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FLIMP® Case Study: Event Marketing 
Video Email Marketing Campaign

Client:  Give Us Your Poor

Target Audience Actions Viewers Response Rate

Received video email campaign 9,900 100% of delivered emails

Opened email with flimp videosite message 4,362 44% of email recipients

Total videosite views (includes views from viral recipients)1 4,115 94.33% of email opens

Successfully watched video message (video starts) 3,999 97.18% of videosite viewers

Watched to completion (watched entire video) 583 14.17% of videosite viewers

Response links clicked (videosite response) 858 20.85% of videosite viewers

Forward to a friend (sent to a friend)2 241 5.86% of videosite viewers

1.	 Multiple views by the same person within 5 minutes are counted as one videosite view.

2.	 Viral Recipients data does not include messages  forwarded directly from email agent (such as Gmail, Outlook, etc.).

Using FLIMP, four separate flash videosite email marketing campaigns were created, launched and tracked by 
viewer email address to promote the Give Us Your Poor concert.

1 2 3 4

Video Duration 6  min., 20 sec. 8 min., 37 sec. 6 min., 48 sec. 1 min., 59 sec.

Total Viewing Time 39 hr., 19 min., 48 sec. 34 hr., 24 min. 268 hr., 7 min., 12 sec. 3 hr., 58 min., 58 sec.

Average Viewing Time 3 min., 42 sec. 1 min., 23 sec. 8 min., 18 sec. 2 min., 24 sec.

Give Us Your Poor Flimp Videosite Campaign. Viewer Engagement and Response Data


