The Grinch Who Stole Chrlstmas

* America already

| has lots of Grinch
|| experiences
which we don't
get in the UK.
The UK in recent
\Hl vears has seen
more brand
collaborations
but no physical

How the Grinch Stole Christmas!
(1957) is a children's Christmas book 4
by Theodor "Dr. Seuss" Geisel written (4 2 7
in rhymed verse with illustrations by =%

the author. It follows the Grinch, a
green cranky, solitary creature who
attempts to thwart the public's
Christmas plans by stealing Christmas
gifts and decorations from the homes
of the nearby town of Whoville on
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Christmas Eve. As a result of the o experiences.
townspeople's response, the Grinch Cultural Significance: |

realizes that Christmas is not all about *lconic American Christmas figure |

money and presents. *Themes: generosity, community, transformation

*Recognisable imagery: Grinch’s green fur, Mount Crumpet, Whoville,

| Dr. Seuss' How the Grinch Stole Christmas Christmas decorations, Cindy Lou

is @ 2000 American Christmas fantasy

:’_ . comedy film directed by Ron Howard. . .
~ Based on Dr. Seuss' 1957 children's book of .Australla Spain/ C?”ada . UK
the same name, this marked the first Dr. Grinch x Cotton  Portugal Grinch X Grinch x Dr.

Seuss book to be adapted into a full-length On ) Grinch x Lefties McDonaIds N PAWPAW

&4 . feature film. It is the first live-action

adaptation and the second adaptation of the

book. The 25th anniversary of the live-

% .. action movie Dr. Seuss' How the Grinch

% // Stole Christmas is on December 12, 2025.

—n, To celebrate, the film is being re-released in
- theaters for a limited time on that date.




SN L7 LO n d O n | ' K The UK’s cultural industries are diverse and fast-moving, with
NS 9 audiences that value originality, emotional storytelling, and authenticity.
British humor tends to be understated, ironic, and self-aware,
so overly sentimental or exaggerated messaging may not
resonate. Language should use UK spelling and vocabulary,
» while communication should feel inclusive and accessible to

- a multicultural audience. The UK values diversity and social

awareness, so visual representation and tone should reflect
inclusivity.

The UK population is highly urbanised, with major creative
and cultural hubs in London, Manchester, Birmingham,
Glasgow, and Edinburgh. Urban audiences are particularly
drawn to creative events, pop-up experiences, and cultural
exhibitions. Younger demographics (aged 18-35) are driven
by novelty, interactivity, and shareable experiences, while
families (aged 25-45 with children) seek accessible,
educational, and entertaining activities. Audiences are
generally value-conscious but willing to spend on
experiences that feel unique or meaningful.

| have researched some popular London Immersive
experiences that are targeted towards families. They highlight
current trends in the market, where interactive, story-driven,
and familiar experiences have the strongest engagement. By
combining recognisable cultural references with high value
and hands-on participation, these attractions appeal to
visitors seeking memorable, shareable moments.

Tourism also plays a key role in audience composition. Cities
such as London receive over 20 million international visitors
annually (According to VisitBritain), particularly around
seasonal periods such as Christmas. This increases the
potential reach of creative events that combine local culture - ¥ MINECRREY
with international appeal. London hosts numerous seasonal e ; EXFERIENLE
events, exhibitions, and brand activations throughout the Ay
year. To stand out, a new project must differentiate itself
through narrative, design, or cultural relevance.
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It is also important to align with local customs and cultural
touchpoints. Integrating familiar references such as
traditional foods, festive celebrations, or local idioms helps
make imported or international creative work feel relatable
and relevant.




Intended Strategy

| plan to create an immersive pop-up event in London themed around The Grinch Who Stole Christmas to celebrate its 25th anniversary. The
experience will be designed for families, combining festive storytelling, interactive installations, and playful activities that capture the
mischievous charm of the Grinch. By blending nostalgia with hands-on engagement, the event aims to offer a memorable and family-friendly
Christmas outing that appeals to both children and adults of the UK.

« Location: Central London, chosen for strong public transport connections ~ 1he objective of .the experience is to engage aUdie.nceS with the
via the Underground and bus routes to ensure accessibility and high footfall wholesome, positive message of the Grinch, creating a meaningful

exposure. and memorable visit for families. The experience aims to foster
* Audience: Targeted towards families with children, using nostalgia and enjoyment and emotional connection while simultaneously increasing

familiar visuals to appeal to older visitors while engaging younger audiences footfall, driving ticket sales, and boosting revenue from catering and
through interactive, hands-on activities. merchandise

« Ticketing: Introduce family bundle discounts and offers such as “under 3s

go free” to encourage group attendance and affordability. Advertising will focus on reaching families across London through a mix
» Catering: Collaborate with a UK-based catering business to provide of physical and digital channels. Posters will be placed in train stations,
themed Grinch refreshments that enhance the immersive festive on trains, and at bus stops to capture high footfall, while social media
atmosphere. campaigns on Facebook and Instagram will target parents who are most
» Merchandise: Include a retail area at the end of the experience SeIIing ||ke|y to engage. Add|t|ona||y’ coverage in W|de|y read newspapers such
exclusive Grinch-themed products alongside official UK brand as The Sun and Daily Mail, along with features on popular television
collaborations such as Dr Paw Paw or LUSH. shows like Loose Women or BBC Breakfast, will increase visibility and

* Social Media Integration: Incorporate phOtO Opportunity Zones throughout attract a broad audience to the experience.
the space, supported by QR codes and event-specific hashtags to

encourage visitors to share their experience online and increase visibility. Partnering with well-known British brands helps create a sense of
+ Character Interaction: Offer a meet-and-greet opportunity with the Grinch  familiarity and trust for the UK audience, making the experience feel
at the end of the experience, with options to purchase printed or digital welcoming and approachable. Recognisable brands also enhance the

souvenir photos, following the model of successful London attractions like immersive environment, encouraging visitors to engage more confidently
Shrek’s Adventure. with the event and its activities.



Visual Mockups
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1) Entrance - QR code Tickets,
Queue signage, Introduction /
Entrance mural

2) Grinch house physical set,
with grinch and max figures

3) The heist, miniature display
of Whoville, full who house set
with animatronic grinch

4) Gets to design your own
bauble, tables with craft tools.

5) Café selling food and
drink, themed to whovill
village, mural to stick up
your bauble to help
redecorate the town.

6) Walkthrough the Christmas dinner with the grinch and who figures, sit

and take photos at the table.

6) Photo opportunity with QR code and
Hashtag to encourage people to post
online, links to the message of the
grinch. Meet and greet photo opportunity
with the Grinch on backdrop.

7)The shop to buy the photos you took
with the grinch, several kiosks. Exclusive
merch to the event such as mugs,
magnets, postcards.



Evaluation / Reflection

| chose The Grinch Who Stole Christmas because it is both timely and topically relevant, celebrating its 25th anniversary and aligning
perfectly with the Christmas season. It also provides an opportunity to experiment visually and thematically, allowing the space and
story to be playfully adapted to create an immersive and engaging experience for visitors.

The strategies | implemented for the Grinch 25th Anniversary Pop-Up effectively align with the behaviors, expectations, and
preferences of a UK family audience. Targeting families in London, the focus on accessibility through central location and public
transport links ensures that the event is reachable and convenient and addresses a key consideration for UK parents when planning
outings. Ticketing strategies such as family bundles and “under-3s free” reflect the UK audience’s sensitivity to cost and value, making
attendance more appealing to larger groups or those with younger children. Interactive installations, social media integration, and
photo opportunities align with the UK audience’s appetite for immersive, shareable experiences. Collaborations with recognisable UK
brands further reinforce trust and credibility, enhancing the perceived quality of the experience and encouraging engagement from
both parents and children. The strategies demonstrate clear alignment with audience expectations. Strengths include the integration
of affordability, accessibility, and shareable content, which all resonate with UK family behaviors. Trade-offs involve balancing
immersive engagement with space limitations in a central London location, which may restrict visitor flow and capacity or installation
scale. | think that its biggest success is aligning with the current UK market of immersive experiences and setting similar expectations
which will be comforting and familiar to guests.

To improve, | would consider the core messages and themes represented in the Grinch, such as generosity, community, and
transformation, and reflect on how these resonate specifically with a British audience. | could explore ways to highlight and customize
elements that align most strongly with UK cultural values, ensuring that key moments of the story are emphasized and draw attention
to the aspects that will have the greatest emotional impact for visitors. Reflecting on the experience, | loved generating creative ideas
within real constraints, as it allowed me to experiment and push the concept visually and thematically without having to hold back.
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