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History & Objectives
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✔ ALL local and tribal governments, tourism-related IRS 
non-profits and attractions invited to participate

● Award Summary
● Total Initiative Opt-ins (MMP): 6
● Total Spend: $67,941
● Total Impressions to Date: 4.8MM
● Creative Review 
● Reporting Insights

FY23 CoOp Marketing Recap
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https://drive.google.com/file/d/1167Un6bh1kWc9FpbX_fTrzEsNbKz4jzI/view?usp=drive_link
https://drive.google.com/file/d/1kOWck3DwyTykAuM60GULIQ-qRPgcKbU2/view?usp=drive_link
https://drive.google.com/drive/folders/13C7PjaLTj-oTru9opqyvst-sgsMFM7cL?usp=drive_link


✔ ALL local and tribal governments, tourism-related IRS 
non-profits and attractions invited to participate

Marketing Plan (Award Summary Review)
● Albuquerque/Santa Fe, Denver,  Young Boomers/Empty Nesters (Age 59-64), Gen X (Age 43-58), Outdoor 

Recreation, History
● Unique Visitor Experiences
● Messaging for the year based on season

Creative Assets
● Consider success of FY23 ads based on Reporting

FY24 CoOp Marketing Overview
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https://drive.google.com/file/d/1hrIVmn0qnfe8V7ebEvtW-hwxchnTgrxJ/view?usp=drive_link


Your FY24 Target Audience

Statistics:
● Prefers Facebook for Information
● Engages with traditional and digital media

                (radio/audio, OOH, Facebook, YouTube)
● Regularly streams TV and music 

Travel Preferences for New Mexico:
● Attractions: Interested in family-friendly vacations, historical sites, and 

southwestern cuisine.
● Travel Style: Prefer longer vacations, comfortable accommodations, more likely 

to travel in larger groups (3-4) 

Decision-Making Factors:
● Media Mix: Discover New Mexico through a mix of digital and traditional 

media.
● Advance Planning: Plan trips well in advance, coordinating with family 

members. Heavily uses Tripadvisor & Expedia
● Loyalty Programs: Use loyalty programs to secure discounts and added perks. 

GEN X
Statistics:

● Heavy TV watchers & newspaper readers
● Primarily uses Facebook
● Keeps up to date with current events

Travel Preferences for New Mexico:
● Attractions: Attracted to New Mexico's art, culture, and outdoor activities.
● Travel Style: Favor group travel with friends or organized tours. Values 

restful vacations without excessive exercise 

Decision-Making Factors:
● Media Discovery: Explore New Mexico through social media and travel 

agencies.
● Peer Influence: Decisions influenced by friend recommendations.
● Group Travel Convenience: Emphasis on ease and convenience of group 

travel arrangements.

YOUNG BOOMERS
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Performance & Analysis

01 FY24 Data & Insights
 

Proof of Performance (POP)02
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CoOp Initiative Details

● Initiatives live: Managed Search, Facebook Static, 
Facebook Video, Sponsored Content, YouTube, 
New Mexico Magazine FP Print + Digital, NM 
True Adventure Guide 2-pg Spread + Digital, New 
Mexico Magazine FP Advertorial + Digital

● Reporting Period: FY24
● Partner Run Dates: 9/1/23-9/5/24
● Package Initiative: Sterling Silver

Overall Delivery Metrics 

● Total Spend: $115,146
● Total Impressions: 4,556,061
● Total Clicks: 58,047 

Spend by Medium

FY24 REPORTING
PERFORMANCE SUMMARY Overall Delivery Metrics 
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Digital Delivery Metrics

● Total Digital Spend: $63,000
● Total Digital Impressions: 3,605,829
● Total Clicks: 57,216
● Overall CPM: $17.47 
● Video Views: 1,259,735
● Website Sessions: 12,418
● Social Post Engagement: 711,273 
● Click Through Rate: 1.59%

Spend by Medium (Digital)

FY24 REPORTING
PERFORMANCE SUMMARY

YOUR CUSTOM DASHBOARD

ATTACHMENT A

https://drive.google.com/file/d/1LrLqX-DOQ-ki_ptmRsZItePkSEq_Uv4Q/view?usp=drive_link


Insights by Channel

FY24 REPORTING
PERFORMANCE SUMMARY

Facebook Static
● Facebook was by far our most efficient click driver with an impressive $0.30 CPC and a 3.33% CTR, 370% above our benchmark 

of 0.90%
● Facebook also saw our most efficient 15s TOS CPA at $0.86 generating 11,622 15s TOS actions

Facebook Video
● Facebook Video achieved an extremely high VCR of 79.38% 57% above our benchmark of 45% and did so extremely efficiently 

with a $0.03 CPCV
● While this is an awareness channel we saw it drive efficient clicks with a $3.18 CPC and saw our 3rd highest average time on sit 

of 15 seconds

Managed Search (SEM)
● Managed Search had the highest Average Time on Site (2:53) and also had the lowest bounce rate (32%)
● The Managed Search campaigns also drove 6,812 engaged sessions at the highest Engaged session rate (67.65%)
● The keyword [los alamos] saw the most clicks with 2,516, and also had a $1.65 15s TOS CPA (10% lower than overall Managed 

Search average)

Sponsored Content
● Sponsored Content was able to drive efficient impressions with our lowest CPM at $6.92
● This lead to our 2nd most efficient 15s TOS CPA at $1.36 driving 3,673 15s TOS actions
● The outdoor recreation audience was our top performer for this channel, driving 88.2% of all clicks, and 81.8% of total 15s TOS 

actions

YouTube
● YouTube drove a 63.17% video completion rate, 253% above our benchmark of 25%
● This lead to YouTube having an even more efficient CPCV than Facebook video at $0.02
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Insights by Creative Execution

FY24 REPORTING
PERFORMANCE SUMMARY

Facebook Static
● ‘Oppenheimer’ was more efficient at driving impressions, clicks, and sessions when compared to 

‘Views’ with a $9.68 CPM, $0.27 CPC, and $5.26 CPS
● ‘Views’ however did have the more efficient 15s TOS CPA at $0.72

Facebook Video
● While both videos exceeded our benchmark VCR of 45%, ‘NationalParks’ vastly outperformed 

‘Discoveries’ in terms of VCR at 84.21% compared to ‘Discoveries’ at 68.56%, 
■ Due to this we optimized toward ‘National Parks’ leading to it receiving 71.1% of 

total spend

Sponsored Content
● ‘National Parks’ and ‘Discoveries’ saw fairly even performance with similar CPMs, CPCs, CTRs, and 

15s TOS CPAs

YouTube
● YouTube only had 1 creative theme running
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Trends Over Time

● Our most efficient month in terms of clicks was July at $0.86 which also drove the most total 
number of impressions and clicks with 1,571,085 and 23,955 respectively. The most efficient 
month in terms of 15s TOS CPA was October at $1.19

FY24 REPORTING
PERFORMANCE SUMMARY
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Insights by Geographic Target

● The majority of spend in Facebook Video went towards Denver, which subsequently drove the 
most engagement as a result. Facebook static saw pretty even spend between the two geos 
however, Albuquerque-Santa Fe drove 64% of overall clicks

FY24 REPORTING
PERFORMANCE SUMMARY
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Managed Search: Launched 9/5/2023 FY24 REPORTING
POP
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New Mexico Magazine FP Print Ad + Digital: October

PRINT IMPRESSIONS : 50,000

October DIGITAL 300X250 NEWSLETTER AD:  Subscribers: 37,681, 

Clicks: 83, Opens: 15,669

DIGITAL 300x250 WEBSITE AD (Sept): Impressions: 19,353, Clicks: 50

DIGITAL 300x250 WEBSITE AD (Oct): Impressions: 18,195, Clicks: 38

WEBSITE AD NEWSLETTER AD 

FY24 REPORTING
POP
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New Mexico Magazine True Adventure Guide 2-Page Spread

PRINT IMPRESSIONS : 300,000

FY24 REPORTING
POP
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New Mexico Magazine True Adventure Guide 2-Page Spread

DIGITAL 728x90  DIGITAL AD (June): Impressions: 7,272 Clicks: 9

NM Mag Facebook Post  (June): Impressions: 11,457, 

Engagements: 187

FY24 REPORTING
POP
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New Mexico Magazine FP Advertorial - April

PRINT IMPRESSIONS : 50,000

DIGITAL 300X600 DIGITAL AD: Impressions: 11,349, Clicks: 48

NM Mag Facebook Post : Impressions: 3,370, Engagements: 38, 

Followers: 149,000

FY24 REPORTING
POP
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New Mexico Magazine FP Print Ad + Digital: March

PRINT IMPRESSIONS : 50,000

March DIGITAL 300X250 NEWSLETTER AD:  Subscribers: 37,897, 

Clicks: 19, Opens: 15,547

DIGITAL 300x250 WEBSITE AD (Nov): Impressions: 16,592, Clicks: 39

DIGITAL 300x250 WEBSITE AD (Dec): Impressions: 16,104, Clicks: 36

DIGITAL 300x250 WEBSITE AD (Jan): Impressions: 22,881, Clicks: 53

DIGITAL 300x250 WEBSITE AD (Feb): Impressions: 24,870, Clicks: 57

DIGITAL 300x250 WEBSITE AD (Mar): Impressions: 41,751, Clicks: 62

WEBSITE AD NEWSLETTER AD 

FY24 REPORTING
POP
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New Mexico Magazine FP Print Ad + Digital: June

PRINT IMPRESSIONS : 50,000

June DIGITAL 300X250 NEWSLETTER AD:  Subscribers: 37,758

Clicks: 12, Opens: 15,126

DIGITAL 300x250 WEBSITE AD (April): Impressions: 24,497 Clicks: 48

DIGITAL 300x250 WEBSITE AD (May): Impressions: 21,022, Clicks: 56

DIGITAL 300x250 WEBSITE AD (June): Impressions: 28,433, Clicks: 62

DIGITAL 300x250 WEBSITE AD (July): Impressions: 32,509, Clicks: 91

DIGITAL 300x250 WEBSITE AD (Aug): Impressions: 37,241, Clicks: 68

WEBSITE AD NEWSLETTER AD 

FY24 REPORTING
POP
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Sterling Silver Package - Facebook Static: Launched 6/3/24

Views Oppenheimer

FY24 REPORTING
POP
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Sterling Silver Package - Facebook Video: Launched 6/3/24

National Parks Discoveries

FY24 REPORTING
POP
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Sterling Silver Package - YouTube: Launched 6/3/24

Magical

FY24 REPORTING
POP
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Sterling Silver Package - Sponsored Content: Launched 6/3/24 FY24 REPORTING
POP
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Managed Search: Launched 6/3/2024 FY24 REPORTING
POP
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Summary Insights & Future Implications

01 Optimizations & Key Takeaways

Implications for Future Planning02
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Optimizations & Key Takeaways

Optimizations made throughout the flight:
● Sponsored Content

○ We turned off poor performing domains and supply sources to improve overall 
performance and lower our 15s TOS CPAs

● Display and Sponsored Content
○ This media mix will allow us to leverage two channels we saw high levels of 

engagement from, Facebook Static and Sponsored Content, while also adding new 
channels to increase brand awareness and engagement

● Several Managed Search keywords with higher than average 15s TOS CPAs were paused in 
FY24 which allowed the bidding strategy to focus on top performers

FY24 REPORTING
SUMMARY INSIGHTS
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✔ ALL local and tribal governments, tourism-related IRS 
non-profits and attractions invited to participate

TARGETING
History, Outdoor Recreation, Family Travel, Dallas, Denver, Phoenix, Millennials (Age 27-42), Gen X (Age 43-58), Young 
Boomers/Empty Nesters (Age 59-64)

CONTENT / CREATIVE / MESSAGING
Science & Discovery
Outdoor Recreation

CHANNELS / TACTICS
● Los Alamos is running the Prickly Pear Package in FY25 which includes Facebook Static, Facebook Remarketing, 

Travel Intender Display and Travel Intender Sponsored Content, in addition to Managed Search, Sponsored 
Content, and additional Travel Indender Display and Native.

○ This media mix will allow us to leverage two channels we saw high levels of engagement from, Facebook 
Static and Sponsored Content, while also adding new channels to increase brand awareness and 
engagement

FY25 MARKETING
IMPLICATIONS
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FY24 Performance Benchmarks

Glossary
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Channels Performance Benchmarks

Facebook Video 45% Video Completion Rate (VCR)

Instagram Video 45% Video Completion Rate (VCR)

YouTube 25-50% Video Completion Rate (VCR)

CTV 95% Video Completion Rate (VCR)

Programmatic Display Impressions Delivery and Site Sessions

Sponsored Content 15s Time on Site Conversion, CPA

Facebook Static 0.90% CTR & Sessions

Instagram Static 0.30 - .56% CTR & Sessions

Managed Search CPC, CPA, CTR (Benchmarked by Partner)

FY24 Benchmarks

● Performance can vary greatly from partner to 
partner, with varying target markets, demos, 
budgets and creative. The digital team is looking 
at each partner’s performance by initiative and 
striving to improve performance over time and 
set realistic benchmarks per partner

● Display, Social and Sponsored Content are being 
optimized to the partner selected onsite 
conversion actions and/or Time on Site pixel fires. 
Optimizing to an onsite action will often have a 
negative impact on metrics like CTR and CPC.

● Campaigns are geared toward driving a high 
volume of impressions to partners target markets 
and audiences, therefore campaigns are being 
optimized to drive efficient cost per thousand 
impressions (CPMs)
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Acronym/Term Definition
CTR Click through Rate; clicks divided by impressions

CPM Cost per 1,000 impressions

CPC Cost per click

CPCV Cost per completed view

CPV Cost per video view

CPA Cost per conversion (is specific to tracked actions on each partner site and 

excludes 15s TOS action)

15s TOS CPA Cost per 15 seconds Time On Site action

Social Post 

Engagement

Total number of actions taken on social ads (includes shares, reactions, saves, 

comments, likes, interactions, and link clicks)

Glossary
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