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CASE STUDY

NISSAN

DRIVE TO SITE

OBJECTIVE: Nissan wanted to aggressively generate qualified leads.

INSIGHT: Facebook metrics shows good engagement and link click results but it
does not translate to leads and more so on conversions. Serving relevant ads to
where a user is in the purchase journey will drive the conversion.

SOLUTION: Beyond the usual lead generation ads, Ambient leveraged on
remarketing technology to identify leads with interest vs. intent. In doing so, the
right follow up ad was served to the audience. There were multiple versions of
creatives deployed to address different messaging depending on user’s online
journey.
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