
+ Actionable learnings impact 
campaign performance in addition to 
cross-channel marketing e�orts

+  Easily determine which customer 
attributes are driving performance

+ Identify and preselect those targets 
most likely to convert in other market-
ing channels

+ Save time with customizable reports 
that are tailored to the speci�c needs of 
the campaign

 

media+1 Case Study

Industry
Media and Entertainment

Challenge
A leading broadcast network wanted to learn how [x+1]’s custom segmentation could help them drive registrations and improve 
their CPA during one of their promotions. They wanted to improve the performance of their promotion’s media campaign by 
driving registrations through online advertising. They looked to [x+1] to help them reach their online goals by employing their 
custom segmentation approach to targeting. The company’s current CPA was $100 but they wanted to achieve a CPA of $45 with 
[x+1]’s help. 

Solution
Use media+1, a predictive targeting solution that uses custom segmentation and advanced analytics to:
•    Increase ad relevance and audience response rates
•    Identify the best targets and the best places to reach them
•    Leverage predictive targeting to serve relevant offers in real time
•    Select the best offer for a given modeled custom segment

Implementation of media+1:
[x+1] tracked visitor data on the company’s conversion page and landing page by placing a pixel on the pages two      weeks prior 
to the start of the campaign.  Based on the data, [x+1] built a comprehensive conversion funnel report to identify visitors who 
were converting and those who were not in addition to identifying the most predictive attributes. Armed with this actionable 
information, [x+1] was better able to pre-target the audiences who were most responsive in their initial advertising e�orts. 

After additional data was collected, [x+1] modeled the conversions, aggregating multiple variables including contextual, geo 
and behavioral data. The model allowed [x+1] to identify and target the best performing segments. Continuously re�ning their 
targeting, [x+1] made further adjustments to improve conversions within the segments that were initially not responding. 

Results
The company saw drastic reduction in CPA within a short time frame:
      
      •   Starting CPA: $100
      •   After 3 Weeks: $60
      •   After 7 Weeks: $45 (Goal CPA)

Additionally, the audience segments that [x+1] created helped the company understand who was most responsive to their 
o�er, providing them with valuable behavioral insights that the company used to inform:
•   New offer and campaign development
•   New creative and messaging
•   Product development
•   External media activities
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