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Where we hoped that COVID would ease in 
2021, the opposite was the case, as all of us 
were still plagued by pressure on health care, 
lockdowns, and travel restrictions. Besides 
COVID, 2021 was also a challenging year 
because of political turmoil, energy shortage in 
China, and the global logistics crisis… 

Given these challenges, I’m even more proud 
to share that UNGA produced and delivered all 
its 2021 projects flawlessly and in time, resulting 
in successful loyalty campaigns, and another 
Record Year for UNGA financially! A great 
accomplishment, for which I want to thank the 
UNGA team, but also thank you as a customer, 
supplier, or business partner.

When UNGA was founded in 2006, we 
imagined making the world a little bit nicer 
by bringing playful concepts via mass retailers 
to families across the globe, as we believe 
that “play” is essential to become smart social 
human beings. Now we celebrate UNGA’s 15th 
anniversary with 100 employees who serve 
more than 40 countries. 

Looking back, it was a bumpy but joyful ride, 
while we evolved from a Dutch toy design 
studio to an international family retail loyalty 
company. In the past 15 years, we learned, 

Open letter 
from our 
Co-CEO,
Hong Liem

evolved, and reinvented our portfolio and our 
campaigns. More than ever, we are sure that we 
are on the right track, bringing grocery retailers 
and families closer together. One thing is clear, 
while UNGA was “getting older”, we never lost 
our playfulness. We will continue to play to grow!

We kicked off 2021 with the (postponed) sports 
campaigns of the Olympics and EURO Football 
in several countries. When it comes to licenses, 
we celebrated the movie releases of Space Jam 
and Hotel Transylvania 4, as well as DC Comics, 
Hasbro board games, and Soyuzmultfilm. 

But what we’re thrilled to bits, and we’re most 
proud of, is our multiple Little Shop and Bricks 
campaigns made with more FSC paper and 
recycled plastic, in Australia, New Zealand, 
Portugal, and Spain. With our successful loyalty 
programs, we are creating a more playful and 
sustainable world, toy by toy. 

Many thanks again to all of you! We are already 
looking forward to everything that is coming 
from UNGA in 2022, to infinity and beyond. 

With playful regards, 

Hong Liem, 
UNGA Co-CEO

1 Dear friend of UNGA,

http://un.ga
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Hi, we’re 
UNGA

Our team counts 
almost 100 

people, from 16+ 
nationalities

+40
That’s the number 

of countries that our 
campaigns 

have reached  
worldwide

of families find UNGA 
campaigns highly appealing

98%

of families find it exciting 
to collect our rewards

95%

UNGA is not just a 
creative family retail 
loyalty company…
What sets us apart is our dedication to and love 
for families. We’re all about loyal relationships 
and commitment to a brighter future. That is 
what has helped us grow from a toy studio into 
a meaningful company. And this is what keeps 
pushing us to grow, year after year.

We create unique, custom retail loyalty campaigns 
that make a positive impact on kids and families. 
We love to create educational and valuable 
experiences that parents enjoy and kids won’t 
forget. Bringing happiness to families all around 
the world and helping them play to grow is our 
mission. That’s what fuels UNGA.

 Pacific

 China

 Russia HQ Amsterdam

 Africa & Middle East

Based in Amsterdam, 
we also have offices in 
Russia, South Africa, 
the Pacific and China

2
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Evolving & Growing
Celebrating our 15 

th anniversary3
Even now, our mission to bring 
happiness to families remains as strong 
as it was 15 years ago.

To celebrate this important milestone 
in our history, let’s look back and 
appreciate a few of our evolutions that 
have contributed to who we are today. 

Ready? Let’s go!

You may already know us from 
our start as a toy studio and our 

orange roots. We have a different 
look now, but we’re still all 

about creating campaigns that 
encourage families to 

play together.

Almost 10 years ago, we launched 
our first Little Shop campaign in 

the Netherlands. As one of our core 
concepts, Little Shop was rolled 

out over 30 times in more than 20 
countries and has evolved a lot, 

now giving retailers the choice of 
cute mini shop items that are more 

sustainable, made from 
recycled materials and 

FSC paper. 

It all started back in 2006, 
with our passion for toys. But 
we needed more than “just 

toys”. We wanted to provide 
meaningful experiences for 
families, to connect people 

through the power of 
play. So we did! 

Like most families, 
ours started small. 
With our passion 

for a brighter 
future, we grew 

together. 

From our first office in 
Amsterdam to the launch of 
our global offices, our UNGA 

team has been playing & 
growing around the world. 

Our roots are Dutch, 
but we are international 

at heart! 

Not only did our UNGA 
family grow internationally, 
but so did our partnerships 

and campaigns. We've been 
in more than 40 countries, 

connecting and bringing 
families and grocery 

retailers closer
together. 

Since our humble 
beginnings, UNGA has 
been an innovative 
company that creates 
toys and games for 
loyalty campaigns. 



Since 2016, we’ve been planting 
Little Garden seeds all over the world. 
What started in New Zealand turned 
out to be a fast favorite in many other 
countries. A lot has happened in the 
meantime, including the introduction 
of bee-friendly seeds, collectors trays 
made out of sugarcane, Little Chefs 

editions, and even a locally 
produced campaign

in South Africa.

In 2016, we launched our first shelf 
product: “Little Christmas”. In 2019, 

we turned our Little Shop collectibles 
campaign into shelf toys. The famous 

“5 Surprise Mini Brands” was a hit in the 
US and Canada in 2019, becoming the 

#1 trending toy on Google. In 2020, 
we launched this amazing 

product also in the 
UK and Ireland.

In 2020, our B2C book 
subscription, Hey Reader!, was 

launched to bring the excitement 
of reading to families’ houses. 

Since then, the Hey Reader 
team has been working hard 
to continuously stimulate and 

enchant young kids from 
0 to 9 years old.

We wanted families to bring the 
supermarket experience home. 

That’s how our Bricks collectible 
campaign started in 2019. Since 

then, we’ve transformed our popular 
bricks into farms and personalized 
supermarkets for many retailers. 
Families can now build and play 
with bricks made of at least 80% 

recycled materials, including 
amazing merchandise

items!

Since our first day, we have 
been growing together with 

families and grocery retailers 
around the globe. The secret to 
our success? We play to grow! 

UNGA is growing, but never 
losing its playfulness. 

15
years!

Our journey with Right To 
Play started back in 2020. 

Together, we’ve been 
moving to help kids all 

over the world experience 
the power of play.

During the past 15 years, we’ve 
learned and evolved a lot. We’ve adapted 
our concepts to different mechanics and 
markets, updated our themes based on 

research & trends, sourced new materials, 
designed new products, and merged our 
campaigns to the phygital world. That’s 

why we celebrate our constant evolution, 
always bringing the most creative 

innovations to retailers 
and families. 

Play to
grow

We craft toys and memorable 
experiences. We design fun toys, 

games, and collectibles with a 
genuine passion for what we do. 
That’s how we put smiles on kids’ 
faces, That’s why our campaigns 

have been nominated and 
received important awards 

over the years. 
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UNGA Family
Playing to grow since 2006
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An investment 
on the future
From a financial perspective, besides helping 
retailers gain and retain customers, loyalty 
campaigns also deliver a profitable return on 
investment. Boosting sales, winning over key 
promotional periods in the year, increasing retail 
footfall, and cross-selling are a few examples of 
how a short-term loyalty program can deliver 
value to grocery retailers.

The impact 
on families
We are loyalty campaign experts and our clients 
know what makes their customers tick. That’s why 
we co-create. It’s about increasing the satisfaction 
and happiness of families. Our campaigns make 
kids happy while helping grocery retailers 
bond with families. That’s the true purpose of an 
outstanding loyalty campaign.

Bonding with 
customers over 
what matters
Loyalty campaigns help retailers create a long-
lasting relationship with their main clients, aka 
families. When offered meaningful experiences 
through rewards, families feel valued. It’s the 
first important step to creating an emotional 
connection with customers.

With the clients that we’ve rolled 
out loyalty campaigns with, we 
could see some great results 
on increased basket sizes and 
overall sales lift, as well as a 
big increase in positive 
perception of the brand.
Wouter Aalberse, Commercial Director

Kids are the most honest target 
group. That’s why we like to get 
kids and families involved in all 
stages of concept development: 
from the first vague idea to 
getting it completely right to 
launching the campaign in stores. 
It’s all about co-creation.
Inez Schmitz, Insights Manager

Happy families are loyal 
customers. They are retailers’ 
top advocates, generation after 
generation, and the ones that 
keep their sales up. That is why 
it’s important to engage with the 
customer of today and tomorrow.
Daniela Molinos, Marketing Director

Generating
customer 
loyalty
How do we define 
a loy· al· ty cam· paign?

We like to define a loyalty campaign as the perfect 
combination of innovation, design, and family 
experience. In addition, a successful campaign is a 
result of in-depth research and an understanding of 
families, toys, and the retail industry. It’s about what 
makes kids happy and helping them play to grow.

Together with retailers, we strive to make a positive 
impact on families all over the world by producing 
personalized, quality loyalty campaigns.

4
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Budding 
UNGA 
innovations
With the simple act of playing, we reinvent 
ourselves, our concepts, and our campaigns.  
UNGA is extremely proud to bring many 
cutting-edge innovations into the resilient 
retail industry in 2021.

We pride ourselves on being a company that 
prioritizes children and families. We want to 
create a brighter future for this generation as 
well as the next. That’s why we started to and 
continue exploring more sustainable alternatives 
and eco-friendly materials. 

In 2021, we took important steps in making loyalty 
rewards more environmentally friendly without 
losing their great look and feel. Offering fun 
designs, our loyalty campaigns helped retailers 
show their commitment to a more sustainable 
future. Through play, we also helped families 
learn more about the importance of choosing 
environmentally responsible resources.

5
Marina Betting, Director of Sourcing & Production

At UNGA, we want to go above 
and beyond with our campaigns. 
We also aim to explore more 
sustainable options. Our 
innovative developments on 
recycled materials and the use of 
sustainable paper is a significant 
step in the right direction.

Creating a more sustainable world for families

2021 was also an important year  
regarding the more frequent use of 

Forest Stewardship Council (FSC) paper. 
Sticker booklets, stickers, and even our 
Holocards were made out of products 

from responsibly managed forests. 

Choosing FSC paper

Our famous soft and cuddly plush 
toys gave a new life to recycled plastic 
bottles. It was not easy, but our team 
successfully turned used bottles into 

plastic pellets, which we made into yarn 
to create durable plush toys that families 

will have fun and play with for years!

Our cuddly toys 
have hit the shelves!

One of our all-time favorite concepts could 
not be left out of the sustainable future of 

loyalty collectibles. In 2021, we improved our 
rewards and ensured that our lineup could offer 

miniatures made out of at least 99% recycled 
materials and FSC certified paper. 

A complete lineup of 
more sustainable minis

This time, old fridges, swimming goggles, and 
luggage handles were the main ingredients to 

build our bricks, made of at least 80% recycled 
materials. Kids can now play with bricks that 

are not only good for families but also the 
planet, meeting environmental, human health, 

and social impact requirements. 

Playing with
sustainable bricks

http://un.ga
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Resilience 
in the retail 
industry

6
Inez Schmitz, Insights Manager

At UNGA, we are on the constant 
lookout for the newest trends. We 
look around us and inform each 
other of the cool and innovative 
developments we see around the 
globe. We make sure the campaigns 
that we run are on-trend.

*Report on Retailers’ Contributions to Health and Well-being

The evolution of 
loyalty programs
The world of retail has changed a lot over the past 
year. Food retailing was one of the industries most 
impacted by the Covid-19 pandemic, resulting in 
new habits and supply chain disruptions. Grocery 
retailers had to reinvent themselves but one thing 
remains the same: shoppers are still driven by 
experiences, and that won’t change anytime soon.

Experience-driven 
customers
Consumers are, despite all, human beings, and 
humans are driven by emotions. In a more uncertain 
world, consumers search for stability and for the 
comfort of what is “known”. 

According to Nielsen, 32% of consumers say they 
only engage with a brand they are familiar with - 
and that requires personalized relationship-building. 
Understanding shifting consumer needs can be 
quite the challenge, but it is vital to capture new 
growth opportunities.

The relevance of 
loyalty campaigns
In times of change, retailers also want to secure 
their loyal customers. To do that, they will need 
to go the extra mile to offer personalized and 
memorable experiences for their customers. 

But there is light at the end of the tunnel. Recent 
research pointed out that loyalty campaigns still 
remain on retailers’ radars: on a scale of 1 to 5, 
from least to most, grocery retailers rated loyalty 
campaigns as a 4.3 of importance in their approach 
to increase their health and well-being activities*. 

There is no doubt that loyalty programs are highly 
appreciated when it comes to families. To help 
grocery retailers understand more about their 
target audience, we broke all our records when it 
comes to family and concept research. With almost 
10,000 interviews done with parents and children 
in 13 countries, we could better understand their 
perception of our campaigns.

Our research is the reason why our campaigns 
resonate with and engage our audience. We listen 
to families and give them exactly what they want.

http://un.ga
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7
Exciting 
Spot On! 
Trends

As explained by Els Dragt, trend research is about 
understanding change. It serves as foundation for 
vision building, strategy development and guides 
decision making*. 

With that in mind, our team knows that it is vital to 
spot trends and get a better understanding of their 
impact. Now more than ever, we are “in the know” 
and leading  in a competitive industry. 

In the context of an ever-changing world, researching 
trends was not only relevant in 2021 but will remain 
relevant for the future of most industries, including, of 
course, food retail. The fact is, to provide a memorable 
experience for consumers, we need to fully understand 
them first. According to Fanny Le Quernec, Brand 
Manager at UNGA, “making sure our concepts are 
aligned with the current trends is the best way to 
ensure an appealing experience for families”. 

To learn more about 
the trends:

Evolving and learning are needed to avoid a plateau. 
This is why our whole UNGA team, including marketing 
and loyalty specialists, sourcing and production 
managers, and product designers, teamed up with the 
renowned researcher Els Dragt to identify 10 important 
trends to look out for and use. 

*How to research Trends, by Els Dragt (2018)

Preparing for 
the world to come

Ensuring engaging 
experiences This trend research is based on 

a 3 step method developed by 
Els Dragt, Trend Researcher. 
Trend-spotting is focused mostly 
on qualitative ways of conducting 
research and producing reliable 
data, consisting of the
following 3 steps: 
Scan, Analyze and Apply.

The
methodology 
behind trend 
spotting

Celebrate
me

Balanced
well-being

Empathy
building

Crafty
creating

Bittersweet
nostalgia

Gain
& go

Blended
reality

Super
sensory

Regenerative
resilience

Total
access

1
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Our top 
campaigns 
of 2021

2021 was a year marked by resilience and novelty 
at UNGA. Together with leading retailers, we 
brought happiness and entertainment to families 
while helping them play to grow. 

Now is the time to sit back and enjoy what a ride 
this year has been! 

8
A selection of 
retailers who played 
with us in 2021:

A sneak peak of our 
top 2021 campaigns

To commemorate 2021, we have selected 
some of our supermarket campaigns that have 
brought joy to families across the world. 
They celebrated family members, brought 
them a taste of comforting nostalgia, and 
provided the opportunity to crafty create. 

They also helped kids and adults maintain 
balanced well-being and stimulated 
regenerative resilience, even when the offline 
and the online reality were blending.

From concept to products, we helped 
grocery retailers connect and build 
meaningful relationships with families. 
There is so much to be proud of this year!

Co-creating with our valued 
partners has led to the launch 
of many exclusive loyalty 
programs worldwide. We look 
forward to working together 
again in the future to deliver 
exceptional campaigns.

Robert Dunsmore, Sr. Account Manager

http://un.ga
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Pride and patriotism 
encapsulated the heart of the 
program, providing customers 
with a platform to express their 
passion for their people and 
their country through an affinity 
with the Woolworths brand.

Paul Stibbard,
Senior Manager Collectibles and Continuity 
at Woolworths Group

Aussie Heroes | Woolworths
Australia

• During the Tokyo 2020 Olympic and Paralympic 
Games, shoppers collected stickers of their favorite 
athletes for every AUD 20 spent in-store and online.

• Each pack contained 3 stickers: 1 portrait sticker of 
an athlete and two picture stickers related to the 
athlete and the Olympic and Paralympic history.

• 40 unique sticker packs could be collected and 
placed into the 78-page collectors’ album (made 
from FSC paper) which revealed facts about the 
Olympic history, sports, and athletes.

Bricks | Intermarché
Portugal

• With the new bricks campaign, families 
could build their mini bricks store 
at home using brick aisles, fridges, 
checkouts, and much more.

• Customers received a free bricks pack 
for every EUR 20 spent on groceries, in-
store and online. Up to 40 brick packs 
could be collected, and two starter packs 
were available to build and play with.

• This phygital campaign included an app, 
created by UNGA, that allowed kids to 
play and manage their brick supermarket 
not only physically but also digitally.

• Families received a free pack 
containing a mini grocery item.

• 25 unique miniatures were 
available, including products 
such as apples, bread, and 
shampoo.

• Line-up made out of 99% 
recycled materials and FSC 
certified paper.

• Collector’s case detailed with 
supermarket aisles, cashier 
desks, and even solar panels.

Mi Mini Lidl | Lidl
Spain

http://un.ga
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The program showcased 
our commitment to 
sustainability, drive for more 
sustainable collecting, and 
advocation to protect our 
vital bee population, all 
encapsulated in the family 
fun of gardening.
Paul Stibbard, 
Senior Manager Collectibles and 
Continuity at Woolworths Group

Countdown Bricks has been 
a fantastic, and engaging 
program for our customers 
and team too. The fun, 
sustainability, and timing 
of the program, all led to it 
being a huge success.
Brittany Bastings,
Marketing Manager at Countdown

Bricks | Countdown
New Zealand

• Kiwi families collected 
40 brick packs to build 
their own Countdown 
supermarket.

• Bricks made of 80% 
recycled materials and 
encouraged families to 
play and learn about 
sustainability.

• Merchandise items included 
starter kits, trucks, figurines 
and an electric Hyundai car. 

• Second edition of the Discovery 
Garden campaign.

• Free seedling kit for every AUD 
30 spent in-store or online.

• 24 seedling kits including a 
cardboard FSC sleeve with info, 
seeds, a compostable pot, and a 
coco pellet to collect.

• Discovery Garden 2 Encouraged 
families to plant bee-friendly 
flowers and plants.

Discovery Garden 2 | 
Woolworths
Australia

Torna-te Um Campeão | 
Intermarché
Portugal

• The “Become a Champion” 
campaign featured 32 famous 
football players, including 
Cristiano Ronaldo, Joao Felix, 
and Bernardo Silva, and aimed to 
stimulate families to eat healthily.

• Families received 2 sticker 
booklets for every EUR 20 spent 
on groceries. Each booklet 
included 1 portrait and 1 action 
sticker of a famous player as well 
as 1 recipe sticker of the dish 
recommended by the player. 

• This campaign encouraged 
families to try their favorite 
football players’ healthy recipes 
together.

http://un.ga
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Many of us grew up watching Soviet 
cartoons, and today we are happy to show 
them to our children. The good old Soviet 
cartoons taught us friendship, mutual 
assistance, and courage, to understand 
good and bad. I am sure everyone has their 
own favorite hero, which will definitely 
be found in our collection and will give 
warmth and comfort to the families.
Pavel Lokshin,
Marketing Director of Magnit

Space Jam: A New Legacy | 
føtex, Bilka, & BR Toys
Denmark

• Free Space Jam: A New Legacy 
sticker booklet with 1 Holocard and 
2 stickers + 1 saver sticker. 

• 20 Holocards and 40 stickers to 
collect.

• With 5 saver stickers, families could 
redeem one of 5 plush toys.

• Renewal of Space Jam characters 
such as Bugs Bunny, Lola Bunny, 
Daffy Duck, Tweety, and Taz.

Creating Magic Together | 
Magnit 
Russia

• Families collected stamped and 
redeemed Soyuzmultfilm sets at a 
discount.

• 9 sets including a plush toy, a 
Christmas ornament, and a figurine.

• Soyuzmultfilm book: exclusively 
written for this collaboration.

• Special app with AR features, audio 
stories from the book and fun 
activities.

Once again, we partnered up with 
UNGA for our yearly children’s loyalty 
campaign – this year the theme was 
Space Jam. The partnership was 
fantastic, from ideation to execution. 
Together, we managed to build a 
strong campaign and engage children 
in collecting the rewards.
Helle Grotkjaer Tuxen,
Sr. Category Buyer (Loyalty) at Salling Group

http://un.ga
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• 1st campaign with bricks made out 
of at least 80% recycled materials.

• 40 bricks packs containing items 
such as trolleys and checkout 
registers to collect.

• Good Environmental Choice 
Australia (GECA) certified.

• Exclusive merchandise items: large 
bricks truck, starter kits and more!

Customers engaged with our brand 
like never before, building their own 
sustainable Woolworths as part of 
the program that was better for our 
customers and through our GECA 
certified products created from at 
least 80% recycled material, better 
for the planet.

Bricks | Woolworths 
Australia

Paul Stibbard,
Senior Manager Collectibles and 
Continuity at Woolworths Group

• 28 amazing elastic bands to 
collect and play.

• The bands depicted Hotel 
Transylvania characters 
such as Dracula and Mavis, 
participating brands and trendy 
characters.

• The collector’s case unlocked 
an exclusive VIP bracelet.

• An amazing app gave life to the 
bands collection.

Skrepishi 3  | Magnit
Russia

DC Super Friends | 
Komandor
Russia

• Russian shoppers collected 
stamps to redeem 5 DC Super 
Friends plush toys.

• Batman, Superman, The Flash, 
Aquaman, and Wonder Woman 
provided a nostalgic comforting 
element for families.

•  The plush toys were great 
cuddle buddies during the 
colder winter months.

http://un.ga
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Our award 
shelf of 
2021

We are proud to present the awards we 
won and were nominated for in 2021. 
It is wonderful to have our campaigns 
recognized for their design, innovation, 
and even sustainability in the loyalty 
and retail world. 

The International Awards is all about rewarding the strategic thinking and 
imagination which goes into making a product that will be used, valued, 
and perhaps even loved by its target market. 

Check the amazing prizes we scored this year!9
Have Fun With Hasbro Games | Magnit
Russia | 2020
• Toy Design – Board & Card Game

Little Shop 2 | Marks & Spencer 
UK | 2020
• Design for Society & Eco-Sustainable Design

Gold Winner

Little Garden 2 | Checkers 
South Africa | 2020
• Design for Society & Eco-Sustainable Design

Silver Winner

Mange Comme Un Champion | Carrefour
France | 2020
• Toy Design – Toy for Teens

Bronze Winner

In 2021, our 
campaigns were not 
only loved by families, 
but also by jurors. 

International Design Award

http://un.ga
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The Green Product Award distinguishes products 
and services, exceptional in sustainability, 
innovation & design. The products are evaluated 
based on their approach, elaboration, and 
their impact, considering the potential for 
environmental or social change.

We are thrilled that Checkers Little Garden 2, 
in South Africa, was nominated for the Green 
Product Award 2021. This nomination emphasizes 
our mission of bringing the most creative and 
playful campaigns to the loyalty world!

Honorable Mentions | 
International Design Awards

Little Shop 2 | M&S 
• Toy Design - Toy for Children

Little Garden 2 | Checkers 
• Outdoor & Exercise Equipment
• Toy Design - Toy for Children

Mange Comme Un Champion | 
Carrefour 
• Toy Design - Toy for Children
• Toy Design - Board and Card Games

Have Fun With Hasbro | Magnit 
• Toy Design - Toy for Children 

Besides these amazing awards, 
UNGA also received 6 honorable 
mentions in different categories. 

Take a look:

Green Product Award

We work hard to develop high-
quality rewards for kids and 
families. It is amazing to have our 
toys awarded for their design, 
innovation, and creativity. That’s 
what we focus on! 
Daniel Thomassen, Design Director 

http://un.ga
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Hoi, it’s
Hey Reader!

10 Since its launch in 2020, Hey Reader, our book 
subscription service, has grown significantly and 
brought the joy of reading to many Dutch children.

Families and kids continue to be delighted by 
the monthly boxes they receive which include a 
fantastic book that is carefully selected by our 
book experts.

The new baby boxes contain a beautiful welcome 
gift: A colorful Hey Reader growth ruler to keep 
track of not only the baby’s growth but also small 
and big milestones. Kids of age 4 years and older 
receive a magnetic calendar that encourages 
reading in a fun way. 

We know the importance of reading 
and listening from a young age, so 
when our customers requested a 
baby version of the box, we made 
it happen! 

Within a few months, Hey Reader 
launched boxes for 0 – 3 year-olds, 
making a total of 5 unique boxes 
for children from 0 to 9 years old. 

The baby box is a great addition to 
Hey Reader and is the perfect gift to 
young parents and parents-to-be.

With our optimized 
website, ordering a box is 
just a few clicks away for 
parents, grandparents, and 
even teachers. Customers 
can manage their 
subscriptions themselves 
by skipping a month or 
scheduling payments. It 
doesn’t stop there! 

The happy and engaging identity and 
design of the world of Hey Reader 
were appreciated by the jury of the 
International Design Awards (IDA). 
The team of Hey Reader is incredibly 
proud that Hey Reader received an 
honorable mention for the design of 
the packaging and welcome gifts with 
the funny characters of Norm the 
mailman and his dog Cliff. 

A fantastic unboxing 
experience

A warm welcome 
from Hey Reader

IDA 
honorable 
mention

Personalized 
subscription

The gift of reading: 
now for babies In early 2022, we are launching our 

referral program where parents 
can refer Hey Reader to friends and 
receive a discount on their next box.

http://un.ga
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More and more schools trust and choose 
Hey Reader to curate the best books for their 
students. Teachers appreciate the monthly 
book that they can read together with their 
students and the monthly activities for kids 
in the box. The coloring activity, puzzle, or 
craft that is related to the story can help kids 
enhance their creativity. 

All books are curated by Carlijn van Ravenstein, 
our book expert. Carlijn has more than 20 years of 
experience in the book market. She chooses the 
highest quality books that can encourage a child’s 
enthusiasm to read and use their sensory skills.

In our mission to increase the fun of reading, we 
want to support parents and inspire them with 
useful tips to encourage reading with their children. 
Together with our voice coach Maureen Kamphuis, 
we host regular workshops for our subscribers. In the 
one-hour interactive workshop, families can learn 
with tips and tricks on how to engage children while 
reading. We practice in small groups with a book 
that has been featured in one of our monthly boxes.

Hey Reader cares. That’s why we are proud 
partners of Right to Play. We did various 
activations themed around play and reading 
whilst giving attention to the charitable work 
of Right to Play. This past November, we 
promoted their Save her seat campaign to 
increase awareness about girls that will most 
likely not return to school due to Covid-19.

Kids look forward to receiving and 
opening the box together with the 
group. A really exciting moment 
each month. The books are always 
beautiful which is a great way to 
build our book collection.
Eva, teacher group 3 
Primary school Amsterdam

Hey Reader has been growing 
together with kids. It’s great to see 
our book club reaching more kids 
and families and bringing them the 
fun of reading. At the same time, 
we are growing our knowledge 
with building a brand in the digital 
marketing space every single day.
Jacqueline Opbroek, Brand Manager

Hey Reader enters 
classrooms

Hands-on learning: 
workshops

Who selects 
the books?

A powerful partnership 
with Right To Play
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Promoting 
the Power of 
Play together

11 In 2020, UNGA partnered up with the non-
profit organization Right to Play. It is an honor 
for us to be able to contribute to bringing the 
power of play to children all over the world 
with Right to Play.

In our second year of partnership, we 
unlocked many rewards for kids by staying 
active and collecting points using a vitality 
app. With the vitality app, each UNGA 
colleague could keep track of their movement 
and activity. By participating, users earned 
points for their movements, which were then 
converted into rewards for Right to Play.

We are happy with what we have 
accomplished by moving and that we can 
also positively contribute to children beyond 
loyalty campaigns. 

By using a vitality app, our team was awarded 
points for steps taken and fitness activities 
completed by each colleague. In a year, our 
UNGA family racked up some amazing stats!

Curious to know how we managed to unlock so 
many educational rewards for kids around the 
globe? Check it out:

Using the vitality app, we 
stayed active to keep up with 
our health while also helping 
vulnerable children play and 
grow. It’s a win-win situation.

620
Radio 
broadcasts

Playing 
cards

275

Home visits from 
Local coaches

161
222

Handwashing 
games

Curious to know how we managed to unlock so 
many educational rewards for kids around the 
globe? Together we walked:

Gloria van Vonderen, Learning & 
Development Specialist HR

Right To Play is a global organization that 
protects, educates, and empowers children to 
rise above adversity using the power of play. 

Together, we want to raise awareness about 
both our programs and show how play 
can have a real impact on kids and families 
across the globe.

UNGA and 
Right To Play

Helping kids play 
to grow, no matter 
where they are

steps for children in need

84,000,000 ar
ou

nd the world

1 ,27 times
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Behind the 
dream team

12
At UNGA, we care about families, including our own. 
To encourage the health and wellness of our own 
UNGA family, we join the UN.Plug and Play sessions 
in our wellness program created in 2019. 

UN.Plug and Play is UNGA’s program for in-office 
and online activities. Finding the perfect work-life 
balance is extremely important, thus UN.Plug and 
Play allows our team to work out, have fun, and 
relax before or after a productive day at work.

The Amsterdam office is lucky to have our in-house chef, Wiljan Koopmans. Thanks to Wiljan, UNGA employees 
enjoy creative, (mostly) healthy, and delicious meals in the office that help us perform and work better. We are 
highly appreciative of our lunches together and want to share some of Wiljan’s inspiration. 

Here are our top 3 picks from his amazing lunches this year:

Due to the pandemic it can 
be difficult to stay energized, 
and you don’t get to see your 
colleagues that often. UN.Plug 
and Play sports at UNGA helped 
me a lot with staying in touch 
and keeping my spirits high!
Olav Hoekstra, Technical Procurement Engineer

1. Thinly sliced smoked Picanha steak with watercress and potato mash and chimichurri oil. 2. Classic double cheeseburger with In&Out sauce, iceberg 
lettuce, onion rings, and pickles. 3. Dan Dan noodles with vegetarian No-mince meat, Sichuan sauce, egg noodles, and fried peanuts

BTS: nutrition, 
fitness & wellness

A calm state of mind
In 2021, UNGA colleagues also started 
meditating together with the help of the 
Headspace app, one of the newest initiatives 
from HR to stimulate the UNGA family to be 
mindful and relaxed during these challenging 
times. Up to 40% of our colleagues have been 
meditating since then!

Fresh workshops 
for a fresh lunch

1 2 3

Check our daily menu here: 
@the_street_canteen

http://un.ga
https://www.instagram.com/the_street_canteen/?hl=en
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We believe that synergy in the office is vital, thus, 
we prioritize making time for team events that 
help us bond and make us who we are… The 
UNGA family.

We succeeded in providing our team with 
flexible office locations and a safe working 
environment. We were also lucky and could 
participate in a few Covid-safe in-person events 
this year including a Beach, Halloween, and 
Cinema event. Of course, we also still managed 
to stay connected via video calls and digital events 
such as our weekly Town Halls, online games, 
and online fitness classes.

Even though we have not been able to have as 
many in-person events this year, we are still 
grateful for our UNGA family and always make 
time for it. As shared by Iduna Loing, “As most 
events were held online, UNGA employees stayed 
connected through social activities such as an online 
Bingo and Pub Quizzes. At UNGA, we bond and 
have fun with these events as a family.” 

Halloween Party: A spookily fun evening complete with the most 
creative costumes, games, music, food, friends, and festivities. 

Beach Event: Together, we played volleyball and bonded over dinner, 
conversations, and laughter

Movie Night: Lights, camera, action shot of the UNGA family 
enjoying a cinema night in Amsterdam.

Quality family time

The health and safety of our 
employees has always come first. 
We can say with confidence that 
our office is a safe workplace 
with all the adjustments that 
have been made.
Valeria Lindeman, HR Director

http://un.ga
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Greetings from 
our headquarters
Every child needs a playful environment to grow 
in. More than that, play is vital for every human to 
develop and thrive. This logic is applied to our own 
UNGA culture and in our offices.

In 2020, our team grew significantly and we had to 
move from deep within the Amsterdam ring to the 
NoMA House, in Zuidas, the city’s financial district. 
We needed a space that would allow us to play, 
release our inner child, and step into the future. 

Our new Amsterdam headquarters encourages a 
mixture of human input and creativity.

The NoMA Building represents the UNGA of 
the future, with a more sustainable focus. The 
office received both a Bream and Well Good 
certificate, which ensures a more mindful use 
of energy and disposal of waste.

There is plenty of space to play and grow 
within our Amsterdam office. The big windows 
and a vast rooftop terrace allow our UNGA 
colleagues to have everything they need to 
succeed at work in a great environment. 

Our chef, who uses fresh products and focuses 
on reducing food waste, also contributes to 
a more conscious office. It is in this spacious 
office where activities such as boxing, HIIT, 
and Yoga take place, inviting our colleagues to 
maintain a healthy work-life balance.

The UNGA of the future

Pictures: Drees & Sommer
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UNGA Content 
Library

In 2021, we helped grocery retailers and kids 
around the world with our loyalty programs. 
Not only did we bring creative campaigns, 
but we also contributed to retailers’ extensive 
knowledge of families, retail, and loyalty.

Our loyalty campaigns are powerful because 
they are based on research, insights, and 
data. Preparing for a better future, in 2021 we 
shared our expertise with our partners and 
UNGA friends as well. Good knowledge is 
shared knowledge, which allows us to grow 
together as a family.

To highlight our most popular, impactful, and 
noteworthy insights published this year, we 
invite you to take a look at our UNGA library. 

Here you will find a special list, about 
everything you need to know to connect and 
engage with families, and of course, rock 
your next loyalty programs.

Curious to know more about it?

Play to Perform: 
How Games Help 

Work Better.

Understanding Children's 
Influence on Parent's 
Purchase Decisions.

When Loyalty 
Rewards Turn Into 

Teaching Resources.

How Nostalgia 
Marketing Can 

Boost Your Loyalty 
Campaign.

9 KPIs to Measure 
the Performance of a 

Loyalty Program

3 Proven Loyalty Program 
Mechanisms That Work 

in Grocery Retail.

6 Ideas to Activate 
Your Loyalty 

Campaign Online.

VISIT OUR BLOG

13
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The next 
15 years

14 Play is part of 
our DNA
In fact, in Caribbean Dutch, UNGA means “to 
play”. We believe in the power of play and 
have made it our mission to grow families and 
businesses across the globe. More than part of 
our DNA, however, play is part of our history 
and future. 15 years ago or 15 years in the 
future, one thing is certain: our goal was, is, 
and will continue to be spreading the Power of 
Play as far as we can.

How about the
next 15 years?

The UNGA
of the future. 

As adults, we sometimes limit our creativity 
because we tend to rely on the “here and now”. 
It is part of our job, as a creative company, to 
release our inner child and come up with the 
craziest and most playful concepts and designs. 
That’s how we like to imagine the future of 
UNGA: through the eyes of a kid.

In the last few years, a lot has shifted in the 
grocery retail industry. As an effect, customer 
behavior has also evolved a lot, especially in this 
fast-paced world. 

Building long-lasting relationships with 
customers is one thing that remains. No matter 
when, now or in 15 years, our mission will remain 
the same: helping grocery retailers connect and 
create a loyal relationship with families.

According to our Co-CEO, Hong Liem, if we look 
ahead to the next 15 years, a lot will change in the 
grocery retail landscape, for instance, fast delivery 
services and retail loyalty becoming even more a 
form of 1-on-1 communication.

To maintain relevance for consumers and our 
customers over the next years, UNGA’s success 
will rely even more on 3 core values:

1. Family Focus 
 2. Playfulness
  3. Sustainability

UNGA will continue 
to build on its creativity, 
research, and 
development to create 
and craft the best Family 
Campaigns imaginable.
Hong Liem,

UNGA Co-CEO

http://un.ga
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Read more
Visit un.ga

View our cases

Read our blog

Get in touch 
 
Headquarters
Gustav Mahlerlaan 1206
1081 LA Amsterdam
The Netherlands

Offices
Russia • Pacific • South Africa

Call us 
+31 20 626 4733
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