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TITLE OF CASE STUDY: Caregiver Assistance 

BACKGROUND 

Chances are, your life will be affected by caregiving at some point.  Whether you are providing 
care for your friends and loved ones, or receiving care from the ones who love you, caregiving is 
part of the circle of life.  Yet it is often an issue that isn't discussed, and when it is, it's with a rosy 
glow. 

 

There are approximately 42.1 million people in the U.S. who are caregivers for their aging 
relatives and friends, spending hours upon hours every week providing an estimated $450 billion 
worth of care every year (AARP 2009 proprietary study).  Caregivers are generally women aged 
40-60 who provide care for an older adult, most often a parent or other relative in their 70s.  They 
devote an average of 19 hours per week of care to their loved one.  On top of their caregiving 
responsibilities, 55% have jobs (AARP proprietary study).  Despite caregiving responsibilities 
equaling that of part time employment, caregivers don't self-identify as such.  Instead, they see 
themselves as "just" daughters or friends helping their loved ones, while they often have their own 
kids to look after, health and finances to manage, and jobs and relationships to 
maintain.  Needless to say, caregivers are pushed in many directions. 

 

Over 40% of caregivers feel that they had no choice in taking on this role (AARP proprietary 
study).  So far, they've been getting by on their gut instincts, alone, and with few 
options.  Caregivers want to be on the path to provide the best care for their loved ones, but they 
are lost.  

 

"Are there better ways to go about this?" 

"Is there someone out there who can answer my questions?" 

“Where can I find help?” 

  

The goal of the Caregiver Assistance campaign is to help caregivers self-identify as such and to 
give caregivers reassurance, confidence and support from others who are on similar journeys.  It 
also aims to provide access to experts and referrals to organizations that  can show them how to 
best navigate and manage their ongoing and overwhelming responsibilities. 

 

OBJECTIVES 

Our overarching objective for this campaign is to raise awareness among caregivers that there is 
a community and resources available to help them better care for themselves and the ones they 
love.  This can be measured by three distinct goals: 
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GOAL #1: Develop Memorable Work that Effectively Connects with Caregivers 

Caregivers have a tendency to put others first, making it difficult for them to articulate their own 
needs (W5 proprietary report) - and making our goal of alerting them to the resources available 
even more important.  In order to do this, our first goal was to connect with caregivers in a raw, 
honest and memorable way so they could identify and acknowledge their role as caregiver.  Only 
after we achieve this, could caregivers then recognize that it is okay to seek out help. 

 

GOAL #2: Drive Visits to the Fulfillment Properties 

To help provide this much needed support, AARP developed the Caregiving Resource 
Centers.  These robust and interactive websites, AARP.org/caregiving and AARP.org/cuidar, 
connect caregivers with both experts and other caregivers and includes caregiving tools, such as 
financial and long-term care calculators, Medicare tips, Care Provider Locator to connect to local 
resources, personal testimony videos, and healthcare, housing and financial checklists that help 
with the various issues faced by caregivers. There is also comprehensive content focused on how 
the caregiver can take better care of herself. A toll-free number was also established to help 
provide a different channel for people to seek help should they prefer a one-on-one 
discussion.  Our second goal was to drive traffic to both of these properties as measured by: 

 
 Unique page views to the website, with a set goal from the campaign's launch in August  

through December 
 

 Number and duration of calls to the toll-free dedicated number - as this was a new type of 
connection opportunity, a benchmark was not set but instead our goal was to see this 
outlet utilized at a level appropriate to the amount of staffing support to coincide with the 
initial phase of the campaign 

 

GOAL #3: Maximize Donated Media to Support the Launch of the Campaign 

Because of the unique donated media model employed by the Ad Council, there is no definitive 
“media buy” for the campaign.  Instead we rely on donated space made available by media 
properties, both large and small, nationwide.  Our third goal was to maximize the amount of 
donated media support to our campaign to ensure that we immediately reached caregivers in 
order to provide them with the support and resources they so desperately need. 

 

THE BIG IDEA & THE RESEARCH STORY 

Caregiving is a complex issue.  Through AARP's proprietary research, we knew the basic makeup 
of a caregiver, but in order for the campaign to reach them we needed to develop highly 
resonating and edgy consumer insights that allowed us to connect with caregivers in a very 
emotional way.  Only first by seeing themselves in the creative as caregivers and self-identifying 
as such could they then reach out for support. 

 

To do this, we embarked on exploratory research, utilizing every possible resource at our 
disposal, to unpack the tensions and concerns of caregivers.  With the help of Butler, Shine, Stern 
& Partners, working pro bono, and the issue expert, AARP, we developed and executed a robust 
research plan. 

 

First, we partnered with BrainJuicer to conduct an online ethnography to gather insights on the 
emotions of 40-60 year old women caregivers to understand how we might best address their 
needs in communications.  In tandem, we also worked with Communispace, who offered their 
assistance pro bono.  We tapped into their private online community of 300 men and women and 
conducted a survey as well as listened in on the unsolicited insights that emerge from member-
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initiated conversations.  This allowed us to better understand how respondents who care for their 
loved ones perceive what they do and whether they identify it as “caregiving”.  Next, we then 
validated the top insights gleaned through this initial qualitative work through a quantitative study 
with Decision Analyst.   

 

What we found is that caregivers tend to suffer their caregiving challenges in silence.  Others, 
both their family and society as a whole, are complicit in this as they don't want to know more. Not 
sure what this sentence means? Caregivers enter caring with the best intentions or sometimes 
with no choice at all, but the relentless nature of their caregiving duties wears them down. So they 
cling to the precious  moments of the job, the emotional reward, to keep them strong and keep 
them going. Their experience is constantly evolving and sadly requires more work, not less. New 
skills and deep reserves of mental and physical strength are required, often at a cost to their own 
emotional and physical health. Caregivers want and need support, and more importantly, they 
need to learn that it's okay to ask and seek for help. 

 

This exploratory research helped paint a full portrait of a caregiver, allowing us to better 
understand the target.  What we found were complex relationships, full of pushes and pulls, but 
more importantly - ordinary folks, doing extraordinary things, who need to know they are not 
alone.  We boiled down these complex feelings, attitudes and relationships of caregivers into one 
simple truth: together, we can be stronger.  

 

 After developing a creative campaign stemming from this insight, we shared the resulting work in 
focus groups, conducted with W5, to determine if the creative resonated with the target.  We 
conducted twenty one-on-one interviews, sixty minutes each, with caregivers in Baltimore and 
Chicago.  This initial communications check confirmed that we were headed in the right 
direction.  Caregivers provide support to carees in different ways.  It is a physical and emotional 
challenge to manage these duties in addition to their own life and they often feel alone and 
overwhelmed.  Despite this, caregivers have difficulty admitting they need help but would 
appreciate and use resources that focus on their own needs.  They just don’t know what help is 
available to them.  For example, Donna from Chicago stated, “I wanted to scream but I didn’t want 
to let him know and I couldn’t tell anyone.  There shouldn’t be any shame in the frustration.” 

 

Even with this affirmation of our campaign, through this research we uncovered five key insights 
that helped us further shape our message: 

 

#1 - Show both the caregiver and recipient in the ad: This makes the ad relatable and helps 
the caregiver “see themselves” in the ad, allowing them to self-identify and emotionally connect 
with the message. 

  

#2 - Be positive: While it’s important to accurately portray the challenges of caregiving, 
caregivers ultimately want messages that offer hope and show the positive aspects of the 
experience. 

  

#3 - Remember that recipients of care are not always sick:  Do not focus on specific medical 
conditions, particularly those that are severe and not realistic in the lives of many caregivers. 

  

#4 - Set expectations: Clarify the extent of “support” offered by AARP to ensure caregivers 
understand AARP is not offering physical, in-person support or direct financial support. 
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#5 - Communicate to everyone: Clarify the accessibility of resources to all caregivers, 
regardless of age or membership in AARP. 

 

After making these adjustments to the creative, prior to the launch of the campaign we 
benchmarked the target’s attitudes and awareness of the issue in order to understand caregiver’s 
stances prior to campaign exposure.  This national tracking survey was fielded with C+R 
Research in July-August of 2012.  After the campaign launch in September, we partnered again 
with C+R Research in December to do a post-wave tracking study, using the pre-wave results as 
a baseline to measure the results of the campaign thus far. 

 

As most members of the team had never been caregivers, it was only through research that we 
truly understood the physical, mental, and emotional toll—as well as the rewards—for those 
involved in caregiving. Throughout the strategy development, creative process and impact 
assessment, research informed the work every step of the way. 

 

THE CAMPAIGN 

Butler, Shine, Stern and Partners developed a pro bono campaign to let caregivers know that they 
are not alone.  There is a community of experts and other caregivers available for support and 
together, we can be stronger. The creative brings this to life in an arresting, breakthrough way by 
depicting the realities of caregiving, without sugarcoating the issue, in order for caregivers to see 
themselves in the ads.  

  

The TV spot “Silent Scream” depicts three different vignettes.  In the first, a nephew takes his aunt 
to the doctor’s office and is inundated by medical forms and questions from the staff.  In the 
second, a daughter is driving her father on an errand and is overwhelmed by the commotion of 
her children in the backseat.  In the third, a daughter is helping her mother sort through a pile of 
past-due bills.  In each vignette, the caregiver lets out their frustration at the scenario with a 
scream.  But there is a catch – the scream is silent and goes unnoticed by everyone else.  The 
spot then lets caregivers know that we hear them, and offers AARP.org/caregiving as a 
community to connect with other caregivers and experts for advice tips and support.  In the last 
frames, the nephew experiences the emotional rewards of caregiving by sharing a touching 
moment with his aunt. 

  

The radio spot “Outside In” also empathizes with caregivers’ situations and reassures them that 
they are not alone.  The spot uses the technique of a caregiver’s external conversation with a 
friend juxtaposed with her internal thoughts of what she really thinks.  The concerns and stresses 
of the caregiver are shown in contrast to how she thinks she is supposed to feel.  The spot then 
reassures caregivers that we hear them, and offers AARP.org/caregiving as a solution. 

  

In addition, the print work also connects with caregivers’ sense of isolation and offers the website 
as a place to connect with a community of experts and other caregivers to help them better care 
for themselves and the ones they love.  In “Portrait”, an image of a caree is set in contrast to an 
old photo of her with her young children alongside the headline “Now that mom lives with us, we 
miss her more than ever.”  In “Timeline”, a photo of an older man sitting on a bench is matched 
with copy describing the busy day of a caregiver, ending with the word “repeat”.  In “Walk”, a 
caregiver is shown walking with a caree above the headline “I take care of her but who takes care 
of me?”  Each ad then ends with the subcopy “Only those who care for others know what it’s 
really like to care for others.  That’s why AARP created a community with experts and other 
caregivers to help us better care for ourselves and the ones we love” followed by the website and 
call center information. 



 

5 

 

 

  

Out-of-home and web creative utilize the same images as print in order to make the best use of 
the production budget, but each execution is tailored to best fit the media.  For example, the 
“Walk” OOH execution reads “A helping hand for those helping loved ones” and ends with the 
URL.  This same image is used in a standard banner along with the copy “She needs support, but 
so do I.  Find the tools you need to help care for the ones you love.  Support & advice for 
caregivers – get started.” 

 

RESULTS & THEIR SIGNIFICANCE 

The campaign kicked off with the distribution of the PSAs to media outlets nationwide in August 
2012.  Since then, it has exceeded all expectations. 

 

GOAL #1: Develop Memorable Work that Effectively Connects with Caregivers 

Caregivers are remembering the campaign, even though it has only been in market a short 
time.  As measured in a three-month tracking study conducted in December, there has been a 
significant lift in overall ad awareness as well as awareness of AARP’s caregiving resources since 
the campaign launch (C+R Research 3 Month Tracking Study). 

 

GOAL #2: Drive Visits to the Fulfillment Properties 

We significantly surpassed our page view goal to AARP.org/caregiving and AARP.org/cuidar 
within the first four months of the campaign.  In addition, there have been a high volume of calls to 
the English and Spanish hotlines.  Not only is the campaign reaching caregivers in a memorable 
way, it is clearly moving them to action.    

 

GOAL #3: Maximize Donated Media to Support the Launch of the Campaign 

Within the first six weeks of the launch, the campaign received a high level of donated media.  In 
addition, we garnered additional support from PR earned media.  Significant coverage includes 
the Huffington Post, as well as exposure on NBC Nightly News, CNN, Yahoo! and USA Today. All 
together, the campaign ranked within the top for donated media across all of Ad Council's 50+ 
campaigns in Q3, a very impressive feat for a brand new campaign (Ad Council Q3 Donated 
Media Report).  

 

Caregivers are kindhearted, everyday people who put the needs of their loved ones above their 
own.  This makes our goals even more important, because we have the opportunity to let them 
know that they are not alone.  To let them know that there is a community of resources and tools 
available to help them better care for themselves, and the ones they love.  To truly change lives. 

 

 

 

 

 

 

 

 

 

 

 


