#morethanwords

1 Executive Summary
Thank a First Responder Day (TAFRD) is run by Fortem Australia and
is in its early stages, communicating with first responders and their
families to thank them for their service and sacrifices. In 2022, TAFRD
will expand Australia wide, increasing brand recognition within
communities and amongst first responders and their families. This
day will socially connect first responders to their communities in an
effort to improve their mental health by emphasizing the message
that thank you is more than words.
The research conducted contributed to key insight for this campaign,
that there is a strong mental health problem within first responders
and their families, and that community members would like the
chance to be able to thank them, they just don’t know how. This
opened an opportunity to raise greater awareness, particularly in WA
and metro areas. The TAFRD 2022 campaign aims to raise greater
awareness of the day, as well as increase participation between the
primary and secondary target audience. Objectives support this
aim by identifying a need for increasing awareness, engagement,
education and participation.
Roll out will begin in March 2022 until June 2022 with a budget
of $20,000, pro bono advertising with Grant Broadcasters and
Southern Cross Austereo Network, as well as US$10,000 monthly
Google Ad grants. The campaign will be delivered in four phases
based on objectives, with media deliverables being rolled out in
each. To measure the campaign’s success, traditional and social
media engagement will be used, as well as click through rates
and impressions, donations and participation. With a higher
budget, it is recommended that TAFRD create greater awareness
and participation with more OOH, large PR events, Television
advertisements and breakfast packs.
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2.1 Company Analysis
2.1.1 Background

2.1.3 Brand Personality

Fortem Australia is a not-for-profit organisation that was established in
2019 to support first responders and their families. Fortem is a part of the
solution for the need of specialised wellbeing and mental welfare support
to the first responder community1. They hold a great emphasis on mental
health and the effects of being a first responder by acknowledging the
deep traumas they face during their duties. They provide help through
clinical support, mental fitness, family resilience and a transition and
employment program. They are currently only offering services in regional
towns and cities along the east coast of Australia.

By examining TAFRD’s brand archetypes, they are seen to have a big
personality towards their consumers. Using Jungian archetypes model,
the brand’s characteristics and tone of voice show that they fit into the
caregiving, belonging and safety archetype4. These qualities resonate
with their target consumers as they have the ability to connect with their
brand and its values.

Fortem are the brains behind TAFRD which is a day dedicated to the first
responders2. The day was created off the back of the 2019/2020 black
summer bushfires3. TARFD is marketed separately from Fortem Australia
and is held in early June. They collaborate with emergency response
services nationally to recognise first responders and raise awareness
of the impacts around being the first person on sight in the case of an
emergency. They emphasise the ‘power of thanks’ as the 300, 000 first
responders in Australia don’t always receive the recognition they deserve
from their significant jobs. First responders are ordinary people, just like
the members of the community in which they support. Families and
support networks of first responders can also be impacted by the effects
of their loved ones being first responders – and TAFRD is a day for them
as well.

2.1.4 Past Campaigns
TAFRD is a day organised by Fortem Australia. This day is aimed at
thanking first responders for their service towards communities all around
Australia. The first TAFRD was in June 2020 with the theme and hashtag
#PowerOfThanks. This theme and hashtag was carried on into the 2021
TAFRD. The current campaign is present on social media platforms such as
Facebook, Instagram, Twitter and LinkedIn.

Fortem Australia already has existing relationships with Grant
Broadcasters and the Southern Cross Austereo network for pro bono
advertising. They also receive a US $10,000 Google AdWords grant per
month that can also go towards the campaign.

They also have their own website separate from Fortem Australia’s
Website with information about the day and why it is important. It is
seen on their social media that they had a larger presence on the day in
2021 compared to the first year with a 360% increase5. There was also an
increase in community-run activities as well as activities run by Fortem,
this is due to the introduction of digital mediums. These comparisons
demonstrate growth in marketing and use of digital media within their
campaigns between the first and second TAFRD. Their main call to action
with previous campaigns was on the emphasis of saying two words:
Thank You. As seen on their various social media platforms, it is clear that
they have gotten that message across to their target market6.
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2.2.1 Current Target Consumer

Demographic
First responders

The current target consumer segments for TAFRD can be split by
geographical location, demographics, behaviours and psychographics.
The target consumers in accordance with the Brand Guide of TAFRD
can be reached through social media, in their workplace, in the
community, or in schools and child-care centers7.

First Responders Include:

Family member/s of a first responder
A close friend or partner to a first responder
Data shows that this demographic are more social media-based,
hence their audience would generally be younger (18-29)8

Psychographic
Positive attitude to participating in community events
Knows about the mental effects of being the first person at an
emergency9

Firefighters

Has similar values to the brand values of TAFRD (caring, belonging
and safety)

Police

Respects first responders and their role in helping the community

Behavioural
Participates in community events and fundraisers10

Surf Lifesavers

Engages in topics they are passionate about or that affects them
personally

Paramedics

Has a presence on media platforms (after Covid-19, there is a trend
of business being media based currently and for the future11)

Geographic

SES

Regional eastern Australia

Frontline Hospital
Workers

Small community member
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2.3.1 PESTLE
Below is a table identifying the macro factors in Australia that may affect the outcome of the campaign:

Political

Economic

Social

Australia’s federal, state and territory governments
have put restrictions in place to stop the spread
of COVID-19. These restrictions vary across states12.

The unemployment rate has decreased to 4.9%13.

1 in 3 first responders report experiencing high or very
high psychological distress. This is compared to 1 in 8
average Australians16.

Disposable income in Australia has increased to
342480 million AUD in the first quarter of 202114.
31% of Australians say that their family’s financial
position is ‘worse off’ than this time last year which
results in declining consumer confidence15.

47 first responders have died on the job since 200317.
The serious claim rate is 4 times higher for first
responders18.
As of 2019, 60% of Australians donated to charity,
which is a decline from 66% in 201419.
Those aged between 50-64 years are more likely to
donate with 70%, followed by those aged between
35-49 at 68.9%. Those aged below 18 years donate
the least at 23.8%20.

Technology

Legal

Environment

80% of Australians are active social media users21.

3 in 4 first responders found the current workers’
compensation process to be detrimental to their
recovery23.

Climate change is increasing the severity of flood
and bushfire seasons which are becoming longer
and more extreme26.

The Australian Consumer Law states that
fundraising activities must not make false or
misleading representations24.

85% of consumers want brands to be more
transparent with the sustainability of their products
with 9 in 10 Australians stating that they are more
likely to purchase products that are ethical and
sustainable27.

The most popular social media platforms in
Australia are Facebook, YouTube and Instagram,
respectively22.

The Australian Charities and Not-for-profits
Commission (ACNA) administers legislation and
monitors organisations such as Fortem Australia in
which they must comply25.
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Australian Bureau of Statistics, 2021
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Commission, 2021

26

Bushfire risk in regional Australia, 2021

27

Arreza, 2020

2.3.2 Day/Week Counterparts

Revive Agency

WOW Day28

R U Okay? Day29

Thank A Volunteer Week30

Product

Wear Orange Wednesday (WOW Day) for SES
Volunteers is a national day held in May. This Day
encourages communities across Australia to wear
orange and thank all SES Volunteers for their
service saving lives and protecting communities.

R U Okay? Day is a national day that encourages
people to connect with those around them,
checking in on one another’s mental health and
well-being by simply asking ‘are you okay?’. R U
Okay? Day run events and activities, as well as host
educational webinars.

Thank A Volunteer Week is Australia’s largest annual
celebration of Volunteers which is run throughout
the month of May. The week aims to celebrate
the significant contribution of Australia’s six million
volunteers. This week encourages all Volunteer
organisations and community members to get involved
and say ‘thank you’.

Price

This day is free for all SES volunteers as well as the
wider community. WOW Day offers free media kits
to the public.

Webinars are free and activities and events are
determined by the host. R U Okay? Day has
affordable merchandise that can be purchased,
prices vary depending on the product.

Due to Thank A Volunteer Week being a national
campaign, organisations and state governments run
their own individual events in which prices vary.

Webinars can be accessed by anyone, anywhere.
The place of events and activities are determined
by the host.

This is a nationally recognised week where each
state and territory runs its own activities and events.
Expo’s, Symposium’s, Training sessions, gatherings and
more are a part of the week. Individual organisations
also take part and run company-wide events across
Australia.

Promoted on social media, specifically YouTube,
Instagram and Facebook. The charity originally got
promotion by having a segment on Australian Story.

The week is promoted on social media platforms
such as Instagram, Facebook, LinkedIn, Youtube and
Twitter. Community members and organisations are
encouraged to post or share content of them putting
their hand up to thank the millions of volunteers around
Australia with a special smile on their hand to wave
their appreciation to volunteers with the hashtags
#NVW2021 #NationalVolunteerWeek31.

SES always welcomes donations.

Place

This is a national day that runs all across Australia.
Community members are encouraged to support
the day with friends and colleagues by enjoying a
morning or afternoon tea together.
Well-known landmarks across the nation such as
the Sydney Harbour Bridge, Rod Laver Arena and
even Larry the Lobster and many more will turn
orange in support of the day.

Promotion

People are encouraged to wear the colour orange
and share a video or photo during the month of
May and use the hashtag #thankyouSES and tag
relevant SES social media accounts. Community
members can share these on Facebook,
Instagram, LinkedIn and Twitter.
SES provides a media kit for individuals and
organisations to share in order to support or raise
awareness about the day

28

Wear Orange Wednesday, 2021

29

R U OK?, 2021

30

Volunteering Australia, 2021

Thank A Volunteer Week does provide free media kits
for all organisations and individuals to use, there is also
affordable merchandise that can be purchased, prices
vary depending on the product.

National TV shows such as Weekend Sunrise, Weekend
Today, ABC News Breakfast and Sky News also
participated in the week to help thank volunteers and
spread awareness32.
31
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WOW Day

R U Okay? Day

Thank A Volunteer Week

In conjunction with National Volunteer Week,
WOW Day was specifically created by the SES in
2020 to highlight all SES volunteers who give their
time to help communities during flood and fire
emergencies.

The R U OK? Charity was founded by Gavin Larkin in
2011 after losing his father to suicide. The Charity is
also championed by its experts, ambassadors and
partners such as Kit-Kat and Anytime Fitness.

Volunteering Australia is proud to lead National
Volunteer Week (NVW). Volunteering Australia was
founded in 1997 under the National Secretariat Program
and is the peak body for volunteering in Australia.
Mark Pearce is the current CEO and he oversees all
Volunteering Australia’s processes and campaigns such
as Thank A Volunteer Week.

Processes

WOW Day has a dedicated website with easy
navigation. The website includes eight separate
links to the different states and territories in
Australia. Each link has unique information on how
to support the day in that particular location.

R U OK? Charity’s website is set up for easy
navigation, whether someone is seeking support,
wanting to donate, or looking for contact details.

Volunteering Australia has a page dedicated to Thank
A Volunteer Day with all relevant information and
resources needed for the week-long campaign. In
addition, each Volunteer organisation sets a page on
their websites dedicated to the week and their specific
events.

Physical
Evidence

WOW Day does not have a permanent physical
location, however, there are many different
events/activities around Australia where
community members are encouraged to get
involved in on the day.

R U OK? Do not have a permanent physical
location, however on R U Okay? Day, there are
many different events/activities around Australia.
R U Okay? Charity can be found on most popular
social media platforms, as well as on their website.

Thank A Volunteer Week does not have a permanent
physical location, however, there are many different
events/activities around Australia where Volunteer
organisations and community members are
encouraged to get involved in the week’s events.

People

WOW Day can be found on most popular social
media platforms, as well as the SES website.

Thank A Volunteer Week can be found on Volunteering
Australia’s website as well as on most popular social
media platforms.
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2.4.1 Summary
On the 23rd of August 2021, a national survey was sent out to first responders, family members/partners of first responders and the Australian
community to partake in. The survey questions were designed to clearly articulate the topic of Thank a First Responder Day and encourage
participants to provide honest and clear opinions. A total of 36 questions were created in a simple survey model. The one survey model was designed
to split into three surveys depending on whether the participant was answering as a first responder, family member/partner of a first responder, or a
community member. After one week of the survey being live, there were 241 responses.
The survey had an even number of rural and metropolitan participants. There was a clear mix between first responders who volunteered in their
organisation and also had this as their primary occupation. When first responders were asked “What does it mean to be a first responder?”, a clear
theme appeared, helping and caring for their community. First responders continually mentioned that they wanted to be able to assist others and
make people feel safe and protected. They also mentioned that being thanked for their service was always nice and welcomed, however, it was not
necessary.
Of the 241 participants surveyed, over 60% were not aware of TAFRD. When asked if TAFRD should be a nationally recognised day, both family
members/partners and community members were in unanimous support. It was determined that over 70% of family members and partners of first
responders did not believe that first responders get the recognition that they deserve.

In the past have you been aware of, or participated in Thank A First Responder Day?
7%

Yes & have actively
participated.

4%

15%
23%

40%

53%

22%

63%

Yes but have not
actively participated.

73%

Not aware

What does being a first responder mean to you?

providing opportunity

able service

community

First Responders

Family Members or Friends

Community Members

giving back

assist

protecting

support helping

2.4 Primary Research
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2.4.1 Summary
This survey found a notable gap where family members and partners of first responders are not given recognition and sufficient support. 49% of
family members and partners said that their relationship with a first responder had been strained due to their service commitments. The majority of
these responders also mentioned that first responder organisations did not offer them any support. Additionally, 77% of first responders said that it is
important to them that their family and friends were recognised for the support they provide. 91% of participants agreed that greater recognition/
awareness of first responders and family members’ sacrifices would approve of their mental health and wellbeing.
Through this primary research, it is justified to conclude that more awareness and participation is needed for TAFRD to help improve the mental health
and wellbeing of not only first responders but also their family members and partners. It is clear that family members and partners of first responders
have been neglected and not recognised for the crucial support they provide.

In the past, has your relationship with a first responder
been strained due to their service commitments?

no

Do you believe greater recognition / awareness of
first responders and their family members' sacrifices
would improve the mental wellbeing of these groups?

no

9%

yes

yes

51%

49%

91%

of First Responders said
that it is important to them
that their family and friends
are recognised for the
support they provide.

83%
of community members
would, if given the chance,
like to personally thank
a first responder.

2.5 SWOT Analysis
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Strengths

Weaknesses

TAFRD has been successful in its previous campaigns which have
built up a social following.

A restricted budget will put limits on our marketing initiatives.

Awareness within East Coast regional communities and first
responder organisations.
Existing relations with Grant Broadcasters and the Southern Cross
Austereo network, as well as Google AdWords for promotional
grants.

There has been a previous struggle to connect with metro
communities and their media outlets.
A lack of resources will limit the ability to conduct thorough
research.
Fortem is still classified as a ‘young start up’ charity that may be
perceived as inexperienced and less reputable by media and
community members.

Opportunities

Threats

Lack of awareness in large metropolitan areas provides a vast new
audience to tap into.

Limited press/media coverage in metropolitan areas as messaging
can not be sensationalised.

Opportunity to expand on what it means to show gratitude and
say ‘thank you’.

Other charity counterparts could overshadow TAFRD with similar
days or events.

Heightened awareness/appreciation for first responders among the
wider community due to the pandemic - specifically Paramedics
and Police Officers.

Low budget and resources could affect the outcome of the
campaign.

Opportunity to help spread mental health awareness towards first
responders across Australia.

National or global crises could overshadow TAFRD which may result
in over-saturated media.
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2.6 Trends
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Multiple trends have emerged within the past couple of years due to the
Covid-19 Pandemic. The pandemic has changed the way consumers
communicate and businesses operate33. It has meant that many countries
around the world including Australia have had to go into lockdown where
the majority of people are required to stay in their homes. As a result of
these lockdowns, many businesses have had to adapt and move their
products and services online to combat the current situation34, while
consumers have changed the way they shop shifting from in-store to
online or increase their eCommerce purchases35. These factors have led to
the important trends of demonstrating authenticity36 and transparency37.

Transparency

Personalisation

Values

As customers seek businesses that align with their values it has meant
that these businesses have implemented personalisation tools and
tactics to gain loyal, long-term customers. A rise in the use and
success of personalisation technology gives an opportunity for a more
customer-centric approach, providing personal services and products to
consumers41.

VR

Authenticity

As more and more businesses went online it meant they needed to build
a strong level of trust and improve their reputation for current and new
customers. As customers turned to buying more products online it meant
they were also reviewing those products, resulting in a strong change
of consumer behaviour38. As customers are now more inclined to buy
off brands that align with their values. Businesses have had to adapt in
two ways. By becoming completely transparent in the information they
put online meaning real and honest reviews and information sourcing as
well as being authentic39. Demonstrating a more human touch online by
putting the human at the forefront to gain trust from customers showing
them that there are real people working for these businesses and showing
an understanding of what the customer may be going through40.
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Finally, as most businesses have made the shift online it has meant
lots of events have had to do the same. There has been an increased
opportunity to utilise the rise in virtual events and VR to create online
events that can include anyone from around Australia, resulting in new
digital communities42.
These trends have changed the way businesses market, communicate
and run campaigns throughout the current pandemic in order to build
strong retainable business models for the future.
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Accenture, 2020

36

Mikkelsen, 2021

39

Gillies and Towers, 2021
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LaFleur, 2020

37

Gillies and Towers, 2021

40
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Australian Bureau of Statistics, 2021
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41

Yieldify, 2021
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2.7 Key Insight
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The Problem

The Insight

The Opportunity

First responders and their families are
silently suffering from mental health
issues as a result of their trauma and
sacrifices. This lack of awareness
means that there is limited recognition
and support across the nation, causing
them to feel alone. There is also a
lack of awareness around TAFRD,
with untapped potential in WA and
a previous limitation in effectively
communicating with metro areas.

There is a known mental health
problem in Australia, specifically within
the first responder community. This
directly impacts their families who
receive no recognition and support.
A majority of community members
would like to say thank you to first
responders and their families, they just
don’t know how.

The opportunity for the 2022 TAFRD
is to raise awareness on a national
scale, particularly in Western Australia
and metropolitan areas. It is strongly
believed by family members of first
responders that both groups’ mental
well-being would be improved by
increasing recognition and awareness
around their sacrifices. This opens
up an opportunity to show the
community how they can express their
gratitude and say ‘thank you’.
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3. Target Audience/Publics and Stakeholders:
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3.1 Primary
First Responders & Family
The primary target audience has been identified by drawing on insights from the situation analysis, as well as using consumer data derived from the
Roy Morgan Helix Persona ‘Working Hard’43.

Demographic

Geographic

Worked as a first responder or is a close family member of a
first responder.
There are over 80,000 full-time first responders in Australia (this 		
excludes part-time and casual workers, as well as volunteers)44

Clustered around Australia
Predominantly in QLD and NSW

Psychographic
Experienced psychological distress

35-64 years of age
As of 2020, this age bracket makes up 37% of the male 			
population in Australia and 38.4% of females45

Roy Morgan ‘Conventional Family Life’ Values segment46
Middle-class Australia
Married with kids

1 in 3 first responders experience this47

Family-orientated
Proud of achievements
Care about how they are perceived

Their annual household income is around $97,000

Behavioural

Paying off a mortgage

Watches pay and free to air TV

Majority Australian born

Reads the newspaper
Adapting to technology

Rationale
First responders and their families were chosen as the primary target audience because they are the center of this campaign. The Roy Morgan Helix
Persona ‘Working Hard’ was a perfect fit for this group as it highlighted conventional family life and values. It explained that this group cares about how
they are perceived which ties into the mental health stigma surrounding first responders and their families. It also states that they are proud of their
achievements which is an indication of their willingness to participate in our campaign.
43

Helix Personas, 2021

45

Australian Bureau of Statistics, 2020

44

Aph, 2019

46

Roy Morgan, 2021

47

Beyond Blue Ltd. 2018.

3.2 Secondary
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Wider Communities
The secondary target audience has been identified by drawing on insights from the situation analysis, as well as using consumer data derived from the
Roy Morgan Helix Personas ‘Seasoned Lifestylers’48 and ‘Lifestyle Seekers’49.

Demographic

Psychographic

35-64 years of age

As of 2020, this age bracket makes up 37% of the male 			
population in Australia and 38.4% of females50

Married with children

Slightly more progressive views
Very socially aware

Cares about the environment and climate change

Desire to build an important life

1 in 3 have children under 16 at home

Midlife families, midlife households and older households

Passion for culture

Culturally diverse

Proud of achievements

1 in 5 born in Asia

Not driven by status

The majority owns their home outright

They find technology empowering

Well educated
Their annual household income is between $94,000 and
$100,000

Behavioural
Helps the disadvantaged and donates to charity
Streams TV and movies

Geographic

Tries to keep up with the latest trends in technology

Clustered around Australia

Makes the most of life now that their children are older

Predominantly in Melbourne and Brisbane

Reads the newspaper

Rationale
The Roy Morgan Helix Personas ‘Seasoned Lifestylers’ and ‘Lifestyle Seekers’ formed most of this target audience. This is because they are both very similar and
have psychographic and behavioural characteristics that make them the most likely to engage with our campaign. The biggest example of this is that they
believe in helping the disadvantaged and donate to charity, as well as mostly having older children which means they have more time to dedicate to building an
important life. They also fit into our age range which was based on the likelihood to donate and population size. Although donations are not at the forefront of this
campaign, it is a good indicator that these people are open to helping the community.
48

Helix Personas, 2021

49

Helix Personas, 2021

50

Australian Bureau of Statistics, 2020

3.3 Media Consumption
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This chart shows the media consumption of the combined primary and secondary target audience. This group has a high
consumption of all mediums, with only television being under average. Cinema has the highest consumption, with outdoor
and newspaper following closely behind. It is important to note that although the internet does not have the highest index, it
has the lowest number of non-users, meaning the majority of the target market access the internet weekly51.

Media Consumption Chart
100%

120

75%

90

50%

60

25%

30

0%

0
Newspapers
(incl NIMs)

Magazines
(excl NIMs)

Heavy

51

Roy Morgan, 2018

Television

Medium

Radio

Light

Internet

None

Cinema

Index

Outdoor
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3.4 Stakeholders
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Stakeholder relations management is very important when it comes to executing the campaign. They can be split into internal and external
stakeholders. If relationships are effective with stakeholders, they can help drive the campaign52. However, some stakeholders can interfere with
the campaign’s overall success if they have a negative impact on the campaign goals. Monitoring stakeholders throughout the campaign will be
important to ensure both internal and external stakeholders are kept happy and to keep any negative impacts to a minimum53. The following are
examples of the most important internal and external stakeholders for the campaign.

3.4.1 Internal

3.4.2 External

A very important internal stakeholder is Fortem Australia. Fortem is the
brains behind TAFRD and the main drivers of the campaign. Without
Fortem, TAFRD would have significantly less support during their early
years of establishing the brand, when engaging their target market.
There will be communication with Fortem at all times throughout the
campaign period. They are able to support the campaign in many
ways including, funding and by having similar values and ethics.
Additionally, having existing relationships with many of TAFRD’s other
important stakeholders helps to improve the campaign. A negative
impact that could potentially arise with this stakeholder is from the
great control they have over decisions made about the day and
how they could change the way the campaign will run. In order to
utilise this stakeholder, there will be active involvement with Fortem
throughout the campaign, using the advantageous sources they
provide as being a positive internal stakeholder.

An important external stakeholder is the union organisations of the
first responders. These unions are an example of a stakeholder who
has strong personal relations with the first responders and can be
used to relay information to members of the target audience who are
involved with first responder unions. They also have great involvement
in the lives of first responders and have similar values to the TAFRD’s
brand. These unions can support the campaign by getting behind
the day and advocating for the significance of gratitude within the
community. As well as welcoming the day into their annual calendars,
making it a well-known day within the community. Some interruptions
that could possibly occur from this stakeholder to the campaign
would be their potential desire to not want to be highly involved in the
day if they do not have enough motivation to do so. Having regular
active involvement with the unions will be crucial for added support
and will help to boost the campaign.

52

53

Clarke, 1998

Rawlins, 2011
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4.1 Campaign Aim
The aim of the campaign is to raise greater awareness for Thank a First Responder Day nationally to boost
involvement on the day from the primary and secondary target market.

4.2 Communication Objectives
1.
Increase awareness by 90%
nationally from the target
market by the 8th of May, 2022.

2.
A 50% increase of engagement
from the target market by June
7th 2022.

3.
Educate 50% of the target
audience on the importance of
mental health and wellbeing of
the first responder community by
TAFRD 2022 (8th of June).

4.
Increase participation from
the target audience by 25% on
TAFRD 2022 (8th of June).

4.3 Objectives Rationale
1.

2.

3.

4.

Raising awareness for TAFRD is an
important objective as it will assist
in getting attention from community
members who are likely to engage
and participate. It is important to gain
exposure from all of Australia as the past
two TAFRD’s have been recognised in
only rural areas of the east coast. Raising
awareness will set up the campaign
to communicate effectively with the
target market. This will result in higher
numbers of engagement, education and
participation for the day in 2022.

Increasing engagement before and
on TAFRD 2022 will ensure the day is
successful. Social media engagement
will be a high priority that can easily be
measured, as well as encourage user
generated content that can be utilised
throughout the campaign. Through
awareness, it is expected that the
target audience will be interested in the
day and will want to engage with the
campaign content.

An important driver of the campaign
is educating the secondary target
audience on the mental health effects
faced by the first responder community.
This education can be seen to hold a
larger importance than the words ‘thank
you’, as many first responders do not
want recognition for their service to the
community as it is their job. Instead of
just recognition, a mutual understanding
can convey gratitude more than words
can.

Participation on the day is an important
outcome as it not only illustrates to the
first responder community the support
from the secondary target audience, but
also how well the other objectives are
perceived during the campaign.

5. Creative Brief
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Brand Background

Target Audience

TAFRD is organised by Fortem Australia as a day
dedicated to first responders and their families.
Fortem collaborates with emergency response
services nationally to recognise first responders
and what they do for the community. TAFRD’s
purpose is to say ‘thank you’ to the first
responders and raise awareness of the need
for specialised wellbeing. The day also aims to
build general knowledge around the mental
health effects of being a first responder or a
family member.

Primary

Secondary

I’m Mark, I’m a 37 year old male and work fulltime as a police officer in Brisbane, Australia. I
have been married to my wife for 10 years and
we have 2 young children together who we
adore. Being a police officer is an extremely
rewarding job that makes my family proud,
however, I am noticing that the tough nature
of the job is impacting my mental health.
The stress of the job is leaving me feeling
angry and irritated, and vivid flashbacks are
affecting my concentration and sleep. My
behaviour is starting to take a toll on my wife
who feels powerless and has to take on more
responsibility with the kids. I feel isolated
because I don’t want to be a burden on family
and friends by sharing my struggles, and I
don’t feel comfortable speaking about it with
colleagues. I feel too embarrassed to reach out
for professional help because I know that others
have it worse and I don’t want to seem weak.

I’m Lisa, I’m a 53 year old female and I own a
cafe with my husband in Melbourne, Australia.
I have 3 children over the age of 18 who are all
living out of home, leaving my husband and
I alone in our home which we own outright.
We are very proud of our cafe and consider
ourselves to be active members of the
community who try and help out wherever we
can. We are very environmentally conscious and
make sure that our cafe only uses sustainable
products and practices. When I’m not running
the cafe you will usually find me at a museum or
gallery but I also love my downtime and enjoy
watching TV and Netflix or reading up on the
latest social issues.

The Problem
First responders and their families are silently
suffering from mental health issues as a
result of their trauma and sacrifices. This lack
of awareness means that there is limited
recognition and support across the nation,
causing them to feel alone. There is also a lack
of awareness around TAFRD, with untapped
potential in WA and a previous limitation in
effectively communicating with metro areas.

The Insight
There is a known mental health problem in
Australia, specifically within the first responder
community. This directly impacts their families
who receive no recognition and support. A
majority of community members would like
to say thank you to first responders and their
families, they just don’t know how.

Think, Feel, Do Objectives
Understand that they are not alone
Feel proud of their achievements and
supported by their community
Actively participate in TAFRD

Think, Feel, Do Objectives
Think about how they do/can say ‘thank you’
in a way that is more than words
Feel gratitude towards first responders and
their families
Actively participate in TAFRD and share on
social media platforms

5. Creative Brief
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Campaign Aim

Time Frame

The aim of the campaign is to raise greater
awareness for Thank a First Responder Day
nationally to boost involvement on the day from
the primary and secondary target audience.

7th March 2022 - 19th June 2022

1.

Increase awareness nationally from the
target market by 90% by the 8th of May,
2022.

2.

A 50% increase of engagement from the
target market by June 7th 2022.

3.

Educate 50% of the target audience on the
importance of mental health and wellbeing
of the first responder community by TAFRD
2022 (8th of June).

4.

Increase participation from the target
audience by 25% on TAFRD 2022 (8th of
June).

‘More Than Words’
#morethanwords

Measuring the Campaign
Social media engagement
Traditional media engagement

Budget
$20,000
Additional US $10,000 Google Adwords per
month
Additional Pro Bono Advertising with Grant
Broadcasters and the Southern Cross
Austereo network

Media Deliverables
Microsite
Social media
Digital advertising

Big Idea

20

OOH
Media release
Newspaper
Radio
Media Kit

Tone

Promotional Merchandise packs

Personable
Positive
Supportive

AFL/NRL sponsorships
Instagram/Facebook virtual live event

First Responder and Community
participation in day
Click-Through Rates, Impressions
Donations

Mandatories
TAFRD 2022 logo on all marketing collateral
All other material to match existing brand
guidelines
Do not mention Fortem Australia

6. Integrated Communication Strategy/Campaign Strategy
TAFRD was created off the back of the 2019
‘Black Summer’ bushfires as it intensified the
need for mental health support within the
first responder community. In previous years,
TAFRD has been well established in regional
communities along the east coast with
a simple message, ‘The Power of Thanks’.
This message acts as a reminder that a
simple act of gratitude can be powerful,
however, this ideology can be built upon to
explore a deeper meaning. The 2022 TAFRD
campaign will focus on expanding people’s
perception of thanks by making the day a
positive expression of gratitude towards first
responders and their families.

Celebrate and inform
community members of the
different ways that we can
show gratitude.

The guiding message for TAFRD 2022 will be
‘More Than Words’; this puts the word ‘thank
you’ under a microscope in order to uncover
all the unique ways it can be expressed.
This addresses the current mindset of
the primary target audience that believe
gratitude and recognition would improve
the mental wellbeing of their community.
It also addresses the secondary target
audience who want an opportunity to say
thank you to the first responder community,
they just don’t know how.

Create a positive and
inclusive environment
for expressing gratitude
towards first responders.

Revive Agency
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‘More Than Words’ will create a positive and
educational environment where community
members are able to explore the different
ways they can express gratitude to the
first responder community in a way that
is unique and meaningful to them. This
encourages social connection between
the two groups that will integrate first
responders and family members who feel
isolated back into the community. To do
this, it is vital that this campaign raises
enough awareness that will encourage
engagement, participation and education
towards the mental wellbeing of the
first responder community. To ensure
this runs smoothly, the campaign will
be executed through four phases:
Awareness, Engagement, Participation and
Reinforcement.

Positive thanks and greater
appreciation improves the
mental wellbeing for first
responders and their families.

7. Creative Story
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positive celebration of gratitude
On a Winter’s day in July 2016, a family stood
surrounded by police, ambulance and fire crews
as their family home burned to the ground. The
family were in shock, the emergency services
personally wrapped them in blankets, held them
tight as fear wracked their bodies and then
the heroes were gone, onto the next job and to
support others in the community. Speaking to
that family 5 years on, they still think of all those
first responders and how they didn’t get to say
thank you.
What does thank you mean? Is it an expression
of acknowledgement? A sincere declaration of
gratitude? A way to show appreciation, support,
and recognition? Something you say when
someone does a favour for you? It’s all these
things and so much more. Thank you is more than
just two words; it encompasses all of the unique
emotions that people express as gratitude. There
is no one way to say it or even show it, but the
benefits to first responders and the people they
support is powerful.
Thank A First Responder Day (TAFRD) is a positive
celebration of gratitude, and a day dedicated
to the first responder community Australia wide.
This day encourages the nation to celebrate the
different ways people can and do, say thank you
by emphasising the sincerity of the gesture to
make it ‘More Than Words’.

The campaign’s positive, personable, and
supportive nature creates a whole new meaning
to the words ‘Thank you’. Having the consistent
message of ‘More Than words’ across all chosen
media platforms will maximise the reach of the
message. As this is a new nationally celebrated
day, the campaign aims to put ‘More Than’ at
the forefront of the target audience’s mind when
they hear the words thank you.
Many first responders don’t serve simply to
receive praise, they all have unique motivations,
perhaps the common thread is empathy and
care for others. By using the phrase ‘More Than
Words’ it allows for greater recognition towards
the first responder community. It’s more than just
thanking a first responder, it’s more than thanking
their families, more than thanking their friends,
more than thanking their community. This is an
all-encompassing day to celebrate the support
and sacrifices that the entire first responder
community generously give. It is an opportunity
to recognise that not all heroes wear capes, but
their impact is just as powerful. The impactful,
positive celebration of the campaign will turn
minds and hearts towards reflection on the true
contribution made by first responders and the
mental health and wellbeing costs they can
experience during their service. The campaign
evokes an emotional connection and response
that signals this is not just another day of saying

thank you, this is a day of genuine recognition
and connection.
On a Winter’s day in June 2022, a family will
choose how to thank the first responders who
came to their aid on that fateful day in 2016. It
will be different to the way others choose to say
thank you, but it will have a national platform
through the ‘More Than Words’ campaign to be
seen, heard and absorbed by first responders in
Australia. This is a ‘call to action’ campaign and
opens the opportunity for social connection and
user generated content. Getting people involved
in sharing how they say thank you or what
gratitude means to them. This campaign creates
an inclusive environment in which people can
learn from others about different ways to show
their thanks towards first responders. Speaking
to that family 5 years on, they’re ready to join the
‘More Than Words’ campaign to let those first
responders know how much their efforts meant to
them then and now.

8. Campaign Plan:
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8.1 Phases
1. Awareness

2. Engagement

3. Participation

4. Reinforcement

Phase 1 of the campaign will begin
to roll out on the 7th of March
2022 and will focus on building
national awareness. Launching
the campaign three months in
advance ensures that there is
enough time for each phase to
reach their intended goals and
communication objectives. The
aim of phase 1 will be to reach a
larger audience, make the target
audience aware of the day and
get them thinking about the
campaign theme ‘More Than
Words’.

The campaign will evolve
during phase 2 by focusing on
engagement and still raising
awareness. Here is where the
campaign will gain a following as
the audience will start to share, like
and comment on social media. This
will be in conjunction with radio
advertisements that will be used to
generate hype around the day on a
larger platform. Phase 2 will also be
used to encourage the production
of user generated content on
TAFRD social media platforms. This
will also provide supporting content
for the micro website and make the
ease into phase 3 smooth.

Phase 3 will be actioned during
the week leading up to TAFRD
2022, and the day itself. This week
will be critical for the campaign
as it gives a chance for the target
market to participate. Throughout
the week there will be important
executions that get as many target
audience members participating,
including support from the AFL/
NRL sponsorships on television. On
TAFRD there will be an Instagram
/ Facebook live full day event to
keep momentum up throughout
the day.

Phase 4 is to reflect on the events
of TAFRD 2022 for a two week
period. This phase will show the
target audience their impact
made on the day by participating
and engaging. It will be rolled out
on social media platforms and
followed up with a final media
release. It is important that the
social media platforms are kept
active after the campaign to
stay relevant in the mind of the
target audience and to keep that
relationship for the following year. A
post campaign survey will also be
conducted to measure the success
of the campaign.

Microsite

Radio

AFL/NRL Sponsorships

Social Media

Social Media - posts
introducing the theme and
aspects of the campaign

Media Kit

Instagram/Facebook live virtual
event

Forth media release - Recap of
the day

Third media release - Events (i.e
Live) leading up to the day and
the day itself

Newspaper article from media
release

Digital advertising
OOH
First media release - Roll out of
theme
Newspaper article from media
release

Promotional Merchandise roll
out - ‘More Than Words’ packs,
badges, pens, stickers
Second media release - Drive
social engagement
Newspaper article from media
release
Continuing Social Media, OOH,
Digital Advertising and Microsite

Newspaper article from media
release
Continuing Social Media, OOH,
Digital Advertising, Microsite,
Radio

9. Creative Executions
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9.1 Updated Logo
Implementation Strategy

Rationale

The updated logo for the TAFRD 2022 campaign will be applied to all
campaign material. The icon featuring the TAFRD acronym will be used
when necessary to save on visual space, and also more heavily towards
the end of the campaign when greater awareness has been achieved.
The wordmark/lockup logo will be used when possible and where it is
necessary to further identify the brand.

These logos have been incorporated into the campaign to improve
versatility and refresh the brand image. The two variations of the logo are
simpler than previous versions, and are easier for people to consume. The
simple form of the icon logo also means that the logo will perform better
at small sizes. The two versions work in harmony and provide versatility
without compromising consistency.

9. Creative Executions
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9.2 Microsite
Implementation Strategy

Rationale

The TAFRD 22 More Than Words Micro Site will be the central hub for the
entire campaign. The micro site will be launched at the very beginning of
phase 1 and will remain active throughout each phase and beyond. This
micro site will have all the important information about TAFRD 22 such as
the story behind the day, contact information, a news board, social links
and a media kit. Most importantly though, the site will be a place where
the first responder community can listen to the expressions of gratitude
messages recorded by the public.

Micro sites are an essential element to any successful campaign. Having a
micro site is very cost effective and also separates TAFRD 22 not only from
Fortem Australia but also from previous TAFRD campaigns. It ensures that
there is clear and seamless messaging for the campaign. There are a lot
of elements to this campaign so it is important that all links from digital
advertising, social media and even radio all lead to the same place. Micro
sites are also a platform that help drive creative engagement and that is
why the TAFRD 22 micro site will be very interactive but also educational
in order to accommodate all demographics54.

54

Smack Agency, 2021

9. Creative Executions
9.3 Social Media
Implementation Strategy
Social media will be used heavily throughout the
duration of the campaign, using Instagram, Facebook,
Twitter and LinkedIn. The platforms will be used to keep
the audience engaged with user generated content,
themed imagery and video, promotion of the microsite,
a Facebook event, the use of filters and temporary
Facebook profile pictures. There with be three themes
used for or social media content including:
Educational and informative
Expressions of gratitude
Thought provoking and actionable
The implementation of these themes ensures the content
is a positive celebration of the first responder community
and starts the conversation of the many ways to say
“thank you”. In addition to this they will provide a content
schedule that disperses the three themes out evenly
which will create a nice visual aesthetic for the layout
of the Instagram page. There will be around $4,000 of
the budget dedicated to sponsored content on social
media platforms the week leading up to the day and on
the day itself.

Revive Agency
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9. Creative Executions
9.3 Social Media
Rationale
Social media is an effective way to promote anything
for the campaign as it is used extensively by the target
market and can be used organically with zero cost. It will
be important to start the social media content roll out
well before the day (7th of March 2022) as this will be the
start of marketing to the target audience, as well as the
beginning of reaching the communication objectives.
Using the three themes set ensures the social media
content is thoroughly thought out, and is reaching the
goals and key themes of the campaign. Use of social
media after the day will also be important to recap the
day and it’s success.

Revive Agency
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9.4 Digital Advertising
Implementation Strategy
TAFRD 22 will hit the digital space with a bang. Starting in Phase 1, digital advertising
will be seen and accessed from all smart devices. This campaign will take advantage
of Search Engine Optimisation (SEO) by utilising key words that the first responder
community and mental health services use. Native, Banner and Programmatic Direct
advertising will be used in conjunction with SEO as it will increase the opportunities a
user has to view an ad for TAFRD 22. Sponsored YouTube videos will also be implemented
throughout the entire campaign to attract the younger generations to get involved in
the day55.

55

Roy Morgan, 2020
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9.4 Digital Advertising

Revive Agency

Rationale

YouTube Ad Storyboard

Media Consumption for our selected primary
and secondary target audience shows a high
internet usage. The Google Ad Words US $10,000
per month budget will be put to very good use
as the campaign will maximise each cent. By
using digital advertising, the target audience can
easily be geo-targeted, especially in metropolitan
areas. Using SEO will allow for a stronger targeted
approach by using select keywords that relate
to first responders, and the wider community.
This is as native, banner and programmatic
direct advertising have a high performance of
click through rates56 and works great for brand
awareness57 and ‘call to action’ campaigns58.
YouTube is the world’s second largest search
engine, meaning sponsored YouTube videos
are an important form of digital advertising.
These sponsored videos will help connect with
audiences in a unique and memorable way
that is easy for viewers to consume, and most
importantly share.

1. Feature Text

2. Feature Text

what does it look like?

Action: Type on blank screen, ‘Thank you’ – this
holds for 1 second.
Sound:
Voice over – “Thank you...”

Action: What does it look like is typed underneath
thank you.
Music: soft, inspirational fade in
Sound:
Voice over – “What does it look like?”

Action: SES workers on site, one walks up to another
and casually pats him on the back and thanks him.
Music: soft, inspirational
Sound Effect:
“cheers mate” - man
Voice over – “is it an expression?”

4. Medium Shot

5. Medium Shot

6. Grid Shots

Action: Tired mother making dinner for family,
daughter comes in and offers to help.
Music: Soft, inspirational
Sound Effect:
“Let me help you” - daughter
Voice over – “an act of service?”

Action: an emotional hug is shared between a
firefighter and a woman whose home was saved
from fire.
Music: soft, inspirational
Sound Effect:
Voice over – “a grand gesture of appreciation?”

Action: shots 3, 4 and 5 appear simultaneously on
screen. More shots start accumulating, making a
grid of different scenes of people saying/showing
thank you.
Music: Soft, inspirational
Sound Effect:
Voice over – “Well, It’s all of these things, and so
much more!”

7. Grid Shots

8. Final Feature Text

Action: More shots start accumulating, making a
grid of different scenes of people saying/showing
thank you.
Music: soft, inspirational
Sound effect:
Voice over – “Thank you is more than just words; it
encompasses all of the unique ways that people
express and show gratitude.”

Cruz-Eusebio, 2020

57

3. Wide Shot

Thank you

Thank you

#morethanwords

56
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Kovalenko, 2020

Action: Grid videos flip over to reveal more than
words text and TAFRD logo.
Music: Soft, inspirational music fades
Sound Effect:
Voice Over- “So how will you say thank you this
Thank a First Responder day? It’s up to you.”

58

Upfalow, 2021

9.5 OOH
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Implementation Strategy

Rationale

Out of Home (OOH) advertising will roll out during phase 1 of the
campaign with Guerilla style posters being the main feature. These
posters will be located in three major metropolitan areas around
Australia - Melbourne, Sydney and Perth. They are intended to be
very unconventional in comparison to any other campaign posters as
they will have a huge phone number on them for people to call. This
phone number will give the general public an opportunity to express
their gratitude to the first responder community via a 15 second voice
recording, however they decide. This voice recording will then be filtered
by the TAFRD staff and uploaded onto the TAFRD 22 micro site for the
first responder community to listen to. This recording will also be used for
social media content in the hopes to show people that there are so many
different ways to say thank you.

Guerilla style out of home marketing is a great way to draw attention to
campaigns. It uses surprise techniques and unconventional interactions to
promote interest in campaigns59. By using this style of marketing it puts the
campaign in a better position for it to go viral around the nation. There is
quite a bit of cost and work involved in printing the posters, getting them
installed in each city and also filtering through the phone calls. However,
the overall impact and awareness it will generate for this campaign is
priceless, as well as the high media consumption of OOH by the target
audience. To ensure these voice recordings can be used publicly and for
promotional efforts there will be a message of consent before the voice
recording commences to avoid any unwanted backlash.

59

Hayes, 2020

9.6 Media Release

9.7 Newspapers

Implementation Strategy

Implementation Strategy

Regular media releases will be brought out throughout the
campaign during each phase. This includes the campaign
launch, social media live event, TAFRD and a recap of the day’s
events (see appendix).

Relevant journalists and publications around Australia will be contacted
to encourage newspaper coverage by sending out each media
release. This will be in the form of an article that promotes TAFRD and
it’s theme in the weeks leading up to the day and after.

Rationale

Rationale

Media releases are the most effective way of relaying information
about the campaign to media outlets. It is an effective way of
positioning the campaign to the media as to how we want the
campaign to be interpreted. It will also be useful to gain further
interest from the media, especially newspaper outlets.

The media consumption of both the primary and secondary target
audience indicates a high level of heavy newspaper readership.
Newspapers therefore become a key medium that will help generate
awareness on a national scale. The use of an article in lieu of an
advertisement is more authentic, informative and cost effective. It also
allows for more targeted communication as article content will vary,
depending on the area and journalist.
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9.8 Radio

9.9 Media Kit

Implementation Strategy

Implementation Strategy

Radio will commence during phase 2 of the campaign. Radio 30 second
ads will be placed in a flighted pattern so that there is equal spacing
each week, but more intense during the week before and of TAFRD 22.
This will ensure that the targeted audience isn’t getting spammed. This
audio version of the YouTube TVC will hold a greater focus on letting
people know that there are so many different ways one can express their
gratitude to the first responder community. This radio commercial will drive
mass awareness and participation for the More Than Words campaign.

TAFRD’s Media Kit will be available from the beginning of Phase 2 via
the TAFRD ‘More Than Words’ Microsite. The kit will include a range of
different social media tiles with the #MoreThanWords for Instagram,
Facebook and LinkedIn. There will also be a range of posters, school
activity sheets and an email signature block that can be downloaded.
This will allow emergency organisations or other organisations that
would like to be involved in the day to have the ability to plan ahead so
that the posts come out on the 8th June 2022.

Rationale

Rationale

Radio is a crucial medium to this campaign as it helps reach both rural
and metropolitan communities around Australia. By utilising the pro
bono advertising through relationships with Grant Broadcasters and the
Southern Cross Austereo network it means it is extremely cost effective
as there is essentially zero expenditure. As an extension of the YouTube
TVC, this medium helps educate and encourage the general public to get
involved in the day and celebrate the first responder community in any
way they please. Radio not only has local appeal, but has the ability to
reach and influence its audience at every stage of the consumer journey
from boosting awareness to driving conversations60. It will reinforce the
message across a different touchpoint in the audience’s daily commute.

Media kits are an extremely important resource for a strong user
generated campaign. They are very cost effective as they are a free
resource for the public to access and download61. By supplying a free
media kit via the TAFRD micro-site, it allows businesses, and members
of the public to access and share the same themed campaign. This will
ensure all marketing material is consistent and relevant to the day but
also allows the campaign to easily reach a national audience.

Client: Fortem Australia
Campaign: TAFRD 2022

Writer: Revive Agency
Length: 30 seconds

VO1: What does thank you look like?
VO2: Is it an expression?
VO3: An act of service?
VO4: A grand gesture of appreciation?
VO4: Well, It’s all of these things, and so much more!
VO5: Thank you is more than just words; it
encompasses all of the unique ways that
people express and show gratitude.

60

Davis, 2019

VO6: Join us on the 8th of June to say thank
you to our first responders by calling
0261493380 and leaving a message of thanks.
You can also find other ways to get involved by
visiting www.firstresponderday22.com.au.
VO7: So how will you say thank you this Thank a First
Responder day? It’s up to you.

61

Flottman, 2016

8 June 2022
#morethanwords
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9.10 Promotional Merchandise Packs

Revive Agency

Implementation Strategy

Rationale

TAFRD’s Merchandise packs will be sent to first responder organisations
around Australia in phase 2 of the campaign period. First responder
organisations will be encouraged to distribute these packs amongst
themselves and the community which will contain badges, pens and
stickers that enforce the theme, ‘More Than Words’. Each pack will also
come with a small card that explains the importance of TAFRD and
encourages people to check out TAFRD’s social media platforms and
use #MoreThanWords.62

Merchandise packs are a cost effective way to generate awareness in
targeted rural and metro communities around Australia. This will also
point people in the direction of TAFRD’s social media channels where
engagement will start taking place. Giving away free merchandise can
be beneficial for business because it creates brand awareness and
consumer trust.

62

Moras, 2019
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9.11 AFL and NRL Sponsorships

Revive Agency

Implementation Strategy

Rationale

TAFRD will team up with the AFL and NRL to sponsor a weekend of
matches on the 3rd-5th of June 2022. TAFRD will be promoted on the
big screen by playing the TVC used for Youtube before the game. There
will also be on field presentations featuring local first responders and
agency representatives.

These matches will be televised and have a live audience in both rural
and metro areas. This will reach a large portion of our target market
who live in these areas and are likely to watch TV based on their media
consumption. Partnering with multiple teams across both leagues for
the weekend will vastly extend the reach of this promotion. AFL and NRL
are also a well known and reputable brand who will compliment the

34

9.12 Virtual Instagram/Facebook Live Event

Revive Agency

Implementation Strategy

Rationale

A virtual event will be held on TAFRD 2022 and run periodically
throughout the day. This live event will have three main sessions. The
first session will be run in the morning by the people behind TAFRD
(Fortem Australia) called ‘The Importance of TAFRD’. Session two will
be run during lunch by mental health professionals and will be called
‘Health and Wellness’. Session three will run during the afternoon by
first responders called ‘Questions and Answers’. This event will focus on
education, as well as encouraging participation in the day. There will
be surveys and polls, as well as prizes to be won such as t-shirts, drink
bottles and bags to encourage involvement.

A virtual live streaming event is not only cost effective, but an identified
trend that has grown from the Covid-19 crisis. The target market also
has an interest in technology and a high level of social media usage
which makes this event accessible and relevant to them. Creating a
real-life event is too risky in this current climate, as well as being too
expensive to implement nationwide.

35

10. Implementation Schedule
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Active Campaign Weeks 2022
7/3-13/3

14/3-20/3

21/3-27/3

28/3-3/4
Phase 1

Micro Site
Social Media
Digital Advertising
OOH
Media Release
Newspaper
Radio
Media Kit
Merchandise
AFL/NRL sponsorship
Virtual Live Event

= active period

4/4-10/4

11/4-17/4

18/4-24/4

25/4-1/5

2/5-8/5

9/5-15/5
Phase 2

16/5-22/5

23/5-29/5

30/5-5/6

6/6-12/6

Phase 3

13/6-19/6
Phase 4

11. Budget
Medium

Revive Agency

Media Channel

Implementation

Unit

Cost

Photographer

Used throughout all mediums - social media and website content
(images of first responder community)

Half day - photography, editing

$720.00

Videographer

Mainly Used for YouTube sponsored TVC - will be used throughout the
microsite, socal media and certain digital advertisements

1x Full day - videography, production, royalties

Voice recording

Used for the radio advertisements

Recording, studio hire, talent, production

Content Creation

$1,470.00

$400.00
$910.00

GST

Internet
Microsite

Central hub for campaign

3 months

$0.00

Media Kit

Central resources for general public that can be access form TAFRD
microsite

2 months

$0.00

Instagram

In Feed, Story, Reels, Virtual Live Event

3 months

$0.00

Facebook

In Feed, Story, Reels, Virtual Live Event

3 months

$0.00

Ring light / adjustable tripod63

$300.00

TAFRD 22 Themed Backdrop64

$345.00

Microphone65

$134.95

Social Media

63

Twitter

In Feed

3 months

$0.00

LinkedIn

In Feed, Networking

3 months

$0.00

Instagram/Facebook/
Twitter

Sponsored Content

7th and 8th June

$3,970.05

Glow Ring Light Co., 2021

64

Backdrop Source, 2021

65

Apple, 2021
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Digital
Search/SEO

Keywords, AD Copy, Sitelink Extensions, Display Select66

4 months

Google Ad Words US $10,000 per month - Using
($9,333.3) per month Cost from TAFRD budget $0

Native

In-Feed, Native Display, Native Video Ads, Search and Listings,
Recommendation widgets, Custom units67

4 months

Google Ad Words US $10,000 per month - Using
($9,333.3) per month Cost from TAFRD budget $0

Banner

Online banner advertisements for Smart Phone, Computer, Laptop,
Tablet - Range of different pixel sizes68

3months

Google Ad Words US $10,000 per month - Using
($2,000) per month Cost from TAFRD budget $0

Programmatic Direct

Display Ads, Video Ads, In-Stream Video Ads, Social Media Ads, Audio
Ads, Digital Out Of Home69

3months

Google Ad Words US $10,000 per month - Using
($2,000) per month Cost from TAFRD budget $0

YouTube

Sponsored videos (Bumper ads), Own page with video content

4months

Google Ad Words US $10,000 per month - Using
($9,333.3) per month Cost from TAFRD budget $0

Posters

Gorilla style posters in 3x metro cities (Sydney, Melbourne, Perth)

2000x A2 posters70

$4,250.00

Promotional Merchandise
Packs

Packs sent out in phase 1 to selected first responder locations & use
on day

Stickers x100071, pens x50072, pins x50073

$6,000.00

Phone Call 'Message of
Gratitude'

Number advertised for audience to record messages of gratitude

1x Smart Phone, 1x Sim Card74

$500.00

TAFRD Microsite

Media release at the start of each phase (1-4) will be located on the
landing page

4 media releases

$0.00

Newspaper Article

Media release's from each phase will be sent to newspapers nationally
- after traction from media release's, articles are expected

4 media releases

$0.00

Commercial

30 second audio - Use pro bono advertising through relationships with
Grant Broadcasters and the Southern Cross Austereo network

2 months

$0.00

AFL/NRL x TAFRD
Collaboration

Collaboration with AFL & NRL to be televised on national TV

1x Football round (running for a full weekend
Friday - Sunday)

$0.00

Out Of Home

Media Release

Radio

Sponsorship

Collateral
Total

$1,000.00
$20,000.00

66

Google Ads Help, 2021

69

Google Ad Manager, 2021

71

Vistaprint, 2021

73

Worimi Promo, 2021

67

Google Ad Manager Help, 2021

70

Distro Print, 2021

72

Worimi Promo, 2021

74

Optus, 2021

68

Google Ad Manager Help, 2021
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Campaign Aim

Strategy

Rationale

To raise greater awareness for
Thank a First Responder Day
nationally to boost involvement
on the day from the primary and
secondary target audience.

Strategically market the day to a Use communication
The campaign aim was the overall goal of TAFRD 2022. To meet the aim of the camnew target audience focused on objectives to achieve paign, communication SMARTT objectives in order as steps to reach the aim. This can
metro areas nationally.
campaign aim.
be measured by the increase of engagement and participation of the day in 2022.

Communication Objectives

Strategy

Media Tactic

Rationale

Increase awareness nationally
from the target market by 90% by
the 8th of May 2022.

Use creative executions to get
attention of target audience,
make it easy for them to read
and understand the information
presented.

•
•
•
•
•

Microsite
Social Media
Digital advertising
OOH
Media release

To increase awareness of the day, it was important to make sure the campaign was
targeted to the correct target audience. Primary research was the major factor in this,
as well as the insight from the client brief. After this, creating ways of capturing the
attention of the target market using creative executions, implementing our creating
story and campaign theme. By gaining a higher number of awareness for the campaign,
it increases participation of the day and national brand recognition. Awareness can be
measured by the statistics of reach on social media, use of hashtags on social media,
viewers of the microsite, listeners on the radio, views on YouTube, views on AFL TVC,
numbers of engagement and the increase of participation.

A 50% increase of engagement
from the target market by June
7th, 2022.

Get the target audience to want
to engage with content and
media deliverables leading up to
the day.

•
•
•
•
•
•
•
•
•

Newspaper
Radio
Media Kit
Merchandise
Media release
Social Media
OOH
Digital Advertising
Microsite

Engagement is the participation during leading up to the day. It is an important
objective for the campaign as it creates a loyal target audience, content to use and
develops success for the campaign. Engagement can be measured by the likes,
comments and shares on social media platforms, visitors on the microsite and any
“thank you” messages sent in using the phone call or on the website before the day.

Educate 50% of the target
audience on the importance of
mental health and wellbeing of
the first responder community by
TAFRD 2022 (8th of June).

Make the target audience think
about the first responder’s
mental health and wellbeing,
using captivating and creative
content.

•
•
•
•
•
•
•
•

Digital Advertising
Microsite
Media release
Newspaper
Radio
Media Kit
Social Media
OOH

Education about mental health and wellbeing of first responders for the audience will
come with the campaign, but is important for the audience to understand why there is
a need to say “thank you”. The overall success of the day includes very tangible ways
of measurement whereas education can be harder to measure without a survey post
TAFRD 2022. A survey will be conducted after the day with a selection of the target
audience in order to measure the outcome of this objective.

Increase participation from the
target audience by 25% on TAFRD
2022 (8th of June).

Make it easy for the target
audience to:
• Know how to participate
• Where to participate
• Why they should participate
• What they can do to
participate

•
•
•
•
•
•

Media Kit
Merchandise
Social Media
OOH
Digital Media
Microsite

All media deliverables were used to increase participation, however the ones listed are
specifically for how the audience are able to use to participate. Participation of the day
is a key aspect of meeting the expectations of the client and to having a successful
day. Giving the audience the resources to make it easy for them to participate makes
the campaign have greater success. Participation is measured by the number of “thank
you” messages received through social media, phone message and by the community’s
actions on the day.

13. Further Recommendations
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Additional Media Suggestions

Breakfast gift packs

Due to the limited $20,000 budget and COVID-19 restrictions
put in place around the nation, the below recommendations
are proposed if changes are to occur.

Breakfast gift packs could be given out to first responder
organizations on the morning of TAFRD 2022. This is a great
way to thank the first responder community on the day itself in
a way that highlights the ‘more than words’ theme. This is also
a good way to get user generated content for social media
as it is anticipated that these efforts will be shared on their
chosen platforms.

Large PR Events
Iconic locations such as the Bondi Icebergs could be utilised
to generate publicity on a large scale. By reimagining the
pool into a TAFRD advertisement and event space on the
week leading up to the day, people will feel more inclined to
participate as it will be seen as a unique experience. This will
raise mass awareness in Sydney and create a buzz on social
media.
There can also be large PR events organised in other major
cities around Australia where first responders are invited to
celebrate their efforts with the community. This would involve
food, music and activities to create a positive and fun space
to express gratitude and celebrate. This is also a great way to
generate mass awareness in metro cities nationwide as it will
be shared on social media and potentially picked up by news
networks.

Free TV Commercial
A Television commercial could be used to appeal to the target
audience. This can be done by using well known Australians
promoting TAFRD and its theme by having them say thank you
to first responders in a way that is meaningful to them. It could
also be in the form of the TVC that will already be advertised
on YouTube. By using trusting Australians on a platform viewed
by the target audience, further awareness and community
action is to be expected.

Additional Media Suggestions
To build upon the OOH Guerilla posters, billboards, bus
wraps and shopalights should be used in major cities around
Australia. This will help generate awareness nationwide in a
way that is appealing to the target audience.
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