
Case studies (blind)



Givsly’s High Impact Unit exceeded CTR and VCR goals 

for a financial services brand

The problem 
• By incorporating their authentic values directly into creative, the brand 

outperformed benchmarks for both viewership and awareness, as 
measured by third party partners.

VCR, exceeding campaign 
goals of 65% 

74%
Gamified ‘Engage for Impact 
Display Interstitial optimized 
for intentional engagement

3.8%
Givsly’s solution 

Performance  and impact 

• A financial services brand needed to build trust among their core audience: 

members of Military, Veterans and their families

• Givsly created a gamified High Impact Unit that showed consumers this financial 
services brand is not solely focused on advertising to Military & Veterans, but is 
also taking meaningful action to support these groups beyond their core offering 

The targeting 
• Using Givsly’s targeting segments built from nonprofit data, the brand delivered 

the campaign in areas where a higher concentration of people have volunteered 
or donated to support Veterans and Military

• The campaign also targeted traditional audiences for the brand through the DSP, 
as well as Low Carbon inventory as implementing sustainable media is a 
strategic pillar for the brand 

+79
Volunteer Veterans enabled to support 
the creation of strong, healthy and 
sustainable communities 

CASE STUDY: FINANCIAL SERVICES



Givsly exceeded awarenesss and attention benchmarks 

for a major sports league brand 

The problem 
• By incorporating their authentic values directly into creative, the brand 

outperformed benchmarks for both viewership and awareness, as 
measured by third party partners.

Higher impact on attention 
likelihood than benchmarks 

15%
Higher lift in series
brand awareness than 
benchmarks

100%
Givsly’s solution 

Performance  and impact 
• A leading entertainment brand needed a differential way to drive awareness and  

tune-in metrics for an upcoming series. 

• The series was anchored on Sports, so we developed a strategy and High Impact 
Creative unit that would help the brand demonstrate their commitment to 
advancing Sports by starting at the very beginning – on local fields in 
communities where kids pick up their first ball. 

The targeting 
• Using Givsly’s targeting segments built from nonprofit data, the brand delivered 

the campaign in areas where a higher concentration of people have volunteered 
or donated to support youth sports development. 

• The campaign also reached traditional audiences based on their past viewing 
behaviors of similar series and related events. +378 

Sports equipment 
sets for children 
helping foster mental, 
physical and social health 

CASE STUDY: SPORTS 



Givsly’s media strategies amplified brand recall and 

purchase intent for a leading beauty brand 

The problem 
• The brand boosted awareness for its product and charities, surpassing 

all pre-campaign benchmarks from CTR to purchase intent. 

Increase in purchase intent 
vs the CPG benchmark

2x
Givsly’s solution 

Performance and impact 

• A national beauty brand needed to drive awareness and ultimately sales of 

their long wear lip brand that also supports mental health

• In a crowded market, the brand needed a way to connect with consumers on a 
deeper level. We started by examining their brand DNA – which is all about 
beauty from within, which starts with self confidence and mental health. 

• Givsly created a High Impact Video Unit that demonstrated the brand’s 
commitment to taking action to advance mental health through a Givsly Impact 
Wrapper, alongside an OLV asset focused on promoting the product features and 
benefits. 

The targeting 
• The brand used traditional segments to reach consumers who had previously 

purchase beauty products – including make-up, skincare, and hair products. 
• The campaign also ran in contextually targeted inventory focused on Beauty, 

Lifestyle, and Fashion inventory. 

Unaided brand recall vs the 
CPG benchmark

4x

+369

CASE STUDY: BEAUTY

Individual people provided
with mental health support 
and services in times of 
critical emotional need  



Givsly Impact 
Report 



Post campaign, Givsly provides reporting that captures digital 
performance, and real-world donation impact

GIVSLY IMPACT REPORTING
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