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The VIDA (VIDeo & Activation) research wants to
INTRODUCTION contribute to the further development of knowledge

regarding the use, distribution and activation of video
 — In a business context. Based on our findings, we want
>| o 1=03/2=56‘3 f {r | to provide communication professionals and video
| producers with a toolbox that enables them to choose
the most efficient form elements, distribution channels
and activation methods related to the communication
objectives and the target groups.

METHODOLOGY

We use a multi-method approach in which we study and compare form, content and activation of three types of video: Corporate
Image, Corporate Social Responsibility (CSR) and Employer Branding. In fact, we will do the same study twice: one for the profit
sector and one for the not-for-profit sector.
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Scan the QR-code for more information on the VIDA research project.
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