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Summary 

Challenge: The Illinois Council Against Handgun Violence (ICHV) needed the public 
to pressure Illinois state legislators to pass our gun control bill. 

Methodology: We created the Teddy Gun, a disturbing byproduct of a broken 
regulation system, to provoke action for our cause. 

Insight: There are more manufacturing regulations for teddy bears than for guns. 

Creative Execution: We exhibited the Teddy Gun online through custom websites, 
film, and in the real world in public spaces, and in the offices of representatives. 

Impact: Teddy Gun stopped people in their tracks, earned an unprecedented 135 
million impressions and drove social media pressure contributing to our bill passing 
in the Illinois Senate. 

The Irrefutable consumer insight: Growing numbness to gun violence is 
exacerbated by a glaring disparity in protections for the greater good that go 
unrecognized. 

 

Marketing Challenge 

The Illinois Council Against Handgun Violence (ICHV) faces two major challenges: 

1. People have become numb due to the daily coverage of gun violence. 
2. Massively funded organizations like the NRA that typically oppose gun 

regulations.  



The ICHV is a not-for-profit organization that is dedicated to reducing gun violence 
by advocating for state and federal gun laws. They believe that legislation can 
reduce the number of gun deaths that plague our society. 

Every year, more than 30,000 people in the US die from gun violence. Recently, 
with all of the media coverage surrounding gun violence almost daily, people have 
become numb and have started accepting the violence and deaths caused by 
handguns as status quo. 

The ICHV faces challenges from both the gun industry and the NRA. These 
organizations are well-funded and use the Second Amendment to challenge even 
common sense regulations. The graph below shows how the number of private 
donors to the NRA more than doubled between the 2006 and 2014 election cycles, 
with over $22 million donated to the NRA in 2014 alone. 

 

Our challenge as marketers was to communicate the facts about the lack of 
effective gun regulations in a way that would provoke public concern and incite 
voters and lawmakers to take action within a minimal budget. 

 

Methodology 

Our audience was state legislators who have the power to change the law. We 
needed to reach them through a two pronged audience approach: 

1. The legislators themselves 
2. The voters who apply pressure to legislators to support our cause 

Illinois state legislators were key to us influencing the passage of any legislation 
that reduced gun violence. 

To influence and drive legislation forward, we looked to create tension between the 
level of regulation that guns and every day, ubiquitous products go through.  

The Consumer Products Safety Commission (CPSC) regulates nearly every 
consumer product. In 1972, when the Commission came into being, the gun lobby 
evaded oversight by the CPSC and therefore, guns slipped through the cracks of 
regulations. Meanwhile, teddy bear manufacture under the CPSC was forced to 
adhere to a plethora of regulations in order to ensure public safety. 



This is how the ironic circumstance -- where gun manufacture has fewer regulations 
than does the manufacture of teddy bears -- was created. We leveraged the irony 
for our big idea and created the Teddy Gun -- a teddy bear that is as unregulated 
as a gun because... it IS a gun. 

Creative Execution 

The centerpiece of the creative execution was the actual Teddy Gun which served 
as a powerful symbol to quickly and provocatively portray the contradiction that the 
manufacture of a simple child’s toy is more highly regulated than the manufacturing 
of guns. 

We launched TeddyGun.com to serve as the central hub for all touch points and 
tactics and exhibited Teddy Gun online through custom websites, film and in the 
real world. 

We created guerilla marketing experiences by exhibiting the Teddy Gun in public 
spaces to stop people in their tracks. These public exhibitions were at markets, 
plazas, and on the National Mall in front of the US Capitol. Then we brought the 
Teddy Gun to the offices of key Illinois legislators for their support. 

We launched a film in cooperation with the help of allied legislators to bring 
everything we did to life. Postcards and street posters were also developed. 

Owned media was a key part of the strategic approach. Everywhere and every time 
we exhibited the Teddy Gun, the experience drove people to TeddyGun.com to take 
action by putting pressure on their congressman. TeddyGun.com also offered 
compelling content to showcase the disparity in regulations for the manufacture of 
teddy bears vs. guns.  

Twitter was chosen as our primary communication channel due to its reach 
potential given tight timing requirements. Twitter was also where politicians and 
our target were most active, and it served as an ultimate “microphone” for voters 
to quickly and easily pressure their representatives about taking action. A 
convenient TeddyGun.com tool would take a ZIP code entry from a visitor and auto-
populate a custom Tweet pointed at a lawmaker’s Twitter handles.   

Facebook allowed us to tap into our current fans along with providing us with a 
platform to start the social conversation. A YouTube channel allowed us a place to 
host our films and make them readily available to both our supporters and our 
opposition. 

PR efforts drove the message home. Plugging on local nightly news coverage, 
picked up on vlogs and spread through multiple other media outlets. 

 

Business Results 



Our objective was to get our bill, Illinois Senate Bill 1657 passed as law. The 
measurable KPIs include the senate vote and all of the related social media and 
earned media impressions used to pressure legislators to vote for our bill. 

We had to obtain 30 votes from the senate out of a total of 51 possible. This was an 
impossible task given the landscape. We had to break through the clutter, drive 
traffic to teddygun.com where people could take action and share our message via 
Facebook and Twitter. We also had to do this and fight against our competition that 
receives millions in donations annually. 

On April 27, 2017 Illinois Senate Bill 1657 was passed by the Illinois Senate. A first-
time achievement for Illinois Council Against Handgun Violence. This bill and bills 
similar had been introduced 15 times prior with no success. This was a huge step 
forward in gun regulations and reducing the amount of gun violence in Illinois and 
beyond. 

But in addition, we’ve mobilized people elsewhere with our contagious idea as 
proven by site traffic to teddygun.com from 49 states.  

In addition, our social media outperformed the social and advocacy category and 
our referral traffic was our second largest driver to teddygun.com proving we 
piqued the right interest.  Teddy Gun stopped people in their tracks, earned an 
unprecedented 135 million impressions, and drove social media pressure 
contributing to our bill passing Illinois Senate. 


