
The Alcohol and Health ‘What You Can’t See’ campaign was 
developed by the Drug and Alcohol Office (now Mental Health 
Commission), in partnership with the McCusker Centre for Action 
on Alcohol and Youth (now Public Health Advocacy Institute of 
Western Australia at Curtin University). 
The ‘What You Can’t See’ campaign aimed to build on the 
successful ‘Spread’ and ‘Stains’ campaign that ran between 2010 
and 2012, which first introduced the message that alcohol can 
cause cancer.  
‘What You Can’t See’ explains that alcohol causes a range of health 
harms in both the long-term, including cancer, liver disease, heart 
disease and stroke.  The campaign encourages people to reduce 
their risk by drinking no more than standard drinks on any day,  
in accordance with the NHMRC guideline for reducing the risk of 
alcohol-related harm over a lifetime.
‘What You Can’t See’ launched July 2014 and was in market until 
October 2016.

Target group
Adults aged 25 to 54 years.  

Key message
To reduce your risk of alcohol-caused disease, have no more than 
two standard drinks on any day.

Campaign objectives 
• Increase awareness of the NHMRC guideline that to reduce the 

risk of alcohol-related disease, health experts recommend no 
more than two standard drinks on any day;

• Increase awareness and concern of the link between alcohol 
and a range of long-term harms; and

• Increase intent to follow the NHMRC guideline.

Media strategy 
There were four key bursts of campaign activity across an 18 month 
period. The campaign ran in July - August 2014, December 2014 - 
January 2015; July 2015 and January - February 2016. 
The media strategy was led by TV, and supported by radio, out-of-
home advertising, digital and social channels.

Research methodology
Mid campaign evaluation (2014)

• TNS (now Kantar Public) were commissioned to conduct mid 
campaign evaluation (August 2014).

• A 17 minute online survey was in market between  
11 and 22 August 2014. 

• A total of 400 surveys were completed, comprising 25 to 54 
year olds. The achieved sample was weighted to location and 
gender within age census data. 

Post campaign evaluation (2016)
• TNS (now Kantar Public) were commissioned to conduct 

post campaign evaluation (February 2016).
• A 17 minute online survey was in market between  

22 February and 3 March 2016. 
• A total of 401 surveys were completed, comprising 25 to 54 

year olds. The achieved sample was weighted to location and 
gender within age census data. 
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Key evaluation outcomes

Evaluation outcomes
• Overall, two-thirds (63%) of the target audience recalled seeing 

the campaign when prompted in 2016, up from just over half 
(53%) in 2014.  Prompted recognition was highest amongst  
45-54 year olds, high-risk drinkers and those in regional areas. 

• In 2016, almost nine in 10 (88%) correctly or partially correctly 
recalled the key message take out.  This is slightly down 
from the 91% who took out a correct or partially correct key 
message in 2014.

• The campaign was well-liked (73%), with directness, 
informative-ness and imagery the most notable features. 
Campaign diagnostics revealed clarity and believability were 
high (75% and 72% in 2014, respectively), but concern and 
likely action lower (48% and 45%, respectively).

• The campaign scored highly for novelty, affective impact and 
relevance. When all three measures were combined, it sat 
within the top 25% of Australian campaigns tested at that time. 

• Almost four in five (79%) 25-54 year olds claimed to have heard 
there are drinking guidelines. Interestingly, awareness of the 
two standard drink limit was relatively high, however a higher 
proportion (54%) of 25-54 year olds were of the view two 
standard drinks was the limit to reduce short-term harm from 
a single occasion of drinking, as opposed to long-term harm 
(35%). 

• Awareness that two standard drinks was the correct limit to 
reduce long-term harm was higher in 2016 (35%) than in  
2014 (32%). 

• Consistent with the campaign, liver damage (52%), cancer 
(35%) and heart problems (31%) were the most commonly 
recalled long-term health issues (in 2016) related to alcohol 
consumption.

• Believability in the long-term health harms associated with 
alcohol was slightly lower in 2016 compared to 2014. 

• For example:
• In 2016, 71% believed over the long-term, regularly 

drinking more than 2 standard drinks on any day increases 
your risk of liver disease (compared to 84% in 2014).

• In 2016, 54% believed over the long-term, regularly 
drinking more than 2 standard drinks on any day increases 
your risk of stroke (compared to 62% in 2014). 

• There was a slight but significant increase in the proportion of 
25-54 year olds who think they drink more than they should 
(30% in 2016, compared with 24% in 2014). 

• A slight increase (36%) in the proportion of 25-54s who stated 
they intended to reduce, or try to reduce, the amount of 
alcohol they drank within the next three months, increased 
from 28% in 2014.

• At the mid campaign evaluation (2014), two in five (40%) of 
those who saw the campaign reported taking some action to 
reduce their drinking, with one in four (24%) claiming to have 
limited their drinking to two standard drinks on any day. 

• However, in 2016, purported action taken dropped slightly, 
with almost two in five (38%) 25-54 year olds aware of the 
campaign claiming to have taken some form of action as a 
result of seeing the campaign. One in four (23%) claimed to 
have decided to limit the amount of alcohol they consume to 
no more than two standard drinks on any day. 

• Overall, there was no change in the proportion of 25-54 year 
olds who claimed to have reduced their alcohol consumption 
in the three months prior to the evaluation survey, weight loss 
and fitness were cited as the primary motivation to reduce 
drinking. 
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Campaign materials

Television commercial - 30 seconds 

DL brochureA3 poster and press

A3 standard drinks poster A3 infographic

Out-of-home advertising


