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Drivers behind social exclusion e.g. are

*  Traumatic childhood - Family backgrounda
love, unsecure and unstable relationships

Loneliness - Lack of social networks, feeling that one is diff rom others
Ending up with wrong people - Abuse of intoxicants

Lack of education - No degree imary school

Immigrant background - Diffic 0 adapt to socie )

» Young people who are invi ciety. Who they and where they are?

Campaign objectives

* To create awareness of Finnis society and to recruit new donors to
support the cause. The short te : project with the funds got from donors.
The long term goal is to get a m year within the next three y

Sources: http://www.sitra.fi/artikkelit/sitran-trendit-eriarvoisuus-ke
http://www.eva.fi/blog/2012/02/01/eva-analyysi-hukassa-keit%C3%
http://yle.fi/uutiset/yksinaisyyden_kokemus_on_merkittavin_tekija_syrjayty

26/mista-johtuu-nuorten-syrjaytyminen;
23/; http://www.eva.fi/wp-content/uploads/2012/02/Syrjaytyminen.pdf;
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CAMPAI

* Bring up issues that are invisible for e them visible

by sharing true life stories

* The phrase below will be replayed in a essages:

tarina




CREATIVE CONCEPT

Young people’s social exclusion is an invisible issue in Finnish society because nobody knows who they
are and where they are. Thus, awareness of the Finnish youth social exclusion will be created by telling
individual stories — these youngs will be made visible. By touching and inspiring human fates we spread
information in Finnish society about youngsters’ social exclusion and drive target group to become
donors for Helsinki Missio.

The key message of the campaign is "Anna mun kertoo sulle mun tarina — niin ndaet mut”. This phrase
will be used as a message in all media channels and its purpose is to drive people to the campaign site
where the full stories are found. From the campaign site one will find more information about the topic,
about the campaign and detailed information about how to donate.

In the message one socially excluded person tells by one sentence his/her key issue and after this says
the phrase that will be repeated in all communication. For example “Erilaisuuteni takia en ole koskaan
tuntenut kuuluvani mihinkaan ja olen jaanyt yksin. Anna mun kertoo sulle mun tarina — niin ndaet mut.”
At this point youngster’s face will not be shown — he/she is far away, showing his/her back and is seen
only as a figure. Objective of the message is to get the person who has exposed to the ad watch the full
video loaded at the campaign site.

In the beginning of the full video, the story teller is still far away and back towards camera. When
he/she has finished his/her story, the person turns around, walks towards the camera and is showed to
the viewer. Person behind the story will be revealed. They become visible.



CREATIVE CONCEPT

In order to create awareness of the various reasons behind the social exclusion and understanding of different
kinds of human fates, every message will be different. Facebook was chosen as a main channel not only
because of its cost effective reach but also for good platform to spread teasers of the individual stories in
video posting form. Radio, cinema, professional magazines and SEM are chosen to support Facebook.

In Facebook, one video posting will be executed per week in order to keep top of mind with the issue. By video
postings interest and curiosity will be created and people will be driven to watch the fulll video in campaign
site by link provided.

The same structure will be used both in radio and cinema messages. In radio, young socially excluded persons
will tell his/her story in one sentence and the campaign phrase will come after that. At the end there will be a
tail that drives the listener to the campaign site to see the full video and to get more information about the
campaign. Similar spots to Facebook will be used in cinema. The spot will be positioned near to the movie
starts (short and powerful spot) -> high attention value.

Teachers and social workers are the ones to ensure that no one falls through the safety net. Because their high
potential for donate and their important role preventing youngs’ social exclusion, they are noted in the
campaign by professional magazines.

SEM will support all the media and will go on through the year to ensure that the campaign will be found
when one is searching information about youth social exlusion or of the campaign. To be on top of the search
listing is important when driving people to the campaign site. SEO is also highly recommended to be used.
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CAMPAIGN TIMING SEPTEMBER OCTOBER NOVEMBER DECEMBER BUDGET SOB

FACBOOK 320006 32%
RADIO 21000 € 21%
CINEMA 16000€  16%
PROFESSIONA ,
MAGAZINES LUOLIR 10
. 21000 €  21%
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