
Campaign Results



•Dispel the myths and information about the various COVID-19 vaccines and encourage 
eligible U.S. adults to get vaccinated 

• Generate conversation among Miami youth to incentivize them to encourage their 
families and loved ones to get vaccinated as well

Objectives



Audience Targeting

• Location 
• People who live within 25 miles radius of 

Miami, FL 

• Neighborhoods: Little Havana, 
Overtown, Little Haiti, Liberty City, 
Miami Gardens, Opa-Locka, North 
Miami, Hialeah, Homestead, Naranja 
and Florida City. 

• Age 
• Adults 18 - 37 

• Gender 
• Men & Women

• Education Levels 
• High School 
• Some College 
• College 

• Language 
• English & Spanish 

• Interests 
• Donald Trump 

• Trump 

• Political conservatism 

• Anti-vax 

• Relationship status: single

For this campaign, we targeted our message to groups least likely to have received the vaccine due to myths, 
misinformation, and/or other personal reasons. We optimized throughout the campaign according to who engaged 
most with our content.



Campaign Content Recap



Carousel (English)



Hero Video

Campaign Elements

Image Carousels  
(English, Spanish, Kreyol)

T-shirt & Voicemail  
Promotion



Carousel (Spanish)



Carousel (Kreyol)



Vacuna Matata T-shirt & Voicemail Promotion
In addition to the Hero Video & Carousel, we created a Vacuna Matata t-shirt design to generate more engagement with 
our audience. While the t-shirt was not for sale, we received lots of interest from our audience on where to purchase.

Facebook Instagram Twitter



Campaign Summary



Campaign Summary

96,179
Impressions

74,840
Reach

25,624
Post Engagements

La Ventanita con Espumita & Health Foundation SFL 



Campaign Details



Campaign Details

• Impressions: 96,179 
• Reach: 74,840 
• Video Views: 20,883 
• Post Engagements: 25,624 
• Engagement Rate: 34% 
• Frequency: 1.36 
• Top Audience: Men & Women 25-34 
• Top Location: Florida 
• Cost per Thru-Play: $0.03 
• Likes: 2,068 
• Comments: 171 
• Post Shares: 2,175 
• Post Saves: 327

Below are results for the total campaign, which ran 8/3/21 - 8/20/21:

Women Men



On Facebook, our highest engagement was among  
men & women 25-34, with a higher concentration 

among men. 

Due to Espumita’s natural virality, we maintained our 
results at $0.03 cost per video view, which is $0.03 

lower than our benchmark!

Facebook Audience Demographics



On Instagram, our highest engagement was among  
men & women 25-34, with a  

slightly higher concentration among women. 

Instagram Audience Demographics



Hero Video: Facebook



Hero Video: Facebook & Instagram



Hero Video: Instagram Stories



Hero Video: Instagram Stories



Vacuna Matata: Instagram Stories



Vacuna Matata: Instagram Stories



Twitter - Espumita Vacuna Vacation



Twitter - Carousel



Twitter - Carousel



Earned Media & Amplification



Campaign Conversation



Campaign Conversation



Campaign Conversation



Campaign Conversation



Newsletters



Newsletter 1 View in Browser (Click for Link)

https://66wwc.r.ah.d.sendibm4.com/mk/mr/63M8gTSetlH3Oh9hWYstx4ceSrXuoQRZYCM-XzDwaYNmAV52KE4-SHo_MSs7Fk9CvdkaSE4dzaG9ccvnghkXdBtNZjDXAJrbZ5PCpTVBptujhSo


Newsletter 1 - Cont’d



Newsletter 2 View in Browser (Click for Link)

https://66wwc.r.a.d.sendibm1.com/mk/mr/Rg80oIxaYwpP4fzXUFCHI7R-icD198R0r_A5oY7wi11yb8GNdna44Mdw0XaMWU0XHQYO-YuxrgH2tQ54i46J3plcEFcmU-3w8Ni_4Nn5


Newsletter 2 - Cont’d



Newsletter 2 - Cont’d



82,116
Total Emails Sent Across Both Newsletters

4.24%
Open Rate

3,065
Total Opened

41,508
Unique Newsletter Recipients

Newsletters - Summary
 Results for Newsletter 1 & 2 Combined



Insights & Key Learnings



Insights & Key Learnings

• The campaign was extremely engaging, with a 34% engagement rate! This can be attributed to the humor, the highly 
polarizing topic and hands-on community management that encouraged further conversation with our audience. 

• The carousel was highly engaging, generating much more conversation than the hero video. This format showed to be 
easier for sending via private message and saving for later. Consider using this format for future campaigns. 

• Sponsorship of an organically viral content series such as La Ventanita con Espumita proved to be a success— while the 
series’ has a loyal built-in audience, this video was shared widely to a whole new audience.           73% of those who 
interacted with the video weren’t even following The Plantain! Talk about a win-win. 

• As expected, the anti-vaxxers came out to rip the campaign apart. However, even though we received some hate for our 
pro-vaccine narrative, we also received an overwhelming amount of appreciation for our posts. Overall, the campaign was 
well received. 

• The humor and natural shareability of the content also allowed us to maintain a low cost per result ($0.03, versus our 
benchmark of $0.06). 

• The additional Vacuna Matata t-shirt design helped us generate more engagement for the rest of the campaign. Consider 
using additional ancillary content for the next campaign.



Thanks!


