Attribution Case Study:
Beer Brand



O

How Brand X Used
Out-of-Home Attribution

to Sell More Beer




Strategy

To prove out-of-home can
effectively increase foot traffic to key
POls and directly impact sales we
implemented a variety of strategies
from placement type, location data
and customer insight, all of which

were evaluated for impact.
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Location

Proximity to Distribution Retailers

Points of Interest

Grocery Stores, Convenience Stores, & On-Premise

Placement Types

Freeway Bulletins, Directional Street Bulletins, Stadium Bulletins



O

Who Was Exposed, Who
Visited & What Placements

Performed Best




Methodology

|dentify Audiences
In The Physical World

We collect location observation data on daily basis,

which includes lat/long, time stamps and mobile IDs.

Our audience panel collects 2.8 billion location
observations every day, which allows us to map the the

mobile journey for 300 million unique IDs.

(Yes, your phone is one of them.)
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Track Exposure

to Placements

The proximity and direction for an individual or device
to be exposed. The viewshed takes into account

obstruction and speed of traffic.

For perspective, a bus shelters viewshed distance might
only be 50 feet, but a billboard may be 100 yards.

We then identify each location observation from every
placement’s viewshed throughout the campaign,

matching the mobile ad ID in our database.
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Match Visitation

to Stores

We create a polygon over the footprint of the the POls
using property parcel data, collecting all the location
observations from each distribution location, over the

course of the campaign.

Then we match the mobile ad IDs from those within the
viewshed to those who entered the polygon to confirm
who was exposed to the OOH campaign, and who later

visited a distributor.




Campaign Optimization

. . . EXAMPLE
|dentify which placements had the highest exposure to
audiences that visited retailers. Placement Performance
After cutting the lowest performing placements, we Percent Exposure to Retail Visitors by Unit
tested new placements (lookalike) that had high
exposure to audiences that converted, as well as test D7005
similar environments in new markets. D7006
8198
D7017
@ Total Exposure D7001
118
8021
/7' Ad Effectivness 6222
il 121
8234
8174

In-Store Traffic & Sales Lift
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Based on Results

Brand X Increased Their
OOH Spend by +400%




Results

Results were measured by type of retailer as
well as individual placement performance
on driving traffic to POls, allowing us to

optimize future planning selections.

Overall, market by market we saw favorable

increases in every category.

Total Sales Lift
Across All Markets

+127%

Foot Traffic Lift
Across All Markets

Ad Effectiveness
Across All Markets

+15%




Market by Market

Market 1

Market 2

Market 3

Market 4

Total Foot Traffic Lift By Market

+127%

+37%

+1327

+29%

Allocation of Lift By Distributor

Bar/Restaurants
B Convenience

B Grocery

359, ) 31%

33%

35%
49%

16%

33% Jsm

35%

27%
49% ’

24%

Total Sales Lift

+3.2%

+57%

+207%

+19%




ptimizing for
Placements That Led to
arket by Market Growth




Market 1 Results

Total Sales Lift +3.2%
Foot Traffic Lift +12%
Ad Effectiveness +9%
Across All Markets

Total Placements 18

Placement Performance

For audiences who were exposed & visited the stores,

percentage of this group that viewed each unit:

51003W
10745
51018N
37202
21052
51005W5
51005W2
51005W4
51005W1
51049N
53044E
22042
15012
660252
51064E
23482A
23483A
22082

- 3%

1%

I 1%

I 0%

6%

6%

5%

4%

8%

8%

8%

8%

8%

11%

13%

13%

19%

41%




Market 2 Results

Total Sales Lift +5%
Foot Traffic Lift +3%
Ad Effectiveness +1.5%
Across All Markets

Total Placements 25

Placement Performance

For audiences who were exposed & visited the stores,

percentage of this group that viewed each unit:

D7005
125
D7006
1104
8198
D7007
D7017
106
D7001
D7002
118

268
8021
8182
8222
105

121
8026
8234
8286
8174
A9004
8320
630
D9003
8195
250
2039
101




Market 3 Results

Total Sales Lift +20%
Foot Traffic Lift +132%
Ad Effectiveness +47 %
Across All Markets

Total Placements 25

Placement Performance

For audiences who were exposed & visited the stores,

22041
25L
210N
21032
10801

31036W5

22161

3.10E+09

22021
17122
3101952
14864
220M
15782
31017W
16563
22032
10992
31018E
31021E
14481
31021W
31025W

percentage of this group that viewed each unit:

— 29%




Market 4 Results

Total Sales Lift

+19%

Foot Traffic Lift

+29%

Ad Effectiveness
Across All Markets

+4.3%

Total Placements

64

Placement Performance

For audiences who were exposed & visited the stores,

percentage of this group that viewed each unit:

1786
10025-A
10029-A
10020-A

02-15530
10006-A
003841-A
02-8566D
48S-003
02-10050
02-8038C
02-32280
10032-A
PHX-032A
003866-A
12860
20480
12680
485-010
36-025
28690
26660
00012490
24530
04-8402H

00010350

04-8405C

24890
003902-A
32800
27430
13310
25000
56880
WG9A-D
18760
WG9
26920
13550
29030
13700
20600
26670
29840
2-85400
28370
27020
00011640
03-22310
18880
33300
00012070
19120
26560
21900
00011230
19220
32920
80150
41150
02-10090
27480
003885-A
24350
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Demographic Profile For Exposed Audiences

OCCUPATION TOP 5 ESRI LIFE-MODE GROUPS

12%

Education & Heaith [ 22 Family Landscapes
Business & Finance | 2
Blue Collor [ 6
Admin & Support _15% Rustic Outposts
Retired [
Sales I 0

Middle Ground 1%

1%

Affluent Estates 1%

$100k-$124.9k
$125k-$149.9k
$150k+

Tech _5% Cozy Country Living _10%
INCOME B Viewed [ Viewed & Visited BEER CONSUMPTION
<$20«  —
$20k-520.0k  —
$30k-539.0k | ——
S40k-$40.0k  —
$50k-550.0k  EEE—
$60k- 5749k I —S5S———a
575K~599. 9K |
I
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3% 6% 10% 13% 16% Light Domestic Regular Imports Microbrew

TOP 5 ESRI SEGMENTS

Southern Satellites 6%

Middleburg 6%

Soccer Moms 5%

4%

Bright Young Professionals

Green Acres 3%

AGE

18-34 35-50 Retired




How Brand X grew their business
with Billups attribution.

|dentified which type of placements had the Increased foot traffic to retailers by optimizing
highest exposure to the targeted audience. key placement performance.

Selected freeway bulletins, directional street Optimized in market sales by increasing foot
boards or stadium placements based on traffic from frequent purchasers and

location data for converted audiences. delivering in-route trigger reminders.

Optimized market reach for targeted
audiences using POl proximity and market

demographics.
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Find Out More About
Billups Attribution Today







