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Match.com wanted to 

promote their services 

to trendy, young and fun 

singles. Despite the recent 

success of dating apps 

such as Tinder, a stigma still 

surrounds dating websites, 

with many young people 

preferring to lie about where 

they met. 

An experimental campaign 

embracing trendy bars as a 

platform aims to tackle the 

stigma surrounding dating 

websites. We have no 

problem approaching people 

in bars, so why does a 

stigma continue to surround 

online advances?
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To challenge stigma, you 

must alter perception; with 

a simple gender related 

jigsaw campaign rolled out 

in bars, we believe it would 

be possible to propel the 

audience into online dating.  

Branded beer mats would 

be distributed across trendy 

hotspots which would 

encourage the audience to 

approach others and use 

them as a cheesy chat-up-

line. The mats contain two 

messages: one encouraging 

successful matches to post a 

‘selfie’ online for the chance 

to win a weekend break 

away, the other encouraging 

unsuccessful people to make 

a Match.com account and 

to input their special code 

(found on the mat) for the 

chance to meet their  

match online.

Unsuccessful matches would 

make a new profile in the 

traditional manner, answering 

all the initial personality 

questions, once complete 

they will be asked to input 

their code. This will match 

them with a profile with a 

similar personality match; 

they will get full membership 

rights to chat to their specific 

match. If however they wish 

to chat to other profiles, they 

will need to purchase the 

Match.com membership.



volkswagen

Often Copied, Never Equalled

• Direct Mail

• Print
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Volkwagen’s traditional 

minimalist style heavily 

influenced our copy focussed 

answer to this campaign for 

the new Golf GTi.

The idea being manufactures 

can attempt to replicate 

Volkswagen from an outside 

perspective, however the 

Volkswagen quality can never 

truly be matched.

The direct mail piece would 

have a thin layer of tracing 

paper resting over the top 

of the print, with the “often 

copied” copy traced over, 

and the “never equalled” 

left to read from under the 

tracing paper. Much like 

a Golf GTi, the quality sits 

within the body.
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Overreaction?

• Print

• Samples
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Femfresh is just one of the 

many personal care products 

which exist on the market. 

Unfortunately a stigma of 

embarrassment continues 

to cloud perception of the 

product. Femfresh wanted to 

promote and encourage the 

usage of their unique pH-

balanced formula products 

to 18-24 year olds. One 

method of overcoming 

embarrassment is to 

embrace the situation, which 

is exactly what this campaign 

aims to do. 

A unique double sided 

advert accompanied with a 

product test will be placed in 

women’s health and beauty 

magazines, supported by a 

tongue-in-cheek television 

campaign.
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Learning Programme

• Mobile & Web

• Print

• Social
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The National Football 

Museum runs a learning 

programme which is free 

to everyone. Despite this, 

it became apparent that 

students are not aware of 

this free programme. The 

National Football Museum 

wanted a campaign which 

would increase awareness, 

whilst embracing the 

educational stance. 

A concept was therefore 
pieced together which aims 
to target teachers via the 
traditional print methods 
whilst embracing technology 
to help attract the attention  
of students.
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nissan leaf

Discover Your Route

• Mobile & Web

• Print

• Social
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The 100% electric 

Nissan Leaf was the first 

affordable mass-market 

100% electric car. Nissan 

wanted a campaign which 

consisted of digital and print 

advertisements.
Nissan intended to target 
young professionals who are 
interested in technology. The 
idea is that the 100% electric 
Nissan LEAF offers long-term 
savings to the consumer. 

The decision was made to 
engage the audience via 
an online presence before 
serving them with the 
information about the Nissan 
LEAF.
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Nissan were looking for 

a summer push for this 

campaign, allowing as much 

time as possible to get away 

from Christmas. With this 

in mind, I decided to target 

the young audience whilst 

they’re on the internet. The 

idea is simple: a web banner 

which offers directions to 

popular summer destinations 

such as festivals. Lots of 

young people go to festivals; 

it makes sense that they 

search on the internet  

for directions. 
Using cookies, web banner 
would appear for users 
who have searched our 
recognised key words, and 
a specific banner would 
appear. If they’ve searched 
for directions to Glastonbury, 

our Glastonbury banner  
is shown.
Information about the Nissan 
Leaf will be shown on the 
website, alongside a special 
campaign to encourage 
users to share their route. 
Why? Well, there friends may 
also need directions, and 
for every four routes shared, 
Nissan will plant a real tree in 
their #ROUTE4ROOT  
online campaign.


