
CPG-CASE STUDY

MOBILE ADS DRIVE 6%
LIFT IN SALES FOR 
MAJOR FOOD LABEL
PlaceIQ and 84.51˚ joined forces to bring 
together offline purchase data and real-time 
location data for targeting and measurement. 
84.51˚ has access to 95% of all transactions for 
almost 60 million U.S. consumers.

Campaign Objectives

Methodology Targeting

A major multi-category food label with a focus on organic, launched a series of new products. In order to drive trial 
and awareness, the brand wanted to run a targeted mobile campaign and measure the resulting sales lift.

The mobile campaign drove 
an average 6% lift in sales 
per household for the brand

PlaceIQ targeted audiences 
were 4 times more likely to 
be later observed at a major 
grocery chain

Map Purchase Data

Capture Purchase Data

Target Key Shoppers

Measure Sales Lift

Purchase data at household level 
(Powered by 84.51˚) is connected to 
mobile devices

Previously bought the 
Food Label 

Skew towards 
purchasing Natural/
Organic products 

Purchase competitive 
Natural/Organic 
product

Look-a-like shoppers 
to those who buy the 
Food Label

When exposed devices visit a store and 
buy groceries, purchase is captured on 
a loyalty card and then mapped back to 
household address

PlaceIQ and 84.51° data combined to 
create most effective targets. PlaceIQ 
serves ads to devices tied to the select 
home dwell.

84.51˚ measures sales lift from devices 
exposed to advertising
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We learned that shoppers 
headed to a major grocery store 
are coming from these retail 
locations. 

Sport Store

Electronic Store Clothing Store

Household Retail

Grocery Store

Results Place Visit Rate

Consumer Behavior Insights
The campaign revealed fascinating consumer insights by connecting anonymous location histories of mobile devices 
with PlaceIQ’s location intelligence platform, enabling the brand to learn more about its target audience and to utilize 

the findings to enhance future campaigns. 

35-54 year olds Hispanics 
& Caucasians

Middle to upper level 
income

Likely to dine at casual 
restaurants

Enjoy an active lifestyle, 
visiting parks and 
sporting goods stores 

Chief Household Officers More likely to shop 
organic 

For brands seeking to understand consumer behavior, PlaceIQ connects physical and digital activities across time, space, and mobile 
devices to uncover opportunities to learn and connect with audiences. PlaceIQ is a powerful, location-based audience and insights 
platform that organizes a wide variety of consumer activity data around a precise location base map at massive scale. PlaceIQ uses 
its detailed understanding of location and consumer activity to reach a targeted audience, and also to derive powerful insights about 
consumer behavior to inform market and business strategies for national brands. The company is headquartered in New York City and 
has offices in Palo Alto, Chicago, and Detroit.

www.placeiq.com   |   212.255.8570   |   info@placeiq.com


