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Good in Action

A couple of years ago, the Ad Council launched an initiative called Game for Good, with the goal
of bringing our social good campaigns to the millions of Americans who love to play video
games. Our new partnership with Square Enix and Disney-+Pixar, which uses footage from the
new game Kingdom Hearts 3 (KH3) to promote our bullying prevention campaign, gave us the
opportunity to reach millions of fans across the globe. Here's what we've learned from

partnering on a social good campaign with a video game platform.
CHOOSE THE RIGHT GAMING TITLE

For our first foray into creating a PSA from a video game, we needed the right fit between the
title and our campaign. The Kingdom Hearts franchise captured the hearts of many millennials
who grew up playing, and with its first update in years, the game was poised to capture a new
generation of tweens and teens. The game is rated E for everyone and leverages beloved IP from
both Disney and Pixar. Most importantly, the game emphasizes the power of friendship and
helping those in need to overcome the power of darkness. It was the perfect fit for our Because
of You campaign, which encourages teens to consider the impact that their actions—positive or

negative—can have on peers.
TAILOR YOUR MESSAGE

As part of our collaboration with Square Enix, we asked them to take our campaign brief and
come back to us with a creative concept that would speak to their fans. They were able to
seamlessly integrate our messaging into the work while also speaking to fans of the game. Any
KH3 fan knows that keyblades are central to unlocking different worlds within the game. When
Square Enix proposed “Kindness is Key" as a tagline for the work and social images, we knew it
was the most authentic way to connect our message to the fans of the game. By using imagery
from the game in the copy, social graphics and throughout a custom landing page, we created a
campaign that KH3 fans would embrace and share.

TARGET YOUR PROMOTION

Since the Ad Council is relatively new to the video game space, we didn’'t have a lot of gaming
publications and fan sites on our press list. So when Square Enix offered to help share our press
release with their contacts, we jumped at the opportunity. By sending the release to fan sites
and publications dedicated to the game, we began to see fans sharing the campaign on social
media immediately with a virality that we could not have achieved on our own. We saw over
1,700 mentions of the campaign in the first few days we went live with overwhelmingly
supportive sentiment. And while our campaign is focused on teens in the United States, the

amplification of our message from global KH3 fans has been a welcomed surprise.

While we're still in the early days for this partnership, which includes distribution of TV and out-
of-home assets, we are already thrilled with the early results and hope to replicate this effort

with other popular video game titles in the future.
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