nugg.ad and Unister send users
on holiday

Conversions for ab-in-den-urlaub.de
take off with nugg.ad

Online media seller UnisterMedia
ran a campaign for the German
online travel agent ab-in-den-
urlaub.de in August 2009. The aim
was to increase the sales of pack-
age holidays. To achieve this goal,
the media seller and advertiser
chose to use nugg.ad’s Predictive
Behavioural Targeting.

Over a campaign period of one
month, skyscraper advertise-
ments linked to ab-in-den-urlaub.
de were run on the jux.de, news.
de and preisvergleich.de web-
sites. In addition to the ads, which
were delivered using targeting, a
control campaign was run with-
out targeting. This provided a valid
comparison when the results
were evaluated.

The campaign was divided into
three phases. The first two served
to isolate the optimum target
group from a variety of individual
criteria. The first phase was used
to test individual socio-demo-
graphic and product interest cri-
teria, while the second used
various combinations which had
proved successfulin phase one. By
the third phase of the campaign,
a target group of users had been

identified with an above-average
net household income, combined
with aninterest in travel and a sta-
tus of full/part-time employed or
retired.

The effect of PBT on the conver-
sion rate is unequivocal. The nine
new bookings made with PBT, and
tracked through Post View, com-
pared to no bookings at all for
the control campaign run without
targeting. Optimising the target
group led to a significant increase
in the conversion rate within the
PBT campaign itself (see Fig. 1).

“Since we have already been wor-
king successfully with nugg.ad for
a long time, we knew that using
Predictive Behavioral Targeting
was the best choice for the ab-in-
den-urlaub.de campaign. We were
very glad, however, that the results
were so overwhelmingly clear. One
more reason to rely on nugg.ad’s
PBT in future”, commented Chris-
tian Schmidt, managing director
of Unister Media GmbH.
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Fig. 1

Conversion rates for the campaign using Targeting.
There were no conversions in the control campaign
without targeting
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