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• Revised NHMRC Guidelines for Drinking 
launched in Dec 2020: Anyone under 18 
should not drink alcohol to help prevent 
the negative impacts on the developing 
brain and prevent riskier levels of 
drinking when they are older.

• ADF campaign promoted the guidelines
• Parental knowledge did not improve 
• Recommendation that parents may 

require a separate campaign, with 
different messaging tailored to their 
specific needs

Previous learnings
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Campaign Brief

GET: 'Persuadable parents' with children 12-17 years of age in 
SE NSW

THAT: Consider supplying alcohol to their children

TO: Reflect on their secondary supply behaviours

BY: Supporting parents to stop providing alcohol
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Audience insight 

• Adolescence is a crucial time for hormone and brain development, 
and parents want to set up their teen for success.

• During these years everyone is excited about that person’s potential
— what subjects they'll choose, whether they will continue to pursue 
a sport they are excelling in, and their plans after high school or for 
their career.

• Focusing on this vision of their child’s future, and then emphasising 
how alcohol can disrupt it, serves as a key motivator for parents to 
change their behaviour around secondary supply of alcohol. 



Focus on emotive, 
compelling storytelling for 
why keeping children 
alcohol- free is the best 
option

Articulate a positive vision, 
showing empathy in 
supporting parents to 
navigate this topic in 
relationship with their teens

Frame the issue in a way 
that activates the most 
effective Benevolence and 
Self Direction values

We are not here 
to myth bust Solution-focussedConnect with parents 

on their level

Campaign principles

Presentation by Icon Agency



Use the universe itself as 
an analogy for the teenage 
brain and explain why it must 
be protected.

Idea

9

Insight

Parents want their 
teenagers to make the 
most of their potential. 

Presentation by Icon Agency
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Touchpoints
Social Media
Reach audience at 

scale through 
Facebook and 
Instagram ads

Search
Reach high-intent 

audiences when 
they are 

searching for 
related topics Online Video

Video ads across 
YouTube and BVOD

DOOH
Contextual 
placements in 
high-traffic areas

Community Outreach
Campaign kits to 356 Good Sports
clubs, 7 LDATs and
key stakeholders
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Measuring impact

 Single timepoint 
 817 parents of 12–17-year-olds from across Australia
 Impact was estimated using the difference between 

responses to the pre- and post-survey questions

Pre-survey Viewed 
campaign Post-survey
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Campaign impacts
Parent’s beliefs 
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The campaign had a 
significant positive impact 
on parents’ beliefs about 
what age is it appropriate 
to supply a child with 
alcohol (including just a sip 
or a taste).

Figure 1. Parent’s perceptions of when alcohol can be safely supplied
* Denotes a significant difference between pre and post exposure results 
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Campaign impacts
Parent’s knowledge 

There has a significant 
positive shift in 
parental knowledge 
of the harms 
associated with 
underage drinking. 

Figure 2. Parent’s perceptions of when alcohol can be safely supplied
* Denotes a significant difference between pre and post exposure results 
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Campaign impacts
Parental attitudes

The campaign had significant impacts for driving up positive 
attitudes and driving down negative ones.

“Parents should 
do their best to 
make sure their 
children never 
drink alcohol”

    20%

“It is OK for a 16- 
or 17-year-old to 
have one or two 
drinks at home if 

supervised by 
their parents” 

    14%

* Denotes a significant difference between pre and post exposure results 
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47%

38%

14%

Are you reconsidering your attitudes 
towards supplying children with 

alcohol?

Yes
No
Not sure

Of the respondents who 
were ‘likely’ to provide their 
child with alcohol in the 
future (n=256) in the survey, 
one in two indicated they 
are reconsidering these 
attitudes after viewing the 
campaign (Figure 3).

Campaign impacts
Changing attitudes

Figure 3. Parent’s changing attitudes towards supplying alcohol
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The campaign positively shifted parental knowledge, 
beliefs/attitudes and intentions

As expected, some parents (non persuadable) who intended to 
supply their children with alcohol did not change their mind

Sustained tailored and deliberate messaging, resources, media and 
strategy may be needed

Conclusion
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