IGITAL

10P10

LEAD GENERATION
CASE STUDIES

\%\\\

— i




DIGITAL
|

/)

- Case sttualy

i

FA\ Adobe

OUR

Q3 2018 Q4 2018 Q12019 Q2 2019 Q3 2019 Q4 2019
.56% 7% .61% .68% .78% 75%
CTR CTR CTR CTR CTR CTR
.57% .88% .69% 1.09% 1.19% 1.35%
Engagement Rate Engagement Rate Engagement Rate Engagement Rate Engagement Rate Engagement Rate
.04% 14.67% 1.77% 2.99% 8.67% 5.24%
CTR CTR CTR CTR CTR CTR
.83% 15.11% 2.30% 4.64% 8.75% 5.62%
Engagement Rate Engagement Rate Engagement Rate Engagement Rate Engagement Rate

Engagement Rate

Q32018

Q4 2018 Q12019 Q22019 Q32019 Q4 2019

Q32018 Q42018 Q12019 Q22019 Q32019 04 2019

ADOBE CASE STUDY // DIGITALADAGE.COM



TEST

KEY LEARNINGS

TEST

KEY LEARNINGS

Q4

Creative:

Blog images with
Adobe logo vs. using
the blog image in a
“template”
Audience:

Job titles with
audience list overlay

LINKEDIN REVIEW

Q2

Q1

Creative:
Templated blog
images vs. Adobe
asset templates

Audience:

Expand all audiences
to hit 100,000+ range
by including more job
tites

Creative:

Testing article title vs.

unique copy in the

headline

Audience:

Persona-based

targeting:

e Marketing &
Advertising

e [T & Data

e CIO

e Commerce

Creative:

Blog images within
the template
performed best

Audience:

The audience allowed
us to hit the right
people but were very
small and hard to
scale

Q4

New audiences for
each piece of content
Tested larger
audiences with more
range

Engagement vs.
conversion
campaigns

Creative:
Templated blog
images vs. Adobe
asset templates
Audience:
Expand all audiences
to hit 100,000 +
range by including
more job titles

Creative:

Unique copy on the
create performed
best

Audience:

Persona-based

targeting:

¢ Marketing &
Advertising

e |T & Data

e ClO

e Commerce

Q3

Creative:
Motion Ads

Audience:

Broader Audience
Structure

Function & Seniority
within Lists

Creative:

1. Case Study Videos
(such as Orvis)
perform best

2. Motion Ads are not
winning creative

Audience:

Broad audiences
sometimes reached
people who were not
our ideal customer

TWITTER REVIEW

Q1

Creative:

Tested a templated
creative vs. Story
Creative

Audience:

Tested
persona-based
audiences

Q2

Pushed more video
for more engagement
among the audience
and earned views

Q3

Tested and pushed
more ‘Breaking News
content—anything
that was more time
sensitive
Conversational Copy

’

Larger audiences
with more reach
resulted in better
results

Conversion
campaigns result in
higher CTRs but
much less earned
engagement

Persona Audiences /
specific audiences
resulted in higher
CTRs

Templated creative
did not improve
results on Twitter

This resulted in lower
CTRs and ERs, but
much higher
engagement
Something that
would be continued
for events only

Conversational copy
along with more
time-sensitive
material resulted in
the highest CTRs
since starting
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Q4

Creative:
Carousel Ads

Audience:

Member Skills
Targeting

Job Title Exclusions

Retargeting
Audiences

Creative:
Carousel ads had a
big engagement but
a lower CTR
Audience:

Job function and
seniority with the job
exclusion overlay
were our top

per forming

Q4

Testing Cards vs.
Imagery vs. Gifs

Copy directed to
audience

Results have been
mixed

Gifs for holiday have
worked the best,
cards for CMO, and
images for CXM
















































