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Title of campaign: sahibinden.com - secondhand
Brand / advertiser: sahibinden.com
Media Agency: Sem & Kozmonot
Creative Agency: Rafineri
Awards:
e Video Advertising - Gold
Campaign video: https://youtu.be/iCXJ7g1M500

Campaign Summary

sahibinden.com is the first website that comes to mind when talking about the sale of real estate and
vehicles in Turkey and it wants to empower its secondhand category. In 2019, the brand, which invested
the vast majority of its communication budget to promote the real estate and vehicle categories wanted
to maintain its leadership via a campaign that would attract traffic to the second-hand shopping
category. In the digital campaign prepared for this purpose with video consisting of different characters
to attract the attention of different target audiences, the message which addresses the immaculate
second-hand products is also highlighted as sahibinden.com.

Objectives and Strategy

Although people thought that the only motivation in second-hand shopping was affordable prices, other
important motivations were product variety and cleanliness. In second-hand shopping, consumers were
struggling with questions such as ‘Has this item really not been used much?’ and ‘Is it as described?’.
To answer these questions and find new products, consumers wanted to shop among a vast variety of
products to have choice. So, it was decided to use the message “In order to help you find the products
as clean as you wish, the address in second hand shopping is again sahibinden.com ” for the site which
has more than 46 million users and nearly 2 million shopping ads every month. According to this
strategy, our KPIs were determined to increase the number of the users, visits and pageviews in the
second-hand shopping category and to ensure that our videos reach to at least 15 million people.

Execution and Media

Using social media channels (Facebook, Instagram, Twitter and YouTube) where the audience
interested in second-hand product shopping is concentrated, we organised our videos according to the
video consumption habits in each channel. By analysing the creatives we prepared, A/ B testing and
optimising the prominent creative; we increased our view rates. We showed our videos, which we
prepared with characters such as musicians, vegetarians, and hipsters, with targeting aimed at users'
interests. For example; we showed the musician film to the users who we know are interested in music.
While reaching our target audience with a trueview in-stream ad on YouTube; we caught users passing
our film with bumper ads. By simultaneously doing BLS (Brand Lift Survey) on YouTube, we measured
our ad recall in a period when other brands in the shopping category were communicating intensely.
We maximised our video views with the teasers that we prepared exclusively for Instagram Stories.

Creative

Our campaign told the stories of people who had to sell items due to reasons such as the product going
out of fashion. To increase memorability; the common rhetoric “clean car from doctor” was used in a
fun tone, to highlight clean products in the second-hand category. In the videos funny stories such as
the veggie who sells her barbecue for vegetables cannot be cooked on, were told through the
reinterpretation of a familiar expression such as "vegetarian barbecue". With this approach the
message, ‘there are millions of immaculate second-hand products in sahibinden.com.; was portrayed.

Innovation

For the first time, sahibinden.com created a fully digital campaign to increase the traffic of the second-
hand shopping category. The stories of the videos were built by being selected from the most popular
products in the second-hand category on sahibinden.com. Thus, different character and product stories
were used in targeting and different target audiences were attracted.


https://youtu.be/iCXJ7g1M5Q0
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Results
e The campaign reached more than 23 million people in total and achieved more than 19 million
views.
e Compared to the same period last year, in the second-hand shopping category we increased:
o The numbers of users by 12.8%
o The number of visits by 16%
o The number of pageviews by 23%
¢ Inthe YouTube Brand Lift Survey, the ad recall of our films was 17.1%, exceeding the YouTube
benchmark range.
e Our musician video was entitled to enter the “YouTube Ads Leaderboard July 2019” as it was
of the most watched and liked content in YouTube.



