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Integrated Media Strategy

Channel
CTV 

Primary KPIs
Impressions | Reach | Frequency 

Secondary KPIs
Site Visits | Page Visits | Clicks

Awareness

Consideration

Purchase

Channel
Streaming Audio 

Primary KPIs
Site Visits | Page Visits | Clicks

Secondary KPIs
Impressions | Reach | Frequency



RUMOR

Multi-Channel Objectives
Increase Brand Awareness
Strengthen Trust Lands Administration visibility across Utah using a multi-channel approach. CTV, Streaming Audio, Print, and 
Paid Digital placements work together to move audiences from high-level awareness to deeper engagement.

Highlight Economic Impacts
Educate audiences on how Trust Lands support K–12 schools and other local beneficiaries. Multi-channel messaging 
reinforces brand credibility and ensures the economic impact resonates across both digital and traditional platforms.

Reach Rural Communities
Target audiences in rural areas with strategic placement across CTV, Streaming Audio, Print, and Paid Digital. Using multiple 
channels creates repeated exposure and increases the likelihood of consumer engagement. 

County Targeting
Beaver, Daggett, Duchesne, Emery, Garfield, Iron, Juab, Millard, San Juan, Sanpete, Sevier, Tooele, Uintah, and Washington 
Counties.

Reinforce Integrated Messaging
Ensure consistency across platforms so that audiences receive a cohesive story, strengthening recognition, trust, and long-term 
understanding of Trust Lands initiatives.
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Publication Times Ran

Box Elder News Journal 11

ETV (formerly Emery County Progress) 11

Iron County Today 11

Millard County Chronicle Progress 11

San Juan Record 11

Southern Utah News 11

St. George Independent 4

The Herald Journal 11

Richfield Reaper 11

St. George News 15

Vernal Express 11

Total 118

Print Campaign Performance Summary

*Flight: 5/5 - 9/21
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*Flight: 5/5 - 9/21
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*Flight: 5/5 - 9/21
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Target Audiences
A30-55 | A30+

On Trust Lands_ 30
Trust Lands Radio - 

Desert Color_c3
Trust Lands Radio 

- Mine_c3

Ad Creative | CTV + Streaming Audio  

Trust Lands Radio 
- School_c3

Market/Geographic
Rural Utah Counties:

Campaign Run Dates
5/5/25 - 9/22/25

San Juan County
Washington County
Iron County
Garfield County
Beaver County
Millard County
Sevier County

Sanpete County
Juab County
Emery County
Uintah County
Daggett County
Duchesne County
Tooele County

https://docs.google.com/file/d/10nKbuKQo6n0BaJAFH3-GDIaN2z-OBvOz/preview
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RUMORStreaming Audio + Radio Campaign Performance Summary 

Campaign IMPs Reach Freq. Site Visits CTR

Trust Lands 
Streaming Audio 1,572,330 65,004 19 281 -

Added Value Radio +
Display 431,375 - - 136 0.013%

Campaign
Totals 2,003,705 65,004 19 417 0.013%

*Flight: 5/5 - 9/21

Added Value: (12) (:30) spots per week running on two 
top-tier iHeart radio stations, KZHT and KODJ, providing 
additional campaign exposure.



RUMORiHeart CTV Campaign Performance Summary 

Campaign IMPs Reach Freq. CPCV VCR

Trust Lands CTV 932,971 24,417 38 $0.02 98%

*Flight: 5/5 - 9/21

Top Impressions by Publisher

● Samsung TV Plus
● LG
● Tubi
● Sling
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Paramount+, CBS Properties CTV Campaign Performance Summary 

*Flight: 5/5 - 9/21

Campaign IMPs VCR Video 
Completes Reach Freq. CPCV

Trust Lands 
Paramount CTV 556,161 97.6% 542,853 48,936 8.9 $0.03

Top Shows

● Movies - Action & Adventure
● Criminal Minds
● Movies - Comedy
● NCIS
● CSI
● South Park



RUMORMNTN CTV Campaign Performance Summary 

Campaign IMPs HH Reach Freq. MNTN Driven Site 
Visitors Conversions CPCV

Trust Lands 
MNTN CTV 667,052 225,040 3 6,187 89 $0.03

*Flight: 5/5 - 9/21

Top Performing Networks 

● HBO Max 
● Tubi 
● Paramount Streaming 
● Roku News
● CNN



RUMORTrust Lands | Heat Map

Impressions Clicks
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Campaign run dates
May 5th – September 30th

County Targeting
Beaver, Daggett, Duchesne, Emery, Garfield, Iron, Juab, Millard, San Juan, Sanpete, Sevier, 
Tooele, Uintah, and Washington Counties.

Primary KPIs
See How Your County Benefits Button Clicks
Time On Site and Page Scroll Depth (50% & 75%)

Secondary KPIs
CPC, CTR

Channels

Paid Digital Campaign 



RUMOR

The Difference 
Between Paid 
& Organic 
Social Media 

Paid Social vs Organic Social

Sponsored

CTA 
Button
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Display & Search 
Advertising 
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Display Summary Statistics
Impressions 6,155,449

Reach (M, J, J, A, S) 222,175 / 178,763 / 222,679 
/ 187,313 / 163,877 

Frequency (M, J, J, A, S) 7.9 / 7.6/ 6.8 / 7.5 / 6.1  

Clicks 7,279

Cost Per Click (CPC) $2.33

Click Through Rate (CTR) 0.12%

15 Second Visit 4,213

50% Scroll 652

75% Scroll 467

See Benefits 48
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Benefits Clicks - 466

Digital Advertising Creative

Benefits Clicks - 226 Benefits Clicks - 56
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Demographic 
Breakdowns: 
n=466

Benefits Clicks

Reach
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Demographic 
Breakdowns: 
n=226

Benefits Clicks

Reach
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Demographic 
Breakdowns: 
n=56

Benefits Clicks

Reach
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Display Creative Performance
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Display Top Performing Sites
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Display Summary Statistics
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YouTube Summary Statistics Impressions 6,344,809

Reach (M, J, J, A, S) 154,003 / 181,518 / 140,316 / 
164,785 / 157,909  

Frequency (M, J, J, A, S) 7.8 / 6.3 / 6.4 / 7 / 6.8  

Clicks 120,022

Cost Per Click (CPC) $0.14

Click Through Rate (CTR) 1.89%

15 Second Visit 28,557

50% Scroll 1,735

75% Scroll 1,219

See Benefits 170

http://www.youtube.com/watch?v=zZ3aPlXcTY8
http://www.youtube.com/watch?v=UUQiaYJevWs
http://www.youtube.com/watch?v=4B2bhKqugxg
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YouTube Summary Statistics
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YouTube Summary Statistics
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YouTube Top Performing Placements
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Site Traffic Overview

Site traffic before Campaign vs During vs After
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Key Campaign Takeaways

High Awareness Driving Meaningful Action. The visual impact of CTV ads not only raised 
awareness for Trust Lands Administration but also drove 6,138 page views to the website. 
Podcast ads complemented this strategy, adding another layer of exposure and offering a 
more intimate, conversational format for engaging listeners.

Strong Overall Awareness. Placements on Streaming Audio and Connected TV effectively 
boosted mass awareness and visibility across Rural Utah Counties, reaching over 363,000 
unique individuals. 

Value from Bonus Media. The Added Value Display ads generated 101,439 impressions and 
136 page views without additional spend. 

Effective Creative Spread. Each ad type was very effective in engaging a different part of 
the population with the school and mine ad activating a variety of subgroups that tend to 
be more politically involved. 


