
SOCIAL MEDIA 
BREAKDOWN

INSTAGRAM
•	 REACHED AN AVERAGE OF 30,000 ACCOUNTS PER WEEK

•	 FEED POSTS GAINED AN AVERAGE OF 14,000 IMPRESSIONS 
PER POST

•	 FEED POSTS AND STORIES COMBINED GAINED AN 
AVERAGE OF 600,000 IMPRESSIONS PER WEEK

•	 TOUR POSTS GAINED AN AVERAGE OF 1400 ENGAGEMENTS 
PER POST, TOTALING 64,000 ENGAGEMENTS

•	 FOLLOWERS INCREASED BY 56% DURING TOUR

•	 THE POST OF THE JOURNEY TOUR TRUCK FEATURING 
PARTNER LOGOS HAD 4TH HIGHEST ENGAGEMENT OF 
ALL POSTS IN THE LAST YEAR, GAINING 3800 LIKES AND 
REACHING 23.4K PEOPLE



TWITTER
•	 AVERAGE ENGAGEMENT RATE OF 2% 

•	 TOP TWEETS GAINED AN AVERAGE OF 26,500 
IMPRESSIONS EACH, WITH AN AVERAGE ENGAGEMENT 
RATE OF 3.1%

•	 AVERAGE OF 634 ENAGEMENTS PER DAY ON TWITTER

•	 TWEETS GAINED AN AVERAGE OF 51,000 IMPRESSIONS 
PER DAY, TOTALING 1.5 MILLION IMPRESSIONS FOR THE 
MONTH

•	 GAINED 1000 NEW FOLLOWERS DURING TOUR



FACEBOOK
•	 TOUR POSTS REACHED 1.3 MILLION PEOPLE THROUGH 

FACEBOOK

•	 TOUR POSTS GAINED 300,000 ENGAGEMENTS DURING THE 
MONTH

•	 VIDEO VIEWS INCREASED BY OVER 1000%

•	 2000 NEW FOLLOWERS GAINED DURING TOUR - GOING 
FROM 63.5K TO 65.5K

•	 TOP POSTS ON FACEBOOK HAD AN AVERAGE REACH OF 
28,000



TINTUP
TINTUP IS A UGC PLATFORM THAT WAS UTILIZED DURING THE JOURNEY TOUR TO COLLECT AND 
CURATE USER GENERATED POSTS WITH TOUR AND PARTNER HASHTAGS. THESE POSTS WERE 
DISPLAYED ON SCREEN DURING SHOW BREAKS AT EACH STOP OF THE TOUR.

•	 POSTS FEATURING THE HASHTAG #THEJOURNEY TOUR CREATED ALMOST 25 MILLION 
IMPRESSIONS 

•	 DURING THE TOUR THE HASHTAG #THEJOURNEYTOUR WAS USED IN 4000 POSTS


