
NuClear™ 400
Radiation-Tolerant Pan-Tilt-Zoom (PTZ) Camera

Product Launch

Digital Marketing Strategy, Activation, and Performance Management across Digital Channels

Digital content strategy, activation, and performance management across:
• Web (product page development, optimization, internal linking; landing page content development & conversion 

optimization)
• Organic social 
• Email (subject line/preview optimization, email information architecture, content development, experimentation, 

deployment, and iterative testing)
• Paid advertising:

• Paid social (multi-phased campaign strategy, management, and optimization)
• Paid search (multi-phased campaign strategy, management, and optimization)
• Third-party newsletter banner ads



Campaign Phase I



Landing Page Callout

Meta Title:
NuClear 400 Radiation-Tolerant PTZ Camera | Mirion
Meta Description:
The NuClear 400 provides dependable HD video monitoring 
in high-radiation environments, with full PTZ for remote 
inspections.

Product Page Web Strategy 
and Optimization

→ View page

https://www.mirion.com/products/technologies/camera-systems/radiation-tolerant-cameras/low-rad-tolerant-cameras/nuclear-400-radiation-tolerant-pan-tilt-zoom-ptz-camera


Landing Page Development
(Radiation-tolerant Cameras) 

– for digital campaigns

→ View page

https://www.mirion.com/radiation-tolerant-cameras-for-remote-nuclear-inspection-surveillance


Organic social – Phase I
Content strategy, development, activation, monitoring, and further 
recommendations



Organic Social – Phase I (at launch)

→ View post

https://www.linkedin.com/feed/update/urn:li:ugcPost:7472271911893434368/?skipRedirect=true


Organic Social Carousel



Organic social: Our carousel-format post 
drove considerable engagement, generating 
1,1140 impressions and a 31.7% 
engagement rate — well above LinkedIn's 
benchmark of 4.7–6.6% for B2B carousel 
performance. The post earned a 28.3% CTR, 
driving 323 clicks, along with 32 reactions 
and 5 reposts.

Carousel Performance



Paid Advertising – Phase I



Second-highest performing 
creative,  driving 12,863 of the 
campaign’s overall 44,272 
impressions; 54 of the campaign’s 
overall 201 clicks; in addition to 
generating 5 likes , 1 repost, and 7 
conversions. 

Our standout creative, driving 
24,144 of our campaign’s overall 
44,272 impressions; 120 of the 
campaign’s overall 201 clicks; in 
addition to generating 14 likes, 4 
reposts, and 32 conversions.

The campaign’s worst performer, comparatively driving 7,265 
impressions, 27 clicks, while generating one like, 1 repost, and 3 
conversions (still performed decently well, just considerably 
lower by comparison to the other two ads).

Paid Social - LinkedIn → View post → View post

→ View 
post

https://www.linkedin.com/posts/miriontechnologies_remote-radiation-tolerant-ptz-camera-with-activity-7470846454778109952-LgwG?utm_source=share&utm_medium=member_desktop&rcm=ACoAAB38PMMBcu64CWfPwf6iaLoDwmv-mxISQ-E
https://www.linkedin.com/posts/miriontechnologies_when-direct-access-isnt-possible-activity-7470846448813707264-TiuX?utm_source=share&utm_medium=member_desktop&rcm=ACoAAB38PMMBcu64CWfPwf6iaLoDwmv-mxISQ-E
https://www.linkedin.com/posts/miriontechnologies_radiation-tolerant-cameras-for-nuclear-applications-activity-7470846441108783105-5WHz?utm_source=share&utm_medium=member_desktop&rcm=ACoAAB38PMMBcu64CWfPwf6iaLoDwmv-mxISQ-E
https://www.linkedin.com/posts/miriontechnologies_radiation-tolerant-cameras-for-nuclear-applications-activity-7470846441108783105-5WHz?utm_source=share&utm_medium=member_desktop&rcm=ACoAAB38PMMBcu64CWfPwf6iaLoDwmv-mxISQ-E


Campaign performed strongly, reaching 22.2% of the target audience (considered “good” by LinkedIn 
standards), while driving 44,272 impressions and 201 clicks and coming in $20.01 under budget for the one-

month campaign period, with a CPC of $7.36 (lower than LinkedIn’s median CPC of $11.04).

Our lightweight campaign/creative structure also proved successful in keeping production strain low while 
performing well overall, with an overall campaign CTR (.45%), within LinkedIn’s benchmark of .4-.6%. All ads 

started with relatively similar performance, with the camera footage creative running ahead of all three, and the 
NuClear 400 spotlight creative performing in second, while the grid-style product showcase performed the 

worst, in comparison to the other two creatives but fair overall. This suggests outcome-led creatives (e.g., actual 
camera footage) are most compelling with this audience, consistent with our findings with other camera 

campaigns, and product benefits also performed well overall. Future versions may combine product 
photography with application settings to add visual context. 

^^From post-campaign report-out to product marketing, product line management, business line management, 
and sales.

Impressions Reach Clicks CTR Spend

44,272 22.2% 201 .45%
$1,479.99

(of $1,500 budget for 30-
day run)



Paid Search – Google Ads



Ad groups and keywords

Campaign overview

RSA Assets

Extensions 

Negative keywords 

Campaign build out



Ads in the 
wild



Surfacing in AI overview for 
organic SEO/AEO:



Campaign performance - Most-shown ads across ad groups

Ad group 
performance Google Ads: Campaign performed strongly, generating 156 clicks and 

3,020 impressions at a 5.17% CTR — well above the B2B Google Search 
benchmark of 2.41–3.50%, and more than double my initial projection 

of 45–65 clicks. Active optimization through the campaign period, 
including a significant negative keyword cleanup targeting irrelevant 

nuclear medicine and broad match traffic, drove CPC down 44% from 
$16.83 at launch to $9.44 at close — coming in well below the B2B 

median of $15–20. Notably, these results were achieved despite the 
campaign being inadvertently disabled during the first week, reducing 
active run time. Nearly the full $1,500 budget was utilized, with $1,470 

spent across the campaign period.
^From post-campaign report-out to product marketing, product line 

management, business line management, and sales.





Nuclear Inspection Cameras Ad Group
Nuclear Monitoring Cameras Ad Group

Radiation-tolerant Cameras Ad group





Additional Phase I advertising - NEI 
Newsletter Banner Ads



Email – Phase I
Content strategy, development, activation, monitoring, and further 
recommendations



Email content was well-enough conceived, but email performed worse than we would 
have liked to see, with a lower open-rate; with clicks furthermore centralized around the 
landing page, I gathered a second email could not only optimize for open but also update 
information architecture to prioritize the new featured product.



Despite a modest open rate, the 
email demonstrated strong list quality and 
engagement depth — zero unsubscribes, zero 
spam reports, and a 21.43% click-through 
rate among openers. Top engaged contacts 
included organizations such as IAEA, EDF 
Energy, Veolia, and Magnox, suggesting the 
message reached relevant, high-value 
audiences.

Emails Sent Delivered Open Rate Click Rate Unsubscribes

1
172 of 

181 [95.03) 8.14% 1.74% 0

Full Name Company Email
Open

ed
Click

ed

David Dunford
Savannah River 
Remediation LLC

david.dunford@srs.g
ov

3 0

Dunja Dabbs IAEA MEL d.dabbs@iaea.org 3 0

Steven Ramsay
Veolia Nuclear 
Solutions (UK) 
Limited

steven.ramsay@veoli
a.com

2 0

Matthew Rogers
EDF Energy 
Hinkley Point

matthew.rogers@edf
-energy.com

2 0

Kevin Bower ACECO
kbower@americancr
ane.com

2 0

hubspot-email-2026-07-13-318921-1783958850390.pdf

Full Name Company Email What They Clicked

Trevor Orpin
Magnox Hunterston A 

Site
trevor.orpin@magnoxsites.com

•https://www.mirion.com/radiation-tolerant-

cameras-for-remote-nuclear-inspection-

surveillance (1x)

•View-in-browser (2x)

James Smith Steris AST
jamesa_smith@steris.com

•https://www.mirion.com/radiation-tolerant-

cameras-for-remote-nuclear-inspection-

surveillance (1x)

Tracey Binks UKNNL Springfield Fuels
tracey.j.binks@uknnl.com

•https://www.mirion.com/radiation-tolerant-

cameras-for-remote-nuclear-inspection-

surveillance (1x)

The open rate was on the lower side, which may reflect subject line 
performance. Future emails will experiment with question-based 
subject lines, which have proven effective in other campaigns and 
on paid social creatives, to drive higher initial engagement. Additionally, 
given that clicks were concentrated among a small number of contacts, 
a future follow-up sequence could re-engage those who clicked — and 
potentially all openers — with more targeted NuClear 400 messaging to 
capitalize on demonstrated interest.

From post-campaign report compiled for product marketing, 
product line management, business line management, and sales

https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
https://mirioncorp-my.sharepoint.com/:b:/g/personal/lmarshall_mirion_com/IQC-NBxv3Q8yQJpGf7G8qiCoAQaWp-gDidXZcG_vQXr06VU?e=rI3k9x
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Campaign Phase II



"Best" variations (exact 
match), aimed at capturing 
high-intent comparison 
shoppers):

Application-specific (exact 
match), to reflect how 
buyers in this space 
describe their use cases:

Use-case driven (exact 
match), to speak to the 
problem being solved 
rather than the product 
itself:

•best radiation tolerant 
cameras
•best radiation hardened 
camera
•best nuclear inspection 
camera

•nuclear facility camera 
system
•remote inspection 
camera nuclear
•radiation area monitoring 
camera
•nuclear surveillance 
camera system
•in-cell camera nuclear
•nuclear plant camera 
system

•camera for radiation areas
•remote visual 
monitoring nuclear
•inspection 
camera nuclear power plant

Paid Search
Given the performance, learnings, and midflight 
optimization, I re-enabled the previous ad stack, and added 
additional keywords: Impressions Clicks CPC CTR Spend

7,232 893 $3.36 12.35%
$3,000* 

(*represents full 
campaign 

budget/spend 
over 60 days)

• Phase 1: 156 clicks | 3,020 impressions 
| 5.17% CTR | $9.44 CPC

• Phase 2: 737 clicks | 4,080 impressions 
| 12.35% CTR | $3.36 CPC

• Combined: 893 clicks | 7,120 
impressions | $3,000 spent

The second phase of the campaign 
particularly jumped in performance, more 
than doubling the overall CTR while 
delivering the pay off with 737 clicks (82% of 
total campaign clicks over 60 days).

The CPC started high at the beginning of the 
campaign build, but significantly trended 
downward with campaign optimization in the 
first phase, continuing this momentum by 
the end of the second phase with an overall 
reduction of 80% across the two phases.

Start: $16.83 

End of phase 1: $9.44 (44% reduction) 

End of phase 2: $3.36 (80% reduction from 
where we started)

Campaign performance:

Comparative performance with previous month: 

Takeaway:

The momentum of the first phase of the Google ads paid off, 
suggesting re-enabling with the current, optimized stack 
was the right call. Additional competitor keywords were also 
considered, but with lower monthly traffic, we opted to 
exclude them and let the campaign spend through the 
remaining budget.



Lead funnel:

Saleseforce activity:

In addition to driving healthy performance, the Google ads also helped influence 3 
open opportunities representing $96,964 in potential pipeline value, against $3,000 
budget – a ~43x ratio of influenced pipeline to spend.



Paid Social Phase II





• 9,948
• 40 clicks 
• .4% CTR
• 8 conversions

→ View post 

• 9,620 impressions 
• 38 clicks
• .4% CTR
• 14 conversions

→ View post

• 4,874
• 15 clicks
• 31% CTR
• 1 conversion
Ultimately, this creative was paused due to the laggard 
CTR affecting overall campaign performance; consistent 
with other rounds, grid-style product-heavy imagery, 
even when paired with application-descriptive captions 
instead of product names proved to perform worse on 
paid channels, suggesting a style to be avoided for future 
campaigns.

→ View Post

• 4,529
• 13 clicks
• .29% CTR
• 2 conversions
Ultimately, this creative was paused due to the laggard CTR 
affecting overall campaign performance; despite connecting the 
product more thematically to setting, the interior nuclear setting 
performed worse than the more immediately recognizable power 
plant exterior setting. Consistent with other rounds, this suggests 
interior shots may be avoided in the future, or perhaps less of a 
crop, with more explanatory text, may be needed. 

→ View post

https://www.linkedin.com/posts/miriontechnologies_how-do-you-achieve-reliable-radiation-tolerant-activity-7488333412462702592-Y2np?utm_source=share&utm_medium=member_desktop&rcm=ACoAAB38PMMBcu64CWfPwf6iaLoDwmv-mxISQ-E
https://www.linkedin.com/posts/miriontechnologies_how-do-you-upgrade-remote-monitoring-equipment-activity-7488333406704078851-l6th?utm_source=share&utm_medium=member_desktop&rcm=ACoAAB38PMMBcu64CWfPwf6iaLoDwmv-mxISQ-E
https://www.linkedin.com/posts/miriontechnologies_how-do-you-maintain-critical-visibility-during-activity-7488333425402343427-ejcv?utm_source=share&utm_medium=member_desktop&rcm=ACoAAB38PMMBcu64CWfPwf6iaLoDwmv-mxISQ-E
https://www.linkedin.com/posts/miriontechnologies_how-do-you-achieve-reliable-radiation-tolerant-activity-7488333419173736449-3H6v?utm_source=share&utm_medium=member_desktop&rcm=ACoAAB38PMMBcu64CWfPwf6iaLoDwmv-mxISQ-E


• 33 website visits
• 6,006 impressions
• .55% CTR
• 12 conversions 

→ View post

https://www.linkedin.com/posts/miriontechnologies_how-do-you-maintain-dependable-visibility-activity-7488343639522365440-eN9j?utm_source=share&utm_medium=member_desktop&rcm=ACoAAB38PMMBcu64CWfPwf6iaLoDwmv-mxISQ-E


Impressions Reach Clicks CTR Spend

28,971 12.6% 106 .37% $917.14 
(of $1,000 budget)

Paid Social Performance

The campaign drove a combined 39,742 impressions, 152 clicks, with a .4% CTR and 39 conversions, and 24.8% reach 
between the two ad formats – performing just below the first campaign’s performance, which drove 44,272 impressions, 
201 click, reaching 22.2% of our target audience and driving 42 conversions. 

This suggests that our original hypothesis may have been slightly off and/or our budgeting strategy may have been 
challenging with the smaller budget split across formats. Leaning into the high-performing creative from the first 
campaign proved generally successful (the repurposed creative performed second best, though the audience may have 
begun tiring on the similarities in the second phase, or the new headline paired with the gritty imagery may be a 
mismatch, with additional explanation needed). Further, the introduction of new creative themes wasn’t completely 
wrong (the newer, nuclear tie-in preformed the best), some of the other creative themes (see individual creative analysis 
below) proved less successful. This, in conjunction with the tight budget split over two formats, was a bet that 
considerably pay off. If additional budget is allotted, our approach may be re-enabling the earlier campaign with new 
bidding strategy (including re-enabling only the higher-performing assets) or sticking with a single format if we’d like to 
test, for example, how the CTR-attributed carousel performs with a larger budget share.

Static image performance: 

Impressions Reach Clicks CTR Spend

10,771 12.2% 46 .43% 485.67
(Of $500 budget)

Carousel ad performance: 

^^ Critical additional takeaway:

Multiple companies who 
previously interacted with the 
Phase I ads re-engaged with our 
Phase II ads at a higher level.



Objective
Improve engagement with an email promoting a 
radiation-tolerant camera to a niche B2B 
manufacturing audience (~100 recipients).

Hypotheses
A stronger subject line and preview text would 
improve open rates.
*Personalization (first name, company) within 
email content would increase relevance. 
*Fallbacks, when value is unknown: first name = 
valued customer; company name = “your facility’

Reorganizing the email would make the value 
proposition clearer.
Providing multiple contextual click opportunities 
(inline link, CTA button, clickable imagery) would 
improve click engagement.

What I changed
ü Rewrote the subject line and preview text.
ü Added personalization.
ü Redesigned the information architecture.
ü Added an inline hyperlink near the top.
ü Made the hero image/banner clickable while 

retaining a primary CTA button.

Phase II Email



New email updated the messaging architecture, 
leading with new product and high-level 
benefits/value, then a more pared down "part of a 
full family of radiation-tolerant camera solutions” 
section to put emphasis on the new product and 
deprioritize the wider family storytelling as an 
ancillary messaging theme.

New product 
front and center

Feature content 
ties in with new 
messaging 
theme (ease of 
integration)

High-level value prop 
reinforcement/transition

Secondary CTA - 
consultative

“Family” solutioning 
de-prioritized to put 
additional emphasis on 
new product

→ continues



Added additional in-email personalization (contact first name & 
company name) to better tie in user psychology, and added 
additional product page links (e.g., in HTML email banner and 
opening copy block in addition to primary CTA button), to 
provide more opportunities to capture clicks.

Subject line optimized for opens, leveraging question-
style format that have proven successful for us in the 
past, as well as a continuation word “‘Plus,’ + 
[feature/benefits]”  to cognitively tie subject 
line/preview text and drive intrigue.  



Results
Open rate: 8.72% → 9.79%
Click rate: 1.74% → 4.20%
CTR: 20.0% → 42.9%

What I changed
ü Rewrote the subject line and preview text.
ü Added personalization.
ü Redesigned the information architecture.
ü Added an inline hyperlink near the top.
ü Made the hero image/banner clickable while retaining a 

primary CTA button.

Insights
The revised content and structure substantially improved 
engagement among people who opened the email.
The inline hyperlink generated meaningful engagement 
alongside the primary CTA.
Multiple contextual click opportunities appear to reduce 
friction without distracting from the main conversion path.

The redesign became the new baseline for future campaigns, 
with additional subject-line testing planned.



Similarly with the paid social, those who engaged 
with the phase I email similarly engaged with the 
phase II email to a greater extent; contacts who 
previously clicked on the landing page from email 
1 clicked to the product page in email phase II – 
proving our hypothesis about information 
architecture and getting contacts to the desired 
page. Findings were shared with sales to support 
direct outreach, particularly among highly engaged 
contacts who clicked multiple links across both 
email sends.



Phase II (Static Images) – Follow-on –
planned 

Repurposing paid ads/creative



Phase II - Carousel


