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Youth Vaping Education Campaign (2025-26)
Phase 3 campaign communication strategy
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Media strateqy

Channels for advertising will build on the success of phase 2 and be highly targeted and
developed in consultation with the Australian Government’s master media buying agency,
Universal McCann. Channel selection will likely take a digital first approach and may include:

o Digital video and social media to drive awareness in a highly consumed
environment where misinformation is present. Social platforms can be targeted to
reach younger audiences and higher risk populations.

o Digital audio to target audiences through popular streaming services.

o Targeted out of home to provide an opportunity to drive frequency of messaging in
contextually relevant settings, pubs, bars, clubs, tranS|t media %ﬁ‘ proximity to and
within school and tertiary education venues.

¢ Integrated media partnerships with media th@er@@ e@u?g people and to build
on success of phase 2 partnerships.

e Search to provide credible information V\d@n [@pl%ééarch information relating to

vaping. \Q \ %(b

In light of the upcoming social media baa'e?or qh?&re@under 16, the media strategy will be
planned to ensure sufficient reach to
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Out of Home People 14-24  Out of home will drive frequency of campaign messaging in and
around relevant youth environments. Formats
including retail, in proximity to cinemas, sports and activewear
stores, universities, schools, transit, and street posters will be
utilised.

Digital Audio People 14-24 Digital audio streaming deals with both Spotify and Soundcloud
will support reach within highly targeted and contextual
environments. Digital partners’ available 1st party data will be
leveraged to deliver tailored messaging aligned with emotive
occasions and triggers such as happy, sad and workout genres
to enhance message relevance.

High Impact People 18-24 High impact display will support reach within highly consumed
Display environments. Pause ads across broadcast video on demand

(BVOD), subscription video on demand (SVOD) and YouTube
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Whilst in-game advertising ranks slightly lower against effectiveness, the channel will be crucial to ensure reach
amongst people aged 14 and 15 as the social media minimum age ban will be in place prior to the launch of this
campaign, making social media a channel that can only be used to target those over 16 years of age. In-game
opportunities via Scroll Media (Gameloft) and Twitch to reinforce campaign messaging in environments where
audiences may partake in vaping behaviours.

“ Roy Morgan, June 2024 Database
“! Roy Morgan, June 2024 Database

Youth Vaping Education Campaign (Phase 3)




FOI 26-2642 - Document 2




FOI 26-2642 - Document 2

Youth Vaping Education Campaign (Phase 3)




FOI 26-2642 - Document 2

Youth Vaping Education Campaign (Phase 3)




FOI 26-2642 - Document 2

Youth Vaping Education Campaign (Phase 3)




OFFICIAL FOI 26-2642 - Document 3

Youth Vaping Education Campaign Phase 3

ICC Talking Points

OFFICIAL




OFFICIAL

Q. For UM -How does UM propose to reach younger audiences in light of the social media
ban?

e UM has planned the media strategy to ensure sufficient reach to 14-15 year olds
across a range of channels.

e Digital video will reach all audiences including on streaming %@%atch up TV.

e In-game advertising will specifically reach peo%@a ‘q14@n high-attention
mobile gaming environments. This includes@ chd B ia (Gameloft) and Twitch
to reinforce campaign messaging in envir @qt's‘%@,ere young people may engage
in vaping behaviours. \@fb % (50\

e Out of home will drive frequency oﬁ@am?gfg@?essaging in and around youth

environments, such as transit s{@ f\@sters, and retail, in proximity to

cinemas, sports and active g&;\@@@g,@during school holidays, and universities,
schools - during school,@%wo&@. &

e Digital audio will als @Sp@r r&&h to 14-15 year olds within highly targeted and
contextual enviro@melgé\h{@gh Spotify and SoundCloud.

e Media partnersﬁop h %tify and Junkee will also reach the younger cohort to
R .
prompt apQ(e\mQ}faéQ]wt attempts together.
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o) Dlgltalwdeo

= |n-gaming advertising will reach 14-17 year olds in high-attention
mobile gaming environments.
o Social media

= Considering the upcoming social media bans children under
16, the media strategy has beellplanned tq?%'nsure sufficient
reach to 14-15 year olds. Thi t?@‘es@%ugh digital video,
gaming platforms, dlgltagﬁ}dq}niaﬁ of-home including in and

S
around schools. ’0 ,\Q) N

10
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