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Toy Store Advertising Ad 
Target market
This is a campaign ad for U’ Toy Shop. The store is located in San Diego, California. San Diego is among the most affordable counties to start business in California. Though taxes are high in California in comparison with other states, the state is among the best in terms of returns on investment. San Diego town is strategically located in the county. It enjoys considerable market size due to locale. Climates in San Diego are favorable and population is higher than in other towns in the country. Demographically, family life cycle is a great factor that makes San Diego among the best places to invest the toy store. The town has a considerable population of diverse ethnic backgrounds. The number of children in the town is also high in comparison to other regions. The region is preferred by tourists due to the beaches and income level is high. Considering psychographic factors, people in San Diego have a definite lifestyle. People living in the region are fun-oriented and hence a toyshop for their kids will be a good venture. 
Objectives 
The objectives of this ad it to:
· Attract potential buyers to the store
· Persuade buyers that U’ Toy Store is the best in price and quality
· Attract kids to the store by using attractive pictures
Focus of campaign
The focus of the campaign will be product focused. This will attract parents with kids and kids as well to the store to have the varieties in choice. A product-focused campaign will attract a wide range of buyers to visit the store and choose product of their choice. 
Unique selling proposition (USP) 
Experience the difference in variety at the same cost
The USP is designed to attract more clients into the store who will come to experience varieties in toys. Customers will believe that the store has variety of toys and probably those they have not seen in the past. As a result, they will come to experience the varieties at the same cost that is offered in other toyshops. 
Emotional appeal 
The campaign will use emotional appeal. Variety of toys will be exhibited to attract kids’ emotions. Kids require something that will arouse their emotions in contrary to something that is informational that they may not understand or grasp little information. Hence, this campaign is designed to arouse kids’ emotions by exhibiting variety of toys in different colors. 
Media types and vehicles
The main media vehicle used for advertisement is television. The campaign vehicle target kids watching television programs. Kids are good in convincing parents to buy them toys of their choice. Moreover, parents will also watch these programs and get attracted to the toys as well. Television is widely watched and hence it is a great avenue to attract customers. Another vehicle is a website for the store. This will target parents who may need more information on the products they see on televisions. This campaign vehicle is niche oriented and will display toys available in the store for parents to experience the variety.
Media schedule
The adverts will be transmitted when kids mostly watch Televisions. Consequently, the program will be conveyed in midst of cartoons and other kids programs. Since the adverts will not be conveyed during news, the budget will be a bit lower. Hence, the adverts will run for three months continuously in all kids programs. The campaign will have great influence and will create referrals and comeback customers.    
Ad integration 
The television campaign will be integrated with internet campaigns. The store will develop a website that will also be an e-store to sell toys online. The website will be given in the television ad to increase traffic to the site. Another tool that will be used is social media that will also increase traffic. These marketing strategies are expected to arouse other non-advertising promotions such as referrals. The store will be giving incentives to those who refer their friends to the store to either the e-store or physical store. 

Campaign Evaluation
To determine the impact of ad, will focus on whether customer's behavior is different. To evaluate this, I will develop an evaluation method that compares integration of the users affected by the advertiser's campaign and those who may not have seen the advertisement. This will entail recording the sales information before the ad was run. This assures that the users of the control group who would have been exposed are comparable to those of the experimental group are actually exposed. This approach will eliminate buyers who have no chance of seeing the ad. If the impact of the campaign will not be effective, will repeat it or revamp it. 


