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BRIEFING

- Understand the puppy mill problem and its 
dangers

- Distinguish a good dog breeder from a puppy mill 

- Consider a dog from a shelter instead of 
purchasing one from a breeder.

- Promote GAIA as an animal rights organization 
in a way that would soften their image 





STRATEGIC APPROACH

Broad target audience:  families & couples between 
20-54 years

Women → decision makers 

Children → motivation



STRATEGIC APPROACH



WHAT IF WE TURN REALITY INTO FICTION (and vice versa) 



http://drive.google.com/file/d/1xNCmZ3mypLn94JRQTI9_7ujFLGUsMnTe/view


PITCH PERFECT



http://drive.google.com/file/d/1xRjLE-Zi7zSdjM5hN9wlxKc56EVAztGB/view


WHAT THE F*CK IS NATIVE ADVERTISING



http://drive.google.com/file/d/1xXZkhSbQcRwdWtJtjIWEEkknuNqL0VXF/view


NOW LET’S TURN FICTION INTO REALITY AGAIN

VO: The puppy mill campaign of Amal in Lisa: anything but fiction. Gaia. Voice of the 
Voiceless.

http://drive.google.com/file/d/1wgfBY5gxV4lTR6-zp-mjwA9lcmO7Gn-N/view


R.I.P. CHARLIE



CALL THE VET

http://drive.google.com/file/d/1xhB_KKgA-2JVUyrfzMwGP6--aKSsG2Ii/view


CALL THE VET

"Welcome home, Charlie” 
“Come over here big buddy!" 

-dog sneezes- 
"Oh, you seem to have a little cold?"
 "Charlie?!" 
"Darling, there's something wrong with the puppy!"
 "That's not normal,  call the vet!" 

VO: Don't be fooled by puppy mills. Help GAIA in the fight against these abusive 
practices and save valuable animal lives. Visit gaia.be. GAIA, Voice of the Voiceless.

http://drive.google.com/file/d/1xhB_KKgA-2JVUyrfzMwGP6--aKSsG2Ii/view


ATYPICAL ADVERTISING EMOTION WORKS TO ATTRACT ATTENTION 

Q: What emotions did you feel during this ad?  



NATIVE ARTICLES

Getting a dog or cat? 6 tips to 
recognize puppy mills

Geert (60) and his wife fell victim to 
puppy mill scammers

Deborah* (58) unsuspectingly 
bought a puppy from a puppy mill: 
"They don't want any interference.



NATIVE ARTICLES



LET’S TALK NUMBERS

N=300 Non Lisa viewers

N=200 Lisa viewers


Online survey  

500 people 

Exposed to at least one medium of our media mix



TESTED CAMPAIGN ELEMENTS*
*blinded!



1 OUT OF 2 RECOGNIZED AT LEAST ONE CAMPAIGN ELEMENT

Q: Have you seen one of these ads before?  

Radio as a main driver for the crossmedia recall   



Q: Have you seen one of these ads before?  

47% 69%

SIGNIFICANT HIGHER RECALL WITH LISA VIEWERS



IMPACT ON TOPIC “PUPPY MILLS”

Recall : People who have seen 1 or more element of the campaign



IMPACT ON TOPIC “PUPPY MILLS”

Q: Do you agree with this statement?



IMPACT ON BRAND PERCEPTION GAIA

Q: Do you agree with this statement?



PUT YOUR MONEY WHERE YOUR MOUTH IS

* vs 3% no recall 



PUT YOUR MONEY WHERE YOUR MOUTH IS



KEY LEARNINGS
What to say about the GAIA Charlie campaign in general?


1. The crossmedia campaign was definitely noticed 🡪 Recall on good level

• Radio was the main driver of the crossmedia recall

• Strong emotional response: sadness 🡪 atypical advertising emotion works to attract 

attention


1. The problem of puppy mills was well highlighted and understood


• People exposed to the campaign agree more that puppy mills causes animal suffering


1. Brand perception of GAIA is better when people were exposed to campaign



KEY LEARNINGS
What was the added value of the partnership with Lisa? 

  


1. Lisa viewers were more attentive for the campaign

• Significantly higher recall on all media, not only TV


• Stronger attribution to GAIA as well


2. Higher recall by Lisa viewers goes hand in hand with stronger appreciation of the campaign


1. Watching the campaign come to life in Lisa enhances its activating power

• Lisa viewers were more triggered to look for info AND support Gaia (vs. Non Lisa viewers & 

No recall) 



http://drive.google.com/file/d/1x-9af7xQxkKCUZt_N21m7P_73qo0cB6m/view


nora.vanderschrick@dpgmedia.be

Thank you.


