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Background and context

NSW Government, working closely with the Australian Government and key Aboriginal stakeholders, 

wants to achieve maximum COVID-19 vaccination uptake of Aboriginal and Torres Strait Islander 

community members across the state.

• Low COVID-19 vaccine uptake will further increase the vulnerability of the Aboriginal community, particularly those with underlying health 
conditions, and increase the risk of spreading the virus among regions.

• Research and consultation activities conducted by 33 Creative (from April 2021 onwards) with the Aboriginal community, youth and

health sector to inform this strategy indicate a decline in community sentiment towards the COVID-19 vaccine to date. This is largely due 
to concerns about the safety of individual COVID-19 vaccines, confusion or lack of awareness about the rollout and intergenerational 
distrust of government.

• A targeted, evidence-based approach is needed to engage community leaders, that builds trust, educates and informs audiences and
shifts current attitudes to achieve widespread COVID-19 vaccine acceptance.

• To be most effective, an integrated communications campaign is needed to embrace cultural strength, unite the community and empower 

self determination to drive vaccine uptake. A key feature of the communications will be the use of trusted local community champions.

• The communications activity has also been informed by quantitative and qualitative research undertaken by the Department of Customer 

Service in consultation with the Centre for Aboriginal Health (in July and August 2021), which has reinforced overall levels of hesitancy 
(particularly in Aboriginal people aged under 40 years), identified messaging opportunities and tested creative approaches.

• The strategy incorporates tailored advertising, PR and stakeholder activity to maximise messaging and reach opportunities with the 
Aboriginal community and leverages the existing 'Keep our mob safe' branding used since the start of the COVID-19 pandemic.

• This strategy will continue to be updated and evolve as the COVID-19 situation changes and the vaccination roll-out progresses in NSW.

2



Strategic approach
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A community driven, integrated, strengths based, health 

promotion campaign that builds momentum over time.

Following on from the completion of the initial research and consultation activities, 
we propose creating a core group of community leaders and ambassadors that 
can champion accurate information to the community throughout the vaccine 

rollout. It is important this has geographic representation, and considers all 
demographics, Elders, youth, male and female.

This group would include individuals with influence and profile in the community, to 
enhance trust of the messages and generate community dialogue and awareness. 

The group will build over time, creating a mass of community voices.

It is planned to establish a campaign reference group to support community 
champions, made up of health professionals and community members who can 
provide regular ongoing insights, identify new issues and risks and test 

communications approaches and products to ensure they are fit for purpose.

Community 
champions

Community

Campaign 
reference group 

Voice from 
community

Voice to 
community



Communications phases and timings
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1. Build trust and 
awareness 

(From June 2021) 

2. Educate and 
inform

(From July 2021)

3. Shift attitudes

(From August 2021)

4. Vaccination 
normalisation

(TBC, pending 
vaccination rates)

• Detailed educational 

resources, how to ‘protect 

mob’, including videos, and 

information materials

❑ How COVID-19 vaccines 

work

❑ Why it’s important

❑ Vaccine safety

❑ What to expect, including 

adverse reactions

❑ ‘Get vaccinated’ to protect 

mob

• Refocus the narrative –

unite community on why 

important to ‘protect our 

mob’ through COVID-19 

vaccine

• Simplify messages and 

mobilise trusted sources, 

community leaders, local 

organisations, LHDs to 

distribute information

• Elevate positive stories and 

showcase  personal 

decisions to get vaccinated

• Mainstream and bespoke 

advertising to motivate 

and create urgency on 

getting vaccinated (key 

burst early September 

2021)

• Activate positive stories of 

people receiving COVID-

19 vaccination

• Build momentum –

number of Aboriginal and 

non Aboriginal people 

vaccinated in NSW

• Celebrate successes –

percentage of population 

vaccinated / competitive 

approach across regions

• Respond to gaps and offer 

targeted approaches

• Continue outreach and 

community engagement

• High COVID-19 vaccine 

uptake and lifting restrictions

We propose four key phases or activity, cantered around arming community champions and stakeholders with accurate information to build 

trust and awareness, educate and inform to then maximise vaccine uptake. Phases may be different in geographic areas to respond to 
immediate needs, as they arise – e.g., targeting a key region to get vaccinated in response to an immediate threat which may not be present 
in a more remote location.   



Target audiences 
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Primary

• Aboriginal and Torres Strait Islander residents aged 16+ across NSW.
• Key segment to target includes Aboriginal people aged under 40 years who have higher levels of hesitancy (as highlighted 

in the research findings).
• Aboriginal leaders and Elders
• Community controlled health organisations and representative bodies

• NSW Local Health Districts, Directors and Managers of Aboriginal Health
• Aboriginal Health and Medical Research Council (AHMRC),Aboriginal Community Controlled Health Sector (ACCHS), and 

members
• Aboriginal Affairs staff and networks with reach to community
• Indigenous and community media

• Secondary

• Parents, influencers of residents aged 16 years

• Mainstream media (where appropriate, particularly in urban areas)
• Service providers and health practitioners reaching Aboriginal and Torres Strait Islander residents
• Community organisations, ACCHS staff and networks, NSW Aboriginal Land Councils and affiliates, NSW Aboriginal Legal Service

• NSW Government agencies and officials
• NSW Members of Parliament (particularly in areas with high Aboriginal populations)



Phase 1 Key messages
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Protect our mob

• We all want to help keep our mob safe from COVID-19. We've done a good job protecting our communities but we need to keep going.

• COVID-19 vaccines help protect mob from getting really sick from COVID-19. It helps to protect our community, Elders, family and friends 
from the virus. 

• COVID-19 is spreading quickly and could hurt our mob. It is strongly recommended to get vaccinated with any available COVID-19 vaccine 
as soon as you can. We don’t want to wait until it's too late, it’s important to get the vaccine now, to protect our mob.

• COVID-19 isn't just an older person's disease – many young people are becoming sick. Over 80% of Aboriginal people who now have 
COVID-19 are under 40 years.

• We encourage you to talk to your GP, Aboriginal Medical Service or Aboriginal Health Worker about what is best to help protec t you. They 

can provide information about the COVID-19 vaccines, how and when to book your vaccine and what to expect.

• Attending your vaccine appointment is permitted for any areas under stay-at-home orders, unless you are a close or casual contact or you 

have any COVID-19 symptoms.

• Together, the sooner we get vaccinated, we can all help protect our community to stay strong and healthy.

Initial overarching key messages, based on consultation and research to date, are focussed on 

building trust. Key messages will need to evolve across each phase of activity, based on the changing 

COVID-19 situation, and in response to community feedback through the champions and other available 

research, including the reference group.



Key messages
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How the COVID-19 vaccines work

• All vaccines in Australia undergo testing to make sure they are safe. The COVID-19 vaccines have been tested by the Therapeutic Goods 
Administration. The vaccines have been through a lot of testing to help protect us all quickly from COVID-19. It is an important way to help 

protect our community from the virus.

• When you get the vaccine, your body has an immune response. It means your body is making antibodies to protect you if you get COVID-

19. The vaccine might not stop you getting COVID-19, but it helps stop you from getting really sick if you do. It works in the same way as 
the flu vaccine.

• Two doses of either COVID-19 vaccine gives you around 90% protection against hospitalisation and death from COVID-19. 

• Two doses of either COVID-19 vaccine also reduces the spread of COVID-19 to people around you by about 90%.This is not just about 
your parents, and Elders… this is about you, your friends, and your community.



Key messages
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What to expect

• You can get the COVID-19 vaccine at Aboriginal Medical Services, GPs, some pharmacies and NSW Health vaccination clinics across the 
state. There are also walk-in vaccination clinics, offering the AstraZeneca COVID-19 vaccine to people aged 18 years and over, now 

available in Greater Sydney.

• The vaccine needs two needles, given at two different times to work. The Doctor, pharmacist or health clinic will tell you when to get your 

second dose.

• If you've had your first dose of AstraZeneca, ask your GP to bring your second appointment forward. This will give you better protection 
sooner.

• After you have the needle, you might feel some side effects. This might include aches and pains. This is what happens when your body 
builds antibodies against the virus to protect you. You may need to rest for a day or two after you’ve had the needle.

• You can have the COVID-19 vaccine before or after your flu vaccine. They just need to be two weeks apart.

• The COVID-19 vaccines are free. You don’t need a Medicare card if you visit a NSW Health vaccination clinic.

• Contact your local health service to find out where you can get the COVID-19 vaccine or visit nsw.gov.au. You can also call the National 
Coronavirus COVID-19 Vaccine Helpline on 1800 020 080 24 hours a day, 7 days a week, for assistance.



Products and activities – from June 2021
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1. Build trust and 
awareness 

• Continue leveraging existing ‘Keep our 

mob safe’ branding and include messaging 

related to the COVID-19 vaccine focused 

on ‘protect our mob’, simplifying key 

messages and providing more detailed 

information online for those who need to 

access it

• Use visual materials with local community 

leaders and champions (including 

Aboriginal health professionals) / AMS staff 

as much as possible to highlight key points 

and enhance engagement

• Regular distribution to support community 

level conversations about protecting our 

mob through COVID-19 vaccine.

Primary audience • Initial 4 x Community health ambassadors

• Basic information about the COVID-19 vaccine and what to 
expect in advance of receiving it (including brochure)

• Develop poster to raise awareness about the COVID-19 

vaccine, with QR code for more information
• Community champion postcards, with options for local 

tailoring
• Social media tiles, vaccine template and short videos, and 

scripted positive video

Secondary 

audience

• Case studies in consultation with NSW Health

Stakeholders • CAH Briefing sessions

• eNewsletter / regular updates

Harness community leaders and health advocates to drive 

‘protect our mob’ message of self determination



Products and activities – from July 2021
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2. Educate 
and inform

• Education resources to support greater 

understanding of the vaccine, ahead of 

vaccination uptake.

• Share real experiences by community 

members (trusted sources) before, at and 

after COVID-19 vaccination, to break down 

misconceptions and help to build 

awareness of what to expect. Talent can be 

pitched to local media.

Primary 

audience

Detailed fact sheets

Infographics that explain how the vaccine works and is 
tested
Educational Q&A information sessions ('Yarn Up') 

featuring health professionals and questions from the 
community

Podcast series ’Protect our mob’ (tbc)
Mythbusting vox pops / social graphics
Paid social advertising to promote COVID-19 vaccination

Collateral distributed by Service NSW

Secondary 

audience

Radio talent for interviews

Written editorial featuring community champions

Stakeholders Community information sessions - guide

Sector event outreach

Develop detailed content across the sector for local 

engagement and self education by community
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3. Shift 
attitudes

Products and activities – from August 2021

• Mainstream and bespoke Aboriginal advertising to 

motivate and create urgency on getting vaccinated

• Mainstream advertising will be representative 

of and effective for Aboriginal audiences across 

NSW

• Burst of activity from late August/September 

and then ongoing weightings and targeted 

activity as required

• Partnerships to increase engagement and 

extend messaging particularly in under 40s

• Aligned and extended with PR and stakeholder 

activity

• Heavily target social media for people to share that 

they have been vaccinated ‘to protect our mob’ 

enhancing general awareness that many people don’t 

have side effects.

• Keep messaging simple, to avoid misinformation and 

confusion and cut through negative perceptions

Primary 

audience

Mainstream and bespoke advertising across all channels 

including paid partnerships (TV, print, radio and social 
advertising, including Aboriginal media channels) to state-
wide audience/demographics

Ambassador COVID-19 vaccination content (featuring health 
professionals and other well-known Aboriginal ambassadors) 

and videos used on paid and organic channels. Also shared 
across NSW Government agencies where relevant.
COVID-19 vaccination sticker and Facebook badge ‘Protect 

our mob’
Community event outreach e.g. Koori knockout (event tbc)

‘Protect our mob’ art competition

Secondary 

audience

NITV Content partnership

Media pack / briefing
Ongoing community stories and opportunities for local 
interviews in consultation with NSW Health media unit

Stakeholders Reference group established

Stakeholder toolkit (with all new materials)

Enhance focus with community to get the COVID-19 

vaccine – share pride in ‘protecting mob’
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Products and activities – pending vaccination rates

4. Vaccination 
normalisation

• Celebrate successes and benefits of 

ongoing COVID-19 vaccination

• Targeted approaches to respond to 

gaps

• Protecting mob from COVID-19, part 

of the new normal along with ongoing 

COVID safe behaviours

• Respond to misinformation quickly

Primary 

audience

Information resources as required

Targeted advertising on key issues
Event / community events and health checks

Secondary 

audience

Good news stories in consultation with NSW Health 

media unit
Ongoing data and positive reporting

Stakeholders Updated stakeholder toolkit to address new information

Celebrate successes in protecting mob from COVID19, as 

the new way of life
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Distribution channels

Print / hard copy Online Radio / broadcast

Stakeholder 

channels

• AMS / Local Health Districts

• NSW GPs / private practice / 
pharmacies in key areas high 
population (in consultation with 

Australian Government 
responsible for GP program)

• Printed materials through Service 
NSW mobile vans.

• Events.

• Centre for Aboriginal 

Health / NSW 
Government and NSW 
Health websites

• Stakeholder websites 
and social channels

• Service NSW app / 
website / digital kiosks

• Spotify (Podcast)

• YouTube (Videos)
• Facebook, supported by 

Instagram, Twitter and 
Linkedin

• Email updates from 

CAH (eNewsletter)

Media channels • Koori Mail

• Community and regional 
newspapers and newsletters’

• Paid print advertising

• National Indigenous 

Times
• First Nations Telegraph
• Online community news 

/ noticeboards
• Paid social media and 

digital advertising 
placement

• NITV

• ABC Radio in regional 
areas

• Community and regional 

radio
• Paid TV/ Radio 

placement



Ongoing monitoring and evaluation
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Objectives Metrics to measure success

Build trust and awareness Increased positive media reporting

Diversity of community voices / supporters across NSW

Requests for products

Social media content reach

Other Aboriginal qualitative research / stakeholder sources

Attendance at briefings and information sessions

Educate and inform Engagement with social media content (Facebook and YouTube)

Website material downloads

eNewsletter subscription and engagement rates

Registrations and engagement for events and information sessions (including online)

Sector events attended and number of community engagements

DCS Customer Insights research tracker

Shift attitudes Vaccine uptake increases across the state

Increase in positive spokespeople and case studies

DCS campaign evaluation activity and ongoing social reporting

Ongoing monitoring is important to measure success and community sentiment throughout each stage. The following metrics will be used to 

measure success. The communications reference group, including representatives from across the health and community sector, 
will identify and provide feedback about issues on the ground and review materials on an ongoing basis to ensure they meet community 
needs.



Prepared by 33 Creative


