Assembly

2021 Holiday B2B Campaign Recap



The Goal:

Sell as many holiday experiences as possible.



The Channels

Email
Engaged Customer List
Inactive Customer List

Digital
GoogleAds

Landing Page
Unbounce

Social
LinkedIn
Facebook
Instagram



The Creative






The Results



76 8 $62.7K

Budgct [.cads Closed* Revenue

309.67% ROI

*4 lost for $33,900



Creative Performance

FB/IG automatically optimized budget to top performing creative over time.
|G Stories naturally have lower CTRs but this performed right at the platform benchmark (0.54%).
Feed creative mostly overperformed the platform benchmark (0.81%).

1.0% CTR 1.22% CTR 0.54% CTR



Topline Paid Performance & Takeaways



Email Results



Holiday Campaign performed above industry averages with
high open and click-through rates.

Smails

1 9 o 2 K Dbl Audience Avg. Click % Avg. Eng %%
ENGAGED HOLIDAY ENGAGED ALL 3% 9%
Unique EVENTS 4%, 10%
2 ¢ 3 K Op@ﬂS UN-ENGAGED 2% 21%
INDUSTRY AVERAGE 1.7% 11%
Unique NOTE: September 15 ioS update negatively impacted open rates
3 8 2 Clicks

*Engagement Rate = Unique Opens / Unique Clicks



Assembly

Cheers



