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HOW PLUMB.DIGITAL GENERATED 
ONLINE SALES FOR BRITEANGLE 

 
 
 
 
 

THE CLIENT 

BriteAngle are an award-winning British road safety innovation 

company dedicated to making the world’s road users safe through 

their products and services. They were born out of a near fatal accident involving their managing 

director, Stephen Wornham, whom while driving home one evening, narrowly avoided hitting a 

stranded motorist changing a tyre on a poorly lit road. 

They design and manufacture products in the UK, that will help to keep people safe by providing 

the tools all road users need in the event of an unplanned stoppage. 

They have own Fleet Safety Product Award winner 2019 and The Welsh SME Business Awards 

winner 2019 

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 

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 
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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 PRODUCT 

The BriteAngle LED Warning Triangle has revolutionised roadside safety, and 

is the highest quality, most reliable warning triangle available for all road users.  

Where conventional warning triangles depend on the headlights of oncoming 

traffic as well as the correct beam angle of those headlights to highlight a person’s whereabouts, 

the BriteAngle uses LED powered lights can be seen from up to 300m away day or night, and 

can withstand winds of up to 45mph. 

They are versatile and can be used on any type of vehicle, such as cars, lorries, motorhomes 

and caravans. They also have a product specifically designed for motorcyclists, the MotoBrite. 

The Motobrite product was not part of this case study. 

The BriteAngle Warning Triangles were selected as the product to promote and were priced at 

£37.95 with postage costs of £5.  

 
THE PROBLEM 

BriteAngle had previously tested Facebook Ads via an agency. This had been an expensive trial 

and the agency had not delivered a single online sale driven by their Facebook Ads campaign. 

There was a Facebook pixel on the website, but this was owned by the previous agency. There 

were no standard events set up to be able to track events such as Purchases or AddToCart. 

Conversion Ads had been running, pushing traffic to blog pages. Looking at these Facebook 

ads, it also looked like the audience that had been driven to the website, may not have been 

ideal for the product.  
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Based on their previous experience, there was not a lot of trust in Facebook Ads working for 

BriteAngle products. There had been a lot promised by the previous agency and no purchases 

made despite long running £20 per day adspend for two months on top of the agency fees. 

“We'd spent a lot of time and money trying to make Facebook work for 

us, I wish we'd found Julie sooner!” 

Apart from the pixel not being set up properly, there were not enough Purchasers in the email 

database to create effective warm audiences for Facebook Ads. 

Their Facebook page had 193 followers and posting had been more ad-hoc. There was not a 

great deal of engagement on their posts.  

THE SOLUTION 

Plumb.Digital suggested a two-month campaign to initially to learn learn about the potential 

audiences and drive more traffic to the website and to then start to convert those audiences to 

purchasers. Although driving purchase was the end goal, there was also a certain amount of 

brand awareness that needed to be achieved, including building up the Facebook Page 

audiences.  

The first thing was to set up a pixel owned by BriteAngle and the required pixel standard events 

and then get them added into the website.  

Secondly, was setting a Facebook Page strategy and ensuring that this would align with the 

Facebook Ads strategy. The strategy included a regular posting schedule, posting that would be 

aligned with the Facebook Ads campaign and to include subjects of interest to their target 

audience, and running a simple competition to boost engagement and reach. Small ad spend 

was allocated to the competition post to boost reach.  A social media manager would be in place 

to manage this strategy.  
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“With Julie taking care of our Facebook ads, while I focused on  

organic social media, we saw a marked increase in our reach and 

overall page likes.” 

Then the Facebook Ads strategy, which had an allocated adspend of £10 per day, and  

consisted of three key stages: 

1. Building interest-based audiences of their key customer segments, with the initial 

audiences based on caravanners and classic car owners. A mix of creatives were chosen 

to test and included a mix of single image, carousel and video. These audiences would 

be tweaked based on results. These adsets and ads would help to drive more traffic to 

the website and to season the new pixel. 

2. Once enough traffic had been driven to the website, the second stage would be to build 

lookalike audiences of website traffic. The creatives for this stage tied in with the darker 

nights approaching and the single images and videos chosen showed the product in peak 

use – bright lights on dark roads.  

3. The third stage was to build retarget audiences from website visitors. These had new 

creatives and offered a discount or free postage. 

 
THE RESULTS 

Stage 1 Ads 

The main customers to date for the BriteAngle LED warning Triangle 

had been caravan and motorhome owners and classic car enthusiasts. 

These audiences were targeted with interest based adsets. There was 

also a hook of a £5 discount code.  

Out of the two main cold audiences, the classic cars variations worked 

the best 

Cold CTR 1.3% 

Cold CPC 61p 

34k reach 

5 purchases 

Good ATC 
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But there was a high cart abandon rate, which could be seen in numerous AddToCart but low 

purchases. The purchasing process on the website was actually very easy and did not look like 

a barrier to spending. It did look like the £5 postage could be an issue due the ‘Amazon effect’ 

(people expect free postage) 

Stage 2 and Stage 3 

A 1% lookalike audience was created for website visitors. The higher 

performing creatives for the first stage were used, testing against a 

more night-time selection of images and video, to capitalise on the 

darker nights drawing in and using the tag, Be Seen, Be Safe.  

A £5 discount was still available as the hook, but free delivery was 

added into the mix.  

The retarget audience was also created using website visitors over the last 30 days minus the 

purchasers. This was a pretty small audience but warm. It was switched on until the frequency 

rose higher and then switched off again.  

The night-time creatives and messages really worked well and tapped into and spoke to the 

audience. Reducing the cost of the product to below £30 and offering free delivery also worked 

very well.  

A competition was also run during this period, to win a BriteAngle LED Warning Triangle, and a 

small amount of adspend was allocated to promoting this to FB page followers, and friends of 

followers.  

LEARNINGS 

“Julie helped take away a lot of the mystery around Facebook ads,  

and showed us some real strategies and actions that .. guess what .. 

worked!” 

CTR avg 2% 

CPC avg 57p 

47.8k reach 

22 purchases  

278 FB Page likes 
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Due to the pixel being a fresh install we were only able to work with interest-based audiences 

initially. The campaign was started a little too late in the summer to successfully target the 

caravan and classic car enthusiasts to purchase, but these audiences were very effective at 

seasoning the pixel. 

As summer was coming to an end we also decided to switch the campaign messages and 

capitalise on the dark nights drawing in. The bright LED lights of the product could also be 

showcased more easily in night creatives.  

With a new pixel install and no other warm audiences to work with basically means the first 

month of Facebook Ads is really around both Facebook and the Ads expert understanding the 

audience and adjusting as necessary. 

Some of the key learnings were: 

❖ The website lookalike audiences worked very well 

❖ Understanding when to switch the campaign messages to speak to the audience 

❖ Tapping into the dark nights approaching was a good message for the audiences. The 

darker nights also show the product at its best 

❖ Retarget audiences, although small, were very warm audiences and resulted in a third of 

the second stage sales. 

❖ Seeing a high cart abandon rate on a good website buying process, really highlighted 

that the cost of delivery could be a factor in loss of sales. Changing to free delivery 

certainly had an impact  

❖ Using a below £30 cost also saw good results.  

❖ Ensuring that the Facebook Page post are complimenting the Facebook Ads campaign 

and engaging and reaching out to followers  

“With Julie's advice and expertise, we tested new messaging with 

different audiences on Facebook, which has helped shaped our 

marketing strategy for the future.” 
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CONTACT 

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

