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DISCLAIMER – 

The information contained in this submission is the property of Urban One and is intended for the purpose 
of evaluating Urban One’s proposal regarding the identified campaign and marketing opportunities. All 

proposals are subject to final review and approval by Urban One programming, editorial, production 

and creative. Final terms and conditions are dependent on the final monetary commitment made, the 
nature and scope of the content created, the intended use of the content, the talent selected, any 

terms imposed on talent, delivery obligations and timing. Limitations apply.



CASE STUDIES & 

CAMPAIGNS
Bigger, Broader Reaching Partnerships



REAL TALK DRIVES REAL CHANGE
FULLY CHARGED BY CHEVROLET

CASE STUDY



CHEVY
REAL TALK DRIVES REAL CHANGE 2023

CHALLENGE: Elevate Chevrolet's brand presence and 
increase visibility to advance affinity, consideration 

and purchase intent among a diverse audience.

DECODE:  Develop and over-deliver a value-based 
program that connects the brand to consumers placing 

them as the focus and reinforcing brand favorability.

CODE:  A cross-platform program comprising custom 
content, experiential live programming, and influencer 

engagement reflected Black heritage through a 

message of legacy, pride and achievement. 



CHEVY
REAL TALK DRIVES REAL CHANGE 23



RESULTS ACROSS THE BOARD

72.1MM+  AUDIO IMPRESSIONS
Throughout the campaign flight, audio consistently met or exceeded 
performance across both local and national radio.

71.7MM+ LINEAR IMPRESSIONS
TV One and CLEO TV steadily met or exceeded results during the totality of 
the program.

107.9MM+ DIGITAL IMPRESSIONS
The custom package, high-impact media, and social strategy from
iOne Digital collectively excelled in booked impressions.

2.9MM+ EARNED MEDIA IMPRESSIONS
A combination of local and national earned media across network and local 
television, as well as digital editorial platforms, increased recognition and 
enthusiasm.



ONE COMMUNITY STUDY: KEY FINDINGS

71% of Black/AA consumers viewed 
Chevy more positively 
(29% for the General Population)

61% of Black/AA consumers loved this 
campaign and want to see more like it 
(40% for the General Population)

66% of Black/AA consumers are much 
more likely to take an action 
(get more information about the brand)

+5 pts lift in perception among 
Black/AA consumers
that Chevy is an advocate for social change



CUSTOM CONTENT
Case Study



AT&T RISING FUTURE MAKERS
THE FUTURIST CUSTOM CONTENT

CHALLENGE:  Develop a content series that amplifies 
the brand’s initiative to empower Historically Black 

Colleges and Universities students.  

DECODE: True support requires action that improves 
lives. Providing access is a genuine way for a brand 

to champion community. 

CODE: Influencer and student talent was engaged for 
conversations on how connecting changes 

everything with a social effort to maximize the 

initiative’s contest entries. 





RESULTS ACROSS THE BOARD

18.2MM+ DIGITAL IMPRESSIONS
With 6.8MM+ impressions from the custom content sponsorship 

21.6MM+ IMPRESSION
From the linear campaign inclusive of an HBCU-themed 
programming block

12.5MM+ AUDIO IMPRESSIONS

23.5MM+ SOCIAL INFLUENCER 
CAMPAIGN IMPRESSIONS 
Combined paid and organic

Inclusive of branded vignettes throughout the flight



ONE COMMUNITY STUDY: KEY FINDINGS

72% of consumers P18-24 reported increase 

interest in AT&T after watching the influencer 
campaign content.

70% of respondents said the campaign 

makes them think more positively about AT&T.

9/10 respondents  loved the connections 

between Black professionals and HBCU 
students.

64% of respondents are more likely to 

consider/continue using AT&T in the future 
after watching The Futurist.



#HBCULOVE TOUR
CASE STUDY



GILEAD
#HBCULOVE TOUR

CHALLENGE:  The pharmaceutical company wanted to reach people 

who would benefit from their medications and connect with under served 

LGBTQ+, BIPOC and Latinx HBCU communities to promote healthy sexual 

behavior. Urban One was tasked with developing an experience in key 

markets to directly engage with this core audience. 

DECODE:  The LGBTQ+ community and those who identify as Black and 

queer is an important and growing audience. Providing them with access to 

information and resources is key to gaining the trust and loyalty of this group.

CODE:  Urban One developed an experiential cross-platform program 

centered around HBCU homecomings and classic football games in 
three key markets with REACH Media talent and local DJs to draw in 

consumers. Brand ambassadors were onsite at each HBCU to engage 

directly with students and alumni.



GILEAD
#HBCULOVE (AUDIO VIGNETTE)



RESULTS ACROSS THE BOARD

29MM+ CAMPAIGN IMPRESSIONS
For digital, social, and radio – 1.3MM+ over planned delivery

115% DELIVERY
Resulting in $51K in added value

2:05 AVERAGE TIME SPENT ON CONTENT
Exceeding the 1:30 editorial content benchmark

82% VIDEO CLICK THROUGH RATE
On video pre-roll (exceeding the 65% benchmark)



AT&T DREAM IN BLACK 

BLACK FUTURE MAKERS
CASE STUDY



AT&T DREAM IN BLACK
BLACK FUTURE MAKERS

CHALLENGE:  Urban One was tasked to develop 
custom content that showcased the brand’s support 

for the community during a major tentpole in Black 

culture.  

DECODE:  Entrepreneurship is the core of Black culture 
building wealth. Corporate allyship is found when 

companies amplify small Black business owners and 

operators.

CODE:  The Urban One platforms and influencer 
relationships were leveraged to craft a unique series 

during the storied Black History Month tentpole 

inspiring consumers to be Black Future Makers.



AT&T DREAM IN BLACK

BLACK FUTURE MAKERS



RESULTS ACROSS THE BOARD

204% OVERDELIVERY
Of the campaign video sponsorship.

29.9MM CAMPAIGN IMPRESSIONS
Exceeding the previous year’s campaign by 12.1MM.

802K PAGEVIEWS
Of the exclusive campaign launch story exceeding the benchmark 
of 50K.

5:46 MINUTES
Time spent on the exclusive campaign launch story (exceeding 
the benchmark of 2:00 minutes.



ONE COMMUNITY STUDY: KEY FINDINGS

96% of respondents 18-24 who viewed the campaign 
video rated it “Good” or ”Excellent”.

87% brand favorability among current users.

80% of respondents 25-34 intend to support Black-
owned businesses and agree major companies should do 
the same. 

73% of respondents 18-24 viewed the brand more 
positively after watching the campaign video.



THANK YOU!

For more information, 

contact:

DANIELLE M. BROWN
VP, Cross Platform Client Services
One Solution

dbrown@urbanonesolution.com
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