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Marketing Campaign Summary

● Positioning:
○ “ Nation’s LARGEST Kids Consignment Event”

● Summary: 
○ Kids Exchange is in need to raising awareness of this week’s upcoming event to past attendees and key 

targets. The Bard Company has developed a series of display and video ads that are focused on reaching 
these individuals, and raising awareness of the upcoming event.

● Look-and-feel: 
○ The look-and-feel of the campaign matches the website’s current look-and-feel and branding. We’ve 

developed two visual campaigns/themes to choose from: Toys and Tricycle.
● Strategy: 

○ We’ll be targeting people at the first 4 steps of the journey. First step targets people unaware of the event 
with video ads. Goal is reach, views, clicks. Third step we target our matched lists and social followers with 
video ads focused on reach, views, clicks. Fourth and final step we retarget site visitors from earlier ads with 
more video, and display ads on Facebook and Google. This should cover 90% of their traffic.

● Tactics: 
○ We’ll target in two weeks: Week 1 focuses on driving awareness, week 2 attendance. 5
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Four Brand Awareness Ad Messages
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Tricycle:

The second theme is TRICYCLE. It uses the brand 
logo to tie it into the fact that moms can save a LOT 
of money getting it at the consignment event. Tone 
is inspiring and happy for the first two, with smiling 
children. The final is more comedic, with converting 
similar episodes into attendance.

Toys:

The first theme is TOYS, and focuses on connecting 
thrifty moms with the images and pictures of saving 
money on toys and items via attending the 
consignment event. General tone is playful and 
toy-like. First video shows a toy piano, with the 
number’s hinting at the amount moms can save. The 
other two videos consist of rooms full of items 
people can find at the event. 



Four Brand Awareness Ad Messages
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Toys: Tricycle:

http://www.youtube.com/watch?v=aUZHGTBuHqQ
http://www.youtube.com/watch?v=Ko89x775hBs
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Toys Videos & A/B/C Variants 
(PICK ONE) 

Toys A:
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Toys B: Toys C:

http://www.youtube.com/watch?v=aUZHGTBuHqQ
http://www.youtube.com/watch?v=T9bTG8hEwt4
http://www.youtube.com/watch?v=jOwk5mJ7jDQ


Tricycle Videos & A/B/C Variants 
(PICK ONE)

Tricycle A:
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Tricycle B: Tricycle C:

http://www.youtube.com/watch?v=Ko89x775hBs
http://www.youtube.com/watch?v=E0bijSjDHuI
http://www.youtube.com/watch?v=eFfgOV7BEi0
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Platforms

Facebook:

● Desktop News Feed
● Mobile News Feed
● Instant Articles
● Desktop Right 

Column
● Instagram Feed
● Audience Network 

Interstitial
● Audience Network 

Native
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Instagram:

● Instagram Feed

Google Display:

● Native Responsive
● Image Responsive
● Text Responsive
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Facebook / Apps / Sites
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Facebook / Apps / Sites
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Google Display Network
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Google Display Network
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Google Display Network
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Google Display Network
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Google Display Network
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Google Display Network
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Consumer 
Journey
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Step 1: 
Consider
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Facebook
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Step 2: 
Evaluate
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Step 3: 
Buy
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Facebook
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Step 4: 
Enjoy
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Facebook
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Google Display Network
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Google Display Network
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Google Display Network
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Step 5: 
Advocate
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Step 6: 
Bond
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Q & A
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Let’s go 
storytelling.
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