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Introduction

• This Digital Media Report provides an overview of the digital media strategy and 
activities carried out to highlight, support and create awareness on the Ongoing  
#5050Campaign  .The Campaign was able to capture different niches .

• The Digital engagement was successful. Through a strategic combination of 
engaging content, use of social media influencers, and continuous monitoring, we 
were able to achieve a greater reach.



Executive Summary
This Digital Media Report provides an overview of the digital media strategy and activities carried out to highlight, 
support and create awareness on the  ongoing #5050Campaign   that's  going on .

The primary objectives of the digital media activation were:
Generate Awareness: Increase awareness about the event among the target
audience.
Drive Engagement: Encourage audience to support the Campaign since It’s important to in cooperate all ideas. 

Measure Success: Monitor and evaluate the effectiveness of the digital media efforts through key performance 
indicators (KPIs).

The Digital engagement was successful. Through a strategic combination of engaging content, use of social media 
influencers, and continuous monitoring, we were able to achieve a greater reach.

17M+ 
PEOPLE 

REACHED 



RESULTS SUMMARY GENERATED BY TWEETBINDER



RESULTS SUMMARY GENERATED BY TWEETBINDER



SAMPLE POSTS:
Below is an example of posts made by the influencers:  



SAMPLE POSTS BY INFLUENCERS



SAMPLE POSTS BY INFLUENCERS



SAMPLE POSTS BY INFLUENCERS



SAMPLE POSTS  BY INFLUENCERS



RESULTS FOR ANALYTICS ON SJL SOCIAL MEDIA PAGES 
(LINKEDIN)



RESULTS FOR ANALYTICS ON SJL SOCIAL MEDIA PAGES (FACEBOOK: Project 
Entry Ad Video had the highest engagement with a reach of 6,913 people)



RESULTS FOR ANALYTICS ON 
SJL SOCIAL MEDIA PAGES 

(Tiktok & Instagram)

NB: For TikTok & Instagram, the 
highest engagement was on the 
Bomet Dialogue Session and a 

Twitter Space organized discussing 
challenges of differently abled 

women in politics 
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