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Task: Create an online film of 30-120 seconds.
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Because technology is such an important part of young adult’s lives, we want to explore how it can
be used for the greater good of mental wellbeing. The aim of this year’s campaign is to capitalise on
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they age and move into the next phase of their lives.
We want to change the way young people view mental health, away from diagnosis and medical
terms,
towards
an understanding that mental health and wellbeing is just as important as our
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Business objectives: To change the way 18-24 year olds discuss mental health.

Measurement
of success:
Marketing
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Use social media to raise awareness about the importance of looking after
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Competitive landscape: Currently the conversation around mental health is dominated by mental
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illness.

Advertising and marketing aimed at retiring baby boomers often focuses on holidays or funeral

planning.
There is 18-24
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we age to avoid social isolation, loneliness and potentially mental health challenges.

Technology is functional but can also be a burden through social media, it can be a love hate
relationship, but that is not what we want to lecture them on.
Desired response: Mobile phones are a critical part of generation Z’s life. Technology allows their
world to function, whether it be banking or social media, it’s all online. Gen Z are aware that
technology can sometimes negatively impact their mental health, so the desired response is to use
their greatest communication tool to understand and establish the importance of good mental health
and wellbeing.
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Background:
AdMental aims to start conversations about how we look after our mental health and
wellbeing, and to highlight it in a similar way as our physical health. The 2019 AdMental
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Business objectives:
To prevent
loneliness by prompting
baby boomers
think about how they stay connected as
Monday
9 December
Send MOUs
& budgettotemplate
they age and move into the next phase of their lives.
Marketing objectives:
Monday
16 December
DDF forward
funds for life after the paid workforce and staying
To raise awareness
about planning
and preparing
connected with community, family and friends.
Christmas 2019

Production commences

Measurement of success:
Website traffic to partner organisation resources https://mindsetforlife.com.au/ specifically
post-event analytics that show
increased engagement. Mindset for Life is funded by event
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$1,000
partner, Office for the Ageing, SA Health.
Wednesday 11 March 2020 Delivery of final video

Competitive landscape:
Advertising and marketing aimed at retiring baby boomers often focuses on holidays or funeral
planning. There is little in- between that addresses living day-to-day in the next phase of their
lives, being active, engaged and a vital part of the community. There are numerous initiatives
aimed at ageing well, active ageing and financial stability, few assisting with preparing for life as
we age to avoid social isolation, loneliness and potentially mental health challenges.

