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This campaign used eWebDataõs IP Targeting.  IP Targeting takes the 

traditional direct mail strategy and delivers a message in the form of 

banner or video ads on websites online.

BACKGROUND
Tafel Motors has been selling luxury vehicles in the Louisville market for over 

50 years, and their reputation for superior customer service is well known.  

This particular campaign utilized Tafelõs existing data pool for leases that 

were expiring soon and a conquest list of people who owned other luxury 

brand vehicles.  These two groups were set up as separate campaigns, 

and messaging corresponded to the vehicle currently owned by the 

particular prospect .  For example, someone whose lease was going to 

expire on an E -Class Mercedes received an ad for the new E-Class, and M -

Class lessees received the M -Class ad, etc.

CAMPAIGN RESULTS
eWebData was able to use our match -back analysis to match targeted 

customers with customers that made purchases during their sale periods.  

During the Sale/Lease special, customers from our initial data cohort 

generated a total of 46 sales and leases.  Of these conversions, 32 came 

from our IP Targeting campaign and the remainder from our control group.

ü 46 transactions attributed to the campaign 

ü 80% higher conversion rate for customers who received targeted    

display ads   

ü $383,286 in incremental revenue generated from these additional sales

TAFEL MOTORS 
MERCEDES-BENZ DEALERSHIP



This team used eWebDataõsIP Targeting.  IP Targeting takes the traditional 

direct mail strategy and delivers a message in the form of banner or video 

ads on websites online.

BACKGROUND
During the offseason, professional sports teams prepare for the upcoming 

season by bolstering rosters to gain a competitive edge.  The Gwinnett 

Braves baseball team in the southern part of the United States inked 

eWebData as part of its sales team to beef up its 2017 Opening Day and 

multi -game ticket package efforts.

CAMPAIGN RESULTS
Over a thirty -day campaign, eWebData served both video and display ads 

to more than 8k homes sourced from the clubõs Client Relationship 

Management data. At the conclusion of the campaign, the campaign with 

IP-targeted ads resulted 34% more successful than the control group without 

eWebData . See the results from our match -back -analysis for yourself: 

GWINNETT BRAVES BASEBALL



This team used eWebDataõsIP Targeting. IP Targeting takes the traditional 

direct mail strategy and delivers a message in the form of banner or video 

ads on websites online.

BACKGROUND
The Louisville Bats, a Triple-A Minor League Baseball team, wanted to reach 

their customers where they spent a considerable amount of time online. By 

utilizing eWebDataõspatented IP targeting system, the Bats were able to 

measure digital impressions and engagements on a more precise scale 

than ever before. Using transaction data from sales over the past three 

seasons, the Batsõ marketing team was able to launch an online ad 

campaign to re -engage only those that had previously purchased tickets

CAMPAIGN RESULTS
The campaign served 120,000 impressions during the two weeks leading 

into a game with several promotions. eWebData was able to generate a 

22% lift in ticket sale conversions compared  to the non -targeted control 

group. Moreover, game day attendance was estimated  at 11,000, a 68% 

statistical improvement over their 2015 average attendance of 

approximately 7,500, according to MiLB. This Match -back only accounts 

for online sales which could be tracked and doesnõt include phone orders 

or òwalk upó ticket sales. See the data shown here from the eWebData

match -back -analysis!

LOUISVILLE BATS



This test used eWebDataõsIP Targeting. IP Targeting takes the traditional 

direct mail strategy and delivers a message in the form of banner or video 

ads on websites online.

BACKGROUND
In early 2015, The Kentucky Guild of Craft Brewers was involved in the 

legislative fight for their lives against one of the largest brewers of beer in 

the world. Kentucky HB 168 was supported by their membership and 

preserved the long -standing practice of a 3 -tier distribution system, while 

closing a loophole that was used by Anheuser -Busch to operate two 

distributorships in the state.

The Kentucky Craft Brewers decided on a strategy to target legislators and 

voters directly with their message. Ultimately eWebData delivered over 

300,000 ad impressions to the state legislative offices and modeled voters in 

the districts of selected members of the General Assembly. While Anheuser -

Busch had one of the largest lobbying budgets during the 2015 legislative 

session, the Craft Brewers were able to effectively communicate their 

message using a much more cost -effective strategy and lower budget. 

CAMPAIGN RESULTS
The online response to these ads was overwhelming. While the industry 

average click -through rate (CTR) for a display advertising campaign is .08%, 

the Craft Brewer Ads received a CTR of .643% or roughly 800% higher than 

the industry average. Our targeted audience for this campaign was 

legislators and members of the legislative staff while at work, along with 

engaged voters while at home. 

The bill was passed by a 23 -13 vote in the Kentucky Senate which was then 

signed into law by Gov. Steve Beshear .     

ü CTR of 0.643%    

ü 23-13 vote     

ü The bill was passed!

KENTUCKY CRAFT 
BREWERS ASSOCIATION



This campaign paired eWebDataõsIP Targeting with Direct Mail for even 

better results.

BACKGROUND
We needed to design a measurement framework that adjusts for other 

omni -channel campaigns. Our preferred methodology is called a 

differential match -back analysis with a Return on Ad Spend (ROAS) 

calculation. Using this tool we broke down the list of prospects into 

segments based on which campaign(s) they were targeted by. Then we 

divided the revenue attributable to the campaign by the amount spent on 

advertising to calculate ROAS. 

The eWebData client (who is a national home furnishing company) was 

using our Digital New Movers tool to target new movers. Our client ran this 

campaign in three separate segments to aid in measurement. 

A) A direct mail campaign where targets only received a Direct Mail 

Piece (DMP).

B) Direct mail paired with an IP Targeting campaign, where targets 

received both direct mail and digital ads from eWebData that          

were paired to arrive at the same time.

C) The final segment of the campaign targeted prospects only 

digitally with IP targeting. 

For the campaigns above each segment produced significant ROAS.  It 

turns out people who recently moved are very likely to purchase home 

furnishings. 

CAMPAIGN RESULTS
ü Direct Mail - Produced a 2635% ROAS, which while respectable, was 

the lowest of the three measured segments. 

ü Direct Mail + Digital - Produced the second highest ROAS, simply 

adding digital ads to the direct mail campaign increased the ROAS 

from 2626% to 2951% or about a 10% increase in return by simply 

adding IP Targeted digital ads to the direct mail campaign. 

ü Digital Ads Only - This was the clear winner in this test, producing a 

ROAS of 4572% or about 80% higher than direct mail only.

While in this campaign the superior ROAS was produced by the stand -

alone digital campaign, we are big believers in pairing digital ads with 

direct mail and have seen superior performance for this tactic in other 

case studies. The net result is digital advertising with eWebData works, 

and works significantly better than any alternative. 

ATTRIBUTION ANALYSIS 
IN MULTI-MODAL 

ADVERTISING CAMPAIGNS



FINANCIAL INSTITUTION

This bank used eWebDataõsIP Targeting. IP Targeting takes the traditional 

direct mail strategy and delivers a message in the form of

banner or video ads on websites online.

BACKGROUND
eWebDataõsclient, a regional bank located in the Southeast United States, 

was looking to position itself as the premier regional banking choice for 

personal checking options in the Southeast. The bank also sought to 

support efforts in growing the number of new checking accounts. After 

completing a discovery process with the client, eWebData decided to 

launch an IP Targeting campaign that would complement a targeted 

direct mail program. We built a one month IP Targeting Campaign in 

selected regional areas to a targeted segment of the bankõs direct mail list. 

The campaign was centered around new checking or business account 

acquisitions driven to a vanity URL that was created for the campaign and 

installed with Google Analytics for tracking purposes.

CAMPAIGN RESULTS
Time on site for IP Targeting visitors was 40% higher and bounce rate was 

3.5% lower than the site average. The direct mail side of the campaign 

generated a response rate of 0.61% while the IP Targeting campaign 

generated a 1.09% response rate. An increase of overall budget by 5.83% 

for IP Targeting helped generate a 79% lift in overall campaign 

effectiveness. 



This campaign used eWebDataõsIP Targeting. IP Targeting takes the 

traditional direct mail strategy and delivers a message in the form of 

banner or video ads on websites online.

BACKGROUND
A Fortune 50, $90+ billion dollar technology company that offers numerous 

consumer and business products wanted to increase sales of its premier 

office productivity suite to both large and small businesses. eWebDataõs

patented IP Targeting technology maps IP addresses back to their 

corresponding physical mailing addresses, allowing marketers to serve ads 

to the internet users within high -value locations at the most relevant times. 

This client decided to use eWebDataõsB2B IP Targeting to reach a list of 465 

prospective companies during business hours that had never previously 

purchased this product from them.

CAMPAIGN RESULTS
Post-campaign, eWebData conducted a Match -Back Analysis to help 

determine attribution. Cross -referencing those businesses that converted 

out of the target group enabled eWebData and the technology company 

to measure and quantify the results of the campaign. 17 of the 465 targets 

purchased the advertised product resulting in a 3.66% conversion rate. The 

new customers who bought because of this campaign by eWebData

included large companies such as Goldman Sachs, 3M, and News Corp. 

eWebDataõsB2B IP Targeting excels in lead generation, sales, and even 

recruiting. 

eWebData works. 

B2B FORTUNE 50 
TECH COMPANY



This campaign used eWebDataõsIP Targeting. IP Targeting takes the 

traditional direct mail strategy and delivers a message in the form of banner 

or video ads on websites online.

BACKGROUND
When a new restaurant opens, getting the word out is important. Thatõs why 

when a Buffalo Wild Wings opened in the southeast region of the United 

States, they paired eWebData with Direct Mail. BWW opted to send 20,000 

direct mail offers to homes in the nearest six zip codes to the restaurant. The 

franchise then chose to add value to their direct mail campaign by layering 

eWebDataõstechnology on top. Nearly 8,000 homes from the same direct 

mail list received IP Targeting. The creative said, òA new Buffalo Wild Wings is 

opening near you! Look for your special offer in the mail!ó

CAMPAIGN RESULTS
The novelty of the Buffalo Wild Wings strategy was evident. Within the first 

two days of the campaign, the click through rate soared to a .21% before 

settling to an industry -beating .1%. Whatõs more important, though, is that 

those who received IP-targeted ads resulted 35% more likely to enter the 

restaurant and take advantage of the offer. 

eWebData can be every marketerõs secret weapon. Generate more traffic, 

conversions, and sales dollars with eWebDataõsIP targeting. See the Match -

Back analysis for yourself in the chart below.

BUFFALO WILD WINGS




