SUCCESS STORY:
CONVERTING READERS INTO SHOPPERS
WITH THE LINE
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Leveraging Owned Media: Using Outbrain’s discovery platform allows The Line
to promote gorgeously-designed owned media assets called “The Stories” to
mass audiences browsing content on premium publishers and blogs who are
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Making the most of earned
media: When The New York
Times wrote a feature about
The Apartment titled “It’s

a Home. It’s a Shop. It’s..”,

The Line was also able to use
Outbrain to extend the reach
of the story to digital audiences
browsing other sites. Thanks
to Outbrain’s conversion pixel,
The Line was able to track
purchases that originated
from the story - one of which
amounted to $28,000.

Patience is a virtue: Moving

a site visitor from their

initial click on a headline to a
conversion at a future date is a
process that can take time and
multiple visits. For visitors who
did convert through the email
sign-up form or a purchase,
the average amount of time
between their first click on
The Line’s content and their
conversion was 27 days.
Nearly a month!
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Optimizing for Efficiency: Using Outbrain’s Demographic Market Area (DMA)
targeting feature, The Line is better able to control where, geographically, their
content hits consumers, and in doing so increase the efficiency of their spend.
The Line further extended DMA targeting to all of the content they promote
through the Outbrain network, and once implemented they saw:

+12% +640%

Increase in Increase in revenue from
transactions last click conversion
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The discovery marketing campaign they run with Outbrain for owned content
is optimized to promote the content that is converting the most visitors to
action, like email sign-ups and purchases.

Conclusion: The Line’s strategy proves that by providing quality experiences
consistently, content marketing is more than a boon to branding. It can drive
revenue, too.
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