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@ Raised by Boomers @ Raised by generation X

@ Grew up during booming economy @ Grew up during an economic decline

@ Care about experiences they can @ Drawn towards authenticity and
participate in personalization

@ Foclscdonshaic ki @ Morally practical and realistic

Grew up in the age of technological | @ Bornandraised in a new

innovation technological world

Focused on perfection and idealism @ Focused on saving money
@ Prefer Facebook and Instagram @ Prefer Snapchat and Instagre
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tinder’s market potential: anyone turning 18 and everyone over 18 ‘8 @

Target insights: gen z...

likes to see growing racial and ethnic
diversity
Is on track to be the best-educated
generation

-in 2018, 57% of 18-21 year olds out of
high school were enrolled in a higher
education program.

- gen z is also more likely to have
college-educated parents
Is more open-minded to societal changes
(same-sex marriage, interacial
relationships, pronouns, etc)

- 85% of teens say they use YouTube,
72% use Instagram, and 69% & use ,
Snapchat. 45% of teens say they’re online GS \0/ a
several times a day.




» MMarketing to gen

generation Z is drawn to
simple yet personal content that they can feel a connection with. Tinder
is an interactive platform where you get to choose your adventure, this
allows gen z consumers to do what they want whenever they want. Our
campaign includes advertisements that relate to Genzie ranging from
partnering up with Netflix originals to Podcasts to awareness on current
issues. Our campaign allows room for the relationships between tinder
and its consumers to blossom

several different strategies that “tug” at the emotions

generation Z
cares more about the meaning
behind an event or action than
most generations before hand.
Certain media strikes a
generation when they cannot
only be sold to but can be
entertained by the authenticity
of the company. “be part of the
game” encourages the use of
the day to be part of the
reason behind an action.

our campaign utilizes

that generation Z wears so proudly on their sleeves.
Each ad focuses on a specific aspect of our target
market. For example, our

- #SparkTheFireToStopTheFire campaign addresses

the current climate change problems that is impacting

gen z's world. Our TinderTalk podcast series shares
real and relatable stories from big name stars to
micro-influencers to everyday people.




Faith is an 18-year-
old who is currently
taking a gap year
after she graduates
from high school to
travel the world. She
wants freedom and
the ability to pursue
her Interests. She is
an independent soul
who yearns to gain
euphoria throughout
the small joys in life.
She knows she
wants to continue
her education in the
future but she
wanted to explore
everything in the
world has to offer
her first.

Jackson is a higt ho
ootball player hopir
recruited by a collet
Southeastern conferer
most of his time outsic
X d to footbal
nd time in his day to 1
njoys hopping on Instac
Twitter to keep up-to-d:
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#BLM movement, clin
ind otl ial justi
m M He hope

y N make it bi
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Brooke is a sophomore
who has recently
switched her major from
communication studies
to psychology. She
recently gained interest
in helping others
through mental health
awareness and coping
methods. In her free
time she enjoys hanging
out with others and
meeting new people so
she can ask then what
their astrological signs
are in order to learn
more about them.



For a generation that cares, yet is carefree. Generation Z is
concerned about privacy, the planet, social justice, and so much
more. Yet, they desire simplicity, fun, and the ability to choose to stand
out or to sit back. Tinder's playful approach to dating is exactly what a
generation of go-getters need. From friends to relationships to
everything in between, by being part of the game, users can explore
what the world of tinder has to offer. Generation z has always had the
world at its fingertips. With just one swipe away from an adventure of
a lifetime- tinder can offer users everything they desire as they fully
emerge themselves in the simple wonders of tinder to find their next
adventure. Don’t miss out. Jump in and join the fun.

BE PART OF THE GAME

GENERATI@NIZ




branded content.

Why does branded content appeal so naturally to generation Z? Tinder can truly capitalize on the
target market by creating consumable and engaging media that double as advertisements. For a
generation who is hungry to stay connected and find something relatable to make into the next
big trend or viral topic, Brandon media is an obvious choice to the day the values they represent.

&

Branded content refers to content that is directly connected to a brand that is targeted at
building brand awareness while associating the content with its audience’s values in order for
brands to create genuine connections with its consumers. Through the use of storytelling,
emotional appeal, co-creation, and added value; this is the ideal marketing technique that may
be presented through multiple formats and channels to quickly engage gen z while appealing to
the groups short attention span and an interest in the in the unfamiliar

D

Marketers can no longer afford to ignore this concept. How the audience experiences the
advertisement is a crucial focal point for an audience with a lack of focus. As a great alternative to
traditional ads, branded media is just what tinder needs to quickly and effectively capture gen z
while sparking conversation and the flame

8
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' have way less
ollowers than

Jomeone like Kylie
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J/gravitates towards
them because they
know that the smaller
names will more likely
interact with them




MULTIFACETED MARKETING

A multifaceted marketing approach to connect with  our gen z
audience is an effective approach because by using different content
marketing strategies our gen z audience can connect with the tinder
brand and platform the way that is most intriguing to them. The gen z
audience are major content consumers due to social media platforms
like Instagram, Tik Tok, and Twitter, as well as media consumption on
platforms like Netflix and YouTube. This mass consumption of content
that is created is designed to pull audiences in within seconds. This
approach has led to gen z media consumers to have short attention
spans when it comes to content absorption and has led to challenges
faced by brands to create advertising and marketing strategies that
connect with the need for quick content. By implementing a strategy
where the advertising and marketing is crafted towards the
considerations and needs of gen z, the content that is implemented
in this strategy is directly targeting different types of gen z consumers
in this campaign. 10




Campaign Objectives

To increase brand love among gen Z, 18 and 19 year olds by
communicating possibilities from jumping into the world of
tinder

To grow the following of new tinder participants through new
registrations and reactivations

We will reach the audience on platforms they are most
accustomed with and create a fear of missing out on all tinder
has to offer we will also show that our company genuinely
cares about improving society




‘ tinder

Spark

the Fire
to Stop
the Fire
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Liked by itsstefan and thousands of others

tinder Wildfire szn is upon us. We'd like to help spread
awareness and give some tips each month with some help from
some flamin’ hot firemen on our new virtual calendar! @ And

hey your own sexy fireman could be a swipe away! § & 2
#SparkTheFireToStopTheFire 1




The fire safety advertisement is borrowing
footage from the show ‘The Office’, episode 14
season 5, where Dwight tries to teach his
co-workers fire safety skills by creating a simu-
lation of an office fire. This fun filled episode is
not only hilarious, but a great way to teach Gen
Z about something they care deeply about, fire
safety. Combining ‘The Office’ with Tinder is
encouraging the target market, Gen Z, to spark

13




dtindertalk
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Liked by itsstefan and thousands of others

tinder Whaddup bros and babes! 8§ Check out our all new
podcast, tinder talk! Hop on every week to hear fire tinder
stories, give relationship advice, and a lil Q&A! Don't miss out!

RN

Podcasts are coming back into the
spotlight after a short hiatus from public
favor. Listeners tune into their favorite
podcasts to gain information on current
events, politics, sports, and pop culture.
Podcasts allow gen z to listen in on
interesting topics yet feel at ease
because it is enjoyable and relaxing.
The current generation is all about
simplicity and personalization, and this
podcast would do just that. ‘Tindertalk'’
would use special guest stars rating
from micro influencers to real
celebrities to common people to give
the podcast a sense of relatability that
most podcasts lack that follow the
current news. The stories would be
easily relatable and would allow people
to see that there is a wide range of
options in the world allow people to see
that there is a wide range of options in

the world that tinder offers.
14






small content creators
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What it looks like getting
2-3 Tinder:Mat&hes a Minute

e

et me know if you have any ideas of
what | could do #fyp #tinder
#tinderchallenge #experiment

Emadnotion 1

e, ever

ARE RUINING MY LIFE

J3 ilood - @Heinz Kiessling &
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caitann
Dresser Mansion

20,000 likes
caitann | never thought the guy | swiped right on 2
years ago would end up being my soulmate " tune into

TinderTalk to hear our story

carmen
Carmen

Al a Mate

You two have like

©QYy

4000 likes
carmens Join us on our episode of TinderTalk to hear our girl
talk on worst dates, dating tips, and tinder tips!

L7



creative testing and campaign evaluation

campaign objectives evaluation methods forecasted results

Successful implementation of data analysis

is crucial to evaluate methods on how to @tinder
achieve our campaign objectives. For a Tl N d er &
strong go-getter company, Tinder needs a

strong go-getter approach. We are aiming Sl s R A L,
or focus on raising both brand recognition
and brand love with gen Z. With our
approach, we anticipate a 20% increase in Followers  Uploads  Engagement
social media and advertisement 332K 576 0.52%
engagement, As well as a 20% increase in
application us as well as a 20% increase in
application downloads. With a steady
combination of social media analytics and
careful review of decrease of negative App
Store ratings and comments, we will 7
continuously survey our data to ensure a
successful and efficient meeting of our

goals and objectives. We are more than :

confident that our campaign a valuation of .

tenders creative testing or construct an ® ™ posiive reviews Downloads Negativareviews Engagemens

app as desirable as our consumers’ August 1, 2021 ® December 15th, 2021 18

matches.
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#SparkTheFireToStopTheFire Phase1
#SparkTheFireToStopTheFire Phase 2
Netflix Big Mouth Partnership
TinderTalk Podcast

Micro Influencer Partnerships

August

September

October

Duration

November

JUL

December

&




@ Netflix partnership

@ Micro influencer pay out

® Sponsored social media ads
@ Podcast production

® #SparkTheFireToStopTheFire




for a generation who...

BE PART OF THE GAME




