
Find the  
right way to tell 

the story

Materializing the content 
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To support our content,  
a video -case study-  

will help prove their love



vidéo 



Phase 1 : activationExpressing love with words

Hook with key message 

Personalized discussion flow

Ending discussion with an external 

unbranded link

Revelation of satellites and ESA 

thanks to a surprising effect



Tell everyone 
about this  
love story

Spread the content
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video

PR Social 
media Ads

When one-to-one becomes one-to-many



#becausewecare



1. Off icially inform the press 

A TWO-STEP ACTIVATION FOR JOURNALISTS 

Day 1: Send an anonymous love letter



1. Off icially inform the press 

A TWO-STEP ACTIVATION FOR JOURNALISTS 

Day 2: Send an informative email that reveals the love story 

« European Space Agency in love with Tinder users » 

NEWS MEDIA 

Huffington Post, CNN, Metro, Le Monde, El Pais, Die Zeit, Vanity Fair 

and Elle.

TRENDS MEDIA 

Konbini, Monocle Magazin, Lebonbon, Slate,  

Yahoo, Vice, Bored Panda (Eastern Europe), Melty, Jezebel 

PROFESSIONAL MEDIA 

Campaign, Brand Republic, AdAge, Adweek,  

Stratégies, Ads of the world, Hootsuite, Techcrunch Europe 

Science youtubers 

Headsqueeze, Asap Science, Vsauce 

Influencers 

@James May, @judestefanik



2. Inform all the friends and family

SOCIAL NETWORKS ACTIVATION (OWNED MEDIA) 

310K Likes 375K Followers 101K Subscribers

all contents branded #becausewecare  
and redirected on Facebook



Showcasing the ‘love letter’ everywhere…



& using every content to spread the word about it 



& explaining why they are the best lovers ever

+ Best of Tinder discussions 



3. Inform the general public

PAID ADVERTISING  

Support social networks and PR so as to increase the campaign’s impact.

all contents branded #becausewecare  
and redirected on Facebook

Youtube: TrueView (pay if not skipped) 
Special video ad for the promotion (short version of the case study)  

Facebook and Twitter: Sponsored links 

Native advertising: BuzzFeed, Mashable


