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VIDEO 
SUMM

ARY 

IMPRESSIONS VIEWS VTR 
100% of Video 

Viewed 
CPV 

Summer 2016 752,990 223,875 29.73% 21.91% £0.02 

Christmas 

2015 
499,805 79,770 15.96% 37.75% £0.06 

DIGITAL 
YOUTUBE - VIDEO 

SUMMARY 

[Section s.33(1)(b)] 



VIDEO 

SUMMARY DIGITAL 
YOUTUBE - CREATIVE PERFORMANCE 

 125,507  

 98,368  

 -

 20,000

 40,000

 60,000

 80,000

 100,000

 120,000

 140,000

60 Second Ad 20 Second Ad

Views



VIDEO 

SUMMARY DIGITAL 
YOUTUBE - TARGETING 
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VIDEO 

SUMMARY DIGITAL 
YOUTUBE - DEVICE 
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VIDEO 

SUMMARY DIGITAL 
FACEBOOK - CANVAS 

– On average – 

26.20% of 

Canvas ad 

was viewed 

– An average 

of 8 seconds 

spent within 

the Canvas 

ad unit 

• On average – 

28.50% of 

Canvas ad was 

viewed 

• An average of 10 

seconds spent 

within the 

Canvas ad unit 

[Section s.33(1)(b)] 



VIDEO 

SUMMARY DIGITAL 
FACEBOOK - IMAGE 

Impressions Clicks CTR CPC CPM 

Images 2,737,513 3,303 0.16% £0.40 £0.63 

2,034 Clicks 

0.18% CTR 

473 Clicks 

0.12% CTR 

285 Clicks 

0.11% CTR [Section s.33(1)(b)] 

[Section s.33(1)(b)] 



VIDEO 

SUMMARY DIGITAL 
FACEBOOK - CAROUSEL 

3,605 Clicks 

0.38% CTR 

317 Clicks 

0.07% CTR 
[Section s.33(1)(b)] 



VIDEO 

SUMMARY DIGITAL 
FACEBOOK – VIDEO SUMMARY 

Impressions Views VTR 
Average % 

Viewed 

Viewed to 

100% 
CPV 

Facebook 989,735 239,630 24.21% 50.33% 4.60% £0.01 

Instagram 682,327 75,064 11.00% 62.81% 10.14% £0.03 

Total 1,672,062 314,694 18.82% 53.31% 6% £0.01 

[Section s.33(1)(b)] 



VIDEO 

SUMMARY DIGITAL 
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[Section s.33(1)(b)] 



VIDEO 

SUMMARY DIGITAL 
TWITTER – IMAGE 

Impressions Engagements Eng. Rate CPE 

Twitter Image 172,100 1,385 0.80% £0.64 [Section s.33(1)(b)] 



VIDEO 

SUMMARY DIGITAL 
TWITTER – VIDEO 
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YOUTUBE 

IMPRESSIONS VIEWS Clicks VTR CTR 
100% of 

Video Viewed 
CPV 

30” Ad 2017 282,762 67,156 616 23.75% 0.22% 23.63% £0.02 

Bumper Ad 2017 1,472,464 - 5,817 - 0.40% 89.71% - 

30” Ad 2016 752,990 223,875 911 29.73% 0.12% 21.91% £0.02 

[Section s.33(1)(b)] 



YOUTUBE 
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SNAPCHATS 

• Pink chicken was the first longform video ad we had ran on Snapchat and the results look 

positive given that this is a new format  

• [Number] swipe ups over the course of the campaign with a CPSU of [Cost] would be 

considered extremely positive 

• With over [Number] top snap completions, this resulted in a completion rate of [Number] 

Impressions Views Swipes Swipe Rate 
Snap 

Completions 

Full Video 

Completions 
CPSU Client Spend 

Snapchat 2,515,839 196,839 11,158 0.44% 27,410 355 £0.50 £5,634.62 



FACEBOOK IMAGE 

Impressions Clicks CTR CPC CPM 

Images 2,166,622 1,791 0.08% £0.63 £0.52 

280 Clicks 

0.48% CTR 

213 Clicks 

0.33% CTR 

170 Clicks 

1% CTR [Section s.33(1)(b)] 

[Section s.33(1)(b)] 



FACEBOOK VIDEO 

Impressions Views VTR 
Average % 

Viewed 

Viewed to 

100% 
CPV 

Facebook 2,084,458 81,894 3.92% 7.22% 5,536 £0.04 

Instagram 466,537 97,633 20.93% 16.39% 9,027 £0.02 
[Section s.33(1)(b)] 



INSTAGRAM STORIES 

• Stories performed well by delivering a low 
CPV and a completion rate of 36% from 
those that had started viewing the video 

• Over 2,000 users clicked through to learn 
more about the dangers of under cooked 
chicken which resulted in a CTR of 0.3% 

• Being the first time we have used 
Instagram Stories for FSS, it is a format 
we would look to use again in future 
campaigns 

Impressions 
Link 

Clicks 
Views 

Completio

ns 

Completion 

Rate 
CPV 

Client 

Cost 

Instagram 

Stories 
818,113 2,397 54,307 19,911 36.66% £0.05 £2,889 

[Section 
s.33(1)(b)] [Section s.33(1)(b)] 
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YouTube - planning 
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YouTube - summary 

81,000 
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YouTube (views)

Booked / Estimated Delivered

+ 40% 

Views Clicks View rate % 

110,960 2,797 3.22% 

 

 
• The cost per view for both in-

stream and in-display activity 
both averaged at[Cost], below 
our estimates of [Cost] and 
[Cost] respectively – allowing 
for the over-delivery 
 

• Of the views, in-stream 
accounted for 87,731 whilst 
in-display drove 23,229 
 
 
 
 

14 
22 

[Section s.33(1)(b)] 



Facebook - interruption 



Facebook - summary 

3,100,000 
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Reach Frequency 
People 

taking action 

936,146 5.83 159,145 

 

• 2,766 likes / comments / 
shares 

 

• 191,631 video views 

 

• [Number] link clicks on the 
carousel 

 

• A relevance score of 4 out of 
10 

24 



Video analysis 

 

• Mums were more likely to 
engage with the video and were 
slightly cheaper to reach 

 

• Mums generated 294 likes / 
comments / shares, whilst 21-
30’s drove 255 
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Top performing devices for video by 
audience 
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Carousel analysis 

 
• Again, the mums audience were 

slightly more likely to engage, 
albeit very slightly 
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Media 

DIGITAL – SOCIAL 

• Facebook delivered a large volume of impression across newsfeed and right-hand side 
formats 

• The majority of spend was assigned to Facebook as Instagram has a much lower reach 

• Instagram performed well with the strongest CTR of [Number] 

Impressions Unique Clicks  CTR Spend 

Facebook 
Carousel 

8,121,659 1,346 0.02% £1,782.50 

Facebook CTA  7,899,253 1,636 0.02% £1,782.50 

Instagram 
Carousel 

172,078 68 0.04% £520.00 

Instagram CTA 174,013 101 0.06% £520.00 

[Section s.33(1)(b)] 



Media 

DIGITAL – SOCIAL 

[Number] Clicks to the FSS site [Number] Clicks to the FSS site 



Media 

DIGITAL – SOCIAL VIDEO 

• As Facebook Video ran across the right-hand side as 
well as newsfeeds, the volume of impressions was high 
and VTR was low 

• Instagram performed well as you can only run across 
newsfeed and they delivered a VTR of [Number] 

Impressions 
3-Second 

Views 
10-Second 

Views 
25% Viewed 50% Viewed 75% Viewed 100% Viewed 

Facebook 11,869563 11,844 2,602 4,203 1,708 987 678 

Instagram 404,222 42,927 8,262 15,269 5,337 2,387 1,124 



Media 

DIGITAL – YOUTUBE 



Media 

DIGITAL – YOUTUBE 

 80,000  

 101,507  

 -

 20,000
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Views

Booked Delivered

+ 27% 

• Delivered [Number] more completed 
views than planned 

• The 23rd of December delivered the 
highest number of views of 55,513 

• VTR remained fairly static throughout the 
campaign with the lowest [Number] VTR 
on the first day of activity 

 

Impressions Views Clicks VTR 

673,783 101,424 660 15.02% 



Media 

DIGITAL – YOUTUBE 

• Some of the top performing placements 
for the campaign were Christmas music 
videos such as; 

– Wham! – Last Christmas 

– Mariah Carey – All I want for Christmas 

– Top 30 Songs Of Christmas 2016 

• Top Performing Keywords searches 
were; 

– Cooking turkey 

– Cooking recipes 

– Christmas meals 

– Food recipes 
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Campaign Review 



DIGITAL 

VIDEO SUMMARY 

IMPRESSIONS VIEWS VTR 
100% of Video 

Viewed 
CPV 

Summer 2016 752,990 223,875 29.73% 21.91% £0.02 

Healthy Eating 1,023,765 222,375 21.72% 21.34% £0.03 
[Section s.33(1)(b)] 



DIGITAL 

CREATIVE PERFORMANCE 
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DIGITAL 

DEVICE PERFORMANCE 
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DIGITAL 

FACEBOOK - CANVAS 

– On average – [Number] 
of Canvas ad was 
viewed 

– An average of [Number] 
seconds spent within 
the Canvas ad unit 

– On average – [Number] of 
Canvas ad was viewed 

– An average of [Number] 
seconds spent within the 
Canvas ad unit 



DIGITAL 

FACEBOOK - IMAGE 
 

Impressions Clicks CTR CPC CPM 

FB & Instagram 3,636,344 1,449 0.04% £1.41 £0.56 

700 Clicks 
0.04% FB CTR 

0.25% Instagram CTR 

548 Clicks 
0.03% FB CTR 

0.25% Instagram CTR 

[Section s.33(1)(b)] 

[Section s.33(1)(b)] 



DIGITAL 

FACEBOOK - CAROUSEL 
 

Impressions Clicks CTR CPC CPM 

Images 3,290,011 1,284 0.04% £1.32 £0.51 

1,155 Clicks 

0.04% FB CTR 

129 Clicks 

0.17% Instagram CTR 
[Section s.33(1)(b)] 

[Section s.33(1)(b)] 



DIGITAL 

FACEBOOK - VIDEO 
 

Impressions Views VTR 
Completed 

Views 
CPV 

Facebook 462,439 153,018 33.09% 17,682 £0.01 

Instagram 223,820 55,184 24.66% 2,154 £0.03 

Total 686,259 208,202 30.34% 19,836 £0.02 

[Section s.33(1)(b)] 



Food Standards Scotland 
Healthy Eating Phase 2 

 
Campaign Review 

20th July 2017 



DIGITAL 

IMPRESSIONS VIEWS VTR 
100% of Video 

Viewed 
CPV 

Healthy Eating 2016 1,023,765 222,375 21.72% 21.34% £0.03 

Healthy Eating 2017 604,234 122,177 20.22% 19.83% £0.03 
[Section s.33(1)(b)] 
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SOCIAL 

FACEBOOK CANVAS 

– On average – 

[Number] of Canvas 

ad was viewed 

– An average of 

[Number] seconds 

spent within the 

Canvas ad unit 

– On average – 

[Number] of Canvas 

ad was viewed 

– An average of 

[Number] seconds 

spent within the 

Canvas ad unit 



SOCIAL 

CAROUSEL  

Impressions Clicks CTR CPC CPM 

2016 3,290,011 1,284 0.04% £1.32 £0.51 

2017 2,094,437 852 0.04% £2.81 £1.14 

65 Clicks 

0.03% FB CTR 

787 Clicks 

0.04% FB CTR 

[Section s.33(1)(b)] 



SOCIAL 

Impressions Views VTR Completed Views CPV 

Facebook 2016 462,439 153,018 33.09% 17,682 £0.01 

Instagram 2016 223,820 55,184 24.66% 2,154 £0.03 

Facebook 2017 534,670 199,683 37.35% 17,390 £0.01 

Instagram 2017 183,490 58,784 32.04% 2,002 £0.03 

SOCIAL VIDEO  

[Section s.33(1)(b)] 


