FlixBus & RMG Case Study

GOING BEYOND DEMOGRAPHICS WITH USE CASE TARGETING

How FlixBus managed to break industry benchmarks with three seasonal topics.

INDUSTRY

Travel / Transport

SOLUTION

- RMG Campaign Tailor
- RMG Custom Creatives

Keo Y Z:
- Relevant Messaging

- High CTR
- Seasonal Momentum

STATUS QUO

FlixBus redefined European
intercity travel, when the
deregulation of the German
mobility market took place
in 2013. Ever since then, the
brand which is now respon-
sible for over 70% of the
GCerman intercity bus travel
has always been looking for
innovative ways to promote
their brand and generate
awareness within new user
segments.

GOAL

FlixBus was looking for new strategies to raise awareness beyond
their target audience, approach travellers with seasonal offerings
and build creatives that were tailored to user's individual needs.

RESULTS

With three independent campaigns tailored to RMG custom
audiences and seasonal events, FlixBus and RMG managed to
achieve a CTR of 0.3%, greatly exceeding industry standards.

+14M  0.3% +36K

Ad Impressions Click Through Landing Page
Rate Visits

‘Our seasonal campaign with RMG was a
complete success. Not only did RMG deliver a
stringent strategy, they also provided
well-designed creatives and a flawless execution.
We are happy that this led to an unexpected
success. Our expectations were exceeded and we
will continue our cooperation with RMG for sure.”

Markus Wagner, VP Marketing & Sales, FlixBus
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How FlixBus managed to break industry benchmarks with three seasonal topics.

SOLUTION

RMG conferred with FlixBus to identify suitable topical
communication during the camypaign period. The topics
carnival, skiing & Valentine's Day were then matched with
the regions with the highest public interest.

RMG used high-impact keywords during the creative
process to connect with users in a more meaningful way.

PRODUCT DETAIL

RMG Campaign Tailor uses
retail data and extensive
insights to identify strong
brand-related campaign
topics. Creatives and user
journey are optimised
throughout the project.

1 skiNG

Generating a CTR of over 9%
on specific days.

7/ CARNIVAL

Approaching young and

senior travellers separately.

5 VALENTINE'S

A/B testing of different CTAs,
layouts and visuals.
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Insight

“‘With FlixBus we showed, how topical communication, retail data and creativity are
@ becoming the trinity of modern campaigning. It requires openness of all units and
the client to reach a fruitful outcome. We are happy to have this setup and a client
to follow us on this new path.”

Kai-Uwe JUrgens, Managing Director DACH, RMG
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