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A Network of Sensors Like Never Before 

Physical and Digital Behaviors are No Longer Separate Mobile is Evolving Mobile? 

Connecting the Physical and Digital Worlds 
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The End of Silo-based Planning 
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Place Visit Rate (PVR™) 
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Unprecedented Collaboration 
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Campaign Setup 

PVR	
  



•  Rentrak set-top-box data is 
matched to residences within a tile 

•  We target the tiles that have the 
highest percentage of target 
network viewership 

•  PlaceIQ connects mobile devices 
to those tiles allowing us to 
identify specific network viewers 

PlaceIQ is the FIRST company 
 to partner with Rentrak to deliver  
TV viewership targeting in Mobile 

How Did We Target TV Viewers? 



Group 1 
Audiences who were not 
likely to view TV Channels 
where Brand X ads were 
running and received no 
mobile ads 

 

Group 2 
Viewers of TV Channels 
where Brand X ads 
were running who 
received no mobile ads 

Group 3 
Viewers of TV Channels 
where Brand X ads were 
running and received 
mobile advertising 

Driving Store Visits 

Methodology: Plan for the Consumer, Not the Medium 
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Driving Store Visits 
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TV’s Impact on Place Visit Rate 
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Also top retail destinations for the converted audience 	
  



Conclusions: Driving Store Visits 
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Next Steps for TV 
•  Using mobile to target TV audiences - use real 

behavior to identify best prospects and what 
they watch 

•  Using mobile to measure attribution of TV/mobile 
campaigns 

•  Combining the power of the two demonstrate 
significant lift 

Next Steps for TV 
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Thank you 


