


#Poo2Loo: It is a digitally led, fun, 
interactive campaign that intends to do 
more than just create awareness on 
issue of Open Defecation. It also brings in 
youth participation by giving them power 
to put Poo in its right place – the toilet.  
 

 
 

WHAT 



 Reach primarily urban young people. 
 Create an active layer of advocates. 
 Collective voice will help stimulate creation 
of a new social norm where nobody accepts 
open defecation and everyone uses a toilet. 
 Create noise that makes the nation sit up, 
take notice and join UNICEF in its efforts to 
make India poo free. 

 

WHAT 



The best way to help youngsters  
help everyone to face the issue is:  

Let All Poo Break Loose On 
Them!  

  

HOW 



 On the ground and online, young 
people will encounter the character of 
Poo: Poo has lost its way in the city and 
must be shown the way to the Loo. 

  

HOW 



 The campaign also offers participants the choice to make a pledge 
against Open Defecation.  

HOW 



Every element of the campaign directs young people to a microsite that 
engages and educates around the issue of Open Defecation.  

WEBSITE 

http://www.poo2loo.com/


OTHER PLATFORMS 



FACEBOOK 



TWITTER 



Microsite/ WAP 
Site 

Social Media – 
Facebook, Twitter, 
YouTube, Google+ 

Game (resting on 
Facebook) 

Mobile 
Application 

Webcert 

Onground 
Activation, Twitter 

Activation 

Anthem Song 

CAMPAIGN ELEMENTS 



POSTERS AND BANNERS 



POSTERS AND BANNERS 







POO2LOO GAME 



MOBILE APPLICATION 



MOBILE APPLICATION 



During the first phase of the campaign a song will be released. 
 
 
 
 
 
  
First thing in the morning 
what do I see 
a pile of shit staring at me 
I close my eyes  
I step away 
No matter where I go 
there’s no getting away (…) 
 

POO SONG 



VIDEOS 



WEBCERT 
an online concert where youth bands will be performing 
the poo song.  



MEDIA OUTREACH/ STATE INVOLVEMENT  

11 November: Roundtable. 
 11-19 November: In depth interviews. 
19 November: OPed on Open Defecation. 
Partnership with radio stations.  
Ongoing media engagement throughout the 
campaign period. 
 Link to existing partnerships: Art of Living. 
Bootcamps to be organized at state level to 
engage key influencers.  
Celebrity engagement. 

 
 

 



PARTNERSHIPS 
We’re partnering with Private Sector companies and civil society organizations to 

help us spread the word  




