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Airmaxx, considered San Diego’s #1 HVAC Service, served the local community
with their top of the line, award winning technicians. Built on their friendly
service and expertise, the company was looking to further grow trust and
awareness with San Diegans. In an effort to increase brand awareness and
spread their message, the HVAC service utilized OOH and a targeted mobile
campaign to help local residents with their heating and cooling needs.

STRATEGY & TACTICS

— Strategically Placed: Airmaxx utilized four bulletins throughout
the San Diego DMA’s surface roads to reach their target
audience in need of HVAC services.

— Targeting: Airmaxx utilized proximity targeting to engage
with potential customers.

— Creative Excellence: Airmaxx utilized a landing page and RESULTS @
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