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CHALLENGE
Hyundai organized a number of events, in 
collaboration with TomTom, around the Netherlands 
to introduce the launch of their new model of Hyundai 
Tucson. At each event, visitors were able to win 
TomTom navigation sets based on a video they would 
make inside the new Tucson showmodels. The aim 
here was: to ‘shake it’ up on some nice audio tunes 
inside the car, video record it and upload the video to 
the Hyundai website. 
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The goal for Hyundai was to get as many people to 
participate in the event and generate extra awareness 
for the new Tucson model. Particularly aimed at the 
events, but also on a national level with a focus on car 
enthusiasts.



SOLUTION
To achieve Hyundai’s goals, we’ve set up a number of 
strategies in the campaign approach with a campaign 
duration of one month. Firstly we’ve geo-fenced each of 
the events at which the Hyundai Shake & Win activities 
took place, making sure that all people at the event 
were able to see the creatives and find their way to the 
Hyundai showmodels. In the creatives we’ve included a 
shake feature, boosting user-intent, that would fit right in 
with the shake theme. 

After users would shake their device, they would be able 
to find out more about how to win prizes, participate in 
the activities and see other contenders’ video uploads. 
Alongside with the events targeted, a strategy to 
promote the new Hyundai Tucson on a national level 
was set up, focussing on car enthousiasts/car audience 
segments using a set of standard IAB creatives.
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Bekijk creative

http://targetoo.celtra.com/preview/4adf6b2b#deviceType=Phone


RESULTS
Each strategy generated significant impact for 
Hyundai. An increase of new video uploads/
contestants (45%+) and great interaction rates coming 
from the Hyundai ‘Shake it’ creative, targeted at 
events (2.06% CTR on average and 11.05% interaction 
rate). From the standard IAB creatives, on national 
level, an average CTR of 0.77% was obtained, with the 
best format being the 480x320 (1.79% CTR).
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BULLETPOINTS/SUMMARY
Challenge
• Reaching out to car enthousiasts to create brand 

awareness around new Hyundai Tucson model, in 
collaboration with TomTom

• Focus on attracting contestants to win a new 
TomTom navigation system, by shooting a short 
video inside Hyundai Tucson showmodels (‘Shake 
it’ on an audio tune inside the cars)

• Stimulate engagement with the Hyundai brand

Solution
• Location based campaign aimed at a number of 

events at which the Hyundai Tucson showmodels 
were placed for the ‘Shake it’ competition

• National brand awareness campaign focussing on 
car enthousiasts/car audience segments

• Use of Rich media creative that would fit right in 
with the ‘Shake it’ theme on event locations and 
a set of standard IAB creatives to support the 
national campaign

Results
• ‘Shake it’ CTR’s averaged at 2.06% with 11.05% 

interaction rates in the creative
• National CTR’s averaged at 0.77%
• Uplift in video uploads/participation from 

contestants of 45%
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