
A wel lness brand known for i ts  plant -based feel  f ree  
tonic ;  we partnered with Botanic  Tonics during a 
pivotal  shift—evolv ing from a performance -only  
advert is ing strategy del ivered across two channels  
into a ful ly  optimized,  ful l - funnel ,  mult i -channel  
marketing approach.  By expanding into a diverse mix 
of  channels  and campaign object ives ,  we helped drive 
stronger performance across the board.

Original ly  l imited to Meta and Google Shopping,  
NuVoodoo boosted performance r ight out of  the 
gate—driv ing an 84% increase in  Meta ROAS and 
l i f t ing Google CTR by 52%.  But we didn’t  stop there .

We transformed the strategy into a ful l - funnel ,  mult i -
channel  approach.  We incorporated campaign 
object ives beyond conversions to include awareness ,  
considerat ion,  loyalty ,  and advocacy,  introducing 
contextual  TrueView,  pre -rol l ,  and programmatic  
brand awareness campaigns,  store locator campaigns 
on Meta and Google ,  MNTN prospecting and 
remarketing,  and Meta Subscriber campaigns.

M A R K E T I N G T A C T I C S

»  Facebook & Instagram Display and Video Ads 
( including brand awareness ,  prospecting and store 
locator campaigns)

»  Contextual  YouTube TrueView & Pre -Rol l  Ads

»  Contextual  Programmatic  Ads

»  Google Shopping,  Search & Store Locator Ads

»  MNTN Prospecting & Remarketing Ads

»  Custom Brand Li ft  Studies

»  Developed persona targets and advert is ing 
strategies

+20%

+14%
H I G H E R  R O A S  
O V E R A L L

T O T A L  
A D  R E V E N U E

Botanic Tonics
TONICS & SUPPLEMENTS

I M P R E S S I O N S

+82%

+38%
W E B S I T E  T R A F F I C  
G R O W T H



An international  drinkware manufacturer with an 
establ ished Business -to-Business (B2B) presence,  we 
began our partnership with MiiR as they made the 
strategic  decis ion to expand into the Direct -to-
Consumer (DTC) market .  After a year focused on

customer research and bui lding a foundation of  brand 
awareness ,  we leveraged the success and insights of  
these efforts  to further evolve our strategy in 2023.

Our team crafted a balanced and robust  Direct -to-
Consumer (DTC) marketing strategy,  implementing a 
complementary mix of  digital  tact ics  to continue 
growing brand awareness and nurture customer 
relat ionships through every step of  the sales funnel .

Through these efforts ,  we were able to exceed our 
cl ient ’s  sales  goals  for  Q4,  s ignif icantly  reduce annual  
ad spend,  and contribute to impressive YoY growth in 
DTC sales .  growth, the Client turned to NuVoodoo.

M A R K E T I N G T A C T I C S

»  Instagram Display and Video Ads

»  Contextual  YouTube TrueView Ads

» Programmatic  Audio Ads

»  Google Shopping Ads

»  Email  Campaigns and Automated Flows

» SMS Campaigns and Automated Flows

» Custom research to identi fy  customer

characterist ics ,  preferences ,  behaviors ,  and att itudes

»  Tested brand imagery ,  messaging,  and del ivery

tact ics  to optimize marketing results .

+625%

R E D U C T I O N  
I N  A D  S P E N D

+17%
D I R E C T - T O -
C O N S U M E R  
R E V E N U E

R E T U R N  O N  
A D  S P E N D

MiiR
DRINKWARE

35%



Due to the pandemic ,  CSUN’s  annual  
Assist ive Technology Conference moved 
onl ine.  Our object ive :  Drive registrat ions the 
two weeks prior  to the event date .

NuVoodoo developed a comprehensive 
targeting strategy designed to engage the 
most-qual i f ied prospects  to register for  their  
event .  In two weeks ,  CSUN saw a f ive -fold 
increase in paid attendance and gained over 
one mil l ion impressions v ia a mult i -network,  
mult i -channel  digital  d isplay campaign.  

M A R K E T I N G F E A T U R E S

»  First-Party Data Custom Audiences

»  Lookal ike audiences that  “ looked l ike”  their  
First-Party audience from a data standpoint

»  Retargeting Previous Attendees (Winter ‘22)

»  Use Facebook,  Instagram, L inkedIn and 
Geofencing strategies to increase awareness 
and convert  to attendees

»  Optimized each platform according to 
strategy

»  Ful l  d isplay creat ive package

1MM+

5X
I N C R E A S E  I N  
T I C K E T  S A L E S

+154%
O F  F O R E C A S T  
I M P R E S S I O N S

I M P R E S S I O N S

CSUN SUMMER ‘21 + WINTER ‘22

ASSITIVE TECHNOLOGY CONFERENCE



As the leading furniture retai ler  across 
the Midwest ,  Watson’s  is  always thinking 
outside the box when it  comes to gett ing 
their  commercial  message to the r ight 
people .  

Ut i l iz ing a v ideo campaign in the 
YouTube and Google ecosystems,  
Watson’s  and its  associated brands were 
able to serve more impressions 
throughout the year to more qual i f ied 
prospects  in several  key markets ,  at  a 
f ract ion of  the cost  of  regular TV 
commercial  buys .  The result :  a  substantial  
increase in in-store traf f ic  and sales .

M A R K E T I N G F E A T U R E S

»  Data-driven strategy and tact ic

  recommendations

»  Campaign creat ive spl it  test ing and 
optimizat ion

» Weekly  campaign targeting tweaks and

  budget optimizat ion

» Ongoing best  pract ices consultat ion

+10%

1,600+
C A M P A I G N S

+1B
I M P R E S S I O N S

I N - S T O R E  T R A F F I C

WATSON’S
FURNITURE STORE



COX MEDIA GROUP
ATLANTA, GA

#1

W S R V - F M
M E N  2 5 - 5 4

#1
W S B B - F M
P E R S O N S  2 5 - 5 4

W S B - F M
W O M E N  2 5 - 5 4

#1

2020 wasn’t  k ind to a lot  of  industries ,  and 
one of  the industr ies  hit  the hardest  was 
radio .  Cox Media Group in At lanta,  GA knew 
that their  radio stat ions needed to deploy 
ef fect ive marketing strategies to stay 
competit ive in a vast ly  shrinking economic 
landscape.  NuVoodoo deployed surgical  
marketing strategies to target the audience 
that  mattered most to each stat ion.  The 
result  was sustained #1 rankings in each 
stat ion’s  most desired demographic .  

M A R K E T I N G F E A T U R E S

»  Data-driven strategy and tact ic

  recommendations

»  Employed NuVoodoo’s  proprietary data

  analys is

»  Targeting/retargeting strategy design

  and implementation

»  Mult iple tact ics  used to reach l ikely

  Rat ings Respondents in various ways

»  First-Party Data Custom Audiences

»  Optimized each platform according to 
strategy

» Bi-weekly  metrics

»  Ongoing best  pract ices consultat ion

» Copy assistance



In 2020,  NuVoodoo’s  pol it ical  d iv is ion 
managed the digital  strategy on behalf  of  the 
campaign to re-elect  Harvey Ruvin to the 
Miami-Dade Clerk of  Courts .  As an incumbent 
already pol l ing favorably ,  the Ruvin campaign 
leveraged NuVoodoo’s  data-driven approach 
to marketing as an insurance measure for

overwhelming top-of-mind awareness and 
unaided recal l  at  the bal lot  box.

Our team put forward a four -week,  laser-
focused digital  advert is ing effort ,  matching 
off l ine data to onl ine act iv ity ,  ensuring that  
every dol lar  spent reached registered,  l ikely  
voters  in areas of  the county most valuable to 
the race.  Only f ive out of  14 Democrats  won 
their  races in Miami-Dade,  including Ruvin.  In 
doing so,  he beat his  opponent by more than 
46%,  nearly  seven points  higher than the 
margin of  v ictory for  any other Democrat  and

far exceeding what the pol l ing suggested.

M A R K E T I N G F E A T U R E S

»  Data-driven strategy and tact ic  
recommendations

»  Targeting/retargeting strategy design

   and implementation

» Campaign creat ive spl it  test ing and 
optimizat ion

» Weekly  campaign targeting tweaks and

  budget optimizat ion

» Bi-weekly  metrics

»  Ongoing best  pract ices consultat ion

» Copy assistance

216K+

M A R G I N  O F  
V I C T O R Y

73%
O F  A L L  V O T E S  
C A S T

V O T E R S  
R E A C H E D

HARVEY RUVIN
MIAMI-DADE CLERK OF COURTS

46%



The Jewish Foundation was happy with their  
s ite  design but not much else .   They needed 
their  s ite  to be faster ,  rank better in search 
engines ,  and not be such a chore to update.

The s ite  was bui lt  on a discontinued and 
unsupported vers ion of  Drupal  and running on 
an obsolete host ing environment that  was 
both s low and presented security  r isks .  
“Normal”  tools  to migrate the code and 
content weren’t  working.  On top of  that ,  the 
site wasn’t  optimized for Mobile ,  nor was it  
properly  tagged for SEO.  

Migrat ion to Wordpress  and PressPlatform 
Enterprise Host ing –  NuVoodoo’s  team rebui lt  
the s ite  from the ground up using Wordpress .   
The s ite ’s  speed increased a whopping 67%,  
Ranks on targeted SEO terms increased 33% in 
the f i rst  90 days ,  and the t ime and effort  
necessary to manage content dropped 
tremendously !

PROJECT HIGHLIGHTS

»  90 Day Rebui ld Process

»  Security  Enhancements

»  Enterprise Host ing

» SEO Workup

» Workf low Improvements

67%

S E O  B O O S T  
I N  9 0  D A Y S

100%
S E C U R I T Y  
A U D I T  P A S S

S P E E D
I N C R E A S E

33%

JEWISH FOUNDATION
OF LOS ANGELES



The Hipsetter  Group is  an agency in Florida 
special iz ing in helping NASA Astronauts 
establ ish a digital  presence.  They needed a 
fast  and cost-effect ive way to get  s ites  onl ine.

I t ’s  tough to get  on an Astronaut ’s  schedule ,  
so wrangl ing assets  and shepherding s ites  
through the design process were al l  even more 
complicated than usual .   

We were thri l led to launch KarenNyberg.com, 
VickieKloeris ,com, and 
DougHurleyAstronaut .com on Pressplatform 
SMB, with al l  s ites going l ive on t ime and on 
budget .  Doug’s  s ite  was even l ive in t ime for 
his  Netf l ix  Special !

PROJECT HIGHLIGHTS
»  3  s ites  in 4 months
»  Affordable SMB Host ing
»  Commerce Integrat ion
»  SEO Workup
» Cl ient Able to Update v ia Layout Bui lder

ASTRONAUT SITES
HIPSETTER GROUP



In i ts  return as an in-person event for  the 
f i rst  t ime s ince the pandemic shutdowns,  
HFJ was in a “do -or-die”  posit ion.  A 
change in venue and structure required 
strong communicat ion and advert is ing.

NuVoodoo developed a comprehensive 
targeting strategy designed to engage 
previous fans and new audiences al ike to 
purchase passes for  the event .  In one 
month,  HFJ sold out of  the top t ier  t icket  
levels  and near sel l -outs  in other 
t icket ing categories .  I t  proved to be the 
best  year by far  for  the fest ival  s ince new 
management began running the show in 
2017.  

M A R K E T I N G F E A T U R E S

»  First-Party Data Custom Audiences

»  Optimized each platform according to 
strategy

» Ful l  d isplay creat ive package

» Consult ing with organic  social  media 
post ings 

»  Custom designed t icket ing platform 

»  Website development and management

600K+
I M P R E S S I O N S

SOLD OUT
3  T i e r s  o f  P a s s e s  
i n  3 0  d a y s

2X
S a l e s  o f  p r e m i u m  
t i c k e t s  s o l d  Y o Y

HUCK FINN JUBILEE 

BLUEGRASS MUSIC FESTIVAL 2022

This Photo by Unknown Author is licensed under CC BY-NC

HUCK IS BACK!

October 7-9

https://www.pngall.com/click-here-button-png
https://creativecommons.org/licenses/by-nc/3.0/


Our Object ive :  Drive fest ival  goers  in Hermosa 
Beach to attend Fiesta Hermosa.  

I t  was important to the c l ient  to reach fest ival  
attendees of  recent events that  contained an 
audience s imilar  to their  target .  

M A R K E T I N G F E A T U R E S

»  Optimized targets according to 
GeoConquest ing strategy

»  “Looked back” to previous events to capture 
device IDs of  previous attendees of  the St .  
Patrick ’s  Day Parade and Beach Li fe  Fest ival .  

»  Using those captured device IDs ,  del ivered 
ads over a four-week period to increase 
awareness of  the event and drive attendance

460K+

2.9K
T I C K E T S  S O L D

+117%
O F  F O R E C A S T  
I M P R E S S I O N S

I M P R E S S I O N S

FIESTA HERMOSA
ANNUAL HERMOSA BEACH FESTIVAL



747,298

C L I C K - T H R O U G H  
R A T E  ( A B O V E  
I N D U S T R Y  
A V E R A G E )

10x
I N C R E A S E  I N  
B R A N D  A W A R E N E S S

I M P R E S S I O N S
D E L I V E R E D

Sierra Nevada
INNINGS MUSIC FESTIVAL

.11%

As a leading craft beer brand, Sierra Nevada sought to enhance brand 
awareness and drive sales within the local market surrounding the Innings 
Festival 2024. The brand aimed to leverage innovative digital marketing 
strategies to achieve impactful engagement and long-term consumer 
interest.

CHALLENGES
» Increase brand awareness in a crowded beverage market
» Drive consumer engagement during and after the festival
» Convert digital engagement into measurable sales growth 
» Optimize ad spend while maximizing marketing impact

MARKETING FEATURES
NuVoodoo implemented a precision geofencing strategy to serve targeted 
ads to festival attendees based on location history 
» Designed and executed a cross-platform digital campaign utilizing display, 
video, and connected TV (CTV) ads to maximize brand visibility 
» Performed real-time data optimization to monitor campaign performance 
and make immediate strategic adjustments 
» Leveraged pixel tracking and audience insights to refine future marketing 
efforts and enhance customer engagement 
» Integrated a multi-channel marketing approach to ensure sustained brand 
awareness and long-term consumer retention.

RESULTS & IMPACT
10X Brand Awareness Increase

1. Compared to typical brand exposure, Sierra Nevada experienced 
a 10x surge in awareness during the festival.

2. Ad impressions and engagement rates significantly 
outperformed standard benchmarks.

Local Sales Growth
1. Sales within the local market saw a noticeable uplift during and 

after the festival.
2. Increased foot traffic and conversions at key retail locations 

reinforced the campaign’s effectiveness.
High-Intent Consumer Engagement

1. Successfully identified and engaged high-intent audiences, 
leading to a higher-than-average click-through rate (CTR) and 
improved brand recall.

2. Utilized audience behavior insights to refine future marketing 
strategies.

By integrating data-driven insights with strategic advertising, Sierra 
Nevada’s campaign at the Innings Festival 2024 successfully elevated brand 
presence, increased market penetration, and drove measurable sales growth.
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