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Title of campaign: Building Memories
Brand / advertiser: LEGO
Media Agency: Socialab
Creative Agency: Socialab
Awards:
e Brand Advertising Campaign — Bronze
Campaign video: https://www.youtube.com/watch?v=f7orl pfiwXk

Campaign Summary

Being a parent may be challenging at times, but what you are left with are the beautiful memories you
'built’ with your family. Socialab managed to leverage the power of true insight to create a viral
campaign highlighting both the struggles and fun moments of parenthood, while emphasizing the
LEGO brand values.

Objectives and Strategy

The toy market has gone through a significant transformation over the past years. The main objective
was to create emotional bonds between the audience and the brand, showing that by building LEGO
bricks, fun and joyful memories are built for the whole family. We chose to emphasise the brand
values through a disruptive idea that our audience would identify with.

Execution and Media

The execution was based on two pillars. The first refers to our audience, that is to say modern heroes,
parents. The second is dedicated to the fundamental insight, which is stepping on a LEGO brick bare
footed (a global ongoing trend manifested through memes and user posts on social media). So, we
created the tagline "Building Memories" and the video that captures this creatively and is a response
to all those who describe the 'dramatic’ pain of stepping on a LEGO, reminding them that LEGO
building is first and foremost about building unique family memories! Wanting to create a project that
appealed to our audience, increasing virality and brand visibility, we leveraged Facebook and
YouTube, targeting our audience through video promo. In addition to Facebook Ads and YouTube
pre-rolls, we paid extra attention on the Digital PR aspect of our campaign, grouping with mom
influencers, who wrote and posted about “building memories” on their blogs, which helped promote
"Building Memories" and increased the campaign's visibility producing significant overall results.

Creative

The creative depiction was realised through the humorous illustration of the painful feeling that a
parent experiences when stepping on a LEGO, followed by the accentuation of the contrasting
emotional uplifting he feels when he looks at the small LEGO structure of their family. The video
essentially sparks an array of emotions to the viewer, as although it begins with natural sounds, it
continues with classical music, highlighting the feeling of pain, yet ends in a positive emotional way.
Throughout the video, family is placed at the forefront, while at the same time, brand values such as
creativity and fun are emphasised. The scenario adds humorous touches throughout the video, both
through the directional “play” and the actors’ expressions.

Innovation

Our campaign was based on a brand insight and widespread user experience, that has generated
loads of fun content online. And that is... the painful experience of stepping on a LEGO with bare foot!
The amazing results of our campaign prove that a strategy based on a real insight and careful
selection of media channels, can bring significant results for the brand.

Results

The implementation of the campaign reached and surpassed our initial goals. We managed to make
our brand stand out, both against the competition and the industry in general, delivering high levels of
awareness, shareability and virality. In just 10 days, we reached and surpassed some of our original
KPIs, reaching more than 600,000 people, and having a Viral reach of 100,000 (organic reach
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through user shares). Our digital video achieved more than 700,000 views, with 6,500 engagement
reactions, of which 800 were shares without the existence of a contest. These numbers prove that our
campaign has successfully attracted the interest of our target audience. Based on all the above, our
campaign was eventually published in more than 100 international sites, such as the
AdsOfTheWorld.com and was honored by the BestAdsOnTv.com as one of the top 6 ad campaigns of
July 2018, proving that a strategy based on a real insight, can bring significant results for the brand.



