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Introduction

Email is the most powerful marketing channel today.
According to eMarketer, most consumers across the world
prefer to hear from retailers via email — more than via
social media and apps. But email is also a powerful media
channel for advertisers looking to engage customers at
every stage of the funnel.

Think about it. Email is an opt-in, subscriber-based
channel that people already trust. On average, people
spend up to five hours each day checking their work and
personal emails.

You just have to reach this engaged audience with the
right ads.

In this guide

We'll show you how to build custom ad creative for
engaging audiences at every stage of the funnel using

a variety of campaign types, including:

- Brand awareness

- Content marketing
- Lead generation

- Product purchases

- Seasonal marketing

Let’s get started.



https://www.emarketer.com/content/deals-drive-greater-engagement-on-shoppers-favorite-brand-communication-channel-email
https://www.slideshare.net/adobe/2019-adobe-email-usage-study

Introduction

First, a quick dissection of a display ad to highlight exactly which elements are most important.
Anatomy of
O
a display ad

Bloom where
you're

Shop Houseplants

Copy

Keep it short and sweet. Good copy will capture
attention, demonstrate value, and set expectations,

all at a glance. (Sometimes, a glance is all you get.)

Run A/B tests with ad copy to see which messaging Imagery

resonates with your audience. Use imagery that's simple, evocative, and unique to both your brand

and the goal of the campaign.

Elegant product images can be great for purchase campaigns. But for

a branding campaign, where the goal is to associate an emotion with

your brand, a custom lifestyle image may be more appropriate.



Introduction

Anatomy of
a display ad

Logo
Brand recognition is essential for banner ads that
perform. Keep your logo visible and complementary

to the overall design.

Try to create a hierarchy between logo, copy, and call
to action. The logo should be immediately noticeable

without overpowering the other elements.

Bloom where you're

Shop Houseplants

Call to action

Your calls to action should set clear expectations. Let people
know what they're clicking into so when they land on the page,
their expectations are met and they're more likely to take further

action.

If you want readers to buy something, "Learn More" probably
isn't as strong as "Shop Now." Test different copy to see what

resonates with your audience.




An a to my Of Use your palette in a way that establishes your brand, enhances

messaging, and influences behavior.

o
a d I s p I ay a d Bright colors are great for grabbing the eye. Reserve your brand's

boldest shades for elements you most want your audience to

notice, such as calls to action.

D Evergreen

planted

Shop Houseplants

Never underestimate the impact of a strong font
choice on brand recognition or campaign
performance. Consistency and legibility are key for

creating immediate and long-lasting impressions.

Always keep your banner size in mind. What works
for one size may not work for another, so adjust your . : :
Using animated GIFs can be a great way to capture attention, but keep the movement
copy layout and size as needed for optimal visibility. ,
by 1ay P 4 subtle and short — otherwise, you could frustrate readers. Many brands see success

animating only one design element, such as, the color of the product.

Remember to include the complete creative rendering in the first frame of the GIF,

just in case the ad is served in an environment that doesn't support animation.
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Brand awareness

Brand awareness campaigns are a great vehicle for
advertisers looking to increase recognition and recall,
provide information, or spark an emotion about their brand
or product. While brand awareness campaigns can be
synonymous with reaching a wide audience, depending on
your product, you may want to advertise to a specific
audience that will relate the most to your message.

With brand awareness campaigns, you can drive high-
quality traffic from emails to an informational web page.
You can then gauge consumer interest and retarget those
who engaged with your content.

When to use

There are three main use cases for brand awareness

campaigns:

Entering a new market

For new brands trying to differentiate themselves from
the competition, or are launching to a customer
segment or geography that is unfamiliar with the
brand.

Introducing a new line of business
Launching a new product, feature, or service will
benefit greatly from a brand awareness campaign to

drive growth even from your most loyal customers.

Selling a product that involves a longer
purchase cycle

Many products, like cars or insurance, take more time
and research before making a final purchase decision.
Launching a brand awareness campaign will help
educate consumers on the value of the product and

drive to different landing pages or content.




[
Creatlve Ca I |OUtS Use these creative best practices for brand awareness campaigns.

\ v

Use strong colors Keep branding visible Use broad messaging Focus on large marquee sizes
Catch the eye immediately to spark Use your logo and brand color palette Evoke a general feeling instead of Go for greater visibility with bigger

brand awareness and recognition. to establish a theme. pushing sales. ads.




How the pros do it

Sit back and pull some inspiration from these
brand awareness campaigns.




Rothy’s

Rothy's campaign wins with:
Clean and sleek design incorporates white space.

Copy is concise and uses the word "meet" to introduce

the audience to the brand.

The insole with the Rothy's logo is a defining element
of the shoe. These are on display and easily seen in

the ad.

The landing page matches both the look and
messaging of the creative. It includes introductory
messaging for each style of shoe and a call to action
that drives visitors to the corresponding category
pages, so each customer can find the right shoe for

them.

Meet our styles.

';v.

Meet our styles.

SHOP NOW

SHOP NOW

® ROTHY'S Q0 At

Meet the Styles

Every Rothy's shoe is carefully crafted from recveled materials, delivering high-end

SHOES BAGS ABOUT

style alongside mind-blowing comtort—all while being machine washable. And with
four distinct silhouettes, we have a pair (or more) that vou'll love.

Point

Add a bit of elegance to vour every day with
our perfectly polished Point. Refined and
sophisticated, this sharp silhouette
effortlessly takes you from day to night

without missing a single, stvlish beat

THE

Snealker

Made for those on the go, our Sneaker can
keep up with the busiest multitaskers. With
its cool and casual style, it wanis to
accompany you on every adventure from the

supermarket to the airport.

SHOP THE SNEAKER

THE

Flat

Discover the jov of a well-rounded shoe. Our

original Flat is the perfect finishing touch to
any ensemble. lts eve-catching swvle
seamlessly fits into your wardrobe, so you

can ship them on and comfortably conquer

the day

SHOP THE FLAT

Loafer

Designed with trendsetters and tastemakers

in mind, our Loafer takes a timeless
silhouette and adds a dash of Rothy’s magic.
Its structured stvle complements evervthing

from silk trousers to distressed denim

SHOP THE LOAFER




California Walnuts

California Walnuts cracks brand awareness ads with;

The brand name and logo are prominent in the design

and set against a white background to ensure legibility.

No over-complication here. The brand showcases an
enticing photo of cake and urges viewers to learn the

recipes.

The call to action piques interest and sets expectations

for what will be on the landing page.

The landing page includes the full recipe for the cake
along with other recipes that include walnuts, so visitors

can continue browsing and getting to know the brand.

CALIFORNIA WALNUTS

. g - .
8 %ﬁ‘ : "- uﬁ#

CALIFORNIA WALNUTS

Califo
WA

LTS

®
Clpes

CALIFORNIA

WALNUTS

ABOUT WALNUTS  EVENTS  NEWS  RESOURCES m

HOWTO NUTRTION BLOG HEALTH PROFESSIONALS WALNUT INDUSTRY FOOD PROFESSIONALS

Walnut Chocolate Bundt Cake

‘ o o Q & fatngs R AR R

INGREDIENTS PREPARATION

Cake

I cup wotay

1 cup buttor

V2 cup unswoetonod cocon powdet
21/4 cupa sugar

1 teaspoon vanika extroct

1 0ggs

2 cups four

3/4 teaupoon bak ng powdeor

/2 tocspoon salt

Va4 teaspoon baking soda

V2 cup buttanmilk

1 cup California wolnut halves and pioces

Chocolate Truffie Glaze

2
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P
a

Y3 cup dark checolate chips

3 tablaspoons butter

2 tablespoons milk

Toppings
Y2 cup coarsaly chopped Calitarnia walnuts

BUY INGREDIENTS ONLINE

ADD TO Walmart 3,5 CART v

CREATE A SHOPPING LIST

B ADD 70 SHOPPING LIST

Related Recipes

Apple Walnut Hand Pies Brownie Batter Walnut Dip Walnut Chocolate Bliss Balls

wo'e@ 000 =~ 000 =~ 000
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Chapman University

\

Chapman University makes the grade with: CREATE
PASSIONATELY.

DO ANYTHING IMAGINABLE
AT CHAPMAN UNIVERSITY

The bold, branded red makes the ad pop against the

other email content.

Where big ideas are
born.

We strive 10 become multidimensional, ongingl iNakern —
1 N of pacpia who Bourssh in a challanging workl, Tha
Kind of paople who rse 1o avery oocasion. The kind of
pacpie who can accomplish anythung mmaginable

B onarma NIV Y
CHAPMAN UNIVERSITY

ANYTHING IMAGINABLE

The logo is large and clear, yet it doesn't overpower the , _ B CHAPMAN
N UNIVERSITY

other ad elements.

CREATE PASSIONATELY.

DASCOVER CHAPMAN

Chapman by the Numbers
The display ad uses a lifestyle image to help showcase

the student experience. X 5 14: ] 8,542

Regional Universities \West, U .S Nows & Student-to-faculty ratio Students Enrolled
World Report
Discover Chapman
University

RESEARCH ENTHUSIASTICALLY.

DASCOVER CHAPMAN

"Discover Chapman" sets expectations to learn more

ORANGE CAMPUS OET STARTED DISCOVER WEBSITE

about the university on the landing page.

RINKER MEALTH SCIENCE
CAMPUS

The landing page includes a video that gives

B CHAPMAN
B UNIVERSITY
prospective students a solid overview of the university e e

and its offerings.
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Content marketing

Content marketing campaigns go beyond brand awareness
to teach consumers more about your product, mission, and
community.

With content marketing campaigns, you can invite people
to read an article or informative landing page that peels
back the layers of your brand further. Content marketing
ads also fit natively into the email environment, matching
the surrounding content, which might include organic links
to blog posts and website content.

When to use

Popular use cases for content marketing campaigns

include:

Promoting an article or ebook
If you have an entertaining or informative piece of
content to share with your audience, you can deliver

it to them through email ads.

Educating people about how to use
your product

Have a product with a bit of a learning curve, or
just some helpful tips to share? You can educate

your audience with content marketing ads.




Creative callouts

Match the call to action with

your goal

Use phrases like "Learn More" and

"Read More."

Try these creative best practices for content marketing campaigns.

Create cohesion between
the ad and landing page
The landing page content should

match your ad creative, yielding a

seamless and intuitive experience.

Include a "Buy Now" button
on the landing page
Engagement shouldn't stop once
people read your content. Keep
visitors interested by including calls

to action for making purchases on

your website.




How the pros do it

Take notes from these content marketing campaigns

done right.




Public Rec

Public Rec nails content marketing with:

This native design looks similar to other content in the
newsletter environment, fitting into the consumer

experience.

The "7 reasons why" angle piques curiosity in
newsletter readers and teases the landing page

content.

The call to action sets clear expectations for learning

more by clicking through to the website.

The landing page delivers by highlighting the product
features and benefits. It also includes multiple calls to
action that drive visitors to the product page for

conversion.

,‘.‘q_\
=
7 ReasonsYou Need These
Shorts In Your Life

Sponsared | Public Rec Learn More

s

7 Reasons Men Can't Get Enough
Of These Shorts

7 ReasonsThese Shorts Are
Perfect ForThe Couch, A Run
OraBBQ

PUBLIC REC m

P

7 REASONS YOU NEED THESE SHORTS IN YOUR LIFE

RYAN COOPER June ¥ 2020

For far too long, you've had to make the decision between comfort and style; uncomfortable cargos o not-so-flattening

basketball shorts. Those days are gone thanks to the Al Dayv £ L. These witracomfortable and stylish shorts are

sorously the best, and heres why

2. Nothing but the best

Public Reo i unng the

3. Indoor comfort, outdoor style

A, Every detai considared

5, Raving customer reviews

tout thess “perfect shorts®

6. A oolor for every occasion

Everyday shorts need 10

feem, thore traly I8 & colee for every occasicn in the All Doy Ever y Sher
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9 Reasons so many switch to a quip electric
toothbrush.

Quip

QuIp

: r 9 reasons why so dding features teeth dont need 16 increase profits, leading to over
Quip offers an engaging content marketing campaign with: | ) many are switching R i, e P D
, i to the quip electric
toothbrush

1. An effective clean (at an

. affordable price).
Learn more

The product, brand colors, and bold logo pop to ensure

brand recognition.

' [ 2. Guiding features that

i ) P \ elp you bui ea
Quip used a GIF but kept the motion simple by animating N L A QUIr.) 'ADA| :a:nys. N
only one element — the color of the toothbrush. The result N 4 o | 9 reasons so many are = | ot it
is an eye-catching but not overwhelming visual. X switching to a quip

electric toothbrush

3. Sleek, light... and quiet.

Learn more

The copy and call to action set clear expectations for

what's to come on the landing page.

The landing page photos all match the ad color scheme, 1T | QuIp | 4. Don't let wires hold you
back.

tying the campaign design together. 19 j 9 reasons why so many are switching
- to the quip electric toothbrush

Learn more

5. Traveling with your
electric toothbrush can be
easy.



Flamingo

Flamingo passes with flying colors by using:

Simple concept
This creative uses the empty space in a full-frame

lifestyle photo to create a clean design.

Strong colors
The branded purple pops against the light background

to make the call to action and ad copy stand out.

Sleek landing page

The landing page takes the form of a blog post, even
kicking off with an author's name. The sleek and
modern design also help the content stand out from

other retailers' campaigns.

No mess,
Nno stress.

SHOP FLAMINGO

No mess. no stress.

Your salon will miss you,

No mess,
Nno stress.

SHOP FLAMINGO

Your salon will miss you.
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CONFESSK)N: | HAVE By Comille Muyes - 01/30/19 Fve uned o million hair remeovel products, and thy

BODY HAIR | xhave my legs svary few doys, my bikini line whan chays seem Lo raquire math. le this & good value?
I'm going swimaing, but | hawe & few chin hairs I'd Am | baing scammed? You get it. Flaminge gets it
yot (o figure out how to handie. They keop 100, Thay combined all of their best-selling wox
sprevting evt of nowhaers! Then | found the end shove preducts (o $32 value) for just 524 —
Floméngo Bure Bundie, thot's & 26% discoupnt, | know | was just frustrated

“I BARELY NEED TO WaAX"

Gamel | mastly have - which is why this bondie i ideal - Byt it's
pretty omazing 1o hove 0 @uck woy 1o remove errant hairs flaating
araynd, I'm really over occidentally stobbing my Ghin svery tme | 3o
18 ottack them. The Bare Bundie ncludes 20 strips, & post was
clothe, ond a cafming serum that remaves redoess, This is a big win If
you've 9ot o lot of territery to cover

SHOP THE BARE BUNDLE ——

obout math, but hece's why | think the Flaminge
Bare Bundle is the ultimots volue:

WHY THIS WAX

Flamingo Iu tha first campany ta bring seft-ge! wox {3 the US. Theas reody torwe
Aripa don't ragquire ony hasting - 0ka ne meest — and, they wark, Even s thase litte
splay hatirs | didn't think | tould snag! §24 for all of this plus 8 razer (s wity betine
thos werting for my heirs to be lang sseugh fer o profestional wes,

SHOP THE BARE BUNDLE ———3



swayfair
FREE 2-Day Shipping

on Thousands of Products

Freshdogfood,
delivered.

(Dog notincluded.)

Fresh dog food, |
delivered.
(Do ot inchadnd |

25x ROI
30%+ CTR
99% Open Rates

attentiver  Try SN

C; [ ]_"l‘ = DON'T [t/ {qf/_' WITHOUT IT

TOP HOME We've Added
lTE/\/\S Something Extra

irn more Points at U

UP TO 60% OFF

DON'T MISS OUT

L, e2d N q‘ )
Take a demo, Help your small
Fresh dog fOOd, et S100. - business through
- ' COVID-19 with our

delivered. Resource Hub.
Better for them, easier for you.

Geot 50% off o FACEBOOHN

N’ Divwy .7 00 (=]

soMassMutual B commonband

Me Today: Me Tomorrow:

Locking in my new Focusing on other
student loan financial priorities.
preferred rate offer.

CHECK YOUR RATE




Lead generation

Consumers aren't always ready to make a purchase when
they’re first introduced to your brand. That's where lead
generation campaigns come in.

These campaigns can help you get people into the top of
the funnel and collect contact information, such as an email
address or phone number. You can then use that
information to continue to engage them using ad
retargeting or email marketing in order to drive purchases.
You just need to offer something valuable in return, such as
an email newsletter, downloadable content, or free trial.

When to use

There are several popular use cases for lead

generation campaigns, including:

Growing your email newsletter audience
Email advertising is a great channel for acquiring email
addresses, since you're reaching active subscribers

and readers.

Selling a high-priced or long-funnel product
By having an intermediary goal, like account creation

through email signup, you can optimize towards these
actions and easily assess the backend success with a

set Lifetime Value model.

Acquiring leads through a sweepstakes
Collecting email addresses or phone numbers in

exchange for a chance to win certain prizes.

Driving leads for a call center
Accelerate the sales cycle by connecting customers
directly to people that can answer questions,

qualify buyers, and follow up with further information.




[
Creatlve Ca I |O UtS Use these creative best practices for lead generation campaigns.

“— O

Showcase value Keep it simple Have a dedicated landing page Make signing up the first step

Make sure your creative highlights Stick to the point — delivering value Fill it with a user-friendly email signup This effectively captures the email
the value you'll deliver in exchange and gathering information. Don't form, or even try a full-page takeover SO you can optimize accordingly and

for the consumer's information. distract with too many creative or enticing lightbox. launch remarketing campaigns to

elements. continue engaging the consumer.




Lead generation

How the pros do it
Follow the lead of these brands’ lead-generation
campaigns.

I




The Farmer's Dog

The Farmer's Dog fetches leads with:

You can't get much clearer than "Fresh dog food,
delivered." Just four words were needed to get their
message across. It even follows with a quick joke

underneath for a lighthearted touch.

The call to action sets clear expectations that you'll

receive a deal by clicking through.

The landing page leads with an email capture form
and reiterates the value of entering your email address
in the headline and button copy. The page also
highlights testimonials from both vets and customers

(with cute dog photos included).

Freshdog food,
delivered.

(Dognotincluded.)

Get 50% off ™ :"' / ' N

Fresh dogfood,
delivered.

[Dog not included.)

Got 50% off

Freshdogfood,
delivered.

(Dog not included.)

Get 50% off
P
ek

&

Get 50% off fresh dog food

The Farmer's Dog makes fresh, healthy recipes for dogs using human-grade

ments and vegotables. gently cooked in human-food kitchens, and delvered

to your door. No highly-processed, burnt brown balls — just real food that's
botter for them and easior for you

Submit your email 1o recelve a discount on your first box!

ATODAY  FSTGMPAN) Google VOGLI

Formulated by Nutritionists,

-
Praised by Vets
“One of the most exciting "My patiants ke it! It's tough to 1 rocommend The Farmer's Dog
innovations in pet food, The findd a home-cooked trustworthy {0 owr patients fooking for o
Farmer's Dog 5 a safe alternative pet food brand. The Farmer’s
o conventional brands, Dog delivers 100%"° food, My own dogs love i foo!”
De.Catriona Love Dr. Adex Schechiar De. Jonathan Block

Over 10 Million Meals Delivered

Fowur Vot Visits incroased Vitality Cloar Skin & Shiny Coat Less "Dog Odor”™ Botler 22

1 t
| have tw
o It 1o
J the
fools bottor. Ho's bocome 30 much the
enargetic * more cucioly * lorg!
worth # b
Leo's mom Vaifs mom
Caooper's mom
Tested On Humans

Human-grade USDA ingredients means less
¢ processing, natural nutrients, and higher
1 safety standards. Things we balleve every
pet descrves

Personalized Plans

™ ir unt ncanad rocings srrhw ranarfvtes.



Gilt Groupe

Gilt Groupe offers lead-worthy value with:

Simple concept
This minimal design gets just the important
information across while having a luxury look

and feel.

Clear messaging
The copy and call to action set clear expectations
for the shopping experience that awaits on the

landing page.

Instructive landing page
The landing page opens with a lightbox prompting

the user to create an account in order to "Shop Now!"

& TOP HOME
TEMS

UP TO 60% OFF

[/

!TM\
&\

" TOP HOME
TEMS

UP TO 60% OFF

GIL'T

Designer Sales. Insider Prices.
SN up 1o Ceale 4 ree accognt

GILT

Designer Sales. Insider Prices.

Sign up to create a free account.

Emall Address

Already have an account? Log in here




Divvy
Divvy delivers its lead-generation campaign with:

The headline clearly showcases the value of signing
up for a demo with the opportunity to earn $100.
Breaking the headline into two short lines is also

easier to read and more attention-grabbing.

The call to action follows up on the headline's promise,
inviting readers to click through and sign up to learn

more about their offer.

The landing page features a simple email capture form
set against white space, giving it a sleek, user-friendly

feel.

Take a demo,

get $100.

GET A DEMO

%’ Divvy

Walklet

vt Cand

%’ Divvy

456,37

N\’ Divvy

%’ Divvy

({\d‘.

Signup fora
demo.

Still on the fence?
No pressure—our site will help you get to know Divvy.

Take a look around and sign up for a demo when you're
ready.
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We don't think so.,
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ONE SHORT.
EVERY SPORT.

rack

Halogen
Surplice Cap Sleeve
Blouse (Regular & Petite)

$49.00 $18.73 SHOP NOW

Free shipping over $49. Easy in-store returns

BRIGHT BALANCE

3-IN-1 CLEANSER

" TR R R

" MY SKIN LITERALLY LOOKED
BRIGHTER AND CLEARER
IN JUST 2 DAYS.. "
~ wachele

PUBLIC REC
The Comfort of Home.

ALL DAY EVERY DAY PANT




Product Purchase fnento e

Product purchase campaigns are most helpful for:

Here’s where you start launching ads to drive sales and

Driving first-time purchases

maximize ROAS. Since we’re at the end of the funnel, and Reach target audiences with products and offers that
: ° ° o ° o o are most relevant to their interests.
you've distinguished your serious decision-makers from
your casual browsers, it's important to spend your budget Retargeting website visitors
. Stay top-of-mind and keep promoting your products
wisely.

to consumers who've previously visited your site or

provided their information.

You want to leverage your first-party data from your Correcting cart Abandonment
Web$|te, mOblle app, and yOUI‘ CRM IlSt tO target Only The journey isn't over if the cart is still full. Give
thOse WhO are mOSt Iikely tO Convel‘t. consumers a friendly nudge and drive them to

complete that purchase.

Up-selling and cross-selling

Keep generating revenue from past purchasers by

providing more product options that suit their needs.

Re-engaging lapsed customers
Looking at those who haven't purchased from you in a

while, retarget them with a special offer to come back.




Creative Ca I |O UtS Keep driving purchases with these creative tips:

Use simple concepts Lead with a sleek product

photo

Optimize across devices

Many brands see higher conversions Make the path to conversion quick

when they remove unnecessary Ads with these to-the-point visuals and easy with a mobile-friendly

design elements. perform better than those with landing page.

general lifestyle photos.




Product Purchase

How the pros do it

Check out how these brands created a clear path
to purchase.




Allbirds

Allbirds made product purchase ads a breeze with:

A solid background, sleek logo, product photo, and
clear call to action make this ad easy on the eyes.

Even the fun illustration is kept minimal to fit right in.

Strong but complementary colors make this creative

pop out amongst is surrounding email content.

The call to action drives consumers to click by calling

out the specific product shown in the ad.

The landing page highlights basic product features
above the fold, and dives deeper below with further

benefits and customer reviews.

SHOP WOOL RUNNERS »

SHOP WOOL RUNNERS »

SHOP WOOL RUNNERS »

nnnnnnnn

Men's Wool Runners
395
LE S B BBl

eer
ecevrevr @
ereQerrer

WOOL UPPER

Superfine And Cozy

SUGARCANE MIDSOLE

Sweet On The Planet

Contoured and delighttully bouncy, our
Srazilion sugarcane midaole s colled
SweetFoam™, which s made with the

world’s first carbon negative groen EVA

nnnnnnnnnnnnn
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Product purchase

Thrive Causemetics

Thrive Causemetics drives sales with;

Strong colors
The bright teal background makes the creative pop

out amongst email content.

Clear messaging
Leveraging customer reviews and quotes is a smart

tactic for building trust and interest among buyers.

User-friendly landing page

The landing page directly matches the product shown
in the creative. And once you hit "Add To Bag," a
lightbox appears showing your cart, offering a free gift,

and providing the option to check out right away.
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Nordstrom Rack
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Surplice Cop Sleeve Biouse (Regular &

Nordstrom Rack generates conversions with:

Once a shopper had visited the Nordstrom Rack

website, they leveraged dynamic product ads to NORDSTROM (=
retarget those folks with personalized ads featuring ra‘ k | i =
! O rucos @ o @
products they had shown an interest in purchasing. J
Halogen i_‘ |
Surplice Cap Sleeve \
Blouse (Regular & Petite)
The ad clearly displays a discounted price, alongside $49.00 $18.73 S eP e
the original price, and an offer for free shipping on e
Free shipping over $48. Easy in-store returns
orders over $100. FESS 4 ' —
A large logo sparks brand recognition among those b e e
who've already engaged with Nordstrom Rack.
"Shop Now" is much clearer than "Learn More" or
"Browse Options." It clearly invites customers to find
the right product and complete their purchase. :
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Seasonal marketing

During that time of year when your products are most
popular and your customers are actively in the holiday
shopping mode, you want to be ready with eye-catching
ads — especially if competitors will be ramping up their
outreach too.

That's where seasonal marketing campaigns come in to
help you capture the emotional spirit of the season,
drive performance, and win market share.

When to use

Seasonal marketing opportunities vary for each brand

and industry, but popular use cases include:

Driving holiday sales
Inspire gift buyers during the winter holidays, or
launch themed campaigns for festive celebrations

like Halloween, Valentine's Day, and Easter.

Reaching back-to-school shoppers
Generate revenue as families and students prepare

to start a new school year.

Promoting summertime deals

Share special offers for products people love to use

during the warmer months or on vacation.

And remember, regardless of the industry or season,
leveraging your first-party data can be a powerful way
to find new customers using Lookalike Audiences, or
to re-engage current and past customers using

Custom Audiences.




Creative callouts

Spice up your seasonal marketing campaigns with these creative best practices.

Use customized messaging

Write copy that addresses specific

holiday interests, trends, and needs.

Capture spirit of the season
Use imagery that illustrates seasonal

activities and settings.

Build a seasonal landing page
Make sure the page matches your
seasonal ad creative for a more

intuitive customer experience.




Seasonal marketing |

How the pros do it

Peek into the playbooks of these seasonal marketing
successes.




Ross-Simons

Ross-Simons masters Mother's Day marketing with:

From the clean product photography to the concise
line of copy, Ross-Simons kept this creative to the bare

essentials.

"Matched sets for mom and her little girl" hooks in

shoppers looking for a special, two-part gift.

Showecasing the large and small heart-shaped jewelry

captures the spirit of Mother's Day.
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Lovepop

Lovepop sweetens its Valentine's Day ads with:

Simple concept
Each design is built around a single product, joined by

eye-catching graphics and illustrations.

Clear messaging
The witty, lighthearted copy captures the romantic and

playful spirit of the holiday.

Strong colors
Valentine's Day—themed colors complement the brand

color palette and enhance the messaging.
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Manscaped

Manscaped drives Black Friday sales with:

The large, bold text highlighting the sale translates on

all devices and makes the ad pop.

The ad copy showcases the core promotional offer for

25% off purchases across the entire website.

A bold, black-and-red color scheme draws attention to

the ad and the playful call to action, "Get Manscaped.”
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entire website

prerrr—————r—
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Display ad best practices for marketing in email

Treat Your
Mistletoes

SHOP NOW
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Key
takeaways

1. Keep it simple
It's always better to A/B test several simple
creative concepts rather than one with many

ideas packed in.

4. Use straightforward calls to action

Let people know what they're clicking into, so
that when they land on the page, they're ready

to take action.

Remember that email is just the vehicle by which your ad is being served. Sure, it can get you

to your audience, but once you're there, you need to deliver with the right ad creative.

Here's a cheat sheet of six creative best practices for designing simple ads that clearly set

expectations and inspire action.

2. Choose strong colors
Choose a color palette that establishes your
brand, enhances the messaging, and influences

behavior.

5. Incorporate clear messaging
Keep it short and to the point. It needs to capture
attention, demonstrate value, and set

expectations.

3. Keep branding visible
Keep your logo visible and complementary to the

overall design.

6. Optimize across devices
55% of Livelntent impressions are served on mobile,

so optimize your ads for viewing on various devices.




X Livelntent

Want to learn how Livelntent
can help power profitable
growth for your brand?

See our advertiser solutions


https://www.liveintent.com/advertiser-solutions/?utm_medium=print&utm_source=ebook&utm_campaign=CreativesEbook
https://www.liveintent.com/advertiser-solutions/?utm_medium=print&utm_source=ebook&utm_campaign=CreativesEbook

