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Executive Summary 
 
Tracing their roots back to 1877, Zekelman Industries prides itself on being the largest 
independent manufacturer of steel pipe and tube in North America. With an annual production 
capacity of 2.8 million tons, manufactured in over 13 plants spread across the U.S. and Canada, the 
company has positioned itself as an industry leader with products such as structural tubing and 
electrical conduit. Despite the influx of foreign import steel and comparable products, Zekelman 
continues to grow through acquisitions and product development, which continue to exemplify the 
quality that the company prides itself on.  
 
However, the changing climate of the steel industry demands that the establishment and 
maintenance of consumer relationships is more important than ever. As attitudinal beliefs shift 
from blind brand loyalty, it is becoming increasingly important to find an approach to incentivize 
emotionally-connected, brand beliefs in order to retain a competitive edge when market 
fluctuations entice consumers to leave.  
 
In order to accomplish this, our plan will focus on further developing long-standing pillars of the 
Zekelman brand; commitment, quality, and service. These reasons will guide our overall objective 
which aims to improve social media engagement and impressions, sales and brand loyalty 
through generating industrial nostalgia among an audience that believe in union-centric, American 
values. 

Metallic Experiential will utilize information garnered from a recently conducted, communication 
audit of the brand’s current media channels to propose recommendations to realign the brand’s 
direction and improve its competitive edge as a domestic manufacturer in a changing American 
market inundated with newly emerging global players.  

A $500,000 budget allows for testing of both campaign strategies with the opportunity to expand 
upon the campaigns or elements therein with greater resources, if determined at a later time. 
Additionally, findings from a social media audit will provide feedback that can be implemented 
into action with little to no cost, allowing the company to improve on their current campaigns.  
 
Zekelman Industries has proven that it is committed to providing its customers with quality 
American-made products in order for users to create quality American-made products.  

Let Metallic Experiential prove that we are committed to providing you with similar results.  
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SCOT Analysis 
 

This section will identify strengths, challenges, opportunities, and threats that will focus on 
program development for our Zekelman Campaign.  

 
 

Strengths: 
 

● Established 
● Customer Service 
● Product Offering 
● Community Connections 

Challenges: 
 

● Industry Category 
● Budget 
● Social Media 
● Web Presence (SEO) 

Opportunities: 
 

● Civic Pride 
● Storytelling  

 

Threats: 
 

● Market Factors 
● Competition 
● Stakeholder Contentment 

 

Strengths 

● Established:  With over 100 years of working experience, Zekelman leverages a 
facility network of over 13 production facilities to minimize product disruption 
and freight costs (Zekelman Industries, 2018). 

 
● Customer Service:  Customer service is the North Star which guides current 

company objectives and interactions with the consumer. Company initiatives 
such as the “Make it eZ” program in addition to self-service and engineer 
related support help to support this objective. (Zekelman Industries,2018) 
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● Product Offering:  The company’s continued dedication to offering an 
extensive range of products sustains current consumers while affording the 
opportunity to expand into new markets.  

● Community Connections:  Focused on generating American jobs to create 
American products made from American materials to sell to American 
consumers (and beyond). The company engages in corporate social 
responsibility activities such as Habitat for Humanity and other corporate giving.   

Challenges 
● Industry Category: According to research compiled by IBISWorld, metal pipe 

and tube manufacturing is an industry that is in the mature stage of its life cycle. 
This means that this industry, overall, has a slowed growth rate (Masters, 2018).  

 
● Budget: Limited budget requires that advertising campaigns be fine-tuned to 

appeal to new markets by raising awareness in end-users and decisions makers 
while simultaneously sustaining established B2B relationships.  

 
● Social Media: Based on a social media audit, there is inconsistency in voice and 

execution across social media platform, exhibited through; inconsistency in 
posting frequency, lack of post-adaptation when shared from Twitter to 
Facebook and lack of uniformity between two Facebook pages (Main and 
Career site). 

 
● Web Presence (SEO):  A recent search engine audit on Google.com and 

Bing.com concluded that the Search Engine Results Page (SERP) is mostly press 
covering interviews and articles about mergers and acquisitions. The “business 
news” focus on SERP creates a disconnect from the company’s position that 
they are focused on customers and the community. Lastly, a lack of shopping 
pages in SERP prevents the potential consumer from adding to the 
consideration set. 
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Opportunities 

● Civic Pride: According to Mintel, Construction segments are more receptive to 
USA-Made products. Promotion of domestic manufacturing with domestic 
material serves as both a benefit and feature in these market segments, in turn 
serving as a leverage to maintain brand loyalty (Mintel Reports, 2018).  

 
● Storytelling:  The company has already begun using a storytelling campaign 

technique to promote community commitment and the benefits of domestic 
manufacturing. This approach can fuel both social license to operate elements 
that need attention, especially with heavy industry and building trust with 
current and potential consumers.  

Threats 
● Market Factors:  As Zekelman’s products are manufactured from steel, the 

pricing of these products is significantly affected by market fluctuations. 
Consumers who are more affected by the bottom-line will be heavily influenced 
by these price shifts. Other market factors such as national and local economic 
conditions, federal trade regulation revisions, trade agreements, exchange 
restrictions, tariff increase NAFTA revisions that restrict or terminate 
US/Canadian trade.  
 

● Competition:  According to IBISWorld, increased import of foreign products 
being produced with lower labor and raw materials cost to allow a pricing 
strategy that domestic producers, competitors who are able to improve 
domestic on-time delivery in addition to reducing price pose a threat can pose 
a business threat (Hadad, 2018). 

 
● Stakeholder Contentment:  While messaging direction needs to be clearly 

defined, it is imperative that any revision in communication strategy doesn’t 
compromise current stakeholders. According to the SEC Prospectus, the 
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company’s ten largest customers accounted for approximately 31% of our tons 
sold and 26% of our total net sales (Zekelman Industries, 2018). 

 

Current Social Media Measurements 
From September 1 - November 13 

 

Twitter 
● Impressions down by 38% 
● Engagement down by 45.5% 

Facebook 
● Impressions down by 24.6% 
● Engagement up by 32.2% 

LinkedIn 
● Impressions down by 94.4% 
● Engagement down by 107.5% 

Instagram 
● Impressions 0% for 3 months 
● Engagement down by 14.4% 
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Business Opportunity 

Objectives 
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Target Audience Recommendation  
Target Audience and Rationale 

 
To determine the target audience of this 
campaign, we looked at the profiles of 
those who are already familiar with and 
users of Zekelman products.   
 
According to page 95 of Zekelman 
Industries’ SEC Prospectus, “Our main 
customers include metal service centers, 
plumbing distributors, pipe, valve and 
fitting distributors, electrical wholesalers, 
retail home improvement centers, large-
scale construction fabricators, piling 
contractors, OEMs, rack fabricators, fire 
sprinkler fabricators, fence supply houses 
and oil and gas end users as well as 
distributors.” (Zekelman Industries, 2018) 
Currently, Zekelman’s production facilities 
are located in the Great Lakes and 
Midwest, Southern and Western regions of 
the United States (Zekelman Industries, 2018). 
The company’s presence in these areas of 
the United States is not atypical-- the 
presence of steel pipe and tube 
manufacturing consistently has overlap with 
other heavy industry such as steel 
production, oil refineries, railroad, 
transport, and construction. These 
industries are typically union-centric with 
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union initiatives being focused on generating American-made materials for American-made 
products while affording American jobs housed within American communities. The shift in 
focus from the individual to the collective, as is prevalent in unions, is an ideology that should 
be adopted to varying degrees by the company to appeal those in that segment.  
 
Research conducted by Harris Interactive indicates that 61% of American adults are more likely 
to purchase something when an ad touts that it is “Made in America.”(Mintel Reports, 2018). 
As of February 2018, Mintel research indicated that the audience who have more positive 
attitudes and faith in American-made goods are primarily comprised of older, white males 
(Mintel Reports, 2018). Of this audience, Baby Boomers are typically more inclined to care 
about domestic made products than 
iGens. As Zekelman is currently 
committed to producing products 
made from American-made metals, it is 
imperative that these messages be 
communicated on platforms that 
appeal to this audience. 
We felt that consumers who share 
similar demographics as individuals 
within Zekelman’s forward-facing 
communities would be more receptive 
to an advertising campaign that would 
entice trials amongst new users and 
reinforce continued usage amongst 
current users.   
 
This research led us to believe that, to 
overcome external factors such as 
market fluctuations that can potentially 
impact the cost of Zekelman’s produts, 
that price point is not a consistent 
enough factor to hinge a campaign on. 
To appeal to new markets and sustain 
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current consumers, the value of service and community commitment must always be 
presented as a benefit that has far-reaching value beyond that of a financial nature. That 
cultural currency must be strong enough to offset any impact on product pricing so that the 

consumer feels confident remaining brand loyal based 
on their moral barometer and not their wallet.  
 
For Zekelman, customer service begins in the 
communities where they are located. To improve 
customer reach, we needed to understand who they 
indeed are. We conducted a socioeconomic and 
environmental scan of the communities where the 
company’s production facilities are located to develop a 
snapshot of the “main customer” outlined in the SEC 
Prospectus.   
 

 

Creative Strategy 

Insight & USP 
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Reasons to Believe 

 

     Key Messages 

 



 

 

14 

Campaign Directions 

 
We want to position these campaigns as being integrated so that they can run concurrently 
and match visually but also enabling each campaign to run consecutively if so desired.  
 
In order to maximize the budget for video, each campaign would focus filming on a specific 
direction with b-roll from each respective campaign being edited into the other, to ensure that 
the final cut for each has high aesthetic value to appeal to consumers.  
This approach can also be applied to creating still images at both experiential events. 
Lastly, all images and video, regardless of the campaign will be of high enough quality to be 
incorporated into television, owned channels, such as social, and out of home elements.  
 
The intention is to create a versatile campaign that not only maximizes Zekelman’s budget 
but their reach and frequency as well.  

Creative Strategy and Execution 

Creative Strategy  
Improving the connection between Zekelman, the communities that they exist in and the 
product users is the crux of our campaign strategy. Through the implementation of out of 
home, experiential, television and social media advertising, merged with storytelling 
techniques, our audience will be able to relate to the brand and feel that they are investing in 
a company who is invested in them.  
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In order to successfully execute either campaign, the foundation of Zekelman’s current 
social media strategy must undergo some minor “repairs.” 

Foundation Repairs 

Social Media 
Both of our proposed campaigns are highly dependant upon social media usage for 
successful execution. During our SCOT, social media and web presence were both 
identified as areas of opportunity for the company.  
 
To ensure that campaigns are set on a path for success, the need for social media 
housekeeping was identified.  

Competitors  
In order to develop a sense of messaging techniques with proven receptiveness within 
our target, we completed a social media audit of competitors.   
 
       

Direct  Indirect with audience overlap 

● Crawford Steel 
Company 

● Monarch Steel Co 
● Maruichi Leavitt Pipe 

& Tube 
● Bull Moose Tube 

 

● Southland Tube 
(Nucor Corp.) 

● Republic 
Conduit (Nucor 
Corp.) 

● TMK IPSCO 
(OAO TMK) 

● Allied Tube & 
Conduit (Atkore 
International) 

● AK Steel Holding 
● Anglo American plc 
● ArcelorMittal 
● Cleveland-Cliffs 
● PolyMet Mining 
● US Steel 
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This audit comprised looking at the social media channels of Zekelman’s direct 
competitors, as outlined in their Prospectus. To develop a more comprehensive view, 
we also reviewed social media channels of companies that had target audience overlap 
within the industry. For this, we specifically looked at the Facebook profiles and owned 
websites steel producers and mining companies such as AK Steel Holding, Anglo 
American plc, ArcelorMittal,  Cleveland-Cliffs, PolyMet Mining, and US Steel. Lastly, we 
looked at social media tactics for companies that were highly dependant on social 
license to operate to sustain their business on both a national and local level. For gas 
and energy companies, such as Enbridge, Kinder Morgan, and TransCanada 
Corporation, building and sustaining trust through communication is paramount in 
both advertising their goods and services, appealing to new consumers, supporting 
established stakeholders and maintaining community relationships. While these 
companies offer a dramatically different product than Zekelman, they share the need 
to overcome community and consumer concerns that are typically associated with 
heavy industries that are established in communities. By cherry-picking some of the 
techniques used, it enables us to develop a more comprehensive approach to our 
campaign.  
 
Upon completion of this audit, we observed many trends that contributed to the 
successful execution of social media elements of advertising campaigns.  
Typically, high-performing pages utilize a heavy mix of photos, videos and illustrated 
graphics, such as infographics. Pictures, in particular, are a combination of high-quality 
staged and candid shots, cell phone quality staged and candid, professional b-roll and 
user-generated content. These photos were also a balanced blend of “at-work” and 
“outside of the office” photos that helped to present a more well-rounded image of 
the company. Some of the “outside of the office” photos included corporate social 
responsibility, employee events and spotlights, and examples of the brand product in 
action. 
In many instances, similar content was shared across social media platforms, but posts 
were adapted to meet the tone of every platform where they were being cross-posted. 
For example, similar messages and images were being shared on both Twitter and 
Facebook; however, the Facebook post was not merely reshared, complete with @user 
or hashtags.  
Other markers of posting success included consistent postings, a “show” vs. “sell” 
approach to the message content, and the occasional resharing of relevant articles to 
reinforce a position. Ultimately, the authenticity of brand shows through the material 
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and not specifically through the carefully curated copy. This approach demonstrates a 
comprehensive picture of the brand in a way that sells to the customer without them 
realizing that they are being sold to. 

 

Current Owned Media and Recommendations  

Social Media Clean-Up 
In order for any new advertising that is implemented on social media to break through 
noise and clutter and be effective with the target audience, the current owned, social 
media must be tweaked to ensure consistency. Presently, Zekeleman maintains two 
separate Facebook pages; “Zekelman Industries” and “Zekelman Industries Careers.” 
While these pages have different directions, one to promote and one to recruit, it is 
imperative that the tone of the content is consistent. Currently, these pages appear to 
be managed by two different individuals, While we are not suggesting that one 
individual manage both, we are suggesting that the individuals who are writing these 
posts write content in a similar voice to appear more unified.  
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Our recommendations include: 

- Aligning “Zekelman Industries” and “Zekelman Industries Careers” pages on FB 
with same creative direction. The career page has more graphics and video and 
more followers than the main page. The main page tends to share more short, 
written content that could easily be adapted into graphics/infographics and 
have a more unified voice with the career page.  

- Zekelman Industries Career page has more content, however, a lot of it appears 
to be dumped in clusters on the same day. Would recommend scheduling posts 
on Facebook to ensure more consistent posting. 

- Create content specifically for Facebook, Twitter, and LinkedIn, versus just 
resharing without edit/clean-up. 

- Allowing social pages to create a space for visitors to converse with the 
company 
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Website Clean-Up 

SEO Clean-Up 
- To improve their search engine optimization, Zekelman Industries should ensure 

that that are maximizing their use of various website analytics tools such as 
Google Analytics. By monitoring this data, the company can adjust their target 
audience going forward based on the information recovered. Optimizing the 
use of Google AdWord will allow Zekelman to display their advertisements 
when people search for similar products. The company can also continue to 
share their blog posts, website information and articles they are mentioned in 
on their social media sites. To raise the website on the search engine results 
page, Zekelman can link other articles or websites that are relevant to their 
products and the industry on their site.  
 

Website Layout 

 
 

Recommendation: Develop the website 
blog to be more visually stimulating. There’s 
a lot of amazing content on there but the 
layout can be improved to entice viewers to 
click through. 

 

 
Companies like Enbridge have a visually 
appealing layout on their blog with 
similar content themes.  
Cleveland Cliffs under their 
“Newsroom” feature offers a 
comfortable middle ground between 
Zekelman’s current, text heavy page 

Current: Text dominant  

Opposite end of spectrum: Visual dominant 
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and Enbridge’s visual driven page on the opposite end of the spectrum. 
 
Blogs are important, as for many companies, 
as content generated on blogs is rolled out 
to social media channels. By pushing owned 
content out to social channels, it helps bring 
interested parties back to the website and 
offers another opportunity for them to add 
the brand to their consideration set or an 
entire purchase.  

 

Creative Tactics: Campaign One 

 Concept: American MADE 
Zekelman’s products are as strong as the communities that they are made in. This 
campaign will utilize digital storytelling techniques to share stories of the communities 
where the company’s manufacturing facilities exist and the individuals who work in 
those locations. Through demonstrating employee stories, it will serve to instill a 
feeling of relatability and allow potential consumers to feel that Zekelman is a company 
that can support their projects and their values. Our American MADE concept will 
showcase the company’s manufacturing plants, their surrounding communities and will 
bring real faces behind the industry to new life. 

 
The current “Choose American Metals” campaign encapsulates similar elements to this 
concept, and we would like to utilize this as a launchpad for further development. 
While “Choose American Metal” and that campaign’s dedication to domestic 
manufacturing is under the umbrella of Zekelman Industries as a whole, we would like 
to eliminate the bifurcation through seamless integration while shifting from a “tell” to 
a “show” storytelling approach. Additionally, we would like to reevaluate the design 
direction in order to instill a feeling of “industrial nostalgia” that will appeal to those 
older, more union-centric individuals.  

 

Middle Ground: Blend of text and visuals  
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In interviews with Barry Zekelman, the economic autonomy associated with working the 
steel industry rings true. He is very passionate about the ability for domestic 
manufacturing to provide a modern-day “rags to riches” story, as employees who start 
out working on the production lines can move their way up to being plant managers. 
The present-day application of this story is something that is typically lost amongst 
those who live outside of Rust Belt or industry communities. Additionally, as many of 
these communities that were once industry hubs have been impacted by the influx of 
foreign imports and the exodus of youth, younger generations are becoming 
disconnected from the potential impact that industry jobs in the modern age can have 
in providing both a personal and community future and the economic stability that so 
many desires. We want to utilize this creative direction to adapt Barry’s passion and 
storytelling for the personal sustainability that comes from steel into impactful images 
and shorter videos that will be better received as reach and frequency increase. 

 
This campaign would utilize experiential, out of home channels, social 
media, and video.  

Out-Of-Home 
 

The OOH element of this campaign will 
center on strategically placed 
billboards that are in close proximity to 
major thoroughfares communities 
where there is the potential for traffic 
and spill over into neighboring 
communities with a similar audience 
and vested interests. These billboard 
ads would be images of “people and 
plants”-- showcasing the faces of 
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manufacturing plants in close 
proximity to these communities. 
These photos would be portraits in 
industrial settings, shot in black 
and white, similar to gelatin silver 
print. This artistic direction would 
harken back to the heyday of 
industrial photography as 
exemplified by photographers 
such as W. Eugene Smith, Barrett 

Gallagher, Milton Rogovin, James Williams and John Vacon.  
 
These artistic photos that show the faces of American workers while juxtaposed with 
simple print in Zekelman’s signature red and would include the tagline “We are here. 
We are American MADE.” Through the use of clean graphics and simple phrases, the 
minimal messaging will 
ensure maximum impact for 
those who are driving past.  
 
This campaign would work in 
three ways; promoting the 
brand’s presence for those 
who are considering 
purchasing Zekelman’s 
products based on their 
commitment to American 
values, reaffirm the company’s commitment to community and functioning as a 
potential recruitment tool for those who may be considering a career with steel. The 
images used would represent the diversity of plants located in those communities.   
 
Utilizing photojournalism photos of the steel industry from 1960-1990, we created 
billboard examples of the aesthetic we would suggest announcing Zekelman’s 
presence in the community while showing that steel is the past, present, and future. 
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Prospective locations for these billboards 
would include: 

 
Gary, IN on EB/WB I-94  
has the potential appeal to those 
commuting into and out of Chicago while 
reaching those who work in heavy industry. 
Additionally, Gary’s Redevelopment 

Commission is pushing for adaptive reuse 
of abandoned properties and providing 
incentives to those who wish to rehabilitate. 
As many of these properties have fallen 
victim to scrappers, there are opportunities 
for Zekelman to enter this market with end-
users, as properties begin the rehab 
process.  
Cost per week is $1375 
Weekly Impressions: 118,252  

 
West Middlesex, PA off EB/WB I-80 (proximity to both Wheatland and Sharon, PA 
facilities). In addition to reaching these communities, there is the potential to capture 
industry-oriented traffic that may be heading from steel-centric communities like 

Pittsburgh to other heavy industry and shipping 
communities like Akron, Cleveland, and Lorain, 
Ohio in addition to the Port of Erie(PA). 
Additionally, the housing market is on the rise in 
Akron, Ohio, which allows more opportunity for 
home repairs to be completed in order to 
prepare to place on the market.  

Cost per week is $462.50. 
Weekly Impressions: 29,474. 
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North Jackson, OH, at the convergence of I-75 and I-80.(Close proximity to Warren, 
OH.)  This location has the potential to reach those traveling to Cleveland and 

Pittsburgh. Like the one in West Middlesex, PA it will capture industry-oriented traffic 
headed to Pittsburgh, a steel-centric community. 

This location also has the potential for its 
spillover to reach people from other parts of the 

country who are traveling to a different 
destination, thus helping to spread Zekelman’s 

name outside of these communities.  
Cost per week is $462.50. 

Weekly Impressions: 114,013. 
 

West Memphis, AR off EB/WB I-40 near 
the confluence of I-55 & I-40 (proximity 
to Atlas Tube facility in  Blytheville 
Arkansas). This location is on the 
opposite of the river and state line from 
Memphis, TN and gives us access to 
commuters, travelers and interstate truck 
traffic, as it central to major metropolitan 
hubs in the American South, such as St. 
Louis, MO, Nashville, TN, and New 
Orleans, LA.  
Cost per week is $875. 
Weekly Impressions: 203,027  
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Birmingham, AL near the confluence of I-65 
& I-20, Located nearby an Atlas Tube and Z 
Modular facility, I-20 serves as a travel 
corridor from Atlanta to New Orleans.  
Cost per week is $1375. 
Weekly Impressions: 794,179. 
 
 
 

Austin, TX off NB/SB I-35 This location is right 
off of a major transportation corridor. 
Additionally, Austin is a tourist destination that 
attracts travelers from all over the country 
including those who have connections to UT-
Austin. Lastly, this location is centrally located 
in regards to Hayes Modular Headquarters and 
a Z Modular production plant in Killeen.  
Cost per week is $1375. 
Weekly Impressions: 794,179. 

Video 
Our video will play off of the still images and billboard examples previously covered and 
would be pushed out to television, Hulu, YouTube and then reshared to social media. These 
videos would typically be about 30-second spots that focus on artistic portrait shots of 
workers, cut with artistically shot video of workers in action. These live-action shots would be 
done in a style that mimics the photojournalism coverage of steelworkers at US Steel and 
Bethlehem Steel in the 1950-1970s and can be seen in the Library of Congress archive.  
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Footage would include the voice-overs of the worker’s stories and 
also include cuts to  “industry porn” shots of the materials, in a style 
that is reminiscent of “How Stuff is Made.”) 
 
While this approach also resembles the current worker stories on 
the Choose American Metal campaign, the current stories are 
typically upwards of one minute and 30 seconds each.  
While there is a lot of valuable content that is being covered, we 
feel that increasing the use of images, decreasing the length and 
focusing on one key point per video would make these messages 

more impactful.  
Some of the current content could be edited and adapted under this new direction to 
minimize filming costs. Additionally, as Zekelman’s headquarters are located within Chicago, 
film students at Columbia College and Loyola University Chicago could be leveraged to help 
with the edit revisions or shooting additional content.  
 
Ultimately, these videos 
would be of high 
enough quality to 
release on select 
channels, such as during 
Fox and CBS business 
segments or on Science 
Channel, which airs 
“How Stuff Is Made” 
and other programming 
that appeals to our 
target. These 
commercials would air 
during early morning 
and evening news, in 
line with the behavioral habits of our target audience, including those on shift-work schedules. 
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Markets would include DMA’s in Chicago, IL, Fort Worth-Dallas, TX, Detroit, MI, and 
Pittsburgh, PA, all of which possess both Zekelman locations and a high prevalence of steel 
manufacturing facilities. The combined reach of these DMA’s is 8,869,540. Airing will occur 
during a gap in out-of-home advertising, from January week 3 to February week 4.  

 
The videos would be posted on the 
company Youtube channel, and all 
of the social media posts and 
mentions that highlight the videos 
would link back to the company 
Youtube page. Youtube was 
chosen as the primary home for the 
videos because of its user-friendly 
platform and vast population. On a 

single day, 5 billion videos are watched on Youtube, with 500 million videos being viewed on a 
mobile platform. With over 300 million active users each day and 1.9 billion active users each 
month, Youtube has a very wide reach for its user population. The main way that Youtube will 
be utilized is through the posting of the video content on Youtube; however, Youtube will also 
be utilized as a channel to air shorter clips of the video advertisements. The type of Youtube 
advertisements that will be utilized during this campaign is Display Advertisements that will 
show portions of the videos. These advertisements are classified as TrueView video discovery 
ads and were chosen because they only incur a charge when once the ad thumbnail is clicked 
on as opposed to TrueView in-stream ads which incur a charge if 30 or more seconds of an ad 
is played. The exact pricing of these advertisements are determined through a bidding 
process that companies have with Youtube; however, the average estimate of a Youtube 
advertisement ranges from $0.10- $0.30. The average price for a Youtube advertisement 
which has 100,000 views is $20.00. The rationale behind adding Youtube advertisements in-
addition utilizing the company’s Youtube channel is that Youtube advertisements are a part of 
the Google AdWords system (“How Much do YouTube Ads Cost?” 2018). 
 
Lastly, we would investigate the option of placing these ads on Hulu as well. Hulu was chosen 
because its large subscription base and popularity will allow for users who might use 
streaming services over traditional television to be exposed to the advertisements. Hulu has 
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54 million users and 20 million subscribers. In 2017, 33 million Hulu users watched 
advertisements through the Hulu streaming service. Hulu also has a wide range of users within 
the United States with 37% of millennials, 14% of Gen X, and 11% of baby boomers all actively 
using the site. The company also has 800,000 Hulu Live subscribers. By utilizing Hulu as a 
medium to air the advertisements, the company will be exposing themselves to a wide variety 
of consumers, a large portion of whom are still watching the advertisements as they air on the 
site. The aesthetically pleasing images paired with the storytelling aspect of the video will also 
pair well with the show the users are watching (Smith, 2018). 

Social 
 
For the social media utilization of this campaign, we would focus on sharing content on 
channels such as Facebook, LinkedIn, Twitter and YouTube.  
These channels were picked based on what was currently available, in order to maintain that 
audience, and as they reaffirm the habits of those within our target audience.  
 
Example of suggested Facebook content, both in presentation and tone are provided on the 
next page. These can be cross-posted to LinkedIn and Twitter with minimal adaptation in 
order to create consistency across the brand’s platforms.  
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Experiential 

Our experiential aspect of this campaign will build off of a social license to operate approach 
in conjunction with corporate social responsibility. This approach will enable us to grow trust 
while simultaneously legitimizing the company’s commitment to the community. Barry 
Zekelman has spoken about previous community outreach projects such as donating goods to 
community centers and soccer fields, but we would like to develop this into a hands-on 
interactive event.  
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In order to do so, we will conduct an environmental scan of communities where production 
facilities exist that looks at social, economic and cultural areas of opportunity, such as schools 
or community spaces that are in need of repair.  
These targeted outreach opportunities will involve Zekelman donating select products 
necessary to complete the repairs, perhaps in conjunction with an employee volunteering 
event. This will be a community bonding opportunity that can help bring together local unions 
such as the IEBW in which these individuals can become more familiar with Zekeleman’s 
product and thus adding it to their consideration set for future use. It will also allow the 
opportunity for the company to have product experts on site to establish a face-to-face 
relationship while offering a workshop-like experience. This tutorial-like demonstration would 
also serve to improve familiarity with the product, thus minimizing a potential barrier to entry 
for those end-users who typically default to using products that they have past experience 
with.  
 
Through the demonstration of Zekelman products within the community, it will serve to 
demonstrate that customer service extends from neighborhoods to the communities we serve.  
This, in conjunction with word of mouth, will help move the needle of community perception 
from acceptors to proponents of the brand. Possible communities to give back to: 

● South Deering, IL  
○ 3 schools in this community 
○ needs $19,366,298 in repairs1 
○ Only 3% of repair needs met 
○ Atlas tube headquarters located in South Deering as well 

● Beverly, IL 
○ 3 schools in this community 
○ Needs $10,693,101 in repairs 
○ Only 4% of repair needs met 
○ Near South Deering where Atlas tube headquarters are 

● Detroit, MI 
○ Located near Atlas Tube in Plymouth, MI 
○ Detroit school buildings need 500 million in repairs 
○ Nearly a third of school buildings are in poor or unsatisfactory condition 
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Experiential Social 
The community experiential event has the opportunity to create both curated and professional 
photos and videos in addition to user-generated content of Zekelman in action. This content 
can be distributed through company-owned channels, such as their website, blog, and social 
media channels. In order to improve reach and frequency, they can be boosted through 
sponsored and boosted posts. The cost of sponsorship and boosting would be absorbed into 
the social media portion of the budget.  
  
 Social channels where experiential event content would be shared would include: 

- Facebook (both Zekelman pages) 
- Twitter 
- LinkedIn 
- YouTube 

Creative Tactics: Campaign Two 

 Concept: “From our home to yours” 

This campaign is focused on the experience of the end user. Zekelman roots its values 
in customer service and this campaign gives Zekelman the opportunity to get both our 
customer service and products in the consumer’s hands. Our consumer base consists of 
individuals who will rarely ask for help and Zekelman can tackle that in a way that 
makes customer service accessible whenever the consumer needs it. Our key insight is 
knowing our customer’s “I don’t need help” attitude and what sets Zekelman apart is 
that they can offer their customer service and product services on demand, made 
accessible from anywhere at any time. This campaign will also entice consumers to try 
and test products through a unique experiential means with workshops hosted at major 
retailers. Zekelman’s target lies among the working class and individuals who know that 
seeing is believing so offering promotions and discounts for workshop goers will 
promote an affordable positioning in the consumer’s mind. 
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This campaign would be equally customer driven and experiential. We want consumers 
and individuals in the field to know that Zekelman is here to help with a no-pressure to 
purchase stance. The motivation is not directly sales-related but rather centers on 
increasing brand recall and repositioning Zekelman in the minds of customers.  
 
With quality, curated content posted to YouTube and a comprehensive app, our 
consumers would have access to resources aimed at helping them utilize our products.  
This, in conjunction with corporate partnerships with Home Depot and other home and 
hardware retailers, this campaign would host workshops that would be open to the 
public. Guests would come to learn about Zekelman and various installation and user 
techniques.  
 
This is hands-on experience is an opportunity to show that Zekelman is committed to 
the industry craft as a whole. While consumers may not choose to purchase the 
products, the educational opportunities afforded through workshop demonstrations 
would help reposition Zekelman as a company and a brand that is “here to help,” 
similar to Lowes “here to help” in-store sales direction. 
 
Our target is male-centric and focuses on a middle-aged demographic that has a self-
reliant work ethic and independent attitude. We trust many of our consumer base to 
be knowledgeable end users but also want to provide those who aren’t with the 
resources to become that.  

Video 

Under this campaign, the creation of a specialized YouTube playlist would be recommended. 
Video budget would be allocated for the creation of content that demonstrates installation 
processes along with providing in-depth reviews of Zekelman’s product line in order to give 
consumers a “one-stop shop” for comprehensive information about Zekelman products 
through a simplistic consolidation of Zekelman’s Atlas Tube site, which currently provides 
visitors with in-depth reviews and knowledge about structural and mechanical tubing.  
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For example, a 14-minute recorded lecture video about steel hollow 
hollow structural sections (HSS) on Atlas Tube can be translated to 
multiple shorter videos that help solve targeted issues and provide 
specific information to viewers looking to gain knowledge on a 
single subject.  
 
Additionally, Zekelman could allocate resources to creating a studio-
like space to ensure quality visual and sound and assign product 
experts to demonstrate or discuss Zekelman products. Rather than 
taking the “Everything You Need to Know” approach like Atlas 
Tube, this YouTube playlist will be focused on creating “How To” 
and “Techniques and Demos” that will encourage viewers to share 
and practice these skills in their workspace.  
 
 
Experiential App 

Development of an integrated and cohesive Zekelman-branded 
mobile app is not just a means of connecting the brand with the 
consumer but offers the opportunity for the company to 
conduct market research and laser in on future opportunities 
based on collected data.  

Presently the Wheatland Tube-branded “20ft Calc” app is 
available on the app store. While this is a valuable tool, this 
should be consolidated, under the Zekelman name, with other 
features that will appeal to end-users and decision makers.  

A study conducted by Northwestern University’s Spiegel 
Research Center indicates that an app’s failure to “address a 
particular user need or deliver a unique experience consistent with the brand” will lead to 
disengagement from the app. Contrary to popular belief, having no app is actually better than 
having an underperforming app.  
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Typically, apps are utilized to maintain relationships with loyal customers whereas high 
performing and aesthetically pleasing website increase consumers. Ultimately, development of 
a consolidated app would help improve communication, CRM(Customer Relationship 
Management), sales, product innovation, and marketing search while driving brand loyalty, in 
line with business objectives.  

The “Handy-Man” app would be a m-commerce-centric app that also incorporated tool-
centric app elements. It would provide users with a quick reference, “how-to” guide and 
instant access to customer service chat support. Self-checkout and payment integration of 
Apple Pay and Google Wallet would be incorporated into the app in order to enable instant 
purchase and to assist in cart abandonment prevention. Additionally, the app would utilize 
location services to direct users to physical locations where the desired products can be 
purchased. As a means of hitting our 10% increase in app downloads, first-time users would 
be incentivized to make a purchase through first-time use discounts and enrollment in a loyalty 
rewards program. Utilization of specific promotional codes and offers would allow for tracking.  

Aimed at being a digital extension of workshop demos with purchasing power, social media 
integration would offer linking to the instructional YouTube videos previously discussed, in 
addition to offering mobile-friendly step-by-step instructional guides, geared towards 
individuals who prefer instructional manuals.  
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Experiential Workshop 

 
In order to appeal to consumers who, like to get their 
hands dirty while getting down to work, the company 
would offer workshops at retailers such as Home Depot, 
Lowe’s and Menards. These live test demos would allow 
guests to have an exclusive look at Zekelman products in 
action and would be shared through free event invites on 
Facebook and postings to all social media channels. It 
also would offer the opportunity to increase brand 
awareness among new potential users while encouraging 
those who may be particularly loyal to other brands, the 
opportunity to inspect Zekelman’s quality in person. 
Guests at these events would also have the opportunity 
to become familiarized with different techniques that can be used for installing or utilizing the 
company’s products. Lastly, all guests at these events would receive sharable promo codes, in 
order to entice a purchase. The distribution and return of these promotional codes would also 
help the company measure the success of these events.  
 
A typical workshop execution would entail the following: 
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How did you hear about this event? 
(i.e. Facebook, LinkedIn, Twitter) 
  

  

What did you think of our event? 
  
  

  

What changes, if any, would you like to 
see in future Zekelman events? 
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Upon completing a workshop, we recommend that Zekelman ask guests to fill out an exit slip 
to gain feedback on their experience. This will allow us to assess which mediums most 
effectively communicate event details to consumers and measure how successful our event 
and key messages are. 

Media Flowcharts 
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Budget: Campaign One 

 

Budget: Campaign Two 
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Measurement Plan and Tools 

Communication Objectives 
 

● Increase engagement with brand on Facebook by 10% and on LinkedIn by 15% by 

end of first quarter 2019. 

● Increase impressions on Facebook and LinkedIn by 15% by end of first quarter 2019. 

Business Objectives 

● Increase brand awareness among target audience by 15% by end of first quarter 

2019. 

● Increase brand loyalty by 5% by end of first quarter 2019. 

● Increase online web sales by 10% over last year by end of first quarter 2019. 
● Increase Zekelman app downloads 10% by end of first quarter 2019. 

 
In order to measure campaign success, we will heavily rely upon quarterly earnings reports and 
web-based analytics.  
Following the roll-out of new campaign elements on social media, television, and OOH, we 
will review website traffic on Google Analytics. We also plan to measure the success of the 
campaign by looking at the analytics of the Zekelman website to see how much web traffic has 
increased since the start of the campaign and compare that to previous years. Additionally, we 
will monitor sales on self-service features and wholesale accounts in order to identify any 
spikes in traffic, post-roll-out.  
In terms of social media elements, we will look at total impressions, likes and shares as well as 
overall interaction (through comments and share with text posts) on each respective platform. 
By conducting an ongoing social media audit of the company’s owned channels, we will be 
able to see how Zekelman’s current and potential consumers are interacting with the media 
being shared.  
In order to track brand loyalty, we will utilize online purchase data to measure return 
customers and would recommend offering “bounce back” promo codes for all online 
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purchases and experiential events upon making a prior purchase. These promo codes can be 
“coded” to indicate where this traffic has been driven from. For example, “HDOH15” could 
indicate a Home Depot workshop event in Ohio that is offering 15% off on future purchases 
versus “WELCOME” which could be the standard 15% promo code for all first-time purchases 
upon sign-up for the app or an online account.  
Finally, the campaign will measure its overall success by how many sales were driven by the 
campaign. Through using existing sales data, we will be able to compare post-campaign sales 
to pre-campaign sales. While we may ultimately end up identifying a “honeymoon period” 
after the campaign, it will provide us with data to determine if that is the case or if there is a 
long-lasting impact.  

Conclusion 

Metallic Experiential is confident, based on our comprehensive research that pulls from 
quantitative and qualitative sources and incorporates public history, photojournalism and 
urban planning elements, that the outlined strategy provides elements that implemented 
concurrently, consecutively or independently have the ability at any level of engagement to 
help improve Zekelman’s consumer social media engagement and impressions, sales and 
brand loyalty.   
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