BuildDirect Hammers Out A Strong Performance
Campaign With SourceKnowledge

BuildDirect, a leading online website for home improvement products, partnered with SourceKnowledge to run a cross-device

D campa the company’s advertising pla Thec ssed pre-roll video advertising and aremarketing

strategy toleverage display banners that re-engaged potential customers to either order free samples or make a purchase.

Challenges

The challenge of the campaign was to prospect new buyers and re-engage high value site visitors who did not initially convert. The

campaign's objective was to drive purchases and free samj

rders at scale and to qualify allleads and conversions based on lower
th

funnel activity measured against RoAS, MoAS, and AOV benchmarks. BuildDirect also tasked SourceKnowledge's platform wi

performing cust e cohorts, and g the campaign's creative assets to determine which were optimal.

Execution

Audiences were segmented based on their position in the buying process. They were siloed by exposure to the first touch creative,

the product category vertical of the campaign, ad unit interactional information, and over 50 unique user attributes. Campaigns were

created to drive prospecting traffic to each product line with video pre-roll, and then re-engaging them with display creatives as each

user moved through the conversion funnel. Delivery was weighted to favor new opp based on how s

the best p g cohorts. C. wa d with site and performance benchmarks. Delivery was further adjusted by

scoring each conversion based on RoAS, MoAS, and AOV.

Ad unit data was also collected to deliver the highest performing creatives using K-armed bandit testing to adjust delivery in real-

time. Each creative had a single test variant, and delivery was skewed in-flight based on scoring data to determine which call to action

styles, copy, taglines, and offers were most successful. BuildDirect then produced additional creative assets based on this data so the

process could deliver iterative improvement.

Creative Insights

« Thevideoswi

h the lowest CPA's were both DIY Decking videos. Not only did they share product lines, but both videos contained
big blue CTA's like “Free Samples” and “Shop Now”

« Thead that converted the highest was a 15 second laminate flooring video that featured a female BuildDirect spokesperson. The
CTA for free samples remained on the screen for 10 seconds.
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Results

« The campaign proved wildly successful with a high RoAS of 6.62x.
« The campaign generated 490% better MoAS compared to other prospecting and remarketing partners.

« The campaign generated 8% improvement in AOV compared to other prospecting and remarketing partners

d remar}

« The SourceKnowledge platform achieved a 72% reduction in CPA compared to other prospecting
 InQ1of 2016 the campaign deli

g partners.
red more than 13 million im

sions to high valued prospects in US.

Client Feedback

Siloing each acquisition channel created a disconnect in the customer jou [ create. t
tocreate aseamless, fullfunnel path to purchase. Their technology not only provides invaluable insights for our team which allows us to create

reative, but, than other DPSs we' hin the past.”

«Jason Naidu, Senior Manager, Traffic & User Acquisition at BuildDirect.



