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Macro: Marketing Mix
Vs
Micro: Customer Journey



Each channel has its own 
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Ad set name Impressions Reach Results Cost per results People taking action Button clicks Website conversions

Campaign 4 - FB Page - Interests 27857 5002 1131 0.442087 864 4 19

Campaign 3 - FB Page 28483 4958 1730 0.289017 1469 4 14

Campaign 3 - Interests 54723 33740 2380 0.136555 2260 6 4

Campaign 2 - FB Page 2174 1269 188 0.614787 186 1 6

Campaign 1/2 - FB Page 4737 2222 375 0.273013 361 1 13

Campaign 1/2 - FB Page - Interests 4290 1904 376 0.271596 362 2 2

Month 1 - FB Page 1254 609 121 0.784628 118 0 2

Campaign 1 - FB Page 3013 1018 303 0.704125 206 2 17

Campaign 1 - Pixel 929 313 22 0.712727 19 2 30

Channel Users New UsersSessions

Social 5794 5663 6673

Organic Search 3080 3014 3864

Direct 1699 1670 2420

Referral 45 42 68

Email 27 26 29

(Other) 1 1 1

10646 10416 13055



X% of FB is driven by TV
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Rupert Murdoch




