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We are Alex, Elly, Iv and Ivan.

We are studying Advertising (major] and Public Relafions (minor] af New Bulgarian University.
When we found out about the new Ad Venture challenge we knew it was our chance to
show what we canl

We teamed-up, took an old internal joke as a name of our team and did all this.

We hope you will enjoy reading our project!



RESEARCH

HELD IN NEW BULGARIAN UNIVERSITY
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\ "Alcokol relases me and makes me feel
' cool and Fumﬂ. Ws *{-r-m-lﬂ +o drink a lot"

"T'm o Young person and | don't care about
Hhe consequences of drinking, ['m not
worvitd about my heatth because | don't
overdrink so ofben. The point is 4o be codll”

"Whea | dvink | feel mijself as a pat of
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OUR RESEARCH WAS HELD BETWEEN 148 STUDENTS IN NEW BULGARIAN UNIVERSITY IN JANUARY, 2013
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Alcohol is primarily used among young people for having fun — to relax themselves
and get in a better mood when at a party or with friends. They are more concerned
with their image and the way others perceive them, rather than with their heaith.

That Is why our campaign focuses on the “socilal health status” - a word play built
on the combination of the two basic elements - “soclal status” and “health status”.
Apparently it addresses the healthiness of the social status while the idea behind is
to influence indirectly on the physical health, which depends on alcohol usage. In
this way we are aiming to influence the target group by showing them how they look
like after the usage of alcohol - this is the main axis on which the creative decisions
are built.

SGCIAL HEALTH STATUS

The idea is to create a belief omong the target group that the recsonable con-
sumption of alcohol may improve the image, binge drinking destroys it for sure. That
is why the media channels used in the campaign are long-term and viral, aiming to
achieve a residual effect to change atfitudes.

The campaign doesn't aim to cause fear or to scare the target group by showing
disturbing images of the medical consequences of binge drinking. Rather the idea
i5 fo make young pecple think about their health by making them redlize the threat
of ruining their own image - the more powerful argument when it comes to persuad-
ing our targef of the damages of binge drinking. Through this unconventional ap-
proach we are aiming fo reach higher levels of effectiveness and fo reduce the
negative defensive reaction from a direct confrontation with the “real health issue”.

Owveruse of alcohol turns you into a different person and shows a different side that
you can see in the mimror. We ask “de you like your reflectiong”

Fisst you take a diink,
then the duink takes a duink,
then the dvink takes you.

Francis Scott ;Ffr.‘«:_'gﬁ'mfd



PROJECT GOALS /

* To achieve of lecst 40% awareness
among the target group about the
emotional damages that binge drinking
causes.

*To overturn the perception among the /

target group that binge drinking makes
them cool, attractive or in any way
enhances their social status.

*To lower the consumptlion levels of
alcochol by ot lecst 30% by creating
moderate  fear from  ruining  image,
damaging the “socicl health stotus" and
destroying the positive perception in the
others — some of the maost important things
for young people.

CTRATERY
STRATEGY
We am te change young people's
perception and turn binge drinking into
unacceptable social form by showing the
negative conseguences it has on their social
health status. We view accomplishment by
setting @ new frend in motion [opposite fo
what is now believed - that alcohol is
certainly needed in order fo have fun),
making the target group believe that only

the reasonable alcohol consumption may
improve their image.
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mobile devices.

A negative frend in group's preference (18
- 25 years oid) to TV is observed for the

period 2011 = 2012,

H

Achievement of the goals and redalization
of the strategy wil be accomplished
predominantly by new media utilization,
since these are the most commonly used
channels for communication by the target
audience. The main approach rests on
emaotional and rational advertising appeals.

Interactivity s used for the overdl
communication — we aim at provoking
inferaction with the audience in order to
increase the effect of the message and
achieve higher success rates.

Media selection = based on marketing
research, conducted by Marketing charts*
and Nielsen, showing that the people
between 18 - 34 years old are:

= only 18% of the TV audience,

* 28% of the internet video audience,

+ 52% of the audience, watching video on

The selection of commutalion channels
suggests o one-time development of c given
concept in a media, afterwards it can be
adaopted to different countries without
having the need fa recreate it - for example,
the Facebook application and the program
with augmented reality will be written once
and franslated many times. This saves fime
and resources.

The chosen communicalion channels are nol subject o ﬂmrem s most of ‘therl"l :

available after the end of the campaign, thus providing o long-|

* The whale resecrch - www.markefingcharts.com/wp/television/ore-young-pecple-watching-ess-tv-24817
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) young men & women

» age of 18 - 25

» socially adaptive

» communicative

p interested in their social
status and good image

» active lifestyles
p like to go out and have fun
» consumers of alcohol

at least once a week



CREATIVE BRIEF

¥ Young people consider themselves strong, fearless and
invincible. They are rarely concerned with their own health;
rather they are concerned with their social presence in the
surrounding environment, where they want to be liked and
popular,

social life, image and appearance are of great impor-
tance, being what the target group cares about, That is
why communications affecting social image as an indirect
approach to treat the health problem, are suitable for the
target group of 18 - 25 years old,

i Besides health, alcohol affects negatively social status as
= well. By addressing the social health status as target
- group’s priority, we indirectly influence the health issue.

BINGE DRINKING RUINS SOCIAL IMAGE.

both appearance and behaviour. Our approach 5 o
show drunken people how ugly they look and act in the
most suitable way = in a mimor,

ay Alcohol gbuse makes people look ugly, which is visible in
r



? Slogans will be changing depending on the media and its
R F g spacificities, as it is shown in the Creative Execution chap-

ier.
BINGE DRINKING RUINS YOUR IMAGE Every slogan consists of a question which supposes an
answer.

LKEYOUR LIKEYOUR WANTTO  WANTTO
REFLECTION? {MAGE? BETHERE? BE THERE?

175 BT 9 T NSETHOL, IT5 P T YO o DMECONNDMEEDME TOMUMEE  (UMITE M TIREN

Dasirable responses are meant to create moderate fear,
leading to moral ond behavioural changes.

“l used to drink a lot becouse | thought thaf | look cool in
my friends' eyes. Now | understand this is not the case =in
foct, I've been making a fool of myself, when abusing al-
cohol.”

“Up fo now | didn't realise how alcohol can damage my
social status.”

Young people view diseases coused by alcohal as dis-
tant and highly unlikely to affect them. Nonetheless every
single person has been a witness fo consequences caused
by alcohol abuse, ond knows how ugly it locks from aside.,
The threat of damaging their own image ond the way
others perceive them after binge drinking is a means o re-
stict abuse and help improve their health status in the
future.

Honest

Slightly disturbing and startling
Stating loudly the preblem
Queastioning

Leading to reflections

OO0 0 0O
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SGCIAL HEALTH STATUS

INTERACTIVE FACEBOOK POLL

1. HOW OFTEN DO YOU DRINK?

o Once a manth.
o Several times a month
o 2 - 3 times a wesk,

2,00 YOU KNOW WHAT BINGE DRINKING 15?
o | have no idea

ol think I've heard of it...

o OF course, | do.

LIKE YOUF
REFLECTIOH

| BINGE DRINKING RUINS YOUR |
SEER ADVICE = WWW YOURREFLECT)

|

1. HEW OFTER 00 TOU DRIRK?
oOnee 2 month

o Severnd times a mosth.

o2 -3 times o week

L HOW BFTEN DD YO DESRKY
& {nce mmenth

o Seperad Timer 3 month

ol

2 00 YOU EXOW WHAT HIRGE DRIKKMG 57
@ | harve na ides

a | khink Fve heard of 8

o Of course, | da

= DTS i

2. 00 YOU RRIW WHAT BRGE DRRKIND [57
o haree nos i

o thiink: For eeid of -

o 0¥ Lo, e

3. HAWE Y& EVER DRUNE FAR TO0 MIECE
NEST TOLOOK COOL @ YOUR FRIENDS EYEST
ooy, B'vihe umoal sihahdon

o Mo | decide how mrach 1o drink

o | o't dirindk 1o be cool. | abeeys am

3. HNVE YOU EVER DRUME FAR TO8 MUCH
ST T0L00K CROL IN MU FRIERDS EXES?
o P, ik the umosl shasfienn

o M, B deckcle hiss mucivin drink

&l dan T drink oo b col, | el am

LOW RESULTS = DISTORTED /RUINED IMAGE HIGH RESULTS = GOOD IMAGE
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DISTORTING
MIRRORS

IN ELEVATORS IN PUBLIC PLACES
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