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Play to Win



Background

The British Heart Foundation runs the largest network of 
charity shops in the UK – around 730 stores. 
These stores – and charity shops in general - can be seen 
as a cultural institution due to their presence on high 
streets across the country (Byrne,2021). BHF shops make 
around £30 million per year to aid research to end heart 
disease (BHF, 2015).  



The Brief

Charity shops have bounced back 
after enforced closures during the 
pandemic. 
While secondhand shopping is 
becoming increasingly popular, 
there are still those who are 
reluctant to visit them: they may 
believe they won’t find anything 
they like due to these shops’ un-
curated and unpredictable nature. 

With this in mind, promote BHF 
stores to these reluctant shoppers 
and persuade them to visit their 
local branch. 



Research

“[Charity shops need to] maintain that feeling of 
discovery, surprise and escapism which sets them apart from 
mainstream shopping” (Pugh, 2022).

“Charity shops are uniquely experiential. They are special 
retail spaces which satisfy a desire for individuality and 
authenticity, providing a thrilling shopping experience” 
(Pugh, 2022). 

“Brits who have bought something from a charity shop in the 
past few months are much more likely to favour secondhand 
purchases” (Pheby, 2020). However, “a quarter of Brits 
would never buy secondhand clothes or accessories” (ibid.). 
This suggests there is an image problem rather than an 
experience or product problem. 



Audience

Down-to-earth, 
predominantly female 
consumers who are not 
at the forefront of 
fashion trends. 
They don’t dislike 
the idea of 
secondhand shopping, 
though some may have 
grown up in a family 
where it was seen as 
taboo or unappealing. 

They have always shopped 
in ‘first-hand’ stores 
where they are heavily 
guided and influenced by 
curated displays and the 
norms of shopping (e.g. 
clothes being stocked in 
multiple sizes). 
They are not used to the 
‘jumble’ of charity 
shops. 

They used to think that 
charity shopping was 
not for them, though 
with its amplified 
popularity - coupled 
with the increase of 
living costs – they 
could be persuaded to 
start browsing. 



Problem

Some people don’t visit charity shops because they don’t think 
they will be able to find anything they like. 
However, it seems that others – who visit these shops 
regularly – have a lot of luck and can always seem to find 
something interesting. 



Insight

Believing in superstitions, luck, fate and destiny is an 
ancient part of English culture. Indeed, “carrying a charm is 
as English as milk in tea or Sunday league football” (Horniman 
Museum).
Meanwhile, others read tarot cards or tea leaves, check their 
horoscope, see fortune tellers or observe good and bad omens 
in everyday life. 



Solution

Re-position the ‘rummaging’ 
inherent to charity shopping as 
something exciting, unpredictable 
and thrilling. 

While people may not always find 
something they love, the 
possibility of discovering an 
inexpensive gem will keep them 
coming back for more.



Endline

Play to Win



The Idea

An OOH campaign that aims to entice weekend shoppers into BHF 
shops. The campaign will continue with in-store elements to 
create a memorable experience. The campaign will be heavily 
inspired by the theme of ‘luck’ and the idea of ‘taking a 
gamble’ to see what you can find.  



We hope our continued presence on the high street is a 
reminder that there’s always an alternative way to 
shop: a way that funds life-saving research, helps the 
environment and doesn’t break the bank. We call that a 
win-win-win. 

Manifesto

At BHF, we promise to provide shoppers with pre-loved 
items to make their heart smile. 

We understand the simple joy of discovering something 
unexpected, and we want everyone to cross the threshold 
into our stores and experience the game of chance for 
themselves. 



Strategy

To take advantage 
of adverting space 
in town centers 
(where BHF shops 
are commonly 
located), catching 
shoppers’ attention 
and encouraging 
them the idea to 
visit their nearby 
BHF shop. 

The campaign 
tempts shoppers 
with luxurious 
art direction 
that users the 
language of luck, 
fate and chance 
to encourage them 
to experience BHF 
shops for 
themselves. 

This audience is 
already in 
‘shopping mode’ 
and in the right 
location, meaning 
they are more 
likely to visit a 
BHF shop when 
prompted, rather 
than if they were 
targeted through, 
for example, an 
online campaign. 

The idea is that 
they have to ‘play 
to win’ – if they 
don’t look at what 
charity shops have 
to offer, they won’t 
find anything. 



The Aim

To position visiting a BHF store as a different kind of 
shopping: you might not always be satisfied, but when you do 
find something you like, you’ll feel like you’ve won a prize.



Executions
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1: OOH: Train station posters
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Train platform billboard
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2: OOH: Bus stop poster
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3: OOH: Road-side billboards
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4: Car park experiential/guerilla: Removable vinyl stickers
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Car park experiential: Parking ticket ad
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5: OOH: Town centre banners
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6: Store exterior: Window display
guide for volunteers
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7: In-store: Paper bags
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8: In-store: poem receipts



Conclusion

Overall, the ‘Play to Win’ campaign aims to     
bring a sense of excitement to charity shopping 
for the reluctant consumer. 
BHF stores are positioned as being thrilling 
places of luck and chance, different to other, 
more predictable forms of shopping. There is an 
importance placed on physical stores, which             
enable the ability to browse and discover. 
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