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CAMPAIGN OVERVIEW: MNI

Spring  Advertising Program 2018

• Markets: Las Vegas and Phoenix

• Demographic Target:  Adults 45+ (skews female), Food and Travel 

Enthusiasts

• Promotion Dates: 

2/1/2018 - 3/31/2018

• Campaign Elements: 

Digital Banners  and Pre-Roll Video through MNI Networks

• Campaign Success Metric: 

Target Banner ads: .15+ CTR (double national average)

Video Completion rate: 75% (75% of all viewers watch the full 

video)

• Campaign Total: $29,058.83
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CAMPAIGN RESULTS: MNI

Overall Success Metric for Banner Ads = .15% CTR 

Overall Delivered CTR for Banner Ads = .23% CTR

• DataMatch banners: 

Ordered 812,500 impressions.  Received 889,328 impressions 

and 3,612 clicks. CTR: .41%. 

• Display/keyword retargeting banners:

Ordered 649,351 impressions.  Received 650,690 impressions 

and 436 clicks. CTR: .07%. 
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• Display/Mobile Adara banners

Ordered 764,904 impressions.  Received 766,020 impressions  

and 1,629 clicks. CTR: .27%. 

• Added Value:

Ordered 268,458  impressions.  Received 271,656 impressions 

and 380 clicks. CTR: .14%. 

• Pre-roll (success metric .75% VTR): 

Ordered 457,823 impressions. Received 480,809 impressions 

and 2,820 clicks. Received 335,654 views. VTR: 70%

Total Imps Delivered: 3,058,503

Total Video Views Delivered: 335,654

Total Clicks Delivered : 8,877



MNI-Artwork Examples
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MNI-Artwork Examples
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CAMPAIGN OVERVIEW: MADDEN 
MEDIA

Spring Advertising Program 2018

• Markets: Los Angeles County, Orange County, Palm Springs, San 

Francisco, Phoenix, Tucson, Las Vegas and Seattle

• Demographic Target: Women 45+

• Dates: 

1/1/2018 – 3/31/2018
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1/1/2018 – 3/31/2018

• Campaign Total: $12,750

Elements:

Distributed and Digital Media

• The campaign included prospecting and retargeting banner ads, 

story-telling, and YouTube video views.



CAMPAIGN ELEMENTS: 
MADDEN MEDIA

Elements

• Amplified Storytelling  

• Ordered 5,500+ clicks. Received: 8,147 clicks and 

2,374,818 impressions. Over-delivered by 48%

• You Tube

• Ordered 2,500+ views. Received  6,141 views,  9,960 
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• Ordered 2,500+ views. Received  6,141 views,  9,960 

impressions and 33 clicks.  Over delivered by 145%.

• Display Banner Ads

• Ordered: 780,000 impressions. Received: 1,394,757. 

Over-delivered by 78%.  

• Ordered 1,170 clicks.  5,497 clicks received. Over-

delivered by 369%

Total Imps Delivered: 3,779,535

Total Video Views Delivered: 6,141

Total Clicks Delivered: 13,677



MADDEN MEDIA-Artwork Examples
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MADDEN MEDIA-Storytelling 
Example

Complete story: https://www.visittemeculavalley.com/wine-trails/
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MNI

Campaign Investment: $29,058.83

Total Imps Ordered: 2,953,036

Total Imps Delivered: 3,058,503

Total Video Views: 335,654

Total Clicks: 8,877

CTR:  .29%

CPM: $9.50 

Madden Media*:

Campaign Investment: $12,750

SUMMARY/INVESTMENT
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Campaign Investment: $12,750

Total Banner Imps. Ordered: 780,000. Delivered: 1,394,757 

Total Video Views. Ordered: 2,500. Delivered:  6,141

Total Story Clicks. Ordered: 5,500. Delivered: 8,147

Total Clicks: 13,677

CTR:  .36%

CPM: $3.37

*Broke out each element since some were purchased based on views or 

clicks, vs. impressions.


