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Background

One believes, that every moment counts. Each is equally
important. We are there to help unlocking the full potential
of each moment with digital tools and services.

However, until this point we were focusing only to a
fragment of people, who are a shrinking part of the
population in Hungary.

More than 40% of Hungarians are 50+, so we decided it’s
time to sing their song too.

To kickoff our steer into this wider target group we propose
a campaign that shows how not just every moment, but
everyone counts.




Brands in the media usually target the 18-49 age group in Hungary.
However, more than 40% of the population is aged 50 and above,
and this proportion continues to increase annually'.

source: 1: KSH

Young people often turn to the internet for help when they have
5 questions, searching for answers to even simple queries on
Observatlon 02 platforms like Al, TikTok, Reddit, Google, etc. Among the top 10 most
s common questions asked to ChatGPT? we can find those that can
best be answered by people who know the person in real life.
source: 2 Medium

The 50+ generation holds many values that are often forgotten as
the Internet is now flooded with quickly consumable content.
Although the 50+ generation may not feel as comfortable in the
digital world as the younger generations, but they possess

numerous values, traditions, and knowledge that young people
have yet to gain through sufficient life experience.




Insight

Societal insight: People above 50+ are seen as old
by the younger generation, especially Gen L.
Ageism is a worldwide phenomenon

Consumer insight: Hey! I’'m here, I'm just as
important as you and I’'m not and old fool - | wish
someone would notice me too

https://practiceplusgroup.com/knowledge-hub/60-new-40-say-
boomers/
https://joint-research-centre.ec.europa.eu/jrc-news-and-
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ASKYO MA!

Al’s not gonna answer your most thought of
questions.

Al doesn’'t know how to make THAT apple
pie.

Al has no clue how love feels like.

Rather than surfing 8+ hours daily on your
phone, talk with a relative/loved one and
get hands-on, real-life answers.
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As a telco, going against phone-usage and Al can be
seen a bit controversial, but that is the whole point.

This campaign is to raise awarness of how we tend to
search online for everything, when we could just ask
our loved ones. We could get much better responses
and also would help to bridge the generation gap,
while making sure members of the older generation
are proud members of the society. The ones we look up
{o.

We want to create buzz around the topic of ageism
and the inequality of the representation of the older
generation.




Campaign
objective

1) Raise awareness to the unevenness
of represented generations in media
and In our lives too.

2) Help the 50+ generation feel
included, they should feel the star of
the show.

3) Show how responsible phone-usage
helps nurture real connections - even
if it means logging of for a few hours.



Brand Act

Tender moments

We ourselves want to show good example, that’s why we
justify with our communication with a Brand Act.
We partnered up with Mondelez to elevate our campaign

idea - in each Milka bar you’ll find a note. A tip, a trick from
the 50+ generation.

How to make the best apple pie? - from Granny

How to drill up the picture to the wall? - from uncle Beci
How to plant veggies to the garden? - from uncle Jozsi
How to wash you precious garments? - from auntie Anna




Objective Goals

« Reach 2.000.000 people via the
media campaign and social
activation

« Reach 1.000.000 PR impressions

Audience Media platforms

- Broad! Younger generations . Content/digital - video
should be reached to acheive format!
societal change. S0+ . Influencers
generation should be reached - OOH
to feel represented - PR

« Brand awareness

Budget

. Media (including influencers):
100.000.000 HUF + VAT

« Production: 10.000.000 HUF +
VAT













