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Hape

In jedem Quartal stehtine andererfEntwicklungsschwerpunkt im
Mittelpunkt. Dieses Merkmal wird von entsprechenden
2024 Kam pag n e n kal e n d er Schwerpunktkategorien begleitet, die die Grundlage fir unsere
Kommunikation bilden.

Q1 Q3 Q4

Januar Februar Méarz Juli, August, September Oktober, NovemberDezember

saisonaleampagnenthema saisonaleKampagnenthema saisonale&Kampagnenthema saisonalekampagnenthema
Kreativitat Neugier Miteinander
FokusKategorien FokusKategorien FokusKategorien FokusKategorien
Arts & Crafts, Nature Fun, Ride Ons Infant Toys, Learning Toys & ReisenbahnQuadrilla
Musik & Puzzles & Sand Toys Baby Einstein & Rollenspiel

HeldenKategoriemit Fokusliber dasganzeJahr.

Oko-Intelligenz

FokusKategorie Green Planet Explorers



Q2.Kampagnen
Kommunikation

Die Erkundung der Natur bietet einzigartige
Mdglichkeiten, das Umweltbewusstsein und die
Verbundenheit mit der Natur zu starken. Durch das
Gefuhl von verschiedenen Béden unter den FuRRen, das
Vogelgezwitscher in der Luft und dem Geruch von
Blumen werden alle Sinne angeregt.

In diesem Frihjahr werden wir unsere Marketingkanale
nutzen, um mehr Lust auf Abenteuer und Zeit im Freien
zu wecken.

Meta Awareness Campaign

Where?Facebook& Instagram
Launch:April- June
Category FocusRideOns

Ad Type:Brand Awareness campaign

promoting the benefits of getting outside.

Yz

Hape

Influencer Burst

Burst Two: Ride Ons
Products promoted:My First Balance Bike & @Rbad Balance Bike

Launch:May
Estimated reach> 750,000

xxxxxxxxxxxxxxxxxx

iptscng it

Local market event executions Blog Articles
Create an event saip / kit for all Tips and educational articles on child
European markets, to retiut local events development around creativity.

related to this product (category).



The Concept

»

Hape

ALYGSaNIyaS /' Nraa olftlyOS o0A1S Ayd2 oao02dziAljdzS aSOGAZ2Yy
A Needs dedicated presentation space
A Approach new channels (bike shops, motorbike stores, etc.)

A Impactful presentation with focus on POS support helps theos||



Hape

Q1-January, February & March
Sparking

Creativity



Q1c¢ January, February, March

Strapline

Sparking Creativity

Messaging Focus

Creativity in Child Development Rainy Day Entertainment
Creativity is a development skill for children. It builds their Cold days leave us looking for ways to keep entertained indoors.
imagination, seHexpression and fine motor skills to name a few Hapeis here to give you some fun and creative ideas to keep
benefits. We will be utilising our marketing channels to raise children away from screens through games, printable activity
awareness of the importance of creativity development and our sheets and activities inspired by the Love Play, Learn ethos.

products to support creative development.

Key Categories

Arts & Crafts Puzzles Music



Q1c¢ January, February, March

Key communication highlights to deliver
our marketing message

Creative social media content

Throughout the campaign we will have regular
social media posts focused on supporting carers
understanding of why creativity is so important
and tips to develop the trait in children. From
developing story telling skills to understanding
how colorimpacts emotions

Blog content e AT B
ot | MO ’,&
A range of blog content with refresh content every 0 <Cex%

week N .
PR o
Q@ﬂ-a’

Loram aum dotor it amat, comtacsetur
odipiscing it

"5@..1 j}

Oynamic fog e
o um dovor

An experts guide to creative

development through music

Behind the Design: A Conversation .

with the Mingfpﬁgirrgsfvreen Planet Our inhouse brand experts talk through the
important musical milestones children go through
as the grow, while also giving tips and

recommendations to encourage their musical

creativity. Promoted via thelapeblog, social

media and newsletter content.

November 012021 () aminsread 4 112

Brand Partnerships,
events & PR
Reaching new audiences with consumer PR

activities from magazines to events and brand
collaborations.




Q1c¢ January, February, March

Key communication highlights to deliver
our marketing message

o~ Digital Advertising
Every musical

genius starts
somewhere.

Where?Facebook& Instagram

Launch:February to March

Category Focudrts & Crafts, Music & Puzzles.
Ad TypeBrand Awareness campaign promoting
the developmental benefits of creativity.

Free Printable Activities

for kids /ﬁl /(
From colouringn to crafting projects, we will be ) f“ _ 4 \"\ \%\ /\
providing a host of free downloadable activities ANA%! )7 Ca/

online to help kids get creative this season.

Activity One: Puzzles

Promoting a selection afardboard Puzzles.

Launch:February
Estimated reach> 750,000

Activity Two: Arts & Crafts

Promotingl | LJ8e@ &aselandtoddler activity
kits.

Launch:March
Estimated reach> 750,000







Q2¢ April, May & June

Strapline

Exploration Awaits

Messaging Focus

Benefits of exploration in child development { dzy Q§C @&famha 2 dzi H
Exploring the world around us offers much more than just fresh air. The sun is starting to make an appearance as we move into the

It has a huge impact on the values and traits of children, like Spring season. With the lighter days we will be talking about fun
building kindness and integrity by developing their understanding of activities to do outside and enjoy time in nature.

nature just as one example. We want to educate guardians and
parents just why outside time is so important.

Key Categories




Digital Advertising

Where?Facebook& Instagram
Launch:April¢ June

Category Focus\lature Fun & Ride
Ons

Ad TypeBrand Awareness
campaign promoting the
developmental benefits of getting
outside.

Toy guides and activity ideas for @; < &%
parents promoted via social media YU o
and email. __mafm "

odipiacng ot

Free Seed Pack

Throughout Q2, for every Nature
Fun purchase made-store or
online, customers will receive a free
seed pack to encourage outdoor
planting.

VZ

Social Media Competition

X2 social media competitions to
engage theHapeaudience.

1. OffRoad Balance Bike Bundle

2. Nature Fun Bundle

Brand Partnerships & PR

JAGUES OF LONDON

QUTDOOR TOY BUNDLE faﬁ‘ 3
oy AT
1. =

Reaching new audiences with
consumer PR activities from
magazines to events and brand
collaborations.




Digital Advertising

Where?Facebook& Instagram

Launch:February to March

Category Focudrts & Crafts, Music & Puzzles.
Ad TypeBrand Awareness campaign promoting
the developmental benefits of creativity.

Outside Activity Booklet

4
'GCTIVITY BOOK

A funilled activity booklet featuring activities
children can do outdoors with their Nature Fun
toys. Complete with an Explorer Certificate.
Available for download on theapeblog or as a

printed booklet. :
1 Il

Love play, learn.

Influencer Actvities

Activity One: Nature Fun

To promote a selection of Nature Fun products
and the Explorers Activity Booklet.

Launch:April
Estimated reach> 750,000

Activity Two: OffRoad Balance Bike

Promoting O#fRoad Balance Bike with accessories:
using influencers who have an interest in bike
racing.

Launch:May
Estimated reach> 750,000



Playful

Curiosity



Q3¢cJuly, August & September

Strapline

Playful Curiosity

Messaging Focus

Benefits of Curiosity Development An important time of parents
Children have an innate sense of wonder to flgure out how it all New school year approaches which brings its own set of new
g2NJad® 2S RAQPS Ayit2 gKe OKAfRNBY I a q:hallagqs a\lutlorwuhatp(Seﬁ(ember i thie3ragi po@miréblrth Yy R )
the development benefits of nurturing their curiosity. Y2YGK Ay 9dzNRLIS 42 GKSMNapenie f20a 2F y 8§

here to support new parents and batik-school parents with gift
guides to informative social content.

Key Categories

Infant Toys Baby Einstein Learning Toys



The Curiosity Playbook

A guide as to why curiosity is so important

for children and ideas and activities of ways

02 SyO2dzN} 3S OdzNR2&A
age.

We take a deep dive into why curiosity is crucial for child development and fun
activities to ignite their curiosity as the grow.

Influencer Activity

We will send a variety of different aged
child influencers a curiosity bundle based
on their age group and linking back to our

Curiosity Playbook activities.

Launch:August
Estimated reach> 750,000

@ Liked by whittylass and 33 others.
hape_uk Mission Control, do you copy? & I3

0 biast off with this innovative rocket... more

Curiosity Series Brand Partnerships & PR

Bringing our Curiosity Playbook to life
through a reel series of activities & games Reaching new audiences with

carers can do to inspire curiosity consumer PR activities from
magazines to events and
Launch:Julyg September brand collaborations.

Where?Facebook, Instagram & YouTube
Shorts



Q3¢cJuly, August & September

Additional Key communication channels to
deliver our quarterly marketing message

Free Activity Download

Downloadable curiositynspired activities online
promoted via social media and email.

Digital Advertising
Where?Facebook& Instagram
Launch:August- September
Category Focudnfant Toys

Ad Type:Brand Awareness campaign promoting
gift ideas for 812 months.

Influencer Activity

The most popular birth month in Europe,
purchasing toys for a newborn can be a difficult
task and sometimes an afterthought (after
prams/cribs etc). Through the use of influencers,
we can help guide gHgivers on the importance
on toys for 012 months old.

Products promoted0-12 month toys
Launch:September
Estimated reach> 750,000

The School Series for parents &
carers

A series of social media videos and blog posts
offering support and guidance for parents/carers
who are sending their child to nursery for the first
time and preparing children to enter a new school
year.

Supported with social media advertising.




Hape

Q4 ¢ October, November & December
Love Play, Learn

Together



Q4¢ October, November & December

Strapline

Love Play, Learn Together

Messaging Focus

A helping hand this season Building Tracks & Connections
We're here to lend a helping hand as this season can be a stressful EveryHapei 28 Aa Y2NB (KIFy | RSEfAIKGFdzA 3TAT
time. Our communication channels will offer handy tips and _ creativity, confidence, and connection. As we come together, L
educational information to support those who are looking for extra ONBIlIuUAY3 YSYZ2NASaAa YR SELX 2NAYy3 UKS g
guidance in the festive period. also shaping a brighter and boundless for our young ones.
Key Categories

Railyway Roleplay Quadrilla



Q4¢ October, November & December

Key communication channels to deliver

our marketing message

Digital Advertising

Where?Facebook& Instagram
Launch:Augustc September
Category FocusNlature Fun & Ride
Ons

Ad TypeBrand Awareness
campaign promoting the
developmental benefits of getting
outside.

Blog content for parents

'\..v‘ 2
Guides and tips to get support Q ﬂf % ®
parents through the festive season. i . '%

Oymamic o T

Brand Avert

Lowe it Al he Time | Hasetors

P e howet Ko G

Afeel322 R ai2NE

[ SFNye¢ [

heartwarming smiles and of course
our favouriteHapetoys.

g AGK

Available in a variety of formats to be
used across multiple social media
platforms.

G§KS KSI NI o

Influencer Activities

Onec¢ Role Play

Products promotedCleaning Role
Play Items

Launch:October

Estimated reach> 1000,000

Two - Railway

a[20S_ ttlex
tl Ol SR 6AU0K
Products promotedDino

Adventure Railway Set among other
railway best sellers.

Launch:November

Estimated reach> 1,500,000




Q4¢ October, November & December

Key communication channels to deliver

our marketing message

Concours Brand Partnerships

Partnering with complimentary
child focused brands on activities to
reach new audiences.

Social Media Competition

A season of giving with lots of
competitions running across our
Hapeplatforms over Christmas.

Elevated PR Activity

The
Baulch e
Blog

Securing coverage in top toy guides
and gift idea news articles for
Christmas.

Window & Retail Kits

Creative poinof-sale solutions to
elevate instore appeal during the
festive season. From window
displays to shelf flags, we have got
you covered this season!

Downloadable Christmas
Craft Activities for kids

From colouringn to crafting
projects, we will be providing a host
of free Christimagthemed
downloadable activities online to
keep kids entertained this festive
season.
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2024 Hero Topic
Ecalintelligence



What is Ecedntelligence?

Ecaintelligence is an understanding of ecological systems,
their connections, and the impact of human activities on
these systems.

Why is it important?

Lorem ipsundolor sit amet, consecteturadipiscingglit, sed
do eiusmodtempor incididuntut labore et dolore magna
aligua Utenimad minimveniam quisnostrum.

How can we education our children
on the topic?
Lorem ipsundolor sit amet, consecteturadipiscingglit, sed

do eiusmodtempor incididuntut labore et dolore magna
aligua Utenimad minimveniam quisnostrum.




1.4 .

Green Planet Explorers is one of the only toy ranges that is not only made from sustainable material but aids in
teaching of the topic through play. We are passionate about teaching the future generation how to look after
our planet which is why we have a special ylesig marketing plan.

A “ i\l

Jan Feb Mar July Aug Sep Oct Nov Dec
GPE Episode Release Episode 6 Episode 7 &
release 8 release
YouTube Advertising Ad Campaign Ad Campaign
EcoAction Kit Launch
22.04.04 20.05.24 08.06.24
Special Social Moments World Earth World Bee World
Day Day Ocean Day
Meta Campaigns Meta Awareness Ad Campaign Meta Awareness Ad Campaign
Ry Influencer Influencer
Influencer Activity Activity Burst Activity Burst
. Teaching
Sustainable Tasks . . .
o Teaching children Sustainable Back to schoot
BlOg Posts Actggeiggets how to recycle behavior to Bees Picnic

Children



Hero Category
Green Planet Explorers

The Eco Act Kit

Available throughout 2024 with every Green Planet Explore« :
containing activities for children to help take care of our environment.

EccAction Kit Contents
@ roveuk

Swipe to discover how

the Green Planet Explorers
teach sustainability
through play!

A4 Activity Bookletpacked full
of activities including stickers
for bin recycling & sustainable
reward chart!

[ 4

Limited editionGreen Planet @ |
Explorer Figuréhat is not 4

available to purchase in

11likes

hape_uk Did you know the Green Planet Explorers can
teach sustainable concepts through play? Here's
how: ... more

store.
Influencer Activity Social Media Brand Partnerships & PR
Free seed pacto grow Working with highprofile influencers Advertising throughout the year to
your own vegetables with a focus on sustainable teaching to promote the kit Reaching new audiences with
reach new audiences and promote the ' consum?ar PR activities from
campaign. Where?Facebook, Instagram & YouTube magazines to events and

Sustainable drawstring L hM Shorts brand collaborations.

bagfor all the outdoor _LaunchiMay

Estimated reach> 1m

adventures.



Hero Category
Green Planet Explorers

Key communication channels to deliver
our marketing message

t I NBydQa DdzZA RS 2 New episode released
Sustainability Education Influencer Activity ‘ __ with YouTube advertising

. L support
Talking about sustainability to
children can be difficult, so we have
created an A5 guide free for adults
= x to offer support and guidance on
| l' NET T how to approach the topic with

i s little ones.

Kiki & Oscar the Koalas go on a
forest fire rescue mission.
Animation supported with YouTube
Advertising to promote episode
release.

Raising awareness of

Educational important World
Worksheets ~ Products promoted: awareness days

Various products alongside the Eco
Free printable worksheets for Action Kit. With three major world awareness
children to do at home to support days in this period, we want to helg
their learning journey on Launch:World Earth Day spread the awareness of these wit
sustainable living. (22.04.2024) social media advertising:

Estimated reach> 1000,000 1. World Earth Day

2. World Bee Day
3. World Ocean Day




Hero Category
Green Planet Explorers

Key communication channels to deliver
our marketing message

Blog content for parents Influencer Activities

X2 new episode released

@ with YouTube advertisin

L] "E & * Guides and tips to get support t 9 Products promoted Assortment

o T T 4 parents through with the education Suppor over50e Ul NHSUAY 3 LI |
e WL T of sustainability to childreg adults have a focus on promoting

may learn a think or two too! sustainabldiving.
Launch:October

Estimated reach> 1000,000

Brand Partnership Digital Advertising

Episode 7Ben on the Catamaran

Swipe to discover how

Partnering with complimentary Episode 8Doris at the Green Where?Facebook& Instagram toach sustatnabiity
child-focused, sustainable brands School Launch:Octoberc November Sy :

on activities to reach new o . Category Focussreen Planet
: Animations supported with
audiences. YouTube advertising to promote Explorers
gtop Ad TypeBrand Awareness

episodes being released. campaign promoting the range as a

great Christmas Gift idea.

11 likes

hape_uk Did you know the Green Planet Explorers can
teach sustainable concepts through play? & Here's
how: ... more
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AMBOSSTOYS

ride timeless design toys




2024 Marketing Campaign Calendar

Seasonal Campaign Theme:

Focus Topics:
Playing outside with the Primo
and discovering nature, Easter,
travelling across the globe

A\

x
AMBOSSTOYS'

ride timeless design toys

Each quarter we have a different focus categories
which will be the base for our communications.

Seasonal Campaign Theme:

Focus Topics:
Christmas, gifting, Primo as a
lifestyle product

Included arealwayson communicationthat will be playedll-year around

31



Q2¢ April, May & June @

AMBOSSTOYS'

ride timeless design toys

Influencer campaign

Campaign one: Primo for Easte

: : Products promoted:Primo all available colour variants
Primary Campalgn
Launch:April

ossToy Estimated reach> 500.000

side with AmP

Get Out

Meta Awareness Campaign Direct to Consumer Events Media & PR

Where?Facebook& Instagram Participate in direct to consumer events, Brand and product promotion relevant
to increase brand visibility across Europe media
Launch:April- June

Ad TypeBrand Awareness campaign
promoting the benefits of a PRIMO.




Q4. Campaign
Communication

This holiday seasombosstoysnvites you to indulge
in the epitome of timeless and higilass design with
our exclusive Christmas campaign! Experience the
magic of the season witAmbosstoysexquisite
collection, where tradition meets sophistication.

®

AMBOSSTOYS'

ride timeless design toys

Influencer campaign

Products promoted:Primo all available colour variants
Launch:April
Estimated reach> 500.000

Where?Facebook& Instagram season of giving with lots of competitions Securing coverage in top toy guides and
running across our platforms over gift idea news articles for Christmas.
Launch:October- December Christmas.

Ad Type:Brand Awareness campaign
promoting the PRIMO as a Christmas gift.



The Concept

®

AMBOSSTOYS'

ride timeless design toys

A Needs dedicated presentation space and trial opportunity
A Approach new channels (car dealers, fashion boutiques, bike shops, etc.)
A Impactful presentation help setlut

A Drop shipment opportunity

34



Marketingplan&
Verkaufsansatz




2024 M arketl ng Cam palg n Calendar Each quarter we have a different focus categories

which will be the base for our communications.

Q2 Q4

April, May, June October, November, December

Seasonal Campaign Theme: Seasonal Campaign Theme:
Enjoy Spring with Cozy times with
our Farm Friends the companions

from the woods

Focus topics:
Forest animals, Christmas,
gifting, first forever friends

Focus topics:
Farm animal collection,
friendship, Easter, outdoors

Included arealwayson communicationthat will be playedll-year around

Media & PR

Social Media

36



Q2¢ April, May & June

Influencer Campaign

Q2. Campaign
Communication

Campaign one: Cuddly farm friends
Products promoteddfree choice out of farm range

Launch:April

Primary Campaign !
Estimated reach> 500.000

: ith
njoy SPring Wi
Em:r Farm Friends

Embrace the warmth of spring with our
adorable cuddly farm animals frokéthe
Kruse! Let your little ones cuddle up to these
delightful companion, which are not just toys
but cherished friends that make springtime
even more magical. Experience the joy of
cuddles and create precious memories this
season withKatheKruse farm friends!

i

Meta Awareness Campaign Social Media Media & PR

Where?Facebook& Instagram Continuous presence in social channels, Brand and product promotion relevant
including brand collaborations and media

Launch:April- June interactive content

Ad Type:Brand Awareness campaign
promoting the cuddly farm friends.




Q4¢ October, November
& December

Q4. Campaign
Communication

Primary Campaign

from the woods

This holiday season, let the enchanting spirit of
Christmas come to life with the warm embrace
of KatheKruse's tender companions from the
woods. Imagine snuggling up by the fireplace,
surrounded by these soft, cuddly creatures,
bringing comfort and joy to your festive
celebrations.

Influencer Campaign

Campaign one: Tender forest family

Products promotedifree choice out of forest range

Launch:November
Estimated reach> 500.000

Meta Awareness Campaign

Where?Facebook& Instagram
Launch:October- December

Ad Type:Brand Awareness campaign
promoting the benefits of a PRIMO.

Social Media

Continuous presence in social channels,
including brand collaborations and
interactive content

Media & PR

Brand and product promotion relevant
media



The Concept

Kathe Kruse baby range approach

A ReactivateKatheKruse customers

A Increase brand visibility again
A Open new channels / doors with a manageable package size

ADSG Odzad2YSNE (2 aiNB¢é¢ (GKS ySg LINRPRIzOG NYy3aS FyR Of

39
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SKIPxHOP.

Each quarter we have a different focus categories
which will be the base for our communications.

2024 Marketing Campaign Calendar

Q3 Q4

July, August, September October, November, December

Seasonal Campaign Theme: Seasonal Campaign Theme:
Back to School t F NBydQa FyR
with Skip Hop must-haves
Focus topics: Focus topics:
Back to school, Zoo collection, Nursery assortment,
Partly Baby Christmas, Home Gear
(indoors)

Included arealwayson communicationthat will be playedll-year around

Media & PR




Q3¢ July, August & September
SKIPxHOP.

Influencer Campaign

Q3. Campaign
Communication

Campaign one: Zoo collection

Products promoted:X2 Zoo collection kits
Launch:August
Estimated reach> 300.000

Gear up for the school year with Skip Hop's
Z00 collectiorg the ultimate blend of
practicality and playfulness! At Skip Hop we
make sure that kids have all the necessary
accessories to kickstart their learning
adventure while looking effortlessly cool. With
vibrant designs and functional features, Skip |
Hop's ZOO collection makes the school routine
exciting and stylish.

Q
Social Media Competitions Media & PR
Continuous presence in social channels, competitions running across our Brand and product promotion relevant
including brand collaborations and platforms during back to school season media

interactive content




Q4¢ October, November

& December S KIPxH o P.

Influencer Campaign

Q4. Campaign
Communication

Campaign one: Nursery & bath time

Products promoted:X2 nursery and bath time kits
Launch:November
Estimated reach> 300.000

1
parent’s and baby's
must-haves

Gear up for the school year with Skip Hop's
Z00 collectiomg the ultimate blend of
practicality and playfulness! At Skip Hop we
make sure that kids have all the necessary
accessories to kickstart their learning
adventure while looking effortlessly cool. With
vibrant designs and functional features, Skip
Hop's ZOO collection makes the school routine
exciting and stylish.

Maife
{ Lihl('

Social Media Competitions Media & PR
Continuous presence in social channels, competitions running across our Brand and product promotion relevant
including brand collaborations and platforms during Christmas season media

interactive content




Skip Hop Approach

SKIPxHOP.

A Open new nursery channels
A Gain shelf space in baby sector

A No focus on branding

44
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2024 Marketing Campaign Calendar '(°r|(°
y

made b nature

2024 Marketing Campaign Calendar

Each quarter we have a different focus categories
which will be the base for our communications.

Q1 Q2 Q3 Q4

January, February, March April, May, June July, August, September October, November, December

Seasonal Campaign Theme: Seasonal Campaign Theme: Seasonal Campaign Theme: Seasonal Campaign Theme:
Endless Play Discover the Learn with cork Together for a
material cork better future
Focus Topics: Focus Topics: Focus topics: Focus Topics:
Play tips for kids inside, discover Cork harvest, how the material is Educative approach witlorkq Christmas, CSR, sustainability,
nature with Korko produced, CO2 negativity, novelty launches gifting
sustainability

Included arealwayson communicationthat will be playedll-year around

Media, PR & Awards

Social Media & Influencer Marketing



made b nature

Q1- January, February & March '(or'(o

Two influencer campaigns

Q1. Campaign
Communication

Campaign one: Blocks & games set

Products promoted:blocks + game set
Launch:February
Estimated reach> 300.000

Campaign two: Games sets
gEndless Play Products promoted:X2 different game sets
Launch:March

Estimated reach> 300.000

Unleash endless play possibilities withrka
Where creativity meets cork! Prepare to
embark on an endless adventure of play with
Korko'sinnovative cork toys! Imagine a world
where creativity knows no bounds, and every
moment is an opportunity to learn, explore,
and invent. With our exceptional range of cork
toys, including building blocks, bowling set and
boccia,Korkoinvites you to discover a universe
of unlimited play possibilities.

Awareness Campaign Blog Media & PR
Where?Facebook& Instagram Establishment of th&orkoblog with tips Brand and product promotion across
Launch:February March for endless play with cork toys sustainable and parental media as well as

external media
Category Focuslocks & games

Ad TypeBrand Awareness campaign




Q2¢ April, May & June

Q2. Campaign
Communication

Discover the
material cork

Dive into a world of natural wonder with
Korko'sexciting new campaigq "Discover the
Material Cork." Get ready to unravel the
secrets of this remarkable material, known for
its versatility, sustainability, and unmatched
charm. Join us on a fascinating journey as we
celebrate the beauty and endless possibilities
of cork.

Awareness Campaign

Where?Facebook& Instagram
Launch:AprikJune

Category Focudull range

Ad TypeBrand Awareness campaign

KorKko

made b nature

Two influencer campaigns

Campaign one: Gift sets

Products promoted:X3 different gift sets (Easter)
Launch:April
Estimated reach> 300.000

Campaign two: Cork Education
Products promoted:X2 different sets + cork materials

Launch:May
Estimated reach> 300.000

Direct to Consumer Events Window Kit

Participate in direct to consumer events, Creative poinof-sale solutions to elevate
to increase brand visibility across Europe instore appeal during the whole year and
and create touchpoints, to experience enhance the knowledge about cork

cork



Q3¢ July, August & September

Q3. Campaign
Communication

Learn with Cork

As the new school year dawnsorkoinvites

you to a world of innovative learning and
sustainable education. Our Back to School is
about nurturing young minds witKorkotoys
that educate, empower and inspire. Discover
the magic of learning through play, where our
toys become valuable tools for teaching
sustainability, fostering emotional
development, empathy, creativity, and more.

Korko

made b nature

One influencer campaigns

Campaign one: Full Back to School Kit

Products promoted:X2 different back to school kits
Launch:August
Estimated reach> 300.000

Meta Awareness Campaign

Where?Facebook& Instagram
Launch:August- September

Category FocusSchool items

Ad TypeBrand Awareness campaign

In-store Activation Blog
Educational irstore activation to teach Blog content on educational tips whilst
kids about the material cork. Interactive playing with KORKO toys

contents to explore the material and learn
more about the harvest.
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Two influencer campaigns

Q4. Campaign
Communication

Campaign one: Novelty Kit

Products promoted:X2 different novelty kits
Launch:October
Estimated reach> 500.000

Campaign two: Christmas gifting kits
Together for

2 better future Products promoted:X2 gift kits

Launch:November
Estimated reach> 500.000

As the new school year dawnsorkoinvites

you to a world of innovative learning and
sustainable education. Our Back to School is
about nurturing young minds witKorkotoys
that educate, empower and inspire. Discover
the magic of learning through play, where our
toys become valuable tools for teaching
sustainability, fostering emotional
development, empathy, creativity, and more.

Meta Awareness Campaign Media & PR CSR

Where?Facebook& Instagram Brand and product promotion across Non-profit initiative across Europe, to

Launch:October- December sustainable and parental media as well as highlight the brand's sustainable and
external media social approach

Category Focusull assortment

Ad TypeBrand Awareness campaign




Korko Approach

KOrKo

made by nature

A Gain as many right channels as possible for the brand

A Sellin the strong novelties

A Create a strong istore experience for the customer, to learn more about brand and material

At N2OARS O2YYdzyAOFGA2Y GKFEG A& GaLlISEF{AYy3a F2NI AGaSt F¢

A Convince customers with products as well as with the marketing support, they will receive
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2024 Marketing Campaign Calendar

Each quarter we have a different focus categories
which will be the base for our communications.

Q1 Q2 Q3 Q4

January, February, March April, May, June July, August, September October, November, December

Seasonal Campaign Theme: Seasonal Campaign Theme: Seasonal Campaign Theme: Seasonal Campaign Theme:
Spark your Spring brings new Back to school with Christmas is for
creativity beauty Nebulous Stars giving
Focus topics: Focus topics: Focus topics: Focus topics:
Creative season, get creative Easter, gifts, cosmetics Back to school season, Christmas, gifting, getting
inside and reduce screen time to promotion education but also creative
a minimum fun in school, stationary

Included arealwayson communicationthat will be playedll-year around

Media, PR & Awards

Social Media & Influencer Marketing
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Two influencer campaigns

Q1. Campaign
Communication

Campaign one: Arts & Craft Kids

Products promoted:X2 different arts & crafts kits
Launch:February
Estimated reach> 500.000

Campaign one: Arts & Craft Kits
ivity

at Products promoted:X2 different arts & crafts kits

Launch:March

Estimated reach> 500.000

spark your €ré

Creativity is a development skill for children. It
builds their imagination, sexpression and

fine motor skills to name a few benefits. We
will be utilising our marketing channels to raise
awareness of the importance of creativity
development and our products to support
creative development.

B anatnd (O 7 L 3 17

Awareness Campaign In-Store Activation Media & PR

Where?Facebook& Instagram Creativity kits and concepts for-gtore Brand and product promotion across

Launch:February March activations; roHout across Europe Nebulous Stars media as well as external
media

Category FocusArts&Crafts

Ad Type:Brand Awareness campaign




Q2¢ April, May & June

Q2. Campaign
Communication

peauty

spring brings new

Step into the magical world of Nebulous Stars
this spring and let your little ones blossom with
beauty! As the flowers bloom and the sun
shines brighter, Nebulous Stars invites you to
discover a vibrant range of cosmetic items
designed exclusively for kids.

Awareness Campaign

Where?Facebook& Instagram
Launch:ApritMay

Category Focugsift, cosmetics

Ad TypeBrand Awareness campaign

v
)

I

%)

el

> QU2
S

v,

W

Two influencer campaigns

Campaign one: Cosmeti€itds

Products promoted:X2 differentcosmectickits
Launch:May
Estimated reach> 500.000

Campaign one: Bestseller gifts
Products promoted:X2 different arts & crafts kits

Launch:March
Estimated reach> 500.000

Direct to consumer events Window Kit
Participate in direct to consumer events, Creative poinof-sale solutions to elevate
to increase brand visibility across Europe instore appeal during the whole year.



Q3cJuly, August & September

Q3. Campaign
Communication

to school with Nebulous

Back stars

Back to School Magic! With Nebulous Stars! As
the backto-school season dawns upon us,
Nebulous Stars invites young minds to embark
on a journey of creativity, inspiration, and
endless possibilities. Step into a world where
education meets enchantment, and
imagination knows no bounds.

H

Meta Awareness Campaign

Where?Facebook& Instagram
Launch:August- September

Category FocusSchool items

Ad TypeBrand Awareness campaign

One influencer campaign

Campaign one: Full Back to School Kit

Products promoted:X2 different back to school kits
Launch:August
Estimated reach> 500.000

In-store Activation Gift with Purchase

Creativity kits and concepts for-gtore Offer ready to sell Back to School kits with
activations during B2S season, to enhance  gift with purchase in-store roltout and
brand awareness; rethut across Europe advertising
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Two influencer campaigns

Q4. Campaign
Communication

Campaign one: Arts & Crafts Set (High value)

Products promoted:X4 different arts & crafts sets
Launch:October
Estimated reach> 500.000

) Campaign one: Gift & Collectable Sets
. is for giving . .
Christmas = Products promoted:X2 different gifts & collectable sets

Launch:November
Estimated reach> 500.000

This festive season, Nebulous Stars invites you
to celebrate the true spirit of Christmas.
Embrace the joy of giving and make this holiday
season unforgettable by sharing the magic of
Nebulous Stars with your loved ones. Gifts that
sparkle with meaning: At Nebulous Stars, we
understand the profound joy that comes from
giving thoughtful gifts. Our wide range of
products are not just presents; they are
gateways to imagination and sedkpression.
Each item is designed to inspire, empower, and
bring smiles to children's faces, making them
the perfect gifts for Christmas.
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Awareness Campaign Media & PR Competitions
Where?Facebook& Instagram Brand and product promotion across A season of giving with lots of
Launch:October- December Nebulous Stars media as well as external competitions running across our
media Nebulous Stars platforms over Christmas.
Category FocudArts & crafts and gift
items
l ' - Ad TypeBrand Awareness campaign
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Nebulous Stars omnathannel approach

“Ious

c‘
A Offer solutions for every channel (hypermarkets, toy stores, bookstores, gift stores, etc.)
A Obtain an impactful presentation with strong brand visibility, that attracts customers
A Compete with main competitors by strong presence in stores

A Present complementary products & collections to increasecssl|
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2024 Marketing Campaign Calendar

Seasonal Campaign Theme:

Focus Topics:
Easter, mothers day,
fathers day

zIP4

Each quarter we have a different focus categories
which will be the base for our communications.

Q4

October, November, December

Seasonal Campaign Theme:

Gifting ¢ get creative in
cozy season

Focus Topics:
Christmas

Included arealwayson communicationthat will be playedll-year around

Media & PR
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Trido Approach

ied

A Needs dedicated presentation space and trial opportunity
A Approach new channels (museums, fashion boutiques, jewelries, etc.)

A Impactful presentation help setlut
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2024 Marketing Campaign Calendar

SENGER
Naturamnelt

Each quarter we have a different focus categories
which will be the base for our communications.

2024 Marketing Campaign Calendar

Q1 Q2 Q3 Q4

January, February, March April, May, June July, August, September October, November, December

Seasonal Campaign Theme: Seasonal Campaign Theme: Seasonal Campaign Theme: Seasonal Campaign Theme:
Getting Cozy Springtime Under the sea Getting ready
& Easter for Christmas
Focus Topics: Focus Topics: Focus topigs: o Focus Topics:
Novelties 2024 1 Get outsideg Blankets Vacation mood; j Sk AdSYa 0 WHANtime favourites; Forest
¢ Bean bags / Poufs; blankets and Rabbits in all variations YR WHRNO friends and geese
pillows Small items for Easter basket Novelties 2024 2: Cuddle cloths Novelties 2024 3: Wooden
Cuddly itemg; Turtles and music boxes collection and clothing (if
ready)

Included arealwayson communicationsthat will be playedall-year aroundA Focus on the USPs

Handcraftsmanshipg behind the sceneg Production insights

Organic materials; GOTS certificatiorg Quality of goods




SengemBoutique Approach

Cg‘?kSENGER
NW

A Expand the international communication in focus countries

A Increasement of unique specialty stores and valuable chains with high

quality (see examples)

A Establish the brands-fiiece character in a wider range of items beside the

geese
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lifestyle character
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BOOKS® ¢

2024 Marketing Campaign Calendar

Each quarter we have a different focus categories
which will be the base for our communications.

Q1 Q2 Q3 Q4

January, February, March April, May, June July, August, September October, November, December

Seasonal Campaign Theme: Seasonal Campaign Theme: Seasonal Campaign Theme: Seasonal Campaign Theme:
Getting Cozy Springtime Under the sea Getting ready
& Easter for Christmas
Focus Topics: Focus Topics: Focus topifzs: . Focus Topics:
Novelties 2024 1 Get outsideg Blankets Vacation mood; j SI A4SYa o6 WHAltime favourites; Forest
¢ Bean bags / Poufs; blankets and Rabbits in all variations YR WHRNO friends and geese
pillows Small items for Easter basket Novelties 2024 2: Cuddle cloths Novelties 2024 3: Wooden
Cuddly itemg; Turtles and music boxes collection and clothing (if
ready)

Included arealwayson communicationsthat will be playedall-year aroundA Focus on the USPs

Handcraftsmanship; behind the sceneg Production insights

Organic materialg; GOTS certificatior Quality of goods
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