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Background 
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• WA Health – social marketing campaigns 

support targets outlined in WA STI strategy 

2019-2023 to: 

•Improve knowledge and behaviour regarding 

safer sex and prevention of STIs 

•Increase STI testing coverage of priority 

populations 

•Reduce the incidence and prevalence of 

gonorrhoea and chlamydia 
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Rationale 

Source:



Social Marketing Campaign 

History

2005 
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2006/7 



2011-13
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2008-10 
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2014-17
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“It has used comedy but not too much – still impactful.

You know the message.”

“The line: ‘are you sleeping with your partners partner?’ 

definitely makes you think.”

Summer 2018/19

Social Marketing Campaign



Onsite STI Testing Facility 
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• Increase awareness of safer sex 

• Increase awareness of STI testing 

• Access to online testing facility on 

couldihaveit.com.au 

• Increase the number of young people aged 16 to 

24 tested for STIs 

• Reduce notification rates for chlamydia and 

gonorrhoea among young people aged 16 to 24 
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Social Marketing Campaign 
Objectives



Social Marketing Campaign 

Key Messages

• Condoms are the best protection 

against STIs

• You could easily get an STI if you have 

sex without a condom

• STIs often don’t have any symptoms

• Testing for STIs is easy
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Social Marketing Campaign 

Development
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Campaigns

Night 

spots

Radio

Social 

Media Cinema

Web 

display 

ads

Onsite STI 

Testing



Social Marketing Campaign 

Material samples 
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Poster/ venue adsSpotify, audio

15 second video

Snapchat/ Instagram 

Stories



Social Marketing Campaign 

Challenges

• State government ban on Youtube shortly 

after campaign launch

• Creative rejected by some online platforms 

• Multiple channels require multiple formats 
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Social Marketing Campaign 

Analytics  & Impact 
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In 2018/19: 

• 8,364,780 impressions 

• 0.25% CTR (industry average = 0.05%) 

• 3,295 engagement - likes, comments, shares 

and reactions 

• 608,406 complete video views 



Social Marketing Campaign 

Analytics  & Impact 
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• Spotify advert listened to 516,623 times 

• Reached nearly 110,000 16-24 year olds 

through cinema advertising 

• 30,225 clicks to the couldihaveit.com.au website 

• Two-fold increase in STI testing through 

couldihaveit



Conclusion   
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• Social marketing is just one component of 

a multifaceted approach to reduce STIs 

among young people. 

• Analytics demonstrate that campaigns are 

effective in reaching target groups using 

selected contemporary channels.

• Ongoing activity and evaluation 



Questions?    
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Contact Details: 

Elizabeth Tyndall 

Elizabeth.Tyndall@health.wa.gov.au

(08) 9222 6426 

Briannan Dean 

Briannan.Dean@health.wa.gov.au

(08) 9222 2275 
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