
Unsung Heroes



Agenda

● Campaign recap 

● High level performance

● Meta 

● Email 

● Paid Search 

● Organic Social 

● Hulu 

● Spotify

>>As we talk about learnings, feel free to voice your ideas!



Let’s Recap

● Audience: General trades, SMB

● Messaging: Heroic, skilled trades workers are 

behind everything we do 

● Goal: Brand awareness

● Channels: Paid Social, Email, Organic Social, 

Hulu, Spotify

○ Supported by general Paid Search

● Run Time: June 1 - 9/15

● Challenges: Reporting



Overall Performance (Direct, General Trades)

● Looking at high-level performance because of difficulty with tracking
● Unsung heroes served our general trades segments (all direct)
● Ideally we’d look at: Spend, Demos, Deals, Revenue – can’t do that with this campaign



Overall Performance (General Trades) by Industry

Does NOT include 
General spend

Learnings:
We can get more 
granular in how we 
cater our spend to 
our best-performing 
industries

*Using general trades data because we don’t have reliable Unsung data



Meta 

~⅔ of Spend, Impressions, and Conversions goes to FB, ⅓ to IG



Meta - Overview & Top Performers

Best CTR Best CVR Best CPA



Meta - Top Performers - What does it mean??

● People seemed to like this man
○ Use more AI images (more on this soon)
○ Flush out the best performing faces

● Videos that led with faces performed the best
● Mention of “VR” and “3D Simulations” perform the best

○ We’ve seen this in caption analyses, as well

Action Items:
● Continue to test the faces that boost performance
● Utilize “VR” and “3D Simulations” more in our marketing copy



A/B Tests - Stock vs AI
Stock AI



A/B Tests - Stock vs AI - What does it mean??

Action Items:
● Continue to use AI people in our ad images
● Test the limits of what we can do with AI



Aggregate Learnings - Messaging



Aggregate Learnings - Messaging - What does it 

mean??

● “Boost tech productivity/3D & VR Sims”  messaging outperformed other 
value prop messaging

○ Note: Simple Safe Affordable is a top-performer in Evergreen campaigns
● Emotional “every moment” messaging performed the worst out of all 

messaging

Action Items:
● Utilize “boost tech productivity/3D & VR” in more marketing copy 
● Do a cleaner A/B test against Simple Safe Affordable to continue to flush out 

messaging 
● Steer away from emotional messaging on Meta UNLESS brand awareness is 

the ONLY focus



Unsung Heroes Meta - Unsung Heroes vs Evergreen



Unsung Heroes Meta - Unsung Heroes vs Evergreen - What 

does it mean??

● Evergreen messaging and Unsung Hero messaging were pretty 
neck-and-neck

○ Note: Emotional messaging didn’t perform as well, performance went 
up when value props were adjusted

● Our results here are not *quite* statistically significant (84%)

Action Items:
● Use winning takeaways from Unsung Heroes (as discussed on other slides)
● Continue to evaluate how our Evergreen and thematic campaigns work 

together



Email

6 emails Total, Focusing on Testing AI vs. Stock Imagery & “Hero” Language to Baselines



Emails #1-#2
Email: 1 Email: 2 (AI) Email: 2 (Stock)

https://app.hubspot.com/email/2575350/details/120255861079/performance?childId=AB_EMAIL_WINNER
https://app.hubspot.com/email/2575350/details/121878279834/performance
https://app.hubspot.com/email/2575350/details/121878280775/performance


Emails #3-#4
Email: 3 (AI) Email: 3 (Stock) Email: 4

https://app.hubspot.com/email/2575350/details/122826058574/performance
https://app.hubspot.com/email/2575350/details/122826124852/performance
https://app.hubspot.com/email/2575350/details/124567939131/performance


Emails #5-#6
Email: 5 Email: 6 (“Sidekick” Language, Split Test) Email: 6 (“Supplement” Language, Split Test)

https://app.hubspot.com/email/2575350/details/125631606112/performance
https://app.hubspot.com/email/2575350/details/127141827252/performance
https://app.hubspot.com/email/2575350/details/127150805113/performance


Email - All-In Campaign Data

Learnings and Next Steps:
● From an aggregate of AI images vs. Stock images, neither Stock or AI outperformed 

the other in terms of clicks (default to social learnings).
● Email #2 resulted in the highest CVR rate from a singular, email view - continue 

testing in various email campaigns against evergreen messaging.
● Emails #4 & #5 resulted in similar CVR rates - compare “engaging” and 

“supplemental” message tests from other channels to decide on best performance.
○ Email #4 & #5 both include case study resources towards the bottom of the 

body copy & contained hero gifs with rotating text overlay.
● The highest performing subject line in terms of open rates was “Engaging Training 

for Your Hands-On Team” (Email #4).



Email - A/B & Split Tests

Learnings and Next Steps:
● From an aggregate, of A/B tests containing “Sidekick” vs. “Supplement/al” neither test 

won in terms of clicks or opens. Validate through other platforms and future tests.
● From an aggregated, “Hero” and “Sidekick” subject lines resulted in 37% CVR while 

“Engaging” and “Supplement” resulted in a 125% CVR. Validate through other platforms 
and future tests.

● Our email lists have a higher bounce rate than usual, this can be tackled by validating 
email addresses (Unknown Users) and removing less-engaged contacts.



Paid Search



Paid Search - All-In by Industry

Overall Search Performance: Total Summer
Filtered for only KW with 200+ Impressions



Paid Search - All-In Performance

CTR Imp CVR CPA

June ● heating cooling and 
ventilation

● hvac fundamentals
● hvac training

● hvac degree
● air conditioning 

license
● electrician software

● hvac degree ($3.87)
● air conditioning 

license ($5.05)
● hvac maintenance 

training ($9.27)

July ● heating cooling and 
ventilation

● electrician 
certification

● hvac training

● heating and air 
conditioning 
maintenance

● virtual hvac training
● electrician software

● heating and air 
conditioning 
maintenance ($13.57)

● air conditioning 
training courses 
($13.14)

● electrician trade 
school ($9.58)

August ● heating cooling and 
ventilation

● electrician 
certification

● hvac training

● hvac degree
● hvac training 

software
● plumbing curriculum

● hvac degree ($13.77)
● electrician programs 

($17.55)
● plumbing curriculum  

($13.17)



● HVAC keywords are getting our brand the most visibility during the summer
○ 1 out of 8 was related to Electrical

● Apart from “HVAC”, keywords containing “software”, “virtual”, or “air 
conditioning” had the highest conversion rates

● Apart from “HVAC”, keywords containing “license” and “degree” had our most 
efficient CPAs

Action Items:
● Incorporate more “virtual” language into marketing collateral
● “Air conditioning” – Investigate if we should stray from just saying “HVAC” and 

include more diverse language
● “Software”, “License”, and “Degree” – investigate whether or not we should be 

using this more 

Paid Search - All-In Performance - What does it mean??



Organic Social



Social - Unsung Heroes Campaign

Social Learnings from a Higher-Level

1. Unsung’s engagement rate had a -16% 
difference in comparison to the overall 
social benchmark with a 100% certainty 
a. This campaign consisted of a lot of 

reels on FB and IG, which may have led 
to an increased amount of impressions



Social - Top Posts

Most 
Impressions/Engagements

Highest Engagement Rate



Social - Top Platform/Top Post Learnings

Learnings
● FB and IG produce the highest impressions, while Linkedin produces the most 

engagement

Action Items:
● Continue testing repurposed Interplay footage with different captions, music, and 

imagery to see if we can increase the amount of engagements
● Continue utilizing AI generate imagery, while testing to see what wording performs  

best in the image and caption



New Channels



Hulu

Overview
● Goal = brand awareness
● Creative: Garage Band, Third Date, Backyard Water Park
● Run time:

○ Round 1 = test and learn for audience; 6/27 - 7/27
○ Round 2 = more specific audience; 9/01 - 10/01

● Total Spend: $6,000



Hulu - High Level Performance

Creative Performance

Audience Takeaways



Hulu Round 1 - Impact

● Saw +23% lift in Search Brand Impressions around launch day
● Slight lift in Clicks, no lift in Conversions
● This did not sustain for the entirety of the campaign



Spotify

Overview
● Goal = brand awareness
● Creative: (+ Audio)
● Run time:

○ Round 1 = July 6 - August 6
○ Round 2 = August 18 - September 18

● Total Spend: $2,986.19

Impact:
● Slight lift in branded search but not significant
● Slight lift in MQLs but no proof that is from Spotify



Spotify & Hulu Round 2 - Impact

● There has been a lift across the board in MQLs
● There are definitely other factors contributing to this:

○ Seasonality, Meta optimization, PMax launches for paid
● 15% of this overall spike is coming from “Direct”
● +124% lift MoM in Direct attribution



Hulu & Spotify - What does it mean??

● We still have a lot to learn when it comes to knowing what channels 
work for us and what don’t

● We can keep testing new mediums but we need better tracking to 
evaluate success


