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The Objective

Deliver key Target 100 messages in an authentic, transparent and engaging 
way to address misconceptions and share the facts of Australian beef 
production with socially conscious consumers.

The Challenge

Community perceptions of the Australian beef industry are negatively influenced by 

global issues - that do not accurately reflect national circumstances.

THE BRIEF



An owned, earned and paid distribution 
approach that establishes Target 100 as 
the influencer

DISTRIBUTION

In-depth understanding of the target audience

THE APPROACH

Highly engaging story-driven content that is 
designed for specific social platforms

AUDIENCE

CONTENT



NUTRITION

NUTRITION

ANIMAL WELFARE:

WORKING DOG

ANIMAL WELFARE:

WHICH COW

WEEK 1 WEEK 2 WEEK 3 WEEK 4 WEEK 5

WEEK 6 WEEK 7 WEEK 8 WEEK 9 WEEK 10

SUSTAINABILITY:

BIODIVERSITY

SUSTAINABILITY:

DORPER SHEEP

SUSTAINABILITY:

GRAZING

ANIMAL WELFARE:

LOW STRESS

ANIMAL WELFARE:

ROAD TRANSPORT

TRANSPARENCY

MY SAUSAGE

TRANSPARENCY

SUPPLY CHAIN

THE APPROACH | CONTENT

Video Content - Uploaded natively to YouTube and Facebook every week. Shared, commented and liked by Influencers.

Social Content - Published on Facebook and Twitter throughout the campaign. 
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GOODMEAT 2.0 Goals

+143% 
YouTube Views 

Target: 145,000 views Results: 208,507 views

 +467% Video 
Engagements

 +102% YouTube 
Subscribers*

Target: 1,260 video engagements Results: 5,884 video engagements

Target: 300 new subscribers

Results: 329 new subscribers
*new YouTube subscribers stunted by native video uploads on Facebook

THE RESULTS



Bonus Facebook Goals

THE RESULTS

Results: 19,558 total Facebook fans

Results: 541,181 total video views

+3,843 
Facebook Fans 

+332,674 
Facebook Views 



TOTAL

+373% 
Total Views 

Target: 145,000 views Results: 541,181 views

 +1290%
Total Followers

Target: 300 YouTube subscribers

Results: 4172 new followers

THE RESULTS
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watched on 
Facebook

85 DAYS211 
DAYSwatched on 
YouTube

WATCH TIME



PAID VS. ORGANIC

52.7%
Paid 47.3%

Organic
30.2%
Paid

69.8%
Organic

10%
Organic

FACEBOOK YOUTUBE

TOTAL

90%
Paid



1,246
SHARES

570 
COMMENTS

6,100
LIKES

TOTAL ENGAGEMENTS

*Entire campaign results (YouTube and Facebook)



Environmental 
Sustainability

Animal Welfare Nutrition Transparency

AVG VIEWS
(Video)

AVG WATCHTIME
(Minutes of Video)

AVG ENGAGEMENTS

18% 34% 18% 30%

28% 34% 15% 22%

31% 41% 10% 17%

TOPIC ANALYSIS



Environmental 
Sustainability

Animal Welfare Nutrition Transparency

SENTIMENT

23 : 1
positive negative

26 : 1
positive negative

11 : 1
positive negative

17 : 1
positive negative

POSITIVE
Audience were entertained 
by accessible live action 
content that provided an 
insight into farm practices. 

NEGATIVE
Some viewers sceptical 
about of some of the 
animal welfare facts 
presented in the animation.

99% 
Positive Sentiment

POSITIVE
High viewer retention and 
positive sentiment provide 
evidence for a receptive 
and engaged audience.

NEGATIVE
Viewers (incl. those with a 
vegan agenda) sceptical 
about nutrition facts 
presented in animation.

POSITIVE
Entertaining and insightful 
content that recognises 
modern farming practices. 

NEGATIVE
Low stress stock handling 
techniques not strictly 
followed in the time 
managed grazing content.

POSITIVE
High viewer retention and 
positive sentiment provide 
evidence for a receptive 
and engaged audience.

NEGATIVE
Some viewers sceptical 
about how the animations 
addressed some issues - e.
g. processing plants.



Age: 35 - 54

Gender: Female

Marital Status: Married

Household:  Mix age kids. 

Location: Inner suburbs

Relevant Interests: Food/ Travel/ Health/ 

Animal Welfare

Meat Consumption: Eats primarily white meat 

(chicken & seafood) 3 - 5 times a week

Persona 3

Age: 25 - 34

Gender: M/F 40/60%

Occupation: 

Professionals / Creatives

Marital Status: Single/Married (no kids)

Location: Urban/ inner suburbs

Relevant Interests: Food/ Animal Welfare/ The 

Environment

Meat Consumption: Eats beef less than 1/week

Persona 1

36%

Age: 25 - 34

Gender: Female (80%)

Occupation: 

Broad - Services & Creatives

Marital Status: Single (no kids)

Location: Urban/ inner suburbs

Relevant Interests: Food/ Animal Welfare

Meat Consumption: Vegetarian (non strict)

Persona 2

64%
AUDIENCES
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NOT ALL CONTENT IS CREATED EQUAL

6,572,329 Impressions 

541,181 Video Views 

7,916 Engagements

NOT ALL CONTENT IS CREATED EQUAL



Facebook 
Page
1.6M

YouTube
Channel

1M

Teaser 
Trailer

Reidy FB 
Fanpage

12K
YouTube

Engagement

YouTube 
Playlist

Bondi Rescue 
FB Fanpage

217K

Facebook
Engagement

Facebook
Engagement

INFLUENCERS



AUDIENCE REACTIONS



Become a Cattle Zen Master with a Bondi Lifeguard

ANNOTATIONS: 
23 clicks

Views Likes Comments Shares

Facebook 35,605 942 104 173

YouTube 26,210 88 2 28

Total: 61,815 1030 106 201

Total Engagements: 1337

Average Audience Retention: 58% (2:13)

WATCHTIME:

78,005 minutes 

(54 days!)

TOP VIDEO

Low Stress Stock Handling



Likes

676

Post Clicks

530

Comments

23

Shares

150

TOP SOCIAL

Results
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GOOD MEAT 1.0
GOOD 

MEAT 2.0
GOOD MEAT 3.0

GOODMEAT 1.0 VS. 2.0



Steve Crombie
CEO
+61 (0)402 211 842  
steve@watchtotem.com

Rennae Long
General Manager
rennae@watchtotem.com

Omar Samad
Production & Network Manager
omar@watchtotem.com

Amelia Darmawan
Channel & Content Strategist
amelia@watchtotem.com
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