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According to the Merriam-Webster Dictionary stress is defined as, “a physical, chemical, 

or emotional factor that causes bodily or mental tension and may be a factor in disease 

causation.” According to our research, millennials are the most stressed generation. 

(Loria, 2015) Stress is a leading factor in interfering with a person's ability to live a 

normal life for an extended period. Stress can cause many serious health problems, 

including depression, anxiety, and personality disorders.  

Gardening has proven to reduce stress and alleviate anxiety.(Lee, 2017) It also 

allows exposure to the sun, which increases a person’s intake of vitamin D and releases 

endorphins. Skinner Park is a part of the Community Roots Demonstration Garden. The 

garden is located in downtown Chicago, the third largest city in the United 

States.(CityMayors Statistics) The park sits in between the West Loop and Little Italy 

and has a combined population of 63,912 people. In the past, the Chicago Park District 

has had a budget of $1,000 and has used pamphlets and flyers to target their audience. 

For this campaign, we intend on staying within the $1,000 budget.  

The aim of our campaign is to project an image of a stress-free environment to 

the community. The goal is to reduce the level of stress within individuals located in 

Little Italy and the West Loop of Chicago. The objective is to use the Social Learning 

Theory to demonstrate a stress-free lifestyle through the Community Roots 

Demonstration Garden at Skinner Park. The target audience for this campaign is adults, 

without children, ages 18-34. They live in the West Loop and Little Italy and experience 

symptoms of everyday stress. This specific demographic connects best with our 

campaign because we are accurately targeting the largest population in the area.  

This generation is the most prevalent demographic in the area and is most likely 

to have high cases of stress in their everyday lives. (SWNS, 2017) Young adults in this 

age range begin experiencing major stressors such as: paying bills, experiencing major 



life events, and working demanding job. A study commissioned by Mattress Firm 

examined 2,000 millennials and determined that the most common worry plaguing them 

was stress. Millennials desensitize the true impact of their stress. Our campaign goal is 

to help alleviate that stress by catering to the wants and needs of this generation.  

There are 63,912 people that live in the target area.(Niche) The average income 

is around $40,000 a year, and the average person has bachelor's degree or higher. 

According to Nextdoor.com, some popular neighborhood interests include: food, 

cooking, friends, gardening, dogs and exercising. Our campaign has an advantage in 

that it focuses on a target audience that we can relate to, and we focus on an idea that 

our audience can get behind. According to the 2016 National Gardening survey, it was 

found that five million of the six million people who took up gardening in 2015 were 

millennials. Millennials like hands-on events that provide information, include socializing, 

and workshops designed to match what is trending.(Peterson, 2016) 

We selected the Social Learning Theory for this campaign. Founder Albert 

Bandura best described this theory by saying, "People learn by observing the behavior 

of others and the outcomes of those behaviors.” Through the use of video, micro 

targeting and photographs, we will illustrate the behavior of a stressed millenial living in 

Chicago and the positive outcomes that this individual will receive by visiting Skinner 

Park. Many do not realize they are living in a stressful environment; even if the person 

realizes that they are stressed, they may not seek a garden for relief of their stress. Our 

intention is that the target audience will see visual media, such as video and 

photographs of people their age at the garden, and relate to it. They will then see that 

Skinner Park is located near to them and that they too can unplug from their daily duties 

and destress there.  

In order for this theory to work in alliance with our campaign, we will have to 

ensure that the four steps of Social Learning Theory are successfully completed. First, 

we will gain attention through the use of visual media such as photography and video. 

Our intended target audience is tech savvy and craves the need to share. Using this 

type of media gives our target audience the means to share and connect. Next, we will 



depict a lifestyle that is relatable to the viewer and also use “Skinner Park” consistently 

through the video to ensure retention. In order to achieve reproduction, we must give a 

source for our target audience to reference. We will do this by displaying Skinner Park 

in our video with relatable people and activities. Finally, we will show the perceived 

benefits of visiting the park. By the end, there should be no question from our target 

audience that Skinner Park will provide ample health benefits to reduce stress and will 

be a source of fun. In addition to our video, we will utilize social media to create content 

that depicts a stress-free life through the use of our parks.  

Creative Brief 

Objectives:  

● To educate and demonstrate to our audience the health benefits of utilizing 

Skinner Park specifically focusing on stress relief.  

Demographics:  

● Adults without children ages 18-34 who live in the West Loop/ Little Italy who 

experience symptoms of everyday stress.  

Relevant Observations:  

● Stress is your body’s response to certain situations. Many of these situations are 

found in the city of Chicago which include: heavy work load, money problems, 

traffic; lack of:  fresh air, relaxation, sleep, sunlight. 

● The American Psychological Association did a study that revealed that in 2017, 

75% of Americans had experienced at least one symptom of stress in the past 

month. Among other health issues, stress can lead to irritability, anxiety, 

depression, headaches, insomnia. In addition, stress effects a person’s sex drive, 

blood sugar, immune system, and respiratory and cardiovascular systems.  

● By managing chronic stress and episodes of acute stress, when possible, you 

can reduce your risks of stress-related illnesses and disease. 



● Gardening is a proven method of stress relief. It not only is a physical activity that 

is an outlet for the tension people store in their bodies, but it also provides 

access to vitamin D and fresh air, which is proven to reduce stress.  

● 5 million of the 6 million people who took up gardening in 2015 were millennials, 

according to the 2016 National Gardening Survey. 

● https://www.greenprofit.com/Article/?articleid=22447  

Key Insights 

● Millenials are the most “stressed” generation (business insider) 

● http://www.businessinsider.com/millennials-are-the-most-stressed-out-2015-2  

● Gardening gets you out in the fresh air and sunshine -- and it also gets your 

blood moving.  

● Gardening is an activity that is currently trending for millenials. 

● Millenials are the most active generation on Facebook and Instagram; as 

consumers, they have the ability to influence others around them through their 

personal media platforms.  

● “Going Green” and living a “Green” lifestyle is also a popular concept among 

millenials  

● The study commissioned by Mattress Firm, which examined 2,000 millennials, 

determined the most common worry plaguing Millenials is stress. 71% wake up in 

the middle of the night, thinking about current stressors, up to three times during 

a typical week. The average millennial spends 905 hours a year worrying about 

work related issues and 2,121 hours a year stressing about finances.  

Message Propositions 

● Take a break from everyday and visit the Urban Retreat. 

Communication Support 

● Millenials are the most stressed generation. Studies show that individuals dealing 

with stress have an increased risk at developing future health complications. 

Gardening is a proven stress reliever.  

Media Environment  

https://www.greenprofit.com/Article/?articleid=22447
http://www.businessinsider.com/millennials-are-the-most-stressed-out-2015-2


● Since Millennials always have their phones with them we want to reach them 

where they are most active: Facebook, youtube, instagram : Tv spot. 

 

 

The objective of this campaign is to rehabilitate Skinner Park’s image and 

present it to our millennial demographic as a means of stress relief from the various 

aspects of daily life. Ideally, the rehabilitation of Skinner Park’s image will ultimately 

result in an increased community engagement at the local level, specifically with the 

community roots demonstration garden. The Social learning theory is backed by the 

core principle of social interaction. Therefore, an event to launch the “new and 

improved” program would be a great way to kick it off and entice the demographic that 

we are trying to reach. In addition to the event, issuing a press release to local 

newspapers about the event and the subsequent rehabilitation of Skinner Park will 

further the endeavor of targeting the desired group.  

Through our ads and promotions, the audience will learn about the benefits of 

what we’re trying to promote (stress relief by way of community gardening), and will be 

encouraged to imitate the actions we’re depicting. Stress relief by gardening as a 

means to decompress and retreat, paired with the benefits and outputs of participating 

in this method of stress relief and emphasizing the socialization aspect of gardening 

with your friends, will support the main facets of social learning theory. Cohesive, 

continued repetition of our campaign’s big idea will encourage millennials to imitate the 

actions that we depict, thus resulting in our desired objective. We’ve created a brochure 

to be given out at different locations where our target demographic will be, such as 

apartment complexes. Our big idea will translate easily here because it will be simple 

enough to incorporate information and reinforce our tone and image through the copy 

and design of the brochure.  

We’ve also decided to have a launch event, which we will announce and for 

which we will build anticipation through our distribution of press release. The use of 

#UrbanRetreat and the video will be promoted on social media. Our target demographic 



is big on social media and often uses it to find out their news for the day. So using this 

means of communication is perfect for our campaign, especially when considering the 

social learning aspect. For the IMC model, we plan on having a launch event and 

releasing a press release.  

Our media strategy is to use digital marketing on social media, traditional media, 

and public relations to reach out to the audience. Social media such as Instagram and 

Facebook is largely embraced by millennials, serving even as a news source for many 

individuals in this group. Social media’s capacity to easily share information will help us 

reach even more people, and to reinforce the core ideas of the social learning theory. A 

double sided brochure about Skinner Park and the upcoming event, which will be 

placed in nearby locations where millennials frequent will provide information about the 

park and will encourage these individuals to attend the event. By emphasizing the 

socialization aspect, these people will likely tell their friends, bringing even more people 

into the park and making it that much more likely that people will enjoy their time there 

and want to come back. Brochures are an easy way to convey information, and they are 

also easily shared. 

We will be evaluating our campaign throughout its progress in order to see what 

works, what doesn’t, and to ensure a successful outcome. We’ll be adapting the 

campaign accordingly in case of any challenges that might arise. For example, so as 

not to be blindsided by a barrier such as competition, we’ll be scouring the media and 

news to see if there are any similar events in the area--events that also promise stress 

relief, or even other community gardening programs that are not conducted by the 

Chicago Park District. We’ll also be making sure that no one is misinterpreting our 

message. For example, we don’t want anyone thinking that the community roots garden 

is a place to socialize and party, or a place to do yoga. Those might be stress-relievers 

in their own right, but we’re here promoting gardening as a tool to destress. So people 

don’t misunderstand our message from the start, we’ll be making sure that it’s clear and 

memorable, from the copy, to the design. 



During process evaluation, we’ll document the placement and exposure of our 

message. Since we’ve chosen social media as our main conduit, we’ll be able to track 

things a lot more easily with Facebook and Instagram analytics. Such as how many 

times were the pages and posts seen and clicked through; how far they reached and 

how well they were interpreted. We’ll be able to specifically target our audience by their 

location on their devices. With our more traditional method of advertising--our 

flyers--we’ll measure how many of our flyers were distributed and whether the locations 

we chose were effective ones. If they weren’t, new areas will be chosen.  

During impact evaluation, we’ll measure the immediate effectiveness of the 

campaign. We’ll be able to answer questions like, “Are there more people visiting 

Skinner Park and the community garden?” and “Is there more awareness and buzz 

around upcoming events on social media?” By reading comments and tracking data, 

we’ll know if awareness has increased. With people attending and new members, we’ll 

be able to know if behavior regarding stress has changed, whether beliefs about 

gardening have been demystified to those who are new to it.  

By continuing to measure the success of the social media channels we’re using, 

we’ll be able to determine the awareness and popularity increase of Skinner Park and 

its Community Roots program. Most obviously, we’ll be able to see our progress just by 

how many people attend the garden and its events, and we’ll be able inquire directly 

about its effects. Ideally, we’ll see an increase in the number of people attending since 

last year, a greater interest in what the garden has to offer, and we’ll be able to observe 

individual positive effects—a decrease in stress in each person. We’ll be keeping track 

of the placement of our message (on Facebook and Instagram) and the success of our 

flyers and any other traditional advertising media we might add. We’ll monitor the reach 

of our press release where its been published outside of the campaign, including any 

future press releases.  

Evaluation forms will be a perfect way to get feedback after the events held at 

Skinner Park. Since our target group will be hard to bring together for questionnaires 

outside of the park, this will give us the perfect opportunity to find out their thoughts. In 



turn, we’ll know how the program is coming along, if there’s anything that needs to be 

modified, and if there are any other unforeseen barriers judging by what participants 

bring up. Instead of assuming what might be working and what might not be, our target 

audience will help inform us about anything that needs to be improved upon. Involving 

them will be helpful if anything needs to be redesigned or adapted to increase 

effectiveness. The earlier we know, the better. The evaluation techniques we’ll use will 

include interviews, general observations, content analysis, and quantitative data 

collection and analysis.  

Armed with these tools, we believe that we’ve designed a well-rounded campaign 

that is ready to tackle all of the problems that the Community Roots Demonstration 

Garden is facing. From exactly understanding our target audience, to the proven theory 

that will help us with our planned approach, we’ve created an arsenal of promotional 

materials that will help launch our strategy from the get-go. We’re aware that we might 

face along challenges along the way, but we’re are equipped with knowledge and the 

confidence to modify and adapt accordingly. We're confident that our campaign will 

successfully revitalize Skinner Park’s image, and our client will be happy with the results 

we will achieve. 
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