Streaming video boosted
by online PR

Vas

vividas:

“Vividas has become a leading
technology business, recognised
for providing high quality streamed
video online, largely thanks to the
huge efforts of Midnight.

“Midnight is demonstrated a clear
understanding of the digital media
sector and our target markets.
They have achieved over and
above our expectations, and firmly
placed us in the minds of our
target prospects.”

Group Marketing Manager, Vividas

Vividas delivers streamed video that
enables viewers across the globe to
watch full-screen, high quality videos
over the Internet, without the need to
install any specialist player software.
The company is listed on London’s
Stock Exchange and has a client
roster which includes The Fox
Channel, The Football Association,
The International Cricket Council (ICC)
and Handmade Films.

Following Midnight’s highly successful
traditional trade and national media
campaign, a new PR approach was
developed which included a digital
element and an expanded global
brief to reach markets in the US and
Australia.

The digital PR campaign was to be
firmly focused on supporting the

business to attract more broadcast
and entertainment clients.

Enhancing web links

Using Midnight's Socioscoping service
we were able to map key on and
offline influencers. A campaign was
developed to achieve maximum
participation with the Vididas
technology and communicate the
product benefits to new and emerging
audiences.

The new online campaign was created
to enhance web links and raise the
company'’s natural search ranking.
It was essential to reach potential
clients in the UK and overseas in their
favoured medium and in a format that
fitted the digital brand.

An issued-based strategy was
developed which would generate a
thought leadership platform from
which Vividas could comment on key
issues. For example, there was a
media buzz surrounding the increasing
popularity of online video and the
huge influence of BBC'’s iPlayer.

Reaching the decision makers

In order to secure interviews with the
company’s CEO, Midnight engaged in
debate with key media commentators.
For example, the FT’s Peter Whitehead
interviewed the Vividas CEO and the
interview was posted on ft.com. It was
then made available as a podcast on
the FT site.
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Vivadas Group

Midnight secured an interview with
Charles Arthur regarding the benefits
of streaming over rental which was
posted as a podcast on the online
Guardian site.

Midnight was delighted when the
journalist commented in his personal
blog: “And a quick word for PR people
... Andrew Wilding’s PR showed some
neat footwork in getting him in front of
us to talk about the idea of whether
Streaming is better than rental...”

Global action

Mindful of the international market
and Vividas plans for growth, Midnight
rolled out the issues-led campaign in
Europe and linked with partner
agencies in the USA and Australia to
ensure announcements and comment
opportunities were co-ordinated on a
global scale.

As lead agency, Midnight continually
refined the strategy, ensuring that key
announcements were coordinated and
leading regular international agency
summits to share market knowledge
and plan the campaign ahead.

Digital campaign targets
students

Having identified entertainment and
broadcast clients, it was agreed to
target the broadcasters of tomorrow
— student film-makers — by developing
an online project for students. The
project formed the second strand of
the new digital strategy and was titled
‘Cinema 2020’.

The competition was developed in
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conjunction with Pinewood Studios
and invited students to create a short
film which would be judged at the ICA
by key figures such as Radio 4’s Mark
Lawson and representatives from
Pinewood Studios, Paramount
Pictures and the National Film School.

The competition received hundreds of
entries and the winner received their
own premier of the film following a post-
production session at Pinewood studios
— as well as free online distribution.

Key to the success of the campaign
was the creation of groups on Facebook
and Myspace which targeted students
and encouraged them to enter online
and share their work.

Highlights

B The campaign generated a 79 per
cent media share of voice for
Vividas, compared to its closest
‘service providing’ competitors

B 76 articles (online and traditional
press) were generated in just six
months, touching all key nationals
and their websites (bbc.co.uk, The
Telegraph, Financial Times, The
Guardian)

B Traditional advertising equivalent
valued the online and print
coverage in just six months at
£272,000 (nearly ten times return
on investment), and generated
several direct new business leads

B Vividas’ search ranking increased,
taking them to the top three
ranking position during the
campaign
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