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Rivals: Pokémon Meets College Rivalry by The Pokémon Company International’s Pokémon Center
Rakea and TriplePoint and Litzky and The Pokémon Company International and The Pokémon 						Center ,Nov, 30, 2023
Summary: YOASOBI「Biri-Biri」 Official Music Video --- Pokémon x A.P.C--- Santa Cruz x Pokémon --- Paldean Winds--- Pokemon Horizons
	There is a noticeable  surge in demand among older consumers stemming from the recent ventures with the Pokemon brand, for Pokemon-themed apparel, the proposal introduces a new merchandise line titled 'Rivals’. This collection caters specifically to the college-going demographic, aiming to seamlessly blend the nostalgic charm of Pokemon with the dynamic lifestyle of college students. 'Rivals' highlights unique design elements, comfort, and versatility, leveraging various communication channels to establish a strong connection with the target audience. By positioning 'Rivals' as more than just clothing but as a lifestyle expression, the goal is to generate widespread excitement, engagement, and ultimately drive sales within the thriving market of Pokemon enthusiasts in the college community.
Situation:
	The Pokemon Company International, distinguished in the entertainment industry, is committed to creating meaningful experiences through the iconic Pokemon brand. Recent ventures, such as the animated episodic shows "Paldean Winds," "Pokemon Horizon," and the music video "Biri Biri," uniquely depict elements of academic life and healthy rivalry.
	In the context of strategically expanding product appeal to individuals aged 17-25, these recent ventures intricately weave themes synonymous with the college experience. "Paldean Winds," "Pokemon Horizon," and "Biri Biri" serve as narrative bridges, providing authentic connections between the Pokemon brand and the dynamic experiences of young adults.
The current challenge involves strategically expanding product appeal to individuals aged 17-25. The imperative is to cultivate products tailored to this demographic, forging a deeper connection between the timeless Pokemon brand and the experiences of young adults.
Primary Audience:
Young Professionals: Individuals aged 18-25 who have recently graduated from college and are entering the workforce. They may still resonate with the college experience and have similar lifestyle preferences.
Gap Year or Post-High School Individuals: Young adults who have chosen not to attend college immediately after high school or are taking a gap year. They may be exploring various experiences and could still connect with the themes of the "Rivals" merchandise line.
Secondary Audience:
Pokemon Enthusiasts of All Ages: Maintain a secondary focus on Pokemon enthusiasts of all ages, beyond the 18-25 range. This ensures that individuals outside the college-going demographic who are passionate about Pokemon can also engage with the merchandise.
Young Adults Interested in Pop Culture: Individuals aged 18-25 who may not be in college but are actively engaged in pop culture trends and experiences. This group could appreciate the broader themes presented by the "Rivals" merchandise line.
Parental Nostalgia: This group comprises parents in their 30s who played the original Pokemon games in 1999 or have become familiar with Pokemon through their children. These parents hold a nostalgic connection to the brand and can appreciate the themes presented by the "Rivals" merchandise line, evoking memories of their own Pokemon experiences.

Proposed PR Solution: 
To address this challenge, the proposed PR solution involves multi-faceted engagement strategies. Firstly, introducing exclusive "Rivals" merchandise with subtle college-themed elements taps into the college spirit without direct collaboration. Secondly, launching social media challenges and contests, tailored for college students, leverages user-generated content and organically engages the target audience. Thirdly, influencer collaborations with social media personalities within the college demographic provide indirect exposure. Lastly, exploring collaborations with alumni associations facilitates strategic promotions, indirectly resonating with the college audience. These solutions align with industry trends, ensuring authenticity and a welcoming approach within the college community.
Planning:
	Informational and Motivational Objectives:
Informational Objective:
· Raise awareness among the target audience, primarily individuals aged 18-25 attending college, about the highly anticipated launch of the exclusive "Rivals" merchandise line.
· Spotlight the unique and college-themed features of the merchandise, drawing inspiration from recent ventures like "Paldean Winds," "Pokemon Horizon," and "Biri Biri”.
Motivational Objective:
· Foster a sense of camaraderie and healthy rivalry among the target audience, aligning with the themes of the merchandise.
· Motivate engagement and participation in social media challenges, contests, and exclusive events related to the "Rivals" merchandise.
Strategy/Theme: 
The overarching strategy is to position the "Rivals" merchandise line as an integral part of the college experience, tapping into the nostalgia and excitement of academic and competitive life. The theme revolves around promoting a unique blend of Pokemon's timeless appeal with the dynamic spirit of college culture. By integrating the merchandise with recent ventures like "Paldean Winds" and "Pokemon Horizon," the strategy aims to create an authentic connection with the target audience.
Explanation:
· Leveraging Recent Ventures: Recent animated episodic shows like "Paldean Winds" and "Pokemon Horizon," along with the music video "Biri Biri," serve as narrative bridges to the college experience. These ventures will be highlighted to showcase the merchandise's thematic alignment with academic life and healthy rivalry.
· Limited Edition College-Themed Releases: The introduction of limited-edition merchandise with subtle college-themed elements reinforces the connection with college life. This strategic approach aims to make the merchandise a symbolic representation of the college journey.
· Engagement through Challenges and Contests: Social media challenges and contests specifically designed for college students serve as motivational triggers. By encouraging the sharing of Pokemon-themed college experiences, a sense of community and participation is fostered among the audience.
Key Words:
#PokeRivalry: Emphasizing healthy rivalry and competition.
#PokemonJourney: Reinforcing the timeless appeal of the Pokemon brand.
#Together: Reiterating previous campaigns around quality time with family.

Message Exposure and Dissemination:

Seasonal Campaign Launch:
The official launch of the "Rivals" merchandise line will be strategically aligned with key sports seasons relevant to the college demographic. This approach involves coinciding the launch with significant events such as the beginning of the college football or basketball season, leveraging the heightened enthusiasm and engagement during these times.
Themed Countdowns:
Themed countdowns or teaser campaigns leading up to major sports events will be implemented. Social media platforms will be utilized to share daily or weekly countdown posts, fostering anticipation and excitement for the impending "Rivals" merchandise launch.
Snapchat Geomap campaign:
Snapchat filters featuring distinct "Rivals" merchandise designs and branding will be created, strategically geo-targeted to encompass college campuses and nearby areas frequented by the 18-25 age group. Concurrently, exclusive events and pop-up shops dedicated to "Rivals" merchandise will be hosted, with a geofence established around the event locations utilizing Snapchat's Geomap feature. This geofencing approach ensures that the targeted areas are in close proximity to college campuses, allowing users within these specific regions to access exclusive content and promotions associated with the "Rivals" merchandise line. 
Tiktok campaign:
The marketing campaign will leverage trending TikTok formats, challenges, and transitions to enhance virality. Additionally, user-generated content will be encouraged through branded hashtags, fostering a community of fans sharing their experiences with "Rivals" merchandise while syncing up with the electrifying rhythm of Pokémon rival tunes. This strategy aims to not only showcase the merchandise creatively but also leverage the power of TikTok's music-driven culture to amplify brand awareness and engagement. 
Limited-Edition Sports-Themed Releases:
The introduction of limited-edition merchandise items specifically themed around popular sports seasons is planned. For instance, Pokemon apparel or accessories featuring team colors or mascots will be designed. This targeted approach aims to resonate well with the college audience during sports events.

Evaluation:

Merchandise Sales: Achieve a 20% increase in "Rivals" merchandise sales within the target demographic of individuals aged 18-25 over the next quarter, measured against the previous quarter.
Online Engagement Metrics: Increase online engagement metrics (likes, shares, comments) related to "Rivals" merchandise and college-themed content by 30% on social media platforms within the next two months.
Limited-Edition Releases: Attain a sell-out rate of 90% for limited-edition college-themed merchandise releases within two weeks of each launch, indicating strong demand and successful alignment with the college experience.
Brand Sentiment Analysis: Achieve a 15% improvement in positive brand sentiment among the target audience, as measured by sentiment analysis tools, within the next three months.
Participation in Challenges/Contests: Garner active participation from at least 40% of the target audience in social media challenges and contests designed for college students within the next six weeks.
Influencer Collaborations: Measure a 25% increase in website traffic and online mentions resulting from influencer collaborations targeting the college demographic within the next quarter.
 	Revenue Growth: Achieve a 25% growth in overall revenue attributed to the "Rivals" merchandise line over the next six months, compared to the same period in the previous year.

Budget:
	Snapchat campaign:
For this three-month period, the budget required to reach 1 million people on Snapchat is $14,100. This comprises a $3.20 CPM (cost per thousand impressions), resulting in a total cost of $9,600 for impressions. Additionally, the budget includes an estimated cost of $4,500 for swipe-ups, assuming a 1% swipe-up rate. The ECPSU (estimated cost per swipe up) is fixed at 15 cents.

Tiktok campaign:
For this three-month period, the budget needed to reach a significant audience on TikTok stands at a total of $30,000. This comprises an average TikTok Ads CPM of $10, translating to a $10,000 cost for impressions. Factoring in the average TikTok Ads CPC of $1, the budget includes an estimated cost for engagements based on an assumed engagement rate within the range of 5% to 16%. The overall budget also accounts for influencer collaborations, ranging from $5 to $2,000 per post.
These campaigns over the span of three months would Snapchat and TikTok campaigns within a three-month timeframe necessitates a consolidated budget of $44,100 to effectively reach a cumulative audience of 1 million individuals across both platforms.
The cumulative weekly employee expenditure is $2400, translating to a monthly outlay of $9600 when accounting for a standard four-week period. Extrapolating this monthly expenditure over a comprehensive three-month timeline result in a total estimated employee cost of $28,800, encompassing the entirety of the envisaged content creation period.
Total cost: $72,900




Reference:
https://www.businessofapps.com/marketplace/snapchat-marketing/research/snapchat-ads-stats/
https://www.pipiads.com/blog/snapchat-ads-cpm/
https://beprofit.co/a/community/tracking/snapchat-ads-what-is-considered-a-good-swipe-up-rate
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