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‘Give your liver longer.’
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Target Audience Strategy Deliverables Result

The brief was to create a safe driving campaign that created 
awareness about the dangers of driving the morning after drinking. 
The target audience for the campaign were 18-25 year old  students.
It was essential that the campaign have direct, to-the-point 
messaging, whilst still being appealing to the audience.

Given driving the morning after drinking is a relatively untouched 
issue in terms of road safety, the campaign had to provide facts 
about being safe the morning after a big night.
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The intended target audience for the campaign was young people 
aged 18 - 25 years of age. This sample of young people have shown to 
display reduced levels of drink driving, however there is little and/or 
no awareness about driving the morning after drinking. 

The broader audience for this campaign were Swinburne University 
students, many whom drive motor vehicles to campus. The campaign 
intended to be dislpayed around road traffic areas to increase 
traffic visibility .
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Communication Strategy

Target Audience Strategy Deliverables Result

Due to the little awareness that surrounds driving the morning after 
drinking, it was important to firstly highlight the issue at hand. This 
was done by firstly prompting the audience to consider possible 
scenarios that they may find themselves in, whilst communicating 
that they may still be over the legal limit. This was done by 
introducing a strong primary message that resonated strongly with 
the target audience - ‘give your liver longer.’ Give your liver longer to 
sober up in the morning, and consequently, you will live longer on 
our roads. 

It was important to create a message that resonated with the 
audience, whilst ensuring they didn’t feel like they were being 
‘talked down to,’ or that they were being made to feel like they were 
in the wrong. This campaign was formed by positioning the audience 
whereby they could be easily informed of facts to create awareness 
about driving the morning after drinking. 
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Deliverables

Target Audience Strategy Deliverables Result

Print
- Posters and ‘fake ticket’ information cards

Digital
- educational website
- facebook page

Promotional
- Swinburne Open Day
- Swinburne Report
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Deliverables / Print Poster
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Deliverables / Infringement Notice / ‘False’ Fine

These fines were distributed around
the Swinburne Campus to promote 
awareness and causes for being 
over the legal limit the morning after 
drinking.

Swinburne University also released 
a report on the ‘fake’ tickets, which 
lead to increased website traffic.
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Deliverables / Swinburne Report
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Deliverables / Website
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Deliverables / Website
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Deliverables / Swinburne Open Day

The campaign launched at
Swinburne’s Open Day 2017.
Visitors were encouraged to 
write down certain ‘myths’ 
that they had heard of that
would ‘sober’ them up quicker.

These myths were pinned up, 
and viewers were able to 
engage and contribute to the 
campaign awareness.
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Deliverables / Swinburne Open Day
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Conclusion

The campaign was a huge sucess! Awareness was raised around the 
issue among the target audience, particularly around the Swinburne / 
Glenferrie area.


