THE OBJECTIVES

B Bring Adidas’ Superstar Shoes back to their glory
days, especially for young people

I  connecting Hip-Hop culture to Gaming and the iconic
shoes, making young people consider them for
purchase

RESULTS

Reaching younger audiences in the one place they spend most of their time:
Gaming! ReachPlayers has helped Bank Hapoalim create branded content that was
fitted to 15 different Roblox games.

The objective was to cover as much ground as possible, but to also retain

a steady amount of exposure to the brand that will help it retain it’s
memorability and brand awareness.
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https://www.youtube.com/watch?v=J7yTMxwZn_E
https://youtu.be/EkjdZJfOzXY

CAMPAIGN RESPONSES

Messages (16984 of 119010 total) - Hapoalim
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https://www.youtube.com/watch?v=2RO4q_EZ8Vw

BRAND UPLIFT STUDY

- 2000 participants, aged 16-19 with a 42% Female/ 58%
Male gender split answered our survey.

T 3 The survey was performed twice, before the game
integration and after the game integration.

Brand objective Increase

BRAND AWARENESS +2.52%1
CATEGORY INTEREST +7.68%1

PURCHASE INTENT +492%1



