Discovering the Perfect Home

SUUMO, a popular real estate portal, became the first advertiser in Japan to run aMarquee™ campaign on Instagram.
Working closely with Facebook's Creative Shop to produce video ads tailored especially for Instagram, SUUMO
successfully reached out to the younger generations on Instagram and raised its brand favorability.
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*1 Marquee is a single-day campaign that
can reach a broad audience up to 3 times
aday with limited availability to one
advertiser a day.

*2 View rate is calculated as: number of
people who watched the video for 3
seconds or longer, divided by the total
reach of the video

lift in ad recall lift in brand view rate™
(for the "surfer" favorability (average over
campaign) (for the "surfer" three campaigns)
campaign)

Covering your every residential needs

SUUMO, operated by Recruit Sumai Company, is one of the largest real
estate portals in Japan. It offers a broad range of residence-related
services, both online and offline, including online listings of for-rent and
for-sale apartments and houses, an online directory of renovationand
housing equipment vendors, offline counseling and free and paid
magazines.

Boosting favorability with a new facade

SUUMO turned to Instagram to reach out to the younger generations
and boost its favorability by promoting its brand from a different
perspective.

Three females, three rooms, three passions

SUUMO partnered with Facebook's Creative Shop to produce nine
soundless 15-second clips that resonate well with the younger audience
on Instagram.

With "My room is me" as the key concept, the videos showcased the
rooms and lifestyles of three women, each with a distinct passion:
reading, cooking and surfing. The crew placed great emphasis on
authenticity during the casting and set construction, ultimately hiringan
actual professional surfer for the "surfer" role. Each clip was subtly
branded by the appearance of the brand's well-known mascot.

SUUMO ran three consecutive Marquee campaigns which were well
received by the Instagram community, resulting in a20% view rate’, a
significant lift in ad recall, which was 41-point in average and 44-point
forthe “surfer” campaign. There was also a significant 6-point lift in
brand favorability for the "surfer" campaign.
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