Best Proximity-Based Advertising Strategies to Boost Real-World Conversions
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Shoppers and advertisers are waking up to a simple truth: closeness matters. New research from Blockgraph and the 4As shows how planning media around households that are near stores, service areas or facilities produces measurably better campaign outcomes, so marketers can stop guessing and start investing where it counts.
Core finding: Households within a brand’s conversion radius are significantly more likely to respond to ads than those farther away. 
Practical step: Start with locations where outcomes happen, stores, service zones or facilities, and map households inside a conversion radius. 
Media mix note: Linear and connected TV scale reach among proximity-qualified households, while digital and OOH reinforce near the point of decision. 
Operational need: Deterministic household identity is required to reliably link business locations to real addresses; this makes proximity actionable at scale. 
Sensible metric: Prioritise markets by proximity density, how many households are close enough to convert, rather than by demographics alone.
Why proximity suddenly matters for planning and spend
The headline finding is straightforward and a little pleasingly obvious: people nearer to where a product or service is available are more likely to buy. The new Blockgraph and 4As paper shows that this isn’t just intuition anymore; it’s something you can measure and plan around, down to households. That crisp, local feel, visualise a cluster of homes within a short drive of a store, helps explain why two otherwise identical campaigns can have wildly different results.
Backstory? Marketers have long used geography, but often at a coarse level, postcode areas or broad DMAs. Now, thanks to privacy-focused household linking and better location data, proximity can be operationalised at scale. The upshot: media planning shifts from “who” to “who, and how close.”
Three simple steps to build proximity-first campaigns
Blockgraph and the 4As propose a tidy, repeatable process: identify outcome locations, draw a conversion radius, then concentrate investment where proximity-qualified households are dense. It’s a neat checklist that’s easy to explain to clients and even easier to measure afterward.
In practice, that means mapping store doors, service boundaries or clinic locations, choosing a radius that fits the business category, and then prioritising channels that reach those households efficiently. If you sell bulky sofas, your radius might be wide; for a high-street bakery, it’s tiny. Adjust the radius to the purchase behaviour you expect.
How proximity interacts with the media mix
The research shows media do different jobs in a proximity-led plan. Linear and CTV help you build broad reach among nearby households, useful when you need scale inside a radius. Digital and out-of-home then punch through close to the moment of decision, think display near a store or a bus-shelter ad en route.
That split makes practical sense for campaign design: use TV to get known among proximity-qualified audiences, then deploy targeted digital and OOH to nudge at the point of choice. According to recent industry updates, advertisers are increasingly stacking channels this way to tie impressions to in-market outcomes.
Why deterministic household identity is the missing link
Proximity only works if you can reliably link a location to actual households. Blockgraph’s prior work on household identity laid out why deterministic links, mapping addresses to audiences, are essential for accurate measurement and privacy-safe activation.
Without that link you risk miscounting who’s actually within a conversion radius. With it, you can create “proximity-qualified” audiences, measure lift where it matters, and allocate budget by proximity density rather than crude reach metrics. It’s the difference between educated guesswork and accountable media investment.
Choosing the right radius and metrics for your category
Not every business needs the same proximity lens. The report reminds us to think category-first: quick-service restaurants and convenience retail usually need small radii; service technicians or regional installers might require much larger ones. Start by testing a couple of radius sizes and compare conversion rates.
Use proximity-based comparisons across markets to see whether similar spend produces different returns depending on local density. Track conversion lift among proximity-qualified households versus those outside the radius, and let that data steer future allocation.
What this means for agency planning and local teams
Agencies get a cleaner way to explain performance differences to clients: it may not be the creative or the platform, but whether you reached people who could actually act. Local teams gain a playbook, identify stores or service areas, map households, and bid or buy where density is highest.
Expect media sellers to increasingly offer proximity-qualified segments, and for advertisers to demand deterministic household accountability when measuring outcomes. As pressure grows to link media spend to real-world behaviour, proximity gives marketers a credible, operational path.
It's a small shift in focus that can make every campaign hit its mark more often.
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