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WHO’S LAUNCHED A

GORGEQOUS

AD THAT FLOPPED?




&

Introducing Nike 24.7

FOR LASHES THAT STAY PUT

No Matter TAILORED FOR
What COMFORT MARKETERS
LOVE GREAT CREATIVE.
Guossy Length = J WITHOUT PERFORMANGE,

IT'S JUST ART.

PERFORMANCE MARKETERS
LOVE DATA.
WITHOUT CREATIVITY,
ADS BECOME STALE.
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Our deal of the week has
landed
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@LaunchOnlineUK

MASTER THE BALANCE

‘5
Va4
THE ART

CRAFT COMPELLING, VISUALLY
STRIKING, AND EMOTIONALLY -
RESONATE CONTENT THAT
STOPS PEOPLE MID-SCROLL AND
MAKES THEM BUY INTO WHAT
YOU ARE SAYING.

Launch!

THE SCIENCE

DATA-DRIVEN, ANALYTICAL, AND
PERFORMANCE-FOCUSED
DECISIONS THAT MAKE SURE
THE RIGHT MESSAGE IS
DELIVERED TO THE RIGHT
PERSON AT THE RIGHT TIME.

#LaunchCMOEvent



LET’S GET INTO IT!

(THIS IS WHERE 1 TELL YOU THE 5 STEPS TO WRITE DOWN ;)

Launch!
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THE CORE FOUR:
THE KILLER HOOK

A Good Hook is:

Attention
Relevance 5‘
Emotion £ a :
You're a 19-year-old pizza ng_ v
+ Curiosity ‘

x DELIVERED FAST!

@LaunchOnlineUK Launch! #LaunchCMOEvent



THE CORE FOUR:
THE EMOTION

Relatable pain points

Emotions fuels engagement

Great paid social creative makes

people FEEL SOMETHING BEFORE
asking them to do something

@LaunchOnlineUK Lth #LaunchCMOEvent



THE CORE FOUR:
THE VALUE & FEATURES

Highlight benefits, not just features!

Why should they care? o N
We brought our pets

Your social ad should show what’'s in
it for them.

@LaunchOnlineUK LGU“Ch! #LaunchCMOEvent



THE CORE FOUR:
THE CTA

Tell them what to do / what's Aot ot 2
happening | /7 holiday
Jumpsuits

Use code SPRINGIS
for 15% off

NO CTA = no clear next move

Even great creative needs a CTA to
turn attention into action and ROI

@LaunchOnlineUK Luun¢h! #LaunchCOEvent



WHICH ONE CONVERTED ME?

TRINNY LONDON

Free Face Massager

when you shop Bounce Back*
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s  FREE

\“ ; 1’;1““:{
1 kG
:

@LaunchOnlineUK LGUHCh! #LaunchCMOEvent







S “ —_—

= «‘?’7,; x

=
=

Our Christmas Shop is officially open

IF IN DOUBT,
ADD A DOG

- BECKY HERBERT 2025

@LaunchOnlineUK Lmh. #LaunchCMOEvent



STEP 2:
LISTEN TO YOUR
CUSTOMERS







My 8o-to
holiday
Jumpsuit

Use code SPRINGIS
for 15% of ¢’/

@LaunchOnlineUK

HYPOTHESIS:

“USING Qur go-to
LANGUAGE FROM LS TR

TESTIMONIALS il
WILL RESONATE |l
WITH USERS AND

INCREASE CTR"

Launch!

#LaunchCMOEvent



HYPOTHESIS:

“USING -_
LANGUACE FROM [ERCIGA

TESTIMONIALS NOT BORING.
PR e 1 WILL RESONATE -

O =1 WITH USERS AND
AR INCREASE CTR"

DRESS IS BACK!

WeirdFish =~ = ¥ g Weird Fish

— o —— - — o
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Create new test

a A/B test - Creative test
Ended on 12 Oct 2024, 00:00

& Winning ad set

Test - Test - T-shirt variations - image ONLY is the
winning ad set with the lowest cost per result at
£0.74.

The confidence level of these results is 93%. @

& A/B test - Creative test
Ended on 9 Oct 2024, 00:00

@LaunchOnlineUK

A/B TESTING TELLS YOU
WHICH VERSION WON; NOT WHY IT WON
OR IF THERE WAS A BETTER VERSION TO TEST

Version A

Version B

View Report

£2.26 Ask your customers what they think!

%5074

Launch!

#LaunchCMOEvent




STEP 3:
REFINE CREATIVE

BASED ON DATA

Launch!




It's easy to fall
Into the trap of

only looking at
PRIMARY KPI's

0 0
.
SPEND ROAS
L J
COST PER ACTION CONVERSIONS/

CONVERSTION RATE

@LaunchOnlineUK LGU“Ch! #LaunchCMOEvent




SECONDARY METRICS FOR CREATIVE ANALYSIS

IMPRESSIONS CLICKTHROUGH RATE COST PER CLICK

FREQUENCY COST PER MILLE

HOOK RATE* HOLD RATE* AVERAGE WATCH LENGTH*

*Video-Specific Analysis

Launch!
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STORYTELLING KPI's - LOOKING FOR THE ‘WHY’

(THIS IS WHERE YOU UNAPOLOGETICALLY SNAP A PIC)
| 1

COMPARE TOP -]  COMPARE SIMILAR ] IDENTIFY WHAT'S

! V

PERFORMERS CREATIVE WORKING
NO UNREALISTIC GOALS ARE OTHER ADS WITH HOOK?
SIMILAR MESSAGE, FORMATS,
FIRST, COMPARE TO YOUR OR ANGLES PERFORMING AS OFFER?
OWN ADS, NOT INDUSTRY L
BENCHMARKS MESSAGING?

Launch!




CLICKS SAY WHAT'S WORKING

STORYTELLING KPI'S SAY WHY IT'S
WORKING — AND HOW TO BUILD A
BRAND PEOPLE BUY INTO.

Launch!




T0 SUMMARISE ON
DATA ANALYSIS

« Start with the goal

* Present data clearly:

« Primary KPI's (CTR, CPA,
ROAS)

e Secondary metrics (hook
rate, video completion)

« Layer in the WHY with
storytelling KPls

« Actionable
Recommendations

@LaunchOnlineUK
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Top Performers t ' o & Share report

) Top Performers
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PERFORMANCE CONTENT CAN REALLY ADD UP
1 1 1 1 1

r ~1
16:9
£ s
Free Shipping r 1:1 R f
L -
® . ® c
4:5 .
Special Offer L N
R r 1
3 : 3
9:16
Money Back
| l 0
10 assets 30 assets 120 assets 360 assets
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CREATIVE Al AT SCALE

25%0FF

| EVERY THING
USE CODE: MONDAY25 USECODE: HONDA Y25
((enos MDNIGHT ) @
g ik mel
)| Promotion CTA Code Logo Image Sizing
TEMPLATE DYNAMIC DYNAMIC DYNAMIC DYNAMIC DYNAMIC VARIABLE
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STEP 5:
KEEP ITERATING.
WHAT WORKS TODAY MAY
NOT WORK TOMORROW.
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TO BALANCE THE ART & SCIENCE: & “i! |

* HAVE THE CORE FOUR IN MIND R RS
WHEN CREATING ASSETS W o ke

« REFINE CREATIVE BASED ON
CUSTOMER FEEDBACK & DATA

« DON'T RELY ON PERFORMANCE
METRICS ONLY

« USE Al & AUTOMATION TO TEST
CREATIVE VARIATIONS AT SCALE.

« KEEP ITERATING _ WHAT WORKS
TODAY MAY NOT WORK
TOMORROW

Launch!
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WHEN CREATIVE IS BOTH
PURPOSEFUL AND DATA-
MINDFUL, IT BECOMES A

BUSINESS DRIVER — NOT JUST A
NICE-LOOKING ASSET.

- ME, AND PROBABLY SOMEONE ELSE T00.

Launch!




CMO’S GUIDE TO:

END-TO-END PERFORMANGE MARKETING




