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MiQ uses Kinsa Insights’ hyper-local iliness data to
increase in-store sales for a national drug retailer.

Media Targeting Client: MiQ, Programmatic Media Partner
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Kinsa Insights delivers real-time, hyper-local, aggregated illness
data to pinpoint precisely where and when iliness is spreading.
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About Kinsa:

Kinsa Insights’ real-time aggregated data is built from a proprietary
network of millions of households using Kinsa smart thermometers
nationwide. This dataset is weeks earlier than the Centers for Disease
Control's ILINet and gives brands the insights they need to:

e Optimize budgets around campaigns that drive results
with real-time insights

e Improve media targeting to consumers that need their
products the most with hyper-local targeting

e Quickly adjust in-market messaging based on current
and predictive illness trends

o Learn how we can drive value for you: sales@kinsahealth.com




