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Client: Avatar Creative Services

Date: January 25, 2006

Search Term: Denver + “Wedding Video”
Total Ads Returned: 19
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Direct Competitor Headlines
e Company Name (3)
e Video (2)
e Price (1)
e Elegance (1)
e Beauty (1)
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$595 Wedding Videos @
Ceremony & reception, Denwver firm.
Get a free demo video & brochure
wannyy. as0lidgoldsound. net

Artful Event Videodraphy
Weddings, Anniversaries, Family
Biographies. Budget conscious
Wty 3 e et

Denver, CO

12/

dding Fhotoaraphy Guide
Free:
oelecting a

wwwy, BethPhotography.
Denver, GO

enver Wedding
A fabulo ding guide

wannny iy Denvenvedding. c

er Wedding Directory
Weddin g, local bridal shows
track your weddin et & rmorel
Denver-wedding-vendors. co

Wedding Photography/Video
Denver, Colorado professional
wedding photography & videography.

Wy MOvingmorment s, com
Denver, GO

Cinematic & Elegant
Cinematic Wedding Yideography
Elegant & Modern Style @

wanewd. CinematicBride. com

te Videos in minutes

Mo prio™seliting experience needed.
Great for first-ti
wewnw, CneTruehdedia.co

Eeautiful Wedding Videos
Customized for your budget & style;
Full service pro; Mn & Midwest
radfordviden. com 6

ANALYSIS OF COMPETITIVE ADVERTISING

1. $595 Wedding Videos

Primary Appeal: Price orientation suggests a good value.

Positives: Emphasizes the company’s local expertise.

Negatives: Hard to make any arguments when it lands on the top of the list.

Landing Page: http://www.asolidgoldsound.net/
Slick, hard sell web site. The only way to contact them is via telephone or web
forms. Either way, customers give up their contact information and will prob-
ably get pressure to book.

2. Artful Event Videography

Primary Appeal: Walking the tightrope between beauty and budget.

Positives: “Artful” alludes a higher quality production (on a budget?).

Negatives: Should concentrate on weddings instead of extending ad to other
family-oriented events.

Landing Page: http://www.anewdawn.tv/what_wedding.html
Goes to a web page dedicated to wedding video, which is much better than
landing on the home page. Since the company does other video production,
it's hard to criticize site. Guess it depends what your definition of “artful” is.

3. Wedding Photography/Video

Primary Appeal: Matter-of-fact, to-the-point professionalism.

Positives: Best attention getter is the URL, although it gets lost at the bottom.

Negatives: Redundant words “photography” and “videography” take up room
that could otherwise be used to sell.

Landing Page: http://www.movingmoments.com/
Oddly enough, the site is NOT matter-of-fact. It is soft, feminine and is de-
signed to appeal directly to the bride-to-be.

4. Cinematic & Elegant

Primary Appeal: For those in search of style and opulence.

Positives: Excellent use of words in headline. Cuts through the other ads here.

Negatives: Too bad the same thesaurus used for the headline wasn’t referenced
again down in the description to eliminate the repeated words.

Landing Page: http://www.cinematicbride.com/
Someone spent some money putting together this web site. The adjectives in
the headline can definitely be used to describe the web site.

5. Beautiful Wedding Videos

Primary Appeal: A little bit of everything: beauty, budget, style.

Positives: The headline catches the eye because you want a beautiful wedding.

Negatives: With all the ads on this page, would you really go to Minnesota for a
videographer? This company should target ads better.

Landing Page: http://jcradford.bizland.com/video/id21.html
As stated above: a little bit of everything. Corporate videos, webcasting, even
a travel agency. I'm definitely not calling Minnesota.
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