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Why One Month Matters? 



Campaign Goal 

To increase the awareness of BLASTmedia’s successes to potential clients with the use 
of social engagement and media outreach; and, share why public relations, social and 
creative play a vital role in company success. 



Campaign Highlights 
One Month Matters  
Goal: Increase awareness of BLASTmedia successes through statistical research and data-
driven results. 
Campaign Results:  

•  Created a full report showcasing the impact one month can have on a company's success and 
awareness. In this report we broke down how BLASTmedia’s services of social media, PR and 
creative impacted our clients positively in 30 days. 

•  Created five branded images featuring tips for improving a company’s brand logo and design. 
The tips were then featured in a blog post on BLASTmedia’s site. 

•  Wrote and optimized two blog posts, one focusing on the “Do’s and Don’ts of Creative” and the 
other on “Google Analytics for Dummies.” 

•  In total these blog posts received 72 page views with 55 page views from Facebook, Twitter and 
LinkedIn. 

•  Drafted and pitched the Social Sweepster PR case study to 15 public relations focused outlets. 
We secured interest with MediaBistro and helped foster a relationship for another case study 
with PR Daily focusing on the success TCP had working with BLASTmedia.  



The Report 
This report highlights the successes of BLASTmedia’s clients in a one month duration. 



PR Results 
Pitched the Social Sweepster case study to 15 public 
relations focused media outlets.  
 
•  Generated interest with Mediabistro  
 
PR Daily requested a TCP case study that we reworked to fit 
a HARO pitch while highlighting BLASTmedia’s impact on 
the the success of the client.  
 
 

PR Focused 
Outlets 
PR Daily: 604,303 CommPro: 322,496 

Spin Sucks: 374,794 
	
  

Cision: 5,658 

PRWeek: 175,740 
	
  

Holmes Report: 40,831 

The Future Buzz: 
146,278 

PR Conversations: 
78,395 
	
  

PR Newser: 8,301,532 
	
  

HARO 
	
  



Creative Process: 
The Dos and Don’ts of 
Creative Brand Design  

•  Researched and created 
five branded images to 
highlight tips for improving 
a company’s brand logo. 

•  The fifth image was 
included in a blog that goes 
more in depth about the 
process. 







Social Media – By The Numbers 
 Focus October 14 November 

14 
Percent 
Change 

Facebook 
‘Likes’ 

1,258 1,266 + 0.64% 

Twitter 
Followers 

6,147 6,136 - 0.17% 

LinkedIn 
Followers 

749 766 + 2.27% 



Social Media – By The Numbers 
 

 

           In all, we were able to garner 9,104 impressions. 
*Only one blog was posted to Facebook. 

Social 
Media 
Results 

Image 
Series 

Statistics 
Posts 

Blog Totals 

Facebook 487 355 34* 910 

Twitter 1,359 1,452 1,389 4,200 

LinkedIn 2,857 557 580 3,994 



Social Media Engagement 
•  Most Beneficial Shares 

•  LinkedIn – Alexandra Virden (500+ connections) 
•  Media Coordinator at Live Wire Media 

•  Facebook – Danny Goff (1,833 friends) 
•  Co-Owner of RNG Unlimited 

•  Twitter – Chrissy Glesing (944 followers) 
•  Media Relations Director at OneAmerica Financial Partners Inc. 



Blog Results 
•  Our two blogs generated a 

total of 72 page views.  
•  Dos and Don’ts of Creative 

Brand Design and Google 
Analytics for Dummies had 
an average time on site of 
00:03:30 and 00:07:50 
respectively in comparison 
to the average site time of 
00:01:38 



Twitter Highlights 
 
 

•  Together our three top tweets 
received 1,826 impressions.  

•  Our most successful tweet was our 
second statistics tweet, which is 
shown below.  



Facebook 
Highlights  
 

•  The first two image 
series posts 
generated the 
highest number of 
‘Likes,’ receiving 
178 and 208 ‘Likes’ 
respectively. 

 



LinkedIn Highlight 
 
 
•  The second image 

series tip received 1,573 
impressions, 7 clicks, 
and 5 interactions.  

•  The average LinkedIn 
post receives 
approximately 330 
impressions, 3 clicks, 
and 2 interactions. 

 

           This equals a 336.6% increase 



Questions? 


