
Rethinking Coupon Marketing 
- A Closer Look



The CASE

Internal research conducted by our client, a grocery retailer, 
showed that many of their customers weren't interested in 
receiving coupon flyers by mail out of environmental 
concerns. 
We needed to help them find a smart and effective way to 
target this specific audience, keeping these customers 
engaged with our client.
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Data: The Audience & location data 

media: the approach 

Analytics: the results 



The Audience

To target people who refused our client's physical 
coupons, we cross-referenced the home addresses of 
200,000 customers who had opted out of these flyers 
with our geolocation data and satellite imagery.

 

We were then able to create a precise audience of 
these users’ device IDs, enabling our client to send 
their coupons digitally, directly to their customers’ 
phones, instead of by mail.



Data: Location Backbone 

For this campaign to 
succeed, we needed 

to determine our 
target's location with a 

high degree of 
accuracy.

We created a custom 
quality algorithm to 
score our captured 

device IDs, allowing only 
the highest quality users 

into our audience.

Carefully balancing 
scale and precision in 
this way ensured that 

our audience was broad 
enough to deliver on a 

large budget, while also 
accurately targeting the 

right users.

To further ensure the accuracy of our target audience, our 
location dataset is comprised of 100% SDK data. While it is 
much more accurate than bidstream data, SDK data can often 
be more difficult to scale.

It is rare to have access to a database like Drako's, that is wide enough 
to run a state- or province-wide campaign without compromising on 

accuracy.



media: The Approach

We A/B tested our custom 
audience alongside more 

traditional geofencing 
audiences in order to ensure 
that our custom solution was 

yielding above average 
results for our client.

We also implemented a 
website retargeting strategy 

in order to continue 
advertising to the net new 
traffic being driven to the 

client’s website by our 
campaign.



Analytics: The results 

CTR by Strategy
The campaign was a success 
across all strategies, with 

our custom audience 
yielding an average CTR of 

0.7%

To put this into perspective, 
the industry benchmark CTR 
for this type of campaign is 

usually around 0.1%



Have an idea for your campaign but not sure what comes next?

WE CAN WORK WITH YOU


