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Brand & Messaging Concept(s): Persuasive Creatives 

    

   

 

  



 

 

 

 

 

 

 

 

 

 



Creative organic campaign to encourage shareability: We named this frog “Oran” 
using him as a mascot for the fundraiser after gaining such positive traction. 

 

 



 

 

 

 

 

 



 

 

International targeting through Irish Central and Ireland Before You Die 

https://www.irishcentral.com/dream-homes/win-a-home-in-oranmore-galway 

https://www.irelandbeforeyoudie.com/win-a-dream-home-along-the-wild-atlantic-
way/ 
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Influencer Storytelling: Video Elements 

 

 

Newspaper partnerships 

 



  

 
 

 

 



 

 

 

 

 
 

 

 

 
 
 
 



 
 
 
Email marketing accounted for 9% of total sales, accumulating €142,276 
 
20% of this email revenue was generated in the final 5 days of the campaign – where we 
sent daily and hourly countdown reminders 

 

                                 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



The many searches that resulted in clicks to the website: 
 

    

 

 

 
192,500 unique users visited the website, resulting in over a quarter of a million 
sessions. 5% of these sessions resulted in a ticket sale.  

 
 


