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Case Study COMPANY

MediaForce is a global Al-powered customer acquisition platform that
helps brands connect to millions of potential customers across the web.

HealthyWallet is a personal finance publication that helps consumers
compare financial products, access expert guidance, and make smarter
financial decisions.

CHALLENGE

MediaForce needed to optimize a shared budget across two
complementary Desktop and Mobile campaigns for HealthyWallet.
Regularly shifting budget toward the campaign delivering the lowest-cost
conversions required ongoing manual management, making it harder to
Social Security Changes Coming in 2026 scale while maintaining stable performance.
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B toward the campaign generating the lowest-cost conversions, while
e maintaining budget utilization across the campaign group.
RESULTS

Budget Allocator helped MediaForce scale weekly spend by 6.5x, while
keeping CPA within a stable range. Over the six-week period, the campaign
group generated over 1200 conversions at a 38% lower average CPA, and
reduced week-over-week CPA volatility by 85%.



https://realize.com/realize-plus-agentic-advertising/

