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Advertising social

As an app developer, Venmo had grown its loyal user
base exclusively via fantastic word-of-mouth. We needed
our foray into advertising to capture the spirit of our
unique product—social payments.

We challenged I3X, our internal creative team, to develop
a campaign that would break through typical transit ads
and get our message across.
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We realized we could leverage existing users’ word- p
of-mouth by providing real world conversation pﬁs
As a financial app, we knew direct endorsements ,A

from friends lead to our highest success rates for
signing up new users. So we thought if we could
spark conversations, they would eventually lead to a
friend-to-friend recommendation.
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We developed creative that features Lucas, a Venmo
employee, doing everyday things. It was a modern twist
on pop art—instead of soup cans, we were elevating the
social media norms of selfies and short sentences.
Instead of advertising a product, we used the creative to
reflect these rapidly trending cultural movements.
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The zpicenter

We began with Bedford Station in Williamsburg, a cultural
epicenter in NYC. We used each placement within the
station to highlight different angles of Lucas’s millennial
life—transforming the space into a real world online-
esque experience. We took subject matter usually
reserved for a user’s singular focus on a computer
screen, and moved it to the station and subway cars.
Lucas could not, and would not be ignored.
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Venmo experienced phenomenal

growth during the campaign.
Post—

campaign buzz
kept national
signups
The NYC high
only campaign
caused a 9% lead
in signups versus

Increase in daily
signups*

I Typif:al our SF base—
holiday dip from e
Christmas to
New Year
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* Prior to the campaign start, San Francisco was slightly leading New York City in signups. Once the campaign began, New York took a strong lead.



Unprovoked, fans of “Venmo Lucas” made him

their own, generating thousands of variations.* g R tumblr.
reddit imgur Lucas Knows What You Did

P I Made This For My ?3265'833 NOTES

> 4 g reddit Son's Birthday \

@ 15,594 VIEWS - IMGUR \\
Venmo Subway Ad Generator * 612 POINTS - REDDIT N
. . (cross posted on Reddit) & 776 UPVOTES AN
craigslist @ 13,757 VISITS ® DOWNVOTES &

& 11,615 UNIQUE VISITORS

Missed Connections: @ 35166 PAGEVIEWS

Bedford L Platform
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* Shown is a sampling of variations or discussions the ads. There were hundreds of similar discussions and variations on sites like Tumbir and Reddit.



www.google.com

venmo

Gauged by search volume, interest in the campaign was
directly proportional to increased interest in Venmo.

Curiosity about
Lucas leads to
increased interest
in Venmo
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Increase in search
volume *
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* http: google. 20luca: 9%2F201




We earned national press—

FAST@GMPANY
Lucas Talks to
BUSINESS INSIDER ’:ajifompa”y
Z: Scllftl;gzntcfgg lrggéajgons More YAHOO! v 4/33 El]“ N“w uork @imcs *
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Uses Venmo Ads’ What's Up With the 'Lucas \ Ikes Yenmo Lucas ' @ 50 - 100K VIEWS (ESTIMATED)
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* New York Times online and print editions full length article featuring Venmo. Both editions featured photographs of the subway ads.



further fueling online social activity —

+« ONLINE CONVERSATIONS —
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Online
conversation=
social media,
blogs & forums
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Increase in online
conversation*
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* Aggregate based on Venmo related posts and images on Tumblr, Instagram, Twitter, Facebook, personal blogs and forums.



and taking our regional campaign
to millions of eyes.

increase
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* Measured by multiplying individual tweets by that user’s number of followers.
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As with most attention-drawing creative,.our campW_

had many vocal detractors. We measured Venmo’s
reputation online and found conversations —even.those ﬁ auren drell
beginning with criticism of the ads—were positive for the

brand overall, always ending in raving product love venmo, love this campaign. RT

E : Lucas uses Venmo. He also pays
recommendations. rent, likes magic, buys rounds and loves NYC.



Here’s a look at the campaign’s long tail
effect on Venmo’s monthly transaction
volume.

More transaction volume * $140
million
per month
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* Increase in monthly transaction volume from November 2013 to March 2014.



“Lucas uses Venmo”

Campaign by I8X
lgram Magdon-Ismail —fou
Kortina — founder
Neil Shah — creative director
Robin Spencer — production a
Sandra Rubinchik — copywriter
Shira Brettman — media buyer

Starring
Lucas Chi — software engineer

Case study data & metrics
Annie Corbett & Andy Enkeboll
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