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Brand Positioning

BRAND POSITIONING STATEMENT

Executive
Summary

For modern, mindful parents seeking more than passive
entertainment, Oscar Stories is the pioneering Al platform that
redefines bedtime by casting your child as the star of their
own unique audio adventures. We empower imagination and
instill values instantly, challenging the conventional limits of
storytelling.

BRAND ARCHETYPE TARGET PERSONAS KEY COMPETITORS
The Outlaw The Modern, Mindful Parent Al Story Kids
BRAND VALUES WEBSITE

Magical Personalization, oscarstories.com

Empowering Creativity

Brand Mission
To make bedtime magical by empowering children to be the heroes of their own personalized, educational
stories, fostering imagination, and enriching family connections.
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Executive
Summary

Branding5

Oscar Stories

Brand Vision

To be the leading global platform that redefines children's storytelling, making every child feel special and
inspiring a lifelong love of learning and imagination within every family.

Unique Selling Proposition (USP)
Oscar Stories is the only platform that instantly transforms your child into the star of brand new or classic audio
adventures, making bedtime truly magical, personalized, and uniquely educational.

Key Strengths

Oscar Stories offers truly unique personalization, letting a child star in Al-generated audio adventures, including
twists on classic tales. This directly meets parents' needs for fresh, engaging content and helps foster
imagination and values. The app supports multiple languages, showing potential for broad reach. Testimonials
highlight strong user satisfaction with the personalization and educational focus. The Al-powered audio format
provides a calm, screen-free option for bedtime routines, which is a big plus for parents.

Top Opportunities

Oscar Stories can grow by focusing on its unique Al capabilities. There's a chance to expand into more
interactive audio experiences or even personalized visual stories if the current 'loving illustrations' are scaled
up. Forming partnerships with educational institutions, children's content creators, or smart speaker platforms
could open new doors. Actively marketing the app's benefits as a screen-time alternative for quality family time
can attract more mindful parents. With its multilingual support, expanding into new global markets is a clear
path for growth.

This executive summary provides key highlights. Detailed analysis and recommendations follow in subsequent sections.
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Brand Positioning

01 - BRAND POSITIONING Key elements that define your brand's character and promise.

Brand Identity

BRAND MISSION

To make bedtime magical by empowering children to be the
heroes of their own personalized, educational stories, fostering
imagination, and enriching family connections.

BRAND VISION

To be the leading global platform that redefines children's
storytelling, making every child feel special and inspiring a
lifelong love of learning and imagination within every family.

UNIQUE SELLING PROPOSITION (USP)

Oscar Stories is the only platform that instantly transforms your
child into the star of brand new or classic audio adventures,
making bedtime truly magical, personalized, and uniquely
educational.
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Brand Positioning

01 - BRAND POSITIONING

Brand Identity

Brand Voice

Imaginative, encouraging, and warm, with a touch of adventure. We speak directly and clearly, focusing on the
joy and growth our stories bring, without being overly formal or preachy.

Brand Promise

We promise to transform bedtime into a magical, engaging journey where your child is the hero, making learning
fun and strengthening your family bond every night.

Brand Personality

Imaginative, empowering, innovative, and a little unconventional in how it sparks joy and learning. It's like a
wise, playful guide who brings wonder and encourages independent thought.

Brand Goals

1. Achieve market leadership in personalized children's audio stories. 2. Continuously innovate in Al-driven
storytelling to deepen personalization and engagement. 3. Empower parents to foster imagination and
instill values through engaging, educational content. 4. Simplify and enrich the bedtime routine for families
globally.
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01 - BRAND POSITIONING

Brand Identity

Brand Values

Magical Personalization Empowering Creativity
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01 - BRAND POSITIONING

Brand Archetype

Branding5

Oscar Stories

BRAND ARCHETYPE PROFILE

The Outlaw

“Changing business for good”

Brands that challenge the status quo and break conventions. They aim
to disrupt and revolutionize.

Application to Your Company

Oscar Stories embodies 'The Outlaw' archetype by bravely challenging the long-standing traditions of chil-
dren's storytelling and entertainment. In a market where generic content and passive consumption are the
norms, Oscar Stories rebels by putting the child at the absolute center of every narrative. This isn't just

about offering personalized stories; it's about fundamentally disrupting the way children engage with stories,
empowering their imaginations in a way that traditional books or pre-recorded shows simply cannot. Our core
value of 'Magical Personalization' is the ultimate outlaw act — we defy the conventional model where content
is created for a child, and instead, we enable the child to be the content. This shift is magical because it feels
almost impossible, breaking the perceived laws of narrative creation. 'Empowering Creativity' is the heart of
our rebellion; we give parents and children the tools to transcend the limits of available stories, establishing

a new paradigm where imagination is the only boundary, a classic move of handing power back to the user.
Our USP—'Oscar Stories instantly creates personalized, educational audio adventures where your child stars
in brand new stories or beloved classics'—highlights our disruptive edge. The 'instantly creates' aspectis a
rule-breaking innovation, challenging the time-consuming process of finding new, engaging stories. The 'your
child stars' element is a bold departure from generic protagonists, making every child feel uniquely special and
central. Even personalizing 'beloved classics' is an iconoclastic twist, showing that even cherished traditions
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01 - BRAND POSITIONING

Brand Archetype

Branding5

Oscar Stories

can be re-imagined and made more relevant. Our target audience, '‘Modern, Mindful Parents,' are often seeking
innovative solutions that align with their values of fostering creativity and leveraging technology for good.
They are precisely the kind of audience open to a brand that challenges the status quo, especially if it delivers
tangible benefits. They are tired of the repetitive nature of stories and the lack of time to be creative. Oscar
Stories, as an Outlaw, provides a radical solution, liberating them from the mundane and offering a thrilling
escape into tailored adventures. Our overall brand strategy must reflect this Outlaw spirit: consistent messaging
about how we are different and better than traditional options. Our communication should be bold, confident,
and perhaps a bit provocative, inviting parents to join a movement that redefines childhood storytelling. We
are not just an app; we are a statement against creative mediocrity, a champion for unbounded imagination.
Our Al-powered capabilities are not just features; they are the tools for this imaginative revolution, making
specialized Al assistance available to every family.

General Definition

The Outlaw archetype for Oscar Stories signifies a brand that dares to challenge outdated norms and
conventions within children's entertainment and education. It's about questioning the limitations of static
storytelling and passive content consumption, instead creating a world where every child's unique imagination
and participation are the rule, not the exception. Oscar Stories breaks free from the 'one-size-fits-all' narrative
model.

Key Traits
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01 - BRAND POSITIONING

Brand Archetype

Branding5

Oscar Stories

Oscar Stories, as 'The Outlaw,' embodies a rebellious spirit by challenging the traditional, static nature of
children’'s storytelling. It's iconoclastic in its use of Al to create instant, personalized audio adventures, breaking
from pre-written narratives and giving children a starring role. This approach empowers creativity and paves
the way for a new, imaginative standard in bedtime routines, rejecting the limitations of generic content.

Typical Goal

The typical goal of 'The Outlaw' is to break rules and fight authority. For Oscar Stories, this translates into
fighting the 'authority' of generic, passive children's entertainment and the limitations imposed by traditional
publishing and media models. Our mission is to empower parents to provide truly unique, engaging, and
value-driven experiences that place their child at the heart of the story, thereby breaking the mold of how
stories are consumed and created. We aim to liberate imagination from predefined boundaries.

Core Strategies

m  Denounce the Status Quo of Generic Storytelling: Oscar Stories will actively highlight the inherent limitations
and lack of engagement in traditional books or pre-recorded children's stories that offer no personalization.
Our messaging will emphasize how Oscar Stories courageously breaks this mold by making each child
the unique hero of their own adventure, directly addressing the 'running out of new stories' pain point for
parents.

/64



Brand Positioning Oscar Stories

01 - BRAND POSITIONING = Disrupt Passive Entertainment with Active Imagination: We will position Oscar Stories as a dynamic,
interactive experience that actively encourages a child's participation, creativity, and critical thinking,
Brand ArChetype setting it apart from passive screen time or one-way narratives. Our marketing will 'shock' by showcasing

the seemingly endless and deeply personal possibilities of a story world where a child's name, interests,
and even moral lessons are seamlessly integrated, empowering parents to foster 'Empowering Creativity".

m  Empower Parents to Break Free from Bedtime Boredom: Oscar Stories will offer an innovative, engaging,
and stress-reducing solution to common parental struggles like finding fresh content and managing bedtime
routines. We empower parents by providing an instant, personalized, and stress-free way to create magical
bonding moments, transforming a potentially mundane routine into an exciting, imaginative ritual without
sacrificing 'Magical Personalization'.

Marketing Niche

Oscar Stories' marketing niche as 'The Outlaw' is to position itself as the pioneering agent of change in chil-
dren's media, advocating for personalized, imaginative experiences over generic content. We appeal directly
to parents who feel constrained by the limited options of traditional stories or who seek more meaningful,
interactive engagement for their children. By offering a revolutionary alternative to standard bedtime routines,
we empower families to break with the conventions of passive entertainment. Our unique combination of instant
audio generation and personalization of beloved classics allows us to disrupt a market where competitors'
offerings are often very similar, carving out a distinct space for unparalleled imaginative freedom.
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Brand Positioning Oscar Stories

01 - BRAND POSITIONING

Brand Archetype

Potential Drawback

A potential drawback of embracing 'The Outlaw' archetype, especially when leveraging Al in children's content,
is the risk of being misunderstood or perceived negatively. Some parents might associate Al with excessive
screen time, a loss of human connection, or concerns about content safety and privacy. Oscar Stories must
proactively address these concerns by transparently communicating its commitment to ethical Al use, strict
content filtering, and emphasizing that personalized audio stories enhance, rather than replace, family bonding
and imaginative play. We must ensure the 'magical personalization' always supports and never overshadows
the 'human connection' parents deeply value.

Example Brands

m Harley-Davidson: Like Harley-Davidson cultivates a strong sense of identity, community, and freedom
among its riders who value breaking from the norm, Oscar Stories can build a community of 'story rebels'
— parents who actively seek imaginative freedom and unique experiences for their children, rejecting
mainstream, generic content and fostering a shared purpose in empowering creativity.

= Virgin: Similar to how Virgin enters established industries (like airlines or telecom) to disrupt them with a
fresh, customer-centric approach that often emphasizes fun and challenges old-school service, Oscar Sto-
ries enters the traditional children's publishing and entertainment market with an entirely new, customer-first
model (where the child is the star), making storytime exciting, personalized, and unconventionally engaging.
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Brand Positioning Oscar Stories

01 - BRAND POSITIONING = Tesla: Just as Tesla revolutionized the automotive industry by daring to dream big with electric vehicles

and advanced technology, pushing boundaries and facing skepticism, Oscar Stories uses advanced Al to
Brand ArChetype revolutionize children's storytelling. We push past static narratives to create dynamic, personalized audio
adventures, even when some might be skeptical about the role of Al in children's content, proving that
specialized Al can enhance creativity and connection.

m  Dollar Shave Club: By directly challenging a dominant, established industry with a simple, convenient, and
direct-to-consumer alternative paired with a bold brand voice, Dollar Shave Club disrupted the market.
Oscar Stories similarly disrupts the traditional children's story market by offering an instant, highly person-
alized, and direct-to-child story experience, cutting through the noise of generic options and offering a truly
unique value proposition that saves parents time and enhances bedtime.
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Brand Positioning

01 - BRAND POSITIONING

Brand Narrative

The core story and messaging of your brand.

BRAND POSITIONING STATEMENT

For modern, mindful parents seeking more than passive
entertainment, Oscar Stories is the pioneering Al platform that
redefines bedtime by casting your child as the star of their
own unique audio adventures. We empower imagination and
instill values instantly, challenging the conventional limits of

storytelling.

What We Do

Oscar Stories offers an ever-expanding collection of personalized, Al-generated audio bedtime stories, avail-
able on-demand, where your child's name and details bring each magical tale to life, from new sagas to
reimagined classics.

How We Do It

We achieve this by harnessing advanced Al to instantly create and deliver bespoke audio adventures, integrat-
ing your child into the storyline as the central character. This unique process transforms passive listening into
an active, engaging experience that subtly weaves in valuable life lessons and strengthens family bonds.
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01 - BRAND POSITIONING

Brand Narrative

Why We Do It

We exist to challenge the outdated notion that stories are merely told to children. We believe every child
deserves to be the celebrated hero of their own narrative, igniting their imagination and affirming their unique
potential through truly personal adventures.

16 /64



Brand Positioning

01 - BRAND POSITIONING

Visual Identity

Key elements of your brand's visual style, including fonts and colors.

Color Palette

#4F3B70 #FFCO00 #FFFFFF

#2D1E3A

Storytime Orange Deep Night Purple Dreamy Lavender Goldenrod Glow Moonlit White

Primary Color

Storytime Orange
HEX #F7931E

Psychological Association: This warm color signals enthusiasm, creativity, and joy. It's inviting and often linked to
positive energy and adventure.

Industry Relevance: Orange is often used in children's media to convey playfulness and imagination. It draws attention
to calls to action and important messages, making content feel approachable and fun.

Secondary Colors

Deep Night Purple
HEX #2D1E3A

Psychological Association: This dark, rich purple creates a sense of calm, mystery, and magic, often associated with
luxury and imagination. It sets a peaceful, dreamlike atmosphere.

Industry Relevance: Ideal for a bedtime story app, it evokes the quiet of night and promotes relaxation, while its magical
undertones align with imaginative storytelling for children.
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01 - BRAND POSITIONING

Visual Identity

Dreamy Lavender
HEX #4F3B70

Psychological Association: A mid-tone purple that suggests imagination, wisdom, and fantasy. It feels sophisticated
yet playful, enhancing feelings of creativity and wonder.

Industry Relevance: In children's storytelling, it reinforces the 'magical' aspect and can be used for Ul elements or
backgrounds that require a softer, more imaginative touch.

Goldenrod Glow
HEX #FFC000

Psychological Association: Yellow is a cheerful and optimistic color, associated with happiness, intellect, and energy.
This specific shade also suggests warmth and encouragement.

Industry Relevance: For children's content, it represents joy and learning, making the experience feel uplifting and
positive. It's good for highlights or accents that bring a spark of excitement.

Moonlit White
HEX #FFFFFF

Psychological Association: White conveys purity, simplicity, and clarity. It provides a clean canvas and makes
information easy to read and understand.

Industry Relevance: Essential for readability, especially against dark backgrounds, it keeps the focus on the content.
It also gives a fresh, modern feel that parents appreciate.
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01 - BRAND POSITIONING

Visual Identity

Typography

PRIMARY FONT

Nunito

Weights
Headings
Subheadings

Body Text

400, 600, 700, 800

2.8rem-3.8rem

1.8rem-2.4rem

1lrem

Nunito is a friendly, rounded sans-serif font. Its warm and approachable character fits Oscar Stories' goal of
fostering imagination and strengthening family bonds through bedtime stories. It's clean and legible, making it

excellent for eye-catching headings that invite engagement without feeling overly childish or corporate.

SECONDARY FONT

Lato

Weights
Headings
Subheadings

Body Text

300, 400, 600, 700

1.4rem-1.8rem

1Irem-1.3rem

0.95rem-1.1rem
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Brand Positioning Oscar Stories

01 - BRAND POSITIONING Lato is a humanist sans-serif font known for its excellent readability and warmth. Its clarity and slightly rounded
. N details perfectly complement Nunito, creating a cohesive and friendly visual experience. It's ideal for the longer
Vlsual Identlty blocks of text found in story descriptions, parent communications, and potentially even the stories themselves,

ensuring a comfortable reading experience for the target audience.
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02 - YOUR BRAND NOW

SWOT Analysis
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Oscar Stories

Strengths, Weaknesses, Opportunities, and Threats for your brand.

S

Strengths

Oscar Stories offers truly unique personalization, letting a child star in Al-generated audio adventures, including
twists on classic tales. This directly meets parents' needs for fresh, engaging content and helps foster
imagination and values. The app supports multiple languages, showing potential for broad reach. Testimonials
highlight strong user satisfaction with the personalization and educational focus. The Al-powered audio format
provides a calm, screen-free option for bedtime routines, which is a big plus for parents.

w

Weaknesses

While the Al generation is a strength, ensuring consistent story quality, age-appropriateness, and avoiding
repetitive plots could be a challenge. The 'Outlaw' brand archetype, while innovative, might not immediately
resonate with all parents who prioritize established safety and tradition for their children. The provided
information didn't offer a deep look into the competitive landscape, which could be an internal oversight or

a sign that awareness of key competitors needs strengthening. There's also the challenge of standing out in a
crowded app market where many digital solutions compete for parents' attention and subscription dollars.
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02 - YOUR BRAND NOW

SWOT Analysis

Branding5

Oscar Stories

0

Opportunities

Oscar Stories can grow by focusing on its unique Al capabilities. There's a chance to expand into more
interactive audio experiences or even personalized visual stories if the current 'loving illustrations' are scaled
up. Forming partnerships with educational institutions, children's content creators, or smart speaker platforms
could open new doors. Actively marketing the app's benefits as a screen-time alternative for quality family time
can attract more mindful parents. With its multilingual support, expanding into new global markets is a clear
path for growth.

T

Threats

The market for children's digital content is competitive, with both established brands and other Al storytelling
apps vying for attention. Rapid changes in Al technology could quickly make current features seem outdated,
requiring constant innovation. Parents are very sensitive about data privacy and safety, especially concerning
Al and children, so any misstep could severely damage trust. There's also the risk of 'subscription fatigue'
among parents, who might already be paying for many digital services. Regulatory changes regarding Al-gen-
erated content for children could also pose a challenge.
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Brand Positioning Oscar Stories

02 - YOUR BRAND NOW

SWOT Analysis OVERALL ASSESSMENT

Oscar Stories has a strong core idea with its Al-powered personalized audio adventures for children. It
_ directly addresses many pain points for modern, mindful parents seeking engaging, educational, and
convenient bedtime solutions. To succeed, it needs to leverage its innovative Al and personalization
to build a strong market presence, while carefully navigating competitive pressures and ensuring
top-notch content quality and data privacy. The brand's 'Outlaw' archetype can drive innovation, but
needs to be balanced with clear messaging that builds trust with its family-focused target audience.
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02 - YOUR BRAND NOW

Competitor
Analysis

In-depth analysis of your competitive landscape and positioning opportunities.

Competitive Landscape Summary

The Al-powered children's story market is characterized by a high degree of overlap in core value propositions,
with competitors focusing on personalization, educational content, and bedtime routines. The primary delivery
channel is the mobile app. Differentiation is the key to success, as brand messaging and features are often
very similar. Oscar Stories' unique combination of instant audio generation and the personalization of beloved
classics provides a strong competitive edge in this landscape.

DIFFERENTIATION NOTES

Oscar Stories instantly creates personalized, educational audio adventures where your child stars in
brand new stories or beloved classics.

AISTORYKIDS.COM

Al Story Kids

25/64



Brand Positioning
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Competitor
Analysis

Branding5

Oscar Stories

Al Bedtime Stories For Kids App Q Search Home  PrivatePolicy  Contact

Home

Al Story Kids is a direct competitor with a very similar value proposition focused on personalized, educational Al
stories delivered via a polished mobile app. Their primary weakness, based on available information, appears
to be the lack of a clear audio component and the unique angle of adapting classic stories. This presents a
clear opportunity for Oscar Stories to differentiate.

Strengths
m Strong, clear value proposition centered on personalized, educational Al stories for children, directly
overlapping with Oscar Stories' core market.

m Professional and visually appealing mobile app interface, as suggested by the screenshot, indicating a
quality user experience.

m Effective marketing messaging that highlights key parental drivers: personalization, education, calming
bedtime routines, and family bonding.

m  Apparent freemium model (‘Download Free') which is a proven strategy for lowering the barrier to entry and
accelerating user acquisition.
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Competitor
Analysis

Branding5

Oscar Stories

Weaknesses

The provided text does not explicitly mention an audio component, suggesting it may be a text- or
image-based platform. This is a significant disadvantage against Oscar Stories' audio-first USP.

Lacks the unique angle of personalizing 'beloved classics,' which limits their appeal to parents seeking
familiar content.

The brand name 'Al Story Kids' is generic, making it difficult to build strong brand recall and potentially
challenging for SEO against broad search terms.

The focus appears to be solely on a mobile app, which may limit accessibility for users who prefer
web-based platforms or other devices.

Opportunities

Expanding their offering to include audio stories and narration to compete more directly with audio-focused
apps.

Partnering with child development experts or educational institutions to add a layer of certified credibility
to their content.

Integrating multi-language support to capture a global audience.

Exploring B2B partnerships with schools or daycare centers for educational use.

Threats

Intense competition from a growing number of Al story generators and established players in the kids'
entertainment and wellness space (e.g., Moshi, Calm Kids).

Potential for negative parental perception regarding screen time and the role of Al in creative development,
which could lead to user churn.
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Competitor
Analysis
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Rapid advancements in Al could allow new entrants to quickly develop superior story generation, voice
synthesis, or personalization features.

Oscar Stories' specific focus on audio and classic tales could directly target and capture their potential user
base.

Actionable Insights

Aggressively market the 'audio adventure' and 'screen-free' aspects of Oscar Stories. This directly counters
a key parental concern (screen time) and establishes a clear point of difference from competitors who may
be text/image-focused.

Prominently feature the 'star in beloved classics' capability. This unique feature leverages the power of
nostalgia and familiarity, which is a strong emotional driver for parents.

Emphasize the 'instant creation' benefit in marketing copy. In a world of busy parents, speed and conve-
nience are significant advantages that should be highlighted.

Invest in a strong, memorable brand identity beyond just the product features. While competitors use
generic names, 'Oscar Stories' has the potential to be built into a character-driven brand that resonates
with both parents and children.

Explore integrations with smart speakers (Amazon Alexa, Google Assistant). This would reinforce the
audio-first, screen-free USP and seamlessly integrate Oscar Stories into the modern family's bedtime
routine.
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Brand Positioning Oscar Stories

02 - YOURBRAND NOW Comprehensive analysis of your website's effectiveness and trust elements.
Website Analysis
Overall Assessment

The landing page does an excellent job of connecting with its target audience emotionally and visually. The
core value proposition is clear and directly addresses the pain points of modern parents. However, the user
experience is weakened by a cluttered footer and a lack of pricing transparency, which may cause confusion
and hesitation for potential subscribers.

Recommendations
m Add a clear and simple pricing section to the page. Transparency about subscription costs will build trust
with parents who are ready to buy.

m Drastically simplify the footer. Move the long list of story categories to a blog or a separate 'Examples' page
to reduce clutter.

m  Refine the copy to be more focused on emotional benefits. For example, instead of 'Generate your own
unique stories with the help of Al,' try something like 'Create a new adventure together every night.'

m Clarify or remove 'Lora' from the main navigation, as it's an undefined term that can confuse first-time
visitors.

m Integrate the language options more smoothly into the header or footer instead of having them as a large,
distracting block of buttons in the middle of the page.

Branding5 29/64
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02 - YOUR BRAND NOW

Website Analysis

Strengths

Brand Positioning: The branding perfectly targets the mindful parent by emphasizing creativity, education,
safety, and family bonding. The messaging about teaching 'valuable life lessons' is a significant strength.

Visual Design: The site's magical, dreamy aesthetic, combined with charming character illustrations, is
visually appealing and appropriate for a children's product. It feels professional and trustworthy.

Value Proposition: The page clearly communicates how it solves major parent pain points: running out of
stories, making bedtime special, and finding quality screen-time alternatives.

Social Proof: The use of parent testimonials, ratings, press logos (‘As seen in'), and the 'Recommended by
educators' tag effectively builds credibility and trust with cautious parents.

Weaknesses

Information Architecture: The footer is extremely cluttered with a long list of links that function more like
SEO keywords. This overwhelms the user and buries important information like legal policies.

Pricing Transparency: The landing page does not mention the cost of a subscription after the free trial. This
lack of transparency can frustrate parents who research pricing before downloading an app.

Content Clarity: The copy sometimes relies on functional language ('Al story generator') rather than
focusing on the emotional benefit. The term 'Lora’ in the navigation is unexplained, causing confusion.

User Experience (UX): The layout includes clunky elements, such as the large block of language-selection
buttons mid-page, which disrupts the flow and looks unpolished.
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02 - YOUR BRAND NOW

Website Analysis

Key Products & Services

m Al-Powered Personalized Story Generator — An application that uses Al to generate unique, personalized
bedtime stories where the user's child is the hero. It includes custom characters, illustrations, and embed-
ded life lessons.

s Personalized Audio Stories — A feature that converts the personalized text stories into audiobooks with
soothing narration, allowing for a screen-free listening experience.

Pricing Insights

Available Tiers The page promotes a 'freemium' model with the call to action 'Generate your first stories
for free.!, Specific subscription costs and plan details are not mentioned, which creates
a barrier for parents who want to evaluate the long-term cost.

Value Proposition The service saves parents time and creative energy while providing a safe, educational,

and highly engaging tool that makes bedtime a special bonding experience.
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02 - YOUR BRAND NOW

Website Analysis

Competitive Advantages

= The ability for a child to be the main character in their own story is a powerful differentiator.

m Integrating moral lessons like kindness and honesty directly into the stories meets a core need for mindful

parents.

m  The generation of new, unique stories every night solves the problem of repetitive bedtime routines.

m  Audiobook generation provides a convenient, screen-free option for busy parents.

Website Insights

What your website signals

Desired character

Implied values

Tone & Voice

Overall tone

An innovative and imaginative leader in personalized children's entertainment.

Personalization, Imagination, Education, Innovation, Magic

The current brand tone is warm and tech-savvy. It balances the enchanting, emotional
feel of bedtime stories with the clear, functional language of a modern app.

= The visual design uses a dark, calming palette with warm highlights and cute, friendly character illustrations,
creating a cozy, magical atmosphere.
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02 - YOUR BRAND NOW

Website Analysis

m  The copy mixes emotional words like 'magical adventures' and 'cherished shared moments' with tech-fo-
cused terms like 'Al story generator' and 'Al technology'.
s Parent testimonials use words like 'incredibly cute' and 'magical way' alongside 'coolest app’, which shows

customers perceive this blend of warmth and tech.

Suggested Brand Values

Magical Personalization in your values 95%
A EEEEEEEEEE———

This value combines your core product function ('Al-powered,' 'your child stars') with your brand's emotional promise (‘magical
adventures'). It's already a strength, but framing it this way makes it more unique and memorable. It directly supports your goal of
being an imaginative leader.

Recommendation:: Center your main message around this idea. Use headlines like 'A unique story, magically created for your child’
to emphasize that the magic comes from the personalization.

Empowering Creativity in your values 90%
L ___________________________________________________________________________________________________________________________________________________J

Your app is a tool for creation, not just consumption. This value positions you as a partner in family bonding and imagination. It builds
on the current message of 'fostering fun, creativity, and imaginative thinking' and helps you stand out from apps that only offer passive
stories.

Recommendation:: Shift focus from just 'getting a story' to 'creating a story together.' Showcase testimonials that describe the joy of
the collaborative experience between parent and child.

Trustworthy Innovation 85%
T EEEEEEEEEEEEEEE———

Parents can be wary of Al and screen time. This value addresses that potential concern head-on. You are already building this trust
by mentioning 'Child-friendly & safe to use' and 'collaboratively created with parents.' Making this an official value is key to becoming
a market leader.

Recommendation:: Prominently feature your 'Recommended by educators' status. Add a section to your website that clearly explains
your commitment to child safety and ethical Al in simple, honest terms.
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02 - YOUR BRAND NOW

Website Analysis

Effortless Wonder 80%

T

This value speaks to both the child and the parent. The 'wonder' is the magical story experience for the child, while 'effortless' is
the key benefit for busy parents ('saving parents time,' 'hassle-free bedtime'). A leading brand solves a real problem, and this value
highlights how you do that.

Recommendation:: Use messaging that reflects this two-sided benefit, such as 'Create bedtime magic in minutes.' This tells parents
the process is quick and easy, while the result is wonderful for their child.

Wholesome Development 90%
L ___________________________________________________________________________________________________________________________________________________J

This strengthens your message about 'valuable life lessons.' 'Wholesome Development' sounds more intentional and credible, aligning
with being 'Recommended by educators.' It positions the app as a positive tool for a child's growth, which is a powerful motivator for
parents.

Recommendation:: Allow parents to choose stories based on the lessons they want to teach, such as courage, kindness, or honesty.
This turns a feature into a tangible tool for parenting and development.

Strategic Recommendations

Your brand has a great foundation. To become number one, shift your focus from simply being an 'Al story
generator' to being the leading platform for creating magical, educational moments that help children grow.
Emphasize trust and the creative partnership between parent and child to build a brand that families love and
rely on.
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02 - YOURBRAND NOW Comprehensive SEO analysis including organic search, paid search, and backlink met-

SEO Overview rics.

DOMAIN ANALYSIS - OSCARSTORIES.COM

ORGANIC KEYWORDS ORGANIC TOP 10
POSITIONS

2,733 .y

REFERRING REFERRING PAGES
DOMAINS

208 10,909

ORGANIC TRAFFIC TOTAL BACKLINKS
VOLUME

9,300 12139

DOFOLLOW LINKS

4688
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SEO Overview

Organic Search Performance

I
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B 525
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IO 272
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0 — 102
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SEO Overview

Keyword Analysis
KEYWORD MONTHLY SEARCH COMPETITION CPC
VOLUME

short stories 368,000 Low $1.71
short stories short stories 368,000 Low $1.71
a short stories 368,000 Low $1.71
bedtime stories 301,000 Low $0.25
bed times stories 301,000 Low $0.25
stories bedtime stories 301,000 Low $0.25
bedtime stories bedtime stories 301,000 Low $0.25
bedtime bedtime story 301,000 Low $0.25
story storytelling 301,000 Low $0.35
stories for kindergartners 165,000 Low $0.56
english english stories 165,000 Low $2.08
short stories for kindergarteners 135,000 Low $0.93
kiddies stories 60,500 Low $0.66
story time 49,500 Low $0.89
story story time 49,500 Low $0.89
ai stories 40,500 Low $0.78
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SEO Overview

bedtime stories for adults
childhood story

stories ai

stories by ai

bedtime stories for preschool
story our

sleep story

bedtime stories short

bed time short stories

Low

Low

Low

Low

Medium

Low

Low

Low

Low

$1.79
$0.26
$0.67
$0.67
$0.53
$0.24
$2.24
$0.41

$0.41
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Lighthouse

Performance Desktop Performance

AnaIYSiS PERFORMANCE ACCESSIBILITY BEST PRACTICES SEO

— 100 99 100 100

First Contentful Paint 05s Time to Interactive 18s
Largest Contentful Paint 08s Total Blocking Time 60 ms
Speed Index 06s Cumulative Layout Shift 0

Mobile Performance

PERFORMANCE ACCESSIBILITY BEST PRACTICES SEO

98 100 100 100
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Lighthouse
Performance
Analysis

First Contentful Paint

Largest Contentful Paint

Speed Index

18 s

19s

18s

Time to Interactive

Total Blocking Time

Cumulative Layout Shift

6.4s

20 ms

0.019
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Ideal Customer
Profiles

Target personas identified for your brand

01/ 01

The Modern, Mindful Parent

The Modern, Mindful Parent is a busy, educated parent who uses technology to enhance their
child's development. They want to make bedtime a magical bonding experience but often lack
the time and creative energy. They are looking for a solution that is convenient, educational,
safe, and fun. Oscar Stories directly meets their needs by providing endless, personalized
adventures that teach valuable lessons and make their child the star of the story.

Demographics

Age range 30-42

Gender Any

Education level Bachelor's degree or higher

Location Urban and suburban areas in North America and Europe
Income level $70,000 - $150,000+ household income

42/ 64



Brand Positioning

03 - MARKETING STRATEGY

Ideal Customer
Profiles

Psychographics

Personality traits Nurturing, proactive, and thoughtful. They are open to new technology but carefully vet

it for safety and educational value before introducing it to their child.

Values Fostering creativity and imagination in children, Quality family time and creating memo-

ries, Instilling strong moral values, Education and lifelong learning, Using technology for
good, Safety and well-being of their child

Interests Early childhood development, Educational technology and apps, Creative activities for
kids, Reading and literature, Parenting blogs and resources, Mindfulness and personal
growth

Lifestyle A busy professional balancing a career with active, hands-on parenting. They are

digitally connected and use apps to make life more efficient and meaningful.

Core Pain Points

Running out of new bedtime stories that keep their child engaged.

Struggling to make bedtime a calm and positive experience.

Not having enough time or energy to be creative at the end of a long day.

Wanting to teach moral values like kindness and honesty in a way that isn't preachy.
Feeling guilty about screen time and looking for high-quality digital alternatives.

Finding it hard to get their child excited about reading.

Goals & Aspirations

Create a special, bonding bedtime ritual with their child.

Make their child feel seen and special by making them the hero.
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Ideal Customer
Profiles

= Instill a love for storytelling and imagination in their child.
m  Teach important life lessons in a fun and memorable way.
= Simplify their evening routine without sacrificing quality family time.

= Find a safe and enriching digital tool that aids their child's development.

Decision Making Style

This parent actively researches products online, reading reviews and parent testimonials before downloading
an app. They are willing to pay for a subscription that saves them time and delivers clear educational and
emotional benefits. They value personalization and enjoy participating in creative activities with their child.

Preferred Communication Channels

= Parenting blogs and publications
m Social media, especially Instagram and Facebook parenting groups
=  App Store (Apple & Google Play) features and search

m  Word-of-mouth recommendations from other parents and educators
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Marketing Copy

Compelling headlines, CTAs, landing page, and ad copy.

Taglines

“Your child, the star of every story."”

This tagline directly highlights Oscar Stories' unique selling proposition: personalized adventures where the child is the central hero.
It's clear, warm, and immediately communicates the core benefit of imagination and wonder, aligning with the brand's promise of
making bedtime special and engaging.

“Bedtime magic, made just for them."

This phrase captures the enchanting essence of Oscar Stories, combining 'bedtime magic' with the crucial element of personalization.
It's simple, direct, and speaks to the brand's promise of transforming a routine into something extraordinary and tailored to each child.

“Imagine their adventure. We'll tell it.”

This tagline is active and engaging, inviting both child and parent to envision grand possibilities. It emphasizes imagination and
adventure, while positioning Oscar Stories as the facilitator. The 'we'll tell it' part subtly hints at the Al-powered creation, making it
encouraging and clear about the service.

“Where every bedtime is an epic journey.”

This tagline elevates the daily ritual of bedtime into something grand and exciting, aligning perfectly with the 'magical' and 'adventure'
aspects of Oscar Stories. It's imaginative and inspiring, suggesting that each night brings a significant, memorable experience,
fulfilling the brand's promise of engagement.

“"Grow, learn, and dream with their own tales.”

This tagline focuses on the developmental benefits and life lessons embedded in Oscar Stories. It highlights 'grow, learn, and dream’
in an encouraging way, while 'their own tales' reinforces the personalization. It communicates the value beyond entertainment,
emphasizing positive growth and imagination.
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0% - MARKETING STRATECY “Oscar Stories: Their adventure, on demand.”

Marketin Co This concise tagline leverages the company name for branding. It smartly combines 'Their adventure' to emphasize personalization
g py and the child-as-hero aspect, with 'on demand' to highlight the convenience and modern, Al-powered nature of the service. It's direct,

efficient, and speaks to instant magic.
I

“Sparking dreams, one personalized story at a time."”

This tagline evokes a sense of wonder and gentle inspiration ('sparking dreams'). It reiterates the core personalization (‘one
personalized story at a time') in a warm and encouraging tone. It beautifully captures the brand's voice and mission to inspire
imagination and growth through tailored narratives.

Headlines

01 Break Free From Boring Bedtimes: Your Child Is The Star Now!

This headline uses the 'Outlaw' archetype by challenging traditional, potentially 'boring' bedtime routines. It highlights the
unique selling proposition that the child is the star, immediately grabbing attention with a bold statement, fitting the 'unique'
category.

02 Spark Their Imagination: Personalized Adventures That Grow With Your Child.

This headline focuses on the core benefit of fostering imagination and highlights the 'useful' aspect of stories that adapt,
appealing to parents looking for long-term engagement and growth.

03 Parents: Transform Bedtime Into Your Child's Own Epic Journey.

This is ultra-specific to the target audience ('Parents') and clearly states the transformative benefit ('Epic Journey') for their
child, aligning with the adventurous brand voice and the 'useful' category.

04 Don't Just Read Stories, Live Them! Your Child's Adventure Starts Tonight.

This creates urgency ('Starts Tonight') and emphasizes the unique, immersive experience ('Live Them') compared to passive
reading, playing into the 'Outlaw' idea of disrupting traditional storytelling.
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Marketing Copy

05

06

07

08

Finally, Bedtime Stories Where *Your* Child Is The Hero. Instantly.

This headline highlights the unique personalization feature directly and uses 'instantly' to convey ease and speed, which is part
of the USP. It's empowering for both child and parent, fitting the 'unique' category.

More Than Stories: We Build Heroes & Teach Life's Best Lessons.

This headline focuses on the deeper 'useful' value proposition beyond just entertainment, emphasizing education and character
building, which resonates with the target parents.

For Ages 2-10: Unlock Magical Bedtimes With YOUR Child As The Star!

This is ultra-specific to the age range and directly ties into the core offering of 'Magical Bedtimes' and the child's starring role,
making it clear and appealing to the target audience.

Ditch The Same Old Tales. Your Child Deserves Their Own Adventure!

This headline strongly embodies the 'Outlaw' archetype by directly challenging the 'status quo' of repetitive stories and frames
the personalized adventure as something the child 'deserves,' appealing to parental love and desire for the best for their children.

CTAs

Unlock Your Child's Magical Story INSTANTLY! Create Their First Adventure NOW.

Urgency Signal: Uses 'INSTANTLY' and 'NOW' to emphasize immediate action and benefit.
Power Words: Unlock - Magical - INSTANTLY - First - NOW

Claim Your Child's FREE Personalized Story Today — Adventure Awaits!

Urgency Signal: Uses 'Today' to imply a time-sensitive or limited-time offer for a free story.

Power Words: Claim - FREE - Personalized - Today - Adventure
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Marketing Copy

Discover Their Unique Hero Journey Before It's Gone! Start Crafting Their Epic Tale.

Urgency Signal: Uses 'Before It's Gone' to create scarcity around the unique and personalized experience.
Power Words: Discover - Unique - Hero - Gone - Epic - Crafting

Spark Imagination & Life Lessons: Begin Their Adventure in Minutes!

Urgency Signal: Uses 'in Minutes' to highlight the quick and easy start, encouraging immediate engagement.

Power Words: Spark - Imagination - Life Lessons - Begin - Minutes - Adventure

Gift the Magic: Special Offer Ends Soon! Create Unforgettable Memories.

Urgency Signal: Uses 'Ends Soon' to clearly indicate a time-limited promotion or discount on gifting.
Power Words: Gift - Magic - Special Offer - Ends Soon - Unforgettable - Memories

Landing Page Copy

Pain
Are you struggling to find bedtime stories that truly captivate your child's imagination, making bedtime a
dreaded routine instead of a magical moment?

Agitate

You want bedtime to be a cherished time for connection and wonder, but generic tales often fall flat, leaving
your child restless or disengaged. You worry they're missing out on stories that not only entertain but also
subtly teach valuable life lessons and strengthen their unique spark.
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Marketing Copy

Branding5

Oscar Stories

Solve

Imagine a world where your child isn't just listening to a story, but living it. Oscar Stories crafts magical,
Al-powered audio adventures where your child is the hero, instantly weaving their name and unique details
into brand new or beloved classic tales. We transform bedtime into an enchanting journey, fostering boundless
imagination and gently embedding valuable life lessons, all while creating unforgettable memories.

USP emphasis

The unique selling proposition is clearly highlighted in the 'Solve' section, emphasizing that Oscar Stories is
the only platform that 'instantly transforms your child into the hero' of 'brand new or beloved classic tales' by
'weaving their name and unique details.' This directly addresses the magic, personalization, and educational
value that sets it apart from generic alternatives.

Benefits
m  Spark boundless imagination as your child becomes the star of their own unique adventure.

m Instill important life lessons and moral values through captivating, personalized narratives.
m  Transform bedtime into a cherished, stress-free bonding experience for the whole family.
m Access a constantly growing library of personalized tales, keeping bedtime fresh and exciting.

m  Enhance listening skills and cognitive development with engaging audio storytelling tailored just for them.

Desired action
Create Your Child's First Personalized Story Now
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Marketing Copy

Ad Copy Variations

01 - FACEBOOK/INSTAGRAM FEED AD
Tired of the same old bedtime stories?

Oscar Stories revolutionizes bedtime! Imagine your child as the hero of their own Al-powered audio
adventure. We craft magical tales where they star, inspiring imagination and embedding valuable life
lessons. Make bedtime truly special, every night.

- Create Their First Adventure!

Inspiration Notes: Inspired by the 'Outlaw' archetype's disruption of traditional norms, similar to how Virgin challenges
industries, by offering a completely new bedtime experience.

02 - GOOGLE SEARCH AD (RSA)
Personalized Bedtime Stories - Your Child Stars!

Oscar Stories uses Al to create magical audio adventures where your child is the hero. Inspire imagination
& embed valuable life lessons. Revolutionary, personalized, and uniquely educational. Transform bedtime
today.

- Discover Oscar Stories Now

Inspiration Notes: Focuses on the unique tech and personalization, disrupting the traditional story market like Tesla disrupts
automotive with innovation.
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03 - INSTAGRAM STORY AD

Marketing COpy Bedtime just got a magical upgrade!

— Stop settling for generic tales. Oscar Stories empowers your child to be the star of their own unique,
Al-powered audio adventure. We craft engaging stories that inspire imagination and gently weave in
valuable life lessons. Give them a bedtime they'll love, every time.

- Unlock Their Adventure

Inspiration Notes: Emphasizes the emotional impact and unique offering, aligning with the Outlaw's desire to offer a superior,
non-traditional experience, much like Dollar Shave Club challenged an established market.
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Content Strategy

Strategic content plan including Hero, Hub, and Hygiene assets.

OVERALL CAMPAIGN THEME

| Oscar Stories: Your Child's Epic Journey

173

Hero Content

Generate massive brand awareness and viral excitement for Oscar Stories' unique, personalized bedtime
experience, positioning us as the leader in imaginative child-centric digital storytelling.

The Dream Weaver's Gift: A Personalized Journey
A heartwarming, high-production animated short film (2-3 minutes) showcasing a child's imagination

coming to life through a personalized Oscar Story. The film would subtly highlight how our Al personalizes

the story with the child's name, favorite pet, and a chosen life lesson, culminating in a magical bedtime
experience and a stronger parent-child bond. The emotional hook is the pure wonder in the child's eyes

and the parent's loving smile. It's 'big' because of its cinematic quality, universal appeal to parents, and its

ability to visually communicate the core magic of our product.

Format Animated Short Film

Platform YouTube Premiere, targeted social media campaigns (Facebook, Instagram, TikTok with short

teasers), PR outreach to parenting blogs and lifestyle media, in-app promotion.

Call to Action Experience the magic: Create your child's first Oscar Story for free today!

52/64



Brand Positioning

03 - MARKETING STRATEGY

Content Strategy

Unleash Their Inner Hero: The #MyOscarHero Challenge

A highly engaging, interactive social media challenge encouraging parents to share short videos or photos
of their children reacting to, role-playing, or engaging with their personalized Oscar Story. We would
provide fun prompts, custom filters, and a clear call to action. The 'big' element is the potential for viral
user-generated content, showcasing authentic joy and creativity, amplified by potential collaborations with
influential parenting figures or celebrity parents to kickstart the trend. This directly taps into our brand values
of empowering creativity and magical personalization.

Format Interactive Social Media Challenge
Platform Instagram, TikTok, Facebook (with significant paid promotion and influencer partnerships).
Call to Action Share your child's Oscar Story moment with #MyOscarHero and tag us to be featured!
2/3
Hub Content

Build a loyal community of engaged parents, provide ongoing valuable content related to child development
and storytelling, and reinforce the benefits of personalized learning and family bonding.
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Bedtime Stories & Beyond: The Oscar Stories Podcast

A weekly podcast featuring interviews with child development experts, authors, educators, and parents
discussing the power of storytelling, fostering imagination, embedding life lessons, and tips for creating
magical bedtime routines. Each episode could include a short excerpt from an Oscar Story or a listener's
story experience, directly connecting to our product while offering broad value to parents. This series aims
to establish Oscar Stories as a thought leader in imaginative parenting.

Format Weekly Podcast

Platform Spotify, Apple Podcasts, Google Podcasts, Company Website Blog, YouTube (video versions
of episodes).

Call to Action Subscribe to 'Bedtime Stories & Beyond' for weekly insights and inspiration on nurturing your

child's imagination!

The Parent's Playbook: Nurturing Imagination & Learning

A monthly email newsletter and accompanying blog series offering practical tips, downloadable activities,
and resources for parents to extend the magic and lessons of Oscar Stories beyond bedtime. This could
include craft ideas related to story themes, discussion prompts for life lessons, expert insights into child
psychology, and recommended reading lists. It focuses on empowering creativity and making learning fun
through actionable content.

Format Monthly Email Newsletter & Blog Series
Platform Email Marketing Platform, Company Blog, Pinterest (for visual activity ideas).
Call to Action Sign up for 'The Parent's Playbook' and get creative ideas and expert tips delivered to your

inbox every month!
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Behind the Magic: How Oscar Stories Are Crafted

Content Strategy A bi-monthly video series taking viewers behind the scenes of Oscar Stories. This would explain in an
engaging, accessible way how the Al works, how life lessons are integrated into narratives, interviews with
our creative team (writers, illustrators, Al developers), and showcase the technology and artistry involved.
It addresses curiosity, builds trust, and highlights our innovative approach and dedication to quality.

Format Bi-monthly Video Series
Platform YouTube Channel, Company Blog, Instagram Reels/TikTok (short, engaging snippets).
Call to Action Explore the wonder behind Oscar Stories — watch our latest 'Behind the Magic' episode and

see how your child's adventure begins!

3/3

Hygiene Content

Capture organic search demand, answer common questions about Al-powered stories and child develop-
ment, and provide evergreen resources that support product understanding, usage, and trust.
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Content Strategy

What Are Al-Powered Bedtime Stories and How Do They Benefit My Child?

A comprehensive, SEO-optimized blog post explaining the concept of Al-generated personalized stories,
demystifying the technology, and highlighting the specific benefits for children's development (e.g., literacy,
empathy, problem-solving) and parent engagement. This serves as an always-on foundational resource for
those new to the concept, answering initial questions and building confidence.

Format In-depth Blog Post

Platform Company Blog (SEO optimized), Pinterest (infographic summary).

Call to Action Ready to experience the magic for yourself? Create your child's personalized Oscar Story
now!

How to Create the Perfect Oscar Story: A Step-by-Step Guide

A detailed, easy-to-follow guide (available as text and video) demonstrating the story creation process, from
inputting a child's name and preferences to selecting specific life lessons and themes. This addresses user
onboarding, reduces friction, and answers common 'how-to' questions, ensuring a smooth first-time user

experience.

Format How-to Guide (Blog & Video Tutorial)

Platform Support Center, Company Blog, YouTube (tutorial video).

Call to Action Start crafting your child's unique adventure today —it's easier than you think! Watch the video

tutorial.
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Content Strategy

Common Questions About Oscar Stories (FAQ)

A comprehensive and easily navigable FAQ page addressing frequently asked questions about privacy, data
security, story content guidelines, Al ethics, subscription models, device compatibility, customer support,
and more. This is essential for building trust, reducing customer support inquiries, and providing immediate
answers to user concerns.

Format FAQ Page
Platform Website Support Center.
Call to Action Didn't find your answer? Contact our friendly support team for personalized assistance!

Life Lessons Explained: The Values Woven into Oscar Stories

A dedicated, searchable glossary or interactive web page explaining the various life lessons (e.g., kindness,
perseverance, empathy, courage) that can be embedded in Oscar Stories. It offers concise definitions,
examples of how they are subtly woven into narratives, and suggestions for parents to discuss these lessons
with their children. This highlights the educational value and helps parents choose relevant lessons.

Format Interactive Web Page / Blog Series
Platform Company Website, Company Blog.
Call to Action Explore the values we teach and discover how Oscar Stories empowers your child's growth

and character.
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Troubleshooting Your Oscar Stories Experience: A Quick Fix Guide

A support article or short video providing solutions to common technical issues or user experience chal-
lenges (e.g., audio not playing, story loading issues, login problems). This 'always-on' resource helps users
quickly resolve minor issues, improving user satisfaction and reducing the burden on customer support.

Format Troubleshooting Article / Video

Platform Support Center, YouTube (short troubleshooting videos).

Call to Action For further assistance or to report an issue, visit our comprehensive help center or chat with
support.

Choosing the Right Story Theme for Your Child's Imagination

A blog post or guide offering advice to parents on how to select the most engaging and age-appropriate
story themes for their child, based on their interests, age, and developmental stage. It would provide
examples and benefits of different genres (e.g., fantasy, adventure, everyday hero stories) within Oscar
Stories.

Format Blog Post
Platform Company Blog (SEO optimized).
Call to Action Unlock endless adventures! Browse our story themes and create a world your child will love.
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Marketing decision-making journey:
Campaign Ideas
1. Awareness Campaigns 2. Interest Campaigns 3. Desire Campaigns 4. Action Campaigns
I
Capturing attention and build-  Engaging prospects with com-  Creating emotional connec- Converting interest into tangi-
ing brand recognition pelling value propositions tions and demonstrating bene- ble business results
fits
174
Awareness Campaigns

Kampagne: 'Dein Kind, der Held der Nacht'

Wir arbeiten mit bekannten Eltern-Influencern auf Instagram zusammen. Diese teilen authentische Videos,
in denen sie die App mit ihren eigenen Kindern nutzen und zeigen, wie diese zu den Helden ihrer eigenen
Gute-Nacht-Geschichte werden.

Podcast-Anzeige, die mit der Frage beginnt: 'Keine Lust mehr auf die ewig gleichen
Gute-Nacht-Geschichten?'

Wir sponsern beliebte Eltern-Podcasts. Anstatt einer normalen Anzeige erzahlen wir eine kurze, nachvol-
Iziehbare Geschichte Uber einen erschopften Elternteil, der durch Oscar Stories die Losung fur den al-
labendlichen Kampf ums Zubettgehen findet.
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Marketing
Campaign Ideas

Video-Anzeige mit dem Slogan: 'Verwandle die Schlafenszeit in ein magisches Abenteuer.'

Wir schalten kurze, emotionale Videoanzeigen auf Instagram und Facebook. Die Videos zeigen die leuchtenden
Augen eines Kindes, das seinen Namen in einer Geschichte hort, kombiniert mit den schonen lllustrationen der
App. Die Zielgruppe sind Eltern mit Interessen wie Elternblogs oder Lern-Apps.

Fachartikel, die Oscar Stories als Losung fur kreative und stressfreie Abendrituale vorstellen.

Wir erstellen eine Artikelserie in Zusammenarbeit mit groBen Online-Elternmagazinen. Die Themen, wie 'Die
Kraft des Geschichtenerzahlens fir die kindliche Entwicklung', bieten echten Mehrwert und positionieren Oscar
Stories als hilfreiches Werkzeug, nicht nur als Produkt.

2/ 4

Interest Campaigns

Interaktives Tool: 'Erstelle eure erste magische Minute'

Auf unserer Webseite bieten wir eine interaktive Demo an. Eltern kdnnen den Namen ihres Kindes und ein
Thema wie 'Mut' oder 'Freundschaft' eingeben, um sofort einen kurzen, Kl-generierten Ausschnitt einer
Geschichte zu sehen und zu horen. Das macht das Konzept direkt erlebbar.

Content-Reihe: 'Die Magie hinter Oscar Stories'

In einer Blog- oder Videoserie zeigen wir, wie unsere Kl auf einfache Weise funktioniert und wie wir mit
Kinderpsychologen zusammenarbeiten, um die Geschichten und die darin enthaltenen Lektionen zu entwick-
eln. Das schafft Vertrauen und unterstreicht den padagogischen Wert.
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Marketing
Campaign Ideas

Instagram-Karussell, das die wichtigsten Vorteile hervorhebt und mit einem Elternzitat endet.

Auf Instagram nutzen wir Karussell-Posts, um die Vorteile der App Schritt flr Schritt zu erklaren. Jede
Folie konzentriert sich auf einen Aspekt: 'Dein Kind als Held', "Werte spielerisch lernen’, 'Unendlich viele
Geschichten' und 'Von Padagogen mitentwickelt'.

Kostenloses E-Book: 'Ein Vorgeschmack auf die Abenteuer'

Wir bieten ein kostenloses PDF mit drei kurzen, nicht personalisierten Beispielgeschichten zum Herunterladen
an. Eltern bekommen so ein Geflihl fur die Qualitat und den Stil unserer Erzéahlungen und werden neugierig auf
die personalisierte Vollversion in der App.

3/4

Desire Campaigns

User-Generated-Content-Wettbewerb mit Verlosung einer Jahresmitgliedschaft.

Wir starten eine Kampagne, bei der Eltern unter einem Hashtag wie #OscarStoriesMagie kurze Videos von den
Reaktionen ihrer Kinder teilen. Die Freude in den Gesichtern der Kinder weckt bei anderen Eltern den Wunsch,
dies ebenfalls zu erleben.

Instagram-Takeover: 'Ein Tag mit [Influencer-Name] und Oscar Stories'

Ein sympathischer Eltern-Influencer Gbernimmt flir einen Tag unseren Instagram-Kanal. Er zeigt seinen Alltag
und wie er abends mit Oscar Stories eine ruhige und innige Zubettgeh-Routine gestaltet. Das zeigt das Produkt
in einem authentischen und erstrebenswerten Kontext.
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Marketing
Campaign Ideas

Testimonial-Serie: 'Unsere Gute-Nacht-Revolution'

Wir produzieren eine hochwertige Videoserie mit echten Familien. Sie erzahlen von ihren friiheren Problemen
beim Zubettgehen und wie die App ihre Abende positiv verandert hat. Der Fokus liegt auf der emotionalen
Verwandlung und der gestarkten Eltern-Kind-Bindung.

Interaktive Landingpage: 'Welche Lektion soll dein Kind heute lernen?’

Wir gestalten eine Landingpage, auf der Eltern eine Frage beantworten, z.B. 'Welchen Wert méchtest du
deinem Kind vermitteln?'. Daraufhin wird ein kurzer Text generiert, der beschreibt, wie eine personalisierte
Geschichte genau dabei helfen kann. Der Nutzen wird dadurch sehr personlich und greifbar.

44

Action Campaigns

Zeitlich begrenztes Angebot: 'Teste uns 7 Tage und erhalte ein exklusives Story-Paket gratis.'

Wir bieten eine kostenlose Testphase an, die flr kurze Zeit ein exklusives Bonus-Inhaltspaket enthalt, zum
Beispiel ein spezielles 'Dinosaurier-Abenteuer'-Paket. Das erzeugt ein Gefuhl der Dringlichkeit und motiviert
zum sofortigen Handeln.

Call-to-Action, der den kreativen Nutzen in den Vordergrund stellt.

Statt eines einfachen Jetzt testen'-Buttons verwenden wir eine handlungsorientierte Aufforderung wie 'Erstelle
jetzt eure erste Geschichte gratis'. Das lenkt den Fokus auf das kreative Ergebnis und fihrt Nutzer direkt nach
dem Download in den Erstellungsprozess.
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03 - MARKETING STRATEGY
. Freunde-werben-Freunde-Programm: 'Teile die Magie und erhalte einen Monat geschenkt.'
Marketlng Wir implementieren ein Empfehlungsprogramm in der App. Bestehende Nutzer kénnen Freunden einen kosten-

Campaign Ideas losen Probemonat schenken und erhalten dafur selbst einen Gratismonat. Dies generiert neue Anmeldungen
durch vertrauenswirdige Mundpropaganda.

Kooperation mit Beileger: 'Die perfekte Geschichte fiir den neuen Schlafanzug.'

Wir kooperieren mit einer Marke fur Kinderschlafanztige oder Nachtlichter. In deren Produktverpackungen
legen wir eine Karte mit einem QR-Code fur eine verlangerte, kostenlose 30-Tage-Testversion bei. Der Impuls
zur Handlung erfolgt so im perfekten Moment: bei der Vorbereitung auf das Zubettgehen.
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