For the meeting on Paper FC 13/2008
26 June 2008

Publicity Campaign for the Promotion of
Family Core Values

PURPOSE

This paper sets out for Members’ information the publicity plan
on the family core values identified by the Family Council.

BACKGROUND

2. At the 2" meeting of the Family Council held on 28 March 2008,
Members discussed the family core values and reckoned that different
people might have different perceptions on the optimal grouping of
family core values. By and large, however, Members tended to agree
that to solicit the widest possible support from members of the Hong
Kong community, the core values should be packaged in a manner as
concise, simple, broad and all-encompassing as possible. In light of
these considerations, Members generally had no objection to using the
family core values (i.e. Love and Care (===} {%); Respect and
Responsibility (7 ==*£7£1) and Communication and Harmony (=41
#)) as suggested in Paper No. 5 and discussed at the meeting on
28 March 2008 as a basis for “soft-selling” to the Hong Kong people, as
they should be able to reach the hearts of the man in the street, and be
able to capture the essence of the most commonly accepted concepts of a
happy and healthy family. The present combination of core values was
also well-posed for further promotion and publicity purposes.

3. As directed by the Council at its meeting on 28 March 2008, the
Secretariat has capitalized on the television promotion materials on
“Family at Heart Campaign (- % *)” compiled by the ex-Health, Welfare
and Food Bureau in 2006, and drawn up a publicity plan to promote the
three family core values. We have invited relevant bureaux to comment
on the proposed publicity framework that the Secretariat has drawn up.



4, Some initial thoughts on the promotion activities that can be
incorporated into the framework of the publicity campaign are set out in
the ensuing paragraphs for Members’ information —

(A) Announcement of Public Interest (“APIs™)

5. We plan to promote the 3 sets of family core values through the
production of three series of APl — one for each set of family core values.
The preparatory work is underway with a view to launching the 1% series
of the APIs before end-2008.

(B) Poster and Slogan Design Competition

6. To engage the public to identify themselves with the family core
values, a poster and slogan design competition will be arranged to invite
ideas which promulgate the 3 sets of core values.

(© Family Photo/Video Competition

7. Participants will be invited to take photos/videos with their
families to capture moments of Love and Care (i.e. the 1% set of family
core values) to bring out the themes of happy and healthy families and the
family core values. Entries from all types of families are welcome.

(D) Reinforcing the family values through revival of respect for
traditional Chinese festivals

8. With rich cultural meaning and a long history, the traditional
Chinese festivals form an important and salient part of Chinese culture.
Important festivals such as Ching Ming and Chung Yeung Festivals
offer opportunities for family members to pay respect to their ancestors
and deceased relatives. Other festivals such as the Winter Solstice and
Mid-Autumn Festival also offer a good chance for members of the
families to gather together and share their love and thoughts for each
other.

9. To revive respect for such Chinese festivals would help reinforce
family values and strengthen relationships amongst family members.



(E) TV / Radio Shows / Documentaries

10. To join hands with RTHK/TVB/ATV/Commercial Radio and/or
other media agencies to stage shows or gala to promote family core
values; and documentaries on how broken individuals/families
re-establish themselves and regain a happy and healthy life through the
help of other family members.

11. The Secretariat has sought the assistance of RTHK to
co-organize some of the promotion activities. In consultation with
RTHK, the Secretariat has worked out a framework of activities and the
proposed implementation timetable at Annex for Members’ reference.
FINANCIAL IMPLICATIONS

12. A total of $4 million will be set aside by the Family Council
Secretariat for financing the publicity campaign.

ADVICE SOUGHT

13. Members are invited to note the progress of publicity campaign
set out above. Comments and suggestions are welcomed.

Family Council Secretariat
June 2008
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