
Nearly three decades ago, RPA put 
ampm on the map with the 
long-running “Too Much Good Stuff” 
campaign. But as our audience 
evolved, our campaign needed to also. 
Enter Toomgis — Too Much Good 
Stuff, come to life. Toomgis was 
introduced fully realized as a 
character and  the quirky, slightly 
random humor of the ads appealed 

to the sensabilities of the 
younger audience we 

aspired to connect 
with. Toomgis isn’t 
serious. Just like a 

visit to ampm, he’s a 
fun break from the 

seriousness of 
day-to-day life. 

He lives across all mediums, in culture, 
and in the stores themselves (you can 
even buy Toomgis gummies). Mindy 
Kaling tweets with him. He hangs with 
superstar athletes. And he’s a 
great choice for an amazing 
Halloween costume. 

There isn’t a lot of difference in the functional 
offerings between convenience stores, but 
we can make a difference in how our 
young target customers feel about 
us — by being relatabile, 
entertaining and connecting with 
current culture.
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Research showed that when people 
recall convenience store advertising, 
they typically remember a soft drink 
and a price point, or maybe coffee 
and a price point. They rarely 
remember which c-store is making 
the offer. Even less frequently are 
they able to identify 
what makes one 
c-store brand 
different than any 
other. To earn a 
bigger share, 
ampm needed 
young adults with an appetite for 
crave-worthy snacks to feel like this is 
a brand for them — and actually 
remember who the offers are coming 
from.

Creating the perfect brand ambassador for our fans” •  AN RPA CASE STUDY
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No fan base in ampm’s territory is more passionate than Los Angeles 
Dodgers fans. As the go-to convenience store for the West Coast, ampm 
has been a proud Dodgers partner since 2005 and is also the only place 
that people can buy hot, fresh Dodger Dogs outside of Dodger Stadium. 

Dodgers fans pointed out that their beloved, red-bearded third 
baseman, Justin Turner (in the midst of a transcendent season on a 
stellar Dodgers team), bore a surprisingly strong resemblance to 
Toomgis. We jumped on the opportunity and gave Toomgis a “summer 
job” with the Dodgers. 

During the week leading up to a special ampm Dodger Day, 
a series of vignettes were rolled out and promoted across 
ampm’s social platforms, showing Justin helping Toomgis 
attempt to find his place in the Dodgers organization by 
letting him try out various jobs at the stadium. The videos 
all built up to Dodger Day itself, where Toomgis threw out 
the first pitch and finally found his role on the Dodgers. 
Toomgis has been collaborating with Justin and the 
Dodgers across a wide variety integrations ever since. 

Kickstart sessions
 
Collaborative informal kickoff 
meetings with creatives to share 
new social technologies and 
formats, as well as brainstorm 
and workshop ideas. 

Media team 
workshopping
 
Well before they reach our 
clients, we share creative ideas 
with Mindshare (ampm’s media 
agency) in order to workshop, 
brainstorm, understand any 
media implications and identify 
opportunities to plus-up.

Competitive reviews 
& “social days”
 
We regularly bring our teams, our 
clients, other agency partners and 
social platform experts together to 
explore the latest technologies, 
best practices, new opportunities 
and outside inspiration — to 
ensure we’re constantly raising our 
own bar. 

Social collaboration
 
Our Creative and Strategy teams work with 
Social Community Managers to identify places 
for the brand to authentically join the cultural 
conversation — as well as listen for social 
conversations about the brand happening online 
already.

Identify “agility moments”
 
In collaboration with Mindshare, we find 
opportunities in advance to create content 
around cultural moments where the brand fits 
— like snacking around TV show premieres or 
finales, sporting events, “day-after” hangover 
moments, etc.

Analyzing, learning & improving
 
Our Research, Analytics & Insights team looks at what worked and what could be 
improved post-campaign, and shares with the creative teams to ensure we’re getting 
better each time.

Our holistic approach to connecting with culture

Toomgis and the Dodgers
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In order to reach more commuters as an opportunity target, 
and get them to stop at ampm during their drive-times, we 
positioned ampm as “the Champion of the Commuter.”

We wanted to demonstrate that we understand what they’re 
going through and give them things to make commuting more 
fun/survivable — as well as remind them about all of the good 
stuff we have for their commutes. The campaign was both 
action-driving and affinity-building. 

Our strategic planning team briefed our creative teams with 
the psychology of commuting, memes about commuting (after 
all, memes often reveal genuine human truths), commuting in 
pop culture, and more. 

The work came to life in a variety of ways:

Snack Origins Podcasts: Commuters are hungry 
for podcasts — and often just plain hungry. So we 
created a podcast series featuring Toomgis explaining 
the history of snacks like the Freeze, Cheetos 
Asteroids, and the donut. 

Snackcessories: Commuters need to eat 
on-the-move, so we created some unique inventions 
to make it easier for them to do so. Then we made 
infomercial-style videos to help show people how to 
make them themselves. The “Snack Rack” helps keep 
your candy bars from melting, by mounting them in 
front of the A/C vent. The “Snack Mo’ Bowl” 
ingeniously floats a chip-and-dip bowl on top of a 
cup, to provide easy snack access. And the “Belt-Bib” 
attaches to your seat belt to help protect your clothes 
from any mid-drive snacking spills. 

Part of our annual strategy is to create “Cultural Tentpoles,” where we concentrate 
media and production dollars behind a singular idea, in order to drive outsized 
attention.

In one of our cross-disciplinary “kickstart sessions,” we came up with an idea to 
create an official holiday in celebration of one of ampm’s cult favorites — Horchata. 

Often, certain foods or drinks can function as markers of identity and belonging. For 
example, boba (bubble tea) does this with Millennial Asian-Americans. Horchata is a 
cinnamon milk treat that is popular in taquerias and Mexican ice cream shops — and 
is a big favorite of our target audience of Hispanic Millennials. Demonstrating that 
the brand appreciates their heritage and culture goes a long way to building affinity.  

We saw an opportunity for ampm to “own” the idea of horchata the same way that 
one of our competitors owns Slurpees. 

So, Toomgis and ampm led the charge to create an official national day in honor of 
horchata — in order to give the delicious drink the respect it deserves. We created a 
roll-out plan for launching the day — with hype, launch, and sustain phases, all tying 
back to our objectives of driving visits and building affinity with our Hispanic target 
audience. 
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National horchata day

Connecting with commuter culture


