
Bundle Phase I
Campaign Highlights



THREE KEYS TO EARLY SUCCESS INCLUDED: SPECIAL OFFERS, 
TENTPOLE PROGRAMMING AND MEDIA INVESTMENT. 
Creative highlighted in-premiere series and theatricals such as NFL, Paw Patrol, and Dexter: New Blood.

$7.1M 
Media Spend

17%
Take Rate

331K
Signups

75% +10 pts
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9/21 – 10/20

EVERGREEN BAU
10/21 – 11/31

HOLIDAY LTO
12/1 – 1/3

EXECUTIVE SUMMARY



THE NEWS AND NFL DELIVERED FOR PARAMOUNT+ WHILE NEARLY 
50% OF SHOWTIME ACQUISITION WAS ATTRIBUTED TO DEXTER. 
Splits between Essential and Premium plans remained consistent with Paramount+ driving 56% of the former and 
Showtime driving 64% of the latter, likely due to standalone price and commercial-free service differences.

MEASUREMENT & SUCCESS

P+ SHO

Essential 36% 56%

Premium 64% 44%

Splits between Essential and Premium plans remained 
consistent, likely due to standalone price and 
commercial-free service differences.

Categorical trends spanned sports, kids, live TV, prime time, and 
movies. Breakout series 1883 and Mayor Of Kingstown performed 
well, perhaps indicating content resonance with the Showtime 
audience. 

Bundle Starts Top Attributed ShowsBundle Plans



PAID MEDIA WAS SUPPORTED WITH A FULL FUNNEL SPEND ACROSS 
AWARENESS AND PERFORMANCE TACTICS TOTALING $7.1M.
High impact awareness campaigns included takeovers across Twitter and IMDb along with top 
performing partners such as Sling TV, Daily Beast, Vox and USA Today; whereas search and social 
campaigns delivering promising creative results.

MEDIA OVERVIEW

343M 

AWARENESS

PERFORMANCE

IMPRESSIONS

$10.40 
AVERAGE CPM

61%
ATTRIBUTABLE 
STARTS



TWO INFLUENCER ACTIVATIONS PRODUCED PURPOSEFUL YET 
ORGANIC-FEELING CONTENT WITH A CLEAR BRAND MESSAGE.
On a $50K budget they drove 3.5M impressions and ~10% engagement rate.

MEDIA OVERVIEW



CROSS-COMPANY INVENTORY DELIVERED 45M IMPS WITH A 
LARGER NUMBER OF UNITS AT A LOWER GRP LEVEL.
Top networks included MTV and BET while key placements ran during the NFL on CBS, Love & Hip Hop 
and Black Ink Crew Chicago on VH1.

OWNED & OPERATED

Top 6 Network Mix



CRM WAS LEVERAGED AS PART OF THE UPSELL STRATEGY WITH 2% 
OF STARTS ATTRIBUTABLE TO EMAIL.
While Customer Care experienced a consistent daily volume of bundle-related inquiries and questions 
about how to activate the apps were frequent contact drivers.

OWNED & OPERATED

Social media’s organic “meme” creative conveyed a simple message of friendly partnership. 



FOCUS GROUPS IDENTIFIED FUTURE CREATIVE OPPORTUNITIES IN 
TERMS OF HIERARCHY AND EMPHASIS ON IP TONNAGE.
Whereas brand studies across Meta and YouTube indicated a positive lift in awareness, with Facebook 
and Instagram offering promising results in terms of lift in Subscription Intent.

RESEARCH


