In-Text Video Advertising Case Study: Canon
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» CHALLENGE

Canon wanted to promote the use of HD Camcorders by introducing a new style of hand-held record-
ing called “Freecording” to their target audience of 25-34 year olds.

CREATIVE SUMMARY

In-text video advertising allowed Canon to double-underline words like “creativity,” “film maker,” “freestyle” and “high
definition,” inside relevant web articles. When users chose to move their mouse over the highlighted word, the in-text
ad unit delivered a high impact video creative that showcased people “Freecording,” perfectly illustrating how Canon
can capture life around you in a new and exciting way.

FLIGHT DATES
06/10/08 to 30/11/08

THE RESULT

In-text video advertising was able to go beyond Canon'’s key success metrics for CTR and increase qualified traffic
to the Freecording micro-site. Additionally, in-text video advertising allowed Canon to align itself with the campaign’s
core brand messaging (fun, creative and exciting) to engage their target audience within relevant web content.

CLIENT FEEDBACK

MAXUS utilized in-text video advertising, allowing Canon to introduce a new idea called “Freecording” and
align the brand with words that were relevant to a younger and creative audience. The in-text video unit
is highly engaging and puts the user in control - just like Freecording with Canon HD Camcorders.
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