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Welcome to the 2014 Media Federation Awards!
We exist to demonstrate the role our industry plays 

in growing clients’ businesses. It’s a celebration of the 
best work in the past year. Work that has progressed 
our industry. Work that has shaped culture. Work that 
has broken new ground. Work that evokes a ‘Wish I had 
done that’. And, most importantly, work that has driven 
demonstrable return on marketing investment.

Against a backdrop of rapid change as the new 
constant and an emerging era of accountability, we 
really turned up our focus on results in this year’s 
program, pushing entrants and judges to award a direct 
correlation between thinking and real world outcomes. 

It is fantastic to see strong support again this year, 
with 256 entries from a growing number of agencies, 
marketers and media owners. Congratulations to all 
our finalists and winners. It’s not easy to develop an 
entry and it takes real courage to enter your work into 
Australia’s pre-eminent awards program,  to be subject 
to such a rigorous judging criteria backed by senior 
industry executives and a large number of clients. 

Regardless of the result, we hope you find learning in 
the experience and that this leads to even better results 
where it counts next year.

Thank you to our sponsors and a fabulous awards 
committee. The awards are a pivotal pillar in the MFA 
charter and contribute to funding initiatives such as 
NGEN and 5+ to progress this great industry of ours.

Best wishes,

Brett Dawson
Chairman, Media Federation Awards
Founding and Managing Partner, Bohemia Group
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Source: Nielsen. Consumer Media View. Reach (July 2014). 2014 S06 Metro NOL 4-way fused [Seven Network (Seven + 7TWO + 7mate: Sun-Sat 0600-2400) or Pacifi c Magazines or Yahoo!7]. 2014 S06 National Online databases (Pacifi c Magazines or Yahoo!7 or TV claimed P7D for 7QLD). target: People 14+.
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winner
Agency: The Monkeys

Campaign: ‘Stay Living’

Client: Boost Mobile

Collaborating Partner: Boom 

Video

Objectives

The mission for The Monkeys was to relaunch a 
brand from a baseline of zero customers. Prepaid 
mobile brand Boost Mobile had spent 12 years, 
through its partnership with Optus, building 
its business but now the link with Optus was 
gone. The Monkeys needed to connect 150,000 
customers onto a new SIM program, drive half a 
million prospects to boost.com.au and create more 
than a million contacts with potential customers. 
It also had to do all this on a restricted budget, 
maintaining a cost-per-acquisition of $34 and 
achieving a Net Promoter Score of +20.

Campaign

The Monkeys discovered that prepaid represented 
freedom for younger users, it was a guarantee 

that they would not get hit with a bill that would 
financially suffocate their lives. The core insight 
was that postpaid contracts were for people who 
follow rules and live life according to a plan – the 
mindless masses. The Monkeys decided to leverage 
off popular zombie culture and the idea that in a 
world of zombies on postpaid plans, Boost would 
support living. Three R-rated zombie films were 
created where four mates use their Boost prepaid 
mobiles to stay connected in a post-apocalytpic 
world. Influential YouTube bloggers were 
recruited to star as zombies in the films, with their 
audience and networks leveraged for free. Organic 
consumption was fuelled by paid video seeding, 
and a search keyword strategy based around the 
content was employed. The agency ran a Facebook 
promotion that focused on driving immersion 
with the online film content and photographic 
content was posted and shared across Tumblr and 

Instagram. Key influencers were engaged through 
PR activity, and registrations for the SIM deal were 
driven through retail point-of-sale, search engine 
marketing and online display advertising.

Results

A return on investment of 432% was achieved off 
an overall investment of $1.9 million. More than 
200,000 customers were connected, which was 
22% over target, and the films received 1.34 million 
unique views. Boost Mobile’s cost-per-acquisition 
dropped dramatically and its Net Promoter Score 
rose. More than a year after any paid media support 
the films are still amassing more than 80,000 views 
per month.

“As good as it 
gets. The task, the 
consumer insight, 
the strategy, the 
execution and the 
results were linked 
seamlessly and, 
without a doubt, this 
was the best entry 
in the category. Just 
excellent work.”

Judges’ comments

Category sponsored by



MORE AUSTRALIANS LIST 
THEIR VEHICLES ON GUMTREE 

THAN ANYWHERE ELSE

FIND OUT MORE

www.gumtreeforbusiness.com.au
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winner
Agency: Initiative

Campaign: ‘Game On’

Client: Kia Motor Corporation

Collaborating Partners: Innocean 

Worldwide Creative, Mnet Mobile 

Partners

finalist
Agency: TMS

Campaign: ‘Megafactories’

Client: Toyota Motor Corporation 

Australia

Collaborating Partners: Google, 

National Geographic (FOX 

International Channels)

Objectives

Despite being a major partner of Australian Open 
tennis, and recording substantial increases in 
brand awareness, Kia remained a closed option to 
many new car buyers. Its consideration levels were 
stagnant and Initiative sought to change this and get 
the automotive brand onto buyers’ shortlists. Kia 
has sponsored the Australian Open for a long time 
and the partnership needed refreshing, to reignite 
stalled buyer consideration and to connect more 
deeply with new car buyers

Campaign

Initiative set out to overcome viewer switch-off 
during ad breaks from the tennis and to get them 

involved in the sporting action. Research showed 
that tennis fans often dream of being part of the 
game, so the agency put them in the firing line of 
Sam Groth, the world’s fastest server. Mobile phones 
were turned into virtual tennis rackets, bringing 
the screen to life so viewers could play against a 
tennis pro. To maximise game play, Initiative housed 
a digital practice court within Kia’s website and 
experiential zones, through outdoor partners Val 
Morgan and Westfield, were set up at Melbourne’s 
Federation Square and in shopping malls across the 
country. The agency worked with Channel Seven 
to create 45-second spots featuring introductions 
of the network’s talent, fused with a range of serve 
types to give the appearance of seamless in-program 
editorial. Downloads were driven through paid 
social activity, with messaging matched to that 

particular day’s tournament play, ensuring Kia was 
adding to the conversation and not interrupting it.

Results

The ‘Game On’ app was downloaded 193,000 times 
in two weeks, reaching number one in both iTunes 
and Google Play store charts. Players spent 15 
minutes using the app, viewing an average of 20 Kia 
ads. The campaign generated more than $2 million 
of editorial support and increased openness to the 
brand, with 79% of players more positive towards 
Kia. Previously stagnant consideration levels 
increased by 37%, organic web traffic to Kia’s website 
doubled during the tournament, and test drives rose 
29%. Kia also achieved record January and February 
sales, up 8% on the same period in 2013.

Category sponsored by

“Kia demonstrated great 
insight that was innovative 
and relevant. Great 
execution to optimise the 
benefits of an ongoing 
sponsorship.”

Judges’ comments



“XTL didn’t feel like a 
marketing campaign at 
all. It was authentic and 
felt like a genuine social 
movement with a heartbeat 
of its own. Talking to a 
demographic who have an 
‘outright rejection’ towards 
traditional advertising, XTL 
was able to smash down 
these barriers and deliver 
a message with impact and 
truly impressive results.” 

Judges’ comments
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Objectives

One in three Australian women experience physical 
violence in their adult lifetime and almost one in 
five experience sexual violence. UM was tasked 
with changing attitudes to violence, to encourage 
teens to be respectful in their early relationships, 
to learn new ways to interact with one another 
and help prevent violence later in life. The agency 
had to reach a campaign understanding figure of 
60%, achieve 10 million organic impressions and 
demonstrate public support of key teen role models.

Campaign

UM found that because most teen communications 
live online, if online abuse was left unchecked it 

could manifest in violent behaviours later on, but 
also that young people were resistant to intervention 
by authorities. The insight was that teens are willing 
to speak out against disrespectful behaviour but 
need to feel they are a part of a bigger community 
taking a stand. The campaign involved creating an 
online term – ‘#XTL’ – that teenagers could use to 
call out behaviour they considered to be ‘crossing 
the line’. UM created XTL definitions in Wikipedia, 
Slang and Urban Dictionary and optimised their 
SEO performance to feature in top search results to 
establish the term’s meaning. It recruited celebrity 
role models such as Ed Sheeran, Reece Mastin 
and Missy Higgins to use the term and share their 
personal experience of XTL behaviours. It also 
created designer #XTL t-shirts and distributed 
them to influential media outlets, encouraging 

personalities to support the initiative. Working 
with social influencers such as Teen Survival Guide 
and Shardette, UM opened the debate about what 
crossing the line meant to the audience. Live Twitter 
Q&As were held during radio show Hot Hits and 
existing campaign communities were promoted to 
generate conversations in social media.

Results

About 80% of teens aware of the campaign correctly 
identified the meaning of XTL when surveyed and 86% 
used it in its correct context. More than 16,000 online 
conversations using XTL were registered, generating 
108,00 social interactions. A total of 21 million organic 
social impressions were recorded and the campaign 
nearly doubled the original media investment.

winner
Agency: UM

Campaign: ‘XTL’

Client: Department of Social 

Services, Australian Government

Collaborating Partners: Reprise 

Australia, Quiip

finalists
Agency: UM

Campaign: ‘Spend Your Lunch’

Client:  ING Direct

Collaborating Partners: Droga5, 

Ensemble, ING Direct, Reprise 

Australia, Soap

Agency: MEC

Campaign: ‘Promoting An Artist 

Not An Ad’

Client: Motor Accident 

Commission

Collaborating Partner: Clemenger 

BBDO Adelaide

finance/insurance/government/
corporate & real estate
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winner
Agency: Ikon Communications

Campaign: ‘Taking Bookworld 

into the real world’

Client: Bookworld

Collaborating Partners: Adshel, 

Subnine, VCCP

 

finalists
Agency: PHD

Campaign: ‘Turning Banana Boat 

into a travel agent for summer fun’

Client: Energiser Australia

Collaborating Partners:  DMG, 

News Life, TEN Connect 
 

Agency: Match Media 

Campaign: ‘Unlocking the 

potential of IKEA family’

Client: IKEA

Collaborating Partners:  Acxiom, 

Yahoo7 
 

Agency: Slingshot

Campaign: ‘Daily Cup’

Client: Muffin Break

Objectives

Bookworld had recently relaunched from Borders 
as a new online retailer in the Australian book 
industry. After only 18 months of operation it 
required a brand awareness campaign to cut 
through the highly competitive Christmas period 
and increase sales by 25%, compared with 2012. 
Ikon Communications had to cement Bookworld’s 
positioning as uniquely Australian and also 
demonstrate its key selling points to the market.

Campaign

Ikon took Bookworld into the real world in a way 
that got book lovers talking. To tap into the feeling 
people have about small bookstores, the agency 

created a media first that transformed bus shelters 
into bookshelves. Across Sydney and Melbourne 
bus shelters were filled with real books, with the 
spines arranged in the shapes of Christmas trees. 
Bookworld gave away nearly 6500 books with a 
20% off redemption offer and created video content 
of the activations. Ikon organised for Bookworld 
promotional teams to give away books, offering 
a 10% discount and a chance to win on their 
Facebook page. This activity was supported by a 
small out-of-home format surrounding commuter 
routes in major cities. The agency ran print creative 
in magazines such as Women’s Weekly and Good 
Weekend to emphasise Bookworld’s attractive price 
and delivery offerings in an Australian vernacular. 
In conjunction with Women’s Weekly, a literary 
lunch was held featuring guest novelist Matthew 

Reilly. Ikon built digital profiles of Bookworld’s 
audience and targetted non-converting visitors, 
optimising performance display and using creative 
tactics such as in-banner catalogues.

Results

Sales increased 44% on the 2012 results and 
Bookworld saw its first million-dollar week. The 
campaign resulted in a 54% increase in brand 
traffic, a 52% increase in marketing email sign-ups, 
a 200% increase in monthly average account sign-
ups, generated 113,000 social media interactions 
and a record number of new Facebook likes. It also 
received more than 150,000 views of the bus stop 
bookshelf video on YouTube.

“Taking the virtual 
to the physical was a 
great idea and born out 
of a nice insight. Well 
done to the clients for 
taking a leap of faith. 
Their bravery should be 
commended.”

Judges’ comments



Keep up to date with current advertising standards issues at  
www.adstandards.com.au and subscribe to our bulletins.

The Advertising 
Standards Bureau
congratulates all award 
winners and nominees, 
and thanks media agencies 
for their support of the 
advertising self‑regulation 
system.



Objectives

Razor blades had suffered a 7% dip in sales, which 
was not good news for Gillette. The brand needed to 
find a way to get young men to reassess their shaving 
habits. The task of MediaCom was to halt the decline 
in blade sales by getting young men to shave more 
often and to change the perception that stubble 
is desirable. It also had to deliver this on a limited 
media budget.

Campaign

The strategy was to use a male’s primary weakness 
– women – and the fact that women hate the feel 
of an unshaven face. MediaCom started a national 
debate to convince guys that girls prefer to kiss a 

clean-shaven guy. They did this by partnering with 
TV program The Bachelor Australia, which was the 
perfect platform for the message because couples 
often watch the show together, it inspires huge social 
chatter and The Bachelorettes were a ready-made 
influencer group. The ‘Kiss Debate’ was introduced 
through 10 content pieces to spark conversation 
in broadcast and digital. Kissers were directed 
to TheKissdebate.com.au website and more than 
14,000 survey responses were received. A ‘Kiss 
Debate’ documentary was seeded across Gillette’s 
own channels, exploring women’s and men’s opinion 
on the decline of the kiss, which sparked media 
coverage. The debate was fuelled by introducing 
Gillette as the champion of better kissing, with 
Gillette-branded results from the survey distributed 
through 10 TVCs, on digital and mobile display, 

social and print channels. The campaign culminated 
with The Bachelor listening to national opinion and 
shaving his stubble for the finale with the chosen 
Bachelorette.

Results

Close to 15,000 people took part in the survey 
and there were 193,000 views of the ‘Kiss Debate’ 
documentary. The campaign generated 240,000 
social engagements and a 31% increase in shaving 
frequency. There was also a 23% increase in men 
believing that a kiss is longer or more passionate 
when they are clean shaven, and 67% of men said 
they would shave their stubble to give their partner 
a better kiss. Gillette experienced an 89% rise in 
customer sales compared with the year before.

Winner
Agency: MediaCom

Campaign: ‘The Kiss Debate’

Client: Procter & Gamble

Collaborating Partners: 

Hausmann, Ignite Network Ten

finalists
Agency: Mindshare

Campaign: ‘Nutri-Grain Fuel on 

Skate Park’

Client: Kellogg’s Australia

Collaborating Partners: JWT, 

Liquid Ideas, Loop, MCN, VML

Agency: Match Media and Banjo

Campaign: ‘#mangogate’

Client: Nando’s Australia

Collaborating Partner: Banjo

Agency: MediaCom

Campaign: ‘Ambi Pur: Helping 

Housemates Breathe Happy’

Client: Procter & Gamble

Collaborating Partner: Channel 

Nine, Hausmann

food & grocery
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“Gillette’s ‘Kiss Debate’ 
demonstrated a strong 
connection to the campaign 
insight, activated in a locally 
relevant way to drive sales 
in a declining category.”
Judges’ comments

Category sponsored by



it & consumer durables
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Objectives

After Boost Mobile ended its partnership with Optus 
and aligned with Telstra, it needed to rebuild its 
customer base from scratch. The Monkeys needed 
to connect 150,000 customers onto a new SIM 
program, drive half a million prospects to boost.
com.au and generate more than a million contacts 
with potential customers. It also had to do it on a 
restricted budget, maintaining a cost-per-acquisition 
of $34 and achieving a Net Promoter Score of +20.

Campaign

Boost Mobile needed to mean something beyond 
cheap phone credit, so research was commissioned 
that discovered prepaid represented freedom for 

younger users. The Monkeys had to elevate the 
brand above mindless category noise and break 
channel selection norms. It did this by tapping into 
popular zombie culture and the idea that in a world 
of zombies on postpaid plans Boost would support 
living. Three R-rated zombie films were created 
where four mates use their Boost prepaid mobiles 
to stay connected in a post-apocalyptic world. 
Influential YouTube bloggers were recruited to star 
as zombies in the films, with their audience and 
networks leveraged for free. Organic consumption 
was fuelled by paid video seeding, and a search 
keyword strategy based around the content was 
employed. The agency ran a Facebook promotion 
that focused on driving immersion with the online 
film content and photographic content was posted 
and shared across Tumblr and Instagram. As part 

of PR activity, key influencers were sent a post-
apocalyptic ‘damaged’ smartphone activated on the 
Boost network and holding elements of the story, 
which arrived in the clutching hand of a severed 
arm. Registrations were driven through retail point-
of-sale, search engine marketing and online display 
advertising.

Results

From an overall investment of $1.9 million a 
return on investment of 432% was achieved. Just 
over 205,00 customers were connected and more 
than 600,000 unique visitors were garnered. The 
films alone generated 2.3 million views, a cost-per-
acquisition of $9.25 was realised and a Net Promoter 
Score of +30 was reached. 

Winner
Agency: The Monkeys

Campaign: ‘Stay Living’

Client: Boost Mobile

Collaborating Partner: Boom Video

finalists
Agency: MediaCom & Leo Burnett

Campaign: ‘Eye vs Eye’

Client: Canon

Collaborating Partner: Leo 

Burnett

Agency: Starcom MediaVest Group

Campaign: ‘Catching Up 

Whenever, Wherever’

Client: Samsung

Collaborating Partner: Yahoo7

“As good as it gets. The 
task, the consumer 

insight, the strategy, the 
execution and the results 

were linked seamlessly 
and, without a doubt, 

this was the best entry 
in the category. Just 

excellent work.”

Judges’ comments



beverages
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Winner
Agency: Match Media

Campaign:  ‘Wild Turkey’s Man of 

the Moment’

Client: Campari Group

Collaborating Partners: Fox 

Sports, Southern Cross Austereo 

finalists
Agency: MediaCom

Campaign: ‘VB Knock Off ’

Client: Carlton and United 

Breweries

Collaborating Partners: Apollo 

Nation, Clemenger BBDO, Liquid 

Ideas

Agency: M2M

Campaign: ‘#VTAKEMETOFMF’

Client: Frucor Beverages

Collaborating Partner: The 

Sound Campaign

Objectives

A decline had hit total bourbon sales and Wild 
Turkey wanted to build on its successful sports 
sponsorship of the previous year. It needed to 
maintain its trajectory, grow its platform and unique 
sport promotions, and improve its performance 
metrics. It had an NRL-driven campaign, which 
had introduced the successful ‘Bird Up/Step Up’ 
tagline, but these elements lacked interactivity 
and a grassroots element. Wild Turkey was after a 
campaign that celebrated and rewarded the practical 
and everyday consumer.

Campaign

Match Media came up with ‘Man of the Moment’, 

which rolled out in three stages. The first was 
inspiring through sports legends and the agency 
partnered with the Triple M radio network, which 
got its listeners inspired to ‘bird up’. On-air content 
was created with Triple M’s sporting legends – Tim 
Horan, Mark Gasnier and Jason Dunstall – who 
recalled a moment in their careers when they had 
stepped up. These stories were also brought to life by 
Fox Sports, which created a TV and online content 
component. Within Facebook interactive posts were 
created to ‘bird up’ conversations with fans and 
polls ran to choose ‘bird up’ stories in history and  
news. The public were urged through on-air and 
online media channels to get involved and nominate 
their friends. They were then asked to vote for their 
favourites, with a microsite and Facebook used to 
track entries and voting. Wrap-up content on the 

winner and finalists was created for sharing via 
social media and on-air.

Results

The campaign passed its targets, with 478 men 
nominated against a KPI of 160. Close to 4000 votes 
were received and click-through engagement KPIs 
for the video content were beaten by 500%. Wild 
Turkey cemented its position as the most liked 
alcohol brand in Australia in 2012, with 308,000 
fans. Before the campaign sales were declining 7%, 
but after it sales grew 29% in a declining market. 
All of Wild Turkey’s quality, premium and ‘step up’ 
brand perception metrics improved impressively 
compared with its competitors.

“Clever link of a man-dominated product to a Man of the 
Moment theme. Media bang on, with a smart link to sporting 
identities clearly exceeding the sales goals with a reduced  
year-on-year budget in a declining market.”
Judges’ comments



Your night to shine
OzTAM congratulates winners and finalists in the 

2014 MFA Awards
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Objectives

MediaCom needed to break the perception that  
all the best cycling is showing on SBS and to 
showcase Eurosport. Its target was to increase 
Eurosport’s cumulative reach by 25% with a 
budget of just $50,000.

Campaign

MediaCom defined Eurosport’s target audience 
as hardcore cyclists, focussing on the 313,000 
Australians for whom cycling is their number  
one passion. The agency tapped into the social 
aspect of cycling by finding a role for Eurosport 
within the  cycling conversations that mattered. It 

employed a combination of social, mobile and 
digital content partnerships to mobilise key 
inf luencers and cut through to this passionate 
audience. The Vuelta a Espana event was used to 
start the conversation by challenging Australia’s 
cycling community to match the  
climbs the peloton endure in the actual races. 
For the ‘#Vueltaskelta’ MediaCom partnered 
with the blog Cycling Tips which allowed it to 
engage climbers and drive word-of-mouth about 
the gruelling test. Cyclists were encouraged to 
post updates about their challenge using the 
hashtag and Eurosport-branded coffee carts 
were positioned along key cycling routes across 
Australia.

Results

Nearly 10,000 cyclists entered the challenge and 
Eurosport handed out more than 1000 branded 
coffees. Just under a million social impressions 
were generated around the #Vueltaskelta hashtag 
and a cumulative audience of 750,000 was 
reached.

media/entertainment/travel & leisure

winner
Agency: MediaCom

Campaign: ‘#Vueltaskelta’

Client: Foxtel and Eurosport

Collaborating Partner: Cycling 

Tips

finalists
Agency: MediaCom

Campaign:  ‘A&E Manesia’

Client: Foxtel

Agency: MEC

Campaign:  ‘From cult to cultural 

icon’

Client: Paramount Pictures Australia

Collaborating Partners: 

Paramount Pictures USA, Paramount 

Pictures Publicity Australia

Agency: Mindshare

Campaign: ‘Every day a different 

story’

Client: Tourism New Zealand

Collaborating Partners:  

Whybin\TBWA, 11PR

Category sponsored by

“Original creative thinking 
that went above and beyond 
a $50K budget. Participation 
plus innovation to a passionate 
audience in a courageous tech 
execution.”
Judges’ comments
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Objectives

Priceline Pharmacy challenged its partners to 
develop a cross-platform solution to help it win 
its fight to own women’s health and wellbeing in 
Australia. The brand wanted to become as famous 
for health as they are for beauty, during the month 
of October 2013, and the campaign had to drive 
visitations to the health section and dispensary in 
pharmacies. Essentially, Priceline’s share of the 
‘total health basket’ had to be increased.

Campaign

Seven West Media RED came up with ‘What’s Your 
Health Age?’, which involved the creation of an 
innovative survey in association with a panel of 

leading health experts. It considered questions 
ranging from lifestyle factors such as nutrition, 
exercise and stress, as well as personal and family 
history, to determine the ‘health age’ of a participant 
as compared with their biological age. Advice was 
then provided thanks to Priceline Pharmacy and 
during October the campaign was activated in-store 
by offering free comprehensive health checks by 
nurse practitioners around the country. ‘What’s 
Your Health Age?’ included an extensive print and 
online call to action and awareness campaign, 
an outside broadcast sponsorship on a morning 
TV program, advertisers in daytime TV featuring 
supplier products, as well as extensive editorial 
content. The public could receive special offers via 
the custom app and through priceline.com.au and 
referrals from Facebook and Twitter. High profile 

and credible talent were selected to drive awareness 
for the survey such as Dr John D’Arcy, Dr Suzy 
Green and Professor Sally Dunwoodie, as well as Ita 
Buttrose, who joined the campaign as Priceline’s 
‘Health Sister’ Ambassador.

Results

The call to action reached nearly 6 million women 
in four weeks, attracting more than 61,000 
submissions. Through the survey alone, 61,000 
Australians were engaged in a health initiative 
under the Priceline Pharmacy brand. In-store sales 
increased during the month of October.

winner
Agency:  Seven West Media RED

Campaign: ‘What’s Your Health 

Age?’

Client: Priceline Pharmacy

Collaborating Partners: Media 

Merchants, Pacific Magazines

finalists
Agency: Powered by Nine

Campaign: ‘One Direction’

Client: Coles

Collaborating Partners: Big Red, 

Universal, McCann Melbourne

Agency: Powered by Nine

Campaign: ‘EnergyAustralia/The 

Block’

Client: EnergyAustralia

Collaborating Partners: 

9MM, Leo Burnett Melbourne, 

MediaCom Melbourne

“A simple idea  
that was well 
executed across 
owned, earned 
and paid.  Smart 
piece of PR at the 
heart which links 
directly back to 
the brand.”
Judges’ comments
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Winner 
Agency: Starcom MediaVest Group
Campaign: ‘The Van Wright Foundation’
Client: The Van Wright Foundation
Collaborating Partners: APN Outdoor, 
Australian Radio Network, Channel Nine, 
Clemenger BBDO Melbourne, Gorilla Nation, 
JCDecaux, Yahoo7, Mi9, Network Seven, 
Network Ten, Nova Entertainment, Pacific 
Publications, Southern Cross Austereo 

 

finalists
Agency: Match Media
Campaign: ‘Making SPARKS Fly’
Client: Cancer Council of New South Wales
Collaborating Partner: The Sydney 
Children’s Hospital 
 
Agency: OMD
Campaign: ‘The Smiling Mind 
of OMD’
Client: Smiling Mind

Winner
Entrant: John Dawson & Mark Golafshan
Agency: Mindshare

Campaign: ‘The Missing Slice’
 

finalists
Entrant: Theresa Lord & Edward Weston
Agency: M2M
Campaign: ‘Taking the Elephant out of the Room’
 
Entrant: Jack Smyth & Millie Di Maio
Agency: Slingshot
Campaign: ‘Batyr: Listen Before You Speak’
 
Entrant: Christopher Colter & 
Dhini Devendran
Agency: UM
Campaign: ‘#BehindtheMask’
 
Entrant: Molly Blacker & Mattie Mould
Agency: UM
Campaign: ‘Invisible Advocates’

In recognition of Pam Lane

Starcom MediaVest endeavours to build brands and 
enhance lives through its commitment to providing 
experiences that matter to people. It extends this 
philosophy to its pro-bono initiatives and to date it 
has contributed more than $17 million in no-charge 
media exposure and in excess of $11 million in funds 
raised to causes such as the Cerebral Palsy Alliance, 
Alfred Hospital, World Wide Fund for Nature Australia, 
PetRescue, RSCPA, Youngcare, Enabling Evie, 
Movember and R U OK? Day. 
In the past 12 months it has worked closely with the Van 
Wright Foundation, which was set up by the parents of 
Van who, at the age of 15 months, was diagnosed with 
a rare genetic neurological condition called MECP2 
duplication syndrome.  
Starcom created a Van Wright Foundation Facebook 
so the agency could start telling Van’s story. With 86 
Melbourne staff liking the page, with an average of 165 
Facebook friends each, the initial exposure was 14,000 
potential donors just in Melbourne. Then the campaign 
was taken nationally to Starcom’s remaining 136 staff. 

Van was introduced to Starcom’s media partners and 
they were armed with videos, infographics, leaflets 
and other collateral to tell all of Australia about Van 
Wright. The story of Van ran for five months, through 
TV news properties, and interviewing doctors and 
the family to help start the conversation about what 
MECP2 duplication syndrome was and why the 
foundation exists. The message was extended through 
editorial in parenting and lifestyle magazines, and 
Starcom worked with Clemenger BBDO to implement 
a campaign spanning print, radio, online, outdoor and 
social media. All communication was linked to the 
vanwrightfoundation.org website  
and Facebook page, and  more than 30 big-ticket  
auction items were donated to the Van Wright 
Foundation charity ball held in February. With no 
budget, more than $750,00 media value was delivered 
and Van’s story reached 1 million people on average 
each week over the duration of the campaign. Visitors 
to the foundation’s website increased 82% and so far 
$650,000 has been raised.

In this category entrants were tasked with driving 
the message of one of the charities aligned with 
the category sponsor, UN LTD. Batyr’s mission is to 
engage, educate and empower young people to speak 
out about mental health issues. One in four young 
adults suffers a mental health issue, but less than a 
third of those seek help. Batyr’s speakers help those 
suffering to seek help, and for Batyr to continue 
to grow it needed to focus on the 18-to-24-year-old 
audience, as it is from this that speakers can be drawn. 
Targetting socially connected young people is vital 
for the charity, as there are 166,000 18-to-24-year-
olds at university who live within 20km of Sydney, 
Melbourne and Brisbane. The challenge was to start 
the conversation about youth mental illness among 
the core audience, increasing awareness of the Batyr 

brand and driving participation at its events. This had 
to be done with a limited advertising spend.

This campaign used the story of the charity’s 
founder, Sebastian Robertson, and his battle with 
mental illness. Research showed that about 132,000 of 
the core audience order pizza, so Batyr volunteers gave 
out vouchers for discount Domino’s pizzas at university 
open days. In each pizza bought one slice was missing, 
with the tagline ‘themissingslice.com.au’ in its place. 
The buyer and his friends are directed to the website 
and Sebastian’s story. The next day they see a street 
poster with the question ‘Have you seen my missing 
slice?’. When people go to the Batyr Facebook page, 
and like it, they are invited to an event at a university 
where an inspiring speaker shares and new speakers 
emerge. A minimum 396,000 impressions are garnered 
with no media spend.

“Starcom’s submission 
best demonstrated how the 
media industry can not only 
transform businesses, but 
can also genuinely make a 
difference to people’s lives.”

Judges’ comments

“Great, fresh, new thinking! 
Solid understanding of the 
task, detailed implementation 
and hardly any budget used.”

Judges’ comments

Highly 
Commended 

Highly 
Commended 



CONGRATULATIONS 
TO ALL WHO STOOD OUT

We were proud to sponsor the Best Strategic 
Launch at the 2014 Media Federation Awards

C0219_MFA_print_ad_V3.indd   1 30/09/14   4:29 PM



best strategic launch campaign
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winner
Agency: The Monkeys

Campaign: ‘Stay Living: Boost 

Mobile relaunch’

Client: Boost Mobile

Collaborating Partner: Boom Video

finalists
Agency: UM

Campaign:  ‘Locally Famous’

Client: Mastercard

Collaborating Partners: 

Ensemble Branded Entertainment, 

McCann, The Origin Agency 
 
Agency: MEC

Campaign: ‘Promoting An Artist 

Not An Ad’

Client: Motor Accident 

Commission

Collaborating Partner: Clemenger 

BBDO Adelaide
 
Agency: Starcom MediaVest Group

Campaign: ‘RockCorps 13/14’

Client: Optus

Collaborating Partner: M&C 

Saatchi

Objectives

After Boost Mobile ended its alignment with  
Optus and paired up with Telstra, it needed to 
rebuild its customer base from zero. The Monkeys 
needed to connect 150,000 customers onto a  
new SIM program, drive half a million prospects  
to boost.com.au and generate more than a million 
contacts with potential customers. 

Campaign

Boost Mobile needed to mean something 
beyond cheap phone credit, so research 
was commissioned that discovered prepaid 
represented freedom for younger users. 

It decided to tap into zombie popular culture and 
the idea that, in a world of zombies on postpaid 
plans,  Boost would support living.  
Three R-rated zombie films were created where 
four mates use their Boost prepaid mobiles to stay 
connected in a post-apocalyptic world. Inf luential 
YouTube bloggers were recruited to star as 
zombies in the films, with their audience and 
networks leveraged for free. Organic consumption 
was fuelled by paid video seeding, and a search 
keyword strategy based around the content  
was employed. The agency ran a Facebook 
promotion that focussed on driving immersion 
with the online film content and photographic 
content was posted and shared across Tumblr  
and Instagram. 

Results

From an investment of $1.9 million a return on 
investment of 432% was achieved. Just over 205,00 
customers were connected and more than 600,000 
unique visitors were garnered. The films alone 
generated 2.3 million views.

Category sponsored by

“Insight leveraged a 
cultural zeitgeist. The 
insight was pulled 
through to execution, 
and delivered results 
across not only 
communication 
objectives but also 
business metrics.”

Judges’ comments



Music creates memories 
that last forever

Multiply field a team of experts that truly understand 
the music audience. Using community insights 
Multiply delivers multi-screen solutions across 

premium music content.

View our case studies www.multiply.com.au

Remember that feeling.
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Objectives

Razor blades had suffered a 7% dip in sales and 
Gillette needed to find a way to get young men to 
reassess their shaving habits.  
The task of MediaCom was to halt the decline 
in blade consumption by getting young guys to 
shave more often and to change the perception 
that stubble is desirable, doing all of this this on a 
small media budget.

Campaign

MediaCom started a national debate to convince 
guys that girls prefer to kiss a clean-shaven guy by 
partnering with TV program The Bachelor 

Australia. The ‘Kiss Debate’ was introduced 
through 10 content pieces to spark the 
conversation in broadcast and digital. Kissers  
were directed to TheKissdebate.com.au website 
and a ‘Kiss Debate’ documentary was seeded 
across Gillette’s own channels, exploring 
women’s, men’s and scientific opinion on the 
decline of the kiss, which, in turn, sparked 
earned media coverage. The debate was fuelled 
by introducing Gillette as the champion of better 
kissing, with Gillette-branded results from the 
survey distributed through 10 TVCs on digital and 
mobile display, social and print channels. The 
Bachelorettes from the TV show were used  
to inf luence guys through extended content.

Results

Gillette experienced an 89% rise in customer 
sales compared with the year before. Close 
to 15,000 people took part in the survey and 
there were 193,000 views of the ‘Kiss Debate’ 
documentary. The campaign generated 240,000 
social engagements and a 31% increase in shaving 
frequency.

best intEgrated media campaign

winner
Agency: MediaCom

Campaign: ‘The Kiss Debate’ 

Client: Procter & Gamble

Collaborating Partners: Hausmann, 

Ignite Network Ten

finalists
Agency: UM

Campaign:  ‘Locally Famous’

Client: Mastercard

Collaborating Partners: Ensemble 

Branded Entertainment, McCann, 

The Origin Agency

Category sponsored by

“The Kiss Debate 
showed both depth 
and breadth across 
every element of the 
campaign. It took a 
global platform and 
cleverly translated it 
in a meaningful and 
engaging way at a 
local level. Critically, 
every element added 
demonstrable benefit 
to the campaign’s 
overall success.”
Judges’ comments



Summer
is outdoor

Proud to sponsor Best Use of a Small Budget 
(over summer, or any time of the year!)

Congratulations 2014 MFA Award nominees

54%
are more aware
 of Outdoor ads
in the summer

summerwillnotbetelevised.com.au



Objectives

Cycling is one of the fastest-growing sports 
in Australia and Eurosport has the most 
comprehensive coverage of cycling on Australian 
TV. The problem is that, for the majority of 
Australia’s 1.3 million armchair cycling fans, 
competitive cycling starts and ends with the Tour 
De France, which is broadcast by SBS. MediaCom 
needed to break this perception and increase the 
channel’s cumulative reach by 25% year-on-year 
with a budget of just $50,000.

Campaign

To do this the agency defined Eurosport’s target 
audience as hardcore cyclists, focussing on the 

313,000 Australians for whom cycling is their 
number one passion. MediaCom tapped into 
the social aspect of cycling by finding a role for 
Eurosport within the cycling conversations that 
mattered. It employed a combination of social, 
mobile and digital content partnerships to mobilise 
key inf luencers and cut through to this uniquely 
passionate audience. The Vuelta a España event 
was used to start the conversation by challenging 
Australia’s cycling community to match the climbs 
the peloton endures in the real races. For the 
‘#Vueltaskelta’ MediaCom partnered with the blog 
Cycling Tips which allowed it to call out climbers 
and drive word-of-mouth about the gruelling test. 
Cycling GPS application Strava was used to build 
and populate a live leaderboard of metres climbed. 
Cyclists were encouraged to post updates about 

their challenge using the hashtag and Eurosport-
branded coffee carts were positioned along key 
cycling routes across Australia.

Results

Nearly 10,000 cyclists entered the challenge  
and together they climbed a combined 52 million 
vertical metres. Eurosport handed out more than 
1000 branded coffees, while just under a million 
social impressions were generated around the 
#Vueltaskelta hashtag. A cumulative audience  
of 750,000 was delivered, which was up markedly 
from 530,000 the year before and represented a 
rise of 42%.

best use of small budget
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winner
Agency: MediaCom

Campaign: “#Vueltaskelta’

Client: Foxtel and Eurosport

Collaborating Partner: Cycling 

Tips

finalists
Agency: Bohemia Group

Campaign:  ‘Bonnington’s Flu 

Tracker’

Client: Aspen Pharmacare

Agency: UM

Campaign:  ‘XTL’

Client: Department of Social 

Services, Australian Government

Collaborating Partners: Reprise 

Australia, Quiip

Agency: Match Media and Banjo

Campaign:  ‘#mangogate’

Client: Nando’s Australia

Collaborating Partner: Banjo
Category sponsored by

“A great insight, 
which took the 
challenge to the 
audience and to 
the streets. A really 
well executed 
campaign across 
TV, digital and 
the real world, 
with outstanding 
results.”

Judges’ comments

(up to $300,000)





best media innovation
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winner
Agency: Initiative

Campaign: ‘Kia Game On’

Client: Kia Motor Corporation

Collaborating Partners: Innocean 

Worldwide Creative, Mnet Mobile 

Partners

finalists
Agency: UM

Campaign: ‘XTL’

Client: Department of Social 

Services, Australian Government

Collaborating Partners: Reprise 

Australia, Quiip

Objectives

Kia was battling stagnant consideration levels despite 
being a major partner of the Australian Open tennis, 
and recording substantial increases in brand awareness. 
It remained a closed option to many new car buyers and 
Initiative sought to change this and get the automotive 
brand on to buyers’ shortlists. Kia is a long-term sponsor 
of the Australian Open but the partnership needed 
refreshing, to reignite buyer consideration and to 
connect more deeply with new car buyers.

Campaign

Initiative set out to overcome viewer switch-off during 
ad breaks from the tennis and to get them involved 
actively in the sporting action. Research showed that 

tennis fans often dream of being part of the game so 
the agency put them directly in the firing line against 
Sam Groth, the world’s fastest server. Mobile phones 
were turned into virtual tennis rackets, syncing with 
the TV broadcast and bringing the screen to life so 
viewers could play against a tennis pro. To maximise 
game play, Initiative housed a digital practice court 
within Kia’s website and experiential zones, through 
outdoor partners Val Morgan and Westfield, were set 
up at Melbourne’s Federation Square and in shopping 
malls across the country. The agency worked with 
Channel Seven to create 45-second spots featuring 
introductions from the network’s talent, with the 
intros fused with the different range of serve types to 
give the appearance of seamless in-program editorial. 
Downloads were driven through paid social activity, 
with messaging matched to that particular day’s 

tournament play, ensuring Kia was adding to the 
conversation and not interrupting it.

Results

Over the two-week Open tournament, the ‘Game On’ 
app was downloaded 193,000 times, topping both the 
iTunes and Google Play store charts. Players of the 
game spent 15 minutes using the app and viewed an 
average of 20 Kia ads. The campaign generated more 
than $2 million of editorial support and increased 
openness to the brand with 79% of players more 
positive towards Kia. Stagnant consideration levels 
increased by 37%, organic web traffic to Kia’s website 
doubled during the tournament, and test drives rose 
29%. Kia also achieved record January and February 
sales, up 8% on the same period in 2013.

“The innovation 
turned passive viewers 
into active viewers. It 
added value to their 
viewing experience 
and enhanced their 
appreciation of the 
sport. The campaign 
had strong metrics in 
terms of downloads, 
app ranking, earned 
media, brand metrics, 
brand engagement  
and sales”

Judges’ comments

Category sponsored by



Fun and 
young at  

heart
Second screens  
while watching TV

Saturday papers  
a must for her  
property obsession

Daily news  
on her phone  

& laptop

Likes to keep her  
two kids active  

& not just glued  
to a screen

Yoga is her mental 
& physical escape

Lives in  
Ryde, heart  

still in  
Balmain

Leigh, 37

Ally Cooney
Head of Digital, TMS

Ian Czencz 
Head of Strategy  
MATCH Media

Ian Czencz is now able to conceive consumer profiles so vivid they  
almost take on a life of their own – like ‘Leigh, 37’. As Australia’s  
next generation cross-platform audience survey, emma unearths 
unparalleled readership and behavioural data, which combined with  
Ian’s creative interpretation of the insights, allows him to get closer  
to consumers than ever before. What could you achieve with emma?

Find out more at emma.com.au

Create consumer profiles 
more lifelike than ever.



best leverage of data
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winner
Agency: Match Media

Campaign: ‘Data Matching Love 

Story’

Client: IKEA

Collaborating Partners: Axciom, 

Yahoo!7

finalists
Agency: Slingshot

Campaign: ‘Your Daily Cup: Data 

Intelligence’

Client: Muffin Break

Agency: ZenithOptimedia

Campaign: ‘Data Driven’

Client: Qantas

Objectives

IKEA is extremely rich in data, but the information 
resided in many different forms and silos, with no 
tracking of the impact of online marketing on in-
store sales. Match Media set about to change this, 
to create an analytics model that would connect 
online behaviour with sales performance and to 
better understand customer purchase behaviour.

Campaign

The campaign involved extensive data mining and 
research, using multi-linear regression modelling. 
Once the bespoke online version model was 
created, Match Media partnered with Yahoo7 and 

Acxiom to devise a way of reaching customers 
who were likely to purchase kitchens or relevant 
products. First, the agency built its own database 
of people in the market for kitchens through an 
integrated online promotion with TV program My 
Kitchen Rules. Winners had to submit their home 
improvement priorities for a chance to win a new 
kitchen. These consumers were then matched 
to Acxiom data and kitchen priority segment 
profiles were built, using these data segments to 
build lookalike customer profiles with the Yahoo7 
database and target them through advertising. 
Taking the audience that had been exposed to 
the advertising, the agency matched all of these 
people against the 1.2 million IKEA Family loyalty 
database.

Results

Every measurable metric increased by at least 90% 
and, in terms of media spend to incremental sales, 
the campaign drove ROI of $4.64 for every  
$1 which was invested.

Category sponsored by

“This entry 
was a worthy 
winner due to its 
ability to pull in 
data feeds from 
numerous sources 
and create a 
bespoke online 
conversion model 
that optimised 
paid media by 
forecasting  
in-store sales.”

Judges’ comments



best demonstration of results
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Objectives

Mindshare had to shift the idea of New Zealand as 
a place that Australians would probably visit some 
day to a place that they have to visit now. It had to 
increase holiday arrivals between September 2013 
and February 2014 by 3%, or 131,760 visitors. 

Campaign

To do this Mindshare had to differentiate from all 
the other tourism communication in the Australian 
market. It leveraged the Australian love of a road trip 
and New Zealand’s possession of diverse experiences 
in nearby, easy to drive to locations. ‘Every Day 
a Different Story’ focussed on the hidden gems 
that could be discovered on a New Zealand road 

trip with television and outdoor used to generate 
awareness and create emotional desire. Editorial 
content via glossy newspaper lift-outs and digital 
mastheads was employed to translate emotional 
impact into active consideration of specific regions. 
Dynamic-rich media, polite and click-initiated 
units showcased the range of experiences using 
video, imagery and content. Partner packages in 
digital and press convinced active considerers to 
follow through and book holidays. All advertising 
drove people to newzealand.com to discover exact 
locations. Several 15-second TVCs were topped and 
tailed in ad breaks to deliver how visitors can have 
a different experience every day, while outdoor 
placements showcased a range of unique New 
Zealand experiences. A content partnership was 
struck with Fairfax where a bespoke editorial lift-out 

was created and New Zealand had its own dedicated 
destination tab on the homepage of Fairfax’s 
Traveller section. 

Results

The campaign delivered a 9% increase in holiday 
arrivals, equating to an incremental 261,344  
visitors above the target. A return on investment 
of 316% was achieved and for the first time holiday 
arrivals exceeded the number of Kiwis visiting 
friends and family. Increases were generated in the 
preference of New Zealand as one of the top two 
countries to visit, in the overall traffic to NZ.com by 
12%, and in referrals from NZ.com to partners and 
tourist operators.

winner
Agency: Mindshare

Campaign:  ‘Every Day A Different 

Story’

Client: Tourism New Zealand

Collaborating Partners: 

Whybin\TBWA, 11PR

finalists
Agency: MediaCom

Campaign: ‘Ambi Pur: Helping 

Housemates Breathe Happy’

Client: Procter & Gamble

Collaborating Partners:  Channel 

Nine, Hausmann
 

Agency: TMS

Campaign: ‘Megafactories’

Client: Toyota Motor Corporation 

Australia

Collaborating Partners:  Google, 

FOX International Channels
 

Agency: ZenithOptimedia

Campaign: ‘The Book Thief ’

Client: 20th Century Fox

“This entry 
demonstrated a 
clear understanding 
of the barrier and 
a powerful insight 
from the outset. A 
great example of the 
art of storytelling. 
Agencies galvanised 
around a core idea. 
New Zealand, here 
we come.”

Judges’ comments



media owner of the year

31 octoBER 2014   29

winner
Owner: JCDecaux

finalists
Owner: Multi Channel Network

Owner: Nine Entertainment Co.

Owner: Seven West Media

Owner: Val Morgan

JCDecaux is the fastest-growing out-of-home 
company in Australia and provides architecturally 
designed street furniture and advertising space. It 
has operated in the Australian market since 1997 
and is part of a global network with operations in 
more than 60 different countries. Over the past 12 
months JCDecaux has embarked on a number of 
ambitious and successful projects. 

The ‘Fast Front Pages’ campaign for News 
Limited involved the overnight printing and 
posting of the front page of their newspapers 
across 370 JCDecaux east coast panels each  
morning for eight weeks. Requiring a fundamental 
change to the company’s business model, its 
competitors said it couldn’t be done. But the 
campaign was a hit and News Limited went from 
a $200,000 client to a $3 million client and was 

rewarded with significant readership increases for 
its papers.

JCDecaux is a strong believer in innovation and  
the last 12 months saw the successful delivery of 
55 Innovate campaigns; its biggest year to date. 
One of these included the launch campaign for 
The Wolf of Wall Street for Roadshow Films. This 
involved advertising panels filled with cash – the 
custom-built panels were fitted with fans to create 
a whirlwind of money swirling behind an image of 
the film’s high-f lying protagonist. This campaign 
reached an estimated 1.5 million moviegoers, with 
the video alone receiving more than 90,000 hits 
on YouTube.

Since winning the City of Sydney tender in the 
lead-up to the Sydney Olympics, JCDecaux has 
been steadily growing, with its street furniture 

now an integral part of key Australian cities, 
vibrant urban areas and transit routes. JCDecaux 
Australia currently deploys eight brands and 32 
different campaigns across its premium network. 
This year the company has worked closely with 
the City of Sydney to support and help inform its 
communities, because it is strategically placed not 
just for ads but for art, ideas, events, news and 
important community messages. 

In 2013 JCDecaux enjoyed revenue growth of 
12.1% and its professional development program 
delivered the equivalent of 450 hours of training. 
The average tenure for  staff is five and a half 
years, with its sales and marketing team boasting 
100% staff retention in 2013. Every new graduate 
it has hired has been retained over the past three 
years.

“An all-round stellar 
performance from 
JCDecaux, ‘Fast Front 
Pages’ demonstrated 
a willingness to adapt 
their business model. 
Combined with their 
cultural excellence 
and phenomenal staff 
retention, they were 
a clear standout in 
a highly competitive 
category.”
Judges’ comments

Highly 
Commended 



marketing team of the year
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A fundamentally new approach to marketing has 
shifted the course of one of Australia’s biggest retail 
giants. With management changes occurring in 
2012 and 2013, Officeworks took the opportunity to 
review its marketing focus. Under the leadership 
of Karl Winther and David Haydon, supported 
by Simon Davenport and Belinda Gruebner, the 
company took a step back to re-energise its approach 
to marketing. 

The Officeworks marketing team set out on a 
journey to re-educate internal stakeholders and 
significantly adjust their marketing style so that 
it moved the brand from being well-liked to one 
their customers love. The reinvention started 
with customers. Officeworks saw the opportunity 
to increase the emotional engagement with their 
customers and that they needed to infuse more 

personality into their communication. Added 
to the challenge was a reduction in advertising 
expenditure. 

Over a 12-to-18 month period the company, in 
partnership with Initiative, introduced a life-stage 
and behavioural segmentation model, which is 
now part of the internal Officeworks vernacular. 
They also launched a monthly quantitative 
campaign tracking program, which allows a more 
agile approach to their marketing by removing 
the guesswork and testing and adapting creative 
and media strategy. Officeworks and Initiative 
introduced a detailed econometrics modelling 
project, aimed at creating further efficiencies in 
their media spend and return, identified a number 
of key media strategic partners and then activated 
significant partnerships such as the 12-month Nova 

sponsorship. A year-long trading plan was also 
developed which gave Officeworks a platform to 
engage with customers on a weekly basis based on 
consumer insights and their seasonal needs and 
wants.

 The changes resulted in spontaneous advertising 
awareness moving from 31% to 39%, brand love 
hitting a record high of 15% and its Net Promoter 
scored jumped six points. Purchase intent improved 
by 12% and its annual revenue also grew 6.5%  
year-on-year.

winner
Campaign: ‘Team of the year’

Client: Officeworks

finalists
Campaign: ‘#back2back’

Client: Meat & Livestock Australia

Campaign: ‘Peters: Making 

ice-creams Australians want’

Client: Peters Ice Cream

Category sponsored by

“Officeworks demonstrated 
how marketing and media 
can lead the strategic 
direction of the business. 
Through an intimate 
understanding of, and a 
relentless focus on, the 
customer, they transformed 
their business and delivered 
brilliant results. They utilised 
their new segmentation and 
smart placements within 
media to emotionalise 
what is traditionally a very 
apathetic category, allowing 
them to transform not just 
their brand, but the category 
as a whole.”

Judges’ comments
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john grono
GAP Research

John Grono consults to the MFA as their audience 
measurement specialist. With more than 35 years 
of research and media experience, John has 
uniquely worked in official capacities across all 
Australian media, and is considered a leader in 
audience measurement research, both locally and 
internationally.

John currently represents the MFA on 
the following industry committees:

• OzTAM Technical Advisory  
       Committee;

• Regional TAM Users Group;
• IAB Australia Measurement 

       Council;
• CRA Research Committee;
• CRA Regional Research Committee;
• The Readership Works EMMA  

       Technical Committee.
John has also represented the MFA 

on:
• AMAA’s Audit Circulation Rules that  

       introduced audited digital copies, as  
       well as the Category Breakouts; 

• OMA’s creation of MOVE and its  
       software, and subsequent updates and  
       improvements;

• Val Morgan’s development of CineTAM;
• Various developments of Morgan’s Single  

       Source;
• Authoring the MFA’s Harmonisation  

       Guidelines paper.
John’s research career started in 1977 at 

ACNielsen, where he was their panel statistician 
for both Australia and New Zealand.  He then 
worked as a business and financial analyst, before 
moving into MIS information as an analyst and 
programmer for major Australian FMCG 
clients. In 1991 John was part of the 
team that introduced TV People 
Meters to Australia. 

He also led the team that created Media Advisor – 
a global first in delivering TV ratings data overnight 
to PCs to allow clients to process ratings and R&F in 
their own offices.

In 1997, John joined Clemenger BBDO as National 
Media Research Director, and subsequently 
became Clemenger Sydney Media Director and was 
appointed to the Clemenger BBDO Sydney Board. 
In 1999 John helped introduce OMD-Lighthouse 
econometric modelling to the advertising market. 

During this time John also represented the 
MFA during the formation of the OzTAM 

Technical Advisory Committee, as well as 
chairing the ASTRA MultiView Technical 

Research Committee for subscription 
television. John was part of the 

inaugural OMD Management 
Committee that oversaw the 

merger and relocation of the 
Clemenger and DDB media 
departments to create OMD 
Australia in May 2000.

In August 2002 John set 
up GAP Research as an 
independent media research 
consultancy, with the MFA 
as an inaugural client. 

John is also a longstanding 
member of the AMSRS 
(Australian Market and 
Social Research Society) 
and an inaugural QPMR 
(Qualified Practising 

Market Researcher).
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