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OVERVIEW:
Smartwater partnered with ReachTV for a one month, which included a 
custom study to test their new creative. RTV partner, Accretive Media utilized 
a mobile survey-based approach to determine the impact the campaign.

KPIs:
Brand Awareness / Recall | Attitude Towards the Brand | Purchase Intent

RESULTS:
• 35% lift in brand awareness
• Over 40% said ads made them feel better about the brand
• 92% of respondents had a favorable impressions of the brand
• 20% lift in purchase intent
• Key learnings: travel audience works well, hone-in on high income, younger 

demos; Pete Davidson in creative is paying off
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