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Source: 2013-2017 Time Spent by Medium in Canada (A18+); eMarketer, April 2017
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DISCOVER THE POWER OF

FOOT TRAFFIC
ATTRIBUTION

Target. Engage. Measure

FOOT TRAFFIC
ATTRIBUTION




Case stu dy: Fast-Casual Restaurant
Location

M Objective: Increase awareness and
Ta rg etl n g drive store visits to
restaurant locations
an d (attribute lift)
Attri b uti on Target Audience: Casual & fast food diners
Market: English Canada
Campaign Duration: 2 weeks
Attribution Partner: The
Weather




Campaign Results

Unique Visits :

Cost Per Retail Visit

41.8%
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