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The formula 

National message through national 
media 

Product Intervention   

Meaningful conversations 

Increased probability of behaviour 
change 

+ 

+ 

= 







Campaign needs to achieve 5.9m 
‘considered engagements’ 

Audience Reach 
>3 Broadcast 

frequency 

Engaging 
Campaign 
Content 

Considered 
Engagement 

Multi-media Campaign Target: 
• 60% reached at 3+ frequency 
• 40% reached at 6+ frequency 

 



2015 – 5.9m 
considered 

engagements  

2016 – 11.8m 
considered 

engagements  

2017 – 2024 
 23.6m 

considered 
engagements  



 



Cinema – First edits 



 



“British and Irish waters are 
dangerously unpredictable” 

• Cold water shock 

• Unexpected entry to the water 

• Current, tides & waves 



Cinema – Pre-production edit 







60 Sec unpredictable.mp4




Social 



To make the most of social channels we’ll: 
Provide a universally easy way to participate 

Make Respect the Water conversational 
Leveraging contextual events along the way 

Why I #RTW crew 
stories + CTA 

Why I #RTW public 
stories + CTA 

Why I #RTW influencer 
stories + CTA 

why I #respectthewater 



Out of Home 





 





END 



Road shows 



    

  





Pub packs & tonnes  











Where will they go? 
 

RNLI.org/RespectTheWater  





















RNLI.org/safety 


