PANASONIC’S VIERA 3D TV CAMPAIGN oo

Community Driven Content is a Cost Effective six al]art MEDIA
Way to Engage Your Audience

Seanalyn@gmall.com | Web Hislory | Seings v | Sian ou

OBJECTIVE: —_—

Reach a targeted audience of entertainment enthusiasts to
promote Panasonic’s Viera 3D television.

CHALLENGE:

How can Panasonic use the AVATAR community to reach
beyond AVATAR enthusiasts and attract consumers who
are likely to consider a purchase of a 3D Television?

SOLUTION:

TypePad Content — By performing an analysis of search
trends and provisioning Six Apart’s AVATAR community
site with custom generated content, TypePad Content
significantly increased the AVATAR community’s
inbound traffic from search, and made the site a leading
destination for consumers interested in learning about
3D television.

After the discovery phase, Panasonic decided to focus
on two types of content:

e Trust-building content that would drive conversations

» Traffic building content that would attract the PANASONIC was looking to create articles that would pull
potential 3D television consumers from search on terms

appropriate audience for Panasonic. like "AVATAR 3D TV Blu-ray”

RESULTS

SEARCH TRAFFIC:

The AVATAR community site became the third and fourth non-paid search results for the keywords
“AVATAR 3D DVD”, the primary keywords the client was targeting. TypePad custom content led to
a positive, sustainable lift in traffic to the AVATAR community site.
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ROI:

TypePad Content coupled extraordinarily well with the Six Apart’s AVATAR community site to
create a new audience. After only 25 days, the cost per visit from TypePad content had dropped
to $.14 on the exact keywords that Panasonic and its competitors were purchasing as sponsored

ads at $.30-%$.50.
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TRUST:

The Panasonic campaign increased positive social interactions with the AVATAR community site,
which led to over 700 consumer interactions with the site, including comments, posts, and new

memberships.

CONCLUSION:

The Panasonic campaign illustrated how a combination of trust and traffic based content can
deliver spectacular results over both a short and long period of time, especially when coupled

with an active community and social tools.

Panasonic used Typepad Content to successfully identify and source articles that reached
consumers at the moment they researched information related to 3D televisions. This content
attracted Panasonic’s most valuable prospects to a fun and informative site, engaged them in a
vibrant community, and introduced them exclusively to Panasonic’s products.




