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Addictive Mobility

Objective: Increase awareness and 
drive store visits to 
restaurant locations 
(attribute lift)

Target Audience: Casual & fast food diners

Market: English Canada

Campaign Duration: 2 weeks

Attribution Partner: 



Addictive Mobility

Unique Visits

3.3K

Exposed Conversion 
Rate

1.37%

Cost Per Retail  Visit

$6.02

41.8%

Control
Conversion Rate

0.97%
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