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Campaign Overview

In October 2024, PivotPath partnered with the Rhode Island Energy Efficiency Council (RI EEC) to launch a strategic
multi-channel campaign promoting energy-saving programs for low-income households.

The campaign uses programmatic digital ads, audio streaming, and a social media push starting November 1 to target
English and Spanish-speaking Rhode Island residents aged 29-55 with household incomes under $69k.

Media in Market
Digital Display
Audio Streaming 
Social Media 

By reaching homeowners and renters in older homes, the campaign
aims to:

Educate on energy efficiency benefits
Increase program participation
Encourage behavior change
Drive traffic to a user-friendly landing page for home assessments
and eligibility sign-ups.

Creative: English and Spanish ads have been approved and have been
implemented.
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Actions & Results to Date 
October 16 -December 10, 2024 

Media Delivery Report 



eec.ri.gov/power is how most of the visitors are coming to the site.  

In Google Analytics, Views reflect the total volume of activity (page or screen loads),
while Active Users focus on unique individuals who engage with the platform.
Views can far exceed the number of active users if users frequently visit or reload
pages. Since the “eec.ri.gov/power” is a new landing page, we are not able to compare
any data from previous months. 

Actions & Results to Date

TOP PERFORMING DISPLAY AD: 
300X600 SPANISH AD B: 3.38% CTR

https://www.pivotpathdigital.com/
http://eec.ri.gov/power


Campaign Delivery Performance |Media Buy
  

RI EEC bought a total of 3.4M+ digital impressions for a
digital display, audio streaming and social media
campaign.  

The total media buy impressions refer to the number of
ad exposures purchased in the media plan, reflecting the
potential reach of a campaign. Delivered impressions,
however, represent the actual number of impressions
served and viewed, highlighting the realized reach and
effectiveness of the buy.  

As of December 10, 80% of the total impressions have
been delivered.  The campaign runs through 12/31, where
the remaining 20% of impressions will serve.

Actions & Results to Date
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Campaign Delivery Performance | Oct 16 - Dec 10
  

The media was split to reach the English and Spanish-
speaking audience. 

We see here that the Click Through Rate (CTRs)* show
that the English-speaking audience for the display ads
engaged better than the Spanish-speaking audience, and
the Spanish-speaking ads performed better on social
media. The audio streaming ads are also performing
above industry benchmarks @91%.

*CTR refers to the metric/percentage people click on a link, ad or email
compared to how many times it was viewed.
*ACR (Audio Completion Rate) the percentage of audio ads that are played to
the end by listeners. Bencchmark for ACR is 91%.

Actions & Results to Date

https://www.pivotpathdigital.com/


Digital Display | Delivery Metrics 
For the RI EEC marketing campaign, six distinct messages were
deployed, with four in English and two in Spanish. (Refer to
the ads on the following slide.)

The chart on the right shows the top ad performance metrics
in November.  The Spanish ads appear in the top 4 slots for
CTR/engagement rate.  These ads are resonating best with the
audience, however, all ads achieved click-through rates (CTR)
above 0.95%, significantly surpassing the typical CTR of 0.25%
for similar campaigns. 

This high engagement suggests that the messaging is
resonating strongly with the target audience, prompting them
to click to learn more.  

Actions & Results to Date
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Digital Display

Actions & Results to Date
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Audio Streaming 
RI EEC ran an audio streaming campaign to a targeted audience
network on multiple platforms to help increase reach and awareness.  

The top platforms where the RI EEC audio spot ran were:
COX MEDIA GROUP
BARSTOOL SPORTS
AUDIOLOGY
PODCASTONE
SOUNDCLOUD
SXM MEDIA PODCAST NETWORK
TUNEIN
SPREAKER
SOUNDCAST
SONOS RADIO

Actions & Results to Date

Audio Completion Rate (ACR): the percentage of audio ads that are played to the end by listeners. 

https://www.pivotpathdigital.com/
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Social Media   Facebook and Instagram
On November 1, the social media campaign launched delivering a combined CTR of 0.06% (Social industry
benchmark is 0.50%).  CTR was pretty low in November, but that was our first ~month running the campaign
and we were still learning what was going to work best. So far, in December, we see that the campaign has
greatly improved as the platform still learning what was going to work best.  We continue to regularly manage
and optimize for this.

Actions & Results to Date
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Social Media   

Actions & Results to Date
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Key Takeaways & Insights

Campaign Duration: The campaign has been active for seven weeks with encouraging engagement results,
especially for display and audio streaming efforts.
Display Campaign Performance: Strong Click-Through Rate (CTR) percentages indicate high engagement
(CTR = impressions served ÷ click-throughs).
Audio Streaming Success: Audio ads achieved a 93-95% Audio Completion Rate (ACR), reflecting strong
listener retention despite being non-clickable.
Social Campaign Improvement: December performance has significantly improved due to AI insights,
management strategies, and ongoing optimizations.
Data Needs: Access to historical program sign-up data (October 2023 - November 2024) is recommended to
assess the paid campaign's overall effectiveness and impact.

https://www.pivotpathdigital.com/


Recommendations for 2025



Localized One-Pager Development:
Create bilingual (English and Spanish) one-pagers to highlight program benefits, financial options, and steps for
participation.
Distribute through community centers, schools, churches, and local markets.

Targeted Digital Out-of-Home (DOOH) Advertising:
Place culturally relevant ads in high-traffic areas like local markets, gyms, C-stores, bus stops, and transit hubs.
Use Spanish messaging with QR codes for easy access to program details.

Expand Media Outreach:
Partner with Hispanic radio stations and TV networks for ad placements and interviews.
Leverage social media ads targeting Spanish-speaking Rhode Island residents.

Community Partnerships:
Collaborate with local Hispanic organizations and leaders to build trust and awareness.
Sponsor cultural events to promote energy-saving programs directly to attendees.

Digital Retargeting and GA Updates:
Utilize retargeting ads to re-engage users who haven’t converted.
Optimize Google Analytics to track user journeys and refine strategies.

Recommendations for 2025
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Develop Multilingual Materials: Create a one-pager in English and Spanish to ensure accessibility
for Hispanic communities and non-English speakers.
Monthly Meetings: Hold regular meetings with Rhode Island Energy to fully view the user journey
from the EEC site to sign-up and assessment completion.
2025 Media Plan: Collaborate with the steering committee to update and finalize the 2025 media
plan, aligning with campaign goals and audience needs.
Optimize Current Campaign: Continue refining ongoing campaign strategies to maximize
performance and engagement.
A/B Testing Landing Pages: Test variations of landing pages to address bounce rate challenges and
identify the most effective layout for user engagement.
Enhanced Data Collection: Determine the best methods for collecting user data to better
understand audience behaviors and improve program targeting.
Enhanced Data Tracking: Work with Rhode Island Energy to refine Google Analytics tracking for
improved retargeting and reporting.

Next Steps
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Audio Completion Rate (ACR): the percentage of audio ads played to the end by listeners. 
Click: An action a user takes on a website, such as clicking on an ad or filling out a form.
Click Thru Rate (CTR): A metric that measures how often people click on a link, ad or email compared to how many times it
was viewed.
Display Ad: An online ad that combines text, images, and a URL that links to a website where users can learn more about
what they are clicking on.
Impressions: Total number of times your ad content is displayed, no matter if it was clicked or not.
Link Clicks: the number of clicks on ad links to specified destinations or experiences, on or off Facebook/Instagram. Ex: If
someone clicks on a call-to-action button that takes them to a website or app store, this click is reported as a link click.
Pixels: A small code added to a website or email to track visitors or subscribers to gather data.
Post Engagement: The number of times people interact with a social media post, such as by liking, commenting, or sharing.
Post Reaction: The total number of reactions to a social media post or ad including likes, loves, haha, wow, sad, or angry.
Programmatic Ads: An automated digital advertising process that leverages AI and machine learning to analyze audience
data, optimize ad placements, and deliver targeted messages to the most relevant audiences across the web. This approach
reduces ad spend waste by ensuring ads are served to the right people at the right time.
Reach: The total number of people who see your content (specifically on social media).

Media Terms
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U.S. Office: 
+1 (404) 919-6560

Sierra Leone Office:
+232 72 403489

Phone Numbers
elizabeth@pivotpathdigital.com

Email Address
U.S. Office:
930 New Hope Rd STE 11-628
Lawrenceville, GA 30045

Sierra Leone Office:
34 Main Motor Rd. 
Juba Hill, Freetown, Sierra Leone

Mailing Address
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