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#TLEHalloween Costume Contest

To engage and entice both enrolled TLE families and potential families The 

Learning Experience hosted a Halloween Costume Photo Contest. Participants 

were asked to submit a photo of their child for a chance to win $100 Visa gift card.

Campaign Objectives:

Build brand exposure

Increase fan engagement amongst enrolled parents

Collect rich user generated content

Time Frame:

October 28-November 11

Target:

TLE Enrolled Families

Potential TLE Families

Prizes:

$100 Visa gift card(s)- 5 in total

Results:

808 Entries

2.6K Votes
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#TLEHalloween Results

Instagram

58%

Twitter

3%

Landing 

Page 

Uploads

39%

Entries: 808 Total

470 Entries 

(182 Visible)

23 Entries

315 Entries
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*Fans were unable to enter via Facebook but the use of the 

platform for promotion of the contest yielded increases in 

followers & reach/impressions.
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Enrolled TLE 
Families

80%

New Families
20%

Audience

648 Entries

#TLEHalloween Results

Total Campaign Cost: $600

Cost per new family entry: $3.75

160 Entries



6
#TLEHalloween Key Conclusions

Key Conclusions:

• Our enrolled families enjoy opportunities 

to share User Generated Content (UGC).

• If we plan to host the contest next year:

o Send multiple communications to the 

field to get them excited (leverage 

their competitiveness).

o Additional creative should be 

provided to promote the hashtag. 

o Integrate the contest into next year’s 

Trunk-or-Treat events.

• Our parents prefer to engage with us on 

Instagram or directly on a landing page 

during a photo contest.
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#TLEHalloween Execution

Fans submitted their photos through 

Instagram, Twitter and the contest’s 

landing page to have the opportunity to 

enter.

Throughout the contest run TLE leveraged 

it’s corporate Facebook, Twitter and 

Instagram pages along with all 174 

center-specific Facebook pages. 

In order to better communicate the 

objective and rules, the marketing team 

utilized assets such as promotional videos 

and teaser images.
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#TLEHalloween Execution: Finalists
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#TLEHalloween Execution: Finalists
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#TLEHalloween Execution: Voting

Once the entries were narrowed down 

to 20 finalists, the voting phase was 

activated. During the voting phase, 

finalists were encouraged to get their 

friends and family to vote on the 

#TLEHalloween landing page.
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Winners were 

announced on 

November 11.

All of the winners 

were TLE Enrolled 

families from:

• West 

Windsor

• Manahawkin

• Manalapan

• South Easton

• Mooresville

#TLEHalloween Winners


