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● Why: During & Post pandemic increase in demand for 
chocolates and snacks

● What: Launch of Lemon Lime filled Twizzlers 

● When: New Product Launch Date 11th November 2022

● Where: Online platforms - Amazon, Bing, CCN, CondeNast, 
Facebook/Instagram & Google

● How: 12 week Campaign to drive awareness & sales

Project : Citrus
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Jargon Full Form 

CPC Cost Per Click

CTR Click-Thru-Rate 

TSAR Total Site Action Rate 

CPTSA Cost Per Total Site Action 

ROAS Return on Advertisement 
Spent 

Jargons Table



Pre-Launch Survey
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Before launching the campaign, understanding consumers interests & 
preferences to find the right target audience



Data source: Dynata
Groups: Control & Exposed
Demographic 
Questions & Answers
Preferences & Interests

Methodology: LIFT
Measure the difference between Control Group 
(unexposed to ad) and Exposed Group (saw the 
ad) to identify product desirability

Assumptions: 
Positive Answers: higher(positive) lift shows 
better desirability
Negative Answers: lower(negative) lift shows 
better desirability

Data, Methodology & Assumptions



Positive 
LIFT
“Somewhat 
likely”
“Very likely

Target Customers Analysis

Negative 
LIFT “Very 
Unlikely”



Ideal Target Customers

Northeast
18-24 year olds

Females

Less than $74,999

Age 

Gender 

Income 



✔️ Nike, 
Basketball

✔️ H&M Football

✔️ H&M, 
Swimming

✔️ Columbia, 

Football

Customers’ Preferences & Interests



Recommendations

● Launch Campaign

● Attract customers by catering to their 
preferences and interests 

● Develop relevant segmentation strategies and 
advertise them through different channels 



02
Mid-Campaign

The campaign has been live for 6 weeks, what did we find? What can 
we recommend for the next 6 weeks?



Data 
The data from this campaign consists of Spend, Impressions, 
Clicks, and Total Site Action. This can be broken down by 
day, site, and channel. The CPC, CTR, TSAR, and CPTSA can 
also be found within this data. 

Methodology 
Weekly trends were analyzed via Tableau in order to 
understand the different trends of the KPIs and how they 
impacted the campaign. 

Assumptions/Issues
The following analyses is broken down into weeks in 
order to better understand how efficient and effective 
these KPIs were.

Data, Methodology & Assumptions



Key Data Analysis - Overall Trends

The TSAR in week 45 

was 0.37% whereas in 

week 47 (the peak), the 

value was 0.62%. By 

week 51 the value was 

0.54%. The TSAR is

trending upwards. This 

means that more 

individuals are able to 

take site action once 

served an ad. 

The CPC started at 

$1.31 in week 45 and 

ended up at $2.64 by 

week 51. The chart is 

expected to trend 

upwards in the 

coming weeks. This 

means that the CPC

will be even more 

expensive.

In week 45, the CTR was 

0.81% whereas by week 

50 it was 0.51%. However, 

the CTR did rise from 

week 50 (0.51%) to week 

51 (0.57%). The CTR is 

predicted to trend 

downwards in the coming 

weeks. This means that 

less people will be 

clicking on the 

advertisement. 

The CPTSA in week 45 

was $2.87 whereas in 

week 51 it was $2.74.

During week 47, the 

CPTSA was at its 

lowest with $2.13.

During week 50 the 

CPTSA was its highest

with $3.57. This chart is 

trending upwards.

Therefore, the cost of 

which the media agency 

pays to get a site action 

once served with an ad is 

meant to increase. 



Key Data Analysis - Efficiency

CPC

The largest CPC is CNN. 

CNN's CPC is always 

above $16. The most 

optimal CPC would be 

either Google, Bing, or 

Facebook/Instagram as 

their CPC does not cross 

the $5 mark. The most 

efficient channel to use 

for the campaign would be 

either Google, Bing, or 

Facebook/Instagram

CPTSA

CNN, Google, Bing, and 

Facebook/Instagram are 

more consistent with being 

efficient whilst being below

the benchmark of $30. 

However, the most optimal

sites would be Google and 

Bing due to them being the 

average cost. Hence, the cost 

of which media agency pays 

to get a site action once 

served with an ad should be in  

a range that is not too costly 

for Hershey's.



Key Data Analysis - Effectiveness

CTR

After color coding 

the table, we 

understood that 

Bing consistently 

had a larger CTR. 

The lowest CTR

Bing had was 

during the last 

week (10.32%). 

The highest CTR 

Bing had was 

20.22%. 

TSAR

Based on this table, 

we can rule out the 

data with the red 

highlights. However, 

we can note that 

green highlights are 

consistent with the 

search channels, 

specifically Google

and Bing. However, 

Google is proven 

here to be more 

reliable as they have 

consistently been 

getting 3.48% to 

4.99% through the 

weeks. This is the 

more effective option 

for the campaign. 



Recommendations

We would like to recommend Bing as the 

optimal channel source. 

❖ Bing had a low CPC 

❖ Bing had a high CTR 

❖ Bing had a higher TSAR

❖ Bing had average costs for the 

CPTSA

Google is the next best option with 

regards to channel source.  We would 

recommend they use this source as well. 

❖ Google had a low CPC 

❖ Google had a high CTR 

❖ Google had a higher TSAR 

❖ Google had average costs for the 

CPTSA 



Post-Launch Campaign
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Analyzing the campaigns performance over the duration of 12 
weeks to determine the products viability



Data source: Reliable 1st party campaign data 
broken down by day, site and channel  shows 
the key metrics over a period of 12 weeks. We 
have used sales data and previous campaign 
data for benchmarking

Methodology: Weekly trend analysis using 
tableau to track campaign performance and 
comparing it against benchmarks set by the 
previous campaign 

Assumptions/Issues: Low volume for 
spend, impressions and total are due to 
partner ramping up or slowing down 
delivery or due to latency issues

Data, Methodology & Assumptions



Performance of KPIs



Correlation between KPIs & Base Metrics



Sales & Media Performance



Campaign KPIs V/S Previous Campaign

The post campaign has a 
lower CPC → cost 
efficient, although the 
CPTSA is higher balancing 
the efficiency 

Post campaign has lower 
CTR and TSAR → might be 
due to the previous 
campaign being the first 
communication of the 
product hence enjoyed 
higher curiosity and 
attention 

Previous  
Campaign 

KPIs

Benchmark

CPC $6.52

CPTSA $0.79

CTR 0.89%

TSAR 7.36%



Performance of Return On Advertising Spend (ROAS)

The campaign not 
only generates 
higher than $2, it 
has a higher ROAS 
than the previous 
campaign →
outperforms on both 
factors 

Benchmark : Previous campaign ROAS $2.85



Sales Forecast

We conducted 
forecasting analysis 
to understand to 
future sales 

We predict the sales 
to grow - in 2 
weeks, 1 month 
and 1 year 



Hence, we 
recommend the 

campaign should 
continue



Recommendations

Conscious spending
They should reduce 
spending on 
channels that are not 
gaining traction 
CondeNast

Increase spending on 
Mid Funnel
Being a new product, 
it is important for 
LLM to occupy space 
in consumers 
consideration set

Using seasonal demand to 
their advantage

Advertising specially 
during the Holiday 
season will increase 
reach and sales 



Any Questions?
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