
48% Visitation Uplift for an  
ASX Listed Alcohol Brand

Campaign Details 
12 Weeks 
3 Advocates  
Melbourne
Full Wrap Mini Coopers

Summary
Independent measurement was performed by 
Adsquare. By comparing the daily visitation 
rate of the exposed audience versus the 
control audience’s predicted visits, the analysis 
demonstrated that people exposed to Wrappr 
advertising were 48% more likely to visit target 
alcohol retailers than people who were not. 
Adsquare measured all BWS, Dan Murphy’s, 
Bottle-O and Liquorland stores in Melbourne.

+48% Visitation Uplift

Predicted Visitors Actual Visitors

Daily Store Visits 

1863

1255

Case Study

View full independent report from Adsquare below       

https://drive.google.com/file/d/1A1PuhRMp88OtrFd_l28xuoZTK1INYm6V/view?usp=sharing

