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Companies 
Who’ve Said 
“WHY NOT”

Agencies

Brands



Upper Funnel Alley-oop MF-LF Assist

Cross-Device Display
Desktop // HTMLS // Interstitials

Native
App Install \\ 
Content \\
Gmail

Audio
Music //  Streaming Radio //
Podcasts

Shaping your brand is an ongoing process. Link your identity, 
values, and personality to your message with these new and 
emerging formats.

Standard Video
Pre-Roll // Mid-Roll // Interactive 

DOOH
Billboards //  

Charging Stations //
Airports // Gyms etc.

Advanced TV (OTT & CTV)
Precision Targeting \\

Multi Format Optimization & Lift

Rich Media
Dynamic Content \\ Custom Ad Formats

Universal Banners \\ Interactive



Navigating
Cultural Bias

All Campaigns are Custom
Built and Exclusively 1:1

• Cross-device enabled (4 devices per 
user)

• Up to 60,000 data signals to 
decision

• Profiles updated in real time and re-
scored every 24 hours

• Integration with 250+ 3rd party data 
provides to enrich RW Digital’s 
targetable profiles.

• All profile data is cross checked & 
validated to heighten targeting 
efficiencies against our multicultural 
profiles.
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A few of our 250+ 3rd Party Data Providers:

Purchase-Based Search-Based

Content-Based Language-Based

Geo-Based
Demographic 

Attributes



Prioritizing Performance

Any attribute that, when present in a 
profile, increase that profile’s 

probability to convert following as 
exposure.

Negative Predictors

Any attribute that, when present in a 
profile, decrease that profile’s 

probability to convert following as 
exposure.

Positive Predictors

Value of Combination

By evaluating all predictors, positive 
and negative, at the profile level, RWD 

generates more accurate predicators of 
future user behavior that can be 

achieved by traditional targeting or 
standard lookalike modeling.

RW Digital’s performance algorithm takes in to account all +/- predictors in 
each multicultural consumer’s profile before evaluating how much their worth 

to the specific campaign based on targeting parameter’s as well as live 

performance reads.



#31087561832

Propensity Score

Positive Predictors Negative Predictors Result

Attribute Value Present Attribute Value Present

Coefficient = 3.54: Exposure to 
Advertisements  » Walt Disney  » 
Heavy Viewers

4.78 PRESENT Past Purchase >> Food and Drink >> 
Liquor and Spirits -4.52 ABSENT 4.78(1)

– 4.52(0)

Coefficient = 4.87: Demographics » 
Presence of Children » Children in 
HH: Age 3 to 9

1.98 PRESENT
Demographic >> Household >> 
Presence of Children >> Without 
Children

-0.86 ABSENT 1.98(1)
– 0.86(0)

Coefficient = 1.99: Entertainment » 
Movies » Genre » Musicals

1.01 ABSENT
Coefficient = -1.06: Interests » Arts & 
Entertainment » Reading  » Interior 
Decorating

-3.97 PRESENT 1.01(0)
– 3.97(1)

Coefficient = 2.78: Custom 
Categories » Disney Brand Buyers

4.87 PRESENT
Lifestyle Statements >> Health and 
Diet >> Don't Have Time to 
Prepare/Eat Healthy Meal

-1.06 ABSENT 4.87(1)
– 1.06(0)

Coefficient = 1.75 : WOMI » MP 
#59703269665 » Family » 
Influencee

1.63 PRESENT
Lifestyle Statements >> Health and 
Diet > Active Health Management 
Below Average

-1.21 ABSENT 1.63(1)
– 1.21(0)

Master
Profile

04.786.762.797.669.29
2.5

5.0

7.5

9.29



Algorithmic Optimization
Example Ranked Order Output

Bid Magnification
The magnitude of the bid amount for a given 
profile is dictated by the relative propensity score.

Understanding Audiences
Propensity scores can be transformed into class 
probabilities for higher degrees of interpretability. 

Increased CR
Higher propensity scores equate to a higher 

probability of converting after being exposed to 
an advertisement.

Return On Investment
Profiles with higher propensity scores are worth 

spending more on given that they have a higher-
than-average probability of converting. 

Rank Profile Score

1 47191020930 9.89

2 57430596082 5.39

3 59703269665 3.40

4 67905784116 3.29

5 28061083315 0.96

6 37199820984 0.61

7 18065549519 9.89
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• Ability to amplify on diverse owned and 
operated inventory.

• Existing partnerships with premium 
publishers across all our digital tactics.

Scale
Access to 92% of biddable 
inventory on the open exchange.

92%



Gain valuable internal audience insights to 
better understand and engage with your 
target demographics.

RW Internal Audience Insights

Create customized dashboards 
that provide real-time data 
visualization and analytics 
tailored to your specific 
business needs.

Custom Dashboards

Ensure brand safety and optimize viewability to 
protect your brand's reputation while maximizing

ad visibility.

Brand Safety & Viewability

Leverage third party 
measurement tools for
unbiased and accurate 

assessments.

Third-Party
Measurement

Custom Reporting,  
Measurement & Brand Safety



THANK YOU



Drop the fakes. 
Tackle the challenges of stale 3rd party data to 
effectively target potential shoppers by 
identifying profiles that live, work and socialize 
together. 

Our WOMI social graph identifies everyday 
influencers – friends, family, coworkers, etc. 
taking the conversation offline increasing 
awareness and consideration.

6

WordOfMouth
Influencers

AUTHENTIC AUDIENCES



Real People
Real Influence

3. RW Digital delivers messaging to both 
high-value prospects and their 
everyday influencers, including their 
friends, families, classmates, 
coworkers, etc. to amplify word-of-
mouth.

2. Using co-location, standard audience 
data, and purchase-patterns, RW 
Digital identifies friends/family/co-
workers/ etc. 

1. RW Digital builds a naïve 
model within our DMP profile 
universe, identifying high-value 
campaign prospects specific to the 
campaign’s targeting parameters

AUTHENTIC AUDIENCES

The Influencer 
Movement
Meets Digital 
Advertising
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