Entrepreneur Group Case Study

Client:
Flights:
Ad Spend:

Goal:

Approach:

Entreprenuer Group/Coaching Client
August 1st - January 31st
$6,000

Registration for information sessions regarding group membership as
well as direct applicationsto the program. Both avenues were also
designed to upsell members on additional 1:1 coaching.

We utilized a multi-platform, full-funnel lead generation approach.
LinkedIn provided the ability to strategically prospect potential B2B
members, with lookalike/remarketing capabilities introduced 3 months
into the campaign after audiences scaled. Google recaptured the
attention of interested members during the research/conversion stage.
LinkedIn ended up providing 33 mid-level conversions, and Google
provided 102 at a conversion rate of 7.54% - 58% higer than theindustry
average.

Campaign Performance/Data

Outcome:

LinkedIn Ads

aggregate on @D View: performance v Display: Clicks v Time range: 8/1/2020 - 312021 v al licks: 01,078

Impressions Clicks < Average CTR T Total Engagement T

130,730 1,078 0.82% 1,680

130,730 1,078 0.82% 1,680

O Aggregated campaigns (1)

Google Ads

Cost Impressions ¥

$3.25K 32.2K

NAS

Clicks ¥ CTR

1.35K 4.20%

The campaign produced 69 information session attendees resultingin 17
new members. Each member had a minimum lifetime value 0f$1,350
prior to any additional coaching, which resulted in an additional
$22,950 in revenue and a383% return on ad spend (ROAS).
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