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Creative Director
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Project Challenge
Describe the client needs / project brief, including project goals and objectives.

With the upcoming legalization of cannabis in Canada this summer, the federal government has
made it a priority to tackle driving while high. The research has shown that many think that
Drug impaired driving is not as dangerous as driving while under the influence of alcohol, many
claiming drug impairment actually improves their driving skills. The federal government want
to make high driving as socially unacceptable as driving drunk has become.

Strategy/Methodology
Describe your design process including any research, analysis or other information gathering and investigation that contributed to your solution.

As a first step in this social change initiative, through research we identified the group that they
should focus on to make the biggest change in perception – those between the ages of 16-24
with a focus on males. We also identified the motivators and barriers that this age group
experience which highlighted to us the need to walk a fine line between being informative and
leveraging emotions. To give us some context and history we took a look at many DUI
campaigns of the past as well as the more recent DID campaigns both nationally and
internationally. There was research done into what and where this age group is spending their
time and the types of media that they are consuming.
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Design Process
Briefly describe the design process from initial concept exploration and presentation to acceptance by the client.

Our creative had to have a high level of impact, be straightforward (using plain language and
visuals) and fit into the world of our millennial audience. We choose to concentrate our
campaign on recreating the world that our audience lives and breaths – social media and their
smartphones. We developed 6 executions that were work-shopped with the client and narrowed
it down to three concepts. These three concepts were focused tested in 6 locations across
Canada with one concept coming out as a clear winner.

Solution/Contribution
Describe your design solution/deliverables and how they achieved project goals and objectives.

Taking a bold, youthful and straightforward design approach across the multitude of media
channels while adapting to the space that our message would exist in – we were successful in
creating recall, penetrating our audience and generating conversation.

Results/Impact
Provide quantitative/qualitative evidence of the effectiveness of your solution and/or how overcoming any special circumstances and/or
challenges on the project demonstrate the effectiveness of your solution.

The two biggest challenges in designing and producing this campaign was approvals and
timeline. Because this was a high profile issue and a significant investment from the federal
government, there were multiple levels of approvals that we had to pass at every step while
always trying to ensure the integrity and effectiveness of the campaign. The second challenge
was a compressed timeline, the client wanted this in market by a certain date and there was no
negotiation. We had about half the normal required time to produce all pieces for delivery. This
was only possible through regular touch points and status meetings as well as a lot of overtime.
The marketing tactics leveraged video storytelling and engagement mechanisms, such as the
Supporting
Materials Chatbot, mobile game, digital signage, etc., to maximize impact and time
Facebook Messenger
Isspent
this project
for viewing online?
withavailable
the campaign
message – in order to drive awareness and educate the audience on the
risks of high-driving. All digital and social tactics generally met or exceeded the established
Yes, at the
URL:
benchmarks
forfollowing
campaign
KPIs across all channels. The total reach during the campaign period,
from Nov 2017 to Jan 2018 was 31.7 million.
No, I will upload my materials:

RGD Certification Application Form

Click to Attach File...

9

Department of Public Safety, High driving campaign

Digital signage

Hey Banfield
Hope you’re having a great holiday season!
Hi there!

My name’s Didi.
I’m a bot designed to help prevent drug-impaired driving.
Do you want to know more about me?
Tell me more
Okay! Like I said, my name is Didi
I can teach you more drug-impaired driving, or I can
help you find a ride home if you need one.
Or, if you need someone to talk to about any drug-related
issues, I can point you to some helpful resources.
What did you want to do?

Facebook chatbot

Social media posts

Digital mobile ad game

