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Executive Summary 

Brightmind is an instructional guided meditation app developed by Brightmind Meditation LLC. 

With a curriculum refined by master teacher Shinzen Young, users can find customizable 

lessons that correspond to their own personal goals. In the following documentation, we will 

feature Brightmind’s target market exemplified through the ideal buyer personas. Along with 

researching the ideal Brightmind user, sifting through the best suited keywords and where to 

implement them will be in the next section. Search Engine Optimization (SEO) and App Store 

Optimization (ASO) analysis and recommendations will ensure traffic to app downloads for 

future meditators.  Recommendations will be made on how Brightmind can increase app 

downloads through various content development techniques and promotion. 

 

There will be a website audit and suggestions further along the documentation to encourage 

traffic to the app and installs. Website and blog content will be analyzed and optimized for 

users to access Brightmind’s website and find the content most useful to what they are looking 

for. Along with recommendations to optimize website content, there will be a guide on 

implementing event tracking throughout the website to measure data. This information can be 

used to make future alterations on the website. 

 

Measuring this data through Google Analytics, we will highlight key metrics to keep an eye on 

and make suggestions for key performance indicators (KPIs) for Brightmind going forward. 

Additional data through engagement on social media and recommended tools like Hootsuite 

will be broken down to ease social media organization. Social media content through paid 

media and ideal call-to-action (CTA) suggestions are further mentioned to better promote 

Brightmind.  

 

In this documentation, Brightmind will find a comprehensive overview of the current online and 

app store presence. It also gives further suggestions to bring the Brightmind app to more users 

of the ideal demographic and encourage more app downloads. 
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Buyer Persona Overview 

Hotshot Hank’s Key Identifiers: 

● Male 

● 25-50 

● Urban/Suburban 

● $85,000K annually 

● Busy schedule 

● High-stress career 
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Wellness Wanda’s Key Identifiers: 

● Female 

● 22-40 

● Suburban/Rural 

● $45 - 65K annually 

● Health conscious 

● Desires an app that provide a comprehensive meditation journey 
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Search Engine Optimization (SEO) | Analysis 

 

Share of Organic Traffic, In Sessions (Since Launch) 

 

Top 5 Search Queries from Google Search (Since Launch) 

 

Query Clicks (from Google 

search results pages) 

Impressions (# of 

times site appears on a 

searchers result page) 

CTR 

(impressions/clicks) 

Position 

1. Brightmind 229 497 46.08% 1.1 

2. Brightmind App 98 195 50.26% 1.6 

3. Brightmind Meditation 78 135 57.78% 1.0 

4. Bright mind app 18 33 54.5% 4.5 

5. Christian stiller 1 5 20% 11.0 
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 Key Takeaways  

● The percentage share of sessions acquired from organic search is 23%, which is 13% less 

than the industry benchmark for websites of this size in the “health and fitness” vertical. 

 

● The site is ranking very well for branded keywords. As of right now, the site ranks #1 for 

the keywords “Brightmind” and “Brightmind App.”  

 

● The click through rates (CTR) from organic search result pages (SERP’s) for the top 5 

keywords is pretty high.  

 

Ultimately, in order to deem a website’s SEO implementation as successful, one must take into 

consideration the goals of the overall strategy and how they align with the site.  

 

As of right now, the Brightmind site fulfills two main purposes that serve the lower end of the 

marketing funnel, and does them well: 

 

1. It provides a link to download the app  

2. It provides general information on some of the apps features 

 

Most of the organic traffic is coming from branded keywords, like “Brightmind” and 

“Brightmind app.” People who search for branded terms are already aware of the apps 

existence from other channels. Fortunately, as it stands right now, the sites main objectives 

cater to those people.  
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SEO Content | Recommendations & Methods of Measurement 

Despite the successes of the websites ability to bring in bottom of funnel potential customers 

through branded searches, we believe that there is some untapped potential that the site can 

strive for.  In order to open up the organic traffic of the website to more top-of-funnel 

customers, We believe that the site could also serve as a demand generation and awareness 

building vehicle by implementing relevant non-branded search terms into their site.  

 

Taking this into consideration, Brightmind should look for: 

● An increase in the amount of non-branded keywords that Brightminds site ranks for  

● An increase in overall sessions from organic. 

 

Recommendation 1: Implement non-branded keywords 

In order to accomplish this, and to make sure that Brightmind’s content is as visible as possible 

in organic search, we recommend that each page of the website is optimized with a keyword 

that strikes a balance between: 

 

● Having a high amount of searches per month 

● Having a low difficulty rating 

● Being relevant to the post and target audience 

 

Currently, the home page is the most important page to increase the visibility of in organic 

search.  

 

Recommendation 2: Designate a primary keyword for homepage 

We recommend that Brightmind should pick one of these three keywords to use as their 

primary keyword for the homepage. The following keywords were found through SEMRUsh, an 

enterprise-level SEO tool that helps provides keyword research tools, organic competitive 

intelligence, and other SEO applications. 
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● “Keyword difficulty” is a score based on a 100 point scale created by SEMRush that 

predicts how difficult it will be to rank on the first page. 

●  “Search Volume” is the amount of searches conducted on Google for a given keyword.  

● “Click Potential” is SEMRush’s metric for predicting how likely a user will click on search 

result with that keyword in the title a page in search result pages. 

 

Keyword Volume Keyword Difficulty Click Potential (%) 

mindfulness meditation app 880 75.14 100 

Shinzen Young guided meditation 90 61.78 90 

meditation lesson plan 70 65.3 90 

 

We believe that implementing one of these keywords 3-5 times within the body of the 

homepage, incorporating it once into the title, and once into the meta description will help the 

homepage rank for the chosen keyword. 

 

Ultimately, the goal of optimizing the homepage with one of these keywords is that they will 

drive high quality traffic at the top of the funnel, and they will be fairly easy to rank in a highly 

competitive industry. 

 

 Implementing these keywords should have no impact on branded searches so long as the app 

name is left within the key points mentioned above. 
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App Store Optimization (ASO) | Analysis 

Breakdown of App Store Search Metrics (Since Launch) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Sales by Source (Since Launch) 
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Key Takeaways 

● Since Launch, the App Store Search takes up 

○ >1% of total impressions 

○ 1% of total product page views 

○ 5% of installations 

From all app related channels (Browse, Search, App Referrer, and Web Referrer)  

Yet App Store searches account for 55% of total sales, more than any other source. 

 

● 12.3% of impressions became product page views. In other words, when people 

searched in the App Store for a given keyword, the app appeared 22.6 thousand times, 

and the app was tapped 2.8 thousand times from those appearances. 

 

● 15.8% of those people who were brought to the product page from search went on to 

install the app.  

 

As of right now, each installation from App Store Search roughly equates to $6.13 in sales, 

despite accounting for 5% of installations.  

 

By proxy, increasing the conversion rate from impressions to product page views, as well as 

increasing the conversion rates from product page views to installs, could help generate 

thousands more in sales over the life of the app. 

 

ASO Content | Recommendations & Methods of Measurement  

Based on our analysis of the impact of App Store searches on overall sales, it is imperative that 

Brightmind receives a high amount of high quality impressions, and converts the impressions 

into page views and installs.  
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When measuring these three metrics, there are three main insights that Brightmind can glean 

from them: 

● Impressions - Is our keyword being searched enough? 

● Product Page views  - Is our keyword drawing in users? 

● App Store Downloads - Is our product page convincing? 

 

With this in mind, there are a few key methods in which Brightmind can increase all of these 

metrics. 

 

Recommendation 1: Keyword Implementation 

The following keywords were again found through SEMRush. Unfortunately, this data is 

collected through desktop and mobile searches, and isn't necessarily indicative of App Store 

searches, but it is the best data we could find due to the lack of information that Apple provides 

on app search data.  

 

Keyword Search Volume Keyword Difficulty Click Potential 

“Guided Mindfulness Meditation” 

(Primary) 

2,400/Month 61.31 70% 

 “Shinzen Young Guided Meditation” 

 

90/Month 61.78 90% 

 

● “Guided Mindfulness Meditation,” has a good balance of high search demand and 

keyword difficulty. This keyword, above other general keywords, embodied the best 

balance between these two factors. We believe that implementing this keyword will 

help pool in a broad audience but also be relatively easy to rank for within the App 

Store. We believe that this keyword should be the main keyword that is implemented in 

the product page. 

● “Shinzen Young Guided Meditation,” also strikes a good balance between keyword 
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difficulty and relevance to target market. While the overall search volume is lower for 

this keyword, those who will be searching for “Shinzen Young Guided Meditation” will 

ultimately be more “qualified” meaning that they will be more likely to download and 

enjoy Brightmind over other meditation apps. We believe that this keyword should be 

added as a “secondary” keyword in the App Store product page. 

 

In summary, with the addition of “guided mindfulness meditation” as a primary keyword and 

“Shinzen Young guided meditation” as a secondary keyword, the app should be easier to 

discover through the App Store, and will generate more impressions. 

 

Recommendation 2: Maximize Keywords 

When it comes time to implement the chosen primary and secondary keywords, there are a 

few best practices that Brightmind can adhere to in order to maximize the amount of potential 

impressions and pageviews that it can receive through a search: 

 

● The App Store has a 100-character keyword field. For a new app,  App Store keywords 

with low difficulty and good popularity are the best choice.  

●  After the app has started to progress, Brightmind should start using App Store 

keywords with a medium difficulty and higher popularity. It is important to have a good 

mixture of single-word and long-tail App Store keywords. 

● The App Store uses the keywords and phrases to determine what searches the app will 

show up in. Because of this, it is important to use all 100 characters.  

● When inserting keywords into the field, make sure to separate every keyword by a 

comma, use singular or plural words since either work, don’t repeat keywords, and use 

numbers rather than writing the number out.  

● Another tactic is to include a keyword in the app title and subtitle. Using keywords in 

the title can result in up to 10% increase of rankings. 
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Recommendation 3: Increase Traffic With Outside Promotion  

The more traffic that’s drive to the app listing, the higher it will rank in search results. Outside 

promotion can include building an online presence around the Brightmind app with social 

media, getting press and reviews, and performing some online advertising. 

 

App indexing is a very effective strategy to drive traffic to an app. This is the process of making 

Brightmind’s content searchable from a desktop or mobile device. If a consumer has the app 

installed when they click on the search result, it could bring them to the exact page in the app. 

If the consumer does not have the app installed, it would bring them to the product page in the 

app store. 

 

Reviews and ratings are important because they are one of the biggest factors when it comes to 

ranking an app. Research has shown that apps with a large amount of positive ratings rule the 

top charts. Encourage reviews and ratings by continuing to put calls to action on social media 

and website as pictured below. 
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Recommendation 4: Update Frequently 

 

The, “What's New” section on the App Store is important to keep updated. Moz.com did an 

analysis of the 500 top-ranked apps and found that they update their, “What's New” section 

every 30 to 40 days. It is also important to keep in mind that each time the app is updated, the 

app’s ratings will reset. 

 

 While this shouldn’t stop the dev team from constantly updating the app, it is important to 

note that this does happen. This is why frequently updated apps usually have a higher app store 

rank volatility.  

 

A good way to make sure Brightmind’s consumers are seeing what’s new is to have a push 

notification or something similar that highlights new updates and features. This way they don’t 

have to go out and look for the information. The information should be easily accessible. 
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Recommendation 5: Localize the App  

Localizing an app is the process of translating the app into different languages. This may be 

something to consider if Brightmind wants to expand the market outside of the U.S. We know 

that the Brightmind recordings are in English, but localizing the app could mean translating the 

app’s title, keywords, description, and screenshots. 

 

 

 People who speak English as a second language fluently still may want to interact with an app 

in their native language. Localization has shown to increase the amount of consumers who find 

Brightmind using keywords in their native language, as well as increase the amount of 

consumers who download Brightmind because they feel welcomed by the product page in the 

App Store.  
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Recommendation 6: App Store and Google Play Store Audit 

Apple App Store: 

 
 

Brightmind’s launch on November 19, 2017 is only available for Apple App Store users on both 

mobile and tablet formats. The App currently has 82 ratings and has updated to version 1.0.1.  

 

The App Store provides brief, yet informative phrases that describe features of the app which is 

common among other App Store app descriptions. The page is consolidated and has the 

content of the app laid out in front of the user.  
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Google Play Store: 

 

After the launch of Brightmind, the app is still in the process of becoming available to Android 

users. This is a potential page of what Brightmind’s Play Store profile would look like. Using 

tools like Google’s Developer service or Android Studio, Brightmind can be formatted to current 

and previous versions of Android. 

As Moz suggests, a keyword should be integrated into the title so users are more likely to 

associate the keyword to the app as well as rank 10.3% higher in the Play Store. Since  

Brightmind is a customizable meditation app, “Brightmind: Tailored Meditation Instruction” 

would be a suitable title due to the use of keywords in the title that associates with the app. 

 

In contrast with the App store’s app descriptions, Google Play tends toward natural phrasing 

and formatting for their descriptions and should be able to convince the mobile users to 

download the app in the first three lines.  
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“Improve your life and improve your world with Brightmind. Brightmind is a guided meditation 

app that brings the teachings of master teacher Shinzen Young and customizes its curriculum 

based on your individual goals.” 

 

This would be a suitable initial description of the Brightmind app in the Google Play store due to 

the action-oriented phrasing and pieces drawn from the App Store and Brightmind’s website. 

The integrated phrasing will assist in increasing keyword strength and homogeneity among the 

Brightmind brand across the different platforms. 

 

 

Owned Content | Analysis 

The following is an overview of the analysis, recommendations, and methods of measurement 

regarding Brightmind’s owned content. Specifically, it covers: 

● Organic editorial content 

● Website content 

● Social media content 

 

The question that guided this analysis was “How can we increase downloads of the Brightmind 

app through owned content channels?” 

 

Website Content | Google Analytics Data | Analysis 

Considering Brightmind’s website launched less than a month ago, there isn’t a great deal of 

data to guide this analysis. Ideally, to make solid analysis and recommendations, a larger 

sample size of data is preferred.  

 

 There are more new users compared to returning users.  As 

the current website’s purpose is to drive downloads of the app 

this would make sense as people do not have a reason to 

return to the site if they have already downloaded the app. 

Visitors who did not download the app on their first visit but 
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came back to the website later on would be attributed as a returning user. 

 

The average time on page is 3 minutes and 7 seconds.  As the 

current website does not have large amounts of content, visitors 

spending only a few minutes on the website would make sense. 

Considering that the site currently has no content other than 

general information about the brand, we are pleasantly surprised 

by this metric. We anticipated a much shorter average session 

duration.  

 

Unfortunately, the bounce rate for the website is 91%.  As the current 

website is laid out as one page, the high bounce rate indicates that people 

are visiting the website and leaving without clicking on any of the available 

links or taking any of the available actions.  

 

 

Mobile is the most used device to access the 

website at 52%. Desktop is the second most 

used device to access the website at 38%. 

Mobile should be the focus of site optimization, 

but desktop should not be ignored. 

 

 

 

Most visitors are coming to the website as 

direct traffic. This means that people are 

manually entering the URL for the website into 

their search bars. Social channels are the 

second most common way visitors are coming 
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to the website. Organic searches are the third most common way. 

 

Website Architecture 

Brightminds’ website has a good overall theme and aesthetic, but the site itself has 

some glitches and is missing key components. The main purpose of the website is to get 

people to download the app and sign-up for their service. The website also serves as a 

place to get information about Brightmind. There is no link to any blog content on the 

website. The website is a single page that users scroll down.  

 

Navigation Bar 

When each link is clicked in the navigation bar it bring the user down to the relevant 

part of the page. The four links in the navigation are: About, Shizen, Pricing and 

Connect. There is no call to action, link to the blog, or link to the “Meet Our Team” page 

on the navigation bar.  

 

 

 

Landing Page 

This is what a user first sees when they visit the website.  The App Store link brings the 

user to the iTunes App Store, and the Google Play links brings the user to the bottom of 

the website. There, the user can sign up with their name, email address, and phone type 

(iPhone or Android) to be notified of when the app is released for their platform. 
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About Section 

The user is brought to these three tiles, each detailing an aspect of Brightminds key 

value propositions.  

 

 

 

Shinzen 

There is a link in the navigation bar that brings the user down to an about Shinzen area. 

This part details who Shinzen is and why he is important to Brightmind.  
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Pricing 

Currently, Brightmind has their monthly, annual, and forever prices shown on their site. 

Those prices do not take the user to a signup page. At a glance, they appear to be links 

or buttons, but they are not. 

 

 

Meet the Team 

The “Meet the Team” page allows the user to see those who work at Brightmind.  The 

user is not able to click on the individual photos to find more about the team members. 

There is currently no link to this page on the navigation bar at the top of the website. 
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Shinzen’s title on this page is “Jedi.”  The term, “jedi” reminds the user of the Star Wars 

movies, which are a science fiction and fantasy series. This does not match well with 

Brightmind’s brand as a science-based meditation app. 

 

 

 

 

This, “Work With Us!” box is a functional link that brings up an email to Brightmind. 

Brightmind is using this as their call to action for job applications. The email address to 

which the email is sent is the same as the email listed under their contact information.  
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Contact Information 

Brightmind’s contact information is listed at the very bottom of their website. Included 

are only two icons (email and Facebook), they do not link to their Instagram or Twitter. 

There is a submission form to sign up for launch notifications. Where the two social 

icons are, there should also be Brightmind’s Twitter and Instagram.  

 

 

Website Content | Recommendations  

The main part of Brightmind’s landing page features a lot of good information about the 

app. Not much of the text on the website is optimized with keywords. We recommend 

adding in more keywords where applicable on the website, for example: 

 

● “Brightmind expands the boundaries of human potential by guiding you through 

personalized meditation.” 

● Powerful Curriculum: “Be guided through a variety of meditation techniques and find 

the ones that work best for you.” 

● Custom Meditations: “As you progress through the curriculum, personalize your 

learning to best meet your meditation goals.” 
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● Set Your Pace: “Whether it is daily, weekly, monthly, at anytime you can choose to learn 

something new or practice something you enjoy.” 

 

Navigation Bar 

The current navigation bar has no link to the blog; we recommend that a link to the blog 

is put here. This is a mockup of what it could look like. There are divider bars that 

separate each item, the “About” link might of cause some confusion. Each link will have 

tracking enabled to see how often each is used.  

 

Call to Action 

 

 

This is a mock CTA that will scroll down the page as the user goes through the website. 

This will be one of the key events to track using Google Analytics. This CTA will appear in 

the top right-hand corner and will follow the user as they scroll down the page. On the 

landing page, it will appear even with the navigation bar.  

 

Competition 

Most other wellness and meditation websites have a “sign up” call to action on their top 

navigation bar. Additionally, almost all of them have a link to their blog in the navigation 

bar.  
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Website Layout 

Brightmind’s current website is a single page that the user scrolls down to see all the 

content. We recommend giving the website more pages; the navigation bar headings 

each will have their own page. This allows Brightmind to analyze the traffic to each 

page. Doing this will provide more pages per session data, which is an important KPI.  

 

Website Content | Methods of Measurement 

Primary Methods of Measurement 

● Google Analytics metrics and event tracking 

● External UTM codes on incoming links to primary domain 

 

KPIs 

● Session Duration - Length of session gives insights to how engaged users are. 

● Pages per Session- This metric helps understand navigation behaviors and what content 

users are drawn to.  

● Traffic Source- Knowing what traffic sources come to a website is important for 

marketing attribution purposes. 
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Event Tracking 

Event tracking helps Brightmind track the trends and behaviors of the users on the 

website. We identified some key events that would be the most valuable to track. Using 

the Google Analytics account we set up, implementing event tracking will offer more 

valuable insights.  

 

Before event tracking can be installed, Brightmind must install the Google Tag Manager 

on every page of their site. We have created a Google Tag Manager account for 

Brightmind: 

 

Google Tag Manager Login: brightmindanalytics@gmail.com 

Google Tag Manager Password: shinzenrocks123 

 

Below is the code to install within the <head> and <body> tags on each page. Reference 

the Google Tag Manager Quick Start Guide for more guidance.  
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Once the Google Tag Manager is installed on the site, Brightmind can create event tracking 

codes to measure actions taken on their website.  

Event tracking requires the following attributes: 

● General Category 

● General Action 

● General Label 

● General Value  
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Place the following code inside of Brightmind’s link to be tracked: 

onClick="ga('send', 'event', { eventCategory: 'Apple App Store Visit', eventAction: 'Click', 

eventLabel: 'Apple App Store Editorial CTA Click', eventValue: 10});" 

 

Link should look like: 

<a href="javascript:void(0)" onClick="ga('send', 'event', { eventCategory: 'Apple App 

Store Visit', eventAction: 'Click', eventLabel: 'Apple App Store Editorial CTA Click', 

eventValue: 10});">Login</a> 

 

To reiterate, in order to install event tracking in Google Analytics, Brightmind must 

install Google Tag Manager on each page of their site first.  
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Once Brightmind has installed the Google Tag Manager and created event tracking 

URLS, goals can be set to measure the results of the desired event. To implement goal 

tracking, follow these steps: 

1. 
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2. 

 

 

3. 
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Elements to be tracked on Brightmind’s primary domain are highlighted in red 

Download clicks will help inform Brightmind how much the website is driving users to 

download. The primary function of the website is to encourage downloads, meaning 

download clicks is one of the most important KPIs.  

 

The pricing section of the website is very basic right now. Now that the app is launched, 

these links should allow the user to pay for and download the app. Making these links 

will also allow for event tracking here.  
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Each navigation bar item can infer a level of interest. Tracking how many people go from 

Pricing to download vs. Shinzen to download will give key insights to important 

micro-conversions. If any item within the navigation bar is not used very often, it can be 

discarded.  

 

The basis of the website is scrolling down the page to see the different areas. Tracking 

how often people scroll down, where they scroll is very valuable. Where users are 

staying engaged and where they lose interest can be determined from this information  

 

Conversions 

The main purpose of the website is to get app downloads, which makes downloads the 

key conversion for the website. There are also micro-conversions that lead up to the 

main conversion. E-mail sign-ups are a key micro-conversion to track. 
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Google Analytics 

We have created a dashboard in Google Analytics, titled Dashboard A, to track the 

following dimensions and metrics. 

 

To access this dashboard: Customization >> Dashboards >> Dashboard A. These steps 

are shown below. 
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Device Category 

Tracking “Device Category” will help in optimizing to best fit how people are visiting the 

website. Knowing what device users are on can help inform content decisions. 
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Bounce Rate 

Tracking “Bounce Rate” will help determine if the content on the website is driving 

people to do what the website is used for. If people are coming to the website and 

leaving without performing any actions, such as visiting the blog or going to the App 

Store to download the app, this could be a sign that the website is not performing the 

desired purpose. 

 

 

 

Average Time on Page 

 Tracking “Average Time on Page” will help in determining if website visitors are taking 

the time to read the website’s content. With websites that do not have large amounts 

of content, a short Avg. Time on Page is not necessarily a bad thing. But, with websites 

that have large amounts of content, such as a blog, a long Avg. Time on Page would 

show that visitors are interested in the provided content. 

 

36 



 

 

 

New Users 

Tracking “New Users” can help determine if the website content is influencing people to 

return to the website. The website’s purpose will determine whether or not it is better 

to have mostly new users or mostly returning users. If the purpose of the website is to 

drive people to download the app, having mostly new users would be fine if they have 

already downloaded the app. If there is going to be engaging content on the website, 

such as a blog, it would be better to have large amounts of returning users. 
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Squarespace Analytics 

Popular Content 

 Tracking “Popular Content” 

will help determine what 

visitors to the website are 

most interested in viewing. 

This can also determine if 

efforts to drive visitors to 

certain content are working. 

 

 

 

 

 

 

 

 

 

Traffic Sources 

Tracking “Traffic Type” will show where 

website traffic sources are coming 

from.  This can help in determining if 

efforts to drive traffic to the website 

from certain sources are working.  
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Purchase Funnel 

Tracking “Purchase Funnel” allows to see how many site visitors: view product(s), start 

checkout of the product(s), and actually purchased the product(s).  This can be helpful in 

knowing at which point users decide to drop out of purchasing an item.  It could be 

helpful when determining where to focus efforts to increase sales. 
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Editorial Content | Medium | Analysis 

Brightmind’s editorial content is currently hosted on external publishing platform, Medium and 

it contains two blog posts. 

● Post one: “A Different Kind of Meditation App”  

This post provides a brief introduction to the Brightmind app. A visual call to action 

(CTA) created by the content team is positioned at the bottom of the post, and links to 

the Brightmind app within the Apple App Store. It also has inline links to Brightmind’s 

social platforms, email, and App Store page. 

 

● Post two: “Why Shinzen?” 

This post details the benefits of using Brightmind to listen to Shinzen Young’s guided 

meditation. Similar to the first post, a visual CTA created by the content team is 

positioned at the bottom of the post and links to the Brightmind app within the Apple 

App Store. It also has inline links to Brightmind’s social platforms, email, and App Store 

page. 
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Currently, Medium’s analytics feature is very minimal in comparison to Google Analytics.  It 

provides: 

● Source traffic 

● Number of “views” 

● Number of “reads” (though it does not clarify what qualifies as a “read”) 

● “Read ratio”  

● “Fans”  

 

Post One | “A Different Kind of Meditation App” Analytics:  

● 31 views 

● 27 reads 

● 1 fan 

● Out of the 31 viewers, 87% of them “read” this post. (Note, because Medium’s 

definition of a “read” is ambiguous, we cannot create any definitive analysis.) 

41 



 

  

 

 

Post Two | “Why Shinzen?” Analytics:  

● 132 views 

● 69 reads 

● 52% read ratio 

● 3 Fans 

 

 

 

Comparing Medium to Blog Content Hosted on Primary Domain 

Medium | Pros 

● Hosted externally and requires less maintenance 

● Provides exposure to new audiences without needing Domain Authority 

● Places primary emphasis on high-quality writing, encourages better content 

● Standard formatting is appealing and easy to use 
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Medium | Cons 

● Using an external platform runs the risk of that platform potentially becoming 

inaccessible or obsolete 

● Many different types of content hosted on the same platform could lead readers to 

stray from Brightmind 

● Does not benefit SEO efforts at all 

● Analytics features are highly limited 

● Content curation algorithm places primary priority on writing quality, lesser quality 

content will get less exposure 

 

Blog Hosted on Primary Domain | Pros 

● Great for SEO - more content updates, ability to create internal links within site 

● Ability to gain Domain Authority through backlinks 

● Highly customizable and aligned with branding 

● Advanced analytics and attribution methods 

● Creates more content for website 

● Is not controlled by an external source, slim chance that Brightmind could lose data or it 

would become inaccessible 

Blog Hosted on Primary Domain |Cons 

● Requires investment of time/resources to create 

● Requires regular maintenance 

● Does not lend itself to great exposure without a decent Domain Authority 

 

In summary, Medium is less effective for building a following of subscribers because users have 

access to all different types of content on this platform and could easily stray from the 

Brightmind brand. Medium’s content-serving algorithm uses “writing quality” as its highest 

criteria for determining rank. As a growing startup, it is possible Brightmind is currently without 

the resources to place such high priority on editorial content creation. Medium could 
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potentially be an effective content amplification tool for Brightmind once they have the time 

and resources to dedicate enhancing their editorial content strategy on their primary domain.  

  

In terms of SEO, hosting editorial content on the primary domain can be extremely beneficial 

and it is one of the easiest ways to boost Brightmind’s ranking. Blogs provide frequent, fresh 

content. Normal website subpages don’t get updated too frequently, but a blog is traditionally 

updated every week. When it comes to SEO ranking, the newer the content, the better. 

Additionally, blogs attract both internal and external links, further promoting Brightmind’s rank. 

Currently, Brightmind’s primary domain consists of a single page, but adding a blog would 

create more pages, which is better for SEO.  

 

Medium is very trendy in the startup tech industry right now, but it’s unlikely that this trend will 

replace the standard of hosting on a primary domain. Hosting the editorial content on an 

external platform runs the risk of that platform eventually becoming obsolete. In the event that 

the external platform becomes inaccessible, Brightmind could potentially lose all of their 

editorial content and have to start over on another platform or on their primary domain. 

Editorial Content | Blog Drafts | Analysis 

Brightmind’s drafted blog content is a good start to an engaging, informative blog, but could 

use some work all around. There are six categories of blogs: Science, Heroes, Tips, Benefits, 

Philosophy, and News. We evaluated each category and its content based on value, relevance, 

and quality.  

 

Science 

During our meeting with Christian, he mentioned that Brightmind is great for beginners 

because Shinzen Young’s style takes science into its consideration. This practical side of 

mindfulness is a big advantage for the app but isn’t reflected in the blog. Currently, 

there are no blog drafts in the “science” category. However, there is great potential for 

relevant editorial content here.  
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Heroes 

The heroes section of the blog drafts we were given was also empty. We assume that 

this category is meant for writing about inspirational figures. Based off of Shinzen's 

experiences studying buddhism, there are bound to be tons of monks and other 

practitioners that he looks up to that could be written about. The “heroes” category is a 

unique perspective that could potentially lead to some valuable editorial content.  

 

Tips 

The tips category of the blog is well rounded with multiple posts, each relevant to the 

app and its audiences. If anything, the tips category has too many posts compared to 

the other categories. While tips may be an easy category to write about, it seems like it 

may over saturate the blog at this point in time.  

 

Benefits 

The benefits section has one really solid blog post titled, “What if You Didn’t Meditate 

for a Year.” While it’s light on content, the one draft this category has is a great example 

of how others should be written.  This post is certainly relevant to its audience and is a 

great model for similar posts.  

 

Philosophy 

Currently, this category has one completed post. The post is very thorough and offers 

valuable insight about Shinzen’s philosophy.  Buddhism is thousands of years old. Surely 

there is enough history and theory to fill the Philosophy category with more posts. 

There is a lot of untapped potential to create valuable content within this category.  

 

News  

The two drafts in the news category are a good fit but it’s important to consider how 

this category will evolve moving forward. Currently, both posts are in relation to the 
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launch of the Brightmind app. However, it is unclear what type of content will fall under 

this category post-launch.  

Editorial Content | Recommendations 

The drafted blog posts are a great start but, overall, there are a few things to keep in mind.  

 

Recommendation 1: Maintain optimal blog length. It is best practice to keep blog posts 

between 600 and 900 words. We recommend adhering to this guideline to keep them short and 

concise so users can quickly scroll through without losing interest.  

 

Recommendation 2: Use photos to break up text. Place throughout posts to break up the text. 

We suggest at least one photo per post, but if the post is in a list format, a photo should be 

paired with each list item. The quality of the photos should effectively reflect the content and 

resonate with the buyer persona.  

 

Recommendation 3: Diversity and inclusion.  Keep in mind when choosing photos to 

supplement the editorial content that no user should ever feel excluded or feel like they cannot 

be represented by a brand. To avoid this, Brightmind should incorporate diversity into their 

image strategy for all aspects of branded content.  

 

Recommendation 4: Keep content educational. In terms of content quality, Brightmind is on 

the right track. We highly recommend keeping the content educational and refrain from 

plugging the Brightmind brand on every post. By doing so, Brightmind can establish itself as a 

thought-leader in the wellness and meditation industry rather than just bolstering the brand to 

try and drive ROI.  

 

Recommendation 5: Keep Buyer Persona in mind. To ensure valuable, educational content is 

being created, it is essential to create editorial content with the pain-points of the primary 
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buyer personas in mind. The goal or challenge the buyer persona is trying to solve should 

influence and shape each piece of editorial content created. 

 

Recommendation 6: List Style Format. Rather than creating a single, hard to digest block of 

text, we recommend breaking longer posts up into list format.  Specifically with the tips 

category in mind, lists can easily transition from one subject to another without losing the flow 

of a post. 

 

Recommendation 7: Host Blog on Primary Domain. In order to achieve SEO success, it is 

essential that Brightmind moves their current published editorial content to their primary 

domain and to continue posting content from there. As explained in the latter, Medium is not 

conducive to improving a brand’s SEO rankings. Considering that Brightmind is not 

well-established in the industry yet, it is critical that they direct their efforts towards SEO and 

gaining visibility. By building out Brightmind’s primary domain to include a blog, Brightmind can 

gain a tremendous amount of value from their website. Brightmind can organically attract users 

to the blog content and then convert them into users of the app.  

  

Recommendation 8: Consider SEO and Keywords. Moreover, establishing target keywords and 

placing them throughout posts will help the both the blog and the overall website’s ranking on 

search results pages, meaning it will be higher up thus receiving more visibility. Using a keyword 

3-5 times within the body of a post, incorporating it once into the title, and once into the meta 

description is a solid strategy. Excessively incorporating keywords can cause search engines 

filter out the blog for keyword-stuffing.  

 

Recommendation 8 Examples of Implementation: Inserted Keywords Within Existing 

Brightmind Content: Using keywords that fit naturally is a simple, effective solution. To show 

how keywords can be seamlessly integrated into existing editorial content, we have created 

SEO optimized versions of Brightmind’s existing editorial content using the list of target 

keywords provided in the SEO section in the latter. We have incorporated the target keyword 
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3-5 times throughout the body content of each post and re-worked the title to incorporate the 

target keyword. Keywords are highlighted in red throughout the body for easy analysis.  

 

Recommendation 9: Utilize Visual Calls to Actions. In an effort to boost conversion and drive 

blog readers to actually download the Brightmind app, we recommend using visual 

“calls-to-action” to entice users to take this action.  We have created mock-up CTAs that we 

recommend inserting at the bottom of each blog post. Each CTA features actionable copy and 

an obvious “call-to-action” to drive the user to download the app. Currently, we have four 

variations with similar messaging. We recommend using all four types of CTA and conducting 

A/B testing on click-throughs to see which CTA performs the best.  

 

Recommendation 9 Examples: 

CTA 1 

 

CTA 2 
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CTA 3 

 

CTA 4 

 

 

Brightmind Editorial Calendar 

To help Brightmind manage these recommendations and streamline their editorial 

process, we have created a mock editorial content calendar for existing and future 

content. This editorial calendar features space to manage details about target keywords, 

buyer personas, key takeaways, and writing/publishing responsibility.  
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Mock Blog Post 

To illustrate the recommendations made for the editorial content, we have created a 

mock blog post to demonstrate how these methods can be implemented. Once the 

topic of the blog post was determined,  keyword research was conducted based around 

the topic. The Moz Keyword Explorer, a keyword targeting tool, determined that the 

longtail keyword “how to time manage” showed a decent search volume, a mid-level 

difficulty score, and a 64% organic click through rate.  

 

After searching through other variations of this phrase, it was determined that “how to 

time manage” was the optimal choice. From here, the blog post was drafted to 

seamlessly incorporate this keyword throughout the body content and in the title. The 

keyword is highlighted in red throughout the title and body content for purposes of 

clarity. The content of the post is educational and relevant to our two primary buyer 

personas: Hotshot Hank and Wellness Wanda.  

 

The syntax and diction are easily digestible and don’t distract from the content. 

Relevant images are spaced throughout the body content and incorporate a bit of 
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diversity. In reference to the CTA recommendations, we have added a traditional visual 

CTA button at the bottom. If this blog was hosted on Brightmind’s primary domain, we 

would install event tracking on the CTA to attribute clicks through to the app store.  
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Editorial Content | Methods of Measurement  

If Brightmind is not able to build out a blog within their primary domain and they continue to 

publish content on Medium, we recommend using: 

●  Google Analytics UTM parameters to measure users that are driven to the website 

● Medium Analytics to measure engagement on posts 

 

A tracking URL with UTM parameters can be created in the Google Analytics Campaign URL 

Builder. The campaign source should be “Medium” and the campaign medium is variable 

depending on the type of content. Once the tracking URL is created, use it in place of traditional 

URLs for content posted on Medium. Below is an example of how to create a UTM parameter 

with an intuitive naming convention. 
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If Brightmind is able to migrate their blog to their primary domain, we recommend: 

●  Implementing Google Analytics event tracking on key elements related to conversion 

● Using Google Analytics as the primary source for editorial content analysis 

 

Any visual CTA or inline link to the App Store should be classified as an event. Doing so 

will enable Brightmind to attribute visits to the App Store via editorial content.  
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For purposes of clarity and organization, we recommend using an intuitive naming 

convention for event tracking on editorial content. The event should be named “Apple 

App Store Visit” while the corresponding action will vary depending on what type of 

action is taken. CTA click actions could be organized by variation of CTA. Each variation 

of CTA should be differentiated by its name.  

 

Wherever a visual CTA, such as the one shown below, is placed on Brightmind’s blog on 

its primary domain, implement event tracking using the methods detailed in the latter.  

 

 

In regard to analyzing traditional metrics related to editorial content, we recommend 

designating the following three metrics as primary editorial KPIs: 

● Click-through rate on blog pages 

● Session duration on blog pages 

● Traffic sources on blog pages 

 

Monitoring and measuring these three metrics will enable Brightmind to understand how 

effective their CTAs to download are, how engaging their editorial content is, and how users are 

finding the content. By harnessing these data points, Brightmind can implement A/B testing and 

better optimize their content strategy. 
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Social Media Content | Facebook | Analysis 

Currently, Brightmind is Facebook to promote the launch of the app and share content made by 

other creators. On the posts centered around the actual app and not the shared content, the 

level of engagement is all over the board.  

 

 

In terms of the content that Brightmind re-shares by others, engagement varies quite a bit due 

to interest in different topics. Posts focused on mentality and personal improvement tend to 

have more interaction than the traditional image posts. Really, engagement doesn’t seem to 
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have many patterns, so it’s possible that factors like time of day are affecting how many people 

interact with the posts.  

 

Across the board, engagement is low. However, considering that the app just launched, it isn’t 

disheartening. There were people following the app before it’s been released and interacting 

with the page. We suspect that many of page’s the current followers have found the page 

through boosted posts. 

 

In terms of boosting posts, Brightmind currently 

has experimented with various methods. 

However, according to the analytics within 

Facebook, there is more interaction and success 

with higher budgeting with similar kinds of 

posts, as to be expected. The image below 

showcases the amount of engagement and 

reach that sponsoring or boosting posts has.  
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However, in the image shown below, less money was 

spent in exchange for a higher rate of engagement. 

The analytics suggest that focusing in on the articles 

and science behind the app could prove more 

beneficial to the brand as a whole, especially once 

there is a more consistent schedule of blog postings. 

The data suggests that, if they are set up similarly, 

blog posts may have similar success rates to the 

boosted article posts.  

 

 

 

The analytics give us insight into who the general demographic of the platform is, based on who 

interacts with the page and the posts.  

 

These visualizations showcase the differences in gender 

and give an example of how much each one interacts with 

the boosted posts specifically. From this informations, we 

know that females between twenty-five and forty-four 

are one of the strongest markets that may not have had 

prior knowledge of Shinzen or the app, though males of 

this same age range do not follow too far behind. 

Generally, the app’s Facebook following has a higher 
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participation rate in the male demographic, but they have more female followers on their page. 

The age range is fairly consistent between the two genders, across both followers and 

interaction with the posts.  

 

Shinzen’s Facebook has more engagement than the company’s page does and that is primarily 

because he had an established base of followers developed prior to his involvement in the app. 

Primarily, he shares articles about mindfulness 

and good practices for everyday life. He also 

shares a lot of images with fun quotes that 

receive a lot of engagement, but would not be 

useful to the brand as a whole. He has 

advertised and posted about the app quite a 

bit, especially on the launch day and the 

weekend of Black Friday and Cyber Monday, 

as the company had a deal on the monthly 

and annual packages that can be purchased. 

These posts received a lot of engagement 

from his followers, which shows that his 

advertising might end up being more 

influential than paid advertising with that 

particular marketing group. 

 

 

Social Media Content | Facebook |Recommendations  

Recommendation 1: Post more organic, content created by Brightmind. The content 

Brightmind shares has been relevant to meditation and self improvement, as well as the science 

behind meditation, so supplementing it with blog posts and short videos that explain the 

concepts that are currently being shared (especially the science based ones) would provide 

more engagement on this particular platform.  
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Recommendation 2: Boost and sponsor relevant posts. Continuing to boost certain posts 

would continue to further engagement, which would lead to app downloads. Frequency of 

posting should be at least once a day, but considering that they are also sharing content they 

did not create themselves, three to four times is realistic and achievable as well.  

 

Recommendation 3: Boost blog posts as opposed to ads or non-Brightmind content. Facebook 

Analytics suggests that the posts of shared articles and information are performing better than 

the actual advertisements for the app. Because of this, choosing to boost and sponsor more of 

the articles, with a small plug at the end about the app, would prove more effective than 

boosting an advertisement or general information about the app, especially pre-launch. The 

article posts are often a little shorter, as well, which could play into the amount of engagement 

that they receive.  

 

Below are two mock-ups of possible ads that could be run on the Facebook page, possibly even 

being boosted or sponsored onto the news feeds of people who fit within the target 

demographic that may not already be following the page or the app. 
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Social Media Content | Facebook | Methods of Measurement 

To measure this, utilizing Facebook Analytics to measure how exactly the posts are doing in 

terms of engagement with the target audience could be helpful. Initially, paying attention to 

demographics and what they interact with most could aid in retargeting the posts specifically to 

the potential app users that have yet to reach.  

 

Likewise, using UTM parameters to measure how the links leading off of Facebook and to the 

app’s website will be useful because it will help aid in how effective the ads are. Using UTM 

parameters will also help to determine whether the website itself is effective in conversion to 

downloads.  
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To measure this, the following methods will be employed: 

● Utilizing Facebook Analytics to measure how exactly the posts are doing in terms of 

engagement with the target audience could be helpful  

● Paying attention to demographics and engagement using Facebook Analytics 

● Using UTM parameters to measure how the links leading off of Facebook and to the 

app’s website  

 

Social Media Content | Twitter | Analysis 

After a period of inactivity, the Brightmind Twitter has only recently started being used again. 

Before a tweet on November 21st, Twitter has not been used since March 8th. When it was in 

use, the tweets mostly consisted of stock images with captions relating to mindfulness, or just 

saying ‘download Brightmind.’ 

 

 There is no engagement with other Twitter users. However, when looking up the username, 

there are a few users that mentioned @brightmind_app that were never replied to. When it 

was being used actively, the tweets were consistent, however not as useful as other posts could 
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have been. However, in the more recent posts, there has been good engagement by answering 

questions in response to other users’ tweets, and retweeting other users mentioning 

@Brightnmind_App.  

 

 

 

To the right  is a visual based 

off of Brightmind’s Twitter 

analytics. Over the past 

month, Brightmind has 

received 5.7K impressions, at 

roughly 206 impressions per 

day. This means that each 

day, about 200 people have 

seen Brightmind’s tweets 

pass by, either on their 

homepage, or seeing it 

through hashtags used. 
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To the right is a chart showing 

Brightmind’s top five tweets. The 

impressions represent every time a 

Brightmind Tweet was viewed by 

someone on Twitter, while the 

engagements represent every time 

someone likes, comments, or retweets 

one of Brightmind’s posts. The top tweet, 

the announcing of the app, received 610 

impressions, and 60 engagements; far 

more than the rest. This makes perfect 

sense, because it was an important 

announcement that people were excited 

about. However, it may have gotten even 

more impressions or engagement if there 

had been some visuals to add on. The rest 

of the top tweets all had one thing in 

common, which is the fact that 

#Brightmind is used in them, as well as 

#FAQ in two of them. Hashtags are a great 

way of getting attention from people who 

are not following Brightmind.  
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Social Media Content | Twitter | Recommendations 

Recommendation 1: Use on a regular basis:  Our biggest recommendation is to be engaging 

with other users; Brightmind has been doing this as much as possible recently, which is great.  

 

Recommendation 2: Post about relevant topics in a consistent manner: While quotes do make 

for nice content, having an explanation of what the app actually does, or using holidays or 

seasonal topics to create content, will inform audiences more get more interaction. Having 

consistency by posting once a day . Plan out tweets to correlate with Instagram and Facebook 

accounts in order to stay consistent.  

 

Recommendation 3: Keep up engagement:  Keeping up engagement with other users will help 

gain a larger following.  Liking or responding to each post that mentions @Brightmind_App will 

engage other users. Hashtags are another great way of getting attention from users that are 

not following Brightmind. Another way to gain popularity is by creating contests, such as 

following all social media accounts to win a free prize. This will get users to engage and help 

gain more followers and attention to the page. 

 

Recommendation 4: Promoting popular posts: We also recommend promoting Brightmind’s 

posts with the most engagement. If Brightmind’s audience is already showing interest in a 

certain post, it is more likely that other users will want to click on the link, or look at the 

picture. 

 

Below, is a mock up tweet Brightmind could use, drawing attention to the blog posts. Although 

it could not be shown with the tools used to make the mock up post, including visuals would be 

a good idea for all future tweets because people are more drawn to visuals.  
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Social Media Content | Twitter | Methods of Measurement 

Twitter analytics on the website are helpful, but not as granular as they could be. An additional 

analytics platform could tremendously benefit Brightmind.  

 

To measure the efforts of the recommendations detailed in the latter, we recommend: 

● Monitoring Twitter’s built in analytics feature, specifically the top tweet/follower 

feature 

● Utilizing an outside social media analytics platform to garner more detailed insights 

● Using Google Analytics UTM parameters on all links to Brightmind’s primary domain 

 

Social Media Content | Instagram | Analysis 

 

The Instagram has been used consistently since early September by posting roughly every 2-5 

days. The aesthetic of the Instagram is very nice, with the pattern of quotes and pictures, 
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creating a grid of pictures. Quotes and stock images are used frequently throughout the 

platform. 
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The biggest issue with Brightmind’s Instagram content is comparable to the Twitter account: 

the posts are not talking about the app, they are just quotes or stock images. Again, this does 

not make it obvious to users what the app has to offer. There are definitely more likes and 

comments on each picture, possibly because of the hashtags. Most importantly, the Instagram 

is not being used as a business profile, it is only a personal Instagram at this point. 

 

Because the Brightmind Instagram profile is not associated as a business account, there is no 

access to Instagram analytics features.  

 

Social Media Content | Instagram | Recommendations 

Recommendation 1: Change settings to become a business account: The first thing that should 

be done is change the settings in the account to become a business account. This will allow 

Brightmind to look at insights and analytics directly through Instagram with the ability to see 

each individual post, as well as stories. This also offers a better understanding of Brightmind’s 

demographic so Brightmind can share posts according to what the followers are engaging with 
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the most. Another great feature with the business account is the fact that advertising on 

instagram becomes immensely easier with just a ‘promote’ option for each post. 

 

Recommendation 2: Reference the app in posts: Seeing that the Instagram account just came 

into use, it looks good for right now, however we would still suggest more pictures or possibly 

videos of the actual app, rather than just quotes and stock images. It’s important to incorporate 

the use of the app on social media platforms because the audience would want to see why they 

should download the app.  

 

Recommendation 3: Influencer Marketing Engagement: Engagement is key, similar to the 

Twitter suggestions, something like a collaborative competition with other social media 

platforms might be a good idea to gain popularity. For example, it could be as simple as “tag a 

friend and follow all social media platforms to win 6 months of lessons.” 

 

Recommendation 4: Drive Instagram users to the website: Reference Brightmind’s website 

within posts in attempt to drive conversion. We suggest posting links to website content or 

urging users to visit Brightmind’s website in order to get them a step closer to downloading the 

app. In part, this could be implemented by registering the account as a business because it 

allows for a website link in the bio section.  

 

Below are two mockup instagram posts, promoting a blog post, and the app as a whole. 

Something like this could be used with Instagram advertising, to be used to promote new 

features, blog posts, or just to gain attention to the account. Using promoted posts can help 

Brightmind gain followers from audiences Brightmind is having trouble reaching, or people that 

don’t go searching for specific accounts like Brightmind’s.  
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Social Media Content | Instagram | Methods of Measurement 

As for a measurement plan, the analytics on the Instagram app are extremely helpful to 

see what is most popular, or what the demographics are. However, this does not give as 

much detail as we would like to see, so subscribing to an Instagram analytics website 

may be an expense that will be worth it. Having a solid measurement plan is the first 

step to tracking what is going right or wrong.  

 

To measure the impact of the recommendations provided in the latter, we recommend: 

● Monitoring engagement on posts to determine which pieces of content are most 

effective 

● Using the business analytics feature to gain access to more detailed insight on 

users that interact with the Instagram content 
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● Using Google Analytics UTM parameters to attribute any visits to Brightminds 

primary domain from Instagram 

Hootsuite 

 

To help Brightmind manage, implement, and measure the social recommendations made in the 

latter,  we created a Hootsuite account. We have integrated Brightmind’s Twitter and 

Instagram accounts. However, because we do not have administrator access to the Facebook 

account, an admin will have to integrate the Facebook profile.  

 

Hootsuite is a social media management platform that enables users with: 

● Automation for social posts across platforms 

● Monitoring for relevant trends/keywords/accounts 

● Organization of teams through task management features 

● In-depth analytics and reporting abilities 

 

Hootsuite Username: brightmindanalytics@gmail.com 

Hootsuite Password: Shinzenrocks123 
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Social Media Content Calendar 

To help Brightmind organize their social media content, implement recommendations, and 

streamline their processes, we have created a mock-up social media content calendar.  

 

This template will enable Brightmind to manage and schedule: 

● Twitter content 

● Facebook content 

●  Instagram content 

● Editorial content 

● Monthly campaigns/themes  
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Paid Content | Analysis 

App Store Downloads VS Facebook Downloads: 

A very important metric to analyze is where app downloads are originating. These two visuals 

are based on data we found on the Facebook Developer page.  

 

We found that over 13,000 users downloaded Brightmind via the Apple App Store. However, 

only 88% actually proceeded to launch the app. This is expected, as people often download 

apps and then delete them soon after. According to Facebook Developer analytics, 963 people 

downloaded Brightmind from Facebook and 95% of those users went on to open the app. This 

points to a more relevant customer base on Facebook so far. 

 

Based on this data we collected it is safe to say that it is important to market on Facebook. It is 

important that people actually open the app and use the app because we want the user to hit 

the paywall. This is where the advantages of Facebook advertising become apparent. 

Brightmind’s user base is small, but as the conversion rates have shown; they are highly 

engaged. Though both rates were good, Facebook showed a great conversion rate, that helps 

prove that Facebook is the best place to utilize a budget for boosted posts and advertisements.  
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In order to increase downloads on Facebook, it is important to figure out both the target 

demographic and what the people in this demographic like. 

 

 According to the Facebook Developer 

platform, users who logged in with 

Facebook, the majority of these people like 

the following pages: 

● Humans of New York 

● Dalai Lama 

● TED Talks 

● The Onion 

● NPR 

● The New York Times  

 

Creating more specific customer demographics using Facebook analytics 

Facebook Analytics provides data about how to best optimize Brightmind’s analytics. By 

creating demographics in Brightmind’s analytics, data will show all the different individual 

experiences of the app’s audience. This is how insights about the New York demographic we 

gathered. Brightmind is able to discover new market segments and see which ads are more 

effective. This also answers the question of who should be in the ads and where to place them. 
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Humans of New York is clearly a top interest for people in the New York segment; Therefore, 

Brightmind should attempt to target more people in this segment to maximize downloads.  

Facebook vs. Instagram Benefits 

An important option to consider when choosing where to place Brightmind’s digital advertising 

budget would be Instagram. At the current time, Brightmind is not utilizing any form of paid 

Instagram marketing. We believe this to be an opportunity since Facebook has shown such 

promise.As previously stated, Instagram’s core demographic is very similar to users that 

Brightmind is trying to reach. Having said this, Brightmind can compare the numbers in the 

chart below and see that Instagram meets all of Brightmind’s needs.  

 

 

  

 

 

 

 

75 



 

Paid Content | Recommendations & Methods of Measurement  

The recommendations for social media advertising are designed to help Brightmind increase 

their reach and downloads of the app over the next year. 

 

Recommendation 1: Use Facebook advertising- boosted Posts vs ads. Simply creating a 

Facebook page for Brightmind alone is not enough to increase customers. Brightmind must 

know how and when to use the advertising features that Facebook offers. Many do not know 

how to use the advertising features offered and less know how to use them effectively. It's 

important to first understand the different types of advertising Facebook offers to help 

determine when to use which.  

Facebook advertising methods Boosting Ads 

Objective Basic day to day paid advertising 

for posts on  facebook page. 

Advanced advertising for 

specific goals a Facebook ad 

Manager account. 

Usage For amplify a posts presents on 

more news feeds in hopes of 

increasing its visibility and 

engagement.  

For goals such as page post 

engagement, page likes, 

website clicks, app installs, 

event responses and more. 

Benefits  Can boost status updates, 

photos, videos, and even offers 

from the business’s page.  

Ad manager has advanced 

targeting options age, gender, 

hobbies, location and more. 

Each Ad has advanced targeting 

options age, gender, hobbies, 

location and more. After 

shaping the target audience and 

budget, Ad manager can add a 

creative visual message (video 

or imagery) and a call to action 

button. 
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Recommendation 2: Understand what makes Brightmind’s top posts so good and vice versa. 

It's important to fully analyze Brightmind’s posts in Facebook Analytics to understand what 

Brightmind did that drove engagement, or didn’t. Brightmind is paying for the post to be 

boosted, so it's important to take full advantage of the moment and reach as many people as 

possible. Did Brightmind get more engagement when including a picture, or was there a poor 

level of engagement when only posting a few sentences. In order to get the best engagement, 

Brightmind should be boosting content posts, rather than just boosting a post with a couple 

sentences. Brightmind must be sure to include an image to grab the audience's attention and 

also think about posting a video to help increase downloads. 

Recommendation 3: Make Facebook account linking easier and more prominent. Through 

Facebook, Brightmind is able to have an incredible amount of information about its customers. 

This can unlock new markets for Brightmind and get an idea of who these people are as well as 

their behavior patterns. Here is a chart explaining the pros and cons of Facebook logins: 

 

Pros of Facebook Login Cons of Facebook Login 

● Collect more data 
● Helps Brightmind mold to actual 

customers 
● Creates more opportunity to know 

customers 
● All data came from the current 2% 

who are logged in via Facebook 

● Not liked out of tracking fears 
● Most would rather make own account 
● Fear of ads  
● Fear of being posted on page 
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Recommendation 4: CTA button on ads. If 

Brightmind is going to use Facebook ads, than a 

call to action is needed. A call to action, or CTA, 

gives Brightmind a way to measure the success of 

the ads and determine what drives traffic. Having 

a call to action, as pictured to the right, will set 

Brightmind apart from the competition.  

 

Recommendation 5: When to use certain ads, 

where to post them, and how much to spend.  

Paid advertising on facebook and 

Instagram is one of the most 

productive and immediate ways to 

reach a target market. Before 

deciding what method of Facebook 

or Instagram advertising to use, 

boosted posts or paid ads, it is 

important to first think of the 

specific goal of the campaign. The 

image to the right is an infographic 

that shows what social media 

platform will be best for each 

objective relevant to the Brightmind 

app.  

 

● For app Installs 

○ Facebook suggests traditional newsfeed ads and right column ads 
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○ Instagram suggests posting ads that show in the feed as well as Instagram story 

ads 

 

These options will be available to choose from when customizing an ad. Formatting will also 

depend on where Brightmind would like to post advertisements.  

 

Facebook describes its advertising price as never costing more than what the advertiser wants 

to spend. The amount of money Brightmind is willing to spend on facebook ads will ultimately 

be determined by who, and how many are being targeted. Spending around five dollars a day 

over the span of two 

weeks will generate 

about 45 new page 

likes, six clicks to the 

homepage of the 

Brightmind website, 

and reach just above 

7,000 people total. 

This data is shown by 

the chart to the right. 

As mentioned before, 

the more money 

Brightmind spends on Facebook advertising, the more potential 

customers will be reached.  

 

Recommendation 6: Direct users to App Store or blog content. 

There is currently a 90% bounce rate on the Brightmind 

website. This means that when the Brightmind audience click on 

one of the app’s ads, they are lead to the website where they 

possibly exit immediately. This is why Brightmind must pay 
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attention to time on page. The Brightmind audience is being lead to believe that by clicking on 

the ad, they are going to be taken to a download page. To help solve this issue Brightmind 

should link the landing pages as its own personal content or to the App Store to download. This 

will create more downloads and time on page for the blogs. 

Being featured on the Apple App Store was definitely the main driver of downloads because it 

accounts for 90% of app downloads. This also emphasises the importance of using Facebook 

ads, even though it is far behind the App Store in numbers, it ranks as the the 2nd driver of 

downloads. We saw the effects of an ad on the App Store, and if we replaced this by creating 

Facebook ads, as well as boosted posts, Brightmind has a chance at significantly increasing 

downloads through Facebook. 

 

As predicted, the target 

market is people who have 

stressful jobs who use the 

app to decompress. Since the 

app is also subscription based 

and charges customers for 

service, Brightmind should 

expect them to have a 

disposable income that 

allows them to make room 

for app purchases. 

Brightmind should target 

people who are committed 

to meditation and not those who download free apps.  
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Conclusion 

Overall, Brightmind performed well out of the gate. With that being said, there’s a lot 

Brightmind could be doing better in order to not only increase downloads, but also learn more 

about their customers. Despite Medium’s popularity, Brightmind would certainly benefit from 

transferring Medium’s blog content onto their primary domain. It would create more value for 

the website and promote 

Brightmind’s domain 

authority. It’s good that 

Brightmind is consistently 

boosting Facebook posts, as 

this bodes very well for brand 

awareness. However, it’s 

important to know the 

difference between a 

“boosted post” and a 

“Facebook ad”. Facebook ads 

offer A/B testing, and provide 

a more customizable 

approach to reaching a 

business’s goals by offering 

access to the Audience 

Network and Instagram. The 

most important 

recommendation for 

Brightmind is event tracking 

within the Google Analytics 

platform . With proper event 

tracking in place, Brightmind 

has the ability to monitor 
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people’s actions on the website, blog posts, and more. Event tracking allows for a much clearer 

picture of how users are interacting with Brightmind content. With the analysis and 

recommendations provided, Brightmind will be able to increase their downloads, maximize ROI 

from online promotion, and continue to delight current users. 
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