
Digital Targeting Methods
A Guide to

Successful mobile campaigns are highly dependent on a well-informed approach to targeting. 
The approach needs to cast a net wide enough to capture all the reasons ‘Why Shoppers Buy’ 
to provide maximum reach and minimize the risk of excluding potential customers.
 
While there is no one size fits all approach to targeting, understanding the differences in 
targeting types, when, and how to use them will arm you as you create your campaign. A 
multilayer approach provides greater opportunities for optimization and insights to leverage in 
the future, and can provide a deeper understanding of which targeting types/audiences 
resonate most with your brand.

Advantages
Reaches a group of consumers near or 
within a specific location.

Limitations
Assumes all are shoppers in the area are 
interested in the product.

Geographic

Advantages
Easily identifiable, easily segmented

Limitations
Assumes all shoppers within groups are 
interested in the product.

Demographic

$40k - $60k income

$61k - $100k income

18-30 years old

31-60 years old

61+ years old

Single

Divorced

Married

Advantages
Includes anyone reading a relevant topic.

Limitations
Not indicative of a purchase mindset.

**

Contextual

Keto Recipes

Advantages
High likelihood of near 100% Brand Safety.

Limitations
Limits scale and assumes all audiences on 
sites/apps are interested in product.

Whitelist

Advantages
Past behaviors can be indicative of 
future repeat.

Limitations
Doesn’t account for brand switching, 
one-off actions, long purchase cycles, or 
quick changes in lifestyle.

Behavioral

U

Advantages
Understands primary influencing 
factor behind the buy.

Limitations
Requires actionable product attribute.

*Proprietary to Insignia

Attribute

Gluten Free

plant
based

USDA
organic

FAMILY

SIZE

U

*


