
How we made 
Armstrong Ceilings 

Matter More



When planning a home/basement 
remodel, most people consider updating 
their floors and walls. Armstrong came to 
Leap with one question: How do we get 
people to look up and consider updating 
their ugly popcorn ceilings too? 
 
Our answer? With effective insights,  
smart targeting and, most importantly, 
bold creative ideas. 
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Setting Clear Objectives
We began with two clearly defined objectives: 

1.	 Increase awareness of Armstrong Ceiling Solutions.

2.	 Increase retail sales by more than 15% YOY.
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We narrowed our focus to two key targets:

1.  �DIYers remodeling their basements. Insight: Most DIYers hate 
their popcorn ceilings but think they’re too hard to replace. 

2.  �Remodeling Contractors. Insight: Contractors want to give their 
clients a cost-effective “wow factor” to demonstrate their value. 

INSIGHTS POINT 
THE WAY

We started this 
campaign the 
way we start 

every campaign: 

RESEARCH. 
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The most common material people wanted to 
replace was the dreaded and dated “popcorn” 
ceiling. So, we created the disruptive battle cry,  

WAR ON POPCORN!
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The Perfect Partner

Lowe’s was eager to partner with us to  
drive in-store traffic and same-store sales. 
We were eager to partner with Lowe’s 
because it’s a trusted destination for our 
audiences. Plus, it made results  
measurement incredibly accurate. 

Marketing efforts drove consumers to 
their closest Lowe’s location to purchase 
Amrstrong Ceiling Solutions. 
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The Campaign

Leap launched a two-pronged approach with a regional 
consumer focus and a national remodeling contractor focus.  
The emphasis for DIYers was ease of use (“The easy wasy  
to fix ugly”). For remodelers, we drove home the idea of  
“jaw-dropping results.”
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If you’re remodeling a 
basement, you’re watching  
our videos. 

Research indicated that video was the primary 
source of inspiration for the DIY segment, while 
contractors watched videos for new ideas and 
more practical product information. 

That led Leap to create and run videos that 
ran as YouTube pre-roll on virtually any video 
about basement remodeling. 

At the same time, paid search helped us reach 
the right audience at the precise moment they 
were in the right mindset for the message. 

https://youtu.be/uQoNYRi9aT0
https://vimeo.com/138750768
https://vimeo.com/138750769


Inspiring Influencers 

Research showed that DIYers were  
heavily influenced by social media - 
specifically that of design influencers. So 
we partnered with key bloggers to install 
Armstrong ceilings for some of their clients 
or in their own homes. Before-and-after 
photos showed how Armstrong can create 
the beautiful and affordable “wow factor” 
we wanted to achieve.
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Making Direct Mail Smart Mail

We gave contractors a one-two messaging 
punch by combining direct mail with IP-targeted 
display ads. When contractors were at their 
offices, they’d receive our mailer and banner 
ads at the same time. This made both tactics 
feel bigger than the sum of their individual 
parts, increased awareness of Armstrong and 
encouraged contractors to visit a landing page 
to continue their path to purchase. 
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Landing Page Vs. Landing Page

Landing pages were A/B tested using 
Optimizely to produce the highest 
conversion rate possible. The landing 
pages captured the user’s name and 
email so we could deepen our  
marketing efforts with an engaged 
audience.



Email Is Targeted + Promotional

Email was used to continue the conversation 
once contractors had engaged with one 
of the landing pages. It also served as the 
primary communication for promotional 
giveaways. In this case, we gave contractors 
a chance to win a free laser level if they 
chose to opt-in to Armstrong’s e-newsletter.



Sponsored Content Speaks 
With A Credible Voice

Helpful, value-added articles were 
written and sponsored by Armstrong 
to provide a seamless content 
approach while driving traffic both for 
DIYers and remodeling contractors. 
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SERVICES PROVIDED

RESEARCH

STRATEGY

CREATIVE

VIDEO CREATION/PRODUCTION 

IP TARGETING

SEM

EMAIL MARKETING

RADIO

DIGITAL TRADE PUBLICATIONS

MEDIA PLANNING + BUYING

WEBSITE/LANDING PAGE/MICROSITE CREATION

SOCIAL MEDIA CREATION/MANAGEMENT

ANALYTICS
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Results that Matter More. 

3,400
REMODELING  

CONTRACTORS  
SIGNED UP

275%
INCREASE
IN SOCIAL

FOOTPRINT

137,311
FULL-VIDEO

COMPLETIONS

37%
EMAIL

OPEN RATE



THE RESULT THAT 
MATTERED MOST

The War on Popcorn 
was the most successful 

campaign ever for 
Armstrong.

23%
IN-STORE SALES
INCREASE YOY
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Thanks!



Full-Service 
Production Agency

Branding & 
Design Agency

Full-Service 
Digital Agency

Media & 
Search Agency

Learn more at leapgroupnetwork.com




