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Recap of the brief

* Create a campaign that * Increase voting enrolment * To earn attention, as well as to buy * The biggest challenge is first time
reinvigorates people in the voting

process, and makes everyone see
the value in voting on Election Day *  Reduce informal votes

. S it voters aged 18-35
* Increase voting participation

e The need to understand what
motivates consumers to connect

* Impact & Frequency to drive with each other

re-empowerment

Launch Date & Phasing: Media Budget:

*  First Time Voters 18-35 * December 2016 to 11t March 2017 * Young Voters - S330K e Channels are recommended based
* Remote and Regional * Blackout period 8th to 11t March » All Voters People 18+ - $270K et gty eseel ey @l v ey
2017 strategic requirements, consumer
e Cultural or Linguistically Diverse * Remote and Regional - $135K consumption and budget level
Background * Election Day - 11th March 2017

* CALD - S65K
* All Voters - People 18+







Media Plan
People 18-35







Cinema is not a typically high reach

= medium, however it is a medium
‘ I l I e I I I a — Val M O r an — B l I rSt I that captures audiences whilst in a
relaxed and receptive environment

Cinema provides the opportunity

CLIENT: State Electoral Commission to promote messaging that
PRODUCT: State Electoral Commission F/F Star Wars: Rogue One resonates with audiences, through
. the use of uninterrupted sight and
CAMPAIGN DATE wic 15-Dec-2016 To wic 05-Jan-2017 sound, making it a great medium
CAMPAIGN NUMBER: E01305 for branding campaigns
CAMPAIGN TARGET DEMO: All Attendance

TOTAL AUDIENCE: 201,764

Follow Film:
th th
Thursday 15t December 2016 to 11t January 2017 Star Wars: Rogue One S40,000 $80,000 S40,000




Cinema — Val Morgan — Burst 2

CLIENT: State Electoral Commission
PRODUCT: State Electoral Commission MM
CAMPAIGN DATE wic 12-Jan-2017 To wic 02-Mar-2017
CAMPAIGN NUMBER: 601306

CAMPAIGN TARGET DEMO: All Attendance

TOTAL AUDIENCE: 283,623

Location/Movie Total Spend Total Value Total Added Value

Metro & Regional

th th
Thursday 12" January to 8t" March 2017 Various Movie Mixes

$62,000 $145,600 $83,600

Thursday 12th January to 8t February 2017 Digilites Bonus SO $35,000 $35,000




Cinema — Val Morgan — Combined Summary

Location/Movie Total Spend Total Value Total Added Value

Thursday 15t December 2016 to 11t January 2017 Follow Film: Star Wars: Rogue One $40,000 $80,000 $40,000

Metro & Regional

th th
Thursday 12" January to 8™ March 2017 Various Movie Mixes

$62,000 $145,600 $83,600

Thursday 12th January to 8t February 2017 Digilites Bonus SO $35,000 $35,000

$102,000 $260,000 $158,600
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Cinema — Outdoor

w/c 25t December 2016 to w/c 29t January 2017 Perth Metro $2,095 $3,458 $553

o’Pm






Streetfighter Media

Location/Site Total Spend Total Value Total Added Value

Glue Up Posters, Bike Billboards,

th th
w/e 25% December 2016 to 8t March 2017 Water Bottle Distribution, Human Billboards

$45,774 $88,662 $42,888

o’Pu



Evoke Media

VenuAds - Metro & Regional
30th December 2016 to February 2017 Digi-Ads - Metro & Regional $60,621 $160,521 $99,900

FitnessAds - Metro
O =



Television




TV Delivery — SBS

Total Spend Total value | Total Added Value

January to February 2017 SBS Viceland S5,614 $16,246 $10,632
q P 15






Radio - Metro

hit
929

w/c 12t February to 8™ March 2017
Midnight to Dawn

hit929 $2,997 $5,080 $2,083

%Dn



Digital




Digital - Post Report

: Impressions/
Combined Burst 1 Amount . . Avg.

Vice $20,000 866,730 2,303 0.27% $23.08 $8.68 124,811 6.95
Huffington Post $20,012 332,628 506 0.15% $60.16 $39.55 154,640 2.15
Unruly $12,500 113,882 2,298 2.02% /$0.11 $5.44/50.06 68,297 1.69

Big Mobile $20,333 848,315 0.09% $23.97 $27.07 213,266

Facebook $4,272 1,041,090 3,208 0.31% $4.10 $1.33 565,392
Publisher/Content
Pilerats Packaged Content Creation and Amplification $24,500

ww



Digital Summary

The campaign took place over two bursts:

1. Burst 1 - 1%t January — 10t February

2. Burst 2 -11% February— 11t March
The second burst performed particularly strong
with almost 300,000 more impressions and over
2,000 more clicks being served over a shorter
period of time
The cost per thousand impressions (CPM) was also
significantly lower overall on the second burst with
performance improving as the election drew closer
VICE seems to have been the driver of the majority
of this with a particularly strong performance over
the second burst. With the content article not
going ahead, most of that budget was put into
more display activity, improving the CPM and CPC

significantly.

Impressions/

1stJan— Cost Completed Clicks CTR CPC/CPCV | cPM/CPV
10th Feb EOC VG
Big Mobile $11,909.27 516,948 521 0.10% $22.86 $23.04
Huffington Post  $11,721.31 235,018 374 0.16% $31.34 $49.87
Unruly (video) $7,321.37 58,112 1,235 2.13% $5.93/$0.13  125.99 /$0.06
VICE $11,714.11 201,135 368 0.18% $31.83 $58.24
Facebook $1,618.94 464,081 876 0.19% $1.85 $3.49

WAEC - Young
VOtGTrzt'aIZO” $44.285.00 | 1,475,204 , 0.23% $13.13 $30.02
11th Feb —

Big Mobile $8,423.67 331,367 0.07% $36.62 $25.42
Huffington Post $8,290.69 97,610 132 0.14% $62.81 $84.94
Unruly $5,178.57 55,770 1,063 1.91% $4.87/50.09 $92.86/0.06
VICE $8,285.71 665,595 1,935 0.29% $4.28 $12.45
Facebook $2,653.61 577,009 2,332 0.40% $1.14 $4.60

WAEC - Young
Voters - 2017 $32,832.25 1,727,351 5,692 0.33%0 $5.77 $19.01
Total
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Digital — VICE

Served a total of 866,730 impressions

Managed to achieve a strong reach of 124,811, and with Video as the

heavy medium, generate the desired impact

Maintained the highest frequency of the entire campaign. This was in line
with the campaign strategy, contextually targeting a particularly cynical
core audience that over-indexed on VICE — requiring high impact formats

and Video executions at a higher frequency to be swayed

Trailed only Facebook for a total of 2,303 clicks. The Young Voters Content
300x250 banner drove most of this activity with 1,143 of the total clicks.
This is a result of the ad unit being available on both mobile and desktop

devices, allowing for a large amount of available inventory.
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Digital — VICE




Digital — Huffington Post

Served a total of 332,628 impressions
This resulted in a reach of 154,640 with an average frequency of 2.15

The highest performing format was the Mobile MREC, delivering 406

clicks from 155,836 impressions

On average, people spent an impressive 53 seconds on the content

article created by Huffington Post

The campaign also delivered strong social engagement with 4,981

social referrals and a Twitter reach of 15,310

Of the people who engaged, 55% were on mobile devices with 36%

on desktop and 9% on tablet devices




Digital — Unruly

Served a total of 215, 679 impressions

Although reach and frequency was the lowest at 68,297 and 1.69

respectively, Unruly delivered an impressive click through rate of 2.02%
This indicates that they were heavily engaged with the content

As a result of the high click-through, CPC was the lowest (with the

exception of Facebook) at $5.44
Unruly over delivered to the value of $1,597 and delivered just under
110, 000 complete views. This equates to over 8,000 additional

completed views

The video unit finished with a Cost Per View of $0.06 and a Cost Per

Completed View of just $0.11

The activity generated 40 shares across social
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Digital — Big Mobile

Of all of the publishers Big Mobile achieved the highest reach with
213,266

Frequency was also quite strong with the audience, with people seeing
the ad on average 3.98 times — adding to the impact that the unit has
taking up the entire screen. It delivered high impact without disrupting

or creating a negative user experience

Total impressions were also high at 848,315 — Over 100,000 more than

booked, providing additional value of close to $3,000

The embedded video also generated a further 350 views

25



Digital — Big Mobile

o’Pza



Digital — Facebook

The Facebook activity saw a total combined reach of 565,392 across the
standard and video posts

A high frequency of 4.14 was achieved, second only to VICE

Facebook also served the highest number of impressions in this target
group with a total of 1,041,090

It also delivered the highest number of clicks with a total of 3,208

The Cost Per Click (CPC) and Cost Per Thousand Impressions Served
(CPM) were also the lowest at $1.33 and $4.10 respectively

Facebook was able to deliver a high reach, frequency and click count as
well as a low CPC and CPM all on a significantly lower budget of than
other channels.
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Digital — Pilerats - Overview

The Facebook Page created by Pilerats as a means to distribute content
and personify the campaigns ‘mascot’, generated incredibly engaged
audience. The organic value of the campaign outside of the promoted

posts is invaluable.

> | &

62.72K 11.25K

Through Pilerats content and amplification a total number of 262,716

impressions were reached

2

a5

Y5

Last 7 Days
A Last Month 525
This Maonth
Tota 202716 Total 11248

Additionally, a total of 86,432 people were reached with a frequency of

just over 3
0 0
N
N

Pilerats managed to a achieve an impressive 11,248 total clicks resulting in
an extremely high click through rate of 4.28% - showing that the content
they were producing resonated heavily with their following 86.43K 3.04 249 40K

Last 7 Days Last 7 Day Last 7 Days U] a5 by {

Last Manth G200 Last Month 143 ot Month 0 :'\.-":!'llz'l a0

his Mol wotsa| | T Mot it Moot o] | e o =
Engagement was strong with over 40,000 Post Engagements and a total of o R ot 4| fotal 249 | Tota

O —

1,867 page likes

The Pilerats activity was further extended with the use of their own
website, with the buyout running through-out the campaign to further

improve reach and impact 28




Digital — Pilerats - Impressions

Reach surged as spend increased throughout the
campaign

Peak reach was reached early in the month of
March, falling just short of 20,000 in the lead up to
the election date

Unsurprisingly, the campaign performed strongly
with the 18-24 age demographic

There was also a strong male skew, with just under

200,000 of the impressions coming from males



Digital — Pilerats — Video

Video performance comes in bursts in line
with the release of content

The peak video plays fell just short of
15,000 views

The age and gender data mirrors that of
the overall Pilerats campaign, with a skew

towards 18-24 year olds
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Digital — Pilerats




Campaign Summary — People 18-35

Media Channel Media Spend %b of Budget Market Value Added Value Added Value % “

@- $104,905 33% $264,058
[;j $106,395 33% $249,143
é $5,614 2% $10,290
@ $2,997 1% $5,080

Pl $102,345 32% $159,762

$159,153

$142,748

$4,676

$2,083

$57,417

152%

134%

83%

70%

56%

$2.52

$2.34

$1.83

$1.70

$1.56

$322,256 100%0 $688,333 $366,077 114%0 $2.14

*  Overall the campaign delivered over 114% in added value negotiated on behalf of WAEC
* ROl of $2.14 for every dollar spent, with Cinema delivering the strongest ROI as a result

*  Out of Home also delivered a very strong ROI result of $2.34 for every dollar spent.

*Value is calculated on Market Rates

ww



Media Plan
CALD




Direct Mail




Direct Malll

Total Spend __|_Total Value | _Total Added Value

Salmat - 172,107 Households - ABS targeting variable: Ancestry;
21t to 25 January 2017 Non Australian / NZ $7,015 $7,704 S688
Metro, Regional & Country
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Press - Ethnic Media

Oriental Post WA, Epoch Times (Perth), Aust

2"d January to 8t March 2017 Chinese Times WA, The Perth Express, Indus Age $18,466 $21,883 S3,417
(Perth), The Indian Link (Perth) w 37



Digital




Digital

Publisher LTI Impressions Clicks Click Rate
Spent

Facebook $13,500.00 4,265,134 10,784 0.25%

*  The CALD Facebook Campaign finished with a low Cost Per Click of $1.25. It reached
158,000 people who spoke languages other than English across WA

*  Frequency was particularly high for this campaign with a healthy budget — and
consistent performance shows that this was necessary to educate the audience on the
voting process

*  Of the four executions, the ‘Don’t Miss the Vote’ variation performed the best with the

lowest CPC, though performance was fairly consistent across the board

$3.17

$1.25 158,899 26.84

Engagement

Page Likes 79
Post Likes 606
Post Comments 292
Post Shares 162
Website Link 30
Clicks

11169
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Digital

Performance was fairly consistent through-out, but with a
clear increase in performance towards the end of the
campaign as the election loomed, resulting in a lower
overall Cost Per Click.

The demographic split was fairly even across the board,
with 25-54 year olds of both genders being the most
responsive (not unexpected given the medium).

That being said, reach across all demos was quite strong
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Digital




Campaign Summary

Media Channel Media Spend %6 of Budget Market Value Added Value Added Value %o “
— $7,015 17% $11,295 $4,279 61% $1.61
& $18,466 46% $21,883 $3,416 18% $1.18
S 4
m $15,000 37% $15,000 S- 0% $1.00

*  Overall the campaign delivered over 19% in added value negotiated on behalf of WAEC
* ROl of $1.19 for every dollar spent, with Direct Mail delivering the strongest ROI

*  Ethnic Press also delivered a very strong ROI result of $1.18 for every dollar spent.

*Value is calculated on Market Rates



Media Plan
All Voters 18+




Television




TV Delivery - Metro

8th January to 8t March 2017 Metro — Seven, Nine, Ten & SBS $186,000 $467,384 $281,384 w 45






Press - Metro

The West Australian The Sunday Times

Total Spend Total Value Total Added Value

29t January to 5t March 2017 The Sunday Times $41,314 $63,591 $22,277

27t January to 11* March 2017 The West Australian $21,600 $41,580 $19,980

q P 47



Digital




Digital

. . . Completion

Publisher
Yahoo7 $1,241.91 27,368 280 $45.38 1.02% $4.44 27,324 25,952 25,724 25,578 25,331 93% $0.05 $0.05 8,792
Ch9/10 $5,762.33 120,905 1,902 $47.66 1.57% $3.03 120,831 119,322 118,821 118,520 118,315 98% $0.05 $0.05 31,466
TrueView $14,441.73 748,583 995 $19.29 0.13% $14.51 748,583 341,208 229,142 190,361 147,966 20% $0.02 $0.10 -
Premium Video  $969.60 19,650 193 $49.34 0.98% $5.02 19,626 18,407 17,778 17,349 16,944 86% $0.05 $0.06 6,892
Facebook $9,032.75 1,090,306 - $8.28 - $8.28 319,126 96,846 51,254 36,630 25,391 8% $0.03 $0.36 322,929

$31,448.32 2,006,812 3,370 $15.67 0.17% $9.33 (1,235,490| 601,735 | 442,719 | 388,438 | 333,947 $0.03 $0.09 465,184
Spent

Display $7,997.63 1,722,485 1,331 $4.64 0.08% $6.01 420,543
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Accuen Australia

Digital

As with the Young Voters campaign, the second burst 160x600 $1,035.78 210,163 189 0.05% $3.24 $2.91
showed improved performance in cost and click through 300x250 $1,635.08 348,196 252 0.04% $3.83 $2.77
metrics 300x600 S435.64 83,830 72 0.05% $3.57 $3.07
The click through rate increased among all of the 728x90 $1,612.28 374,077 273 0.04% $3.49 $2.54
placements during the second burst with the video Video $18,554.32 1,184,019 1,988 0.10% $5.51/$0.09  $9.25/50.02

WAEC - All Voters - 2017
placements showing the most substantial increase $23,273.11| 2,200,285 2,774 ) S EE 0B
Although the second burst served less impressions overall,

11th Feb — 11th Mar EOC Cost Clicks CTR CPC/CPCV CPM/CPV

the cost per thousand impressions decreased from $6.24 to

Accuen Australia

$4.34 (predominantly driven by the display placements) 160x600 $719.78 146,046 131 0.09% $2.25 $2.02

In contrast to the display, the video placements cost per 300x250 $1,136.25 241,967 175 0.07% $2.66 $1.93

view and cost per completed view remained steady at 300x600 $302.74 58,254 50 0.09% $2.48 $2.13

$0.02 and $0.09 respectively 728x90 $1,120.40 259,952 189 0.07% $2.43 $1.77
Video $12,893.68 822,793 1,382 0.17% $3.83/50.09 $6.42/50.02

$16,172.84 | 1,529,012 | 1,927 0.13% $3.44 $4.34
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Digital

The All Voters 18+ campaign ran across the Facebook, Programmatic Display,
Programmatic Video and YouTube environments with standard display creative and
30 and 45 second video

Overall the campaign achieved a reach of over 900,000 people

Video performed strongly overall with a total reach of 465,184 and over 1,200,000
views

Yahoo 7, Ch9/10 and Premium Video environments saw high completion rates with
93%, 98% and 86% respectively

Across YouTube, the 45 second variation of the creative performed stronger, with a
stronger CPM, CTR and CPC - This channel delivered a lower completion rate being
non-skippable, however it finished with the lowest Cost Per View (marked at 3
seconds)

The slightly higher Cost Per Completed View is expected and holds unique value as

the user chose to watch through until the 30 second mark
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Facebook had a substantially higher reach than the other channels
It also achieved an above average level of engagement, with the majority of people liking the post and leaving
comments, followed by sharing and liking the page

Combined, the Facebook Video generated 319,126 views, with just over two thirds of those coming from the

‘Reconsider’ variation

Engagement

14% 20/2/7% Page Likes 79
7 .
é/ # Page Likes Post Likes 606
/ .
,// Post Likes Post Comments 292

# Post Comments

25% Post Shares Post Shares 162
/ 52% . . . Website Link 30
z Website Link Clicks Clicks

11169




Digital
The display the campaign achieved a low CPM of $4.64
We display delivered strong reach to a quality audience who positively engaged with the campaign which is evident from the
above average CTR of 0.08%
The 300x250 delivered the highest reach, closely followed by the Leaderboard which is as a result of the ad units being widely
used by publishers on site with a wide range of inventory available for these units
The MREC delivered the most clicks, however the 160x600 delivered the lowest CPC which we often see due to it being a
large ad size on-page
With the campaign objectives in mind, we were also able to achieve close to 75% viewability, well exceeding the industry

average of around 60%.
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Campaign Summary — All Voters 18+

Media Channel Media Spend %b of Budget Market Value Added Value Added Value % “
[:] $186,000 63% $467,384 $281,384 151% $2.51
<¢ $62,914. 21% $105,171 $42,257 67% $1.67
&
m $45,000 15% $45,000 - 0% $1.00

$293,914 100%0 $617,555 $323,641 110%o $2.10

*  Overall the campaign delivered over 110% in added value negotiated on behalf of WAEC
* ROl of $2.10 for every dollar spent, with Television delivering the strongest ROI across both Metro & Regional

* Press also delivered a very strong ROI result of $1.67 for every dollar spent.

*Value is calculated on Market Rates



Media Plan
Remote & Regional




Television




TV Delivery - Regional

w/c 22 January to w/c 5 March 2017 SBS $3,048 $6,818 $3,770

w/c 22 January to w/c 5 March 2017

GWN $20,886 $42,938 $22,052
w/c 22 January to w/c 5 March 2017 WDT TV $8 185 $10,939 $2,754
w/c 22 January to w/c 5 March 2017 WIN TV $8,189 $30,890 $22,701
w/c 22 January to w/c 5 March 2017 Goolari TV $1 540 $4,728 $3,188

Total: $41,848 $96,313 $54,465
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Radio - Regional

. hit

J SOUTHWEST

Albany 6VA, Kalgoorlie 6KG, Collie 6Cl, Katanning
6WB, Narrogin 6NA, Spirit Karratha, Broome Spirit,
Remote Spirit, Carnarvon Hot Hits, Mandurah
8t January to 11t March 2017 6MMM, Bunbury Southwest, Geraldton Spirit, Spirit $20,580 $81,800 $40,020
Port Headland, Northam 6AM, Merredin 6 MD,
Busselton 756, Bunbury 6TZ, Esperance 6SE

8t January to 11t March 2017 HOTFM - Albany, Collie, Southwest, Kalgoorlie,
$10,500
Wheatbelt
8t January to 11t March 2017 REDFM — Geraldton, Karratha, Port Headland, $10,700

Broome, Remote

$41,780 $81,800

59



Radio - Indigenous

PﬂKﬂM RADIO

LISTEN LIVE

NG Media, 6PAC, MAMA Carnarvon, MAMA Geraldton
w 60

th th ’
8t January to 4" February 2017 Noongar, PAKAM, Goolari Radio, Goolari TV $11,250 S14,442 $3,192



Radio Integrated Partnership — Croc Media

Sportsday WA sees local personalities Karl Langdon and Paul Hasleby address the hottest
sport stories of the day. From AFL to cricket to horse racing, these boys know how to
“WAFL” on!

Heard every Monday to Thursday this key drive platform enables the WA listeners to
participate in the discussion with two genuine sports fans, who create amusing debate.

Sportsday WA drives listeners home each night

WAEC Messaging

1t January to 11t March 2017 Sports Day WA & Off The Bench WA

Off the Bench can be heard across 6 key WA markets every Friday night, wrapping up the week
with an upbeat and entertaining look at the week in sport.

Hosted by former Fremantle Dockers gun Paul Haselby, Off The Bench WA will continue to
attract loyal followers tuning in weekly for their entertainment based footy fix, relevant to
listeners in the West packed full of entertainment.

WAEC Sports Identity Interview

$20,000 $86,311 $66,311
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Press - Regional

22" January to 11t March 2017 Various Regional Publications $40,836 $70,406 $29,570
LW




Campaign Summary — Remote & Regional

Media Channel Media Spend %0 of Budget Market Value Added Value Added Value %o “

$41,848 27% $96,320 $54 472.00 130% $2.30
@ $73,030 47% $182,553 $109,523.00 150% $2.50
@ $40,836 26% $70,406 $29 570.00 72% $1.72

$155,714 100%0 $349,279 $193,565 $2.24

*  Overall the campaign delivered over 124% in added value negotiated on behalf of WAEC

* ROl of $2.24 for every dollar spent, with Radio delivering the strongest ROl as a result

*  Television also delivered a very strong ROI result of $2.30 for every dollar spent.

*Value is calculated on Market Rates M






Campaign Summary — Media Plans Combined

Media Plan Media Spend % of Budget Market Value Added Value Added Value % “

P18-35 $322,256 40% $688,333 $366,077 114% $2.14
All Voters $293,914 36% $617,555 $323,641 110% $2.10
Regional WA $155,714 19% $349,279 $193,565 124% $2.24
CALD $40,480 5% $48,178 $7,698 19% $1.19

$812,364 $1,703,345 $890,981 $2.10

*  Overall the campaign delivered over 110% in added value negotiated on behalf of WAEC
* ROl of $S2.10 for every dollar spent, with Remote and Regional delivering the strongest ROI

* P18-35 also delivered a very strong ROI result of $2.10 for every dollar spent.

*Value is calculated on Market Rates M



Thank you!




