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Communicational edges

Main communicational goal is to

e Parents who have teenagers
e Elderly'who have‘grandcnildren

Main communicational goal is to

e People in the moments where families come together

Main communicational goal is to

* The feeling of social responsibility
* The feeling that one can affect on young people’s future

Create motivation by stirring up the natural human nurturing instinct.

Through the emotional connection these people, the target group can relate to young people.
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Programmatic display




TEASING PHASE
Budget per year: 5 000€

R SE W,

Social (2 000€):

Role: Awareness to the campaign and |

direct users to the campaign site
Why: Accurate targeting possibilities
Message: Facts about youth’s social
exclusion

Campaign site (3 000€*):

Gives the opportunity to get to know &

the idea, donate and create
awareness

*0n the first year a larger budget is
reserved for the campaign site build up.
On the second and third year the
campaign site updating budget is 1 000€
per year. The left 2 000€ budget per year
can be allocated to the channel which
proves to perform the best.

CAMPAIGNING PHASE
Budget per year: 23 000€
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OOCH (10 000€):

Role: Awareness — reaches target group during the
holiday shopping moments in shopping centers
Why: High and effective reach in the right moment
Message: These young people do not have anyone to
shop/have dinner/spend holidays with (questioning well
off- theme)

Social (5 000€):
Role: Reaches in the moments when coming together is
happening

Why: Accurate targeting possibilities in the right moment

Message: These young people do not have anyone to
shop/have dinner/spend holidays with

Print - promoted articles (5 000€):
Role: Reaches families in the moments when coming
together is happening
Why: High time spent with content and TG’s additional
time on holiday season
Message: Stories of the young people who have
experienced social exclusion

Flyers (2 000€):
Role: Reaches families in the moments when coming
together is happening
Why: Affordable way to get the message through in the
right moment
Message: These young people do not have anyone to
shop/have dinner/spend holidays with

Campaign site (1 000€):

'_ Gives the opportunity to get to know the Voimatiimi-idea,

donate, join in and create awareness

MAINTAIN
Budget per year: 5 000€
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Social (1 000€):

Py~

Role: Reminds the target group of the #." 5 e
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Why: Accurate targeting possibilities ﬁ' ‘ﬁ; ,

% Message: This could be your grandchild /;‘-@
f"‘ child. (Provoking image) ’*

Programmatic display (3 000€):
Role: Reminds the target group of the

people to participate
Why: Accurate targeting possibilities
Message: This could be your grandchild /
child. (Provoking image)

Campaign site (1 000€):
Provides information of the
Voimatiimi participants and
a place to share their stories



TRHIS IS WRHY THE CAMPAIGN WILL WORK

Obijective:

Raise awareness of social exclusion in the higher income class.
Recruit 3 000 new donors within the next three years.
Insight:

During holiday season people tend to feel the most loneliest.
Target group:

55+, annual income > 50 000€ per year

The target group has resources yta to their high income.

Because of their family values young people’s loneliness is considered to be an important topic.
Thus the target group can relate to the campaign message.
Strategy:
In order to deliver the message of loneliness of the holiday season, the touchpoints occur during these social events where families gather together.
Execution:
OOH in shopping centers, social and display advertising, promoted articles in print magazines, flyers handed out in cultural events and the campaign site itself.
Outcome:
Target group size: 180 393 people
Conversion rate: 1,66%

- 3 000 new donors within three year time period




