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Toy Joy has created a local appeal in Austin, Tex-
as through its quirky gifts and unique style. With 
a known identity and success in its current loca-
tion, Toy Joy has decided to expand and grow by add-
ing a location in the Kansas City River Market.

In this new location Toy Joy will provide a toy store for the 
young and fun at heart; which caters to a target market of 
ages that range from 16 to 35. However, Toy Joy’s move will 
not come without obligations and obstacles. In particular, 
the established Austin-native toy store has been accus-
tomed to meeting the needs of locals rather than blending 
into a list of previously established competitors. A new 
store, in a new location will create challenges that Toy 
Joy hasn’t needed to address since its inception in 1987.

To help overcome the obstacles that will present them-
selves upon Toy Joy’s arrival to a new location, it will 
come prepared with initiatives to get involved with the 
surrounding community through yearly events. Toy Joy 
will also help raise the awareness of its store with 
word of mouth buzz. Furthermore, Toy Joy will continue 
to differentiate its toy store from others by using its 
uncommon inventory to showcase its brand personality.  

To implement its goals of community involvement, raise 
awareness, and differentiate itself, Toy Joy will use out 
of home advertising, word of mouth buzz, print, radio, 
social media, and events to create traffic and direct 
potential consumers into its new store location. Ulti-
mately, Toy Joy will achieve the same appeal to neighbor-
ing locals in the Kansas City area as it has in Austin.



“Bring out your child side. For 
the young and fun at heart.” 

To bring out the child side…

The Agency plans to position Toy Joy 
much like its Austin counterpart – a 
community-oriented, consumer-minded 
store with eco-friendly initiatives. 
This is accomplished through community 
involvement throughout the Kansas City 
area and the Kansas City River Market, 
more specifically using guerilla ad-
vertising and traditional media.

Given the difficult task of opening a 
new location, a more aggressive flight 
plan is necessary in order to establish 
Toy Joy and foster consumer support.
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Toy Joy has been an independent, Aus-
tin-native toy store since 1987. They 
make an effort to pursue fun by provid-
ing locals with unique and meaningful 
toys. After years of success in its 
home city, Toy Joy is now setting its 
sights on expanding to Kansas City, 
Missouri. Toy Joy is unlike other toy 
stores because in addition to its un-
common nic-nacs and exotic goods, it 
has an unparalleled customer follow-
ing and local appeal that would be 
hard to find elsewhere. With its wide 
selection of toys and prices, local 
Austinites visit Toy Joy when looking 
for a funny gift to give to a friend, 
shopping for holiday nic-nacs or when 
wanting to show out-of-town friends a 
“true part of the city.” 
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GameStop is a Fortune 500 company and 
the world’s largest multichannel video 
game retailer. They are committed to of-
fering the most popular games, hardware 
and game accessories.  Additionally, 
its a buy, sell, trade program that al-
lows customers to recycle products they 
no longer use.  GameStop takes pride in 
its consumer-centered company culture 
and places focus on store level inter-
actions with customers. Companies like 
GameStop are able to profit on Genera-
tion Y’s love for online, interactive 
games. There are 21 GameStop locations 
within a 20 mile radius of the new Toy 
Joy location. (1)

Have Guns Will Rent has a wide assort-
ment of costumes for men, women, and 
children. It is  a ten-minute drive 
from Toy Joy’s new location in the Kan-
sas City River Market and consumers 
have the option of shipping its orders 
right to its door. Its website states, 
“We have renaissance, gothic, and pe-
riod clothing, as well as costume ac-
cessories. Our selection is constant-
ly growing.” Have Guns Will Rent is a 
competitor to Toy Joy during seasonal 
periods when dressing up and decor is 
normally pushed. (2)
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1. http://www.gamestop.com/
2. http://www.havegunswillrent.com/
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Emblazon Gifts is locally owned and 
operated and carries a wide variety 
of items including gifts, local sou-
venirs, 50s memorabilia and a large 
selection of home décor. Its website 
notes that the owners will personally 
help you pick out a special gift for 
a friend or loved one, and that there 
is something for all ages. Emblazon 
gifts is located in the same shopping 
center as Toy Joy. However, Emblazon 
seems to lack Toy Joy’s large con-
sumer following, as can be seen in 
its lack of reviews on Yelp. (2)

Spencer’s is a lifestyle retail com-
pany centered around its core mis-
sion: “Life’s a Party—We’re Makin’ 
it Fun”. They offer a wide arrange 
of products including sex toys, pole 
dancing, gag gifts, beer pong, lava 
lamps and fart machines to its target 
audience of 18-24 year olds. Spen-
cer’s has been well-established for 
over 60 years. Spencer’s has posi-
tioned itself as an adult gift store 
by offering more risqué products, 
unlike Toy Joy which offers products 
for consumers who consider themselves 
“children at heart”. (1)
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1. http://www.spencersonline.com/
2. http://www.emblazongifts.com/
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Brookside Toy & Science opened in Kan-
sas City, MO in 1964, is a locally owned 
and operated toy store. It has a help-
ful and friendly staff of “toy experts” 
who can help customers find toys to fit 
its needs. Brookside Toy & Science has a 
variety of toys ranging from old, clas-
sic toys that never get old, to the new-
est toys on the market. Brookside Toy & 
Science is also the perfect destination 
to find supplies for science fair proj-
ects. Free gift wrapping is provided to 
all customers. It is 9.2 miles away, or 
20 minutes, from the Kansas River City 
Market. (2)

Party Warehouse is a privately owned 
retail store that sells a variety of 
items with a number of different themes. 
They were established in 2005 in Kan-
sas City and have two locations within 
the area. While its focus is to cater 
to parties, they also have a variety of 
other nic-nacs. Also, Party Warehouse 
has a friendly and knowledgeable staff 
who are known for helping its customers 
find exactly what they need. (1) 
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1. www.manta.com
2. http://www.brooksidetoyandscience.com/
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Spencer’s Gifts: 
15.1 Miles, 20 minutes away
18801 E 39th Street South Independence, 64057

Emblazon Gifts:
.1 mile, 44 seconds away
400 Grand Boulevard #4 Kansas City, MO 64106 

Party Warehouse: 
9.5 miles, 17 minutes away
101 West 63rd Street, Kansas City, MO 64113

Gamestop: 
5 miles, 10 minutes away
906 Westport Road #540 Kansas City, MO 64111

Have guns will rent: 
4 miles, 10 minutes away
1313 State Avenue Kansas City, KS 66102

Brookside toy and science: 
9.3 miles, 18 minutes away
330 West 63rd Street Kansas City, MO 64113



 

 
 
 
 
S 
T 
R 
E 
N 
G 
T 
H 
S 

 
 
 

 
 

-Helpful staff 
-Location is close to     
the general target 
market 
-Unique brand 
-Local appeal 

-Toy Joy is known 
for showcasing 
localized 
entertainment 

-Free Gift Wrap 
-Variety of items 
-They do events 

 
 

 
 

-Small area 
-The store  
space is  
minimal which 
makes it seem 
full and  
cramped 

-Small costume 
selection 
-Lack of national 
brand recognition 
-Clutter in the  
store 
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-Late store hours 
-Ice Cream Sales   
-Consumer outreach 

-Taking advantage 
of the 
subscription they 
currently offer   

-Social Media 
-Moving into a shopping 
center that hosts many 
events 

-Presence in an 
established 
shopping center 

-With their new 
location they will be 
more visible 

 
 
 

 
 

-Electronic toys 
-A new age of 
entertainment has 
put a damper on 
old-fashioned toys 

-Economic recession 
lacks income spent on 
toys 
-Competitor’s pricing 
-Conformity to the 
shopping center 

-They are 
currently on a 
street corner, so 
they have ability 
to make their own 
hours; however, 
with such a 
populated area 
they might not 
have the same 
option 
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The toy industry is a specialized mar-
ket with many retailers offering simi-
lar products. Toy Joy differentiates 
itself as a brand by offering a unique 
selection of toys and having a help-
ful, friendly staff. They have cre-
ated a loyal group of core consumers 
by marketing themselves as a desti-
nation spot rather than just a toy 
store. Many people come in from out 
of town just to check out this local 
Austin hot spot. They further distin-
guish themselves from other toy stores 
by offering bubble tea and vegan soft-
serve. However, it does not sell new 
age electronics which may cause it to 
lose possible sales. Opening a store 
in Kansas City will increase Toy Joy’s 
national presence and name recogni-
tion. 
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 + 20-30
 + Work hard, play  
   hard
 + Sarah is a young 
professional entering 
her career, but refus-
es to leave her child-
hood memories behind. 
She constantly finds 
herself purchasing nic-
nacs that keep her, and 
those around her, feel-
ing young. 

 + 16-20
 + Class clown
 + Bobby is an aver-
age high school student 
nearing graduation. 
Life goals include plan-
ning the senior prank, 
pulling the fire alarm 
and putting a whoopee 
cushion on the teach-
er’s chair. 

PRIMARY

SECONDARY
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 + 30-35
 + Funny family (wo)man
 + Dave is a married man who is constant-
ly on the move. After work, he can be found 
cheering on his son at soccer practice or 
picking his daughter up from ballet. At din-
ner, while Dave’s wife is lecturing the kids 
about playing practical jokes at school, Dave 
sits and laughs because he’s the one who gave 
them the plastic bugs.
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PRODUCT

Toy Joy was established in Austin, Texas 
in 1987 and is currently looking to ex-
pand. They are known for product unique-
ness and sense of locality. Not only are 
they involved with community events, but 
they are also an established presence 
because of an unmatched vision in com-
parison with other toy stores. 

PLACE

The Kansas City River Market is located 
in Kansas City, Missouri, and is one of 
the most historic neighborhoods in the 
city. It strikes a unique balance be-
tween an antique era and a young, modern 
atmosphere with plenty of culture. With 
a convenient location just a few blocks 
north of downtown Kansas City, the Kan-
sas City River Market Shopping Center 
gives locals a place to live, work, and 
play.  
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PROMOTION

In Austin, Toy Joy is well known for 
its sense of locality. Natives to the 
area are all aware of Toy Joy’s pur-
pose even though Toy Joy is not known 
for heavy advertising. Upon its move to 
Kansas City, Toy Joy wants to keep the 
same local appeal. In terms of promotion 
it could easily keep this appeal through 
using local outlets such as out of home, 
word of mouth, radio and print. Once Toy 
Joy’s presence is well-established, The 
Agency can move into using other mediums 
such as guerilla, events, social media 
and eventually broadcast.    

PRICE

Toy Joy’s price is average for the type 
of toy offered. People going into Toy Joy 
tend to be looking for specialty prod-
ucts, so while some prices seem steep to 
certain customers, they are generally 
willing to pay those prices because of 
the uniqueness of Toy Joy’s products.
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1. http://www.lamaroutdoor.com/
2. http://quickfacts.census.gov

Kansas City, MO is a medium sized mar-
ket with a population of 2,088,000 peo-
ple. This population is very similar 
to the population in Austin, TX, which 
is 1,526,000. (1)

Kansas City’s most prominent races 
are White (79.4%), African-American 
(10.8%), and Hispanic (5.3%). The me-
dian age of Kansas City residents is 
47-years-old. This is skewed slightly 
higher than the Austin market, which 
has a median age of 43 (2). The median 
income is $47,961.
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1. http://www.ad-trend.com/
2. http://www.clrsearch.com/

Kansas City has a large geographic 
area, with “more area per population 
than any other major city” (2009 U.S. 
Census).  Therefore, residents spend 
a significant amount of time driving. 
On average, Kansas Citians drive 8.3 
miles each time they get into its ve-
hicles, which is above the national 
average of 5.0 miles (1).

Education levels are also above av-
erage in Kansas City with 20% of the 
population having obtained a bachelors 
degree, compared to the U.S. average 
of 17.5% (2).



T
h
e

G
e
o

P
r
o
f
i
l
e

20

Lifestyles of Kansas City residents 
include frequent fishing, hunting and 
shooting, subscribing to cable and 
watching sports on TV, and owning an 
animal.

Kansas city has several media outlets 
available. Accessible media include 
radio, out of home, TV, newspapers, 
magazines and an established Internet 
presence. Due to the amount of time 
residents spend in its vehicles, out 
of home and radio will be our primary 
advertising mediums, with light pres-
ence in magazines and on the web.
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Marketing:

 + To have a minimum in-store traffic count of 
3,500 within the first month of operations.

 + To sustain a regular average traffic count 
of 500/weekend and 200/weekday throughout the 
first year.

 + To achieve an average in-store check of $25 
across the first six months of operation.

 + To develop an client base of 1,500 consum-
ers in a core group.

Advertising:

 + To achieve a 75% awareness of the Toy Joy 
name, and a 50% knowledge of the new Toy Joy lo-
cation among the target selected.

 + To successfully support two major traffic-
building events, establishing one of these events 

as a long-term tool for future Toy Joy campaigns.
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Media:

Social Media:
 + Meet Toy Joy Austin’s amount of Facebook 
likes by the end of the final flight.
 + Meet Toy Joy Austin’s amount of Twitter 
followers by the end of the final flight.

Radio:
 + Create a 60% reach per week by targeting 
the primary and tertiary audiences during its 
daily AMDs and PMDs. 

OOH:
 + Direct traffic to the new Toy Joy location 
by using two directional billboards placed on 
either side of the exit.

Print:
 + Target the tertiary audience promoting hol-
iday stocking stuffers.
 

Special Events:
 + Create awareness of Toy Joy’s grand opening 
by sending Toy Joy employees to the local Kite 
festival.
 + Utilize holiday events in the Kansas City 
River Market
 + Participate in promotions to increase in-
store traffic 
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 FLIGHT 1:
“UP, UP, AND AWAY!”
April 21 - May 20

The first flight for Toy Joy will begin getting the 
word out about the grand opening. The Kansas City 
Kite Festival will take place on April 21st and Toy 
Joy will be sending employees to the event wearing 
Toy Joy attire to hand out $200 worth of toys that 
people can use to decorate their kites. Toy Joy will 
also bring a large cooler and hand out samples of its 
vegan ice cream. This push will generate a word or 
mouth buzz for Toy Joy. (1)

On April 22, Toy Joy will begin a 4 week Out-Of-Home 
campaign by purchasing ad space on two billboards 
located on 1-35 North and South, approximately 2-5 
miles away from the exit to the Kansas City River 
Market. This is logical because the main mode of 
transportation in Kansas City is by car, with the 
average commute of 8.2 miles. (2)

By April 23, Toy Joy will create a social media pres-
ence through a Facebook page, Twitter, and Yelp ac-
count. Specifically focusing on the Facebook page 
and using its “events” tab to invite locals to Toy 
Joy’s store opening. 

1. http://www.overtons.com/
2. http://www.ad-trend.com/
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 FLIGHT 2:
“SCHOOL’S OUT FOR SUMMER”

June 1 - August 31

The purpose of the second flight will be to remind 
the surrounding audience about Toy Joy’s new loca-
tion and to persuade them to come visit during the 
summer months. This is a good time to target parents 
with children who are out of school and looking for 
extra entertainment.

Toy Joy will run a radio spot during the first two 
weeks in June. The ads will run three times per week. 
The breakdown will be one AM drive each week and two 
PM drives per week.

Toy Joy’s social media presence will be enhanced by 
posting twice a week on Facebook and tweeting at least 
180 times on Twitter throughout the flight. During 
this flight, Facebook and Twitter will be focused on 
spreading awareness for Toy Joy’s monthly toy deliv-
ery service as well as keep consumers updated about 
in-store promotions and events.

Also, Toy Joy will use guerrilla marketing to gen-
erate a word of mouth buzz. One effort will entail 
using sidewalk chalk to draw various hopscotch pat-
terns around the Kansas City River Market. Each pat-
tern will be accompanied by an arrow pointing to the 
new Toy Joy location. Additionally, Toy Joy will use 
its iconic mustache around the area. More specifi-
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cally, placing the mustache on other advertisements 
and signs will also create a word of mouth buzz. Fi-
nally, Toy Joy will place well-known rubber ducks 
with a sticker of the store’s logo in various public 
pools surrounding the Kansas City area.
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 FLIGHT 3:
“STUFF THE STOCKINGS”

November 24 - December 31

The final flight will focus on promoting the idea of 
Toy Joy’s great stocking stuffers. By running print 
ads in Kansas City Parent magazine, Toy Joy will cre-
ate more impressions on the tertiary target market, 
who are primarily buying stocking stuffers at this 
time of year. Toy Joy will place three insertions 
during the month of December.

This flight will also rely heavily on social media 
to engage consumers with information on various nic-
nacs that would make good stocking stuffers. As the 
end of this flight approaches, Toy Joy Kansas City’s 
Facebook likes and Twitter followers will be ap-
proaching the desired social media goals, which will 
help maintain its locality in the Kansas City area.

The Kansas City River Market hosts “Whoville Holi-
days” for five weekends; which promotes a can food 
drive to benefit the Salvation Army. After driving 
traffic with flyers, Toy Joy will donate $1 from ev-
ery purchase to the Salvation Army, until they have 
reached $100 every Saturday the event is hosted. This 
will not only help increase purchases, but also show 
sensibility to the River Market Community. (1)

1. www.kcrivermarket.com/events
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OOH:         Planned Cost | Insertions   

 Perm. Billboards       $4,500.00 x 2   
                                   OOH Total: $9,000.00           

Radio:       CCP | TRP      
 AMD:    $116.00 x 120    AMD subtotal: $13,920
 PMD:    $108.00 x 240    PMD subtotal: $25,920
                 Radio Total: $39,840

Print:    Price | Insertions   
  Magazing:   
 Kansas City Parent    $2,180.00 x 3   
                  Print Total: $6,540.00

Social Media:       
  Facebook/Twitter           
 Upkeep:              Employee hourly wage: $8.00
        Total hours spent: 10
           # of Employees: 2   
                    SM Total: $400.0

Events:       
  KC Kite Festival
 Employee hourly wage: $7.25
    Total hours spent: 6
       # of Employees: 4
 Allotted toy give-aways: $200.00
          Kite Festival subtotal: $600.00
 
  Whoville
    Allotted max. donation/weekend: $100.00
                  Total # weekends: 5
                    Whoville subtotal: $500.00

              Events Total: $1,100.00
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OOH:           
Permanent Billboards 
      
             OOH Total: $9,000.00       

Radio:         
AMD:                    $13,920
PMD:                    $25,920

             Radio Total: $39,840

Print:      
Magazine   
    Kansas City Parent 
      
                Print Total: $6,540.00

Social Media:     
Facebook/Twitter upkeep       
   
                   SM Total: $400.00

Events:       
KC Kite Festival        $600.00
Whoville                $500.00

              Events Total: $1,100.00
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Guerrilla:

Campus Fliers           $165.00
Rubber Ducks            $80.00
Chalk                   $28.00
Moustaches              $200.00
Stickers                $300.00
Cooler+Ice Cream        $500.00  
 
            Guerilla Total: $1,273.00

           Total Budget: $58,153
            Contingency: $1,847  
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After Toy Joy’s first eight months in the 
Kansas City River Market it will have been 
introduced to the surrounding area and be 
open to gaining awareness through:

 + Collaborating with the rest of the 
Kansas City River Market to create a local 
presence by continuing to sponsor and be 
involved with yearly events.

 + Maintaining involvement with the yearly 
Kite Festival and River City Market events.

 + Investing in a large rubber duck to 
place on the nearby river as a form of gue-
rilla marketing.

 + Establishing more of a local presence 
through television commercials that show-
case Toy Joy’s unique brand and products.

 + Purchasing Google Adwords to create a 
larger presence online. 






