Creema

Sharing a Passion for Handcrafts

Creema, one of Japan’s largest marketplaces for handmade items, turned to Instagram to raise awareness. Using high-
quality, narrative imagery that blended naturally into the Instagram feed, the brand successfully conveyed its unique point
of view and generated a significant lift inad recall, brand awareness and brand favorability.
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Nurturing craftsmanship

"I C % ; . Creema operates an online marketplace where people across Japan gather to
’ el directly sell and buy handmade products. Over 40 thousand handcrafters
contribute to Creema's offering of more than 1.3 million items. With a vision to
establish “a world in which every quality product gets an equal chance of
discovery”, the brand also frequently hosts events offline.
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A QO @B a 2 Making connections

Creema leveraged Instagram ads to reach and drive awareness amongst
people who are passionate about handmade items.

Instagram s a place where

people establish emotional Crafting authentic relationships

Conrject]ons with each other, Amidst increasing interest in consumer-to-consumer marketplaces for
making it the perfect place handmade items, Creema was looking to further raise its brand awareness.

to broadcast the values we Based on insights that its target audience “has a desire to express personal
uphold at Creema, where uniqueness” and “puts emotional values before materialistic values”, Creema
we striveto provide a place saw Instagram as its ideal messaging medium, where people passionate about
that brings together thelrmtlere'stsgaltherforl|nsp|ra't|on. | |

passionate handcrafters Portraying its unique point of view through six creatives carefully crafted for

Instagram, Creema ran a 6-week campaign on Instagram. At the end of the
campaign they successfully raised awareness among their target audience —
achieving a 3-point lift in brand awareness and a 9-point lift in ad recall. They
also saw an 8-point lift in brand favorability among their key demographic of 18-
24 year olds.

and their advocates.
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