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Brands in the competitive set allocated $11M to digital ads from Q1 to Q3 2022. 
Here’s how:
● By Brand: Fi made up 97.8% of the total ad spend amongst the competitive set, allocating over $11.1M in 

digital ads during this period. Tractive made up 1.5% of the total spend, spending $172K on digital ads. 
FitBark made up just 0.7% of the total spend at $75K.

● By Quarter: Since the first quarter of 2022, Fi has drastically cut back its advertising spending — 
decreasing -70% from Q1 to Q2 and by -20% from Q2 to Q3. Whereas Tractive and FitBark had a decrease 
from Q1 to Q2, but an overall increase from Q2 to Q3. 

● By Platform: Facebook and Instagram ads saw the highest spending of $8.8M and $2.4M respectively, 
followed by Search ($105K). Brands in the competitive set did not run ads on YouTube, Display or TikTok; 
only Tractive ran OTT ads in Q3 2022. 

● By Ad Type: The competitive set mostly uses Facebook and Instagram ads to talk about product features 
(70%), followed by customer quotes (17%) and promote product promotions & sales (13%).

● By Location: Ad spend is concentrated in California, Texas and Pennsylvania, with LA and Dallas having the 
greatest spend by metro. 

● By Gender: Ads targeting males accounted for 62% of the total ad spend amongst the competitive set. 

Key Takeaways
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Companies in the competitive set for this analysis included Tractive, Fi and FitBark:
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From January 2022 to September 2022, companies in the competitive set decreased their digital 
advertising spend for investment services by -80%. January 2022 saw the highest ad spend at 
$3.6M and August 2022 saw the lowest ad spend at $446K.
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*Ad spend includes Facebook, OTT, YouTube, Search.
Spend is a directional approximation and does not include retargeting, or behavioural targeting.
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From January to September 2022, 
Fi made up 97.8% of the total ad 
spend amongst the competitive set, 
allocating over $11.1M in digital ads 
during this period. 

Tractive made up 1.5% of the total 
spend, spending $172K on digital 
ads. FitBark made up just 0.7% of 
the total spend at $75K.

Fi

97.8%

Share of Ad Spend by Brand
(Jan. ‘22 - Sep. ‘22)

1.5%
0.7%

Tractive FitBark

*Ad spend includes Facebook, OTT, YouTube, Search.
Spend is a directional approximation and does not include retargeting, or behavioural targeting.
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*Ad spend includes Facebook, OTT, YouTube, and  Search.
Spend is a directional approximation and does not include retargeting, or behavioural targeting.
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Since the first quarter of 2022, Fi has drastically cut back its advertising spending — decreasing -70% from Q1 
to Q2 and by -20% from Q2 to Q3. While Tractive and FitBark experienced a decline in their spend from Q1 to 
Q2, both companies experienced an increase in spend from Q2 to Q3—Tractive increased by +286% and 
FitBark increased by +406% from the previous quarter.

Q2 2022
Apr. – Jun.

Q1 2022
Jan. – Mar.

FitBark

Q3 2022
Jul. – Sep.

$1.5M

$1.8M

$7.7M

$98K
$25K$31K $34K

$7K$34K
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$0

$11M

$5.5M

21%

Channel Budget

     Facebook $8.8M  (78%)

     Instagram $2.4M  (21%)

     Search $105K (0.9%)

     OTT $23K (0.2%)

From January 2022 to 
September 2022, the 
competitive set invested 
$11M into digital 
advertising. Facebook and 
Instagram ads saw the 
highest spending of $8.8M 
and $2.4M respectively, 
followed by Search ($105K).

Brands in the competitive 
set did not run ads on 
YouTube, Display or TikTok 
and only Tractive ran OTT 
ads in Q3 2022. 

*Spend is a directional approximation and does not include 
retargeting, or behavioural targeting.

78%
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The competitive set mostly used Facebook and Instagram ads to talk about product features 
(70%), followed by customer quotes (17%) and product promotions & sales (13%).

Product Feature
70% of the competitive set’s ads 
were used for product 
awareness and showcased their 
collars’ unique features.

Customer Quotes

17% of the competitive set’s ads 
included customer-generated 
quotes or testimonials on how 
the smart collar device has 
benefited them and their pet(s).Promotions & Sales

13% of the competitive set’s ads 
featured a promo code or sale.

70%13%

17%

Instagram & Facebook Ad Creative Breakdown*
(Jan. ‘22 - Sep. ‘22)

*Data excludes story ads. Spend is a directional approximation and does not include retargeting, or behavioural targeting.
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Fi allocated 79% of its spend on Facebook ($8.6M) followed by Instagram at 21% ($2.3M). 
Fi only allocated $87K to Paid Search, which accounted for less than 1% of its total spend. 
Fi focused on Facebook link ads ($6.7M) and Instagram story ads ($1.4M).  

79% 21%

$0 $11M$5.5M

Jan. ‘22 – 
Sep. ‘22

Facebook ($8.6M) Instagram ($2.3M)

Link

$0 $7M$4.5M $0 $1.5M$750K

Top Facebook Ad Formats (Jan. ‘22 - Sep. ‘22) Top Instagram Ad Formats (Jan. ‘22 - Sep. ‘22)

Video

Carousel

Instagram Ad Spend (USD)Facebook Ad Spend (USD)

Paid Search ($87K)

Story

Video

Photo

$6.7M

$1.4M

$551K

$1.4M

$449K

$447K

Link

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.
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Spend: $1.4M |Imp.: 173M
CPM: $8.23| Click to View

Product feature ads emphasize Fi’s GPS location, 
activity and sleep tracking, waterproofing and 
durability, and battery life of the device. Fi’s campaign 
for its Series 2 positioned the collar as being even 
“smarter, faster and stronger”. 

● Play-on-Words: Fi’s slogan “There’s a New 
Breed of Dog Collar” is used in product feature 
ads that pair photos of dogs wearing the collar 
with the slogan.

● Smartest: 19% of Fi’s Facebook and Instagram 
ads used the phrase “smartest dog collar ever 
built” in the ad copy. 

● Feature Forward: 35% of Fi’s Facebook and 
Instagram ads simply state the collar’s 
features in the ad copy, highlighting its GPS 
location tracking first.

● Waterproof: Fi emphasizes the device’s ability 
to be waterproof by showing a dog in water 
with the collar visible.

Product Feature

Spend: $466K |Imp.: 58M
CPM: $8.08| Click to View

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://www.facebook.com/dogcollarsbyfi/posts/pfbid06can7ABFNNuM9fYyUHSoL5Ufm1oupZ8bCjXf5Mmfm3KG19hGnjwQqfsQJ1mp9aihl
https://www.facebook.com/dogcollarsbyfi/posts/pfbid022oYKqjhEvKcRZfA1PQERQRgnNwtZ668a8j512eqaijZgcg9cYhLGtMQFE6DrLEm6l
https://www.facebook.com/dogcollarsbyfi/posts/pfbid0371xCXKXo1yHDJxe317upNfUEwvpnqweSYvVNyUhJRo7uggjiD6jk6YNndiDcUNcpl
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Spend: $425K |Imp.: 50M
CPM: $8.50| Click to View

Fi spent approximately $1.3M on ads featuring 
testimonial quotes from customers.

● Peace of Mind: These ads focus on how the 
collar can provide customers with “peace of 
mind” in knowing where their dog is while 
off-leash.

● Social Proof: In a world where 91% of 
shoppers read online reviews before 
making a purchase, customer testimonials 
are one of the best ways to provide social 
proof. Fi uses real customer testimonials in 
the ads and provides their Instagram 
handles which helps to legitimize the 
quotes to appear authentic.

● Nano-influencers: The customer 
testimonials used in these ads are from 
dogfluencers (e.g., @pikes.peak.pippin) who 
have approximately less than 10K followers 
on Instagram.  

Customer Quotes

Spend: $529K |Imp.: 65M
CPM: $8.13| Click to View

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://www.facebook.com/dogcollarsbyfi/posts/pfbid0t9W6XJpP3Qw9pSWBZHWypMfW2xveQNcLb87CBrSEoGnkLL5fDYZGZsLaoEBfJj2Nl
https://sproutsocial.com/insights/social-proof/
https://www.instagram.com/pikes.peak.pippin/?hl=en
https://www.facebook.com/dogcollarsbyfi/posts/pfbid0KTcbbkyki33gfwDk3acuZVAfRiPyww2VbqwmAEVpFWotzKJEZU7asGiW9Bk7AEZQl
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Spend: $59K |Imp.: 6.9M
CPM: $8.55| Click to View

Of the ads analyzed, Fi allocated 13% of its total spend 
on promo & sale ads. The top two ads in this category 
were for their National Mutt week promo and Cyber 
Sale, which ran from Feb. 24th to Mar. 1st.

● Promos: Fi's sales usually consist of $70 or 
$100 promo codes, making their collars $79 or 
$49 USD.

● Dog Holidays: Fi ties many of its sales to 
dog-related holidays such as National Mutt 
Week, Military Dog Week, National Walk Your 
Dog Week, Rescue Dog Week, Service Dog 
Appreciation Week and National Puppy Week. 

● Duration: Fi runs most of its promo ads for 
approximately five days. 

● Ad Format: Fi's ads often feature a collar and 
blank background in one of their brand 
colours, along with text that grabs viewers' 
attention with the sale details. Fi’s promo and 
sale ads often feature videos, while their 
product feature and customer quote ads often 
feature photos.

Promotions & Sales

Spend: $42K |Imp.: 4.8M
CPM: $8.70| Click to View

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://www.facebook.com/dogcollarsbyfi/posts/pfbid0218McpqBo6J4jDv451mk2XRSyogFBuP5mgTFScFgxLjdmxSsZ1uVXpxkH93P32w5l
https://www.facebook.com/dogcollarsbyfi/posts/pfbid0218McpqBo6J4jDv451mk2XRSyogFBuP5mgTFScFgxLjdmxSsZ1uVXpxkH93P32w5l
https://www.facebook.com/dogcollarsbyfi/posts/pfbid0218McpqBo6J4jDv451mk2XRSyogFBuP5mgTFScFgxLjdmxSsZ1uVXpxkH93P32w5l
https://www.facebook.com/dogcollarsbyfi/posts/pfbid0xkjpp11nvfjAKc3PbPwwoeyaymEMwCgGwaAEsyXgGuLt5BSwf43toL11sGG1Vs3ml
https://www.instagram.com/p/CYZOS9kAgRB/
https://www.instagram.com/p/CYZOS9kAgRB/
https://www.facebook.com/dogcollarsbyfi/posts/pfbid02x7PURTzhzMMXPNxQWLmPw8ZNh3Ej99YkVKfabz6nEBz5PiyM8hroftLbMvozo1PZl
https://www.instagram.com/p/CcnsEwqg8aH/
https://www.instagram.com/p/CcnsEwqg8aH/
https://www.instagram.com/p/CbfmCGFAtLm/
https://www.facebook.com/dogcollarsbyfi/posts/pfbid02re2KzWje9a2VvLGBLAtYye3uH3xJ9kQSv3byW8gQF1gXjbXcydtw6A7Wws227Hb9l
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Fi allocated $89K to health related ads for a canine fitness week sale. Ads focused on 
setting step goals and monitoring your dog's activity and sleep patterns. 

Spend: $22.6K |Imp.: 481K
CPM: $8.69| Click to View

*Health ads are a subcategory of product feature, customer quotes, and promotion & sale ads. 
Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://www.facebook.com/dogcollarsbyfi/posts/pfbid02VNiWbCMP7FHrdHTFCdExddzfRdRPaTsYEUeXFWqakJe3KqSmoty1ctGh3nAq5xYpl
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Los Angeles 6%

Dallas 4%

Portland 3%

Atlanta 2%

Boston 2%

Top 5 Metros

California 11%

Texas 9%

Pennsylvania 6%

Florida 5%

Michigan 4%

Top 5 States

Fi allocated 11% of its advertising budget to Facebook and Instagram ads in California, 
specifically Los Angeles which accounted for 6% of the total spend. On Facebook, Fi’s ads 
target males (62%) and Android users (68%).

Device Breakdown
Android

Gender Distribution
Male

95%

62%

68%

based on Facebook only

based on Facebook & Instagram
Data is based on Fi’s ad spend on Facebook and Instagram from 1/1/2022-01/30/2022
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Tractive allocated 52% of its spend to Facebook ($80K) followed by Instagram at 26% 
($41K), OTT (15%) and Paid Search (7%). Similarly to Fi, Tractive focused on Facebook link 
ads ($78K) and Instagram story ads ($34K).  

52% 26%

$0 $154K$77K

Jan. ‘22 – 
Sep. ‘22

Facebook ($80K) Instagram ($41K)

Link

0 $80K$40K $0 $35K$17.5K

Top Facebook Ad Formats (Jan. ‘22 - Sep. ‘22) Top Instagram Ad Formats (Jan. ‘22 - Sep. ‘22)

Video

Carousel

Instagram Ad Spend (USD)Facebook Ad Spend (USD)

Paid Search ($11K)

$78K

$2.4K

$34K

$12K

15% 7%

OTT ($23K)

$4.6K
$2.9K

Story

Video

Photo

Link

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.
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Spend: $16K |Imp.: 2M
CPM: $8.07| Click to View

Tractive spent approximately $54K on ads that 
promoted product awareness and its product 
features.

● Cats: Of the competitive set, Tractive is the 
only brand offering cat products. From Q1 to 
Q3 2022, 44% of Tractive’s ad spend was 
allocated to cat-focused ads, 40% to 
dog-focused ads and 15% to general pet ads.

● Emojis: Tractive uses emojis to illustrate each 
feature and breaks the features up into 
separate lines. This helps the ad look more like 
an organic post and capture the viewer’s 
attention.

● Worry-Free: Similar to Fi, Tractive’s product 
feature ads highlight the value of using a pet 
GPS tracker to help put your mind at ease.

Product Feature

Spend: $9.3K |Imp.: 1.2M
CPM: $7.75| Click to View

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://www.facebook.com/TractiveCompany/posts/pfbid0dRv562Ao4y3u4kKThsLgKj6epim6KcUpSLKYGV2S3T8perV1HvN8SbnPFVjtm3ZPl
https://www.facebook.com/TractiveCompany/posts/pfbid02WBEj482mZHpwP8UoNLahM8bDajzUurrJeroms2VWse7QpwTRU6tVmFmHwRLUBH1Ll
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Spend: $4.3K |Imp.: 581K
CPM: $7.40| Click to View

Tractive allocated $31K to promotion & sale ads, with 
$9K spent on a 30% off promo for Amazon Prime day 
(July 13th, 2022). 

● Drive Direct Sales: Tractive capitalizes on 
Amazon's credibility and authority by 
promoting itself as a "#1 Best Seller on 
Amazon" and featuring the Prime Day logo in 
these ads. However, it does not link the ad to 
its Amazon storefront. Instead, it directs 
consumers to its website to drive direct sales.

● Duration: Tractive ran its 30% off promo ads 
for two weeks from July 14th to July 28th, 
2022.

● CTA: Ads include a call-to-action button that 
reads “Get Now", encouraging customers to 
click on the ad.

Promotions & Sales

Spend: $3.4K |Imp.: 454K
CPM: $7.48| Click to View

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://www.facebook.com/TractiveCompany/posts/pfbid0pTzjhrftEspChg6CBCD2CJgvrDHbaeULSa3DQqmsSZgZH2cEWfQfbAYomJESqZEJl
https://www.facebook.com/TractiveCompany/posts/pfbid0NHea1QELxfFgZy5NUxmwx3i5YuRpnZdALAfdhdMGamJpqA7nz22EtUnnsppXCqTHl
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In September 2022, Tractive launched an OTT campaign which ran the following two 
30-second ad spots exclusively on Tubi. The campaign budget was $23K as of September 
2022.

Spend: $10K
Imp.: 474K
CPM: $22
 Click to View

Spend: $12K
Imp.: 550K
CPM: $22
 Click to View

Share of YTD Spend:

16%

Total Spend:

$23K

Best Practices:

In both ads, the creative 
focuses on the peace of 

mind that Tractive can 
offer dog owners. In 

addition, the ads feature 
their Virtual Fence, LIVE 
GPS Mode and Activity 

Monitor features and have 
a CTA with a 25% off 

promo code. 

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://gdpr.tubi.tv/
https://imgur.com/a/abavIvL
https://imgur.com/a/1sGi6yk
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Philadelphia 7%

Orlando 5%

San Diego 5%

San Francisco 5%

Los Angeles 4%

Top 5 Metros

California 17%

Florida 8%

New Jersey 6%

Pennsylvania 6%

Texas 6%

Top 5 States

Tractive allocated 17% of its budget to Facebook and Instagram ads in California. 
Looking at top metros, Tractive allocated the most to Philadelphia (7%) followed by 
Orlando (5%). Tractive’s ads skew slightly male (52%) and to Android users (52%).

Device Breakdown
Android

Gender Distribution
Male 52%

52%

based on Facebook only

based on Facebook & InstagramData is based on Tractive’s ad spend on Facebook and Instagram from 1/1/2022-01/30/2022
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FitBark, which had the smallest ad spend out of the competitive set, allocated 82% of its 
spend to Facebook ($61K) followed by Instagram at 9% ($7K) and Paid Search at 9% 
($7K). FitBark’s spend was predominantly made up of Facebook link ads.

82%

$0 $74K$37K

Jan. ‘22 – 
Sep. ‘22

Link

0 $65K$32.5K $0 $5K$2.5K

Top Facebook Ad Formats (Jan. ‘22 - Sep. ‘22) Top Instagram Ad Formats (Jan. ‘22 - Sep. ‘22)

Video

Carousel

Instagram Ad Spend (USD)Facebook Ad Spend (USD)

$61K $4.2K

9% 9%

$3.9K

Story

Video

Photo

Link

Facebook ($61K) Instagram ($7K) Paid Search ($7K)

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.
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Spend: $4K |Imp.: 541K
CPM: $7.39| Click to View

FitBark allocated approximately 40% of its ad spend to 
product feature ads.

● Best Coverage: Of the competitive set, FitBark 
is the only brand that promotes its tracker for 
having the best coverage amongst Verizon, 
AT&T and T-Mobile and multiple GPS 
constellations.

● Average CPM: Of all the ads analyzed in the 
competitive set, story posts generated the 
lowest CPM at an average of $7.74, followed 
by photo posts ($7.80) and carousel posts 
($7.84). 

Product Feature

Spend: $8.3K |Imp.: 1.1M
CPM: $7.54| Click to View

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://www.facebook.com/FitBark/posts/pfbid0mgFomhufKwH8g7sKvoo1rSYfHiWzvE5VmR75ZU9CXpuD8jrygrURuEnPdqL6C79Rl
https://www.facebook.com/FitBark/posts/pfbid09TpQHo6Fzfavg1ZZKwmzWajTkMfS7bpjWQdjCfSDgfYVHyEcnmEmm6pLYLDrd55Xl


© 2022 RightMetric Digital Ltd. All rights reserved.

Spend: $11.6K |Imp.: 1.4M
CPM: $8.92| Click to View

FitBark spent approximately 60% of its ad spend 
budget on ads featuring testimonial quotes from 
customers about different concerns such as 
separation anxiety and tracking a dog walker. 

● Blog Posts: These ads link to blog posts 
addressing the question asked by FitBark in 
the ad headline such as “Is my dog’s 
separation anxiety improving?”

Customer Quotes

Spend: $5.3K |Imp.: 624K
CPM: $8.48| Click to View

*Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://www.facebook.com/FitBark/posts/pfbid02E4QBzE4N52rcMV13zhe97TKR2S9vF8T9yaFS3ejn4U57SfRoctGgMJ3iPijE3PU9l
https://www.fitbark.com/insights/anxiety/?fbclid=IwAR0rswr7gvDQAOGVpReTSV5z86kdFfYvvYuPeOQTv3KiFHtmaz3hmYNBI9Q
https://www.fitbark.com/insights/anxiety/?fbclid=IwAR0rswr7gvDQAOGVpReTSV5z86kdFfYvvYuPeOQTv3KiFHtmaz3hmYNBI9Q
https://www.facebook.com/FitBark/posts/pfbid02ebJJYnVyoKZwWXkmU7EDFL9vmfsfJQSR8SYpkYJfq6UTaVz6cbP2mHdZzoc9oLiMl
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FitBark’s health ads focused on monitoring activity levels and caloric requirements, 
sleep, movement and vitals.

Spend: $4K |Imp.: 481K
CPM: $8.31| Click to View

Spend: $4K |Imp.: 481K
CPM: $8.41| Click to View

Spend: $2.8K |Imp.: 481K
CPM: $8.57| Click to View

*Health ads are a subcategory of product feature, customer quotes, and promotion & sale ads. 
Spend is a directional approximation and does not include retargeting, or behavioural targeting.

https://www.facebook.com/FitBark/posts/pfbid02pDFiAgikX4oHr8PewW3sojxTGcWkSBpJVxMXXzr5cHRyDH9L43ZsJ1usTs74vLYql
https://www.facebook.com/FitBark/posts/pfbid0nQJcm9KVnauhY2GFtpQ6Wt1Zi4hB4f4AyUUAMW1qXptcCLqoA4Rme6nxraYWGGF7l
https://www.facebook.com/FitBark/posts/pfbid0wfcnj2yZXKeYrFkrDDR88MZRMeXNPfjkycuRKQFDE2WWBZ7WJBrZJ1N4y9FSJNzil
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Atlanta 32%

Detroit 11%

Washington, DC 6%

Grand Rapids 5%

Salt Lake City 5%

Top 5 Metros

Georgia 32%

Michigan 16%

Maryland 7%

Utah 5%

Washington 5%

Top 5 States

FitBark’s geo-target differs from Fi and Tractive’s, as Atlanta makes up 32% of its total 
Facebook and Instagram spend. Additionally, FitBark skews more male (70%) and to 
Android users (79%) than Fi and Tractive do.

Device Breakdown
Android

Gender Distribution
Male

95%

70%

79%

based on Facebook only

based on Facebook & Instagram
Data is based on FitBark’s ad spend on Facebook and Instagram from 1/1/2022-01/30/2022


