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WHAT IS 
PRECISION MARKETING?
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BIG DATA MARKETING
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DATA DRIVEN MARKETING
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PERSONALIZED MARKETING



Page 7

Right Message Right TimeRight Person Right Channel At Scale
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Business Objectives

Enabled Nissan to evolve from a broad-scale marketing approach to 
precise targeting of unique high value audiences

PRECISION MARKETING 
EVOLUTION AT NISSAN
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PRECISION MARKETING IS CRITICAL 
TO THE AUTO PURCHASING JOURNEY
Buying a new vehicle is a 

significant & rising investment

$38,000.00

Shopping for a new vehicle is a 
13.5 week-long process
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CONSUMERS AREN’T SATISFIED WITH 
THEIR ONLINE SHOPPING EXPERIENCES

Requires more engaging marketing strategies



HOW DOES NISSAN 
OPERATIONALIZE THIS? 
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SHARED VISION
Build the World’s Most 

Creative Precision 
Marketing Automotive Team 
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Building Blocks
PRECISION 
MARKETING
INFRASTRUCTURE

Customer Data 
Strategy

Testing & 
Measurement 

People & 
Process

Customer Comms & 
Activation
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SHARED VISION



PRINCIPLES
Creativity is still king of the customer 

experiences we curate

Data & performance are the 
inspiration and intelligence of all we do
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PEOPLE
Structure a more agile, rapid, & efficient 
Agency AND Client model to respond to 

business needs

Consistently  
educate personnel
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SHARED VISION



CAMPAIGN DEVELOPMENT &
CREATIVE EXAMPLES 
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TEST, LEARN, APPLY

Precision Marketing requires 
ongoing learning agendas to 

evaluate success
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CAMPAIGN DEVELOPMENT

Business 
Objectives

Audience
Insights

Messages &
Experiences

Deploy &
Optimize
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AUDIENCE DEVELOPMENT
Rigorous process for all products across the Nissan portfolio
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ENGAGING CREATIVE
Consumer vs. 

Product
Practical vs. 
Aspirational

Universal vs. 
Personal
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Family Time Parents Only Rising Adults 
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Nissan Altima
TECH THAT HELPS YOU BE THERE
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Nissan Altima
TECH THAT HELPS YOU BE THERE

Family Time Parents Only Rising Adults 



Nissan Titan
TECH FOR DOING

City Truckers Worksiters

Techie Weekenders
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Off-the-Grid
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Nissan Sentra
REFUSE TO COMPROMISE

City Singles
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Nissan Sentra
REFUSE TO COMPROMISE

Family Time



FINAL THOUGHTS
LEARNING FROM OUR EXPERIENCE
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FINAL THOUGHTS

Organizational 
preparedness for 

making a shift

Complexity of the 
consumer journey / your 

product portfolio

The building blocks to 
execute, measure, and 

demonstrate accountability
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THANK YOU


