
PROJECT 8

EVALUATE A 
DISPLAY CAMPAIGN



ASSUMPTIONS
Marketing Objective: You are running an advertising campaign with 
the goal of signing up students for the Digital Marketing 
Nanodegree.
Cost: The cost of the degree is $999
Profit: For the purpose of this assignment, assume a profit margin of 
30%, meaning that Udacity makes $299 in profit per student that 
signs up. 
Campaigns: We want to aggressively grow the program, but, we 
want to do it without losing money. We ran two different advertising 
campaigns. One was a display advertising campaign, one a video 
advertising campaign.



FORMULAS

Conversion Assumption: 0.2% Conversion via Landing page 
 
 # of Student Sign Ups = Clicks to the landing page *0.002  
 
CPA: Cost of Campaign/# sign ups = CPA
 
ROI: [(299 Profit) - CPA] * # of Student Sign Ups = ROI



MARKETING OBJECTIVE AND KPI

The marketing objective is to generate 5 leads in India through 
enrollment in Digital Marketing NanoDegree Program in 10 days 
(20 march - 29 march,2019) with a lifetime budget of $500.

KPI is the number of leads generated in 10 days through the 
display campaign.



TARGET AUDIENCE
Affinity audience - The target audience would be working 
professionals of age 25-35 years. They would be the ones who 
would like to upgrade their skills or acquire a new skill set.  

Site targeting - The target audience would be the people who are 
interested in digital marketing concepts or have searched digital 
marketing courses online or digital marketing tools and strategies.

Retargeting - The target audience would be the ones who have 
earlier visited the landing page and considered enrolling in dmnd 
but didn't due to some reasons. 



PART 1

EVALUATE A DISPLAY 
IMAGE CAMPAIGN





The ROI was 448.05 and thus positive. 



OPTIMIZING CAMPAIGN
Firstly, the name of the course or degree is missing. In the display campaign, it 
is mentioned as a course in the description whereas in the landing page Digital 
Marketing Nanodegree is mentioned. This mismatch is misleading and thus 
needs a clear headline. 
 
Secondly, the name Udacity is getting overlapped by the "information icon" 
that needs some relocation so that people can identify the brand name. 
 
Thirdly, the person in the display campaign is not known and thus do not have 
any impact on the audience. Majority of people don't know the experts in 
Udacity and thus won't be able to derive any connection. Instead of an expert's 
or student's image, the image of digital marketing tools and technology can be 
used to attract people.



PART 2

EVALUATE A DISPLAY 
IMAGE CAMPAIGN





The ROI was 67 and thus positive.



OPTIMIZING CAMPAIGN
Firstly, there exists no headline - Digital Marketing Nanodegree. In the 
description, the course is mentioned which is misleading. As a result, even 
those people will also click, who are looking for a course, not a nanodegree.  
 
Secondly, the color combination in the display campaign isn't the best keeping in 
mind the color of the landing page. Also, people have the tendency to associate 
brands with colors such as blue of Udacity, yellow of Mcdonalds, etc. Using the 
original logo will help people feel familiar with the brand. 
 
Thirdly, since the headline of this campaign is the same as that of earlier one, 
we can consider trying a new headline. This one is site targeting, so a new 
headline can be - become a digital marketing freelancer, stay ahead of the 
competition or get the first mover advantage.



PART 3

EVALUATE A DISPLAY 
IMAGE CAMPAIGN





The ROI was 363.5 and thus positive. 



OPTIMIZING CAMPAIGN
Firstly, this campaign is very similar to the first one even though they target people 
of different stages in the customer journey. Here we are retargeting customers, so 
instead of the same headline as in the first campaign, a new headline can be used 
such as become job ready, improve your skill set or start your own company. Even 
coupon codes can be added. 
 
Secondly, the name of the person whose image is used is not mentioned like in 
the second campaign which makes it confusing for people to understand the 
connection of the person with the nanodegree. An image related to digital 
marketing would help.
 
Lastly, an A/B test can be conducted between the first and third campaign for they 
are too similar. For this, either the image should be the same or the color scheme 
to determine which campaign is more appealing to people and performs better.



BEST 
PERFORMER

The First display ad performed best in terms of 
ROI, CTR and number of conversions. The ROI, 
CTR, and conversions were highest among three 
i.e. 448, 0.62%, and 3 respectively. 



RECOMMENDATIONS
If I had a billion dollars..



Since the second campaign "site targeting" generated the least conversions 
and ROI, I would pause that campaign and focus on the first and third one. 
The first and third display campaign, however, require three improvements -

In the landing page, the headline is too small and indifferentiable from sub 
headings. Increasing the size of Nanodegree program and Digital Marketing 
will help to gain quick attention.

Also, since these campaigns are similar I would try A/B testing with two images 
- a person's and digital marketing tool's or office's to determine which one 
performs best. This would guide image selection decisions in the future.

Change in the image (other than any person)
Addition of headline Digital Marketing NanoDegree
Relocation of Udacity name and logo to avoid overlapping by      logo.



THANK YOU

BY - MEGHA JAIN


