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Foreword

Hong Kong has an ageing population, with 29.4% of people aged over 60. This
percentage is expected to increase in the future. Typically, those aged 35 to 60
are responsible for caring for elderly parents. This group makes up 39.6% of
the population and generally has higher education and purchasing power. The
COVID-19 outbreak has added additional challenges and stress for middle-aged
caregivers, often resulting in neglect of their own physical and emotional health.
It is important to empower them with knowledge and resources to maintain

their well-being and effectively care for their elderly loved ones.

To raise awareness of the challenges faced by caregivers, a group of 27 third-
year Advertising and Branding students from the Communication Studies
Department of HKBU collaborated with a real client named "60-60." The
students developed a series of campaign ideas with engaging content and videos
on various online platforms, aimed at encouraging more people, especially

youngsters, to understand and support caregivers.

The objective of the project was to provide hands-on experience to students in
developing digital social campaigns and promoting impactful messages to those

in their midlife, particularly the Sandwich Generation, and those responsible

for caring for their ageing parents. The students aimed to shift the paradigm of

caregivers and offer a more positive outlook on their role.

Each group created a video promoting care, passion, and understanding towards
caregivers while presenting fruitful and creative ideas on brand promotion to
the client. The project not only benefited the client but also provided valuable

learning opportunities for the student's personal development.

In conclusion, | want to express my gratitude to everyone involved in this
project. Your ideas were astonishing, creative, and highly resonated with our
target audiences. | am reminded of the saying, "Compassion brings us to a stop,
and for a moment, we rise above ourselves." | wish all caregivers in society a

healthy, compassionate, and loving life that shines.

Vivienne S.Y. Leung Ph.D., SFHEA

Senior Lecturer

Associate Programme Director of the Bachelor of Communication (Hons) &

Associate Programme Director of the Master of Social Science in Media Management of the
School of Communication

PRAD 3056
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TASK:

Our mission is to increase brand awareness and grow the 60-60 Facebook
following by designing a campaign targeting caregivers and caregivers.
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2023 BACKGROUND OF THE TASK:

CASE STUDY The population continues to age, and Hong Kong has become an aging society.

Caregivers and carers increasingly need information and services to solve

Group 1

the problems they face. Especially during the recent pandemic, more people

have been struggling to take care of the elderly. Therefore, the campaign

aims to promote 60-60's platform so that more people can have access to the

CREDITS information, services, and products they need.

Lai Yin Tsun, Parco

Ling Ho Yuet, Josie RESEARCH INSIGHTS:

Wong Hoi Yin, Kelly Based on our interview and background research, we identified an increasing
Lo Hoi Fung, Leo need to alleviate caregivers' burdens by providing resources and assistance to
Chee Hiu Man, Huma caregivers as well as caretakers. 60-60 is a platform that connects caregivers
Cheung Ngai Man, Amy with seniors in need of assistance with daily activities, which can provide

companionship and social interaction. The platform can also help reduce
caregiver burden by providing resources and support for caregivers. Partnerships
with healthcare providers and community organisations can help increase the

awareness and reach of the platform.

OBJECTIVES:
e Raise the number followers of 60-60's Facebook page by 5%
* Drive traffic to 60-60's website and Facebook page

* Increase the exposure of the 60-60 brand

TARGET AUDIENCE:
CLIENT: 60-60 Primary: Women 35 to 60 years old
60-60 is a digital platform that provides information, services and products to * Demographic segmentation: As the breadwinners and caregivers of the family,
caregivers and caretakers. It focuses on three content pillars, health, wealth, these individuals serve as the family decision-maker, so they have to bear most
and happiness, and aims to enable audiences to enjoy a more wonderful life by of the pressure and responsibility for the family. Hence, it is common for them
enhancing these three pillars. to feel stressed. As they have to work during the day and care for their family
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at night, they devote most of their time to their family. Meanwhile, their needs
and wants are easily neglected.

¢ Psychological segmentation: These individuals may face difficulties balancing
between working and caring for family members. They sacrifice their personal
time and, thus, have less time to entertain and relax. As a result, they may feel

stressed and tired.

CAMPAIGN THEME:
PPETIRER - T F R - EREERET T RERREE - Lt REAC -
STRATEGY:

Increase audience awareness of 60-60 by using online-to-offline tactics

TACTICS 1: PAID MEDIA

Execution 1: Radio Pitch

Rationale: Increase target audiences' awareness of 60-60 via the radio, as the
target audience's age group matches 60-60 and the radio can reach both female
and male audiences.

Media: Radio programme "Share My Song" ( B & 3t 1% ) by Hong Kong

Commercial Radio

Details: The founder of 60-60 can share her own experiences on taking care of
elder family members and introduce 60-60's features (e.g., information sharing,
discussion forums, shopping platforms, and virtual reality). Talking about the
challenges caregivers face will resonate with viewers who also care for the
elderly. The founder can also mention the campaign " #F4F8/EE - 4474 IR

to let the public know what new services they offer.

Execution 2: Advertorial
Rationale: Increase people's awareness of 60-60 by publishing an online
advertorial.

Media: HKO1 website and mobile app

Details: The advertorial will be published on HKO1 under the “silver-haired

group" category, which integrates contents related to elders' health. This

category attracts people interested in elder-related topics. HKO1 is selected for

the platform due to its large reader base and the similar demographics between

HKO1 readers and the campaign target audience.

The advertorial will be written with the intention to increase people's awareness

of 60-60 and direct reader's traffic to the 60-60 platform. It will be written as an

interview narrative.

One advertorial will be published and will include the following:

- A brief introduction to the phenomenon of Hong Kong retirees

- The founder's personal experiences taking care of her father and the challenges
she encountered

- The reason and vision for establishing the 60-60 platform

- Introduction to the platform's features

- The founder's goals for the 60-60 platform and encouragement for caregivers

(iR - BE "& ) WHAETH5]

60 » —ERRRZRNIFR - —BEALEERE - BAAETH
%0 EERINE -~ BRERE C BIt NERL - FREREBRIKAL
BEARERAT - EEMBENFN - EHIRERAEER X2
ERESE - RAHFDNEE N —RRVRKREEE ? 60-60 F5A
A Cynthia ZRAKEME - SENITHBRERREEEEE
T HEFYALE -

BN L R

Cynthia 3R IR BIDARER - EHMERER - RETHRE
MBI REER  HRENCREDHAARAE MRS
R - DLEBRSR - Cynthia T8 FEB R BI—RIBSEAH BIATITHR -

RSAE—EEE - BPLEE SN NREEE  REAHE
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EEBENLHEE - BETZ4H] > Cynthia FEESKE—ERBF
B TRAR ) KN EER - X EBEH ORI ERT -
BERSERREPFGIHE « HEFRLMEHEINEH - LR
EsB—ERaBAEE  B—EHOAHESES - AHPIEE
ik S EHE TRBEA, -

FARRFERVIRMEED o 4 Cynthia RRREAARMEL B HAMULSR -
BRARZEIRFHR ; BMEEE B - ,%%tmiﬁﬁﬁ%ﬁﬁﬁ@%a@iéﬁﬂ ’
OREBRHRIZE FRSRIZENRS - MHEIRERENE -
Cynthia # K AZ| RN HO - ENER 7Té %%2%% » IR 2R B
LY 60-60 HIFEA °

—BREFA
Cynthia ABERERVEEL TS - EEBRERS TREPA,
HEEERARE - N - A RREERREERET &

DEFE—— 60-60 < EEHARIRAE - 60 FEURKE £ T %5 -
S5 — AR RER TR » Cynthia ATBA AL BB T L5
2 60 °

F2 RARKRBEEZEEFETIRENYE  EXZERLETFHEER
KRR AR BUAAKEKRABEEBEES RN AL o Cynthia X B
CEAR M ENBERE - BT 60-60 ° $Ai§§ﬂlﬁ BIRIK
A0E - BRTY IRt 1L5f:éfuﬂﬂff¥ﬁﬁ%ﬂuﬁk Cynthia N2 E R ZER
MBENBENBBNER  AEREETRER - KRtk

60-60 JTE%/B\?@EE%EU/D\’E“E%D&E% FTLlFEREE - HESE
BHNERER  AERBEERMREREATEREC -
RIMIA+4F - 60-60 —EE DA REERMREBEREEREM -

ARESHE  TARS RIBAE  AA VR BESE
360 ERARBREL  BEERALSETRRIIES 2B - 2
— 5 » 60-60 IEATEATEREM » HEMAERBRRS
2485 -

IVESRILFE

60-60 VMR EEBEE L ALRREEHEFERBREENTE %
MmZEBALZFEHBREDENWEEEBEMAL TNFIE  TI5FE
BEEETEERERTHREBC  Cynthia BEFEMERD
BRZTME - HEAEARKRIERELEANERNRE - LHIRRE
BR#E - MEREHBEEGVIEHERS AR -

B L& ETT https:/60-60.0rg/

TACTIC 2: COLLABORATION WITH NON-GOVERNMENTAL
ORGANISATION (NGO)

Execution

Rationale: Increase people's awareness of 60-60 using offline to online tactics.

Media: Facebook page and official website of 60-60 as well as the care centres

of The Hong Kong Society for the Aged

Details: 60-60 will collaborate with The Hong Kong Society for the Aged to

organise regular IT courses for the elderly who are caretakers to learn how
to use their smartphones, send WhatsApp messages, and use social media
platforms like Facebook. Although the IT courses will be held at the care centres
of The Hong Kong Society for the Aged, we hope to reduce the time needed for
caregivers to teach the elderly how to use electronic devices while engaging
caretakers in learning new skills and better adapting to the current society.
The online and offline channels will be interconnected; after caregivers see
our course promotion and help caretakers register for this course, caretakers
can visit the care centres to attend IT courses and learn how to use electronic
devices, including setting up their social media accounts. Thus, caretakers can
follow the 60-60 Facebook page if they are interested in elderly-related services

and join other 60-60 events in the future.

GROUP o
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TACTICS 3: OWNED MEDIA

Execution 1: Interview Video with Caregiver

Rationale: Increase people's awareness of 60-60 by resonating with the
audience.

Media: Facebook post

Details: We interviewed a caregiver to learn about what she needs and what
we should provide for caregivers. Through the interview, we hope to show our
audience that we care about the needs of caregivers. In the Facebook post, we
will use links to direct online traffic to our website and our page, which will

help us to build 60-60's brand awareness.

Facebook post:

Post Content:

BUfEY - TR Y 5K - thE—EREE - BREEMAFENER
E o EAMNZRE  c KBt RAREETENREE - e —
BFE ~ —LrSEMNER ~ IR —8FF -

SEEM > BT 60-60 EF ©

KA NMERREERE—EYS  EEFELOoZAREANER - <
WHREEEBEE TR ~ Bt RERZIH IREEE - RAINRIEEERIRER
BRESMMATFEBRNESIER - B9 360 E VR 82586EE A
EARAHP T B2 BEZ AT R EBNAR - ANREEREBEE
B DR R E BB R I AT ~ WA AR DR o

—HRUIK  fRFEFRT o BHEERM 60-60 - FHM—EETE

Facebook E§ :
https://www.facebook.com/6060.org?mibextid=LQQ]4d

Aduk -
https://60-60.0rg

Interview video
screenshots:

Execution 2: Interactive Social Media Post

Rationale: Increase people's awareness of 60-60 via Facebook posts, as it is easy
to communicate and engage with current and potential followers.

Media: Facebook

Details:

We will launch a series of interactive Facebook posts to consolidate current
followers and increase engagement by creating a consistent and engaging
presence on 60-60's Facebook page. The topics will focus mainly on caregiving-
related topics, hashtags, and tips for giving good care. We aim to provide value
to followers and help establish 60-60 as a trusted and authoritative brand in the

caregiving space.

GROUP o
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Facebook post:

60-60
202249F270 - @
[FHEL 4T - SRR 1 Th 1)
SEAS . TLRESHE  KHERILS)  BRERPRE  BEFH AT EEAE o

R n ey 9900

ERRRE R INGE

.
o 2
TN ‘!) . -
'714 4 9 ,74
':' j’ e h ¢ @) ! "(;‘A
Ehe=mg [ ErEs

BONET ARRAEEEN A S AR

o . N ERWENE RS

30

AMRBESE -t F: ]
sAReFEceSDeENE pe  HEEEENE PRERSDREE « WRIHOWE -
RREBHUADDADRE - FORE  BESBLARORRAR - GUNE -  HDEEAERSEOEROBEE
ARt LFE - REBDAMYE

Post Content:

[RERETFY - RIRNRESFING ]

WA T  TIMERSE - WAEANHSR ) F EREZITRE - BiE
I TR AT DIAROB/ NIRRT
1. ANBERER  REEZAFESHTEAHRERRE - BREAR

RAER SR EZI A MELE - RO KERINEE -

2. BRBE BB RFUBEEEARBRILRTF - MAEXERH
RARZRETINGMTT - MEBIBREERRUBNE AZORAEFER

BIRYERR o

3. HEEEEENGS | R EEZARNEEMIR - FIANME » O
Pk - REFRIEMAE - BHRERA o

4. BER  JEBEFATHENEREEY B ENRERE - 58

7‘5’3% YRR EERRET SR B2 EER -

5. 8F0M - mERREIRER  RAaNABES - EBEFAE
REENRBNERR MEEFASASERERZTRE £
EAEBRE LU LBOFRREESEKRIEMARE - M 60-60
LA ISR & A ARIRALR BT Akiku Aroma - BEIEREF

A?EEE?U(/R https://60-60.org/ ZE i /akiku-aroma- Bh A%~ {(R{&#--
NEA ST 10/ MRDZEXEFALVERE

%E% !
P EER—EDBBEEE AR - AR %* 2 BRERIBATH

4 - REMRIFE RBINELTY) - TREELE =30~

MEDIA PLAN AND TIMELINE:

2023 2024

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun
Radio Pitch

Advertorial

SRt - - . - - - - - - - - -
SRR E - - . - - - - - - - -

Release of
Interview Video

BUDGET:
Item $
Advertorial 40,000
Logistics (Collaboration with NGO) 30,000
Social Media Advertisements 20,000
Others 10,000
Total 100,000

GROUP o
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KPIS:

* Facebook page: Number of followers

« Facebook posts: Number of engagements, cost per engagement

e 60-60 website: Number of visitors and new visitors

 IT course: Participation rate

« Advertorial: Cost per thousands

CONCLUSION:

To conclude, our team aims to increase awareness and connect caregivers

through our campaign involving a radio pitch, advertorial, collaboration with

an NGO, and social media marketing to encourage caregivers that they are not

alone in their caregiving journey. We seek to increase brand awareness and help

drive traffic to 60-60's official website.

KEY LEARNING:

Lai Yin Tsun, Parco

In this project, | have learnt a
lot about how an integrated marketing
campaign is executed. At the
beginning of the project, we learned
how to do effective research about
consumers' insights. We learned
about the needs and insights that
we didn't know before. Through the
SWOT analysis and the client brief,
we got to know about the positioning
of the brand and how we should
promote the brand. We conducted
a video interview with the caregiver
and learned how to prepare and
execute a proper interview as well

as how we should present it in video

to attract the audience's attention.
It was a very fruitful experience for
us to practise interviewing strangers,
and the interviewee's opinion helped
us a lot in the campaign.

In the brainstorming process
of our campaign, we came up with
many different ideas, and we needed
to be selective to choose the best one.
We needed to refer to the client brief
and budget to see which execution
is the most feasible and able to meet
the objective. This process allowed
me to experience the actual process
of selecting and filtering ideas and

how to concentrate them into the

most suitable one. | also learned
about the importance of teamwork
and how good teamwork can help
us work on the project efficiently.
After getting the initial feedback from
our client, we felt encouraged and
determined some of the limitations of
our campaign. My mindset became
more flexible and adaptive as the
plan needed to be modified and
improved. We further honed our
campaign, and | learned about the
importance of striving for the best.

In the final stage of this
project, | learned about what a good
campaign is. In a good campaign,
we need to be integrated; the ideas
and execution should be connected

to make the message effective to

the audience. If the campaign is
integrated enough, even if the idea
is simple, it can be communicated
effectively. In addition, this campaign
allowed me to know more about how
social media, advertorials, and radio
work. Together with the knowledge
that | have learnt in different courses
and lectures, | believe this will be a
very useful experience for my life.

To conclude, | am pleased to
have worked on this project. Through
this project | have developed my
campaign planning skills and
interpersonal skills. 1 also had the
chance to work with a real client
and experience the working process
realistically. It was a fruitful and

enjoyable experience.

Chee Hiu Man, Huma

| gained a new perspective on
the entire marketing process while
working on an integrated marketing
campaign. | learned important things
about many marketing factors that are
crucial to any marketing endeavour.
| got the chance to pick up new
abilities throughout the project, and
each stage of the procedure gave
me a better understanding of how to

design an effective campaign.

One of the most important
takeaways from the project was
the research process. | learned
about the significance of properly
conducting consumer research and
how it can inform the campaign
strategy. By analysing the client brief,
conducting surveys, and reviewing
competitor strategies, | gained a
deeper understanding of the brand's

positioning and how to promote it

GROUP o
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effectively. The research phase also
allowed me to identify key consumer
insights that were instrumental in
developing the campaign strategy.

One of the most significant
challenges of the project was
creating a comprehensive plan that
included various marketing channels.
Brainstorming ideas and identifying
the best channels to reach the target
audience required creativity and
critical thinking. | learned how
to create a plan that incorporates
social media, paid advertising, and
other marketing channels to deliver
a consistent message that resonates
with the target audience.

Working with a real client
was a unique opportunity to
develop my interpersonal skills. |
realized the importance of effective
communication, feedback, and
teamwork. The project required
collaboration among various team
members, and each team member's
contribution was essential to creating

a successful campaign. | learned

about the significance of being
flexible and adaptable when working
with a team, as it is essential to pivot
quickly if the strategy is not working.

In conclusion, working on an
integrated marketing campaign was a
comprehensive learning experience
that allowed me to gain valuable
skills and knowledge. | learned
about the importance of consumer
insights, brainstorming, execution,
and modification. The experience
provided me with a greater
understanding of the entire marketing
process, including the significance of
teamwork, feedback, and flexibility.
The project also taught me about the
importance of integration and how
to communicate effectively with the
target audience.

Overall, | believe that the
experience of working on an
integrated marketing campaign has
equipped me with the necessary
skills and knowledge to succeed in

the field of marketing.

Wong Hoi Yin, Kelly
Through this project, | have
developed a better understanding

of the challenges faced by both

caregivers and caretakers as well
as how to plan a holistic campaign

with my groupmates.

The personal insights provided
by the founder of 60-60 and our
interviewee inspired me a lot. In
previous courses, | have done a few
campaign planning assignments
that are more brand-oriented,
and | tended to think from the
brand's perspective when designing
strategies. This project gave me
opportunities to get in touch with
the target audience and gain more
in-depth and relatable insights for
campaign planning. Having face-
to-face conversations with the
target audience was certainly a
precious opportunity, especially
for the relatively niche segment of
caregivers, who are not uncommon
in our society but whose concerns
may not have been heard. Thus, |
learned the importance of listening
as well as understanding what the
target audience needs in order to
make a campaign that is beneficial
to both the brand and society.

In addition, | really enjoyed the
process of campaign planning, from
the very first stage of brainstorming
to finalising the campaign theme,
and | think we turned possibilities
into practicalities. As we confirmed
our campaign theme in the very

initial stage, the most challenging

part for me was designing tactics
that best suited our theme and
objectives. For instance, we changed
a few executions after the interim
discussion and decided to put
more focus on the linkage between
offline and offline, which we were
not aware of at the very beginning.
Luckily, we managed to develop a
feasible idea in redirecting offline
traffic to the online platform.
Most importantly, | learned that a
campaign would not be holistic
if the linkage between online
and offline is not strong enough,
and a consistent theme should be
maintained throughout the whole
campaign.

Finally, | genuinely cherish
the opportunities | had to work with
my groupmates, and | think we
demonstrated very good teamwork.
Because of my groupmates, |
learned that many factors affect the
campaign's effectiveness, including
people. As we may have different
ideas regarding the campaign
executions, conflicts may sometimes
arise. However, all our members
were willing to share their concerns
and listen to one another, so we did
not have groupthink and did not

follow one person's ideas blindly.

GROUP 0
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The process of challenging different
ideas and appreciating the good
ones made our campaign more

comprehensive and applicable.

Ultimately, | believe that we must
have good cooperation in order to

develop a successful campaign.

Ling Ho Yuet, Josie

Working on this project was
a precious experience, as | not only
developed a better understanding
of the campaign planning process,
but also got to know more about the
needs and wants of both caregivers
and caretakers in Hong Kong.

As a communication student,
| have experience creating different
campaigns, but they are all more
advertising-oriented and just
imaginative. This project was the
first time | created an integrated
marketing campaign for an actual
client, and it was quite challenging.
At the beginning of this project,
the client shared her experience
and job expectation in class, and it
inspired me to be more aware of the
caregiving and caretaking issues in
Hong Kong. As we know that it is
essential to understand the company,
the market, and the client, a SWOT
analysis was conducted as the first

step of our project. It is not hard to

do company and market research,
but it is difficult to step into both
caregivers' and caretakers' lives to
understand their needs. Although
we were required to gain first-hand
information by interviewing some
caregivers, the first difficulty we faced
was failing to find a suitable person
for the interviewee. Luckily, we were
finally able to interview a suitable
caregiver, film their daily living
scenes with the caretakers, and gain
some insights from the information
they shared. This experience was very
helpful as it allowed us to practise
finding targeted interviewees,
preparing interviews, trying our best
to create a video that is attractive and
appealing to the audience, observing
and understanding consumer
behaviour, and gaining insights from
their personal experience.

In addition to getting research
insights, another difficulty that we

faced in this project was creating

a campaign that was creative but
feasible. Unlike other assignments
when we created a campaign for a
brand without any restrictions, this
time, we had to make sure all our
executions were feasible to achieve
our client's goal within a limited
budget. Thus, we conducted lots
of meetings, shared and discussed
all our ideas, and finally chose the
ones that were the most suitable
and practical for this project.
Personally, it was tough and tiring
to think of an idea that could reach
our objectives, especially when the
company's competitive advantage
was not that obvious at first and
we had to create brand awareness
for both caregivers and caretakers.
However, after rounds of discussions
and consultations, we were finally
able to create a campaign with three
suitable tactics. The most important
thing that | have learnt is that, even
if the objective is focusing on the

online channel, a good campaign

should include executions that
drive traffic both online and offline.
For instance, although the idea for
one of our tactics, the elderly IT
course, was simple and common as
it integrated well into our campaign
and interconnected both online and
offline channels, it was already a
good tactic that should be included
in the campaign.

Although difficulties and
challenges occurred, it was very
satisfying to see the final outcome
and receive positive comments
from the client. Working with my
groupmates was also enjoyable.
Although conflicts often occurred,
we respected each other and worked
to solve the problem together. By
learning different techniques like
how to better understand the target
customers and turn the customer
insights into execution, | really
treasured this hands-on experience in

creating a campaign for 60-60.

Lo Hoi Fung, Leo

In the campaign management
course, | learned a great deal about
the whole process of campaign

planning. From conducting the

situation analysis and background
research to brainstorming campaign
themes and tactics, the course

provided me with a full picture of

GROUP 0
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planning and running a campaign. |
particularly appreciated the detailed
explanation of the IMC components,
which helped me understand the
various responsibilities and tasks that
come with planning a successful
campaign.

In this campaign project, |
was responsible for conducting
background research, analysing the
target audience, setting objectives
and KPlIs, and reaching out to
interviewees. Although these tasks
may seem basic, they are the
foundation of the whole project
and guide the overall direction of
the campaign. | realized that even
basic tasks are important, and a
considerable amount of effort is
needed to complete them effectively.

Working for a real client,
| learned how to apply the
knowledge gained in the classroom
to real-life situations. This practical
approach made the knowledge
more memorable and long-lasting,
preparing me for future campaigns.
Our weekly meetings to discuss the
campaign details and the interview
helped us get used to group work
and a busy schedule. | learned how
to communicate and work as a team,

contributing my individual power

and strength.

One of the significant
challenges we faced was finding
and reaching out to an interviewee.
We had difficulty finding a caregiver
who was over 65 years old and
willing to share their story in front
of the camera. It was my first time
conducting an interview, and it
was a time-consuming process that
served as a bridge between my
team and the interviewee. | had to
keep exchanging thoughts with the
interviewee and my groupmates and
updating the available schedules and
venues. Despite the challenges, it
was an amazing experience to see
my relative on camera.

| also learned a lot from
working with the client. As our target
was a small client, we had to think
more practically, such as considering
the budget and the client's
connection. We had to respect and
consider the client's preferences
and comments when planning the
campaign instead of only presenting
our ideas.

| also learned that changes
can come faster than plans, and we
need to be able to respond quickly.
For instance, the first interview

we conducted did not fulfil the

assignment requirement as the
interviewee's age was above the
target audience's age range. We
immediately regrouped and discussed
a backup plan, which resulted in
conducting a second interview.
Furthermore, | learned the
importance of communicating our
difficulties instantly and supporting
them with reasonable explanations
if we cannot complete a task within
the deadline. It was also important to
be brave to express and defend our
ideas and persuade the client when

we could justify them with concrete

evidence.

Finally, the course was a
service-learning course, and our
contribution to the project benefited
society. Through the project, | became
more concerned about the crisis
caregivers are facing. The interview
helped me learn more about the
experiences and problems my relative
faced, which she had not actively
mentioned before. This project even
improved my relationship with
my family members, which is an

u nexpected treasure.

Cheung Ngai Man, Amy

It is a rare and valuable
opportunity to design a campaign
for a real client during my studies.
In this course, | learned a lot about
campaign planning. It allows us to
apply the theoretical knowledge
we learned in class to a real-world
scenario, which helped us develop
essential skills and gain practical
experience.

First, | became more familiar
with target audience analysis. In the
previous course | studied, most of the
campaigns we designed were aimed

at rejuvenating a brand and attracting

teenagers and younger generations.
We were the target audience, and
it was easier for us to understand
the desires and behaviour of the
target audience. However, the target
audience for the client 60-60 are
caregivers and caretakers who are
from the Millennials, Generation X,
and even Baby Boomer generations.
We seldom come into contact with
this group of people unless we need
to take care of our grandparents.
We have to make more effort to
identify their needs, preferences,

and behaviour patterns so that the
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message and content we create can
resonate with the target audience.
Interviewing the target audience can
help us dig deeper to understand
their lives and the problems they
are facing while giving us audience
insights.

Furthermore, the course
enhanced my ability in media
planning. We have to identify the
most effective media channels for
reaching the audience. For example,
the older generation is not familiar
with the digital world, but our client
prefers using digital media. Hence,
most of our executions were online,
including radio, Facebook posts,
and advertorials, and we also used
the O20 strategy to drive offline
traffic to the 60-60 Facebook page.
This approach could reach the target
audience and meet the client's
requirements at the same time.

In addition, there were some

difficulties and limitations while
designing this campaign, such as
the limited budget. However, these
challenges allowed us to think
critically and creatively to find the
most cost-effective tactics to increase
audience awareness of the 60-60
brand. | also learned the importance
of creativity in a campai  gn. Even
with a low budget, tactics can be
effective in attracting the audience if
they are creative and interesting. With
these difficulties, our team bonding
grew stronger, and we overcame the
challenges by helping each other.
Overall, | had a meaningful
and great experience planning
a whole campaign with my
groupmates. | learned valuable skills
and knowledge that will benefit
my future career. From this course,
| gained practical experience and
knowledge, and it was an excellent

opportunity and practice for me.
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