PP» March 2025 FAIR2 | NEW NORTH

Interreq | i | o cwesess union Campalgn
Aurora report

ds~ra KVARKENRADET o

=

e FAR2 | NEW NORTH
SOMC

Prepared by SNC



PP» March 2025 FAIR2 | NEW NORTH

Campaign structure

TikTok

Pha se ] 14 october -19 december 22 november -19 december 26 december - 8 january 26 december - 8 january
Reach Reach Reach Reach

Campaign objective: REACH
The goal of this phase was to
maximize reach, ensuring the
campaign message was seen by as

| Phase 2
13 - 27 january

26 december - 31 january 26 december - 31 january 13 -27 january
Community interaction Campaign objective: INTERACTION

many people as possible to build
Interaction (video views) Interaction (video views) Community interaction

awareness and recognition
The goal of this phace was to maximize

videoviews, interaction, and community
interaction, ensuring the message is
widely seen while encouraging

8 videos

engagement.
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Campaign targeting

We focused on broad targeting to maximize reach
and engage a larger portion of the general public.
The geographic targeting was limited to the areas
relevant as shown on the map. On TikTok, due to
some technical limitations, the geographic
targeting was to be set on a national level.
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Reach: CPM (Cost per Thousand Impressions):

The number of Accounts Center accounts that saw The average cost for 1,000 impressions. A key
your ads at least once. Reach is different from metric for assessing cost-effectiveness.
Impressions, which may include multiple views of

your ads by the same Accounts Center accounts. Ad spend:

The total amount spent on ads.
Impressions:

The total number of times the ad has been shown, Video plays at x%:

including multiple views by the same person. The number of times your video was played at X% of
Indicates the overall visibility of the campaign. its length, including plays that skipped to this point.

Views: Frequency:

The total number of times the ad has been viewed, The average number of times each person saw your
typically referring to video content. Indicates the level ad.

of interest and engagement with the ad.
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Ad spena

Total Ad Spend

€7200

TikTok
16.7% s

€6000 €1200

Average CPM: 171€

Platform benchmarks comparison

Platform CPM Isr;z;?jssions 100€ ad
TikTok 033-3€ 33 000 - 300 000
Meta 3-7€ 20 000 (CPM 5€)
LinkedIn 30-50€ 2500 (CPM 40€)
Magazine 29% Dsion) ??OO(()) ((I\El)stsnli(lzizéPM

7-18 € (Mobile)

13€)

FAIR2 | NEW NORTH
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Campai

Reach

1000000
838171

800000
606838

600000

400000

200000

0

Meta

1445 109

Total reach

gn overview

Imperssions

2500000
2207837

2000000
1693560

1500000

1000000

500000

0

Meta

3 901 397

Total impessions

Meta

Cost per 1,000
Impressions

€2,71

Total ad spend

€7200

FAIR2 | NEW NORTH

TikTok

Cost per 1,000
Impressions

€0,/1
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Meta Audience Insights

Age Demographic

16% 20% 17%

16% 16% 15%

Gender Demographic Location Demographic

a@® 64% L

33% &
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TikTok Audience Insights

Age Demographic

1% 25% 14%

10% 10%

Gender Demographic Location Demographic

«@»® 30%4

29% &
@D 4%




PP» March 2025 FAIR2 | NEW NORTH

Channel Performance

Meta
Impressions : 2207 837

Impressions
Reach : 838 171

Frequency 12,64

0 500000 1000000 1500000 2000000 2500000 Avg.view time :6 seconds

Video plays at

25% ~ 50% 75% 100%
168 564 74749 48 090 16 966

The number of times your video was
played at X% of its length, including
plays that skipped to this point.
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Channel Performance

TikTok
Impressions :1693 560

Impressions
Reach : 606 838

Frequency :2,79

0 500000 1000000 1500000 2000000 Avg.view time :2.26 seconds

Video plays at

25% ~ 50% 75% 100%
33694 13 302 7439 3145

The number of times your video was
played at X% of its length, including
plays that skipped to this point.
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4000000 3901397

3000000

Organic
VS
paid .

Organic Paid

3933 899

Organic and paid impressions total
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Engagement

Engagement Metrics (all platforms)

Q) 8836 Y 192 Q 227

Watch hours

Total play time (TikTok)

1057 h

Total play time (Meta)

3598 h

4654 hours

Rossco Galloway
nice 1 Robert.

Like Reply Hide

Theo Ar Namnet

Jajo finland tjanar pa de men va tjanar sverige pa

" nomad
Alltid roligt med mer arbete med Finland &= .

juvuuu » Peter Osterberg, PhD

Haller med. Sverige och Finland ar
broderlander. Relationerna borde forbattras
fast dom redan ar bra.

Reply

Peter Osterberg, PhD » juuuuu
Exakt min uppfattning. .

Reply

* Jocke Johanison

skulle aldrig flyga med battenplan @ @

0 Anders Hallstrom
Nej tack! VIl inte fMlyga "hilibart”. Aterindbr taxfree |

Som det & nu mbste man Ska
wolm for alt kunna ta ke bregy 18
pa betala skatt till den onda svenska staten
Tank om

K Niva

L inte ndgon som har med Sverige o gora nbgot
fa t bl 2om 15G6n busarna och resten av
Sverige infrastruictur 3 timmars 16 & 3 timmar sen

Par Forsberg

Vasa 8l Umed  en vio 1? Kommer den sns fram 1?7

Marko Makki

| see more Airplane crash mveshgalion Seasons on

Netflix because of "green” idiots

Like Reply Hide
Jena Persson
Jag tar helire {Srjan

o

Masianne Ekayion

Stoffe Rovendahl
g fiyg och s
taket U LED.. @

[+

Jar Molmstrom
Blir ju en stor hangar ledig! o

Jonny Waktn
Lycka til

Milaed Gnejsir
Go woke, be broke.

FAIR2 | NEW NORTH

Hugo Portin
Maste vara dynga eftersom det fanns en smutsig
EU flagga med i reklamen.. annars haftigt

Like Reply Hida

fjﬁ Benjamin Antell

Bast vore det val att cykla.

iten Johansson
‘ror gor man i Kyrkan ! Pucko

[ D Bengt-Ake Linduie

ot J n vad gor att du ar sd positiv
Jch vem ar Pucko?

lonas Malmstig
t nsson Tror gor man overallt, om

o) ™
N </~  nan tror,

Reply
Hakan Rombe
Flygplatser med lag trafik ar mycket dyra for sma
kommuner att driva. Tekniska uppdateringar kostar
varje ar miljonbelopp. Storumans kommun hade
1959 12 000 invanare och nu 5 700. Fodelsetalet ar
nu nere pa 35 nyfodda per ar i en till ytan mycket Hide (]
stor kommun. Spiralen nedat ldr fortsatta precis e —
som det varit | 65 ar. Utvecklingen i andra sma matorer o be cljud an

" glesbygdskommuner i Norrland ar likartad. Aopripatad
Eventuellt elflyg ar inget for glesbygdskommuner
med tanke pa behovlig kostsam infrastruktur. Hur
léser vi problemen nar kommunen &r dr 30 mil lang
.och det fods en skolklass per ar? Hur loser vi
‘problemen nar kommunens befolkning till en
betydande del bestar av pensionarer? Har har vart
geografiska omrade den stora utmaningen.

Like Reply Hide y O
SuzAnne Janet Walley

" Wow & ....Sverige @ Finland forever !...

n
rotningen av den svenska
nerhet laxen som haller pa att
for ett totalforbud for industrifisket

tgangare sk
wmwmer mindre plan efteri

' Anders Friks

Reply

& Kjell Olovsson Newest «

Men dom gar val bara 10 mil pa en laddning
Timo Lustig
v 0; Kaikki alueet, paitsi helsinki. Helsingmn ymparifie
otkeastaan voisi kaivaa ojan ja uittaa koko
kaupungn venajalle. &

rgoltan & 16r ndrvarande propellerfhygolan

Like Reply Hide

@ Anders Stureson

f

"ﬁ S lestos Kristos

Asensin jo ylaasteikiisend sahkbmoottorin Me 109
Bf pienoismaliin

Juhani Toivakka

Lentoliikenteenkin pitaa olla ensisijaisesti
kannattavaa mita se ei pienilla matkustajamaai
voi olla. lkava kylla.

Seatr

Dusan Barci
Flera maste do sen de slutar pressa

Like Reply Hide 0

Karl-Henrik Fredman

$

&

Mikael Gnejsir

Sooo stupid, Ett batteri plan tar mindre last, plus att
om del kommer plotsiigt dsamma =4 kan man inte
byta till ett annat fiygfalt. Bara doden kommer

Like Reply Hid O
“ Mikael Gnejsir reg

Micke Json

planet for 30 passagerare som VD:n syftar pa ar
inte ett helelektiskt plan, det ar en plug-in hybrid
som bara tar sig 20 mil pa el, och 40 mil nar man
drar igang gasturbinen som gir pa flygbransie
Heart aerospace fick ge upp idén med enbart
batteridr... See more

O

Sayid Al Mohamed
Kje sjalv kalrt de flyga mellan sama stad
kanske kikk

mina

heavy

R

& karkki_poikas=

ma oon nahny pari kertaa nummelas lentavan

.
@ electric planes will never work batteries are far too

sahkd koneen mut se oli joku pikkunen ei ne

ikina isoiks tuu
Reply

get halbart med batterimifjokatastrofen
100 vilka mifjcslamdammar det skapar

Christer Eriksson
Kanslostyrd hidibarhet! Man spyr!!

A manga doda del ar vall san N Oom skiten

Pae Farsberg
Gir hadlre &n trdk-flyger |

©

Midcael Grejuis
Do 3 Woko, ja dessa godhetsknarkare

"
Mirko Harjula

kartta

Mikko Karna

There is a big airport suitable for passenger planes

in the area shown in the map that is not in use for

sOme reason.. just saying

Efter 10 - 15 ar om e finns pengar.

Bengt Boman

Cliuilla nldrina fhima mad att alabse - 1 ]

» Makki Like Reply

Grisaru Victor 1anks
Halo Boss we have a problem ,motor no start Like Reply Hid

batery empty

Jarmo Eskela
En tuu sahkovispilan kyythin !

Like Reply Seetranslation Hide

)
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Top performing ad

Average view time

6 sec

Impressions

1189140

Avg. play time
Phase 1 (Reach)

Finland Sweden

3 sec 3 sec

Phase 2 (Interaction)

Finland Sweden

10sec 8sec

FAIR2 | NEW NORTH
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Top 3 Meta

\ViTe [=Yo ¥o

,.g:f.-ﬁg

josimeilla olisi enemma

ol

3

Impressions  :780 084

Video 3

] £
itis too!big! ar}a‘{td‘a noisy!
o 5 .
Sejon liilan suuri ja meluisa!

Impressions  :496 641

Video 1

Impressions

:252 875

FAIR2 | NEW NORTH
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Top 3 TikTok

Video 1

Impressions

1440 038

------

. -
o __:__.__;éwe had more
jos'meilla olisi enemma

Impressions  :409 056

Impressions

: 310 967

FAIR2 | NEW NORTH
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Highlights & key takeaways

e High engagement: The campaignh generated exceptional engagement in the
form of comments and likes, which is rare for paid advertising. This indicates
that the topic resonated strongly with the target audience.

o Effective account growth: The TikTok account grew from zero to 600+
followers during the course of the campaign.

o Cost-effective with great reach: The campaign was highly cost-effective,
achieving significant reach relative to the budget spent.

e Future potential: Similar campaigns could definitely be replicated in the
future, potentially with shorter videos to increase engagement even further.

e Active presence needed: It would be beneficial to be more active in the
comment section when receiving such a high level of engagement from the
audience. Direct interaction with users can help foster stronger
connections and enhance brand perception.

e Strong interest in the topic: There was a notable interest from the
audience in the subject of electric aviation.
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Reach: CPM (Cost per Thousand Impressions):

The number of Accounts Center accounts that saw The average cost for 1,000 impressions. A key
your ads at least once. Reach is different from metric for assessing cost-effectiveness.
Impressions, which may include multiple views of

your ads by the same Accounts Center accounts. Ad spend:

The total amount spent on ads.
Impressions:

The total number of times the ad has been shown, Video plays at x%:

including multiple views by the same person. The number of times your video was played at X% of
Indicates the overall visibility of the campaign. its length, including plays that skipped to this point.

Views: Frequency:

The total number of times the ad has been viewed, The average number of times each person saw your
typically referring to video content. Indicates the level ad.

of interest and engagement with the ad.
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