ACCESS

digital e direct mail « phones o radio/tv e social

Campaign:

CT - 2024HAP - Legislative Advocacy - (Perpetual Lease)- Display

- Report 1
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Campaign to Date

Reach
Individuals or devices served an ad at
least once during a fixed time frame.

37,106

Impressions
The number of times an
ad has been served

163,358

Frequency

The number of times an ad is served to
the same individual during a specific
time period.

4.4

Clicks
390

Click Through Rate (CTR)

The percentage of total impressions, the
statistic shows how often people who
are served an ad end up clicking on it.

0.24%

This Report Period

Impressions by Device Type — Campaign to Date

Reach = Mobile =Desktop =Tablet =Other

%

37,106

32%,
Impressions

\ 62%

163,358

Weekly Performance Summary

Campaign Optimization: Optimized for Reach

Top Local Sites: ctpost.com, ctinsider.com,

Top 3 National Sites: msn.com, nypost.com, heraldweekly.com

From March 8t through March 14t, display ads delivered 163,258 impressions
driving 390 clicks, with a click through rate (CTR) of 0.24%.

Campaign Run
March 8th, 2024 — March 14, 2024
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Ad Buy

The Industry standard Click-Through-Rate in the US for Display Ads is *0.10%. Access Marketing strives for a
goal of 0.12%. Any CTR above is outperforming the average ad. Occasionally we buy ads on specific sites,
but our preferred method is to directly target people within your communications universe. This allows us to
spend 100% of the budget on the targeted audience. Using our comprehensive data and proprietary
onboarding platform, we match your targets to their digital profiles and deliver ads to them across the Internet
and across their devices, creating an engaging experience that follows targets throughout their daily online
activities.

Target Universe

ALL Registered Voters; REMOVE voters who have the
following characteristics: Ideology Enhanced Score of
97+,Women under 40 Homeownership Flag: Renter,
Homeowner Model Distribution within the bottom
quartile. ADD any voters who have either of the
following characteristics. Registered Republicans,
Private Property Rights Score 90+.
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