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CAMPAIGN OVERVIEW

The Al NOOR Food’s YouTube boosting campaign started on the 10th of September and until the 11th of October 2022. 
The overall Campaign has used up to £999.81 till gaining a total of 558,087 impressions. 
When you look at the numbers for this campaign, you can see how successful it has been all along. We established a 
target budget of £999.81, which was then used in a variety of ways to achieve beneficial results. By narrowing down 
each specification, we ensure that the allocated budget was put to the best possible use. The total number of 
impressions on this campaign was 558,087 with a total of 220,904 interactions, demonstrating how interactive and 
effective Al NOOR Food’s ads were with the targeted audience.



CAMPAIGN OVERVIEW

The Al NOOR Food’s YouTube July 2022 campaign started on the 10th of September and until the 11th of October 
2022. The overall Campaign has used up to £999.81 till gaining a total of 558,086 impressions. 
When you look at the numbers for this campaign, you can see how successful it has been all along. We established a 
target budget of £999.81, which was then used in a variety of ways to achieve beneficial results. By narrowing down 
each specification, we ensure that the allocated budget was put to the best possible use. The total number of 
impressions on this campaign was 558,086, demonstrating how interactive and effective Al NOOR Food’s ads were 
with the targeted audience.



LOCATION

The campaign received a great response, with 558,086 impressions, indicating that it met the ultimate target and goal. 
The technique we implemented for this campaign was a success.



ADS APPEARED

Al NOOR Food’s YouTube July 2022 campaign is primarily seen on the above-mentioned YouTube channels. These 
channels were selected on the basis of the interest of the target audience. This would have a significant impact 
on the audiences of such channels. The top numbers have a total of ‘558,069' Impressions and ‘220,896' Views. 



DEVICES

The top two devices on which the campaign was successful were TV Screens and Mobile Phones, both of which are often 
utilised by people for pleasure nowadays. This campaign also achieved a 39.58% interaction rate, demonstrating how 
engaged the audience was with it and the immediate impact it made.



AGE GROUP

• Al NOOR Food’s ' target demographic for 
all campaigns was 45–54 years old. The 
campaign was able to reach a diverse 
audience. 



Thank You


