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BRIEF RECAP  
CONTEXT OBJECTIVE

TARGET AUDIENCE

LET TOYS BE TOYS IS AIMING TO CAMPAIGN ON A WIDER 
EUROPEAN SCALE

TO MAKE PARENTS UNDERSTAND THAT VARIED PLAY 
ENSURES THE BEST CHANCE FOR THEM LEARNING 
OPPORTUNITIES AND EQUALITIES IN LIFE.

 PAN-EUROPEAN PARENTS WHO ARE NOT AWARE 
OF THE PROBLEM OF GENDERED MARKETING,



LET TOYS BE TOYS IS INFORMATIVE AND CREDIBLE  



YOU SUCCEEDED IN BUILDING A UNIFIED AND ENGAGED COMMUNITY

Source: Facebook&Twitter



A COMMUNITY THAT IS 6 TIMES MORE ENGAGED THAN AVERAGE 

 LTBT’S FB ENGAGEMENT RATE: 1,09 %

x6

Source: Facebook



BUT, UNTAPPED REACH POTENTIAL BECAUSE OF A LACK OF IMPACT 

The UK ALONE has approximately 15,4 million parents with 
dependent children

WE ARE ONLY REACHING 0.24% 
OF OUR POTENTIAL TARGET 

AUDIENCE



‘CONTENT WITHOUT REACH IS LIKE BUILDING CATHEDRALS 
IN THE DESERT’ 

- HAMISH PRIEST
    HEAD OF DIGITAL, UNILEVER 



 BUT... WHO ARE WE 
REALLY TARGETING ?



AT FIRST, 
 WE FELL INTO STEREOTYPES...



WE THOUGHT OUR TARGET 
AUDIENCE WAS 

SOLELY, THE WORKING CLASS PARENTS WHO DO 
NOT HAVE A SUFFICIENT EDUCATION ON THE 
TOYS GENDERING SUBJECT.



WE WERE WRONG...



TURNS OUT OUR TARGET AUDIENCE INCLUDES ALL EUROPEAN 
PARENTS WHO...



ARE INFLUENCED BY CULTURAL BELIEFS 

PAN AND PFEIL (2004) COUNT 87 DISTINCT 
"PEOPLES OF EUROPE" THAT BELONG TO 
DIFFERENT ETHNICITIES, CULTURES AND 
RELIGIONS.



ARE TOO OCCUPIED

HALF OF BRITISH PARENTS SPEND LESS THAN 
ONE HOUR OF QUALITY TIME A DAY WITH THEIR 
CHILDREN ACCORDING TO RESEARCH (DR. SAM 
WASS).

AMONG THE ACTIVITIES PARENTS ARE UNABLE 
TO FIND PRECIOUS HOURS FOR ARE PLAYTIME.



ARE BIG FAMILIES

MOST OF THE CONFLICTS REVOLVE AROUND THE 
TOY BOX.

TO MINIMIZE THE FREQUENCY OF SUCH 
QUARRELS, PARENTS SET UP TWO TOY BOXES, 
ONE FOR THE BOYS AND THE OTHER FOR THE 
GIRLS.



LET TOYS BE TOYS 



HOW DO WE CRAFT A MESSAGE THAT WOULD 
RESONATE WITH ALL PARENTS, DESPITE OF 

THEIR DIFFERENCES ? 
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‘WE ALL WANT TO BE DIFFERENT, WHICH MAKES US ALL THE 
SAME’ 

- INTERNET MEME



ALL PARENTS WANT WHAT’S BEST FOR THEIR CHILDREN  



OFFERING A WIDE RANGE OF FOOD TO RAISE HEALTHIER CHILDREN IS EMBEDDED IN 
MODERN CULTURE PARENTHOOD. 



BUT CULTURALLY, VARIED PLAY IS NOT CONSIDERED TO BE 
IMPORTANT FOR A CHILD’S DEVELOPMENT



BUT, PLAY AND NUTRITION HAVE A LOT IN COMMON 

SOURCE:

EMOTIONAL 
DEVELOPMENT

INTELLECTUAL
DEVELOPMENT

BEHAVIOURAL
DEVELOPMENT



SO, LET’S RECAP



BRAND TRUTH

 LET TOYS BE TOYS IS INFORMATIVE, CREDIBLE AND HAS A VERY 
ENGAGED COMMUNITY.

HOWEVER THERE IS AN UNTAPPED POTENTIAL BECAUSE OF A LACK 
OF IMPACT THAT RESULTS IN LOW REACH.



CULTURAL TRUTH

PARENTS ARE NOT AWARE OF THE BENEFITS OF OFFERING A WIDE 
RANGE OF PLAY TO THEIR CHILD’S DEVELOPMENT.

HENCE THEY DON’T FEEL GOOD ABOUT PROVIDING THEIR CHILDREN 
WITH VARIETY. 

 



HUMAN TRUTH  

HUMANS TEND TO COMPREHEND COMPLEX SUBJECTS BETTER WHEN 
PROVIDED WITH AN ANALOGY.



OUR STRATEGY 
BY USING THE POWER OF ANALOGIES AND YOUR ENGAGED COMMUNITY WE AIM TO MAKE PARENTS 
UNDERSTAND THE BENEFITS OF OFFERING THEIR CHILDREN A WIDE RANGE OF PLAY AND FEEL GOOD 

ABOUT IT, LIKE THEY DO WITH FOOD. 

CULTURAL TRUTH HUMAN TRUTH

BRAND TRUTH



OUR CONVICTIONS

1. CREATE AN IMPACTFUL CAMPAIGN WITH EXTREMELY HIGH REACH POTENTIAL TO GROW OUR 
COMMUNITY.

2. MAKE PARENTS UNDERSTAND/FEEL GOOD ABOUT THE BENEFITS OF DIVERSE PLAY.

3. USE LTBT’S CREDIBILITY AND ENGAGED COMMUNITY AS AN AMPLIFIER. 

TO MAKE PARENTS UNDERSTAND THE IMPORTANCE OF VARIED PLAY TO THEIR CHILD’S 
DEVELOPMENT WE NEED TO: 
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STARTING FROM A CONTINENTALLY KNOWN PROVERB 

YOU ARE WHAT YOU EAT
A multi-cultural expression that has worldwide appeal. 

Der Mensch ist, was er ißt. (German)
De lo que se come se cría. (Spanish)
Siamo ciò che mangiamo. (Italian)

Você é o que você come. (Portuguese)
Je bent wat je eet. (Dutch)

On est ce que l’on mange. (French)

http://context.reverso.net/traducao/portugues-ingles/voc%C3%AA+%C3%A9+o+que+voc%C3%AA+come


YOU ARE WHAT YOU   EAT   PLAY

TO CREATE AN IMPACTFUL BRAND PLATFORM 



BRAND PLATFORM: YOU ARE WHAT YOU PLAY 

OBJECTIVES: 

1. IT CREATES CONSISTENCY BY HAVING A LINK BETWEEN ALL YOUR 
CAMPAIGNS.

2. WHICH REINFORCES THE MESSAGE AND RESULTS IN BUILDING A 
DISTINCTIVE BRAND IMAGE.

3. A PLATFORM LASTS 3 YEARS ON AVERAGE, MEANING THAT IT HAS 
BETTER ROI THAN A SINGLE MINDED CAMPAIGN IDEA. 



OUR MESSAGE AND CREATIVE IDEA FOR THE 2019 CAMPAIGN

PLAY IS FOOD FOR THE BRAIN 

TOV:  Friendly and caring, our creative executions will aim to surprise, entertain, spark obviousness to 
educate and engage.
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THIS CAMPAIGN WILL LIVE THROUGH 3 PHASES WITH YOUR COMMUNITY AMPLIFYING IT

RAISE AWARENESS

CHANGE BEHAVIOUR

ENGAGE 
ADVOCATES

LET TOYS BE TOYS’ 
COMMUNITY AS AN 

AMPLIFIER 



RAISE AWARENESS

OBJECTIVE

IGNITE THE CONVERSATION BY INSTALLING OUR ANALOGY TO TRIGGER THE 
‘AHA! MOMENT’ AND CREATE THE FOLLOWING REACTION:

 ‘I never restrain my children from a certain type of food due to their gender, 
then why do it with play ?’ 



PR STUNT 



WHAT IF FOOD WAS “GENDERED” IN THE AISLES OF YOUR SUPERMARKET? 

REINFORCING OUR ANALOGY BY GENERATING BUZZ 
AND EARNED MEDIA 

“It’s absurd to choose food based on gender, 
how come we do it with toys all the time ?”



IN STORE REVEAL



HIDDEN CAMERA



HOW DO WE MAKE A LARGER NUMBER OF EUROPEAN PARENTS QUESTION THEMSELVES?

BY FILMING PEOPLE’S REACTIONS IN STORE WITH A HIDDEN CAMERA.
THEN SPREADING THE VIDEO ON SOCIAL MEDIA WITH THE FOLLOWING KEY 

MESSAGE:

“Absurd right? But we do it with toys all the time.
Join our community of parents who are willing to change that 

mentality.”

#YouAreWhatYouPlay



END SCENES - STORYBOARD



INCREASING REACH BY PARTNERING WITH A EUROPEAN PRESENT RETAIL STORE  

German global discount supermarket store. 
10 215 stores all across Europe. 
Present in 28 european countries. 



INCREASING REACH BY PARTNERING WITH A RETAIL STORE WHO SHARES OUR 
VALUES  



DIGITAL PRINTS 



SHOWCASING PLAY IN A FOOD CONSUMPTION RITUAL TO REINFORCE OUR LINK 
AND ENCOURAGE VARIETY



GUERILLA MARKETING



MULTIPLYING OUR TOUCH POINTS WITH GUERILLA MARKETING TO MAXIMIZE OUR REACH



CHANGE BEHAVIOUR

OBJECTIVE

PROVIDE PARENTS WITH THE TOOLS THAT HELP THEM GIVE THEIR CHILDREN 
THE WIDEST ARRAY OF OPTIONS AND GENERATE THE FOLLOWING REACTION:

‘I won’t buy my children toys based on gender, i’ll buy them toys based on 
benefits.’



NUDGE ARTICLES



HIJACKING GENDERED TOY SEARCHES TO HELP PARENTS MAKE BETTER DECISIONS

HIJACK THE TOP RANKED 
KEYWORDS FOR 
GENDERED TOY SEARCHES

PEAK DURING CHRISTMAS 
SHOPPING PERIOD.

SEO & SEA



GUIDING PARENTS TOWARDS AN EFFECTIVE TOOL WITH A CALL TO ACTION

AFTER READING AN INSIGHTFUL 
ARTICLE ENCOURAGING PARENTS TO 
CHOOSE TOOLS DIFFERENTLY: 

THROUGH DEVELOPMENT BENEFITS

PARENTS ARE OFFERED A TOOL TO HELP 
THEM CHOOSE TOYS THROUGH THAT 
NEW SCOPE.



MOBILE APPLICATION



FOOD SCANNING APPLICATIONS ARE BECOMING WIDELY USED IN EUROPE 



CAPITALIZE ON THIS HABIT TO CHANGE PARENT’S PERCEPTION OF HOW THEY SHOULD 
CHOOSE TOYS 



PARTNERING WITH CHILD PSYCHOTHERAPISTS TO SHARE EFFECTIVE AND 
CREDIBLE ANALYSIS

The Association of Child Psychotherapists (ACP) is the 
professional body for Psychoanalytic Child and Adolescent 
Psychotherapists in the UK. . It was established in 1949 and has 
over 900 members working in the UK and abroad.



STARTING SIMPLE - AIMING BIG

ACTUAL FUNCTIONALITIES: 
- TOY SCAN 
- PURCHASE CHECKLIST

GATHER PURCHASE DATA - UPDATE PROFILE 

POTENTIAL FUNCTIONALITIES:
- TOY RECOMMENDATION (BASED ON PROFILE/PREVIOUS PURCHASES - AI)
- PROMO CODES - PARTNERING WITH TOY MAKERS



POINT OF SALE 



BEING PRESENT WHERE THE DECISION IS BEING MADE



ENGAGE ADVOCATES

OBJECTIVE

BUILD A BROADER COMMUNITY THAT SHARES OUR VISION AND ADVOCATES 
FOR OUR CAUSE IN ORDER TO CREATE THE FOLLOWING REACTION:

‘A few little tweaks in my behaviour can have a massive impact on my child’s 
development, I’ll start telling my friends and/or donate to help the cause.’ 



DONATIONS



CALLING PARENTS TO STAND FOR & SPREAD OUR CAUSE BY PROVIDING US WITH EXTRA 
BUDGET   



HITTING ON ALL GROWTH ELEMENTS TO MAXIMIZE CAMPAIGN EFFECTIVENESS  
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AUDIENCE JOURNEY & KEY PERFORMANCE INDICATORS 

GOAL

HOW

MEDIA

KPI 

BUILD A COMMUNITY TO 
SPREAD AND FINANCE 

OUR CAUSE 

BY SHOWING PARENTS THE 
IMPACT THEY CAN HAVE 

WHEN UNITED

ENGAGE ADVOCATES

EDUCATE & 
COLLABORATE

BY PROVIDING PARENTS 
WITH EFFECTIVE TOOLS

CHANGE BEHAVIOUR

IGNITE THE 
CONVERSATION

BY IMPACTFULLY INSTALLING OUR 
‘YOU ARE WHAT YOU PLAY’ 

PLATFORM  

- 200 ARTICLES IN EM
- REACH: 3 MILLION 
- DOUBLE # FB & TW FOLLOWERS 
- 400 K MENTIONS ACROSS SM

RAISE AWARENESS

- PR STUNT 
- HIDDEN CAMERA (SM PUSH)
- DIGITAL PRINTS/GUERILLA MKT
- SM
- EARNED MEDIA 

- NUDGE ARTICLES 
- MOBILE APPLICATION 
- SOCIAL MEDIA 
- POS 

-INCREASE SEARCH VOLUME
-800 K WEBSITE TRAFFIC 
-8,5 % CR FOR THE APP 
-120 K APP DOWNLOADS

-MOBILE APPLICATION 
-SOCIAL MEDIA 

- 6000 REGISTERED DONATION
- 80K SHARES



CAMPAIGN ROLL OUT & BUDGET
PHASE

RAISE AWARENESS

CHANGE BEHAVIOUR 

ENGAGE ADVOCATES

CAMPAIGN ROLL OUT

PR STUNT

SEPT. 19 JAN. 20OCT. 19 NOV. 19 DEC. 19

HIDDEN CAMERA

DIGITAL PRINTS

NUDGE ARTICLES  (SEO)

DONATIONS

MOBILE APP LAUNCH POS

GUERILLA MARKETING

NUDGE ARTICLES  (SEA)



OVERALL ESTIMATED BUDGET:  65,670 £ 

ACTION DETAILS COST

PR STUNT  ● Voice Over: 260£ 
● Film Crew: 780£/Day Film crew and all equipments 
● Post production: 780£/Day 
● Location of a store (Free if sponsored by Lidl) : 12,000£/Day

13,820 £

HIDDEN CAMERA Social media push:
● Twitter: CPM 6000£ 
● Facebook: 5000£ 

11,000£

GUERILLA MARKETING ● 1000 posters (700cm X 1000CM): 400£
● Recovering fee (if needed and each time): 850£
● Posting fee: TBC

1,250£

SEO/SEA ● SEA Keywords’ bids budget (14 KW * 10£ * 60 days): 8,400£
● SEO (Audit + articles following Keyword strategy - backlinking - clean coding - …): 4,000£

12,400£ 

MOBILE APP With the following features: 6,500£
● SalesForce (CRM integration), Users accounts (email, social login),Analytics (Google)
● Payment (paypal) 
● Audio, Camera 
● QR code 
● Social sharing,  Geo Location
● Push notifications, ads, Multilingual
● Data collection

Built with: Angulas, Ruby, Mongo database
 
Mobile App Launch CTA: 

● Twitter Awareness objective: CPM 4,000£ 
● Recommended media Facebook campaign: 3,000£

13,500£

POINT OF SALES ● Point of sales display (Free if sponsored by Lidl) 4,700£ 

DONATIONS Social media push:
● Twitter: 1.40£/engagement (5K targeted):  7,000£
● Facebook: 2,000£

9,000£

Raise 
awareness

Change 
Behavior

Engage 
advocates



WRAP UP



OVERVIEW

START FROM THE 
BRAND

CONNECT TO 
CULTURE

FIND THE 
CREATIVE IDEA

MAKE IT 
COME TO LIFE

LTBT is Informative 
and credible, it has an 

untapped reach 
potential because of a 

lack of impact.

Conversely to food, 
Parents don’t 

understand the 
benefits of varied 

play. 

You are what you play:

Creating a brand 
platform from an 

analogy between play 
and food to make 

parents understand 
and feel good about 

varied play.

Producing an impactful 
omni-channel 

campaign with high 
viral potential that will 
live through 3 phases:

 
-Raise awareness 
-Change behaviour 
-Engage advocates



‘PEOPLE WILL FORGET WHAT YOU SAID, PEOPLE WILL 
FORGET WHAT YOU DID, BUT PEOPLE WILL NEVER FORGET 
HOW YOU MADE THEM FEEL’ 

- MAYA ANGELOU


