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A placement in a smaller, highly targeted outlet can outperform a major publication when audience alignment is
high. Here is the data “and the campaign architecture” behind that strategy.

THE FUNNEL MATH: SAME EFFECTIVE REACH, VERY DIFFERENT AUDIENCE

“ Monthly Visits Audience Alignment Effective Relevant Reach

Outside Online 4,700,000 1-2% 47,000 — 94,000
Backpacker 2,600,000 3-5% 78,000 — 130,000
The Dyrt 700,000 70-80% 490,000 — 560,000
Bearfoot Theory 80,000 85-90% 68,000 — 72,000
Fresh Off the Grid 60,000 90%+ 54,000 — 60,000

Key insight: Highlighted rows show niche outlets delivering comparable effective reach to major titles, with readers already in active gear-
purchasing mode. Traffic data: Similarweb (2024).

SUPPORTING RESEARCH + CAMPAIGN ARCHITECTURE

THE DATA THE TIERED CAMPAIGN MODEL

Supporting research behind the strategy Awareness + Consideration + Conversion

TIER 1 — BRAND AWARENESS
Outside, Backpacker

Higher engagement rate: niche/enthusiast outlets vs. large general- High reach, broad audience. Establishes brand credibility at
interest titles. (HubSpot 2024 Influencer Marketing Benchmark Report) scale.

TIER 2 — CONSIDERATION
GOOA) The Dyrt, Hipcamp Blog, Outdoor Project

Mid-tier reach with strong camping focus. Active trip-planning
audience in product research mode.

TIER 3 — PURCHASE INTENT

Bearfoot Theory, Fresh Off the Grid, Modern
Hiker

Higher click-through rates on editorial content in enthusiast publications Smaller but laser-targeted. Readers are active, purchase-
vs. general lifestyle media. (Digiday Research) ready enthusiasts. Highest conversion potential.

Of consumers say they trust recommendations from niche content sources
over general media. (Nielsen Consumer Trust Report)

B

(oI Tl TR ENITeToH A layered campaign combining Tier 1 reach with Tier 2 and 3 precision delivers both
brand scale and measurable conversion. You don't choose between big and targeted. You should target all,
intentionally!



