
Incremental Sales Lift

TV & Streaming Ads Drive 119% Incremental Lift in Auto Sales 
CASE STUDY  /  AUTOMOTIVE

Increase sales for target models by 
reaching consumers in the segment 
via TV and Streaming

In-market for either of the two specific 
models or competitor models

Linear TV
TV360
Impression-Based Addressable
Streaming Addressable 

Source: Experian served as safe-haven matching partner. Consumer segments provided by LiveRamp. Automotive sales data provided by Experian. Exposure Window: Feb. – Mar. 2024.  
Attribution Window: Feb. – April 2024. Base MSRP was used to calculate Net Incremental Revenue. Estimated incremental revenue earned per ad dollar spent = Net Incremental Sales Revenue / 
Ad Spend. Incremental Sales = Number of  Exposed HHs * (Exposed Buy Rate –Unexposed Buy Rate). Incremental Lift = (Exposed Buy Rate – Unexposed Buy Rate)/Unexposed Buy Rate.
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GOALS TARGET SOLUTION

• HHs exposed to both TV & Digital resulted 
in 989 incremental target model sales

• Net Incremental Revenue = $29M

• ROI = $61.59/dollar spent

• Within their respective competitive classes, each target model experienced a higher share of sales within the 
exposed group (exposed to TV & Streaming) compared to the unexposed group.

• 33% of exposed households saw 11+ ads which accounted for 40% of exposed purchases, thus, greater 
frequency resulted in a sizable portion of sales.

• Nearly 30% of sales occurred post-flight during the 30-day attribution window, proving the halo effect of campaign 
messaging.
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