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Switch Off in the Terminal
Switch On inthe Boardroom

Week 1

Agency: UppB2B

Product: Premium Airport Lounges
Audience: Business travellers
Proposition: Better travel means
better business

Insight

More business travellers prefer
leisure (76%) and food (67%)
experiences over business facilities
(56%) when travelling for work

Idea

Position airport lounges as a chance
to relaxand unwind before
important pitches and meetings.
This will hit home with the primary
target audience.

Meanwhile, the campaign will also
resonate with the businesses'
decision makers by

showing them that employees will
perform better on the job after those
experiences.
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Capitalising off the irresistible urge to
push abutton. These switches will be
positioned in airport terminals.

Once pushed, a VR headset will be
revealed, allowing passengers to
experience what the premium airport
lounge offers.

”New research shows that younger
travellers are seeking out
innovative experiences and more
digital engagement at airports”

— Airport Dimensions 2024




Pigs In Blankets Superiority The Intended Headlines

Week 2 Daily Mail In-Store

Agency: Tangerine

Product: Foot Long Pig in Blanket : Boast Tur.key ditched on Christmas Dinner in The freezer doors holding turkeys
Audience: 30-something mums favour of oversized family favourite will be covered in jail bar vinyl
Proposition: The Power of Frozen stickers and pigs in blankets will
Media: Social and Press The Mirror be puton pedestals.

Iceland’s WOKE social media trend refuses to follow Christmas

Insight Dinnertradition.
Pigs in Blankets are the nation’s - PreSS MailerS
. . . The Guardian
favourite part ofa Christmas Dinner.
Whilst turkey didn’t even make the CanIceland’s foot long Pigs in Blankets replace Turkey on this We’ll send the press pigs in blankets on royal
list of preferred meats. year’s Christmas Dinner? cushions with information about the affordable,

convenient, enjoyable messaging.

Idea

Influencer Event
Position the pig in blanket as The Conte nt
superior to roast turkey on this Staged like atop secret meeting.

year’s Christmas Dinner plate.

Attendees will enjoy a pig in blanket focused roast

Championing it as the more dinner and learn about the benefits of replacing roast
affordable, convenient, and turkey this Christmas.

enjoyable option.

Family influencers with similar demographics to our audience will make
videos of them replacing roast turkey with the foot long pig in blanket.

Messaging
* Affordability
* Convenience

This campaign will lean into the fheio Necret thatRoast

shock factor of breaking tradition. Turkey on a Christmas
Dinner is overrated.

Creating a stir both on socials and in M . bl
. * ore enjoyable (|
the headlines - regardless ofthe We want to give the people 10y 8
sentiment what they really want... giant
: Pigs in Blankets at the heart
of their festive feast. Infiltrate Facebook pages
. ¢ ) ;
[ Meet us at the below address like “Rate my Plate” with
'V:“'.:i._, to discuss the ‘exchange of images of pig in blanket

power’ in more detail... roast dinners.
123 Fake Street
Notrealington
Madeupshire
M153NY

Create controversyin the
comment section and bait

traditionalists to engage.
Your friends at Iceland

Iceland



Toyota Vibe EV: 16:01 ol T

Your Perfect Match {® B X -
{D v x
. . Bus :
Week 3 SOCIal Medla AdS Toyota Vibe EV
Agency: Kin+Carta Tmfsszaﬁa iessage >
Product: Toyota Vibe EV We’ll put a comical spin on typical dating v 2y 2 BOOK YOUR FIRST DATE NOW
Audience: 28-35 year olds in the scenarios — personifying both the car and Sorry | can't make 7pm I);m outside! Ready when you are
city alternative modes of transport. Showing how anymore...
Proposition: The ultimate city car theVibe EVis the perfect match for city living.

for a sustainable lifestyle

Media: Social They’lllive on Instagram stories
predominately — the platform that’s most That's the third time in a row!

Insight popularwith ourtarget audience. | need someone more reliable in
my life...

- s

!

Owning acarin the city centre isn’t Delivered

worthwhile, but financing one offers How do | look? 5
allthe perks without as large of a
financial burden.

Targeted Dark Posts

Idea

To make the content more region specific, we’ll create
We’ll personify the Toyota Vibe EV as posts with unique references to different city centres.
the perfect match for living in the
city.

Tired of lonely Need someone T | kTQ k Fl lte I’

walks back from who can handle
the Arndale? yourbaggage?

By equating the features of the car to
theideal partner,we’llbe ableto
show our target audience just what
they’re missing out on.

We’ll create our own version of the viral ‘blind ranking’ filters.

Positioning the features of the car as ifit’s a partner will make
this filter engaging and shareable.

Once thefeatures areranked it will be revealed that all of the
options are in fact features of the Toyota Vibe EV. RANKING THE

BEST TRAITS IN y

@ APARTNER

[ Effect - Which Is The Best.Thinga fb\%z
/ 2 \ \‘

Aaron Hunt

Top 10 things ever, Mréﬁ;ﬁ_
ey VA Y ~

@Oe®

& TOYOTA




It’s About the Destination,

Not the Journey OOH and Ambient
The iconic seat designs are synonymous with buses.
Week4 ' S , Bus Wraps
Agency: Dinosaur We’llreplace seats in popular destinations with these designs for our
Product: Bus Journeys OOH billboards.
Audience: Lapsed and infrequent
busriders For an additional activation, we’ll also partner with local restaurants,
Proposition: GNE buses are back! cinemas, and other popular destinations in the North East to replace
Media: Integrated some of their actual seats with bus seat designs.
InSi ht He’s paying £2 to take his ' She’s going on a first date He’s goingfor a wanderround Eldon Square
daughter to W}atch}the r (she’sreally nervous) (and he lovesthe view from the top of the bus)
., It’s about the destination, not the journey Uoe (e o il dline

Buses are not the nation’s preferred eaboutthe 851
choice of travel. 66% of non-users destination not the
and 50% of bus users agreed that o Gty
theywould only travel by bus if there ‘ e Go . lJust

. ) i elps you
was ‘no other way of getting there’. : v With over 700 remt getthere

gty g Y buses and coaches

s

, . GO just helps
—
To get people back on buses we i Ry vou get there

need to champion the destination
instead of the journey.

Idea

This campaign will focus on why : |. / t M t
people travel, not how. I mmuni n men
Interviewing the
& Pinned Callout for GNE customers for
Go Go North East & @gonorth...- 20/05/2024 customers to tell social content
<5 Got a story to tellabout atimeyou used us their destination
a Go North East bus? We want to hear i .
from you. stories Respondingto the
best stories
Heading somewhere important? Bus ’ .
. ) i Social content
came in the nick oftime? ~ di L L
turned into loca
You know what they say... it’s about the Go Go North East @ @gonorth...-20/05/2024 ‘ ' PR stories
destination not the journey! Sl So glad we were able to help! We’d love .
to hear moreabout thisso we've
#DestinationNotJourney pop ped you a DM =l ’ The
Q2 ns Qw1 2k [ & fo?étte EOﬁthern
cno

_GgNorthEast



The Sidemen Sleepover

Week 5

Agency: Social Chain

Product: Night-Time Gummies
Audience: Holiday Hustlers
Proposition: Sell Sleep

Media: Social

Insight

The holiday season is one ofthe
most stressful times of the year,
whilst being advertised as the most
magical.

Idea

We’ll position sleep as the best way
to get ready for a busy festive period,
using the nation’s favourite team of
influencers - The Sidemen.

The stunt will take place in
November, leading up to the busy
holiday period. Messaging around
adequate sleep making for an easier
winter holiday will feature
throughout.

Holland&Barrett

The Stunt

Influencer Content

gummies after the Influencers will continue
Sidemen Sleepove the momentum after the
challenge. Referencing
funny moments and
linking it back to how the
gummies helped the
Sidemen get through it.

ItalianBach and Faith
Kellywould be ideal for
this.

Sleepover challeng

»
m Halianbach ®  Follow

Each Sidemen member will have a sleepover in a different city
centre across the UK - on a giant purple gummy bear bed.

They’l be using the gummies to help them sleep and raving
about the benefits. Meanwhile, their transparent cuboid
homes for the night will be flocked by their fans.

The whole stunt will be livestreamed for social mediaon the
Sidemen’s channels and elevated through fan UGC. People
who visit the stunt will be sent free samples of the gummies by
using #SidemenSleepover in their posts.

H&B Channels

As well as repurposing the best bits from the Sidemen Sleepover, the
science behind the product will also be slipped into content in-line
with the account’s social TOV.

Expert advice from sleep therapists and H&B staff will focus on the
importance of sleep during the winter and include other advice as well
as the benefits of the gummies.

Social Ads

We’ll set-up Instagram and Tiktok ads to play during the night when
people should be getting their 8 hours.

The Sidemen will talk directly to the camera calling the audience out on
their lack of sleep and promoting the gummies. It’lLbe framed to look like
a reel/Tiktok to keep the audience’s attention for longer.



Social Clubs 25
(SC25)

Week 6

Agency: Ear To The Ground
Product: EA FC25

Audience: Everyone who’s
impacted by football

Proposition: Sport can change the
world for good

Media: Any

Insight
We’re losing a sense of community.

Only 47% of people in the UK feel
like they belong to where they live.

Idea

We’ll rebuild communities across
the country byincentivizing real life
sociailising for in-game rewards.

This campaign will target loneliness
by encouraging social interaction.

It’ll also have a knock-on effect to
non-gaming members of publicas

theyfeel the positive effects of the
campaign.

A\
U
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The Social Clubs

Setup across the country, funded by EAbut organised and run by the
gamers themselves. FC25 gamers will receive in-game boosts to their

players by attending.

In-game boosts will only last one week to encourage regular involvement.

EA Running Club

Encouraging fithess
+ pace boost

EA Coffee Club

Socialise with likeminded gamers.
+ passing boost

EA Discord Club

Allowing introverted gamers to connect virtually
+ chemistry boost

@) (@)

The options are limitless.

Gamers can establish whatever clubs are of interest to their
community. Allowing them to establish real life connections,
whatever their interests are.

Gaming Clubs

EA will hire public spaces such as community halls every week
and put on Gaming Clubs. Organised bythe gamers
themselves, they will bring consoles, board games and other
activities to enjoy together.

EA will set-up weekly tournaments in FC25, putting social clubs
across the country against each other. Gamers who play EAFC
25 atthe gaming club will receive bonus FUT points and other
in-game rewards.

The Faces of the Campaign

The real-life players.

They’ll make surprise appearances at their local
social clubs and gamers who meet them will
receive unique in-game cards of that player.

We’ll grow the campaign by tapping into the all-
too-common fear of missing out. Gamers will see
therewards others are reaping and will want to get
involved. Creating a snowball effect.

B joumaEs
Ix
WORKRATE
MIM

Fo0r

R/3 %

0

RASHFORD

97 PCE 94 DRI
90 SHO 90 DEF
89 PAS 82 PHY

Non-Gamin mmunity Benefit

Real life benefits Partner with local councils
People will see their
communities thrive through
the campaign.

Create volunteering
opportunities for gamers to
give back to their community

Break negative stigmas

Converting non-gamers into
our next customers.



Knect Oozes...
Right Out The Bottle

The Design

Newspaper Ad

Ad spots next stories about people showing confidence
and bravery. Creating a subconscious connection to the
storyand product.

Week 7

Agency: McCann

Product: Knect Lube

Audience: Menopausal Women
Proposition: There’s no shame with

getting a helping hand with your Example: o
sex life ‘Wagatha Christie’
Media: Any (words only) Lube Copy: .
The confidence to publicly call someone out when they’ve
i done you dirty
Insight

Everyone knows the practical role
lube plays in the bedroom. But
menopausalwomen face more
obstacles on their path to a happy
sex life.

OOH Special Build

A puddle of additional adjectives will be placed next to
bus stop billboards with this design on.

Idea
To target theright demographic, we’ll take up ad space on

online articles and forums about menopause. Presenting a
solution as people are researching the problem.

We’ll show how Knect lube does
more than meets the eye. Giving
women the confidence, sexiness,
and bravery they need to navigate
menopause.

The Poem
When Our Menopauses Evolve Naturally, Ad_dIIJ_O_D_a_LQXB_C_UILQD

We All Notice Trouble Theforums mentioned above will also
feature this poem. After some time, the lube
bottle will remove all but thefirst letter of
each word.

Too Often.

Obviously, Remedies Give A Soothing Moment.

Try Ours Out. I’ll let you put the pieces together...




Shades of the Summer

Week 8

Agency: Audio Always

Product: Prescription sunglasses
Audience: Glasses wearers
Proposition: See the summer in style
Media: Audio

Insight

The ‘Song ofthe Summer’ debateis
synonymous with that time of the year.
People go to extreme lengths defending
their favourite summer anthems, but do
they spend that much time considering
their eye health?

Idea

We’ll turn the ‘Song of the Summer’
debateinto the vehicle for our radio and
streaming service ads.

Hijacking the season’s famous songs
with alternative lyrics about eye health.

Recognisable songs will be used to
subvert audience expectations and
grab their attention when they hear the
change in lyrics. Turning them from
passive to active listeners.

We’ll keep listeners on their toes by
frequently updating the songs.

VisionExpress

Heart Radio

Ad spots onthe Breakfast and Drive Time shows

We’ll target these shows specifically because of high audience numbers. The ads will
also run when the sun is at their lowest and people are most affected by sun glare.

Pre-dominantly charting songs that are commonly heard on the station.

Sunglasses Symphonies

Amanda and Jamie will run a new segment on their morning show asking listeners
to phone in with their own lyric changes of popular summer songs.

This will act as a competition with the winner (chosen by the show’s hosts)
receiving a free eye test, pair of sunglasses, and a UK summer break.

heart

turn up the feel good!

Example Script

Streaming Services

Ad spots on Spotify’s summer playlists.

Pre-dominantly Gen Z popular songs to match the audience demographic.

TikTok Trend

Playing on the evergreen trend of contrasting visual aesthetics with humorous
sounds, we’ll turn the alternate songs into their own sounds in-app.

Users will play them alongside photos/videos of their summer holidays.

“17:06

< /Q sapads of summer

To the tune of Sabrina Carpenter’s ‘Espresso’

Sayyoucan’t see? Baby | know,
Are you wearing shades, no?
Take them out the case, put them on your face.
Switch up the style, Nintendo.

If you can’t relate to protecting your eyes from the sun, you
could use some prescription sunglasses. Walk into your local
Vision Express store and we’ll dream-came-true it for ya.
Frames start at £7.50 with prescription lenses included.
Too bad your ex-opticians don’t do it for ya.

That’s that me Vision Express.




Life Doesn’t Come
With a Guide

Week 9

Agency: Behaviour Agency
Product: Fitted furniture
Audience: Aspiring homemakers
Proposition: Fittingly helps you
conqueryour home

Media: TV campaign & roll out

Insight

Putting together fitted furniture may
be stressful, but thosein a position
to afford it have already conquered
some of life’s most stressful
moments.

Oftentimes without a step-by-step
guide to help them.

Idea

We’llchampion the guides that
comewith all flatpack kits. Taking
them out of the context of furniture
and into some of life’s biggest
moments.

fittingly

Storyboard

The ad opens with two
people nervous on a first
date.

Thewoman consults a
guide that looks like a
flatpack manual to help
her through the evening.

Thecouple arenowon
thebeach and the manis
aboutto propose.

He looks at his trusty
manual for tips on how to
getdown on one knee.

. il
u&"l‘. -

Now happily married, the
couple are reading a
manualon howto have a
child.

The audience can only
seethe title of the guide
and the couple’s shocked
reactions.

'-b‘ - \ :5 o = '.‘. "‘\‘\
<\\7.5 ;i-.x 4 57 ;I % i

The couple now settle
down to put together
some Fittingly furniture
for their new house.

They’re seen completing
the task effortlessly using
the guide.

A4 1"

The ad ends with the
finished furniture. The
only line of dialogue is
narrated by a soothing
voice who says

‘Do it yourself with
Fittingly Furniture,
Because you’ve already
conquered life’s biggest
challenges.’

Life Guides

To bring the concept of
theadto lifeeven
further, we’ll create a
range of guides for
people to buy.

Covering major life
moments like first
dates, having a child,
and getting old, they’ll
be designed like a
flatpack furniture guide
with a light-hearted
and comical tone.

Haynes Partnership

To help with the rollout of the life guides, Fittingly will partner with
Haynes who are known worldwide not only for their iconic
manuals but also their brand partnerships.

They’ll produce the versions of the manuals in their recognizable
style and copies will be included in all Fittingly packages as well
as for sale onthe both brand’s websites.

THE
BATMOBILE

All models
1992 to 1995

IMPERIAL =
DEATH STAR

DS-1 Orbital Battle Station

Owner’s Worr'k'shopr)r Manual




Dear Doctor

Week 10

Agency: Havas Lynx

Product: Mental Health Charity
Audience: General Public
Proposition: Give gift of praise to
doctors in distress this Christmas
Media: Any (think big)

Insight

Campaigns like ‘clap for carers’do
nothing but partonise the already
underappreciated healthcare
sector.

Idea

We’ll create a campaign with
substance.

A messageto healthcare workers
thatthe public want to do more than
just say thank you.

Focused around apledge (centre),
this campaign will promote
quantifiable change that improves
the healthcare sector for good.

Doctors in s
Distress

Doctors in Distress Website

Thevehicle for the campaign. Patients can find
healthcare workers they know, send them a
Christmas card, gift them a coffee, and sign
petitions that are important to them.

This aims to do more than just say thank you,
providing tangible change to the NHS.

ﬁ Petitions
UK Government and Parliament

Petition

Sit with governing bodies of the NHS to strike
up a better, fairer deal for NHS staff
NHS staff are understaffed, underpaid and overworked. This

Christmas they deserve the gift of better working conditions so they
can get back to doing what they do best - looking after us.

As a part of the ‘Dear Doctor’ initiative, we believe NHS staff deserve
adequate working conditions, a rigorous recruitment plan, and a
proportionate pay rise.

Sign this petition
308,566 Signatures
|
Show on a map 100,000

Inside the Christmas cards will be the
pledge (right) as well as a personal
message. With the goal being to flood
healthcare workers with positive,
meaningful praise in a festive way.

The Pledge

Dear Doctor,
Firstly, | want to thank you for always looking
outforme and the people | care about.
| know you work tirelessly - especially at this
time of year. Understaffed and working long,
unsociable hours in high-pressure situations
during what’s supposed to be the season of
joy.
I’m not going to pretend it’s okay.
But | want to tellyou | care.
| care aboutyour wellbeing.
Words will never be enough to express my
appreciation for the pivotalrole you play in
keeping our communities cared for, healthy,
and safe.

From the day-to-day check-ups to saving our
lives, | know you will always be there and |
want to return that dedication to you.
Letthis Christmas card be a token of that.
Because this is more than a simple ‘thank
you’.

This is a pledge to always supportwhatis best
for the healthcare system and it’s staff
because | understand that everything you do is
for the benefit of me and those around me.
| want you to know thatyou are seen. Please
look after yourself so you can do what you do
best - look after us.

Thank you,

OOH and Social
e ».

4 Whilst Santa’s deliverirng
your presents...
>IN

95,000 NHS
midwives are
delivering
children

Join the Dear Midwife
Christmas Pledge to give
them a Christmas present
they won’t forget

f \
(s
‘ Forget Kevin McAllister,

- |

Join the Dear Doctor Christmas.
Pledge to give them a Christmas
present they won't forget

(2 Click here

9,000 International NHS
] doctors will be Home Alone
‘ this Christmas...
|
|
\

\ )

Podcast Ad

We’llread out the pledge in ad spaces on podcasts
about healthcare professionals leaving the industry.
Targeting healthcare workers that need to hear it most.

NursingStandard
podcast




Socks or Chaussettes? Digital Billboards

Week 11 The options are limitless with this execution with a seemingly endless
Agency: Meanwhile amount of boring presents and European cities to choose from.
Product: Short City Breaks for

Christmas These will act as digital billboards that cycle between the two images -
Audience: Adults 25-35 creating intrigue with the initialimage before the reveal.

Proposition: Experiences are better
thanthings
Media: Posters and Stunts

Bus stop ad space

To tap into the sentiment of Christmas beyond the presents, we’ll also create

. poir;of sesks for Chelsimos billboards that look like receipts for Christmas at Home VS in Rome.

Insight t
——

These will be placed at bus stops and other locations where people are waiting

What seems like the mundane at for something, givingthem time to read them and take in the messaging.

home suddenly becomes fascinating —
when you’re on holiday. \
AN
@
Idea C QN

We’ll show how the boring gifts you
normally get for Christmas but how
exciting the same items can be when P, <L arket i{%’gﬁggm
you’re on holiday.

HOT CHOCOLATE AT
THE COLLESEUM

PIZZA ON

BOXING DAY A NEW TRADITION

ANOTHER THING

CRANBERRY

GELATO UNFORGETTABLE

Encouraging our audience to book a POMPTHING.oS
city break by playing on that popular
feeling of getting excited by the

ordinarywhen abroad.

THE FAMILY TOGETHER

DON'T CARE ! MEMORIES TREASURED
TOTAL (LY) : | TOTAL(LY)

a novelty mug you’ll never use EVERYTHING'S COOLER ON HOLIDAY [ EVERYTHING'S COOLER ON HOLIDAY.

EVEN SUPERMARKETS
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Travel Travel A SUPERMARKET ] Everyl'hlng’a cooi:‘
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Step Up With Lucozade

Week 12

Agency: Zeal Creative

Product: Lucozade Energy
Audience: 25-40 year olds
Proposition: Lucozade Energy
provides the fuel you need to stay
ontop form

Media: OOH special build

Insight

The global average for steps per day is
4,921.People who often find
themselves in the city are always on
their feet. For them, lifeis tiring
enough.

Idea

Isn’titabouttime we put those steps
to good use?

We’ll establish a connection between
people’s subconscious use ofenergy
and their need for a boost like
Lucozade.

Thebillboard and steps-tracking
activation will serve as a visual
reminder for the energy we putinto
everyday life and the need for a boost
to help with that.

Meanwhile the competitive nature of
the campaign and links to social will
make this both PR-able and
shareable.

Special Build

ar.55%
30.81%
20.62%

27.53%

#StepUpWith Lucozade

We’re 2nd!

Head© X help us win some
Free Lucozad e!

boost

/#StepUpWithLucozade

7.88% Full

Is the Mingin’ Morning
commute getting the
best of you?

\
|

Out-walk the rest of the
country for free
Lucozade to keep you

Following the QR code takes users to shareable
social posts to encourage their followers to visit

the billboard.

Theycan also compare their city’s progress to

others. Building on the competitive element of the

campaign.

37.88% Full

#StepUpWithLucaz ade

1. Pressurised mats track footfall and fills the
bottle on the billboard.

2. Eachcity willhave a unique billboard and the
campaign will be arace to fill their bottle first.

3. Copy willfeatureregional dialects to create
an ‘us against them’ dynamic

4. Thecity who fills their bottle fastest will have
staff on location handing out free bottles of
thedrink.

5. QR code will take passersby to a ranking to
see how they stack up compared to the other
cities taking part. They’ll also have access to
Lucozade’s socials where the momentum will
continue...

Partnership with Strava where users can track
their personal steps.

Theycan filltheir own personal bottles with their
steps, share results to socials, and reap the

rewards of free Lucozade.

Helps expand campaign beyond the city centres.
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