


Week 1  UPP B2B Product: Collinson Priority Pass Audience: small business owners Media: Integrated airport 
ambient opportunities

Insight: Businesses want their staff to do well, even with the added stress of business trips.

Idea: We are going to frame the Priority Pass as the secret  your business needs to have a 
successful business trip, by finally letting business owners in on it. No more gatekeeping!

On socials we will hide 5 annual 
access priority passes around the 
airport and share video hints at 
where they could be hidden for 
people to try find.

Lenticular image 
changing ads placed 

around airports. Scan to reveal QR codes

We will place QR code stickers around 
busy airport areas. When the user 
scans, they can shake to reveal a code 
for 15 minutes free lounge access to 
get a taster of success.

Gorilla Digital Screens 
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Social 

Proposition: Better journeys lead to better business.



Week 2  Tangerine Product: Iceland Footlong pig in blanket Audience: Mum’s who love Christmas Media: PR stunt

Insight: Pigs in blankets are the icons of Christmas dinner (especially XXL ones).

Idea: We are going to give footlong pigs in blankets the icon status they deserve this 
Christmas, by delivering them to stores in limousines (finally something long enough to fit 
them in).

Fact: Pigs in blankets are a staple of British Christmas dinner with people arguing it’s 
the best bit.

Social 

‘Pap’ the Iceland limo in public and post to X tagging 
Iceland to receive free footlong pigs in blankets. 

PR stunt

Instore Activation

Iceland limo pulls up to deliver pig in blankets with 
regular-looking delivery driver stepping out. 

Immediately the paparazzi begins snapping pics.  

A pig in blanket carpet is rolled out to the front of store 
with bodyguards stood on each side of the door, ready 

to pull them open for the grand arrival.
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Pig carpet aisle takeover leading to 
their place in the freezer aisle



Week 3  Kin+Carta Product: Toyota Vibe EV Audience: Young professionals in cities Media: Social

Insight: Young people in big cities want to be carefree without commitments and live in 
the moment.

Idea: We want to get young people who like living in the moment to put their spontaneity 
to the test with the Toyota Vibe and its flexible renting plans. We went out asked 250 
members of the public ‘to just go with the vibe’ and only 3 said yes. Here’s how it went…

Fact: Young people prefer experience-based living over materialism and owning things.
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Web feature

Spotify 

We will show most people will turning down the 
opportunity due to other commitments/chickening 
out, apart from the 3 who ‘go with the vibe’. 

We will then follow the journeys of the 3 
individuals on dashcams all the way up until the 
mystery location. The journeys will highlight 
elements of the car that they’re impressed by 
while each person goes with their vibe.

At the end of the trip, we will have the 3 participants 
pull into a mystery location, with a huge sign that says 
‘Congrats, you passed the vibe check’ Max Balegde 
will greet them and let them keep the car for just 
going with the vibe.

Internet personality Max Balegde will put members 
of the public on the spot by asking them to ‘Go with 
the vibe’ and offering them the keys to the car to 
take there and then on a spontaneous mystery trip.

Instagram reels/TikTok series

Draw journey 
dass cam 

“Woo! Let’s go!”

Your result: 
City Explorer

You are bold, spontaneous and outgoing; just 
like us, you like to go with the vibe. The Car’s 

screenplay will keep you connected to the 
ones you love while on the go and diverse 

rental options mean you can explore the city 
whenever you want to.

We will have a ‘Go with 
the vibe’ Spotify playlist 
playing in the car on the 
mystery journeys, this 
playlist can then be 
shareable on socials and 
used to create UGC of 
people singing and 
going with their vibe.

On the website we will have 
a quiz that will tell you if you 
would go with the vibe. It will 
also tell you what type of city 
driver you are and how the 
cars features are suited to 
you. If you score 100% and 
go with the vibe you will 
receive a discount off your 
first Toyota Vibe rental.



Week 4  Dinosaur Product: Go North-East Buses Audience: people who have stopped using GNE Media: Integrated

Insight: 44% of people give their ex’s a second chance so they should do the same for 
GNE buses.
Idea: We have all seen and heard of crazy ex’s doing the most, like leaving notes on cars 
and emailing apology paragraphs to grovel for a second chance. But let’s be real… GNE are 
reliable, on time and and have your best interest at heart, so if you can give your toxic ex 
a second chance, then GNE deserves one too.

Give us Fact: People between the ages 17-29 use buses the most. (younger audience) 
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a Chance
- GNE

GorillaPR stunt

OOH Targeted email

OOH to look like note left by an ex using lyrics of love 
songs. Art direction: hand-written font on the back of 
crumpled bus ticket. We will place in areas of other 
modes of transport i.e. Train stations/taxi ranks.

We will target people on 
other modes and transport 
by sending one of our bus 
drivers to serenade the 
public with love songs. He 
will then hand them a rose 
with a tag attached that says 
‘give us a second chance’ – 
GNE and a voucher for a 
free ride.

We will send out 
targeted emails 
based off location 
that looks like a 
crazy ex is trying to 
contact you when 
you see the 
subject. 

We will also change all the 
bus destination signs to say 
things like “we want you 
back” or “Give us a chance”.



Week 5  Social Chain Product: Novomins Night-time gummies Audience: People who have trouble sleeping Media: Social

Idea: We are going to create a social series analysing the world of dreams using Novomins 
night-time gummies to get people to invest in better sleep and better dreams.

The Insight: Better quality of sleep creates better and more vivid dreams.
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Dream
Diaries

Instagram reels/TikTok series

We will create an online series on Holland and 
Barret's socials where we invite on celebs and 
influencers to talk about their dreams before 
and after using Novomins night-time gummies. 
Dream analyst Jane Teresa Anderson will talk to 
them about what their dreams mean in a fun 
and humorous way.

We will invite on influencers with a strong presence 
online and who have funny/entertaining personas.

Everyone on the series will be 
wearing lilac PJs and Novomins 

branded eye masks to relate 
back to the brand.

Social interaction 

AI Dreambot

We will interact 
with posts online 
that talk about 
dreams and give out 
dream readings 
with the link to our 
gummies and 
Dreambot to learn 
more.

We will have an online AI 
Dreambot in the form of a 
Novomins gummy that will 

answer questions about 
peoples dreams and give 
them advice on better sleep. 
The results can be shareable 
online and produce UGC.



Week 6  Ear to the Ground Product: EAFC25  Cause: ANDYSMANCLUB Audience: People who enjoy football Media: In-game

Insight: This same age range of men struggle to open-up the most about their mental 
health due to fear of looking ‘weak’.
Idea: EAFC25 and ANDYSMANCLUB both have something in common… They both have 
clubs. We are going to create our own club on EAFC25 in support of ANDYSMANCLUB 
and kick off the conversation on men’s mental health by releasing it on the 19th 
November (international men’s mental health day).

Fact: The core target audience of EAFC25 is men aged 18-34. 
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Kick-   ff 
the conversation

With

In-game  CelebrationHero pack
We will Kick off by creating our own In-game club 
supporting ANDYSMANCLUB, which players can 
select to play as. With the club you will unlock a 
ANDYSMANCLUB kit to play with across the game.

Our club will be made up of players who have all 
openly suffered with mental health struggles such as 
Jesse Lingard. When you load the team, a player will 
fade out and a message appears revealing that 1 player 
in every team will suffer with  mental health.

When players are playing their match, they will 
notice chances to the stadium.  The crowds will 
be holding up signs and the stadium ads will all 
have prompts encouraging people to open-up 
using football terminology.

We will release a limited-edition hero pack and 
swap out the stats for prompts from our players 
encouraging players to open-up.

In the game we will use the iconic 
ANDYSMANCLUB ‘ok’ hand sign as football 
celebration and as a symbol of support for the 
cause. 

Finally, we will create an In-
game server where gamers 
can play a match of EAFC 
online with a volunteer 
from ANDYSMANCLUB. On 
this they can open-up about 
their feelings if they don’t 
feel comfortable enough to 
visit an in-person group. 

In-game helpline

Stadium



Week 7  McCann Product: Knect jelly Audience: Women going through menopause Media: integrated

Insight:  

Idea: We are going to get women to press play again on their sex lives with Knect jelly.

Fact: Menopause has many symptoms including vaginal dryness, making sex very 
uncomfortable for women.
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When the billboard gets wet in the rain the pause turns into play.

Interview style social video 
with real women who have 
had difficulty adapting their 
sex life after menopause. We 
want it to feel authentic and 
show like-minded women they 
can take the pause out of 
menopause and press play on 
their sex lives again. The video 
will live on Facebook and 
YouTube to target our 
audience.

OOH Weather reactive billboard 

Because menopause has started doesn’t mean women should stop 
having  the positive sexual experiences they had before, we want to 

convey this message by taking the pause out of menopause.

This means women often press pause on their sex lives once menopause begins…

Social 



Week 8  Audio Always Product: prescription sunglasses Audience: people who were glasses Media: Audio

Insight: People don’t see prescription sunglasses as a necessity.

Idea: We are going to create a series of “Oh Sh*t!” moments where people will have 
wished they didn’t scrimp on their sunnies this summer. 

Fact: People cut corners by not investing in prescription sunglasses for the short summer 
we have in the UK and opt for regular sunglasses for a fraction of the price.
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Radio/Spotify script

Script 1 – 30 second radio ad appearing on Heart FM for older audience. 
Script 2 – 15 second Spotify ad for younger audience.

Train/metro
We will take over the train  and 
metro Tannoy to target people 
heading  on days out during the 
summer. It will sound like a regular 
announcement at first.

SFX: Tannoy sound

Female train voice: The next station we 
will be arriving at is Bev-er-ly… oh... I 
mean Barnsley.

VO - Don’t scrimp on sunnies this 
summer, at vision express we have 
hundreds of prescription sunglasses that 
can be tailored to you.

SFX: Tannoy sound

Female train voice: The next station we 
will be arriving at is linc… oh... erm 
Lindfield.

VO - Don’t scrimp on sunnies this 
summer, at vision express we have 
hundreds of prescription sunglasses that 
can be tailored to you.



Week 9  Behaviours agency Product: Fittingly furniture Audience: homeowners between 25-36 Media: TV

Insight: Which is why it is SO satisfying when you get furniture that fits perfectly.

Idea: We are going to create a cinematic Wes Anderson style world where everything fits 
perfectly into place. This reflects the way Fittingly fits perfectly into any space no matter 
what and gives you that satisfaction you deserve.

Fact: There’s nothing more frustrating that furniture that doesn’t fit into your space.
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TV spot 

AR online feature

The look and feel for the TV spot will take inspiration from 
Wes Anderson’s style, and will be maximal, bold and retro. 
It lends itself nicely to the Fittingly purple colour which we 
can use for the interiors of the rooms. The Ad will be 
centred around the idea of ‘if Fittingly was in charge of the 
world, this is what it would look like’. Everything would fit 
perfectly into place with perfect symmetry etc.

Online AR feature where it will read your space when you 
hold your device up. It will turn it into your own version of 
the fittingly world and can be customized as the user is on 
it so they can see what furniture works best.

Experiential
We will  pop up show rooms around city centres in collaboration 
with different quirky interior designers creating our own fittingly 
worlds in real life, to showcase their furniture.



Week 10  Havas Lynx Product: Doctors in Distress Audience: The public Media: PR

Insight: Healthcare workers mood’s drop drastically at Christmas, even though it’s 
supposed to be a joyful time.
Idea: The best way to spread Christmas cheer is singing loud for all to hear, so that’s 
what we will do by creating a Christmas No.1 in praise of all the healthcare workers to 
lift their spirits when working over this time.

Fact: Working over the Christmas period is extremely difficult for healthcare workers
 with it being the busiest and loneliest time of year for them.
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Sing their 
Praise

Thank You, This Christmas
(Adaptation of "Thank God It's Christmas" 
by Queen)

The year’s been long and weary,
But hope shines ever bright,
‘Cause heroes keep on caring,
Through every endless night.

So let’s give them thanks, warm and true,
For all they give and all they do—
Thank you, this Christmas,
Thank you, this Christmas,
Our hearts are full for you.

They heal our hearts, they ease our fears,
Through every trial, through every tear.
They carry on, they stand so strong,
They’ve been our strength all along.

So this Christmas Eve, in every home,
We send them love so they know—
Thank you, this Christmas,
Thank you, this Christmas,
You’re never alone.

We will create a modern choir with real 
healthcare workers and record a song in 
attempts be the new Christmas number 1.  The 
song will upbeat and be sang in a pop/rock style.

Shortly after the release of the song we will 
have pop-up choirs serenading healthcare 
workers across the Christmas period at the 
key times they clock on and off shift (8am 
and 8pm) to boost their morale. 

To reach a wider audience we will 
partner with the Songs of Praise on 
BBC and appear as a guest 
performance to sing our praises to the 
healthcare professionals. 

We can also appear at the Christmas 
big sing performance. 

People can pay a donation 
and send a personalised 
video (cameo) from our choir 
to a healthcare worker they 
know on Christmas day, to 
say thank you and boost 
their spirits on shift.

All proceeds will go to help 
doctors in distress.

The song PR stunt Partnership

Giving back



Week 11  Meanwhile Product: City breaks for Xmas Audience: 25-35 year-olds Media: Stunt/poster

Insight: Young people love nostalgic things especially at Christmas.

Idea: We can get our 25-35 year-olds to gift travel instead of materialist things this 
Christmas, by using nostalgia to cut through to them. We all used to love going through 
the Argos catalogue to create our Christmas Wishlist back in the day, so we will create our 
own noughties style catalogue of bucket list ‘gifts’ to get people to give the gift of travel.

Fact: Young people prefer experiences over materialist things.
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The Catalogue Special build

We will launch a catalogue of all the bucket 
list things people want to do on our city 
breaks using toys to represent each place, in 
a 90s/2000s Argos style. At first glance it will 
look like a regular Christmas catalogue of 
retro toys but when shoppers see the prices, 
they will realise it’s for holidays.

Activated around busy shopping centres 
and target people Christmas shopping.

Catalogues stuck 
onto billboard for 
people to take off. 

When all the catalogues 
are gone it reveals they’re 
for Travel Supermarket.



Week 12  Zeal Product: Lucozade energy Audience: 25-40 year-olds Media: special build

Insight: Commutes are boring.

Idea: We are going to target commuters and get them out of ‘autopilot’ by bringing the 
energy to their normally boring routes.

Fact: Commutes are so monotonous that they create an ‘autopilot’ state, making people 
feel even more tired.
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Bus shelter takeover

Original Orange Pink lemonade

Confetti cannons will pop, and a flash mob will appear from 
behind singing and dancing as well as handing out free samples.

Special build

We will place on a busy walk route and art direction will 
use the fizzy bubbles to drive people towards the button.

PR stunt
Targeting people on their commutes in the AM and PM and surprising them with a series of high 

energy stunts themed around the different flavours. We can film people’s reaction and share on social.

Marching band appears on busy tube 
performing and handing out bottles

Zingy high energy flash mob dance on 
busy surprises people in train stations.

Drag queen disguised at back of the bus 
reveals herself and makes jokes/sings at 

commuters handing out bottles.
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