
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                         
ANNABELLE AMOS 

Public Relations Case 
Study 

Here for Life Campaign 
 

Annabelle Amos 

9/9/2011 

 

 

  
Tutor: Ian Watson 

Tutorial Time: 10am Wednesday 

Course Convenor: Hamish McLean 

Word Count: 1046 

Appendices: 2  



Annabelle Amos 
S2799757 Page 1 
 

Table of Contents 

 Page Number 

1.0. Introduction………………………………………………………………………………2 

2.0. Overview………………………………………………………………………………….3 

 2.1. Goal……………………………………………………………………………….3 

 2.2.  Core Elements……………………………………………………………………3 

2.3. Key Tactics……………………………………………………………………….4 

3.0. Evaluation……………………………………………………………………………..….5 

3.1. Quantitative and Qualitative……………………………………………………5 

3.2. Application of Theory…………………………………………………………....5 

3.3. Strengths and Weaknesses………………………………………………………6 

4.0. Conclusion & Overall Evaluation………………………………………………………7 

5.0. Appendices…………………………………………………………………………....8-12 

6.0.  Reference List…………………………………………………………………………13 

 

  



Annabelle Amos 
S2799757 Page 2 
 

1.0.  Introduction 

This report will provide an overview of the Queensland Government’s road safety campaign, 

Here for Life. It will outline the key elements of the campaign including the goal, strategies, 

tactics, objectives- including the five Ps outlined in Johnston & Zawawi. It will also touch on 

the application of theory and strengths and weaknesses of the Here for Life campaign. It will 

also provide evidence to suggest that the campaign has few flaws and is an overall successful 

campaign promoting road safety in Queensland.   
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2.0.  Overview 

 

2.1.  Goal 

Here for Life is a Queensland Government campaign that aims “…to put key road 

safety issues on the public agenda” (Department of Transport and Main Roads, 2009).  

 

2.2.  Core Elements and Objectives 

A public relations campaign requires an element of both strategy and planning in 

order for it to be successful (Johnston & Zawawi 2009, pp. 171). When looking at the 

‘five Ps’ (perspective, position, purpose, process, pattern) that Johnston and Zawawi 

identify in their book Public Relations Theory and Practice (2009, pp. 175-6), the 

Here for Life campaign is successful. Firstly, the perspective of the Here for Life 

campaign is that they want to change the lives of their audience by promoting safe 

driving in Queensland. The Queensland Government has implemented various road 

safety campaigns under the Here for Life umbrella such as the ‘think before you 

drink’ and ‘slow down stupid’ campaigns which also promote safe driving. The Here 

for Life campaign has relationships with the Queensland Police Service, RACQ, 

Motor Accident Insurance Commission, CARRS-Q, and other stakeholders to 

promote road safety to the broader community in order to reduce road fatalities and 

incidents in Queensland. 
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2.3.  Key Tactics 

Here for Life and the Queensland Government have implemented measurable and 

interactive tactics in order to promote road safety in Queensland. Here for Life mostly 

utilizes the controlled tactic using television advertisements, billboards, annual 

reports, and a website where the public relations manager controls what, where, and 

when the information can be seen or heard. 

 

The advertisements are used as a way of communicating the message to a broad 

community. There are various advertisements that are targeted towards different 

demographics and are therefore displayed at different times and places in order to 

reach the target audience; for example, the ‘slow down stupid’ campaign focuses on 

males aged seventeen to thirty nine, as this demographic is the main offender for 

speeding related incidents. For an evaluation on this element of the campaign, view 

appendix one.  

 

Here for Life has also used the uncontrolled method of communication where police 

officers are spokespeople for the campaign, going to schools and public events to 

speak about the importance of road safety. 
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3.0.  Evaluation 

3.1.  Quantitative and Qualitative 

The Here for life campaign uses many strategies and tactics in order to convey a 

message to an audience, and ultimately change their behavior. When looking closely 

at this campaign, it is clear that elements of both quantitative and qualitative methods 

have been used to do this. According to the survey results of the Here for Life 

campaign in its early stages, there is an element of both numerical and descriptive 

feedback (view appendix two). The numerical feedback investigated by the surveyors 

is indicative of the percentage of people who have been affected by the campaign 

whether it is through television advertisements or billboards. The descriptive 

feedback indicates what elements of the campaign gave the strongest message, for 

example; ‘Rest or RIP’ was most memorable for the fatigue campaign. 

 

3.2.  Application of Theory 

The main theory that is applied in the Here for Life campaign is that of cultural 

theory. Cultural theory is described by Johnston and Zawawi as “...the nature of 

messages. It is about how messages are constructed to mean what they mean and how 

they are received, decoded and understood” (Johnston & Zawawi 2009, pp. 66). This 

theory is used in the Here for Life campaign by using particular images and music in 

their advertisements to convey their desired message.  
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3.3.  Strengths and Weaknesses 

Here for Life uses many different forms of media communications in order to convey 

their message to the desired audience. As it can be seen in appendix one, television 

advertisements and billboards are most effective.  When looking at key road safety 

concerns, it is important to promote the desired messages in areas of danger, which is 

why the Queensland Government has placed billboards in black spots, poster 

advertisements for motorcyclists in bathrooms along mountain ranges, and television 

advertisements spike during holiday periods such as Easter and Christmas. It is also 

measureable in terms of road statistics and comparing increases or decreases in road 

incidences. These are all strengths of the Here for life campaign. 

 

On the other hand, there are weaknesses that could be better in terms of outputs and 

inputs. For example, social media is not used to the best of its ability. There are 

Facebook and Twitter links on their website; however, there is no advertising of 

social networking sites on the billboards, television advertisements or radio. Another 

weakness is that when the Queensland Government conducted the survey in 2009 

(appendix one), there was not an accurate representation of the Queensland 

community. Out of the entire state, only 400 people were surveyed, which could be 

an inaccurate representation of the community at large, despite the fact that there was 

a range of different people surveyed. A way of fixing this would be to survey more 
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people. The webpage is a useful resource; however, the audience must be motivated 

to look it up. 

 

4.0. Conclusion and Overall Evaluation 

Here for Life is a campaign that aims to notify the public of key road safety problems and 

change the behavior of the public accordingly. As a Queensland Government initiative, it 

receives funding in order to create television advertisements, billboards, posters, and a 

webpage. The website is interactive although it requires motivation from the audience to be 

interactive. There are successful elements of the television advertisements that relate to and 

connect with the audience. These include, but are not limited to, family and friends, and 

shocking images on billboards with confronting punch lines along black spot roads. 

 

There are elements of both qualitative and quantitative strategies as well as the use of cultural 

theory which heightens the success of the campaign. 

 

Overall, it can be justified and concluded that the Queensland Government’s Here for Life 

campaign has few flaws and is a successful campaign that promotes road safety in 

Queensland.  
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5.0.  Appendices   
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Appendix One- ‘Slow down stupid’ evaluation. 

The advertisement focuses on what this age bracket (males seventeen to thirty nine) 

value in their lives such as family, friends, and loved ones.  

 

 

 

 

 

 

 

 

 

 

 

 

An example of controlled communication is a billboard advertisement seen frequently 

around the state as a still photograph (figure 1) from the TV advertisement 

‘Nightmare’ which is targeted towards the young male demographic. This 

advertisement uses a shock, or scare tactic showing an image of a dead girl, caused by 

the neglect of her boyfriend’s speeding. It is a reminder that drivers should slow 

down because there is more to lose than they think. These billboards are mostly 

displayed in black spot areas or key speeding zones throughout Queensland.  

Figure 1: ‘Slow down stupid’ 

Source: http://www.tmr.qld.gov.au/Safety/Safety-campaigns/Anti-speeding.aspx 
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Appendix Two- Research Measurement  
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