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 “The Best Job In The World” unique campaign to raise awareness of the Queensland’s 

islands of the Great Barrier Reef as a destination vacation spot was extremely successful, 

because it engaged and captured the imagination of people all over the world by offering the 

posh, great job of caretaker of the islands.  The chronemics of the campaign was a key aspect, 

timed so that this sunny and fun job was offered during the Northern Hemisphere winter months, 

making the job even more appealing.  The campaign employed the use of digital technology 

where applicants had to apply online and submit a 60 second creative video demonstrating their 

skills and creativity.  This job was targeted to an audience that uses social media and was eager 

to share in their social networks about this great opportunity.  That was another key aspect of the 

campaign, to harness the social media engine in order to raise global awareness.  Once this 

campaign went viral, it lead to global news coverage in many media formats such as; major 

networks like CNN, BBC documentaries, Time Magazine, Oprah segment, social media like 

Facebook, blogs, etc.  Below please find the e-campaign challenge, the target audience, 

important and measurable KPI’s for the campaign, as well as, the campaign recommendation and 

rationale: 

Challenge 

 To raise international awareness of the Queensland’s islands of the Great Barrier Reef as 

the ideal vacation destination spot, attracting visitors over the long term. 

Target Audience 

 The campaign’s target audience are known as “global experience seekers” Ryan, 2011, p. 

104).  These are young people with a high level of education that are well traveled, seeking to be 

self-challenged and looking for the next “great experience.”  They are technology savvy, and are 



3 
 

active in social media networking.  The campaign selectively chose key markets likely to visit 

Australia such as; “UK, Europe, the USA, Japan, Germany, New Zealand, New Caledonia, 

Ireland, Scandinavia, Singapore, Malaysia, India, China, Taiwan and Korea” (Ryan, 2011, p. 

104), to launch the campaign by offering the best job in the world.  Interestingly, they received 

applications from 197 countries, even though there are only “195 UN recognized countries” 

(Ryan, 2011, p. 106).   

Measurable Key Performance Indicators 

 This unique campaign was extremely successful and it “was ranked eighth on the 

international list for the world’s top 50 public relations stunts of all time by internationally 

renowned public relations company Taylor Herring” (Ryan, 2011, p. 106).  Below please find 

important and quantifiable campaign KPI’s: 

1.  Overall Awareness and Media Coverage – on this KPI, the campaign achieved beyond 

excellent results.  It was featured on major news networks works like CNN, BBC 

documentaries, TIME Magazine, etc.  The estimated value for the media coverage in the 

US is approximately $368 million.  The overall global PR value KPI set by Tourism 

Queensland was US $66 million.  The campaign had a $1,000,000 budget that had to be 

extended to an undisclosed figure, due to the tremendous success of the campaign. 

2. Direct Response – A KPI of 10,000 was the campaign goal for applications containing 

the 60 second video, and it received 34,684 entries, which included at least one person 

from every country in the world.  There were 475,000 votes casted for wild card 

applicants and 154,437 website subscribers to news update on the campaigns. 
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3. Website Stats – A KPI of 400,000 website visits was the goal and it reached an amazing 

8,465,280 visits and 55,002,415 pages views with an average time spent of 8.22 minutes.  

These are very impressive statistics. 

4. Connection to Social Media and Consumer-Generated Content at Height of 

Campaign – While the social media impact could not be fully measured, there is 

recordable data such as; “Facebook referred 371,126 visits, making it the highest 

referring site after Google and Yahoo!  A Google blog search for the “best job in the 

world” generates 231,355 blogs” (Ryan, 2011, p. 107).  The site “recorded 165,014 exit 

links to the “Add This” social bookmarking site” (Ryan, 2011, p. 107).  Demonstrating 

the power of social media and UGC the NING networking site has more than 13 hours of 

user generated content with 359 members and 284 videos uploaded.  Other social media 

video sharing sites such as YouTube collectively have more than 578 hours of campaign 

related videos.  A quick search on Flickr yields over 4,486 pictures.  In addition, the 

magnitude of the world wide web makes it impossible to accurately track and quantify all 

of the social media content.  There was much more content being tracked by the 

campaign such as other video samples, text and pictorial content on diverse sites, blogs 

ad news coverage.  This campaign is a great example of the social media engine fueled 

by UGC and the direct impact that it had on creating global awareness that exceeded 

established KPIs. 

It is important to note that there were other important, yet immeasurable aspects of this 

campaign such as the “passion and creativity” that inspired people around the world to 

produce UGC such as videos, blogs, individual campaigns, etc.  This created such a buzz 

across all media platforms. 
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Recommendation 

 As far as this campaign is concerned, there are no recommendations to be made.  The 

marketing team planned and executed a successful campaign that far exceeded all of the 

measurable KPI’s to include an honorable eight place ranking from the world renowned and 

prestigious PR company Taylor Herring.  This model of campaign could be used in the future to 

raise public relations awareness, and the “prize” could vary.  Perhaps and even more importantly, 

a lot can be learned about how public relations type of activity can raise awareness for a business 

or brand.  Social Media and Blogs are changing how companies handle public relations in a 

“world where social media and traditional mass media are inextricably intertwined” (Ryan, 2011, 

p. 108).   

Rationale 

 This campaign was a huge success.  It took a job opportunity, and cleverly used it as a 

public relations campaign to raise awareness for the Queensland’s islands of the Great Barrier 

Reef.  It shows how effective cross-channel, integrated campaigns can harnessg the power of 

social media.  More importantly, the campaign serves as a great example of the disappearing 

boundary line between digital media and more traditional mainstream media.  This is particularly 

important to companies that lack budgets for traditional media.  Social media and blogs are 

changing public relations practice and they are a great ways in which to communicate a message 

to a broad audience. 

Lastly, this unique and first of a kind type of awareness campaign reflects the fact that 

integrated marketing campaigns benefit from using all of the appropriate media channels to 

connect with specific audiences to deliver a message of great content.  This campaign proves that 
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digital media is just as effective as more traditional media, because by harnessing the power of 

social media, the message has the potential to go viral on the World Wide Web. 
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