How 5 Surprise Mini Brands
got families crazy about
groceries
Let the #1 toy trend inspire
your grocery retail marketing strategy

1 | How 5 Surprise Mini Brands Got Families Crazy About Groceries | Case Study

UNGA

1
_

2
_

5 Surprise Mini Brands:
The #1 trending toy on Google

Sparking emotions
to win over all generations

Unwrap the secrets behind the massive
toy craze in the U.S.A. and Canada

Tiny collectibles create a unique appeal to families

3
_

4
_

Establishing a future-proof
relationship with families

Grasping the viral power of
social media to amplify the hype

Toys as a marketing channel that connects
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Toy trends bring brands into the heart of families’ home
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The power of collecting
Miniatures trigger human instincts
The thrill of unpacking
Children’s own mini world to play and grow

The traction of TikTok and YouTube amoung young audiences
600+ million views: Striking social media gold with the viral Mini Brands

Draw families to your supermarket
with mini collectibles
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5 steps to increase
traffic & sales and nurture
customer loyalty

5 Surprise Mini Brands:
The #1 trending toy
on Google

Unwrap the secrets behind
the massive toy craze in the
U.S.A. and Canada
5 Surprise Mini Brands is a toy that gained a lot of
attention from the media and consumers around
U.S.A. and Canada in 2019. What makes them so
special and popular?

Mini shopping brands that fit in your hand
5 Surprise Mini Brands was the hottest toy1 in the holiday season of 2019. Designed
with bright colors that kids love, it consists of a ball made of 5 parts:

Each of the 4 parts contains a realistic
miniature of the most iconic and loved
supermarket brands, such as Mentos,
Chupa Chups and more;
The remaining 1 part encloses a surprise
mini supermarket accessory, such as a
shopping cart or a supermarket shelf.

5 Surprise Mini Brands offers 70 supermarket
minis for consumers to collect. And by
collecting as many minis as possible, kids
get the chance to create their own miniature
shopping world.

Mini Brands has generated a massive craze
in the United States and Canada.

Launched in March 2019 not only in Walmart
where it quickly sold out2, but also at Target,
Toys R Us and on Amazon.com, 5 Surprise

Long story short, the mini supermarket
products exploded in popularity. But where
does this success come from?
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5 Surprise Mini Brands was even the most
searched toy on Google for Christmas 2019.3
Frishberg, H. (2019). “What are ‘Surprise Mini Brands,’ the new toy
craze selling out everywhere?”. New York Post.
2
Ciment, S. (2019). “TikTok is fueling the viral success of a toy capsule
with tiny versions of everyday household brands — and they’re selling
out in stores and online”. Business Insider.
3
(2019). Toys & Games – Top Trending Products. Google Shopping 100.
1

Sparking emotions
to win over all
generations

From surprise and
nostalgia to delight: How
tiny collectibles create a
unique appeal to families
5 Surprise Mini Brands didn’t only get kids hooked,
but also grandparents, parents, kidults—i.e., adults
with interests traditionally seen as suitable for
children—and miniature collectors. The reasons the
Mini Brands collectibles create such a craze is, in
fact, more psychological than we might think.

The power of
collecting
Collecting often has an emotional value for
people. In his research work, the famous
historian, Joseph Rykwert4 explains that
“collections allow people to relive their
childhood, connect themselves to a period or
to a time they feel strongly about. Collecting
helps them ease insecurity and anxiety about
losing a part of themselves and to keep the
past to continue to exist in the present.”

Therefore, collections can be thrilling for many
people, leading them to collect for the quest
itself, for the thrill of the hunt.
Overall, people collect for multiple reasons
combined7, which opens many opportunities
for brands and retailers. Indeed, this means
that selling or giving away collectibles can
really help connect with consumers and appeal
to their emotions.

In “The Psychology of Collecting”, Mark B.
MacKinley5, Ed.D, professor of psychology
at Lorain County Community College in
Elyria, Ohio, also finds that some people are
motivated to collect simply because it’s fun.
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According to a research conducted by the
Ehrenberg-Bass Institute for Marketing Science,
there is something about miniatures that
appeals to our instincts, but this isn’t a novelty.
In fact, there is evidence of their creation and
use “in almost every human society, at almost
every point in history”, say Professor Martin
and Assistant Professor Langin-Hooper who
specializes in figurines and miniaturization8.
The appeal of miniatures is especially strong
if they resemble everyday objects, such as
the products we buy and use daily in the
supermarket and at home. As UNGA’s Insights
Manager Inez Schmitz explains, “The Mini
Brands look very familiar but are slightly
different because of their mini size, which really
makes them unique and something we just
want and sometimes need to have.”

Others like it because it allows them to expand
their social lives by attending swap events and
exchanging information with others6.
This is true for adult collectors, but also
for kids. Miniatures such as the Mini Brands
are indeed playground perfect: kids can
bring them to school to play with their
friends who also collect the Mini Brands.
They can exchange their duplicates to
complete their collection.

Miniatures trigger
human instincts

Instagram - @grandmagetsreal

Rykwert, Joseph. (2001). “Why collect?”. History Today.
McKinley, Mark B. (2007). “The Psychology of Collecting”. The National Psychologist.
McKinley, Mark B. (2007). “The Psychology of Collecting”. The National Psychologist.
7
Mueller, Shirley M. (2019). Inside the head of a collector: neuropsychological forces at play.
8
Martin, S. Rebecca and Langin-Hooper, Stephanie M. (2018). The Tiny and the
Fragmented: Miniature, Broken, or Otherwise Incomplete Objects in the Ancient World.
4
5
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“Consumers enjoy
unwrapping because it
feels like a gift, and the
5 Surprise Mini Brands
capsule, which encloses mini toys,
really provides a gift-like experience.”
Woes Weinberg, Marketing Manager, UNGA

To add to that, miniatures stimulate a “cute”
response that triggers the same universal
instinct that drives humans to care for babies,
puppies, and kittens. In other words, we just
can’t help loving them and wanting to “take
care” of them.
As The Daily Telegraph9 explains, “We start
placing value on miniatures from as early as
4 years old as we begin to view the world
around us symbolically, and the love affair lasts
well into adulthood where it manifests into
nurturing parental instincts.”

Twitter - @simplyfalaksid

The thrill of
unpacking
...not only once, but 5 times in a row!
5 Surprise Mini Brands is not only
successful because of the mini size
and the collectability of the products.
The fact that the minis are enclosed in
five individual sections, each hidden in a ball
that needs to be unwrapped and opened to
be able to see what’s inside, actually plays a
major role.
With the 5 Surprise Mini Brands capsule,
both kids and adults experience the
excitement of not knowing beforehand
which miniatures they will get. This element
of surprise, which comes 5 times—each
time they open a section of the ball—adds
to the thrill of collecting. Discovering which
minis are inside the capsule, together with
the feeling of joy (if it is a collectible they
do not already have) or disappointment (if
they already own it) is definitely one of the
success factors of this toy.
Moreover, the act of unboxing itself also
strengthens the experience. There is, in fact,

a deep-rooted history behind the psychology
of packaging. As the writer Chappell Ellison10
describes: “The desire to rip open the
packaging and pull out the object in proud
wonderment is engrained in buyers from an
early age. [...] Packaging dangerously stokes
our desire for the product within, reverting our
civil manners to their caveman-like roots.”

9
10

Twitter - @simplyfalaksid
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“Little Things: The reasons why we love miniatures”. (2018). The Daily Telegraph.
Ellison, Chappell. (2011). “Unboxing Desire: The Psychology Behind Packaging.”

Children’s own
mini world to play
and grow
As mentioned earlier, collectibles enable adults
to relive their childhood. But for children, they
are also a perfect way to play and learn.

Pretend play: A vital component to
child development
Children can recreate the world they see
around them with miniatures. Consequently,
with the Mini Brands, they recreate their mini
shopping and kitchen world by integrating the
collectibles to other toys they own, such as
dolls and dollhouses or even mini supermarket
registers. They can imitate their parents doing
grocery shopping, or the supermarket staff
they have seen at the register.
Role-playing with Mini Brands allows children
to experiment and make their own rules,
creating space for unrestricted thinking and
innovation. Pretending to be a shopkeeper or
to do the grocery shopping allows them to slip
into a different world where they can exercise
their imagination and practice grown-up skills
in a safe and protected environment.
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Learning new skills
By role-playing as customers, cashiers,
store managers and shelf packers,
children come to emulate how business works.
They can also develop their negotiating skills
and improve their confidence in daily social
interactions, while playing with other children.
Playing stores with Mini Brands, in fact, gives
children a first-hand experience of the nature of
supply and demand. They can allocate pretend
prices to ‘purchases’ and take turns at the cash
register. Plus, if one child has a mini product
that another child wants, they can take turns
playing with it or negotiate a swap.
Adding up the prices of their minis or
‘purchases’ is also a great way to practically
apply classroom mathematics. Older children
can work out more complicated calculations
like discounts, too.

Instagram - @geraldtontoylibrary

“The power of play that
the Mini Brands provide
is pretty wide and works
on both kids and adults. It
ranges from the unboxing experience,
the chase of the collectibles, and the
play itself. All of these are elements
that can emotionally bond people to
the toy.”
Inez Schmitz, Insights Manager, UNGA

Establishing a futureproof relationship
with families

Toys as a marketing channel
that connects brands to the
customers of tomorrow
FMCG brands join the mini collectibles adventure
to reach kids and families and drive their brands
to the heart of their shoppers. But why is it so
important to connect with this segment, and how
do the Mini Brands make it possible?

Children’s growing
influence on purchase
decisions
According to a study in the Journal of
Consumer Research11, children develop brand
loyalty that carry over into their adult lives
and do not change easily. When children
develop affinity towards a brand or a product
during their childhood, they are likely to stay
emotionally attached and loyal to them as
they grow up.

Over 4 in 5
parents say they involve children
in purchases more than their own
parents did with them
Source: NRF’s Fall 2019 Consumer View Report

However, that’s not all. Although children are
the customers of tomorrow, they already are,
in a way, part of customers today.
Did you know that nearly 9 in 10 parents say
their children influence at least some aspect
of their purchases12? This statistic shared by
the NRF says a lot about how children are
responsible for a fundamental shift in the way
families make shopping decisions.
Children have a say in what their parents buy,
and also where they go shopping. In fact, 41%
of parents say that their kids influence the
specific retailers they consider.
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Even though kids do not always expect to be
involved in purchase decisions, 85% of parents
find it important to ask for their opinion when
it comes to purchases for the family or the
household. It is interesting to note that parents
do so specifically at the beginning of the pathto-purchase as well as in-store, right before
the purchase.

Paul M. Connell, Merrie Brucks, and Jesper H. Nielsen. (2014). How Childhood
Advertising Exposure Can Create Biased Product Evaluations That Persist into
Adulthood. Journal of Consumer Research.
12
National Retail Congress. (2019). NRF’s Fall 2019 Consumer View Report.
11

“Families form a
significant consumer
segment. Even though
parents are the main
decision-makers, children hold
buying power as well. So, meeting
families’ expectations now means
meeting both parents’ and children’s
expectations.”
Wouter Aalberse, Commercial Director,
UNGA

Toy trends bring
brands to the heart of
families’ homes
In the toy industry, collectibles’ sales have
been booming for years, and so have blind
bags (also referred to as “surprise packs” or
“surprise toys”). The US Toy Association, in
fact, declared “The Big Reveal” its top trend
for 2018, with “the act of removing a surprise
toy from a blind bag” being “just as exciting as
the toy itself”. This trend continued the next
year, leading 5 Surprise Mini Brands to hit
double-digit growth13 in just over a year.
The hype generated by 5 Surprise Mini Brands
is proof that collectible miniatures touch
all generations deeply. Their main target
audience is children, who play and grow with
them. Then come older members of the family,
such as parents and grandparents, who buy
toys to please their children and grandchildren.
And let’s not forget about “kidults”, or kid-atheart adults, as well as collectors, who love
miniatures and collectibles.
Consumer brands, just like retailers, are
always on the hunt for ideas that can bring
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short-term results and positively impact the
brand in the long run. So, what better strategy
than bonding with consumers from an early
age around things they like, and building a
relationship as they grow up? Following toy
trends and smartly including them in marketing
strategies is hence a great way for brands to
reach both young consumers and adults.
A study conducted in 2000 by former toy
marketing specialist, Griffin Bacal, found that 2
to 5-year-olds demonstrate brand knowledge
and influence similar to that displayed by
older children in decades past. Additionally,
what resonates with kids the most are positive
experiences with a brand, and not a product
itself—something that 5 Surprise Mini Brands
successfully achieved.

lifewithmytrio.com

By putting the mini supermarket products
into the hands of millions of households, 5
Surprise Mini Brands helped consumer brands
to connect with families and touch the heart of
their future shoppers: an efficient strategy to
build customer loyalty.

“Kids are the shoppers
of tomorrow. Creating a
strong connection with
them today is the best
investment to build a future-proof
loyalty to your brand.”
Hong Liem, Managing Partner, UNGA

Hutchins, Robert. (2020). “Zuru sees double-digit growth for 5 Surprise following
new theme launches for the collectable brand”. ToyNews.
13

Emotion as the key
component to
long-term loyalty

Furthermore, with the Mini Brands, the power
of play undoubtedly brings an opportunity for
brands to deliver value to families. With the
help of playful products, brands can contribute
to kids’ skills development. They enable them
to pretend play with toys that look very much
like products their parents buy and have in
their kitchen.

One of the strongest drivers of loyalty is
emotion. Building an emotional connection
with customers can lead to the most profitable
behavior and influence customer spend,
loyalty, advocacy, and customer lifetime value.
To achieve emotional loyalty, brands must
therefore build and maintain three main
components: affinity, attachment, and trust.
To achieve that, they need to appeal to
their customers’ emotions such as surprise,
delight and nostalgia. Amazingly, all three are
triggered by 5 Surprise Mini Brands.

Surprise
As previously explained, customers don’t know
what mini products they would get until they buy
the product and open the capsule. When the
enclosed toys are revealed, they experience a
“wow effect”, or surprise 5 times. (See “The thrill
of unpacking” - p.7)

Delight
If the kids or adults who buy the 5 Surprise
Mini Brands ball get a miniature product they
did not own before, they feel happy. This
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Additionally, as recreating their own
supermarket world can also be a way for
children to learn new skills, like negotiating
and mathematics, those benefits really
contribute to building parents’ affinity towards
the featured brands. (See “Children’s own mini
world to play and grow” - p.8)
feeling of “delight” contributes to building
loyalty. Moreover, delight can also arise from
the adrenaline provided by the unboxing step as
well, one of the biggest factors of success of the
product.

Nostalgia
This emotion is mostly felt by adults. As
mentioned earlier, collectibles can allow people
to relive their childhood, connect themselves to
a period or to a time they feel strongly about.
Collectibles, therefore, function as powerful
connectors of customers and brands. (See “The
power of collecting” - p.6)

“Emotions create
long-lasting memories.
They are therefore
necessary to build brand
recognition and smoothly transition
into brand education, and later on,
customer loyalty.”
Woes Weinberg, Marketing Manager, UNGA

Grasping the viral
power of social media
to amplify the hype

Reaching families
where it matters
One of the major strengths of 5 Surprise Mini
Brands is to be where their public is and provide the
most relevant content for it. The marketing strategy
built around the toy indeed focuses on social media
and influencer marketing, with a major focus on
TikTok and YouTube.
So, why were the two platforms the best choices
to introduce the Mini Brands, and what does the
strategy really consist of?

The traction of
TikTok and YouTube
with young audiences
Having an audience made of kids and parents
for the most part, the marketing strategy for 5
Surprise Mini Brands needed to be relevant to
them. This means that the content created to
reach these specific customers had to match
the kind of content they like to consume,
and to be distributed on the platforms where
they usually consume it. TikTok and YouTube
were the perfect media to introduce the Mini
Brands.

dancing, or lip-syncing. Users can then express
themselves in a creative way, which often
involves some form of comedy.
Launched in 2016 but available worldwide
since August 2018, including the United States,
TikTok has quickly created a huge hype and as
of August 2020, it has surpassed 1 billion users
worldwide in less than four years (in 2019).
Now, the app is the 9th social network15, ahead
of LinkedIn, Pinterest, Twitter and Snapchat.

Distribution of TikTok users
in the U.S.
32.5%

29.5%

TikTok: The newest fast-paced and
epic entertainment app

16.4%

population on TikTok is still very young. 60%
of TikTok users are indeed Gen Zers (born
between 1995 and 2010), and until a new
platform rises among teens, TikTok is probably
the first social media that Gen Alpha (born
after 2010) is and will be turning to first.
The reason the app is so popular among kids is
that its creators decided to choose under 18 as
their target audience from the very beginning.
With their thorough understanding of the
preferences of the age group, they managed
to give them exactly what they’re looking
for. This led to the rise of content in deeply
engaging rich video formats, thanks to TikTok’s
advanced yet simple-to-use tools to embed
music and visual effects.

13.9%
7.1%

TikTok in a nutshell

20-29

30-39

40-49

50-59

Statista (june 2020)

Downloads

Worldwide: over 2 billion
In the US: 165 million (3rd highest country)

Monthly active users

Worldwide: 500 million
US based: 26.5 million

10-19

Statista (june 2020)

TikTok is a social media app that allows users
to create and share funny videos of singing,
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In terms of demographics, TikTok
undoubtedly wins the youngest generations.
In the U.S.A., the app is mostly used by
people aged 10 to 19 years, closely followed
by users aged 20 to 29 years.
While TikTok’s userbase has started to
seduce adults as well, mostly Millennials, the

Martin, S. Rebecca and Langin-Hooper, Stephanie M. (2018). The Tiny and the
Fragmented: Miniature, Broken, or Otherwise Incomplete Objects in the Ancient World.
9
“Little Things: The reasons why we love miniatures”. (2018). The Daily Telegraph.
8

YouTube: The media that connects
communities and enriches knowledge
YouTube, on the other hand, has been around
for longer than TikTok and is now one of the
most consumed media platforms. In fact,
according to Nielsen16, it is the second most
commonly streamed service, right after Netflix.

Distribution of U.S. internet
users who use YouTube
81%

10-15

71%

26-35

67%

35-45

66%

46-55

58%

56+

Statista (3rd quarter 2019)

The Google-owned online video-sharing
platform allows users to upload, view, rate,
share, add to playlists, report, comment on
videos and subscribe to other users’ channels.
In the U.S., even though all generations seem
to watch YouTube, the youngest are still the
most represented in the userbase. 81% of U.S.
internet users who are active on YouTube are
aged 10 to 15 years old (Gen Z), closely followed
by users aged 26 to 35 (Millennials).

15 | How 5 Surprise Mini Brands Got Families Crazy About Groceries | Case Study

If we dig a bit deeper into what kind of videos
U.S. users consume, we discover that over
half (52%), especially Millennials (72%), of
Americans watch vlogs17.

Vloggers indeed offer brands unique
advertising opportunities for their influencer
marketing strategies, which has led to 90% of
people to discover new brands and products
on YouTube20.

Vlogging is, in fact, one of the biggest trends
that appeared on YouTube and still shows signs
of growth and popularity. Vlogs are videos
through which YouTubers share their lives and
opinions with the world in front of their camera.
Popular vlogs often involve 2 formats: shopping
hauls and reviews in which YouTubers show
the items that they recently purchased and
share their feedback, and the ‘A day in the life’
format in which viewers can follow YouTubers
throughout their everyday activities.
The reason viewers are hooked to this kind of
content are multiple. According to the Pew
Research Center18, Gen Zers turn to YouTube
and vlogs to either learn something, forge
real-life connections and bridge generations,
or take a break from stress. YouTube plays a
big role in helping teens escape their everyday
life and prepare for the future. And as Matt
Anders from Think with Google says19, “Brands
hoping to connect with this generation should
be looking to help them do both.”

YouTube in a nutshell
Active users worldwide
Monthly: 2 billion
Daily: 30million

YouTube site’s traffic
From the US:15%

(1st country that watches YouTube)
Alexa

With the rise of TikTok, social media
platforms contributed to the hype around the
5 Surprise Mini Brands.

(2020). The Nielsen Total Audience Report: August 2020. Nielsen.
Nguyen, Hoang. (2018). “Vlog watching is especially popular among minorities.”
YouGov Omnibus.
18
Anderson, Matt. (2018). “Understanding Gen Z through the lens of YouTube.”
Think With Google.
19
Anderson, Matt. (2018). “Understanding Gen Z through the lens of YouTube.”
Think With Google.
20
Mohsin, Maryam. (2020). 10 Youtube Stats Every Marketer Should Know in 2020.
Oberlo.
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As a matter of fact, vlogs show no signs of
slowing down, and YouTube has become a
new and powerful channel for marketers.

Omnicore
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600 million views:
Striking social media
gold with the viral
Mini Brands

influencers scrambling to get their hands on
the most adorable real brand miniatures23. The
influencers’ videos launched the Mini Brands
trend, and millions of users quickly followed by
posting their own Mini Brands content as well.

TikTok and YouTube users turning
the spotlight on the minis

As Zuru’s brand director, Aneisha Vieira,
explained in an interview for The Guardian21,
there have been no TV adverts for Mini
Brands. The main marketing channels
activated for the promotion of the toy are
TikTok and YouTube. And it paid off. “We’ve
garnered over 600 million views,” says Vieira.
“That’s what fed the sell-through rate we saw
instore. We struck gold.”
The marketing strategy around 5 Surprise Mini
Brands was indeed built on the power of social
media and influencer marketing. Zuru, the toy
distributor that collaborated with UNGA on
the launch of the collectibles, sent products
over to TikTokers and YouTubers22, who
then incorporated the Mini Brands into their
entertaining content to introduce them to their
followers.
As a result, 5 Surprise Mini Brands whipped
up a storm online. The toy has amassed
hundreds of million views on TikTok and
YouTube and made waves with shoppers and
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Unboxing videos or vlogs are a growing
phenomenon on social media. It started as
user-generated videos, but quickly brands
started to get in on the action, too. As
explained in “The Magic Behind Unboxing on
YouTube24”, “these videos not only document
the experience of opening a product, but
they often dramatize it and, in turn, take on a
quirky, playful spirit, showcasing products in
all of their freshly unopened glory.”
This sums up the whole Mini Brands unboxing
content that hit TikTok and YouTube in 2019.
Kids, influencers, and customers filmed
themselves while unboxing their capsules and
discovering what mini supermarket products
they got, and their videos went viral.

Millennial parents as well as Gen Z and Alpha
have one thing in common: they are big video
consumers, whether they opt for YouTube or
TikTok. The best way to reach them on these
platforms is, therefore, to produce content
that matches the trends that they like and
follow. One of them is the unboxing trend.

Besides, a Google Consumer Survey25 shows
that 62% of people who view unboxing videos
do so when researching a particular product.
While the trend took off among the young
public, parents also joined in to understand
what the craze was all about and to decide
whether they would purchase it for Christmas.
The release and promotion of the Mini Brands

Tait, Amelia.(2020). “Honey, I shrunk the shopping: The rise of mini products as
children’s toys.” The Guardian.
22
Tait, Amelia.(2020). “Honey, I shrunk the shopping: The rise of mini products as
children’s toys.” The Guardian.
23
Zuru. (2020). “ZURU Feeds The Fever With 5 Surprise Mini Brands Series 2 And
Mini Mart!”. PRNewswire.
24
(2014). “The Magic Behind Unboxing on YouTube.” Think With Google.
21

came well in time for the 2019 Holiday season,
which boosted sales even more.
While kids influencers introduced the Mini
Brands to Gen Z and Alpha, on the other
hand, Millennial parents also discovered the
toys through parents-owned channels where
families vlogged about their experience with
the mini collectibles.

get a match. The video has amassed over 1,8 million views.
On Loulou Vitt’s channel, with 28,200 followers, the ‘Real VS Tiny’ challenge takes place in the
grocery store. The goal is similar: once the kids open their 5 Surprise Mini Brands capsules, they
need to find the real supermarket products that match their minis before the time runs out.

YouTube - Shot of The Yeagers

An example of creative content posted by
families is the ‘Real VS Tiny’ challenge. The
Shot of The Yeagers YouTube channel, with
4.9 million followers, showcases a family
playing a fun Hide and Seek game featuring
the Mini Brands. The parents hide some real
supermarket products in the house, and after
the kids open their capsules and discover their
mini versions, they have to find the real ones to
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YouTube - Loulou Vitt

“5 Surprise Mini Brands’ popularity on YouTube and TikTok
perfectly illustrates how fun and entertaining content can be
powerful to build a real connection with the families of today.”
Wouter Aalberse, Commercial Director, UNGA

Draw families to
your supermarket
with mini collectibles

How to increase
traffic & sales
and nurture
customer
loyalty

Launch your own
Little Shop campaign

Most shoppers use loyalty programs to
save money. However, research shows that
37.5% of shoppers do not look for discounts26
only. Above all, they want to be valued and
acknowledged, and that is what a Little Shop
loyalty campaign is all about: for shoppers
being rewarded for their purchases and loyalty,
with a fun and playful family experience.
So, in a nutshell, here are the 5 steps to a
successful Little Shop campaign.

Mini Brands is a concept that can easily be
turned into a child-centered or family-friendly
collectibles promotion for supermarkets. This
concept is the award-winning campaign called
“Little Shop” (also referred to as a “collectibles
promotion”).

Step 1
Shrink down your
supermarket’s most
loved products
For the Mini Brands or the Little Shop
campaign to be attractive, the featured
products need to speak to the audience. This
means that the supermarket products and
brands selected need to be the ones that your
shoppers love and buy.

“When incorporated
in your grocery retail
marketing strategy, “Little
Shop” will amplify your
brand to the heart of your shoppers.
And with the energy created by the
mini groceries to collect, you have a
real opportunity to drive traffic and
sales growth.”

Renowned grocery retailers worldwide have
run their own Little Shop campaigns together
with UNGA and include: Albert Heijn, New
World, Lidl, Coles, M&S, Checkers, and many
more. The campaign has already proved itself
successful in many overseas countries such
as Australia, New Zealand, South Africa,
the Netherlands, but also the UK, Ireland,
Denmark and other European countries.

Ruth Laurent-Kocher, Head of
Retail Marketing USA, UNGA

Graham, Cameron. (2014). “Why Customers Participate in Loyalty Programs”.
TechnologyAdvice.
26
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The selection can include products from
your own brand, A-Brands as well as fresh
products, as long as families can easily relate
to them and as the range of products is large
enough to build into a mini supermarket. In
a loyalty campaign, a minimum of 25 to 30
different minis in the line-up is recommended
for collectability purposes.

Let’s not forget that consumers are increasingly
environmentally conscious, and retailers are
implementing more and more programs to
reduce supermarket waste and protect the
environment. For that reason, the Little Shop
items can be produced out of more sustainable
materials, such as sustainable paper and
recycled plastic. This way, the fun remains for
the little shoppers, and retailers can highlight
the importance of recycling and composting in
their communication around the promotion.

Step 2
Once shrunk, the products all need to look
as good as real. Quality is one of the most
important elements of the minis, as both kids
and adults should be amazed by how similar
they look to the original items.
Additionally, one best practice is to always
keep the minis enclosed in a blind flow pack.
This way, you keep the surprise element,
which plays a big role in the success of 5
Surprise Mini Brands as well. You appeal
to your shoppers’ emotions and nourish an
experience that contributes to their affinity
with your brand.
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Finance your
campaign with
supplier funding
The first and second steps actually go
together. Just like 5 Surprise Mini Brands, the
Little Shop campaign is designed for supplier
collaboration and funding, a great opportunity
to finance the loyalty campaign—sometimes
paying for itself.

Just like for you, it is their chance to build
an aspirational relationship, cultivate longterm affinity and familiarity-based consumer
patterns later on.
On a more short-term note, promotional
efforts during the campaign also drive up the
participating brands’ sales. This means that
being part of the Little Shop loyalty campaign
opens brands to revenue streams.
Knowing that all the artwork, product
development and tooling is already provided,
FMCG brands are easily seduced by the
benefits expected from a Little Shop campaign.

“Kids, parents and ‘kidults’
know the 5 Surprise
Mini Brands, and they’re
crazy about them. When
Mini Brands sold out, families and
collectors would have done anything
to get them again. New minis coming
from their local supermarkets would
then appear as a perfect chance to
expand their collection ‘for free’.”
Anthony Pohlen, Account Manager, UNGA

For FMCG brands, getting their products
featured in a Little Shop campaign brings great
exposure to the kids and family segment as
well.

“A major benefit to
participating brands is
not just the extra eyeballs
(for better value per
eyeball than regular ATL ads). They
also see huge sales uplift during the
campaign.”
Hong Liem, Managing Partner, UNGA

Step 3
Choose the perfect
loyalty campaign
mechanics to drive
your sales up
Little Shop has been rolled out in 20 countries
and the best campaign ever run has led to a
double-digit sales increase for the retailer.
Coupled with the attraction of the minis and
the execution of the campaign, the mechanics
are a proven method to boost sales.
1. Little Shop minis as instant-rewards
Traditional loyalty programs reward users for
their next purchase, but they usually do not
fit what customers want. Customers want to
know that you value their effort, their visit to
your stores, and their purchases. Prioritizing
instant gratification when it comes to
redeeming rewards is therefore necessary.

Some of the participating FMCG brands & companies
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With your Little Shop campaign, you can easily
reward your customers every time they shop
at your stores. Knowing that simply doing their

groceries—as they normally would—could
get them rewarded, has the power to attract
both existing and new shoppers. In fact,
depending on the execution and activation of
the campaign, in-store traffic has sometimes
improved by up to 8 or 10%.
Moreover, positioning your own brand in the
line-up next to A-Brands that are familiar to
your customers is an effective way to improve
the perception of your own brand’s quality.
2. Minimum spend and qualifying basket
Giving away Little Shop minis to your
customers can only drive up your sales if
you determine the right minimum spend that
entitles them to a free collectible. This amount
generally ranges around USD 30, depending
on the country.
Additionally, you can also draw a list along
with the participating brands of products that
qualify your customers’ basket for the reward.

Step 4

“‘Double your rewards’
days or overlay
promotions are activations
that both the participating
brands and retailers are keen on. It’s
a tactic that positively affects footfall
and sales.”

Schedule the
campaign during key
sales periods

Ruth Laurent-Kocher, Head of
Retail Marketing USA, UNGA

It is recommended that a Sales Promotion
such as Little Shop runs for a minimum of
6 to 8 weeks, or until stocks last. With this
duration, the campaign has a strong chance
of driving your quarter’s performance up
and make a difference on the road to market
share—a particularly useful outcome given
the competitive nature of the grocery retail
business.

3. Additional merchandise and cross-selling
Another popular mechanic of the Little Shop
campaign is cross-selling. With Little Shop,
children, but also adults, are fascinated by
the miniatures and want to recreate a mini
world. Therefore, the campaign can go way
beyond the minis and incorporate additional
merchandise that will further strengthen the
imagination of the youngest: a collector’s
case, staff figurines, mini cash registers,
mini shopping carts, mini delivery trucks etc.
Besides taking playability to the next level,
these complementary items are so irresistible
that customers want to buy them to make
sure they do not miss out on anything and
collect them all.

So, which key sales period would you like to
win? Whether it is Christmas and the holiday
season, the back-to-school period or even
Summertime, the Little Shop campaign can
help retailers boost their sales and win over
this key period. While generating the same
hype as the Mini Brands, the Little Shop minis
and merchandise can indeed strengthen a
grocery retail marketing calendar.

Instagram - @threebearsspeech
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Step 5
Implement an
omnichannel strategy
to celebrate your
supermarket

Give your campaign all the chances to win over the young
demographics and parents by communicating about it on all
your owned social media channels.

Social
media

Opportunity to hold:

“As proven with the
unprecedented success
of 5 Surprise Mini Brands,
you will benefit from
user-generated content, community
engagement, and brand awareness
with a Little Shop campaign.”
Wouter Aalberse, Commercial Director, UNGA

Just like 5 Surprise Mini Brands, Little Shop has
a high potential for a 360° marketing strategy.
In addition to boosting a retailer’s sales, the
campaign also generates brand awareness and
affinity with the kids and family segment.
For this to happen, there are several channels
and activations that your marketing team
should consider:
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In-store events related
to the campaign, key
moments to connect
with local customers.
Swap events to
enable the hype to
last even longer.
They offer shoppers
a chance to exchange
their duplicate minis
and complete their
collection.

Events

Little
Shop

In-store
execution

Essential to inform, surprise and delight your visiting
shoppers, young or adult. A catchy and inviting in-store
execution is critical to make sure shoppers spend the
minimum required amount to get their reward: special
Little Shop displays and merchandising, communication
to your supermarket staff...

PR &
influencer
marketing

Online
activation

Raise awareness
through press
relations for traditional
and online media,
such as magazines
and newspapers.
Collaborate with
influencers to connect
with kids, teenagers and
young adults. On TikTok
and YouTube, your Little
Shop campaign can go
viral simply by surfing
the unboxing trend and
‘Real VS Tiny’ challenge.

Use your own website, which your
customers regularly visit, to reach
adults and drive web-to-store traffic
during the campaign. You can also
hold a Little Shop-themed competition
to drive even more engagement.

About
UNGA is a global creative agency specializing in
kids’ and families’ loyalty. Through customized
loyalty campaigns and the power of play, UNGA
helps retailers grow by engaging and retaining
families of shoppers.
UNGA has developed the Little Shop format in
2012 and has rolled it out in 20 countries, with
grocery retailers in the Pacific region, Europe, CEE
countries and South Africa. UNGA has designed,
licensed and produced the 5 Surprise Mini Brands
in collaboration with the toy distributor ZURU.

Additional resources
To read more about Little Shop and other loyalty
campaigns: View our cases
For more tips and insights into family-friendly
loyalty campaigns: Read our blog
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Want to know more about the
Mini Brands and how to set up
a Little Shop campaign?
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