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The Great EV Journey .
Campaign Results | 3,000 miles, New Hampshire to Los Angeles Lo
EVs for All America | July 28 to September 10, 2026

126,000 653 1,229 512

Views across New followers Comments Hours watched People joined
YouTube and TikTok and subscribers on YouTube the list

100 percent organic reach. No paid advertising ran at any point in the campaign.

The two channels

TikTok | @evsforallamerica YouTube | Directly Current

Created for this campaign. Every figure below An existing channel that the campaign
was built from launch. reshaped.

86,173 views 39,675 views

485 followers 168 subscribers from campaign videos
64,339 new viewers reached 512 hours of watch time

3,726 likes and 1,317 shares 45x the channel's prior daily view rate

Returning viewers were 8.7% of the total.

Six weeks after the final video posted, with nothing new published, the two channels together
are still drawing roughly 470 views per day. YouTube's current floor is six times its pre-
campaign rate. TikTok had no floor before the campaign existed.
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From audience to action

85 people joined the EVs for All America list during the campaign. Every signup landed inside
the campaign window. Thirty-seven came directly from the road trip landing page and the
remainder from the site homepage.

The single largest day was August 6, which produced 21 signups, a quarter of the total. That is
the day Mike Murphy's written account of the trip published, and it points to long-form writing
as the strongest driver of list growth in the campaign. The videos built the audience; the essay
converted it.

The written account

Driving Across America in an EV Doesn't Suck!
Mike Murphy | Published August 6

128 likes 15 comments 18 restacks

The full written account of the drive, covering every charging stop and all four factory visits.
Engagement more than doubled after its first day, and the 18 restacks represent readers
redistributing the piece to their own audiences.

The breakout post

Charging an EV on Route 66 at an IONNA Station
Day 5| TikTok | Posted August 5

50,113 views 1,731 likes 684 comments 1,165 shares

TikTok surfaced this post two days after the series had finished. It accounts for 58% of the
account's total reach and 88% of all shares. The same footage on YouTube placed in the middle of
the series.
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Top YouTube videos

7z ;
Driving an EV Across America: 399 kW at an IONNA Station

New Hampshire to LA 2,619 views | 1:26 | Day 1
2,664 views | 0:48 | 53 Fast charging in real time. Drew
subscribers 6,465 thumbnail impressions, the
The trailer. Highest viewed video most of any video in the series.

of the series and its largest single
subscriber source.

‘}1115: is where
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What Charging an EV Actually ~ The Tesla Gigafactory That

Looks Like Builds America's Chargers

1,903 views | 0:54 | Day 3 1,711 views | 1:13 | Day 2

Point of view charging, start to Buffalo, New York. Highest

finish. viewed manufacturing story of
the trip.

Murphy Drives
Across America:

Day 1: New Hampshire to
Albany

2,053 views | 1:13 | 44
subscribers

The series opener. With the
trailer, produced 97 of the
campaign's 168 subscribers.

A Fast Charger Behind an
Arby's
1,696 views | 0:34 | Day 2

At 34 seconds, the shortest video
in the series.
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How performance distributed

By video length By day of the trip

Videos of 90 seconds or less averaged 1,909 Day 1 videos averaged 1,938 views on YouTube.
views and converted 6.69 subscribers per Day 6 videos averaged 832. Viewership declined
thousand views. Videos over 90 seconds steadily across the six days.

averaged 1,184 views and 2.36 subscribers per

thousand.

By subject By platform

Charging content averaged 1,405 views, TikTok drew 12.9 comments per thousand
manufacturing and industrial content 1,336, and  views against YouTube's 3.0. YouTube's median
vehicle content 1,425. Comment rates ran video drew 1,343 views; TikTok's drew roughly
higher on manufacturing content. 555 alongside a far higher ceiling.

Timing of reach

The two platforms distributed on different schedules. YouTube delivered 75% of its views in
the first ten days, tracking the daily posting schedule directly, and peaked on August 3 in the
middle of the run. TikTok delivered only 31% of its views in the first eleven days and peaked on
August 8 at 16,563 views, two days after the final video had posted.

How the series was promoted

No paid advertising ran at any point. The series was promoted through podcast appearances
including our own Directly Current, earned media coverage, the EVs for All America email list
and website, Mike Murphy’s Substack, and organic posts on LinkedIn, X, Instagram, and
Facebook.

Where to find the series

Landing page: evsforallamerica.org/great-ev-journey

YouTube playlist: All 28 videos on Directly Current

TikTok: @evsforallamerica

Written account: Driving Across America in an EV Doesn't Suck! on Substack

Figures drawn from YouTube Studio and TikTok Studio analytics, Substack, and site form records for July 28 to
September 10, 2026.

Dan Krassner

Executive Director, EVs for All America
dan@evsforamerica.org - (850) 321-0432 - evsforallamerica.org
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https://www.evsforallamerica.org/great-ev-journey/
https://michael96.substack.com/p/i-sing-the-car-electric-yet-again
https://www.tiktok.com/@evsforallamerica
https://youtube.com/playlist?list=PLGM_8XgZhbhs&si=ExdHBCiECV_Ojq6C

