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HOW PLUMB.DIGITAL GENERATED 
£14,400 FROM £50 FACEBOOK AD SPEND 

 
 
 
 
 

THE CLIENT 

The National Holocaust Centre and Museum promotes and understanding of the roots of 

discrimination and prejudice, and the development of ethical values, leading to a greater 

understanding within society. Their outstanding Centre recently won Small Visitor Attraction of 

the Year in 2019. 

They have two permanent exhibitions – The Holocaust Exhibition, suitable 

for secondary school children and adults, and the Journey, a text free and 

tactile exhibition built with younger children in mind. 

The Journey exhibition is led by an educator and is suitable for Key Stage 2 pupils (Years 5 and 

6). An Outreach Programme has been developed to take The Journey to schools in Leeds and 

some boroughs of London. The cost of The Journey is £7.50 per pupil and the Outreach 

Programme funded this cost to the National Holocaust Centre and Museum. 

ABOUT PLUMB.DIGITAL 

Plumb.Digital is a digital marketing agency that specialises in both organic and 

paid social media. We have experience working with clients in the charity sector, 

financial services, higher education, manufacturing and the pub industry. We take a 

£300 

Investment 

62k  

Reach 

5,710% 

ROI 
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holistic approach and look at the whole digital footprint (both web and organic and paid social 

media) to leverage the best solution for your business and your customers. We are a 

collaborative company and like to work in partnership, leveraging our digital expertise and your 

specific business knowledge to generate success. We are based in South Wales, but with we 

work with clients across Europe. 

THE PROBLEM 

To obtain the funding for the Journey Outreach Programme, the National Holocaust Centre and 

Museum needed to be able to recruit primary schools in Leeds and surrounding areas, plus the 

boroughs of Havering, Barking and Dagenham, Redbridge, Hillingdon, Hounslow, Ealing, Brent, 

Harrow, Barnet, Enfield. They needed a way to target the information to these groups and 

encourage eligible schools to book on the Outreach Programme. 

The Centre had a very well-run Facebook Page but had limited experience of paid advertising. 

The budget for promoting the programme online was small, at £350. 

THE SOLUTION 

The solution was for Plumb.Digital to partner with the National Holocaust Centre as a part of the 

Plumb.Digital social media marketing Coaching programme. For this Programme, Plumb.Digital 

works closely with a business as a virtual digital strategist, bringing expertise into the business, 

on a weekly, fortnightly or monthly basis. This approach has the positive effect of upskilling the 

existing in-house team and providing additional expertise when required. 

The first thing we partnered on was to define the user personas for the target audience. We had 

3 personas, covering schools, parents and influencers (such as school governors). Once we 

had defined them, we could start to look at what would appeal to them and ‘talk’ directly to them 

– the tone, the hook, the ‘bait’, and the images. The in-house team understood their audience 

well from running the Facebook Page so were able to understand the type of copy that would 

appeal. 
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For the next stage, Plumb.Digital defined the Facebook Ads strategy, including the campaign 

objectives to use. We defined the Facebook Audiences, based on the user personas and built 

both cold and warm audiences. The cold audiences were interested-based audiences, using for 

example, parents, KS2 Teachers, Primary school Head Teachers, PHSE, RE, History and 

English teachers, school governors, SACRE members, Primary Teaching Assistants, literature, 

art, museums, history, ww2, Kindertransport, and education, based in the targeted geographic 

areas. The warm audience used was the Facebook Followers because there were 3500 

followers on a well-run page with an engaged audience.  

As part of the Facebook Ads strategy we also worked on the images and copy that would ‘talk’ 

to the target audience. This allowed us to work up a schedule that would let us test the different 

audiences with the different copy and images.  

Although the Facebook Page was established with a fairly engaged audience, we developed a 

strategy for organic posting too. This included ensuring that we had complimentary posts on the 

Page whilst the campaign was running. We also scheduled in additional video and polls, which 

were also relevant to the Facebook Ads campaign. 

THE RESULTS 

We ran the initial part of the campaign in two main sections – the first, primarily to test the 

audiences and creatives, and the second to build on the learnings. The third section was run at 

the start of the following academic year, in October. 

“We have achieved amazing results thanks to Julie’s coaching both in 

terms of new audience reach and the revenue generated using social 

media. We are exceeding our targets month on month now.” 
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First Ads Phase 

The first test was to the Interest-based audiences with a mix of video 

and carousel Ads to help to set the scene and tell the story of the 

Outreach Programme. We used images and video of the Journey being 

shared with primary school children. 

Copy was created to ‘speak’ to the audience. Complimentary organic 

posts were also used to spread the message. 

Second Ads Phase 

As part of the review of the paid and organic posts we noticed that 

engagement on organic posts based on the Outreach Programme had 

been rising. So, for the second round of tests we used both the Interest-

based audience and a Facebook Followers audience, using a socially 

proofed post from organic posting.  

The socially proofed post to the Facebook Followers was an outstanding result. This is because 

it’s a well-run Page and the Centre work really hard on engaging their followers.  

Apart from the booking from the targeted areas, this test also resulted in requests from 20 non-

catchment schools. The lifetime value of these leads is excellent, and all are now in the Centre’s 

CRM system. 

Third Ads Phase 

Due to the success of the Ads over the May-July period, and the school 

summer holidays, the Facebook Ads campaign was popped on hold 

until the new academic year.  

In October, using the finding from the previous Facebook Ads and the 

same strategy defined by Plumb.Digital, a new set of Ads was created. 

An Adspend of £30 

resulted in 2x30 

bookings, 

equivalent to £450 

or an ROI of 

1500% 

 

An Adspend of 

£200 resulted in 

10x30 bookings, 

an equivalent of 

£2225 or a ROI 

1112.5% 

An Adspend of £50 

resulted in 1924 

bookings, an 

equivalent of 

£14,430 or an ROI 

of 28860% 
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These used the same strategy for campaign type, audiences and creatives that had been 

successful during the previous academic year. 

The Ads were a little too successful too quickly and had to be halted as booking numbers were 

exceeded and the Journey Programme was now fully booked until the end of February. 

The strategy used for Facebook Ads and organic social media has seen a significant increase in 

bookings since the campaign and they are exceeding their targets month on month now. 

LEARNINGS 

Clearly not every charity or business can see this level of success from these smaller Adspends 

immediately and there are factors which helped this campaign to succeed: 

❖ The in-house team at The Centre were completely on board to upskill in Facebook Ads 

and build on their existing knowledge of their niche audience 

❖ The Centre had a well-run Facebook Page and actively encouraged engagement 

❖ The Centre have very engaged supporters who care passionately about the Charity and 

the work they do 

❖ Images and feedback from schools who have visited The Journey were very powerful 

additions to both the organic social media and the Facebook Ads 

❖ The tried and tested Plumb.Digital strategy of understanding the customer, the campaign 

objectives and following a test-learn-test principal was used to good effect 

“Not only was Julie able to guide me through the nuances of social 

media advertising best practice, she has also proven to be an excellent 

sounding board when exploring new creative ways to communicate 

with our target audience.” 

The lifetime values of each of these booking is also very valuable to The Centre and they 

currently find that a 100% of the schools who have booked on this learning experience, will 

rebook. This is a clear testament to how good their educators are.  
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The 20 non-catchment area schools who registered for more information are now in The 

Centre’s CRM system and will be nurtured to book on the non-funded programme. If just one 

class of 30 children from only half of these schools book, that would be bookings of £2225. 

Again, looking at the lifetime value, 100% of these will be likely to also rebook for the following 

academic year.  

CONTACT 

“I would recommend Julie as a coach to anyone seeking to enhance 

their digital reach and return on investment.” 

Plumb.Digital has experience of working with micro businesses, small businesses and large 

corporates. We don’t just have a set of off the shelf packages, we like to build a solution that 

suits the business and the customers. We work with you to find the best solution, whether it’s a 

coaching package over several weeks or months, or full-service management of your Facebook 

Ads campaign or organic social media. 

We offer a free 30-minute Discovery Call so we can have a chat and see exactly how we can 

help your business. You can book via our Facebook Page, our website or by emailing 

hello@plumb.digital 

 

mailto:hello@plumb.digital

