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The target audience starting point ...

For the majority ...

existing
awareness and
knowledge of

HAP is low

fundamentally,
this means
attitudes and

beliefs about ‘
the package there is high prevalence of ‘unanswered
have not yet questions’, and therefore desire for content

been formed

= there is low understanding of the underpinning
rationale for introducing HAP
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The
three
oncepts...
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Bright

The
recommended
concept
for
further
development ...
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There is a significantly
higher likelihood for
positive reception
for the “Fridge”
concept vs.
alternatives

TV ...initial responses

...however, there is still
some neutrality, and
potential negativity to
address.

Positive Neutral ® Negative

SOURCE: (Q1) After having seen / heard / read this concept ...what’s
the first word, or phrase, which comes into your mind?
BASE: All respondents (n=300)
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The strength of
acceptance for “Fridge”
is also true among non-
recipients

TV ...initial responses

...where there are
notably lower levels of
negativity present (both
via independent rating
sheets, and in group

. . Positive Neutral B Negative
d I SCU SS I O n S) . | SQURCE: (Q1) After having seen / heard / read this concept ...what's

- the first word, or phrase, which comes into your mind?
BASE: Non recipients (n=46)
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As a concept, “Fridge” will likely be highly accepted
as an appropriate way to communicate about HAP
...by the target audience ...

Proportion who agree with: Is not an

appropriate way to communicate about this

Fridge TV

Gym TV

4 5 2 ml
SOURCE: (Q3) For each word or phrase, please indicate the number between 1 and 5 which best
describes what you thought of it.
BASE: n=297, All participants
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As a concept, “Fridge” will likely be highly accepted
as an appropriate way to communicate about HAP
...as well as among non-recipients...

Proportion who agree with: Is not an

appropriate way to communicate about this

Fridge TV

Bright TV

Gym TV

B4
SOURCE: (Q3) For each word or phrase, please indicate the number between 1 and 5 which best
describes what you thought of it.
BASE: n=44 (caution - low base), Non-recipients

5 m2 =l
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CALD and Aboriginal audiences

It should be noted that, throughout the Phase 1 testing, the communications was received in a similar
way among those of CALD and Aboriginal descent. There were no specific additional concerns raised
by these audiences, aside from a desire for the content to be translated, and targeted (in terms of
placement in culturally relevant mediums).
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- The overall creative,
message and |
medium challenge
generates
8 consistent
learnings which w
need to be applied
in refining “Fridge”

(6 related to the concepts)sss
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8 consistent, overarching learnings...
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8 consistent, overarching learnings...

Clarify eligibility for HAP to reduce the frequency of
calls / contacts seeking clarification

Because of the informational
nature of the campaign, the
creative is interpreted literally,
which is then inflated because of
the low starting base for
knowledge of HAP, resulting in a
literal interpretation of creative
and content ...ie. what is ‘not
there’ is not ‘assumed”.

This causes confusion and
unanswered questions around
eligibility for HAP.

Recommendation:

The ‘broader’ the perceptions of target audience, the more likely
non-recipients will be to recognise ‘someone’ who will benefit from
HAP (eg. elderly parents) ...which, qualitatively, increases
acceptance. A variety of people (family compositions, singles, no
children, ages, ethnicities, carers/disability) will need to be
represented within the campaign ...and this is particularly
important for TV, but also for any imagery incorporated in press.

If possible, it would be ideal to have more than one “Fridge” TV /
press execution (identical style, but different images), and multiple
voice-overs in “Gym” (which was consistently expressed positively

throughout discussions).

Verbal / written articulation of broad ‘groupings’ of people (eg.
seniors, families and singles receiving government payments) was
generally considered more informative in clarifying eligibility than

more general references to 'if you are receiving Centrelink
payments’. If possible, integrate more specific referencing to
voice-over and text in press executions.
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8 consistent, overarching learnings...
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‘Over’ versus ‘under’-stating ...managing expectations relat
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8 consistent,

overarching learnings...

‘boosting the economy’

Consider removing references to ‘economic boost’/

To many, terms like ‘economic boost’ drive the
‘memory’ of ‘economic stimulus package’ — while
most reflect positively on their own personal use of

the money, they are quick to criticise others
(largely driven by negative media attention).
Terms like this may open the communications, and
package, to misplaced criticism.

Recommendation:
References to ‘economic boost’ or ‘stimulating the
economy’ references will be risky. These should be

toned down, and referenced in an alternative
manner (eg. economic balance / maintenance /
recognising current economic conditions etc).
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8 consistent, overarching learnings...

Explicitly reference the ‘longevity’ of HAP (in press and radio)

learning:
increased focus on regular payment

The concept of a holistic package is crucial in
generating acceptance, and reducing confusion — both
in this launch phase, but also to build a sound basis for

Some become overly focussed on the ‘one- future phases of communications.
off lump sum payment’ which cannibalises

their recall and understanding of ‘regular This research suggests the concept of a ‘one-off lump
payments’, ‘tax cuts’ and the holistic nature sum payment’ (albeit, with changes to its articulation -
of the package. as referenced previously) is likely to naturally have
higher recall than ‘regular payments”.

Therefore, content relating to ‘regular payments’ and
‘tax cuts’ should receive greater focus in
communications to compensate for this — and raise
awareness that HAP is a holistic ‘package’.
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- 8 consistent, overarching learnings...
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he overall creative,
message and
medium challenge
generates

8 consistent
arnings which wili
need to be applied
n refining “Fridge”

(2 related to the context)ans
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8 consistent, overarching learnings...

Address ‘legitimacy’ for the communications - particularly TV,
their perceived ‘purpose’ (...regardless of concept)

.
e
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8 consistent, overarching learnings...

Absence of explicit link to the carbon price leaves unanswered questions
about campaign legitimacy. If people spontaneously draw a ‘natural’

linkage to carbon pricing, the campaign is legitimised ... but there
Is a risk that negative ‘interference” messaging will erode this.

On average, only 1 or 2 people per
group spontaneously linked the

campaign / HAP with carbon tax. Recommendation:

Referencing carbon pricing can be
addressed through other communication
mechanisms and does not necessarily need
to be a part of this campaign.

When this link is made in ‘natural
conversation’, the majority seem to
‘accept’ HAP the campaign on this

premise,

We do, however, recommend that the link
is referenced, even if external to the mass
media campaign.

However, this research suggests that if
the link is drawn by the media
(negatively)

This will help reduce the risk of backlash for
what is considered (to some) ‘intentionally
avoiding the obvious".

...this could, in turn, negatively impact

receptiveness to HAP and the campaign

as, for some, it indicates an intentional
omission of ‘the obvious’.
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