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Skybound Media, the company behind the comic The Walking Dead,
wanted to inform fans that watch the show on AMC (@WalkingDead_AMC)
where they could find the source material and the inspiration behind the

hit TV series.
® CONVERSION RATE
© Fanatical systematically followed over 300 of the most influential ’4 80/
twitter fans talking about @WalkingDead_AMC, who had not yet ® (o]
followed @TheWalkingDead account 267 /357

© Each target had affinity keywords in their bios, including comic, geek, « TOTAL FOLLOWS
fanboy, and Walking Dead 357
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Hey, @TheWalkingDead followed me! I'm
guessing they've admired my Zombie 1 H R
Chihuahua from afar. f--\
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