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Award Designation and Category:  
Multicultural 
 
Campaign Title:  
Nissan Ambicultural 
 
Year the campaign took place:  
 

 
 
 
 
 
 
Brand: Nissan USA 
Creative Agency:  
Media Company/Agency:  
Research Company: 
Additional Affiliated Companies: OMG Worldwide, TBWA Worldwide, 
true[X] 
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
Do bilingual Hispanic consumers prefer being marketed to in English, or 
Spanish, or do they sometimes but not always prefer one over the other? 
Automaker Nissan was challenged not just with finding an engaging way to 
reach Hispanic consumers that put them ‘in the driver’s seat,’ but also to 
generate valuable insights for how to market to them in the future. They 
built an interactive campaign for streaming video platforms that raised 
awareness for four of Nissan’s 2019 auto models among U.S. Hispanic 
adults, while simultaneously giving Nissan an unprecedented look at the 
preferences of this fast-changing demographic. As the world’s first video 
campaign to allow audiences to switch seamlessly between English and 
Spanish at any point during the ad, it was a campaign that empowered them 
to choose...and gave Nissan valuable insights for how to reach them going 
forward. 
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Consumer Insight  
 
60% of bilingual Hispanic audiences want to be marketed to in English. The 
challenge is identifying who the 60% are. 
 
 
 
Marketing Challenge 
 
The U.S. Hispanic audience is more diverse, nuanced, and culturally fluid 
than ever. This means it’s more difficult to target them in broad strokes: 
62% of them are bilingual. And about 60% of those bilingual users prefer to 
be marketed to in English, not Spanish. But it’s never been easy to tell who’s 
in that 60%, especially since preferences may change over time, based on 
whether the content they’re watching is in English or Spanish, or based on 
who’s in the room watching TV together. It’s a data point that is not easy to 
capture because of the fluidity of choice -- consumers are humans, not 
statistics. 
 
For automaker Nissan, seeking to raise brand awareness of its 2019 auto 
lineup, this was a particularly crucial challenge given the level of priority that 
the Hispanic market has to the company. One-fifth of Nissan’s US consumers 
are Hispanic, and Nielsen has named the brand “Spanish TV Advertiser of 
the Year.” With a 12% market share among Latino car buyers, it’s in third 
place overall among global automakers, so there’s room to grow. Key to its 
success capturing this market in the past few years is Nissan’s 
understanding of the demographic -- the company talks not about Hispanic 
marketing as “multicultural,” but as “ambicultural.” Identities are complex 
and addressing all Hispanics as a solid bloc often fails to touch upon the 
deep diversity within it. 
 
Marketing to this 21st-century “ambicultural” Hispanic audience also requires 
an ongoing learning process about how this demographic continues to 
change and evolve. Starting a campaign from an insight isn’t enough -- the 
results have to produce actionable insights themselves for future iterations 
of Nissan messaging. That’s why Nissan needed to create a campaign that 
wasn’t just insight-driven, but simultaneously designed to generate further 
insights. The creative itself was going to be a canvas for consumer learnings. 
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Methodology  
 
Nissan’s own research through consumer surveys had found that among 
U.S. bilingual Hispanics, about 60% prefer to be marketed to in English. But 
traditional targeting doesn’t make language preferences easy to pin down. 
It’s more complicated than matching Spanish-language ads to Spanish-
language content, or likewise with English. Some consumers’ language 
preferences may differ based on what products are being marketed, or if 
they’re watching content in the presence of relatives or friends who speak 
only English or Spanish. Sure enough, PwC research has found that bilingual 
Hispanic audiences like to be able to choose whether they’re marketed to in 
English versus Spanish. In short: Offering choice is key. It shows respect for 
the consumer, especially when that choice may not always be the same.  
 
One of the best destinations for reaching Hispanic audiences is streaming 
video across platforms -- desktop, mobile, and connected TV. PwC has found 
that Hispanic consumers are dedicated early adopters of technology: The 
average Hispanic consumer spends over 26 hours per month watching digital 
video, which is seven hours more than the U.S. average. The same survey 
found that 80 percent of Hispanic consumers subscribe to a streaming video 
service, compared to 70 percent of the general population. And 
technologically, premium streaming video offers the functionality for choice-
based ads, as well as interactivity that permits an ad for an auto brand to 
showcase multiple car models at once.  
 
To run a truly data-driven, choice-powered campaign, Nissan opted to 
collaborate with its longtime partner true[X], which pioneered interactive 
advertising for premium streaming video. The true[X] technology stack 
provides the ability for ads to be fully interactive as well as for insights on 
consumer interaction and brand lift to be delivered back to the brand for 
instant adjustments to the creative (or for future campaigns). true[X] also 
provided access to both proprietary and third-party targeting that would 
allow the campaign to target U.S. Hispanic adults within ZIP codes with high 
percentages of Spanish speakers who self-identified as bilingual through 
prior targeting. And with its scope across premium publishers on desktop, 
mobile, and connected TV, partnering with true[X] on this multiplatform 
approach could comprehensively reach bilingual Hispanic consumers. 
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Creative Execution 
 
With the power of interactive advertising fully available to it, Nissan built an 
immersive ad experience that allowed Hispanic consumers to chart their own 
course -- both in terms of what cars they wanted to learn about (choosing 
between the Rogue, Kicks, Altima, and Titan), and what language they 
wanted the ad to be in. They could select English or Spanish at the start of 
the ad experience, which showed a trailer before presenting the user with an 
exploration of the four different Nissan models.  
 
But here’s the catch: At any time they wanted, users could switch 
languages, with zero friction in the narrative and no need to restart the 
video. The creative that was deployed was therefore an industry trailblazer, 
as it was the world’s first ad to allow users to switch back and forth between 
English and Spanish, seamlessly and in real time.  
 
The interactive interface and easy language toggle put users in control of 
their experience as well as delivered valuable insights back to Nissan about 
how they prefer their “ambicultural” marketing. Who chose English, and who 
chose Spanish? Who switched languages mid-experience?  
 
VIdeo advertising has historically been a passive, lean-back experience. But 
this creative collaboration from Nissan and true[X] actively engaged 
consumers from the start. While watching their premium, long-form 
streaming video of choice, viewers were asked if they preferred interacting 
with the Nissan ad for a minimum of 30 seconds in exchange for a reduction 
in further commercial breaks. Research from true[X] has found that 81% of 
users appreciate having this choice; it also meant that Nissan could be 
guaranteed an audience that had actively made the choice to interact with 
their “ambicultural” experience. 
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Business Results/Lessons Learned  
 
Nissan’s motto is “innovation that excites,” and sure enough, the innovations 
in this first-of-its-kind ad were truly exciting. 
 
This experience was able to collect valuable insights: Four-fifths of users 
selected English at the start of the ad, whereas the remainder chose 
Spanish. And of users who chose to toggle, 60% made the switch from 
Spanish to English. There’s a clear preference for English among bilingual 
audiences, but they nevertheless appreciate the freedom of being able to 
choose. 
 
In addition to generating insights that Nissan can use to better reach this 
“ambicultural” demographic, the ad was also a hit, producing extensive 
brand lift throughout the purchase funnel. 
 
Giving users the power to control their ad experience pays off. Or, to put it 
another way, there’s value in putting the consumer in the driver’s seat. Any 
first-of-its-kind ad is in some ways an experiment, but this one was not just 
successful but actionable. 
 


