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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, | would recommend making changes to the



other platforms first before moving forward with any changes on there. | 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, | 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)

Sum of quantity Sum of total paid

1281 $ 246,627.19
3023 $ 583,184.77
2140 $ 409,198.60
2158 $ 423,163.42

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

channel.

Row Labels

Blog

Instagram

Spotify

TikTok

Sum of spend Sum of impressions Sum of clicks
$ 21,010.50 1,294,342 23,345
$ 62,258.40 2,373,853 51,882
$ 125,220.00 1,817,204 50,088
$ 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



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% 2212

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

Appendix B

Examining by Channel (By Date)

Sum of total paid
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Figure 2: Advertising spend by channel over time.



Sum of total paid Column Labels *

Rowlabels |+ Blog Instagram Spotify TikTok Grand Total

=l Jan
#1-lan 5 383728 5 13,424.30 5 7,027.14 S B,287.07 S 32,575.79
®2-lan 5 5212.24 § 13,449.32 § 7,212.08 $ 6,347.17 S 32,220.81
®3-lan - 494477 & 12,411.83 & 7,047.06 % 707963 & 32,383.29
®d-lan % 4,319.75 § 10,581.92 $§ 8,62460 $ B402.07 § 31,928.34
# 5-lan 3 ] ] 8,582.06 § 6,007.18 & 30,240.90
= 8-lan £ -] 12,531.82 § 12,286.86 S 52,137.26
® F-lan 5 £ 10,006.95 % 12,404.37 & 47,150.02
# 8-lan 3 8 10,561.93 % 510473 5 31,645.79
#9-lan 5 515223 § 5 9,671.98 S 10,734.47 § 35,343.17
# 10-lan 5 531219 5 s 12,084.37 S 770460 5 35,125.62
®11-lan - 576221 % ] 741208 % 791206 S 31,278.34
®12-Jan 3 3527.31 5 L3 7,609.57 S 10,994.43 S 34,563.18
#13-Jan £ 12.531.84 % -3 1568669 S 1183188 & 56,899.55
#14-lan L 10,959.43 g 11,896.85 % 10,226.92 § 52,067.22
#15-lan 5 3,587.30 § 532227 § 8,417.05 % 719212 § 24,518.69
# 16-lan 5 4277.26 § 11,554.45 S 8,632.10 § B944.57 § 34,408.38
®17-lan 5 358483 § 13,791.85 S 444727 5 6,927.17 § 28,251.12
*18-lan 5 5012.24 § 11,311.89 5 9,239.56 5 28,338.55
®18-lan % 4,369.79 S 11,411.91 % 580719 % 6,877.17 & 28,466.06
® 20-Jan 3 7.777.07 % 14,961.68 S 7,837.09 S 13,001.81 S 43,577.65
® 21-Jan £ 586221 % 16,279.16 % 13,549.35 § 8,627.01 S 45,267.73
= 22-Jan 5 552469 § 11,006.91 g 617069 S 25,121,186
#231an |8 172981 $ 8,367.04 § 13,871.83 § 7,669.60 § 31,638.38
# 24-lan E 731464 % 10,936.95 % 5,914.66 $_ 7,252,172 § 31,418.37
# 25-lan 5 5427.23 § 10,654.43 S 9,617.01 § 445725 S 30,165.92
* 26-lan 5 4,589.76 S 11,284.39 $ 496475 5 795459 S 28,793.49
= 27-lan % 928448 % 13,74426 % 11,081.91 % 1450431 S 48,614.96
#28-lan 3 6,869.684 16,564.21 S 13,241.85 $§ 1223189 S 48,907.59
# 28-Jan £ 4657.29 %5 11,724.43 & 666460 % 11,384.45 § 34,430.77
#30Jan |8 235487 $ 12,504.38 § 9,674.49 $ 8,702.05 $ 33,235.79
#31-lan 5 533075 § 9,237.01 & 6,797.12 § 10,839.46 S 32,213.34
= Feh
#1-Feh 527227 § g 721712 % 771210 § 34,595.73
# 2-Feb ] 5 8,954.54 S 9,177.02 S 32,788.29
#3-Feb - s 13,181.78 & 1460675 S 49,772.42
# 4-Feb - 10,076.98 % 9,327.04 $§ 49,340.02
% 5-Fab £ ] 8,707.04 % 7647.10 & 33,285.74
* §-Feh 5 g 734462 % 060452 § 24,110.77
= 7-Feb 3 - 963199 S 9,127.02 % 30,323.40
# 8-Feb 3 - 10,921.88 % 9.277.06 S 36,348.21
#9-Feb 5 s 7.887.10 § 13,079.37 § 35,050.78
# 10-Feb ] 12,739.37 & 1463172 S 52,842.28
#11-Feb - 12,334.36 $§ 9,847.00 $§ 50,509.88
#12-Feb % - 10,774.42 $§ 10,774.47 % 36,203.11
#13-Feb - L] 7.747.08 & 1153439 & 37,863.04
#14-Feh 5 14,476.73 & 812204 § B8,099.59 S 36,213.08

Grand Total 5 58318477 & 40919860 S 423,163.42 § 1,662,173.98

Figure 3: Total revenue by channel over time - charted.
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Figure 4: Clicks by channel over time.
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Figure 5: Click-through rate by channel over time.
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Grand Total

62106.71

84535.58

=13 15529.17

31670.91 27858.6

121541.23

=14 24166.29

31653.28  32810.8

136907.9

=15
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=17
=18
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20796.41
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17921.51

33578.27 37865.53
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176653.26

42327.81

158074.23

4382271

165979.03

S50264.97 3494567 38213.07

141345.22

=20 17801.58

4384767 2304879 2646371

111161.75

=21 19946.52

2858853 210889 19803.93

89427.88

=22

18911.52 12971.85 15184.2

517923

=23 17531.61

36770.55 2994596 30203.44

114451.56

Grand Total 246627.19

58318477 4091986 423163.42

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

Examining by Promo Code

Sumoftotalpaid  Column Labe + |

Row Labels |~ | CAMPLIFE EARLYBIRD none SOUNDCLUB STUDENT24 VIBES24 Grand Total
= Blog $ 3361584 $ B0,09540 $ 2389894 $ 3775332 $ 3747790 $ 3378579 5 246627.19
GA $ 1631904 $ 46,196.92 $ 1459927 $ 1853897 §$ 2383851 $ 1733888 $ 136,831.69
GA+CAMPING $ 1549896 $  B55206.84
VIP $ 14,399.52 $ 1223066 $ 4449866
= Instagram $ 79,08857 $ 6520720 $102,23521 $ 68,556.20 $ 74,031.23 $ 583,184.77
GA $ 4062761 $ 11354243 $ 3730813 § 5237708 § 4175739 § 42,157.52 % 327,860.17
GA+CAMPING  § 2316141 § 48053485 $ 1549038 § 2960868 5 1359930 $ 1997406 $ 151.267.72
VIP $ 1529955 $ 21408985 § 12,30060 $ 20,150.44 § 1279960 $ 1189965 $ 104,056.88
= Spotify $ 5154988 $ 13349226 $ 50,747.87 $ 64,346.85 § 50,797.19 $ 5826455 % 409,198.60
GA $ 2872231 % 7304513 $ 26,188,569 $ 37437592 % 28,798.20 $ 42578.06 $ 297,186.31
GA+CAMPING | § 1466181 $ 4274772 1374545 $ 1934014 § 17,199.14 1508679 $ 12279405
vIP '$ 815076 $ 1?@41_$ 50,218.24
= TikTok $ 6140055 $ 13281763 $ 50,897.87 $ 61467.06 $ 59,156.82 $ 5741449 $ 423,16342
GA $ 2057826 $ 6509566 $ 2359857 $ 35908.00 $ 3263796 $ 3382801 $ 22573646
GA+CAMPING | $ 1551177 $ 38622594 $ 13545238 $ 16,500.17 $ 1848663 % 112,669.51
VIP $ 1621852 $ 2009903 $ 12,799.68 _ $ 8475745
Grand Total $ 225663.84 $ 54038156 $ 100,841.88 §$26580244 $ 21598820 $ 223496.06 $1,662,173.98
Figure 1: Total revenue by promo code and ticket type.
SumofTotal  ColumnLabels -
Row Labels CAHPLIFE EARLYBIRD none SOUNDCLUB STUDENT24 VIBES24 Grand Total
=08 34988.29
=09 2752353
=10 46597.68
=11 62106.71
=12 977451 29548.32 8649.63 122844 1203937 1223935 84535.58
=13 15596.75 13899.47 1381433 14799.18 20908.89 121541.23
=14 16574.12 19849.15 28888.66 125993 16361.65 1369079
=15 18401.6 15599.33 18089.14 1811899 2354386 139087.83
=16 27283.64 21899.05 3190346 21038.78 2056893 176653.26
=17 25838.79 13199.44 2771868 19758.88 2082391 15807423
=18 2303391 19249.14 2285892 2439876 24053.84 165979.03
=19 17551.63 1764927 2348889 1727907 2086646 14134522
=20 15001.74 38697.84 12699.43 1862911 16399.13 94345 11116175
=21 12661.81 28123.36 13449.43 16514.26 1121943 89427.88
©22 17399.05 51792.3
=23 15681.71 37235.42 11049.51 16784.17 19039.02 1466173 114451.56
Grand Total 225663.84 540381.56 190841.88 26580244  215988.2 223496.06 1662173.98

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.



