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AUTO



3

The brand wanted to target A25-54 in-market automotive shoppers 

+ gamers actively consuming gaming content.

Increase awareness and purchase intent for two vehicle models.

KPI: CTR, Landing Page Visits
Vehicle 1: 0.16% CTR

Vehicle 2: 0.11% CTR

Across both campaigns, we saw an average CPLPV of $3.91

We also managed viewability to ensure we maintained a 70%+ viewability 

threshold (70-80%)

By prioritizing customer service, agility and communication we received 

incremental budgets and helped our client meet and exceed their brand KPI’s.

RESULTS:

GOAL:

RWD recommended an audience first approach to reach 

gamers using the brands standard assets to provoke emotion in 

order to increase awareness and purchase intent.

When researching online, 46% of car shoppers use multiple 

devices. Drivers who start their search on a mobile app are 73% 

more likely to make a purchase. Cross-device display offered the 

brand more opportunities to reach gamers as they play across 

devices.

SOLUTION:

SUCCESS STORY

AMERICAN BRAND 
OF AUTOMOBILES 
AND PERFORMANCE CARS
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The brand wanted to target A25-54 in-market automotive 

shoppers interested in Parenting, Lifestyle, and Cooking.

Boost awareness and consideration of two vehicle models, 

directing people to their website.  KPI: Landing Page Vis
Vehicle 1: $3.32 CPLPV

Vehicle 2: $3.00 CPLPV

Across both campaigns, we saw an average CTR of 0.08%

During the month of March, we drove over 58K+ Landing Page Visits. We 

also managed viewability to ensure we maintained a 70%+ viewability 

threshold (70-80%).

RESULTS:

GOAL:

Tapping into changing consumer habits requires focusing on human-

factors first. RWD activated several custom people cloud 

audiences across both models.

We also ran several creative variations featuring custom 

messaging so each could be compared for performance.

SOLUTION:

SUCCESS STORY

AMERICAN BRAND 
OF CARS AND 
MINIVANS
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An oil and gas company wanted to focus on the people behind the 

industry with its customer marketing campaign promoting its 

lubricants line.

Accelerate the adoption of the brands premium synthetic oil and 

sustainable solutions, protect the engagement of our core audience, 

and amplify the brand within new audiences.

KPI: Reach, 73% VCR & 80% Viewability RWD easily beat both VCR and viewability goals by delivering:

86% VCR

90% Viewability

As a top performer, we were awarded incremental budget for a 

concurrent campaign.

RESULTS:

GOAL:

With such a complex, diverse range of audiences, a key 

challenge for the brand is ensuring marketing efforts are targeted, 

timely and relevant. RWD built and activated several custom 

audiences, optimizing based on known attributes within RWD’s 

proprietary user profiles.

The inclusion of video tactics allowed the brand to utilize its 

best sight and sound assets to capture audience attention 

promoting consideration and recall.

SOLUTION:

SUCCESS STORY

OIL & GAS COMPANY
- LUBRICANTS



6

Drive dealer locator, custom vehicle model builder, quote start, quote 

finish and homepage visit actions on client site.

Exceeded eCPA goals across all 5 conversion types and generated the highest 

quote start to quote finish ratio at 40.6% (vs. partner average of ~25%).

RESULTS:

GOAL:

Message users who previously researched car reviews with one of 

our automobile-focused publisher partners.

Incorporate 3rd party data integrations with DLX Polk, Acxiom 

Automotive, AdAdvisor Audiences and JD Power Automotive 

Audiences to gain extensive reach by vehicle type for the in-market 

automobile audience.

SOLUTION:

SUCCESS STORY

LUXURY AUTO 
DEALERSHIP
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Drive targeted users to the Dealer Locator page, the Tire Finder 

page, and the Tire Product page within a $0.75 eCPA goal.

Achieved a $0.60 eCPA, exceeding the company’s performance goal by 20%

RESULTS:

GOAL:

Create a custom prospecting model that identifies users likely to 

purchase the company’s tires.

Execute a cross-screen, sequential messaging strategy to meet 

the company’s performance marketing goals.

SOLUTION:

SUCCESS STORY

PREMIUM TIRE 
MANUFACTURER 
COMPANY
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CPG
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Create positive brand-lift with a 75% viewability goal by utilizing 

consistent frequency messages on the product’s benefits in a fun and 

engaging way.

By focusing on both reach and efficiency, the campaign yielded a 3.2% 

positive overall brand lift.

Video tactics drove purchase intent by 5.3%, as measured by Lucid.

An overall lift of 10.10% for purchase intent amongst RWD’s strategically 

curated soft drink audience was achieved.

RESULTS:

GOAL:

Activate across key formats while leveraging rich user profile data 

in combination with predictive analytic techniques to generate a 

target audience of soft drink consumers.

Use custom audience optimization to connect the brand with 

prospective consumers across mobile & desktop with both display 

and video.

Measure and optimize brand lift with a Lucid study.

SOLUTION:

SUCCESS STORY

WORLD 
FAMOUS CARBONATED 
SOFT DRINK BRAND
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Enhance foot traffic and boost physical store visits for an energy 

drink brand at specific retail locations through strategic marketing 

efforts.

Achieved a 65% Uplift  in foot traffic as measured by Cuebiq

$1.25 Average CPV

30% of all users converted within 6 days, and they spent between 3-47 minutes 

in-store

RESULTS:

GOAL:

• Leverage rich user profile data in combination with predictive 

analytic techniques to generate a target audience of energy drink 

consumers.

• Apply geo-targeting capabilities to message the appropriate 

target audience in the specified market (246 locations targeted 

and measured).

SOLUTION:

SUCCESS STORY

FOOT 
TRAFFIC: ENERGY 
DRINK BRAND
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Increase in-store visits at specified retailers.

Achieved a 65% Uplift in foot traffic as measured by Cuebiq.

$1.25 Average CPV.

30% of all users converted within 6 days, and they spent between 3-47 minutes 

in-store.

RESULTS:

GOAL:

Leverage rich user profile data in combination with predictive 

analytic techniques to generate a target audience of energy drink 

consumers.

Apply geo-targeting capabilities to message the appropriate 

target audience in the specified market

(246 locations measured).

SOLUTION:

SUCCESS STORY

POPULAR ENERGY 
DRINK SOLD AT 
CONVENIENCE 
STORES
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Increase brand awareness of the brewer’s beer within the large 

craft beer markets of the western United States

Achieved a 24.7% lift in brand awareness, as measured by a Nielsen study.

Drove a CTR that was 8.8% above the campaign benchmark.

RESULTS:

GOAL:

Leverage rich user profile data in combination with predictive 

analytic techniques to generate a target audience of likely beer 

consumers

Apply RWD’s geo-targeting capabilities to message the 

appropriate target audience in the craft beer market

SOLUTION:

SUCCESS STORY

AMERICA'S LARGEST 
CRAFT BREWER 
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Increase grocery store purchases of the distributor’s beer

Increased in-store sales 2.1%

Delivered a 2.8:1 ROAS based on in-store purchases.

RESULTS:

GOAL:

Leverage the Nielsen Catalina Solutions sales lift study product 

to measure and optimize on the basis of in-store sales lift

Utilize RWD’s proprietary cross-device profiles to predict which 

users are most likely to consider purchasing the producer’s beer

SOLUTION:

SUCCESS STORY

AMERICA'S THIRD 
LARGEST BEER 
DISTRIBUTOR 
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Achieve a $100 new customer CPA

Helped the brand to achieve a 10x sales lift over the previous year

Drove CPA well beyond $100 goal to $32.13 in early 2020, with half credit for 

view-through conversions.

RESULTS:

GOAL:

Leverage rich user profile data in combination with predictive 

analytic techniques to generate a target audience of likely wine 

consumers, optimized over time based on changing social and 

economic conditions

Apply RWD’s geo-targeting capabilities to message the 

appropriate audience able to accept direct shipments of wine

SOLUTION:

SUCCESS STORY

ONLINE WINE 
RETAILER 
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Minimize viewable CPM within brand suitable Black content

Drove a CTR of .12% for Display, exceeding expectations.

For Video, drove a VCR of 84%.

Audiences with a high HHI of $100K or more had the highest portion of 

clicks, relative to income size groups. Users with a HHI over $100K also had 

the most efficient performance, with a CTR 1.42x the campaign average.

RESULTS:

GOAL:

To achieve the client's objectives, proposed a comprehensive 

media strategy including display and video focused on driving a 

strong viewable CPM among Fun-Seekers, Creative Hipsters, 

Homebody Couples, and Energetic Explorers.

SOLUTION:

SUCCESS STORY

US BASED 
TEA COMPANY
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Build awareness and association with well known energy drink brand 

leveraging cross-device display and custom Rich Media. 

Drove a CTR: .09%

Brand Lift (Disqo): 3% Lift Unaided Awareness. 5% lift Ad Awareness.

RESULTS:

GOAL:

Reach Energy Drink Fans, Energy Drink Purchasers, and Users with 

an Interest in Music, Gaming & Action Sport, with Cross-Device 

Display and Custom Rich Media units running across desktop & 

mobile devices.

Measure Brand Lift with DISQO.

SOLUTION:

SUCCESS STORY

ENERGY DRINK -  
EQUITY CAMPAIGN 2022
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Drive incremental sales lift for Liquid Tea with Display and Video 

creative.

Drove incremental sales of $320,422 and ROAS of $1.07.

Brand non loyals drove the largest contribution to incremental sales, while 

brand loyals generated the strongest media response.

Reach - 12,739,005 unique households

RESULTS:

GOAL:

Leverage rich user profile data in combination with predictive analytic 

techniques to generate a target audience of prospective tea buyers. 

Use custom audience optimization to connect the brand with 

prospective consumers across mobile & desktop with both display 

and video.​

Measure and optimize sales lift with a NCS Sales Effect study.

SOLUTION:

SUCCESS STORY

AMERICA’S PREFERRED 
TEA COMPANY
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Increase brand awareness with Cross-Device Display, Cross-Device 

Video, and Audio. 

Video: VCR 83%, Display: CTR .13%, Audio: ACR 98%

Lucid for Audio: 1.7% Brand awareness. (3.2% for mobile)

Disqo for Video and Display:

• 10.9% lift in Brand Favorability

• 8.3% Consideration Intent

RESULTS:

GOAL:

Target Energy Drink Fans, Millennials, Gamers, Self-starters (DIY) 

across Desktop and Mobile Inventory. Optimize Video towards VCR, 

Display towards CTR, and Audio towards ACR. 

Measure brand lift from Audio with a Lucid study, and measure brand 

lift from Display & Video with a DISQO study. 

SOLUTION:

SUCCESS STORY

POPULAR ENERGY 
DRINK BRAND
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Utilize programmatic to amplify new creative featuring a compelling 

and diverse range of iconic personalities recognized for their 

commitment to health & wellness. Utilize upper-funnel media to 

increase awareness, drive quality , and ultimately ROI.

Audio Listen Through Rate: 97% (+7%)

Video CTR: 1.27% (+0.97%), OTT VCR: 98% (+3%)

High Impact CTR: .14% (+0.7%)

The lift analysis report came back with outstanding performance which 

highlights the value of Upper Funnel in combination with Lower 

Funnel.  Display + Audio showed the largest lift in the US (106.1%, compared 

to the 25% benchmark)

RESULTS:

GOAL:

Recommended an audience first approach to expand reach and 

compliment the current lower funnel performance campaign.

Combine UF channels with high-efficiency banner ads to execute a 

full-funnel campaign for sustained growth.

-Audio, CTV/OTT, Video, High Impact & Display

Measure the lift in revenue associated with different channel 

combinations and use this to inform future optimizations.

SOLUTION:

SUCCESS STORY

ALKALINE WATER 
SOURCED FROM 
ARTESIAN SPRINGS 
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Drive online purchases of the client’s product while increasing and 

strengthening brand awareness, purchases, and a country-wide push 

for increased awareness

Our programmatic solution proved an efficient and scalable vehicle for driving 

sales and boosting awareness. We beat expectations by delivering an average 

CTR of above 0.13% on top of achieving a 0.20% CTR for video placements

Our Earth-Day DOOH campaign trafficked to Volta charging stations 

(strategically located in front of grocery stores such as Whole Foods) powered 

388,776 EV miles and offset 173,172 pounds of CO2

RESULTS:

GOAL:

Utilize Rich Media, Digital-Out-Of-Home, CTV/OTT, cross-device 

video and cross device display – optimizing toward VCR and CTR

In-flight optimization allowed us to increase spend toward the 

channels and creatives that are driving performance

SOLUTION:

SUCCESS STORY

NEW WATER/HEALTH 
BEVERAGE COMPANY 
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Generate incremental online sales, as measured by the difference 

in conversion rates among audience members shown live 

advertisements vs. those shown public service announcements 

(i.e. A/B test).

The campaign saw a 87.3% lift in online orders, with almost half of 

all conversions attributable to the live campaign (i.e. incremental conversions).

RESULTS:

GOAL:

Utilize our proprietary business identification database, 

which associates IP addresses to organizations and their NAICS 

industry classification, in order to message key decision makers in 

target companies.

SOLUTION:

SUCCESS STORY

NORTH AMERICAN 
INDUSTRIAL PRODUCTS 
AND SERVICES PROVIDER
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Strengthen awareness and improve brand perceptions among B2B 

audiences, including Financial Advisor and Registered Investment 

Advisor job titles.

Engage prospects with the company’s creative messaging, and 

ultimately drive consideration.

Achieved strong performance month over month on display, ending 

the campaign with an average $7.44 CPLPV.

Native added incremental value to display efforts, strengthening engagement 

and , achieving a .12% CTR.

RESULTS:

GOAL:

Leverage both display and native tactics to maximize awareness in 

relevant environments, reaching and engaging prospects with the 

creative messaging.

Utilize our proprietary business identification database, which 

associates IP addresses to organizations and their NAICS industry 

classification, in order to reach users by both job title and company to 

provide broader scale.

SOLUTION:

SUCCESS STORY

WEALTH 
MANAGEMENT 
SERVICE
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Drive approved credit card applications for one of 12 different credit 

card products offered by the Bank.

Causal IQ drove one approved application for every 6,792 consumers 

messaged, resulting in a ROAS of $3.70 : $1.00

RESULTS:

GOAL:

Utilize predictive analytics to determine which user attributes 

yield statistically relevant predictive value and use those inputs 

to determine probability of a given user converting after ad exposure

Combine audience modelling with content-driven prospecting 

to move customers down the path to conversion

SOLUTION:

SUCCESS STORY

CONSUMER BANKING 
& FINANCIAL 
SERVICES COMPANY
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Drive qualified traffic to Client’s mortgage page that results 

in mortgage applications while meeting the $250 CPA goal

Achieve viewability of 50% or better

Rated the top performing media partner across all KPI, per the client’s blinded 

scorecard.

Drove CPA of $180, well below the $250 goal, while achieving above-goal 

viewability of 60%.

RESULTS:

GOAL:

Leverage a sequential, cross-device messaging strategy to ensure 

that the client’s brand is top of mind among seekers of home 

loan financing

Utilize our proprietary cross-device user profiles to construct 

a predictive model for identifying in-market home buyers

SOLUTION:

SUCCESS STORY

INVESTMENT BANK & 
FINANCIAL SERVICES 
COMPANY
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Drive new customer acquisitions for pre-paid strategy at a $90 eCPA

Grow incremental 2-year plan sign ups for the post-paid 

strategy, optimizing to an Add to Cart Rate of 0.45%.

Generated an effective CPA that was 7% more efficient than the 

target, resulting in a $83.50 eCPA for the campaign.

Exceeded long term sign ups goal achieving a 0.52% Add to Cart Rate.

RESULTS:

GOAL:

Build a predictive model using current customers as the model seed, 

while suppressing the current customer audience, to drive new 

customer acquisition.

Leverage cross-device display to improve brand perception 

and increase the likelihood that current customers are retained with a 

2-year plan sign up.

SOLUTION:

SUCCESS STORY

COMPREHENSIVE 
WEIGHT LOSS AND 
DIET PROGRAM
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Leverage brand equity of a leading restaurant to increase awareness 

of new pre-packaged retail product lines.

Drove a 14.7% lift in new product awareness, as measured by a Nielsen Digital 

Brand Effect study.

RESULTS:

GOAL:

Utilize our optimization engine to determine the

appropriate user profiles to message, as well as the best time and 

context in which to message them, to maximize brand awareness.

SOLUTION:

SUCCESS STORY

MULTINATIONAL 
COFFEE CHAIN
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Increase volume of large group and catering orders from the website, 

for pickup on-location

Drove 90% net new catering orders, which far exceeded the client goal of 70%

Surpassed the client’s $25 cost per order goal, generating an average CPO of 

$12.85

RESULTS:

GOAL:

Utilize the proprietary cross-device user profiles to construct 

a predictive model for identifying in-market consumers

Leverage b2b data sets for corporate planners and office 

managers, likely to place an order

Leverage historical geolocation patterns to predict QSR 

location visitation affinity

SOLUTION:

SUCCESS STORY

CASUAL FAMILY SIT-
DOWN CATERING MENU
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ENTERTAINMENT
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Drive ticket sales for the permanent theatrical production that 

played nightly in Las Vegas

Users who saw both video and display were 27% more likely to purchase 

than those who saw display alone

Consistently ranked as the top performer in terms of ROAS, averaging 

$3.69: $1 across all placements

RESULTS:

GOAL:

Identify frequent & in-market live-event attendees, theater patrons 

and visitors to Las Vegas 

Combine pre-roll video with high-efficiency banner ads to execute a 

full-funnel campaign

SOLUTION:

SUCCESS STORY

THEATRICAL PRODUC
TION – LAS VEGAS
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Drive bookings across 6 Las Vegas hotel & casino locations.

Strong focus on ROAS, with a goal of 15% spend to revenue. 

Drove strong performance month over month – beating goal, 

delivering  <10% spend to revenue.

RESULTS:

GOAL:

Utilize our proprietary predictive modelling technology, 

which analyzes all syndicated audience attributes associated 

with converting profiles to accurately predict future bookings. 

We identified local, regional and international users most likely to 

travel to our client’s destination and utilized display to maximize 

reach and drive bookings. 

SOLUTION:

SUCCESS STORY

BEST-IN-CLASS
INTERNATIONAL VEGAS
HOTEL AND CASINO GROUP
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Create and deliver an omnichannel, full-funnel campaign that 

increases awareness, boosts affinity and increases visitation (bookings 

and foot-traffic). 

Emphasis on Las Vegas DMA and local drive markets. 

Custom executions to appeal to NFL fans and sport betting audiences.

Audio completion rates exceeded 90% (coming in at 93%). CTV came in 

above 97%.

Audiences shown both CTV and Display saw a 27% conversion rate 

lift.  Our CPA averaged around $30.

RESULTS:

GOAL:

We created an omni-channel campaign (display, video, 

mobile geofencing, audio, and CTV). 

Utilizing RWD’s proprietary predictive modelling technology, 

we identified drive-market and fly-market audiences for this 

Las Vegas Casino. 

We tracked foot-traffic via Cuebiq and conducted a full-funnel lift 

study, to show how different touchpoints impact awareness and 

conversion.

SOLUTION:

SUCCESS STORY

NEW LAS VEGAS
RESORT & CASINO
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Eventizing the film, being a part of the larger cultural conversation

o   Video Views, CPV

o   Video Completes (VCR), CPVC

Display Ads:

Achieved an average CTR of 0.14%, surpassing the initial goal of 0.10%. O&O BIPOC: 

Achieved a CTR of 0.11%, demonstrating resonance within diverse communities.

Video Campaign:

Cross Device: Attained an impressive Video Completion Rate (VCR) of 69.69%, indicating 

strong engagement with the video content. O&O BIPOC: Exceeded expectations with a VCR of 

73.05%, highlighting the effectiveness of targeted outreach to multicultural audiences.

RESULTS:

GOAL:

Display & Video: Employed cross-device ads to maximize 

reach and engagement across multiple platforms.

Utilized privacy-friendly contextual signals to reach male teens, a key 

demographic for the franchise.

Targeted entertainment/movie lovers, gamers, sports fans aged 18-34 

and 35+ through our extensive user profile database, ensuring broad 

reach across different age groups.

Implemented multicultural targeting to engage diverse audiences, also 

leveraging owned and operated (O&O) BIPOC (Black, Indigenous, and 

People of Color) sites to resonate with diverse communities and amplify 

cultural relevance.

SOLUTION:

SUCCESS STORY

MAJOR AMERICAN SPY 
ACTION FILM 
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Eventize the film and integrate it into the broader cultural dialogue 

surrounding the legendary artist it was focused on.

o   Video Views, CPV

o   Video Completes (VCR), CPVC

o   Unique Reach

Display Ads:

Achieved an average CTR of 0.14%, surpassing the initial goal of 0.10%. O&O BIPOC: 

Achieved a CTR of 0.11%, demonstrating resonance within diverse communities.

Video Campaign:

Cross Device: Attained an impressive Video Completion Rate (VCR) of 69.69%, indicating 

strong engagement with the video content. O&O BIPOC: Exceeded expectations with a VCR of 

73.05%, highlighting the effectiveness of targeted outreach to multicultural audiences.

RESULTS:

GOAL:

Display: Implemented targeted display ads to capture the attention of the 

desired audience.

• Leveraged data-driven insights to reach individuals aged 18-49, with a 

specific focus on multicultural segments.

Video Campaign: Deployed engaging video content across various digital 

platforms to drive user engagement.

• Optimized video ads for maximum viewability and resonance.

Connected TV (CTV):

Leveraged the immersive experience of CTV to deliver compelling storytelling 

and visuals.

• Prioritized high-quality content delivery to enhance the viewing experience 

and capture audience attention effectively.

SOLUTION:

SUCCESS STORY

2024 AMERICAN 
BIOGRAPHICAL DRAMA
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GOV/POLI
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Achieve a High Value Action (conversion) rate of .0004%. HVA 

includes recruitment and interactions of the user responding on the 

US government website.

Achieve a 70% VCR rate for cross-device video content
Achieved a High Value Action Conversion rate of 0.49% utilizing Native, 

far exceeding goal of .0004%

Achieved an 85% video completion rate for Cross-Device Video, exceeding the 

70% VCR goal.

RESULTS:

GOAL:

Leverage a sequential, cross-device messaging strategy to ensure 

that the client’s career offerings remain top of mind among persons 

18-34 interested in the organization.

Utilize RWD’s proprietary cross-device user profiles to construct a 

predictive model for identifying relevant recruitment prospects.

SOLUTION:

SUCCESS STORY

US GOVERNMENT
ORGANIZATION
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Rally socially liberal voters to vote YES on the ballot measure this 

past November to protect reproductive rights across Ohio. The robust strategy, contributed to a comprehensive and influential 

voter outreach by delivering a staggering 33,513,308 impressions, translating 

to a connection with 2,046,292 unique individuals.

•The issue passed as voters decided to protect abortion access after Roe v. 

Wade was overturned. There was a third party brand lift study run which 

showed a positive brand lift across the board:

•18% lift in ad recall

•10% lift in support consideration

•10% lift in intent to vote

RESULTS:

GOAL:

Implement a general election campaign focusing on display 

creatives. This impactful initiative extended across the entire state, 

strategically focusing on specific demographics.

The primary audience was Democrats A18 and above, with an 

additional emphasis on individuals exhibiting left-leaning attributes, 

including those identifying as socially liberal, feminists, activists, and 

supporters of pro-choice & abortion rights.

SOLUTION:

SUCCESS STORY

OHIOANS FOR 
REPRODUCTIVE 
RIGHTS 
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Increase voter awareness of businessman Roy West’s 2023 mayoral 

campaign in Beaumont, Texas.

The effectiveness of our targeted approach captured the attention 

and engagement of the intended audience, contributing to the overall success 

of the mayoral campaign while driving a .17% CTR

RESULTS:

GOAL:

Our cross-device display strategy involved targeting the given voter 

file as well as the broader city.

Utilized our proprietary cross-device profiles to generate audience 

models and identify potential voters.

SOLUTION:

SUCCESS STORY

ROY WEST FOR 
MAYOR 
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Amplify awareness of critical post-disaster resources among Florida 

residents following Hurricane Ida.

Achieved an impressive 0.12% click-through rate (CTR), exceeding industry 

benchmarks for display ads. Successfully delivered the PSA message to 

thousands of residents, equipping them with essential resources and support 

during the hurricane season, showcasing the campaign's contribution to 

disaster relief.

RESULTS:

GOAL:

Strategically harnessed the power of display, channeling 

a substantial budget to optimize reach in a limited timeframe.

Precisely targeted both general market and minority 

audiences across 6 key Florida districts, ensuring message visibility.

SOLUTION:

SUCCESS STORY

POPULAR RETAIL 

CHIP BRAND
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HEALTHCARE
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Drive awareness and maintain high-level, top-of-mind presence 

while driving high funnel lead-conversions for a syndromic infectious 

disease company. The client was looking at various panel sign ups 

as its main goal

Achieved an eCPA of $113 on Display, $135 on Video and $97 for users 

served both Display and Video ads – proving the efficacy of channels run in 

combination

As the top performer, awarded multiple incremental budgets

While not goaled against it, per the client - also drove an “extremely 

large volume” of site visits.

RESULTS:

GOAL:

Create an omnichannel campaign (Display + Video) focused on 

the following HCP audiences:

• LAB:  Clinical Pathologist, Clinical Lab Manager, Clinical 

Lab Director, Clinical Lab Purchasing Manager

• POC PEDS: Point Of Care Doctors, Office-based Pediatricians

• UC: Urgent Care Facilities

• GASTRO: Gastroenterologists

• HOS PEDS: Hospital-based Pediatrics

SOLUTION:

SUCCESS STORY

PHARMACEUTICAL

DIAGNOSTICS
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Protect the public from health threats by keeping audiences informed 

and engaged in a compelling way. Now, more than ever, it is 

essential for healthcare institutions to get across the right message, 

to the right audience, in the right context regarding the vaccine.

Rated as a strong campaign performer, yielding the following audience CTR’s:

• Daycare workers – 0.28% CTR

• Teachers – 0.16% CTR

• School staff – 0.12% CTR

• School administration – 0.17% CTR

RESULTS:

GOAL:

The primary focus was to drive vaccine awareness in key groups 

through display media tactics utilizing proprietary education profiles 

alongside office and school product purchases to message qualified 

audiences.

Leverage the power of premium display combined with unique 

and captivating creatives to generate engagement and awareness. 

SOLUTION:

SUCCESS STORY

SCHOOL VACCINATIO
N CAMPAIGN
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Order Confirmation (Sale)

CPA

Website Traffic (Quality Lead)

Achieved a highly efficient eCPA of $245 across display and native placements from 3 

campaigns; delivering over 2000 individual orders.

Awarded an incremental upper-funnel video campaign based on the strength 

of performance.

RESULTS:

GOAL:

To achieve the client's objectives, proposed a comprehensive 

media strategy including display and native focused on quality site 

traffic and capitalizing on those leads to drive a strong ROAS among 

top professions within IT, Education, and Healthcare (inc. dentists 

and dental assistants).

To maximize efficiency - Proposed a dynamic CPM (dCPM) to 

operate within a variable cost method (between a set floor and 

ceiling price) allowing the CPM bid to decrease or increase in real-

time based on the optimal value of the impression and marketplace 

demand/supply.

SOLUTION:

SUCCESS STORY

COMPREHENSIVE LAB 
TESTING
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Drive people to the Client’s website during Open Enrollment 

and efficiently generate request-a-quote and plan 

enrollment conversions

Achieved an eCPA of $28, which was nearly 50% below the campaign 

benchmark.

RESULTS:

GOAL:

Target or exclude user profiles depending on healthcare 

plan enrollment data sourced from our trusted 3rd party data 

partners.

Utilize our predictive modeling based on historical 

healthcare campaign conversion data to efficiently prospect users to 

drive plan enrollments.

SOLUTION:

SUCCESS STORY

U.S. HEALTHCARE 
SERVICES FIRM – 
OPEN ENROLLMENT h



46



47

Drive unique reach for this insurance provider among 

African American, Hispanic, and General Market audiences.

Lucid Brand Lift Study Results:

• Overall ad recall - +2.5% positive lift. buzz that eventually drives interest and 

increases association of your brand with important social issues.

RESULTS:

GOAL:

Activate across CTV/OTT while leveraging rich user profile data 

in combination with predictive analytic techniques & custom 

audience optimization to generate a target audience of in-market 

insurance prospects. 

Measure and optimize brand lift with a Lucid study.

SOLUTION:

SUCCESS STORY

US BASED INSURANCE 
COMPANY 
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Drive incremental topline revenue and new policies generated 

through the client’s direct site using display and video media tactics, 

while achieving at least 20% incrementality.

• Auto CPA: $10 via display tactics and $25 via video.

• Homeowners insurance CPA: $100 via display & video.

• Commercial & Small Business: $500 via display & video.
Across Q1 2020, ranked as a top performing media partner. effective cost per 

policy initiated was significantly more efficient than the campaign goal for each 

line of business and media format.

RESULTS:

GOAL:

Launched a test campaign in November 2019. The original focus 

was driving new policies initiated for the client’s automobile 

insurance product. Developed into a strategic advertising partner, 

helping the client drive demand for insurance policies across not only 

auto insurance, but also homeowners, commercial & small business 

and motorcycle policies.

SOLUTION:

SUCCESS STORY

LEADING U.S INSURANCE 
PROVIDER WITH OVER 13 
MILLION POLICIES IN FORCE
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Drive incremental topline revenue and new policies generated 

through the client’s direct site using display and video media tactics, 

while achieving at least 20% incrementality

•Auto CPA: $10 via display tactics and $25 via video.

• Homeowners insurance CPA: $100 via display & video

•Commercial & Small Business: $500 via display & video Our effective cost per policy initiated was significantly more efficient than the 

campaign goal for each line of business and media format

RESULTS:

GOAL:

The client, one of the largest providers of insurance in America, and 

we partnered on a test campaign in November 2021. The 

original focus was driving new policies initiated for the client’s 

automobile insurance product. We have since become a strategic 

advertising partner, helping the client drive demand for insurance 

policies across not only auto insurance, but also homeowners, 

commercial & small business and motorcycle policies

SOLUTION:

SUCCESS STORY

LEADING U.S 
INSURANCE PROVIDER 
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Drive branch locator, inquiry, quote submission, and homepage visit 

actions on the client’s site with a cost-effective CPA.

Exceeded CPA goals across all 4 conversion types.

Generated the highest inquiry to submission ratio at 35.3%, 

outperforming partner averages of ~20%

RESULTS:

GOAL:

Target users who previously researched insurance policies with

one of our financial-focused publisher partners across mobile and 

desktop.

Incorporate 3rd party data integrations with Mastercard Financial 

Audiences, Equifax, and Oracle BlueKai to gain extensive reach for 

the in-market auto insurance audience.

SOLUTION:

SUCCESS STORY

DIVERSIFIED GLOBAL 
INSURER
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Drive upper funnel awareness and positive share growth 

among multicultural audiences by positioning the OEM’s car models 

as an attractive option for consumers.

Exceeded both viewability and video completion benchmarks, hitting 74% 

and 71% respectively.

Drove a display CTR that was 9.2% above the campaign benchmark.

RESULTS:

GOAL:

Utilize proprietary cross-device profiles to predict which users are in-market 

or near-market for a new automobile and drive them to engage with the 

OEM.

Efficiently reach AA and HISP audiences with branded messages within 

environments that align to their lifestyle and interests.

Sustaining communication alongside model-specific creatives.

SOLUTION:

SUCCESS STORY

AUTOMOTIVE BRAND: 
MULTICULTURAL 
AWARENESS
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Drive new customer acquisition for the pre-paid strategy at a Cost 

per Checkout of $250.

Drive 2-year plan sign ups for the post-paid strategy, optimizing to an 

Add to Cart Rate of 0.85%.
Generated an effective Cost per Checkout that was 73.4% more efficient than 

the target.

Exceeded target Add to Cart Rate by 27%.

RESULTS:

GOAL:

Build a predictive model using current customers as the model seed, 

while suppressing the current customer audience, to drive new 

customer acquisition.

Leverage cross-device video, connected TV and display to improve 

brand perception and increase the likelihood that current customers 

are retained with a 2-year plan sign up.

SOLUTION:

SUCCESS STORY

TOP 10 U.S. WIRELESS 
SERVICE PROVIDER
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Increase market share for the advertiser.

CPA Goal: $350.

Drove new customers well below the $350 CPA goal, achieving a $255 CPA.

RESULTS:

GOAL:

Utilize proprietary cross-device profiles to predict which user profiles 

are likely to become new customers.

Drive scale at the lowest possible cost per sign-up (CPA) by utilizing 

proprietary algorithm to efficiently prospect users.

Leverage LiveRamp data to get existing users to add a line 

or upgrade their current phone plan.

SOLUTION:

SUCCESS STORY

U.S. WIRELESS 
TELECOMMUNICATIONS 
SERVICE PROVIDER
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Increase brand lift with Cross-Device Video and OTT. Secondary 

KPI was VCR.

Video: General Market VCR - 75%, Hispanic Market VCR – 79%

OTT: VCR – 95%

DISQO Results: Both persuasion metrics achieved statistically significant 

lifts post exposure.

• 6% lift in Brand Favorability.

• 9% lift in Brand Consideration.

RESULTS:

GOAL:

RWD recommended an audience first approach to reach 

General Market and Hispanic Super-Connectors with Cross-Device 

Video and OTT inventory to provoke emotion in order to drive a 

significant lift in key metrics.

Measure brand lift with a DISQO study.

SOLUTION:

SUCCESS STORY

MAJOR US TELECOM 
PROVIDER – PURPOSE 
CAMPAIGN



57

Increase in awareness of new messaging and brand consideration.

RWD drove a  CPSV of $11.03 for Native using ABM Audiences, far exceeding the initial 

CPSV goal of $30.

DISQO BRAND LIFT STUDY - RESULTS

RWDs MVO OLV drove a 7.4% lift in unaided awareness, 9.3% lift in familiarity, 6.7% lift 

in purchase intent, and 8.8% lift in brand favorability.

Our ABM list targeting drove a 4.6% lift in unaided awareness, 9.1% lift in familiarity, 11.4% lift 

in purchase intent, and 7.9% lift in brand favorability.

RWDs MVO CTV drove a 14.1% lift in unaided awareness and a 20.9% lift in purchase intent

Our ABM list targeting drove 3.8% lift in unaided awareness and a 7.2% lift in purchase intent.

RESULTS:

GOAL:

Utilize RWD’s custom multivariate optimization and AT&T’s 

ABM Audiences to predict which user profiles are likely to be 

more receptive to AT&T’s brand value proposition and ultimately 

engage with an ad.

Reach business and technology decision makers at company 

sizes 20+, Account-Based audiences (AT&T list of companies), along 

with current AT&T customers.

SOLUTION:

SUCCESS STORY

MAJOR US TELECOM 
PROVIDER – BRAND 
VALUE CAMPAIGN 
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Increase awareness of the service provider with Cross-

Device Display optimizing towards CPQLPV.

Cost per Page Visit and Cost per Qualified Page Visit

• Last Click PPV: $8.77

• View Through CPV: $0.89

• Last Click CPQV: $14.68

• View Through CPQV: $1.18a buzz that eventually drives interest and 

increases association of your brand with important social issues.

RESULTS:

GOAL:

Leverage rich user profile data in combination with predictive 

analytic techniques to generate a target audience of wireless 

service prospects. 

Use custom audience optimization to connect the brand 

with prospective consumers across mobile & desktop with both 

display and video.

SOLUTION:

SUCCESS STORY

AMERICAN WIRELESS 
SERVICE PROVIDER 
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Increase awareness of the cell phone service provider with Cross-

Device Display and Cross-Device Video

Display CPSO: $115, Video CPSO: $233

Display LT CPQV: $13, Video LT CPQV: $33

DISQO Results: Exposure to Video media was able to drive a statistically 

significant lift in both unaided awareness & familiarity

• Unaided Awareness: +6% lift

• Familiarity: +12% lift

• Purchase Intent: +5% lift

RESULTS:

GOAL:

Leverage rich user profile data in combination with predictive 

analytic techniques to generate a target audience of service 

provider prospects, focusing on driving an efficient Cost per Visit 

(CPV), Cost per Quality Visit (CPQV), and Cost per Submitted Order 

(CPSO). 

Measure brand lift with a DISQO study.

SOLUTION:

SUCCESS STORY

CELL PHONE SERVICE 
PROVIDER- BRAND 
LIFT CAMPAIGN
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RETAIL
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Build awareness and association with a global clothing brand through 

video views, VCR, Reach & Engagement

Increase awareness amongst target audience, whilst amplifying O&O 

publishers. 
RESULTS:
The campaign achieved high video completion rates, indicating strong 

engagement and interest from the audience. By aligning the brand's mission 

with carefully curated BIPOC O&O publishers and implementing a targeted 

cross-device strategy, we surpassed industry benchmarks and generated 

exceptional results. 

Here are the key outcomes:

OLV VCR: 78%, CTV VCR: 97%

GOAL:

To achieve the client's objectives, we proposed a comprehensive media 

strategy. This involved reaching the target audience across various 

devices such as desktop, mobile, and Connected TVs/OTT (Over-the-

Top). We aligned the brand's mission and ad spending with carefully 

curated owned and operated sites. This approach allowed us to support 

minority publishers while also ensuring the brand's message reached 

relevant audiences. 

Execute a cross-device strategy to reach the right users at the right time 

and not waste ad spend.

SOLUTION:

SUCCESS STORY

GLOBAL OUTDOOR 
PERFORMANCE  
CLOTHING & GE AR
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The objective of this campaign was to align a retail brand with the 

excitement of the Olympics, specifically focusing on celebrating the US 

women's basketball team's Olympic win. The client aimed to engage 

with basketball fans, women's basketball enthusiasts, and Olympics 

fans and watchers. The key metrics to measure success were video 

completion rates (VCR), click-through rates (CTR), and impressions 

delivered to women-owned inventory.

RESULTS:
Produced a VCR of 98% via CTV and 69.5% via OLV.

Generated just under 1 thousand clicks per day during the 3-day flight

In support of diversity and inclusivity, we delivered nearly 10% of all 

impressions to women-owned inventory

GOAL:

To maximize reach and engagement, we executed a cross-format 

messaging strategy. This involved leveraging CTV, OLV and display ads. 

This integrated approach ensured comprehensive coverage and increased 

the likelihood of capturing the target audience's attention.

Basketball, Women's Basketball, and Olympics Fans: By analyzing 

viewership patterns and interests, we identified basketball fans, women's 

basketball enthusiasts, and Olympics fans and watchers. This ensured that 

our messaging reached individuals with a strong affinity for the desired 

content and context.

SOLUTION:

SUCCESS STORY

GLOBAL  FOOTW EA R 
&  ATHL ETIC BRAND
OLYMPIC CA MPA IGN
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One of the largest global skincare brands partnered with us to drive 

online sales directly from the brand site.

Consumers in the test group, whose influencers were also shown a skincare 

product ad, significantly outperformed those in the control group.

• ROAS of $1.78 for every dollar spent

• 24.46% lift in conversion rate over the control group

• Direct site conversions increased 8%

RESULTS:

GOAL:

Create a test & control group consisting of high-propensity 

consumers and word-of-mouth influencers, identified using advanced 

audience modeling which considered household, workplace, and 

more. Both groups were messaged using identical campaign settings

The test group was the only group to include word-of-mouth 

influencers. 

SOLUTION:

SUCCESS STORY

GLOBAL SKINCARE 
BRAND
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Drive traffic and consideration of this high-end beauty retailer as 

the #1 destination for Fragrance. Drive a CTR between .08-.10%

RWD performed above the benchmark for all campaigns in 2023:

• Fragrance Q2: 0.26% CTR

• Fragrance Q3: 0.17% CTR

• Fragrance Q4: 0.14% CTR

RESULTS:

GOAL:

To achieve the client's objectives, RWD proposed Cross-

Device Display (Mobile, Desktop, Tablet), focusing on delivering a 

strong CTR among Black and LatinX/Hispanic Fragrance Shoppers.

SOLUTION:

SUCCESS STORY

GLOBAL BEAUTY 
RETAILER – FRAGRANCE 
CAMPAIGN 
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Drive quality site traffic to the retailer’s landing page, while 

running media on black owned & operated sites/publishers.

RWD outperformed the benchmark of .10% CTR during both campaigns.

• Q1 Display –0.15% CTR [above average – benchmark was 0.10% CTR]

• Q2 Display – 0.18% CTR [above average – benchmark was 0.10% CTR]

RESULTS:

GOAL:

Reach our advertiser’s target audience of African American 

adults ages 18-49, fund sensitive, auto enthusiasts, across desktop, 

tablet, & mobile inventory.

Optimize Display towards CTR and target BIPOC O&O publishers.

SOLUTION:

SUCCESS STORY

AUTOMOTIVE PARTS & 
ACCESSORIES RETAILER 
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Increase awareness and consideration of the seasonal campaign 

for global clothing brand among winter sport enthusiasts.

Site visits and product views.

The campaign achieved impressive CTRs & VCRs, indicating strong audience 

engagement and interest.

• Display CTR: 0.14%

• OLV VCR: 85%

The campaign delivered highly efficient cost per landing page views, indicating 

the successful optimization of ad spend.

• Display CPLPV: $0.71

• OLV CPLPV: $4.42

RESULTS:

GOAL:

Prospecting: Generate predictive models based on shopping 

behavior and past purchases of similar products. 

To optimize engagement and capture the attention of the target 

audience, we delivered a balanced mix of video and display ads. 

This allowed us to leverage the storytelling power of video while also 

maximizing reach through display By using both formats strategically, 

we aimed to generate higher brand awareness and consideration.

SOLUTION:

SUCCESS STORY

GLOBAL 
CLOTHING BRAND: 
WINTER CAMPAIGN
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Increase awareness and visitation for new-store openings 

among multicultural prospects.

• CTR

• Visitation

3.6MM Reach

4.58 Frequency

139,000+ Visits Driven

.84% CVR & $0.71 CPV

RESULTS:

GOAL:

• Drove Multicultural prospects to new retail locations prompting 

them to make a purchase by using Cross-Device Display carefully 

targeted to a 15-mile radius of new stores.

• The expansive reach offered by Display provided an ideal 

platform for telling the brand story, while using data to leave a 

lasting impression promoting visitation.

• Leveraged our Social Graphing tool (WOMi) to ensure the band 

remains on top of consumer trends messaging both high-value 

prospects and their everyday influencers.

SOLUTION:

SUCCESS STORY

FOOT TRAFFIC: AMERICAN 
ATHLETIC FOOTWARE & 
APPAREL
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A luxury label engaged us to create a digital plan that reflected 

the premium quality of the brand

The brand wanted to:

•Drive awareness & intent around

the Q4 Holiday sales event

•Drive qualified traffic resulting in a

positive ROAS goal

Delivered quality site traffic and conversions, as evidenced by a 7% increase in 

average order value and 34x return on ad spend.

A test-control survey determined we drove both awareness and intent around 

Q4 sales events (30-60% Brand Lift).

RESULTS:

GOAL:

We created a media plan befitting a luxury brand, as 

reflected through the use of quality transactional data, premium 

contextual placements, and impactful creative.

SOLUTION:

SUCCESS STORY

LUXURY RETAIL BRAND: 
HOLIDAY CAMPAIGN
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The client structured their US campaign to measure the impact on 

ROAS and CPM pricing when running with multiple partners within 

the same market 

Russel Westbrook Digital was added as a test partner to determine 

performance impact, with a goal of 1:1 ROAS 

Russell Westbrook Digital was the top performing partner, achieving a  ROAS 

of over $5 to $100 on attributed orders.

Continuing performance alongside our ability to scale has made us a top 

partner.

RESULTS:

GOAL:

Rather than target single dimensions of data, RWD employed multi-

variate optimization to weigh all attributes within a user’s profile, 

including negative predictors, leading to a purchase 

Marketing to word of mouth influencers was also included, in order to 

promote virality and improve conversion efficiency 

SOLUTION:

SUCCESS STORY

INTERNATIONAL SHOE 
BRAND
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Build awareness and association of the Cruise Line 

among prospective black travelers.

VCR Goal: 70%

RWD exceeded the clients VCR goal of 70%, driving a VCR of 87% .

RESULTS:

GOAL:

Increase awareness & consideration among Black 

Consumer audience by leveraging Cross-Device Video running on 

BIPOC Owned & Operated sites/publishers.

SOLUTION:

SUCCESS STORY

CRUISE LINE 
OPERATION – BLACK 
CONSUMER CAMPAIGN 
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Upper Funnel: Site traffic to specified landing pages.

Lower Funnel: Drive North American travelers to book inbound and 

domestic latam reservations.

Considered a top performer for eCTR and eCPB compared to all 

other programmatic partners.

Excelled at both last-touch and multi-touch attribution models to 

drive incremental booking activity.

RESULTS:

GOAL:

Utilize proprietary cross-device profiles to predict which user profiles 

are likely to book travel accommodations at the hotelier’s portfolio 

of latam properties.

Drive scale at the lowest possible cost per booking (CPB) by utilizing 

proprietary algorithm to efficiently prospect users.

SOLUTION:

SUCCESS STORY

LEADING HOTELIER 
LATAM BOOKINGS
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Drive North American travelers to book reservations at 

domestic properties and abroad at or below an $18 eCPB.

Excelled at both last-touch and multi-touch attribution models to 

drive incremental booking activity.

Considered a top performer for eCPB (~$13.00) compared to all 

other programmatic partners.

RESULTS:

GOAL:

Utilize proprietary cross-device profiles to predict which user profiles 

are likely to book travel accommodations at the hotelier’s portfolio of 

global properties.

Drive scale at the lowest possible cost per booking (CPB) by utilizing 

proprietary algorithm to efficiently prospect users.

SOLUTION:

SUCCESS STORY

WORLD'S LEADING 
HOTELIER
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Drive bookings across 6 Las Vegas hotel & casino locations. ​

Strong focus on ROAS, with a goal of 15% spend to revenue. ​

Drove outstanding performance month over month – beating  the clients stated 

goal and delivering  <10% spend to revenue. ​

RESULTS:

GOAL:

Utilized a proprietary predictive modelling technology, which 

analyzes all syndicated audience attributes associated with 

converting profiles to accurately predict future bookings. ​

We identified local, regional and international users most likely to 

travel to our client’s destination and utilized display to maximize 

reach and drive bookings. ​

SOLUTION:

SUCCESS STORY

BEST-IN-CLASS 
INTERNATIONAL HOTEL 
AND CASINO GROUP



75

Create and deliver an omnichannel, full-funnel campaign 

that increases awareness, boosts affinity and increases 

visitation (bookings and foot-traffic). 

Emphasis on Las Vegas DMA and local drive markets.

Custom executions to appeal to NFL fans and sport 

betting audiences.
Audio completion rates exceeded 90% (coming in at 93%). CTV came in above 

97%. 

Audiences shown both CTV and Display saw a 27% conversion rate lift.  Our 

CPA averaged around $30.

RESULTS:

GOAL:

We created an omni-channel campaign (display, video, 

mobile geofencing, audio, and CTV). 

Utilizing a proprietary predictive modelling technology, we identified 

drive-market and fly-market audiences for this Las Vegas Casino. 

We tracked foot-traffic via Cuebiq and conducted a full-funnel 

lift study, to show how different touchpoints impact awareness 

and conversion.

SOLUTION:

SUCCESS STORY

NEW DOWNTOWN LAS 
VEGAS RESORT & CASINO
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Generate new resort credit card sign ups​

Drive bookings and purchases on resort credit cards at 

an ROAS of 18:1​

Drove over 50 K monthly card sign ups​

Generated over $600 K in bookings and purchases, resulting in an 

above goal ROAS of 22:1​

RESULTS:

GOAL:

Leveraged a proprietary predictive modelling technology, which 

analyzed all syndicated audience attributes associated with 

messaged profiles to accurately predict future credit card sign ups 

and subsequent purchases​​

SOLUTION:

SUCCESS STORY

CASINO AND RESORT 
CREDIT CARD
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Strengthen awareness of the state as a summer vacation option

Engage and educate residents & visitors with the brands 

messaging to improve the tourism experience.

Drive high value travelers to seek out information and 

encourage prospects to start planning their trip.

Maximized exposure on DOOH airport screens, driving reach for 

relevant prospects arriving in the destination.

RWD exceeded the CPE benchmark achieving a CPE of $5.50 for Display

Achieved a VCR of 90% for Online Video.

RESULTS:

GOAL:

Utilized Russell Westbrook Digital’s proprietary cross-device 

profiles to generate audience models and identify high value, in 

market travelers based on past travel signals & future travel 

indicators.

RWD created an omni-channel approach, using DOOH, Cross-

Device Video and Display to build and maintain awareness, 

engage users and strengthen understanding of the brands 

messaging.

SOLUTION:

SUCCESS STORY

US MOUTAIN WEST 
DESTINATION
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Sustain and increase awareness of the destination across 

US markets.

Increase purchase consideration for summer travel in the state

Drive incremental travel among core audiences.
Drove strong site traffic, achieving an average of .14% CTR across video and 

display.

Audio provided additional value, driving an average of .12% CTR.

RESULTS:

GOAL:

RWD focused audience targeting on in-market travelers to the 

state who indicated a high propensity to plan a visit to the state in the 

near future.

Used a blend of display, video and audio to drive site traffic, 

engage users and improve recall for the destination.

SOLUTION:

SUCCESS STORY

US SOUTHERN STATE 
DESTINATION
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Foster affinity for the state as a premier summer travel destination

Boost awareness and recall for the brands proprietary 

booking platform.

Client benchmark of .3% CTR for Native.
RWD drove strong performance month over month – achieving an 

average CTR of .45%.

RESULTS:

GOAL:

Utilized Russell Westbrook Digital’s proprietary cross-device 

profiles to execute behavioral and contextual strategies focusing on 

frequent travelers, and travel-related sites.

We identified local, regional travelers most likely to travel to 

our client’s destination, and then utilized native units to drive 

awareness, engagement and consideration.

SOLUTION:

SUCCESS STORY

US WESTERN STATE 
DESTINATION
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Increase and strengthen brand awareness, brand perception, 

and affinity toward the state; as measured by CPE.

Reach an efficient cost-per-engagement of $9 or under.

RWD was considered a top performer for the campaign, far 

surpassing campaign benchmarks and achieving CPEs of $3.58 using 

Standard Display Banners and $2.57 for Rich Media Units.

RESULTS:

GOAL:

Utilize RWD’s proprietary cross-device profiles to predict 

which users' profiles are likely to book travel through the client 

website.

Leveraged Standard Display Banners and Rich Media Units –

optimizing to the best performing placements to deliver 

highly engaging messaging.

SOLUTION:

SUCCESS STORY

US MID-WEST STATE 
DESTINATION
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Promote the Southern city as a premier regional vacation 

destination to all in market travelers.

Engage consumers with the brands messaging, 

driving consideration, inquiries, and intent to travel.

Client goal of $10 CPE or under.
Across 2022, Russell Westbrook Digital consistently ranked as a 

top performing media partner

RWD achieved CPEs of $2.20 and $1.62 for Display and Native respectively.

RESULTS:

GOAL:

Created a predictive model to find relevant audiences that had 

either visited the state previously or had recently searched for 

travel destinations across the south.

Reached users via Display and Native channels, engaging 

and educating them on what the state has to offer visitors.

SOLUTION:

SUCCESS STORY

US SOUTHERN CITY 
DESTINATION



- RUSSELL WESTBROOK
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