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An eCommerce giant takes on a new challenge

In September 2015, Rakuten began using Instagram ads in addition to the Facebook ads it had already been using to promote
“Rakuma,” its marketplace app. With precise targeting and tailored creative, Rakuten was able to lower the cost per install while driving
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At first, we were hesitant to runa
campaign on Instagram, thinking
ads don‘t really belongin such a
fashionable environment. We
were happy to discoverthat our
experience with Facebook
campaigns could be putto good
use on Instagram, while allowing
us to reach aslightly different
audience.

Kohei Ogiwara
New Service Development Office
Rakuten, Inc.

incremental app installs.

lower cost per install increase in app installs
(compared to Facebook-only placement) (compared to Facebook-only placement)
STORY

The latest addition to the family of commerce platforms

The “Rakuma” marketplace app was released in November 2014 as a new venture
by Rakuten. It has since grown steadily among homemakers and women in their
30s, the primary customer base of Rakuten Market. Rakuma’s no-fee policy has
also made fans of male users who tend to buy and sell higher-priced items. As an
additional benefit, Rakuma supports the use of Rakuten Super Points earned
through the use of other Rakuten services.

GOAL
Reaching out toa younger crowd

Rakuten aimed to reach and drive app installs among a younger audience.

SOLUTION
Systematic optimization

As the Rakumaapp neared its first anniversary, it launched its first Instagram ads
to extend its reach to 18 to 24-year olds. Leveraging knowledge from previous
Facebook campaigns, Rakuten also ran tests to see which photos and copy
resonated best with 30-year old females, moms, youth and other audience
segments on Instagram. Through testing, they discovered Rakuten ads worked
best when photos felt hand-crafted and playful while remaining aesthetically

pleasing. They also tested copy and realized ads saw better performance when
hashtags weren’t used.

As aresult of the good chemistry between the app and the platform, further
reinforced by Rakuten’s systematic approach, the campaign delivered a significant
improvement in both cost per install and number of installs compared to when
using Facebook alone.
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