)
● 240 shares
● Fiona and James video posts were 

the top two posts in terms of 
engagement.

Instagram had fewer views, but strong 
engagement.

● 270,874 views
● 7,369 engagements
● Fiona’s story was the most 

engaging post on Instagram. 

Total Social Impressions: 17 million



DETAILED RESULTS - APPENDIX



Website Performance



Pages Visited



Google Ads Campaign Performance

• Ongoing optimizations reduced the average CPC (Cost Per Click) from $5.00 to $0.20 for 90% of the campaign, maximizing budget impact.
• In addition, the campaign was successful in connecting with the target audience as illustrated by the fact clicks rose higher than impressions. This 

inverse correlation shows the campaign wasn’t wasting impressions on audiences that wouldn’t have the propensity to click. 
• The Google campaigns ran from Oct. 1 to Dec. 7, generating a total of 133,302 clicks, 5,108,005 impressions, and 206,017 ad interactions.
• 60.3% came from the English campaign, and 39.7% came from the Spanish campaign.



META Ads Campaign Performance

• The Meta campaigns showed consistent performance from start to finish, typical of a successful campaign on Meta. 
• Running from October 1st to December 5th, they achieved a total of 105,665 link clicks and 16,220,072 impressions.
•  Of the total impressions, 72.7% were attributed to the English campaign, with the remaining 27.3% corresponding to the Spanish campaign.
• Meta campaigns achieved a high frequency of 39, significantly exceeding industry averages to ensure strong, long-term brand recall.



Out of Home

● Billboards: 15,451,944 impressions (Received 3 bonus units)
● Gas Station TV: 157,520 impressions (Received 22,206 bonus impressions)
● Gas Pump Signs (19 locations): 1,892,346 impressions (Received two bonus units)
● Shadow Fencing & Geofencing: 1,279,264 impressions (Received 29,264 bonus impressions)
● Bus Advertising: 27,623,552 impressions - Currently still running as of 12/10/25
● Total Impressions booked: 23.6 million    Total Impression Received: 46,404,626
●

Interior ads on bus ceiling



Radio Campaign

WPLR - Maritza Bond 2 

WPLR - Fiona Firine

WPLR - James Sweat 2WPLR - James Sweat 1

WPLR - Maritza Bond 1

WPLR - Fiona  Firine 2

Impressions: 687,200
Radio Spots: 232
Page Views: 105

Country 92.5 Spot

Country 92.5 Spot

KC 101 Spot

Impressions: 1,930,000

Impressions: 1,090,000

Radio stations ran the campaign :30 commercial, they 
also involved their DJs to record segments as well as 
conducted interviews.



Multicultural Media

WYBC- Maritza Bond - 1 WYBC- Fiona  Cullinan Firine - 1

WYBC-  James Sweat - 2

WYBC-  James Sweat- 1

WYBC- Maritza Bond - 2 WYBC- Fiona Cullinan Firine - 2

WYBC 
Impressions: 887,200
Radio Spots: 232
Page Views: 123

Bomba
Impressions: 497,600
Radio Spots: 288



Digital TV Performance

Total Impressions: 1,442,960



Public Relations

Total Earned Media Impressions

7
18.6 MM

Press Interviews



Public Relations Coverage Report

• CT PUBLIC RADIO/NPR – December 1: With $10M CDC grant, New Haven County health officials seek to battle stigma around opioid misuse
• UVM: 128,211

▪ Syndicated UVM: 17,961,888   CT Mirror  | CT Mirror Facebook |  X | NewsBreak | LinkedIn: Yale Dean

• FOX61 - November 10: Connecticut pushes to end stigma of opioid addiction, curb overdoses 
• UVM: 441,445
• Broadcast: 20,308
• Also shared on YouTube; Facebook

• WICC-AM RADIO “MELISSA IN THE MORNING” - November 19: Opioid Addiction 
• Listenership: 4,400

• La Voz Hispana de CT - October 28: Reducir el estigma de adicción a los opioides. Tratamientos y servicios que salvan vidas
• Facebook: 15,000

• Identidad Latina - November 5: Líderes de salud de Connecticut unen esfuerzos para prevenir sobredosis
• UVM: 14,000 | Facebook: 9.4K 

• Dateline New Haven – November 20: City Health Director Maritza Bond 
• Spotify | Apple *We don't have metrics for this podcast 

• New Haven Independent – November 21: Health Chief Takes City's Pulse 
• UVM: 158,393 

https://www.ctpublic.org/news/2025-12-01/with-10m-cdc-grant-new-haven-county-health-officials-seek-to-battle-stigma-around-opioid-misuse
https://ctmirror.org/2025/12/01/new-haven-opioid-use-disorder-cdc-grant/
https://www.facebook.com/CTMirror/posts/with-10m-cdc-grant-new-haven-county-seeks-to-battle-stigma-of-opioid-misusea-new/1422259576569639/
https://x.com/CTMirror/status/1995578431505846363
https://www.newsbreak.com/connecticut-mirror-512909/4374859836156-with-10m-cdc-grant-new-haven-county-seeks-to-battle-stigma-of-opioid-misuse
https://www.linkedin.com/posts/meganranney_with-10m-cdc-grant-new-haven-county-health-activity-7401615451232882688-oaul/
https://www.fox61.com/video/news/local/connecticut-pushes-to-end-stigma-of-opioid-addiction-curb-overdoses/520-badd8845-785c-445e-bbf4-f5a2313423f5
https://www.youtube.com/watch?v=KJUSeZi-mv0
https://www.facebook.com/watch/?v=1764851177506104
https://audioboom.com/posts/8808190-melissa-in-the-morning-opioid-addiction-psa
https://www.facebook.com/lavozhispanact/videos/2025421121576743
https://identidadlatina.com/2025/11/lideres-de-salud-de-connecticut-unen-esfuerzos-para-prevenir-sobredosis/
https://www.facebook.com/identidadlatina/posts/pfbid033teMxVg4CTx2ymawaJQ6zKyFXyBNYaoHeRVYzPz1A1Aw5BntTdGTqcp9UFSCVq6tl
https://dateline-new-haven.transistor.fm/296
https://open.spotify.com/episode/4dy2Zc2nph8NHkXAgW8WLj?si=NJroh7KqSr-uKpkGiVQQuA
https://podcasts.apple.com/us/podcast/city-health-director-maritza-bond/id1636695061?i=1000737665944
https://www.newhavenindependent.org/2025/11/21/health-chief-takes-citys-pulse/


Campaign Recap

• The “It Started With” stigma reduction campaign was highly successful in its objective of reaching the 
public in New Haven with research-based messages as indicated by the high impressions, the frequency 
of the campaign and the number of website visits.

• The campaign had more than 80.4 million impressions in New Haven County, exceeding the goal by 
more than 120%.

• The campaign website had more than 155,000 visitors and a high engagement rate.

• Public relations was very successful and benefited from a news story that was picked up by a syndicated 
news network, resulting in more than 18 million earned media impressions. 

• This campaign provided an excellent launching point for the grants following year’s efforts.



Thank You!


