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Q1. EXECUTIVE SUMMARY & WHY DOES THIS CASE DESERVE AN AWARD?
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Q2. WHAT WAS THE STRATEGIC COMMUNICATIONS CHALLENGE?
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Q3 – What were your objectives?  
 
We had three clear objectives. 
 

1. Business objective  
Drive more young people into ReachOut's support ecosystem. With ReachOut starting from a lower 
awareness base than every major competitor, the priority was volume – getting more young people 
through the door. The campaign needed to increase under-25 traffic to ReachOut.com and grow the 
number of young people entering the brand's support journey.  
KPI: 100,000 page views on ReachOut.com 
 

2. Behavioural objective  
Shorten the distance to help-seeking. Rising prevalence of mental health difficulties among young 
people, combined with low propensity to seek formal support meant the campaign had to do more than 
generate traffic – it needed to prompt real action. To reduce the gap between recognising a problem and 
seeking support, the campaign needed to help young people feel recognised and less alone, reducing 
stigma so they felt ready to take a first step.  
KPI: Engagement rate on ReachOut.com, measured as the proportion of sessions where young people 
actively interacted with support content.[3] 

 
3. Marketing objective 

Increase brand recognition and salience. Given the perception gap identified among older cohorts, the 
campaign needed to shift how ReachOut was seen – not just how often it was seen. The campaign 
needed to increase brand recognition and create strong memory hooks so that young people could recall 
ReachOut when support was needed.  
KPI: Uplift in prompted brand awareness, brand appeal and media-attributed awareness among 16–21 
year olds, tracked via the ReachOut Brand Health & Communications Update 2026[5] 

 
*Footnotes * 
3. ReachOut Campaign Performance Dashboard, March 2026, Reborn 
5. ReachOut Performance Analysis 2026, Market Calculus  
 
 
 
 

Q3. WHAT WERE YOUR OBJECTIVES? State specific goals.



AUSTRALIAN EFFIE AWARDS 2026 © 2026 Advertising Council Australia  4
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Q4 – What was your strategy and how did you get there? 
 
Our strategy began with the data ReachOut already had – and the pattern hiding inside it. 
 
De-identified search behaviour on ReachOut.com showed young people were asking the same questions – about 
relationships, failure, identity, self-worth and loneliness. Individually, each worry felt private and isolating. 
Collectively, a different pattern emerged: young people were not only sharing the same concerns, but they were 
experiencing them at the same times and days of the week. 
 
The data was specific: 
 

• Bullying queries spiked after lunch on weekdays. 
• Study stress and procrastination queries spiked on Thursdays and Sundays. 
• Dating and sex queries spiked on weekends and late at night. 

 
This reframed the audience – from a broad 13–25 demographic to young people in specific moments of need. It 
also changed the job: from building general awareness to making ReachOut feel immediately relevant and safe 
enough to act on, especially among older cohorts where need was rising fastest but the brand risked feeling too 
young. 
 
We now had a clear strategic goal: transform ReachOut from a place young people visit when they recognise 
they have a problem, to a brand that meets young people where they are, in the moments they feel most 
vulnerable. 
 
Instead of waiting for young people to come to the platform and discover they're not alone, our strategy was to 
put their collective worries out into the world in a way that felt safe and emotionally true. 
 
To bring the strategy to life, we needed more than a campaign – we needed a flexible, context-responsive 
communications system. One that could match real worries to time-of-day triggers, so that ReachOut could 
appear with a thought that was relevant in the moment it was encountered. Only this could shift the brand from 
static awareness messaging to something situational – present not just when young people searched for help, but 
before they knew they needed it. 
 

Q4. WHAT WAS YOUR STRATEGY AND HOW DID YOU GET THERE?
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Q5. HOW WAS YOUR STRATEGY BROUGHT TO LIFE?
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Q6. HOW DO YOU KNOW THAT YOUR CAMPAIGN WAS SUCCESSFUL?
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Q7. WAS THE CAMPAIGN A GOOD INVESTMENT?
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Q8. DEMONSTRATE THAT THE RESULT WAS NOT DUE TO OTHER FACTORS
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Q14 
The campaign ran across paid performance and reach. Performance activity used Meta, TikTok, Google Demand 
Gen, PMax and Reddit to drive young people directly to ReachOut youth content. Reach activity used Spotify 
Audio, TikTok Reach and Meta Reach to build broader awareness and familiarity.

 
 

Q10. GIVE CONTEXT TO THE BRAND’S OVERALL BUDGET.

Q11. MEDIA BUDGET ELABORATION

Q12. DESCRIBE OWNED MEDIA ACTIVITY

Q9. GIVE CONTEXT TO BUDGET IN COMPARISON TO COMPETITORS.

Q13. OUTLINE ANY SPONSORSHIPS

Q14. OUTLINE COMMUNICATION TOUCHPOINTS


