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Executive Summary
Imperium’s ‘Thank Every Aussie’s Best Mate’ campaign for Thank a 
First Responder Day has been created as a holistic answer to the 
client brief and to accommodate both the needs of the audiences 
and the ultimate goal of Thank a First Responder day, which is to 
illustrate the immensity of the gratitude needing to show to first 
responders; the people within our society who sacrifice so much to 
help others and their communities. 
 
Thank A First Responder Day, as an initiative of Fortem, plays 
an essential role within both the general and the first responder 
communities. It represents support, acknowledgement, camaraderie 
and community connection, which is all so important. 

Imperium’s research has identified two main traits present within 
the target audience. Firstly, the general perceptions of first 
responders are overwhelmingly positive, and the target audience 
is very grateful for the service of first responders. Secondly, they do 
not know how to communicate that gratitude or lack an appropriate 
platform to thank first responders. The importance of this need 
cannot be understated. It established the direction of this campaign 

as one pointed toward highlighting the simple and accessible ways 
in which people can thank first responders every day. 
 
By making Thank a First Responder Day principally accessible, easy 
and requiring no other commitments like a donation or a signature 
on a petition, we believe the value of the initiative as a memorable, 
impactful and far-reaching one will be solidified. This kind of 
solution and its impact on Fortem and Thank a First Responder Day 
will mean that the initiative will become a date in the calendar that 
people look forward to, and, what’s more, its message of showing 
gratitude will be one that people can reflect on and show to first 
responders on Thank a First Responder Day and every other day of 
the year. 
 
Imperium’s ‘Thank Every Aussie’s Best Mate’ campaign considers 
the audiences, the needs and Thank a First Responder Day’s 
brand messaging to curate a modern campaign that, we believe, 
will materialise an ideal outcome for both Fortem and the first 
responders that deserved to be thanked for the truly invaluable 
work that they do. 



16  (Bale, 2021) 18  (Productivity Commission, 2020)

17  (Archibald-Binge & Rawsthorne, 2020) 19  (Australian Institute of Family Studies, 2021)10

P E S
Political Economical Social

TARFD aims to maintain political 
neutrality and hence associates with 
the Prime Minister, Opposition Leader, 
state premiers and other members of 
parliament regardless of their political 
leanings to raise awareness for a cause 
that has universal appeal.16

The political unrest precipitated by the 
American George Floyd protests in May 
of 2020 have created momentum to 
address the police brutality occurring in 
Australia17. This is an area of growing 
concern for TAFRD as the brand will 
need to strategize how to correctly 
navigate through this social climate.

The funds raised by the TAFRD 
campaign can help to increase 
awareness of and support for first 
responders experiencing mental 
health issues. This can help reduce 
the demand and cost of mental health 
services provided by the government 
and health insurers.18

TAFRD focuses on increasing awareness 
and creating opportunities for the 
public to express gratitude for the 
valuable contribution first responders 
make to the community through 
their often challenging professions. 
This is more critical than ever as 
ongoing lockdowns disrupt the 
connection to family, friends and the 
wider community19. Currently, TAFRD 
has generated public favour and 
understanding for the cause but are in 
the developmental stages of ensuring 
the day is recognised and celebrated 
by all across the nation.
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MARKET ANALYSIS

T E L
Technology Environment Legal

Due to COVID-19, TAFRD should 
consider digital contingency plans 
in case lockdowns may be enforced 
during the campaign’s duration. 
Virtual executions should be prioritised, 
with resources allocated to improving 
the brand’s online presence and 
ensuring planned in-person events can 
be adapted for remote use if required.

TARFD impacts the environment by the 
brand’s ability to raise awareness of 
the work first responders do.
 
Such awareness can raise funding 
to ensure first responders have the 
resources and ability to do their jobs. 

In launching their campaign, TAFRD 
needs to ensure their promotional 
content follows the regulations set by 
the Australian Association of National 
Advertisers (AANA).

The brand must also ensure any events 
held are in accordance with up-to-
date state public gathering rules and 
regulations. 
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Primary 
Research
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For our primary research, we distributed 
two surveys. Our first survey was 
directed to the First Responders, 
included questions regarding their 
opinion TAFRD, stories about their 
experience as a first responder and 
how they like to be shown gratitude. 
Our second survey was aimed towards 
the wider community - to ask regarding 
their opinions on first responders and 
their perception of their work. 

Calling out to First 
Responders Survey results



13

23%

77%

Men Women

What is your gender?

73%

27%

Do you know a First Responder?

Yes No

75
+

65
-7

4

55
-6

4

45
-5

4

35
-4

4

25
-3

4

18
-2

4

56%

15%

5% 5% 5%

9%

3%

What age group do 
you belong in? Describe your perception of First Responders.

Top commonly used social media channels

41%33%
10%

9%

Thanking our First 
Responders Survey results



17

Personas

PRIMARY AUDIENCE

SECONDARY AUDIENCE

Sophie was born in Sydney and has lived there her whole life. She is a 27-year-old paramedic 
who lives and works on the Gold Coast with her husband and two children. She has always been 

highly dedicated to her studies and work schedule, consistently working late shifts and overtime. 
This tends to put much stress not only on herself but on her husband and children. It upsets her 

husband that her life is at risk whenever she leaves for work, and she receives little recognition.   
She loves her job because it involves saving people’s lives and assisting those in need. She knows that 

her husband wants her to receive more gratitude; however, all she loves is when people acknowledge her 
work and understand what she does. She could not imagine doing anything else for work.

Tom is a 39-year-old secondary school principal living in the inner city of Melbourne. He lives with his 
wife and four kids with whom he is very close. He has been working at schools for 15 years and has had 
first responders aid his peers and students on dozens of occasions over the past two decades. These may 
include firefighters responding to fires in the science departments, paramedics assisting with broken bones 
or police assisting in online bullying or fights. Unfortunately, he never could chat with these first responders and 
give proper thanks to those who have assisted him throughout the years.  He wants to show his appreciation to these first 
responders and better understand their roles but is unsure how to.
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Creative Brief

The Thank a First Responder Day (TAFRD) 
was created by first responders for the 
sole purpose of spreading gratitude to a 
sector of selfless people in the community 
who protect their communities and save 
lives every day. The role of first responders 
is one whose importance cannot be 
understated; therefore, the task of thanking 
them for that service is equally vital. The 
brand encourages people of all ages and 
walks of life to get involved in community-
based programs or activities based around 
engaging with and thanking first responders 
for the work they do.

Commonly held feelings around first 
responders have been full of respect and 
admiration and are perceived as ‘heroes’. 
Although the general public feels this, they 
are not aware of any platforms where 
they show their appreciation and gratitude 
towards first responders. From our research, 
first responders reveal that they do not 
require theatrical showings of gratitude, with 
some even saying that it is unnecessary at 
all.

The general public is enthusiastic about 
thanking first responders but do not have a 
platform or understanding to express their 
gratitude, and the majority are not aware 
of TAFRD. First responders do not want to 
be celebrated inauthentically and would 
rather a sincere thanks rather than theatrical 
showings of gratitude. 

1.Have 300 - 400 downloads of the TAFRD 
website’s online support resources.

2. Increase the overall following of TAFRD 
social media accounts (Instagram: @Thank 
A First Responder Day, Facebook: /Thank A 
First Responder Day) by 30%.

1.Increase awareness of “Thank a First 
Responder Day” from 27% to 40% amongst 
the primary target audience of First 
Responders and their families located within 
the metropolitan areas of Sydney, Melbourne 
and Perth over the 2.5 month campaign 
period concluding June 8th 2022 inclusive.

2. Record at least 300 user-generated posts 
with the hashtag #thankamate over the 
campaign period concluding June 8th 2022.

Background Problem

Marketing ObjectivesCommunication Objectives

Insight
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Media: Radio, Facebook, Instagram, Google Ad Words 
and Spotify

Budget: $20,000 with $10,000 Google Ad Words 
grant per month (excludes Display Ads and YouTube 
advertising)

Campaign Duration: April 2022 - June 2022

From our research, we can see that people 
think very highly of first responders. They 
feel indebted to and grateful for the 
services of first responders, but, currently, 
without a platform to communicate it, the 
general public is not doing very much to 
show this gratitude to first responders.

We aim to increase the already existing 
respect, and thankfulness felt for the first 
responders and their work. Additionally, 
though we want to provide both a platform 
for giving thanks easily accessible means 
of doing so that it will be fun for the whole 
family, this will aim to remedy the general 
public’s current lack of action to ‘do’.

Big Idea

Thank Every 
Aussie’s Best 

Mate

Tone

Deliverables 

What are they 
thinking/feeling/doing?

What do we want them to
think/feel/do?

PRIMARY AUDIENCE

SECONDARY AUDIENCE

• First responders and their families
• 18-35 year olds
• Located in metropolitan cities 
• University or academy educated
• Receive mid range salaries
• Family orientated
• Works overtime frequently
• Concerned over the safety of 

others.
• Humble, helpful, determined and 

hardworking. 

• 18 - 39 year olds with children 
aged under 18 years old

• Married with a family
• Located in metropolitan areas
• Passionate about their country
• Have an established career path

Larriken & 
light-hearted




