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The Objective

Continue to 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 through sharing and trimmed content 
of the Good Meat 2.0 campaign.

The Challenge

Community perceptions of the Australian beef industry are negatively influenced by 

global issues - that do not accurately reflect national circumstances.
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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
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SUSTAINABILITY:

WATER 
EFFICIENCY

TRANSPARENCY:

GREENHOUSE 
GASES

SUSTAINABILITY:

SOIL + GRASS 
HEALTH

WEEK 1 WEEK 2 WEEK 3 WEEK 4

WEEK 5 WEEK 6 WEEK 7 WEEK 8

WEEK 9 WEEK 10

SUSTAINABILITY:

ENVIRONMENT

SUSTAINABILITY:

CATTLE FARMING

TRANSPARENCY:

CARBON 
FOOTPRINT

NUTRITION:

EYE FILLET STEAK

ANIMAL WELFARE:

FEEDLOTS

ANIMAL WELFARE:

GRAIN FED BEEF

NUTRITION:

DOUBLE RIB EYE 
BBQ

THE APPROACH | CONTENT

Video Content - Repurpose Good Meat 1.0 and 2.0 content and upload natively Facebook every week. 
             - Shared, commented and liked by Influencers.

Social Content - Created by Totem and published on Facebook throughout the campaign. 

WEEK 11

NUTRITION:

BEEF RISSOLES

WEEK 12

SUSTAINABILITY:

ENVIRONMENTAL 
IMPACT
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GOODMEAT 2.5 Results   (Facebook Only)

 6,409 
Video Engagements

 60,177
 Minutes Watched

Results: 6,409 video engagements

Results: 60,177 minutes watched

THE RESULTS

Results: 195,946 video views

195,946 
Facebook Views 
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GOODMEAT 2.0 + 2.5 Results

 12,293 
Total Engagements

 60,177*
Minutes Watched

Good Meat 2.5: 6,409 video engagements

Good Meat 2.5: 60,177 minutes watched

THE RESULTS

Good Meat 2.5: 195,946 Facebook views

737,127 
Total Views 

Good Meat 2.0: 541,181 Total Facebook/YouTube views

Good Meat 2.0: 5,884 Total Engagements

*Minutes watched available only for Good Meat 2.5 Campaign
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Watched on 
Facebook

47.1 DAYS

WATCH TIME

*Video campaign results (Facebook)
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54.9%
Organic 45.1%

Paid

TOTAL - VIEWS

75.3%
Organic

24.6%
Paid

PAID VS. ORGANIC

75.3%
Organic

TOTAL - IMPRESSIONS

12



1,024
SHARES

470 
COMMENTS

4,894
LIKES

TOTAL ENGAGEMENTS

*Entire campaign results (Facebook)
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Environmental 
Sustainability

Animal Welfare Nutrition Transparency

AVG VIEWS
(Video)

AVG WATCHTIME
(Minutes of Video)

AVG ENGAGEMENTS

67% 11% 10% 12%

52% 19% 17% 12%

65% 10% 9% 16%

TOPIC ANALYSIS 14



Environmental 
Sustainability

Animal Welfare Nutrition Transparency

SENTIMENT

22 : 1
positive negative

25 : 1
positive negative

13 : 1
positive negative

15 : 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.

98%* 
Positive Sentiment

POSITIVE
High viewer retention and 
positive sentiment. 
Engaged audience highly 
receptive to influencers.

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

POSITIVE
Entertaining and incredibly 
shot footage that 
resonated well with the 
audience.. 

NEGATIVE
Viewers (Incl. those with a 
vegan agenda) were 
sceptical of data, facts and 
sources provided.

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. 
greenhouse gases

*Sentiment calculated from likes, positive/negative comments, hide posts, shares and reactions (e.g. wow, angry)
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Age: 45 - 54

Gender: Female

Marital Status: Married

Household:  Mix age kids 

Location: Inner suburbs / Rural

Relevant Interests: Food/ Travel/ Health/ Animal 

Welfare/ Environment.

Meat Consumption: Broad - Eats primarily white 

meat 3 - 4 times a week. Non strict vegetarian..

Persona 3

Age: 25 - 44

Gender: Female

Occupation: Professionals/Creatives/Teachers

Marital Status: Single/Married (with kids)

Location: Urban/Inner suburbs

Relevant Interests: Food/Animal Welfare/ The 

Environment

Meat Consumption: Eats beef less than 2/week.

Persona 1

36%

Age: 25 - 44

Gender: Male

Occupation: Broad - Services, Trades & 

Creatives

Marital Status: Single (no kids)

Location: Urban/ Inner suburbs/ Rural

Relevant Interests: Food/ Animal Welfare

Meat Consumption: Broad - More than 3 times a 

week and Vegetarian (non strict).

Persona 2

19%
AUDIENCES

14%

*Audience demographics created from People Insights and sample size of 10 profiles per age demographic
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KEY HIGHLIGHTS
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NOT ALL CONTENT IS CREATED EQUAL

1,048,790 Impressions 

195,946 Video Views 

6,409 Engagements

GOOD MEAT 2.5 METRICS

METRIC COMPARISON 18



Facebook 
Page
25K

Reidy FB 
Fanpage

12K

Bondi Rescue 
FB Fanpage

220K

Facebook
Engagement

Facebook
Engagement

INFLUENCERS 19



INFLUENCER REACTIONS

Andrew Ucles Andrew Reid (Bondi Rescue Lifeguards)
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Sustainable Cattle and Sheep Farming

IMPRESSIONS: 

112,160

Views Likes Comments Shares

Facebook 46,916 1,798 141 364

Total Engagements: 2303

                   Audience Retention: 56% (0:14)

WATCHTIME:

11,056 minutes 

(7.67 days!)

TOP VIDEO

Low Stress Stock Handling
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Likes

266

Post Clicks

162

Comments

16

Shares

74

TOP SOCIAL

Results
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GOOD MEAT 
1.0

(YouTube 
Facebook)

GOOD MEAT 
2.0

(YouTube
Facebook) 

GOOD MEAT 3.0

GOODMEAT VIEWS TIMELINE

GOOD MEAT 
2.5

(Facebook) 

Influencer - Nicko’s Kitchen Shared Post

Influencer - Bondi Lifeguard Shared Post

Influencer - Bondi Lifeguard Shared Post

Influencer - Andrew Ucles Shared Post
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Steve Crombie
CEO
+61 (0)402 211 842  
steve@watchtotem.com

Rennae Long
General Manager
rennae@watchtotem.com

Nate Anderson
Social Video Producer
nate@watchtotem.com

Justin Matters
Production & Operations Assistant
justin@watchtotem.com

This document is commercial-in-confidence. The recipient of this document agrees to hold all information presented within as confidential and agree not to use 
or disclose, or allow to use or disclosure of the said information to unauthorized parties, directly or indirectly, irrespective of the acceptance or rejection of the 
presentation or at any time before, during or after an agreement has been reached, without prior written consent.
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