Success Story

¥ mercari

Encouraging Less Waste

Successful resale app in Japan, Mercari, turned to Instagram to drive the download of its app. Using creative that blended naturally
into the highly visual environment, the brand successfully reached people who weren’t responding to its ads on other platforms.
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For our Instagram campaign,
we aspired to create ads that
felt organic and blended
naturally into the Instagram
feed. The strategy worked very
well, and allowed us to reach a
new audience of people who
weren’t responding to our ads
on other media platforms.

Naoya Sukigara

Senior Marketing Specialist
Promotion Group

Mercari Inc.

38%

Decrease in CPI Increase in app installs

STORY
Allowing anyone to buy and sell anything

Mercari is a Japanese startup that was founded in 2013. Upholding its mission
statement to “create value in a global marketplace where anyone can buy & sell,”
the company has launched an app of the same name that allows anyone to buy
and sell anything. Mercari moderates payments making transactions easy and safe.
By promoting resale, Mercari hopes to contribute to a less throwaway society.

GOAL
Shopping for new opportunities

The campaign aimed to increase the number of mobile app downloads by
reaching people who usually do not respond to ads on other, platforms.

SOLUTION
Driving results with ads that don't look like ads

Having chosen Instagram as its partner, Mercari focused on crafting ad creative

that had the look and feel of organic posts. The photo ads were prepared separately
for its female and male audiences, using artistic compositions of items popular

to each group, and edited with Instagram filters. Simple captions were crafted

to minimize mention of prices.

Mercari’s decision to take a different creative approach for its Instagram campaign
paid off, and garnered positive reactions from the Instagram community.

By reaching a new audience on Instagram, Mercari achieved a 53% increase in app
installs compared to when running a campaign on Facebook alone. The campaign
not only drove downloads, but it was cost effective too. Mercari’s Facebook-only
campaigns were already performing well in terms of CPI (cost per install),

but extending the campaign to Instagram further lowered the CPI by another 38%.

T he organic-looking posts also won Mercari many followers in both Japan
and the US, with the new fans on Instagram showing higher engagement
compared to other platforms.
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