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REVISIONS made after last Mid-Campaign Analysis 

We implemented a NEW landing page that sits outside of 
the Gambling Help website to capture campaign traffic 
and direct consumers to help actions using very clear and 
simple signposting. 
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Micro look at total performance since new assets went live 

HIGHLIGHT
Traffic remains consistently higher than 
previous months of campaign, which could 
be partly due to the outstanding 
performance of TV. 
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A cautionary tale

The analytics and measurements from here on in are based on a 3-week period so should not be 
compared to the last analytics report as like for like.

The shorter time frame also inflates average percentages, so again, like for like is not entirely possible. 

There are some hypotheses in here that we are working further on to understand the click tags that were 
placed on the creative assets. To do this, we need to work with UM to get a greater understanding about 
the specific conversions, and what their results. 

Further, we don’t have access to the reporting data from UM that examines the specific engagement and 
conversions such as the link downloads. 
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Social Media Performance 

At this point, we don’t have enough data to report on the 
individual creative assets. However. UM have provided the 
following statistics which shows a positive result. 

- Over 500K views in total
- 16K of these have been completed views – 14K of which have been in

the last 3 weeks alone since the 30” creative was introduced with
subtitles.

- 90 likes
- 282 comments
- 135 shares

Note: We will provide a further update on the social 
component of the campaign once we have additional 
information from UM. 
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