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[title] NHS — Sensible drinking for the over 50s.

[brief] To produce a campaign that promotes sensible drinking to over 50s and to

reduce alcohol related harm in later life.

[solution] With Alcohol Concern reporting that more than one million over 65 year
olds exceed recommended alcohol limits —a 75% rise in women and a 31% rise in
men since the early 1990s — our client wanted a campaign to tackle these so-called
‘Saga Louts’. But who were they? To get under the skin of the brief, we spent an

evening with ‘Fat Dave’ at a Working Men’s Club in North Manchester and with Rita,

a recent Widower, in South Manchester who has a penchant for sweet Sherry.

Our research quickly showed that stimulating thought and self-analysis was the key

to success. Essentially we wanted our target market to feel that they could talk more

openly about how much they are drinking with their GP, rather than hiding the

amount that they consume.

The creative proposition was an idea that not only asked a question, but was one

that took a ‘slice of life’ and slightly exaggerated it to create a humorous yet

thought provoking piece of design.

[results] As this was a pro bono campaign, the ‘Think you might be drinking too
much?’ posters, information leaflet and website were developed late into the night

at the agency and, thanks to the generosity of photographers and printers, the

campaign was delivered on time and for minimal cost... leaving more money to be

——— | 3 g1 A S A] spent on getting the message out in more places around Manchester.

E===- ——— [ Red C's willingness to really delve deep
= T s=smme=s into this complex demographic was highly

SETTEETE S impressive as was the resulting creative. 2]

Liz Burns, Manchester Public Health Development Advisor
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nEn[H Social Marketing

[title] Manchester Jewish Federation (The Fed)

Fundraising Mailing.

[brief] Increase funding levels for The Fed by creating
an impactful mailing to raise donations from the

Jewish community.

[solution] The Fed relies on donations to provide local support for
Jewish people in Greater Manchester who are suffering from a
disability, isolation, poverty, abuse or other crises. Although their
database was already responsive, the conflict in Israel meant that
many other charities were pulling at the same purse strings at key
donation times such as Passover. It was vitally important, therefore,
that we raised awareness of The Fed helping fellow Jews who might be
their friends or neighbours. For many, The Fed is the first port of call in
a time of need and their work is well known in the community... we
invited recipients to help keep the heart beating to ensure the good

work could continue.

[results] The mailing was sent to 3000 previous donors who live within

the community. 22% of the database donated an average of £35 each.

@ This piece demonstrates beautifully
how great design and direct mail
techniques can work hand-in-hand

to create a responsive piece. ”

Julian Gratton, Creative Director, Red C
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Binge drinkers take the rap
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Manchester Evening News.
May 3rd 2006

[ Using hip-hop music to promote

a positive message meant we could

engage the youth audience.

Julian Gratton, Creative Director, Red C

Finalist at The London
International Advertising Awards

for ‘Best Radio Campaign’

[title] NHS Responsible Drinking Radio Campaign.

[brief] Promote responsible drinking to 18-25 year-olds in the Greater

Manchester area via 60-second radio spots on Galaxy FM.

[solution] The brief coincided with a Stag Do in Glasgow... and it was
here, whilst staggering drunkenly through the streets that the concept
happened. The idea is basically a pastiche on the Eminem track ‘Guilty
Conscience’ where a ‘good rapper’ and ‘bad rapper’ battle it out trying
to influence a character’s decision. The idea was sung into a mobile
phone and made sense of during the following days... with many late
nights spent listening to the original track over and over again and
trying to inject positives into the lyrics without disrupting any natural
flow and making it feel forced. We felt that re-writing the tracks and
recording our own versions would help us speak to our audience on
their level without sounding too condescending. The tracks were
rapped to the client by the creatives and she bought into them
straight away... especially as she loved the way that the rap track had

been changed to convey a positive message.

[results] The ad achieved its goals to make young people aware of the
dangers of alcohol. Research panels conducted in schools reported
that those questioned would actually reconsider their approach to

drinking after hearing the commercials.

The ad was also a finalist at the London International Advertising

Awards for ‘Best Radio Campaign’.



[ The brief sparked so many emotions that | think we all had tears in our eyes.
Rather then shocking people into donating we decided to create a more emotive

and empathetic approach to show how much St Ann’s Hospice cares. [

Jennie Ambrose, Senior Art Director, Red C

nEn[H Social Marketing

[title] St Ann’s Hospice Door Drop Pack.

[brief] To raise money for St Ann’s Hospice by encouraging a regular
standing order or direct debit of £2 a month using a creative direct

mail campaign.

[solution] With one in three people affected by cancer in some way
during their lives, this was clearly an emotive brief with which many of
the Red C team could empathise. We only needed two routes for this
mailing, but in fact the creative team had so much enthusiasm, we
could have created around 20. Shunning ‘shock tactics’, we chose a
compassionate approach, focussing on the positive aspects of

St Ann’s Hospice. We took time to listen to the staff. We used real-life
quotes and stories about the difference they make every day. We did
this because when you're up against ‘compassion fatigue’, especially
using DM techniques, you have to stand out. We chose emotive lines
and eye-catching, unusual visuals on the outers without using an
obvious plea for donations. This resulted in two positive, warm,
compassionate DM packs delivered to people in Greater Manchester

to help raise money for a charity we all passionately want to do well.

[results] As well as creating more awareness in the areas local to
St Ann’s Hospice, the pack also generated four year gift commitments

from 0.14% of responders.





