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SoundScape Festival: Moving Forward 

​ As SoundScape winds up to continue its campaign, these last 45 days will need to be a 

driving force of sales. They are looking to have 12,000 tickets sold to break even and have 

already met 2/3rds of their minimum goal with 8,602 tickets sold so far.  

​ First, let’s discuss channels. Blogs seem to have relatively low performance but are not 

the problem point. They generate the lowest sales (AA Figure 1), utilize the least advertising 

spending (AA Figure 2), and have the lowest cost per click but also the lowest click-through rate 

(AA Figure 3). Spotify, as noted in the case, is proving to be the main issue. With nearly triple 

the cost per click, it is barely making double the number of sales as blogs are – the cost per 

mille is also significantly higher than every other channel. All this points to an insight Zara 

already knows: Spotify spending needs to be much more specific. 

​ According to revenue by time, Spotify’s sweet spot for the most revenue is 4pm-6pm (AB 

Figure 6). By date, the most ‘popular’ dates are weekends: Jan 13th, Jan 20th, Jan 21st, Jan 

27th, Jan 28th, Feb 3rd, Feb 10th (AB Figure 1). That said, they need to lower the overall 

spending on Spotify – they are not returning nearly enough sales to be invested that heavily. 

They should focus their spending on advertisements on weekends in the late afternoon and 

early evenings, with some wiggle room on Fridays and weekend mornings to plant some 

awareness seeds for more contemplative consumers.  

Additionally, they should hone in on their Instagram advertising. Not only does it bring in 

the most revenue, but as demonstrated by dated and timed graphs (AB Figures 3 and 6) it has 

the most identifiable patterns. Instagram has a good advertising window of 1pm-8pm on 

weekends. TikTok is performing fairly average so, I would recommend making changes to the 
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other platforms first before moving forward with any changes on there. I would, based on the 

previously mentioned insights for the Blogs, recommend toning down the spending there and 

dialing in on a few of the blogs that have performed the best for them so far. 

​ Regarding the promotional campaigns, I would recommend shutting down the VIBES24 

promotion. It is the promo code bringing in the least revenue aside from the student option (AC 

Figure 1). It is likely that the targeting of the student promotion just isn’t being done correctly, 

and is potentially not actually cheap enough to draw in students, as the platforms that are most 

commonly used by students such as Instagram and TikTok are not getting the numbers they 

should be getting if the popularity of the platforms is taken into account.  

It is clear, though, that the EarlyBird promotion went well. It is best to shut that one down 

for now, given we are nearing the festival, but it could be worth starting a 2.0 version that is an 

in-between of the EarlyBird and standard pricing (which would be altered to ‘at-the-door’) 

pricing. Across the board for most of the promotions, we are seeing the same late 

afternoon/early evening preference (AC Figure 2), so it would be ideal to consider promotional 

posts that center around that time, especially for the EarlyBird 2.0.  
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Appendix A 

Examining by Channel (Totals) 

Row Labels Sum of quantity Sum of total paid 

Blog 1281  $ 246,627.19 

Instagram 3023  $ 583,184.77 

Spotify 2140  $ 409,198.60 

TikTok 2158  $ 423,163.42 

Figure 1: The number of tickets sold (“quantity”) and total revenue (“total paid”) from orders per 

channel. 

 

Row Labels Sum of spend Sum of impressions Sum of clicks 

Blog  $ 21,010.50 1,294,342 23,345 

Instagram  $ 62,258.40 2,373,853 51,882 

Spotify  $ 125,220.00 1,817,204 50,088 

TikTok  $ 46,633.40 2,105,490 42,394 

Figure 2: The total advertising spend (“spend”), number of impressions, and number of clicks by 

channel. 

 

Row Labels Average of CPC Average of CTR Average of CPM 
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Blog 0.90 1.81% 16.29 

Instagram 1.20 2.18% 26.19 

Spotify 2.50 2.76% 69.00 

TikTok 1.10 2.01% 22.12 

Figure 3: The Cost per Click, Click Through Rate, and Cost per Mille by channel. 

 

Appendix B 

Examining by Channel (By Date) 

 

Figure 1: Total revenue by channel over time. 

 

 

Figure 2: Advertising spend by channel over time. 
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Figure 3: Total revenue by channel over time - charted. 
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Figure 4: Clicks by channel over time. 

 

 

Figure 5: Click-through rate by channel over time. 

 

 

Figure 6: Total revenue by channel over time of day. 
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Appendix C 

Examining by Promo Code 

 

Figure 1: Total revenue by promo code and ticket type. 

 

 

Figure 2: Total revenue by promo code over time of day. 
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Figure 3: Total revenue by promo code divided by ticket type. 


