[image: ]





























[image: ]



	[image: ]

[bookmark: _GoBack][image: ]
image1.JPG
Production overview
Brief 1: Move It's want a 6 minuet video which promotes exercise's positive effects, Targeting young,
individuals.

Target Audience Research
The target audience is particually the least active groups of people in the UK. The video will be used in
schools across the country focusing mainly younger individuals Le. between 15 and 24, with some reference
potentially to elderly too. The data in the brief highlights that women, particually in the North are the least
active as well as both genders in London too.

Primary Research
For primary research | conducted a series of informal focus groups where we discussed exercise habits and
how individuals it in healthy activities during their busy lives. The interviewies were of mixed gender
between the ages of 16-18 year olds. | got a real sense of their opinions on exercise and if and how they fit
in physical activity day to day and week to week at college.

‘The general feeling about weekly exercise was poor, compared to the goverenments advised 30-60 minuets
active per day. The most students did on average each week was dlimbing up the hill to college each day.
(Which agrueably counts for between 20 and 30 minuets exercise each weekday. However many said that “|
geta taxi when | can’. A few people in the group however did make an effort to exercise and participated in
weekly sports clubs such as football,ruby and hockey. The general message that | found from my research
was that teenagers feel like they should do more exercise but can't be bothered.

A 17-year old boy said “l don't get around to doing much exercise. I do climb up 2 hill to college each day
however!

“This research proves the need for a campaigne video explaining the importance of exercise and 2 healthy
lifestyle. Something needs to be done to encourage all peaple, particually targetting them when they are
Young to get them into good habits for lfe when it comes to fitness and wellbeing.

Secondary Research
jwww gov.uk/government/publications/hesalth- matters-obesity-and-the-food-environment/heaith-
matters-obesity-and-the-food-environmen

“This article states the facts linking obestity caused by a lack of exercise and healthy eating to an increased
likely hood of dieseases such as “an increased risk of certain cancers, more than 2.5 times more likely to
develop high blood pressure - a risk factor for heart disease as well as 5 times more likely to develop type 2
diabetes.”
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‘The ariticle also states the finacial impact on the NHS, which affects both the UK economy and the tax-
payers wallet. It s estimated that by 2050 obesity will cost society “£43.9 bllion per year.”

‘The countries dedication to being active has decreased massively. “The UK is around 20% less active now
than in the 19605, If current trends continue, we will be 35% less active by 2030.”

Itis also said that we are the first generation to need to make a conscious decision to build physical activity
into our daily lives. “67% of men and 55% of women aged 16 and over do at least 150 minutes of moderate
physical activity per week.” This stillleaves almost a third of men not achieveing ‘moderate’ amounts of
exercise, and almost half of women.

“Only 22% of children aged between 5 and 15 met the physical activity guidelines of being at least
moderately active for at least 60 minutes every day.” This is incredibly conserning, which is why this is the
main target audience.

hittos://www.youtube.com/watch?v=-mWSSiACBOER=0sRIist=WI &index=6

“This video shows some interesting facts about the beifts of exercise and the consquences of not living
healthy and active lifestyle. I think it highlights the problem of inactivity in the country. | believe some of
these facts could be incorporated into the video to leave  greater impact on the audience.

The purpose of commission

This video will “encourage people in the UK to take more exercise, move more and live healthier lives.” |
want to show how excerise can improve people’s lives, by promting exercise and showing its positive effect
on people physically and mentally.

Ethos and reputation of client

Move It is funded through the UK sport and fitness industry, they have substantial support and a large
reputation. They are a highly thought after organisation, one which people can trust and go to for help and
advice, Their aim is to promote healthy and active lifestyles in the UK, not make a profit, just improve the
lives of the country.

‘Themes or subject dlient wishes to explore

Move It wants to promot the power of sport and exercise in improving people’s lives and in doing so reduce
the burden on the NHS and mental health services by having a more active nation. It wants to show people
enjoying life and living happy, healthy lives,

Messages client wishes you to communicate

Move It wants to make everyone aware and believe that everybody can do exercise, play sports and
improve their own health and lfestyles. They also want to show people that obesity i an increasing
problem in the UK, one that the NHS can no longer cope with. They want to promate the benefits of being
healthier including living happier and longer.

Who or what dlient are targeting (impact]
Move Itis targeting all people, nut particually the inactive groups of the UK. They wish to wake them up to
the problem and encouraging them to do something about it and get into exercise and sport.

Geographical and Demographical opportunities

The video is not imited by one gender, age or race however after analysing the data of the most inactive
groups of society, it seems as though the highest of which in the UKis London women. However, there is
also a significant proportion of inactive people of both genders in the North of England. Judging by this |
believe that if we make  general marketing video targeting all genders and regions, but make sure to make
the video relevant to these groups, possibly by including a woman speaker from the north and from London.
However the main overal focus should still be on younger people across the UK.
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Restrictions on the dient

“This video will be shown in schoals, so it must therefore be age appropriate a 12 rating would be
appropriate as the age being targeted is mainly around 15-18. The video must also be 6 minuets in length
and be value for money; however a large potentail budget s sill available to produce a high quality
engaging video.

Competitors within the same industry and their products

There have been countless video promoting healthy and active lfestyles before, so 1 need to find something
that will bring some originality to the table and really make 2 lasting impact on society.
hittps://www.youtube com/watch?v=[TCtTVnBiz8&Iist=W| &index=7&t=05

“This video compares the change of having an active lifestyle and its impact on you towards the last decade
of your life,it's impactful as it shows the same person in two scenario’s and its imagery that everyone can
relate to. Itis a good way to encourage a more active lfestyle.

hittps://www.youtube com/watch?v=CEvSick9 Rw

This inspiring video about a 90-year-old diver works as it shows a man who is fitter, healthier and happier
and people would expect, this subverts are everyday expectations and makes the audience question why
you wouldn't exercise all your e in order to enjoy it for longer. It is an inspiring video made by 2 young
filmmaker which shows how great ife can be at 90 with the inclusion of daily exercise throughout lfe.
https://www.youtube.com/watch?v=cyOW-2ywVPc&t=0s8list=-WL &index=5

“This video is an animated comedy sketch about fitness and how to get around t. | believe as the commission
is six minutes of ilm, then the inclusion of some sort of comedy aspect to the video could be very useful and
benificial in order to capture the audience’s attention for the intire duration of the video.
hittos://www.youtube.com/watch?v=d0pgHKCGqss&t=0sRist=W! Rindex=4

The NHS's video interviewing people about how they manage to get their recommended 150 mins of
exercise per week. The video is very dull, but the type of questions and answers could be incorporated into
the six-minute film to give people ideas and inspiration.

tdea1

‘A film focusing on personal improvements, looking at personal experience. Featuring narratortion from
David Attenborough as he tells the ‘harsh truth’ that the world and its population are becoming bigger
particularly in the UK. This video will include the facts and figures then cut to interviews from people of all
ages and genders talking about their bad habits.

In'the second act have dlips of sports and activities getting people active, showing how people can become
active and tackle inactivity and prevent obesity and diabetes, heart and blood diseases. As narrate how the
people in the video are happy because of the hormones released when exercising.

In the third and final act have the same people interviewed again after a month or two of being healthier
and more active saying how it has improved their physical and mental wellbeing and how they have become
much happier and healthier. | believe having real people interviewed will inspire everyone and convience
them that its possible for anyone to become healthier, rather than having only proffessional athletics
involved in the video like many other health adverts do.

idea2

Biased upon the Canadian government video comparing the last 10 years of your lfe be if you exercise and
if you don't in my competitors research above). This idea expands that having multiple storylines split up
and spread about in the six-minute video. With each shot matching one person in good and bad health.

To associate and relate this to the target audience these people should be of mixed age, gender and
ethnicity. | believe having this video spread over & minuets would allow enough time for the audience to
become attached to the charaters and believe in them as well as rooting for the healither versions of
themselves.
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Idea3
Looking at the primary research, one of the hardest things teenagers find about fitness is getting of the sofa
and doing something physical. As this makes up a large proportion of my target audience this could be a
good point to make in a ilm.

‘The beginning of the film can feature a teenager watching TV while their mother walks in in jogging clothes
asking f they wanted to join them on a run, with the teenager refusing, Once she has left, we can have a
dialogue of the teenager thinking about wanting to have gane on the run and regretting being so lazy.
‘Throughout the feel we can show lots of other similar situations to this

‘The second part of the film can show them overcoming their laziness and getting up and doing some sport,
starting small .e. getting getting dressed appropriately in running gear and then building up to going of 2
Tong run. This will show the audience that once you've overcome the excuses not to do exercise you willfeel
much better about yourself.

We can conclude the video in the third act with have the people say how much better they feel physically
and emotionally in an interview style approach.

How these ideas will measure against the dlient’s criteria
Al these films will feature actors and people from the target audience and demographical areas in order to
maximize the videos impact on audiences. The video will also be over 6 minuets long and willinclude
information about obesity and how the NHS struggles with this ssue in the UK. Overal these videos will
hopefully will promote people to having a healthier lifestyle by getting active.

The final idea
Twould like to go with Idea 1, a5 | believe this will give me the most room for development and will overal
have the greatest impact as people believe and trust in Sir David Attenborough, and willinvest their time
into listening to what he has to say. | also believe that it will be the most engaging for a young audience for
six minutes, as he is a popular presenter and has an engaging and powerful voice. | believe itis the best idea
that promotes fitness in an exciting and creative film. This doccumentary style of health video is very unique
and therefore is less likely to become fjust another motivational video', and better yet have a lasting inpact
on young people within the UK.

Developments to the final idea
In the video I want to include the following facts in the narration of the video:
« Only 229% of children aged between 5 and 15 met the physical activity guidelines of being at least
moderately active for at least 60 minutes every day.
« The Uk-wide NHS costs attributable to overweight and obesity are projected to reach £9.7 billion by
2050, with wider costs to society estimated to reach £49.9 billion per year.
o Putsimply, we are not burning off enough of the calories that we consume.
Atthe end of the video | believe that we should include 3 final line of dialogue over the top of the logo of
Move It with a website address and contact details of the organisation. David Attenborough should end by
saying. “If you have any questions or want more information about becoming more active and how to get
into sports please visit www.moveit.co.uk”
Justification for developments
Ithink that itis important to include these hard-hitting facts that will be backed up by the introductory
visual of the promotional video. 1 also believe that David Attenborough will be able to address themin a
crucially important and ‘end of the world" type tone.
Ibelieve that the inclusion of the end title with voice over is also very important in getting people to act
upon the video and encourage them to find additional resources if needed.





