Campaign strategy for the Liverpool Biennial
“TEENAGE PREGNANCY”

The campaign’s concept and visual identity was conceptualized by Andreja Kulunčić and realized by the marketing agency Millennium Promotions (www.mpr.hr) in Zagreb, Croatia.

IDEA AND GOALS OF THE CAMPAIGN

The idea and goal of the campaign “Teenage Pregnancy” is to speak out and to present to the public the problems and situation of pregnant teens and teenage parents within their life surroundings. The campaign “Teenage Pregnancy” is conceived to rouse interest in this complex problem within the public sphere and to open up questions. Various mechanisms of action within the public can be used to achieve a greater level of awareness about this very issue, to raise the level of understanding of this problem and to initiate actions in which local/regional communities would contribute actively to a considerable decrease in the number of such, more often than not, unwanted teenage pregnancies.

One of the goals is also to achieve significant media attention by which the local/regional community would be able to “answer” to this problem in a simple and accessible way. 
For the successful realization of this campaign, it is essential to carry out a preliminary public opinion poll in order to determine the mechanisms for the campaign that would achieve the best results for the carrying out of the aforementioned goals. This type of poll would need to be realized under the control of local/regional services that deal with teenage pregnancies and experts who are involved in these services (doctors, psychologists, social workers). 

The consequences of teenage pregnancy involve everyone ranging from the teen parents, to the child/ren born, their families and the wider community. 

In other words, in this case the COMMUNITY AS A WHOLE is the target group of the campaign. 

CAMPAIGN ELEMENTS
1. PUBLIC RELATIONS
When we speak of relations with the public, we understand this to mean activities that are an essential part of any campaign whose goal is to raise public awareness, recognizability and understanding, be it of a product, person or action of a humanitarian nature.
CONSTANT CONTACT WITH THE MEDIA AND REPRESENTATION IN THE PUBLIC
It is particularly important that there be continuous contact between the campaign carriers and the media during the preparation and duration of the campaign in order to ensure the accuracy and precision of data that will be placed in the public. Concretely, this means choosing a SPOKESPERSON / PR MANAGER for the needs of the campaign “Teenage Pregnancy” whose main task will be to represent this action in the media. Through their work, this person would be responsible for ensuring MEDIA SPONSORS for the campaign, meaning at least one TV station, one radio station, one daily paper, and weekly/monthly publication. While anticipating increased media interest in the campaign, the PR manager will need to arrange as many guest appearances and interviews in the media as possible, keeping an exclusive position for the media sponsor. 
PLACING OF INFORMATION IN THE MEDIA

The spokesperson’s position assumes the placement of always accurate, precise, verified and new information to the media. Information that is placed in the media needs to be adapted to the type of media and public that the specific media follows. In the placing of information, one needs to leave open the possibility of “questions” by the media and always to have expert persons at one’s disposal who will be able to provide answers or explanations at any given time.

ORGANIZING OF CONFERENCES FOR JOURNALISTS

The goal of every conference for journalists is to place the most relevant facts about a certain campaign or event so that the public receives the most accurate information. Of course, one of the goals is to get the media interested in the specific event in order to achieve the greatest exposure in the media. For this campaign, along with the conference for journalists, it would be advisable to organize a ROUND TABLE being that it involves a problem that touches upon all aspects of society, that is, of local/regional communities. It is exceedingly important to prepare quality materials for journalists and to ensure a good moderator for the round table. We should add that it would be sufficient to organize 2 conferences for journalists for this campaign. 
The first conference would be used to present the idea and goals of the campaign along with the holding of a round table on the same theme. During the conference, the info telephone hotline would also be presented.

The second conference for journalists would be timed with the conclusion of the campaign whereby the results and intention for the future would be presented.

PREPARATION FOR PUBLIC APPEARANCES

In the carrying out of this campaign one should keep in mind that, as a rule, there is usually sufficient interest on the part of media, and that it is necessary to prepare all persons involved in the campaign for public appearances, that is, to provide them with media training. 
PRODUCTION OF PR MATERIAL

The PR material used should have a recognizable design and message and it is therefore important that all documents be the same format with a clearly defined visual identity. As this campaign deals with minors, it is necessary to consult with the proper institutions/agencies who are involved with this problem prior to giving shape to the visual materials and message.

2. EVENTS CREATION

CONFERENCES FOR JOURNALISTS AND ROUND TABLE
The EVENT MANAGER is responsible for the technical organization of the conferences for journalists (location/space, podium, sound system, lighting, layout of tables and chairs, catering). 

The success of the conferences for journalists largely depends on the cooperation of the PR and event managers and the campaign will achieve specific exposure in the media on the basis of this success.
WORKSHOPS

In talking about teenage pregnancy, it is almost impossible not to talk of organizing workshops which would give “firsthand” accounts and important facts and details about teenage pregnancy. Taking into consideration the complexity of teenage pregnancy, these workshops should have expert moderators who would direct, in consultation with the PR and event managers, the workshops to narrowly specialized themes within the framework of the campaign. It would also be beneficial to include adults who gave birth as minors in these workshops. Their experiences and views on this problem from the perspective of adults would help in speaking out publicly about this issue. The locations for the holding of these workshops are best arranged with the proper authorities and expert persons. We presume that these could be primary and secondary schools but also universities as well as a public space where similar events are organized.

3. INFO TELEPHONE HOTLINE

Starting from the assumption that the problem of teenage pregnancy has its “history”, it is necessary to introduce an INFO TELEPHONE HOTLINE. The people who would be involved with such a hotline would need to have proper qualifications and education in dealing with this issue and the campaign which is being carried out on a local/regional level. The telephone hotline should be a place where one can call to get all relevant information related to teenage pregnancy – from doctors, experts (psychologists, social workers), institutions that are directly involved with this problem, to persons who have themselves undergone this experience and who are willing to become involved in the campaign. The telephone hotline must be of a fixed permanent nature.
4. MEDIA STRATEGY

As no action/campaign, be it marketing-oriented, or humanitarian or socially engaged in nature, can obtain good results without the production of a quality media plan, a model has been developed by which the campaign should be represented in the media. The media plan assumes the production of advertising materials – a poster to be put up in the city, TV spot, radio spot and ads in print media including daily papers and weekly/monthly magazines. It is important to note here that the role of media sponsors is of particular importance for the success of the campaign and it is the responsibility of the PR manager to arrange this type of cooperation in the best possible manner. Considering the sophisticated visual identity of the campaign and its main message, the media plan also includes advertising in leading weekly/monthly teen and women’s magazines (i.e. Cosmopolitan, Elle) whose purpose is to stimulate readers in an unobtrusive way to thinking about the causes and consequences of teenage pregnancy.
5. SPONSORSHIP

For the carrying out of this type of campaign, it is essential to have sponsorship/patronage. These can be any of the national institutions, private companies or private individuals. During the campaign itself, the PR and event managers would ensure exposure in the media of the sponsor/patron with which the sponsor/patron would “return” the means invested and certainly ensure their positive image throughout the campaign as a socially responsible institution/individual. The sponsor/patron would be responsible for delivering materials important for the campaign on time and also for selecting persons who would represent the specific institution/company in the public.
6. TIMELINE AND DURATION OF CAMPAIGN

According to our own experience with various humanitarian campaigns, the starting point of a campaign is influenced by many factors over which it is almost impossible to have any influence. Therefore, it is impossible to set the start date of the campaign at this point. The ideal duration of the campaign would be 2 months in which there would be 2 intensive periods for advertising. A calendar of activities is enclosed. 

7. ANALYSIS

At the completion of the intensive campaign “Teenage Pregnancy” it would be necessary to produce a type of research that would help to show the results of the campaign and, in accordance with the opportunities in the region, to analyze these results and show the conclusions which would be the basis for a campaign in another region or on a national level. We believe that the results would show that it is possible with this type of campaign to have an influence over a greater media exposure to the problem and, in the long run, to help in the decrease of teenage pregnancies.

8. PERSONNEL

For the successful carrying out of this demanding campaign, it is necessary to agree on expert persons who would be responsible for the normal progress of the conceived activities.
These would be:

1. PR manager

2. Event manager

3. Designer

4. Expert persons – advisers in the campaign

5. Person (persons) who would work on the info hotline

6. Support personnel (for conferences for journalists, round table, workshops…)

PRESENTATION OF THE CAMPAIGN AT THE LIVERPOOL BIENNIAL

The elements necessary for the quality presentation of the marketing strategy at the Liverpool Biennial include the following:

1. visual campaign

2. outline of the campaign strategy with a list of numbered goals, activities and personnel

3. outline of the media plan

4. outline of the timeline (calendar of activities)

5. questionnaire for visitors

CONCLUSION

This campaign strategy has been conceived to be carried out at local/regional levels. Along with specific changes, it is possible to carry out this campaign at a national level through the activation of relevant state institutions and national media.

The model presented here is based on the experiences of the Agency in the carrying out of various humanitarian actions that achieved excellent results both on a local/regional and on a national level.
Ivan Štilinović
Millennium Promotions  www.mpr.hr
Zagreb, 19 August 2004
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