


During the period between 1st December 2020 to 31st January 2021 the Google Pixel 4a
campaign aims to reach regional Australians, with their phone sales predominately coming
from pre-existing owners, this is Google’s primary target audience. Being a high-performance
phone at mid-range price, the newest Pixel model is an attractive upgrade to Google’s
secondary audience, iPhone and other android owners. The objective of the campaign is to
continue increasing sales since the launch in September 2020, optimising the budget of
$500,000 the target audience will be reached through the recommended media channels.

There are two main intended audiences of the Google Pixel 4a campaign, targeted at
regional Australia, the objective is to reach two desired audiences. The primary audience is
Australians who already currently own a Google smartphone and looking to upgrade to the
newest version, the Pixel 4a. According to Roy Morgan customer profiling, it opens up
insights into Google’s audience and how best to engage with them with new products. It is
predominately a younger demographic who own Google phones, with 56% being under the
age 35. Roy Morgan data also presents Google’s audience as those of high income, highly
educated and successful within their career (Roy Morgan 2020). 

The secondary audience is Australian iPhone and other android device users looking to
switch providers and upgrade their mobile. There is currently 18,613,000 mobile phone
users above the age of 14 in Australia according to Roy Morgan Single Source Data 2018,
indicating a huge percentage of Australia’s population, therefore the secondary target
audience of Google’s Pixel 4a is huge. Non-Google phone owners looking to switch will be
drawn to the features of the Pixel 4a as it was the 2019 winner of the Handset Provider of
the Month Award, monthly satisfaction rating of 95.6% (Roy Morgan, 2020)

Source: Roy Morgan Single Source 2018  



Using Roy Morgan Single Source 2018, the media consumption of Australians 14+ who own a
mobile phone was discovered, this being the primary target audience it is a good indication
for which media channels will be the most effective in a campaign. The chart gives levels of
light, medium and heavy consumption of media and those who don’t use it at all. It then uses
an index line to present the level in which the target audience consumes particular media.  

Looking at the charts results, internet, cinema and outdoor media are the most engaging, all
being in the heavy consumption level. Because of Covid-19, these results may differ,
however, they are a great basis for overall media habits. Radio and magazines are in the
medium consumption levels, being the second most valuable form of media to reach the
target audience. Using this data, optimisation of different media channels will improve the
sales of Google’s Pixel 4a through the campaign’s targeting of its primary audience.

Internet
Considering the wide target audience of the Google Pixel 4a campaign, digital advertising is
reaching the Australian public over multiple platforms, catering to multiple demographics
and behavioural patterns. Internet at heavy level of media consumption on the chart
indicates a majority of the target audience is online and prefers digital over traditional forms
of advertisement. Digital advertising offers various packages which over the period of the
campaign will utilise a combination of platforms to reach the target audience. Choosing the
XXL package and reaching the largest audience, it includes advertising of Facebook,
Instagram and LinkedIn, placing them at maximum optimisation. As well as SEO packages to
present the Google Pixel 4a at the top option for all mobile searches, with an array of
keywords for high reach and visibility. Youtube is another recommendation for the campaign
as it is an affordable way to reach consumers, has advanced targeting and accurate tracking.
Choosing ad length is easy and there are several formats to choose from.  

Outdoor
Outdoor is the highest level of media consumption (Roy Morgan Single Source, 2018) for the
desired target audience of the Google Pixel 4a campaign, making it a valuable form of media
channel out of home (OOH) is the top choice of recommendation. An effective form of OOH
is billboards, 77.6% said they saw OOH (billboards) in the last 7 days (Roy Morgan Single
Source, 2018), and the varying sizes and locations of these billboard allows for high reach
and frequency. Supersite billboards are 12.66M X 3.35M and feature on main arterials,
freeways and secondary roads, being at medium costs (Billboards Australia, 2020), they are
good value for money. Spectacular being 18.99M X 4.55M and on main arterials, and
freeways and average at 50,000-140,000 p/d, provides premium visibility (Billboard Australia,
2020). Digital billboards are also recommended, being at high demand they are a series of
rotating 8 second videos and are attention grabbing (Billboard Australia, 2020).



Radio 
Radio is a valuable media channel for many factors, the main being its large reach, as
Australians are listening to their favourite local station. At a medium level of consumption,
choosing regional and capital city stations will optimise the target audience. Advertising with
stations who have the highest listening rate and having the hosts reading the advertisement
to the audience, it is a personalised approach and consumers will trust the advertisement
more as they have a connection with the hosts. Most listened to stations include; ARN
National Network 11%, Nova Entertainment 10.3% and ABC Local 9.6% of the target
audience (Roy Morgan Single Source Data, 2018), all recommended for the campaign.

Other effective forms of OOH include buses and bus shelters, they are unavoidable to those
on the roads. Placed in high traffic areas, bus shelters are high reach and quality to promote
campaigns, as well as buses taking densely populated areas, especially in capital cities, they
are valuable to any campaign. Retail advertising additionally attracts a large reach from its
foot traffic. Recommendations using backlit displays, they are eye-catching and are placed in  
an environment that is specific to the product. 

Cinema 
At heavy consumption levels for the target audience, cinema is a successful form of
advertisement as it uses full sight, sound and motion to engage with the audience,
increasing overall ad recall. It allows for the advertisement to be placed in front of a captive
audience, and because it only has one screen, attention is completely directed towards that
ad. Having 15 and 30 second advertisements over the two-month campaign will utilise this
effective form of advertising to the target audience. Because movie theatres seat a certain
number of people, regional and capital city theatres will be engaged. The campaign will
feature a movie mix plan (Val Morgan, 2020) for advertising as to maximise the overall reach
of the target audience.



The media schedule and overview of the budget allocation present a clear campaign plan to
optimise the goals and objectives of the Google Pixel 4a campaign over widespread
Australia. Internet advertising will continue during the campaigns two-month period, as the
digital package lasts 60 days (Ashton Social, 2020) and the SEO Pack is a deal of $5,000
(Australian Advertising Industry, 2020), over one-month periods. As well as Youtube
advertising which is a controlled way of deciding how much to spend and targeting the wide
target audience.  

Out of home advertising is the most expensive, as several billboards will be displayed over
Australia’s regions and capital cities. The packages last over the four-week period, ranging
from $5,000-$65,000 (Billboards Melbourne, 2020), depending on the different billboard
types. They each have varying month during the campaign, however, digital being the most
effective will run the entire campaign. The buses have a minimum of six-week booking
around Australian transportation, average package prices being $40,000 (Billboards
Melbourne, 2020), and are placed towards the last weeks for maximum impact. Bus shelters
are a minimum two-week booking and have been spread out in bursts over the two months,
averaging at $1,500 (Billboards Melbourne, 2020) these will be spread out across Australian
capital cities. Backlit displays featured in shopping centres have a minimum of four-weeks, at
average $600 (Universal Media, 2020), and will be placed during the first month, for the
Christmas shopping period.  

Cinema advertising is scheduled in bursts over the campaign, as to suit the change of movies
over the Christmas period, in formats of 15 and 30 seconds at different prices. These prices
range from regional areas and the capital cities, based on seating capacity also. Allocated
overall $100,000 towards cinema advertising as to reach maximum of the target audience.
Utilising both capital city and regional radio stations, this is catering to the wide target
audience over Australia. They are scheduled over flighting periods, as to present regular
listeners with a bit of a break from the add. For best frequency and reach $10,000 is average
for capital city radio advertising costs in a campaign, and for regional stations it ranges from
$2,000-$5,000 per week (Radio Results, 2020).

Overall, the Google Pixel 4a will reach its desired campaign goals of increasing sales to its
desired target audience. Recommendations were made from the results of Roy Morgan
data on media consumption, as to effectively divide the budget to effective media channels.  
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