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Insurance Industr
Brand Uplift Study

One of Australia’s largest insurers leveraged wrapped
Electric Vehicles to promote a relevant insurance . .
message with 360° wrapped vehicles. Campaign Details
Wrappr advocates who own EVs were selected g ,[\A\/]g\?i:tes
because of their unique ability to reach other EV

owners and their movement and concentration in the Sydney

brands target areas. The campaign exposure was Full Wrap

370% skewed towards EV owners, compared with
the general population, and the brand uplift results
demonstrate the enormous impact that this had when
combined with the right message context.

Attribution modeling, independently conducted by
Lumos and Cint, was used to measure upliftin the
exposed audience against an unexposed control.

Uplift on Key Brand Metrics

Consideration Uplift 26%

Recommendation Uplift 17%

Purchase Intent Uplift 12%


https://spotlumos.com/
https://www.cint.com/platform-market-research-technology?utm_term=cint&utm_campaign=Google+Paid+Ad%20Brand%20Keywords%20APAC&utm_source=Google+Paid+Ad&utm_medium=ppc&hsa_acc=2749499956&hsa_cam=12863329635&hsa_grp=120277761006&hsa_ad=517337054784&hsa_src=g&hsa_tgt=kwd-52572473&hsa_kw=cint&hsa_mt=b&hsa_net=adwords&hsa_ver=3&gad_source=1&gclid=CjwKCAjw8diwBhAbEiwA7i_sJdaTrk4rlpPzjH9uWlYeMxHrsoGqG8gMI7BCms62ebeLiLxGVTd6PhoCONwQAvD_BwE

