
DOCUMENT 3
FOI 4238



OFFICIAL 

AUSTRALIAN GOVERNMENT MEDIA BRIEF 
Following the provision of a final and complete media brief from the customer, media strategies and media 
plans will be provided by UM: 

a) Campaign and Complex Non-Campaign advertising: within ten (10) Business Days, unless otherwise
agreed with the Customer.

Please discuss your needs with your Client Advice Manager or Director. 

When it comes to briefing, we have a simple philosophy; better in, better out. The more relevant the information 
you provide in this brief, the better the response and process that follows it, will be.  

This briefing template is designed to extract as much critical information as possible, while minimising the 
unnecessary. All the good stuff, and less of the fluff. Please aim to be single minded and concise wherever 
possible.  

Intelligently informed decision-making is at the heart of our BETTER process, therefore access to internal and 
external data, as well as previous learnings you can provide, will result in a more robust and ultimately better 
response. The brief should be rich in target audience insights and other relevant detail to provide clear guidance 
to UM. 

The below single-minded question will help us sense check throughout the process that all decisions made are 
helping to achieve this. 
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Purpose 
Treasury’s Housing Campaign aims to build awareness of the housing support and homeownership programs being 
provided by the Australian Government to Australians.  
 
The purpose of this brief is to seek a comprehensive, multi-channel, media strategy and plan including paid 
partnerships, that will effectively reach and disseminate information to Australians.  
 
Through strategic media placement and engagement, Australians will be more aware of the Australian 
Government’s housing supports and homeownership programs, understand where to go for more information and 
feel informed about how to access the support and programs when ready. 
 
When recommending channels please consider the inclusion of innovative paid partnerships. We would love to see 
recommendations ‘outside-the-box' of the podcasts Treasury have undertaken with UM on the Tax Cuts and 
Supporting Australians campaigns, including any potential partnerships with online home buying platforms such as 
allhomes, domain and realestate.com. Integrated partnerships do not need to launch in-line with the spots and 
dots advertising. 
 
The Integrated Communications Brief should be read in conjunction with this brief for the full details of the 
proposed campaign. Integrated Communications Brief at Attachment A. 
  
Policy background  
Australia is facing significant challenges with housing affordability and availability. Australia’s housing system has 
struggled to deliver enough houses to meet the growing needs of the population. This has led to a shortage of 
homes making it harder for renters and home buyers to find suitable housing. 
 
The 2025-26 Budget included measures to address the housing crisis, increasing funding for social and affordable 
housing, support for renters and people experiencing homelessness, increasing housing supply and addressing the 
shortage of workers in the construction sector.  
 
The Government has also announced new and expanded home ownership programs, to help more people into 
home ownership. These schemes include a new Help to Buy program and an expansion to the Home Guarantee 
Scheme.  
 
These programs are aimed at supporting more people to buy their first home sooner with smaller deposits or 
through shared equity – which is where the Australian Government will make an equity contribution, resulting in 
lower mortgage repayments by the mortgagee.   
 
A Messaging Matrix can be found at the end of the integrated communications brief.   
 
What is the problem for communications to solve? 
The Australian Government housing program, Help to Buy was detailed in the 2025-26 Federal Budget. It is a new 
program that many Australians may not be aware of, understand eligibility, how to apply (if eligible), or where to go 
for more information.  
 
In August 2025, the Australian Government announced changes to the existing Home Guarantee Scheme – 
expanding the eligibility of the scheme to support more Australians to buy a home. These changes are set to 
commence 1 October 2025. Many Australians may not be aware of these changes, particularly home buyers who 
were previously not eligible to access the scheme but now are.  
 
Information about these programs along with other housing support will be published on a new Australian 
Government housing website. This website will be published ahead of the campaign launching.  
 
 







OFFICIAL 

AUSTRALIAN GOVERNMENT MEDIA BRIEF 
s 34(1)(d)

s 22







OFFICIAL 

AUSTRALIAN GOVERNMENT MEDIA BRIEF 
The campaign will use a targeted approach to reach those most likely to benefit from the government housing 
support. The strategy will focus on clearly defined audience segments, with tailored messaging to match their 
needs, behaviours, and beliefs. 

Primary Target Audience:  
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Purpose 
Australia is facing significant challenges with housing affordability and availability. Australia’s 
housing system has struggled to deliver enough houses to meet the growing needs of the 
population. This has led to a shortage of homes making it harder for renters and home 
buyers to find suitable housing. The 2025-26 Budget included measures to address the 
housing crisis, increasing funding for social and affordable housing, support for renters and 
people experiencing homelessness, increasing housing supply and addressing the shortage 
of workers in the construction sector. The Government is also expanding home ownership 
schemes, to help more people into home ownership.  

This communication brief is to support the development of an integrated communications 
strategy which will inform a government advertising campaign to build awareness and 
understanding of government support in relation to home ownership. 

What is the problem for communications to solve? 

Australia is facing housing challenges with access to affordable and secure housing, one of 
the most pressing concerns facing Australians today. It has also become a deeply emotional 
issue for people, made worse by recent cost-of-living pressures. For many, getting ahead 
feels out of reach, people are forced to choose between saving for a home and covering 
everyday essentials, while renters are grappling with high rents and limited options.  
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The above presents a clear need for the Australian Government to communicate its housing 
plan and support available for Australians. Central to the communication strategy is the 
development of a new consumer facing website to communicate the government’s housing 
plan and the different supports available to prospective home buyers. 

Communications will aim to address low public awareness and understanding of the housing 
support measures available, including expansions of initiatives announced as election 
commitments and in the 2025-26 Budget and new housing supports becoming available for 
first home buyers in late 2025. Communications aim to ensure awareness of new initiatives 
for those who are most in need of support.  

The following programs will be the focus of communication as part of this campaign: 

• new Help to Buy program
• expansion to the Home Guarantee Scheme.

These programs are aimed at supporting more people to buy their first home sooner with 
smaller deposits or through shared equity – where the Australian Government makes an 
equity contribution, and this leads to lower mortgage repayments.  

These two programs are part of a broader plan to help Australians into secure and stable 
housing.  

The strategy also seeks to build trust and confidence by clearly demonstrating that the 
government is taking meaningful action to address the housing crisis.  

A Messaging Matrix is attached outlining the Australian Government housing programs that 
are focused on helping Australians to buy a home, programs’ key audiences and draft 
messaging. Messaging Matrix (Program and Insights) at Attachment A. 

Campaign aim 

Campaign objectives 

These objectives will be refined in collaboration with the creative village suppliers and 
updated based on insights from ongoing developmental research. 
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Campaign communication principles  
All communications developed as part of the campaign should adhere to the below: 
• Drive website traffic

Encourage people to visit the website to explore their housing options and understand
their eligibility for support.

• Increase program awareness
Build public awareness of the housing programs available and the benefits to eligible
participants.

• Simplify and clarify policy information
Present information in a simple, clear, and accessible format so users can easily
understand what support is available and how to access it.

• Target key audience segments
Reach and engage priority groups – such as home buyers and renters – with tailored
content and strong calls to action.

• Promote inclusive engagement
Ensure communications are accessible and resonate with diverse communities,
including:

 Regional Australians 
 Culturally and Linguistically Diverse (CALD) audiences 
 First Nations peoples 
 People with disability 
 Lower-income Australians 

Use inclusive messaging, culturally appropriate content, and strategic media and PR 
placements to support this engagement. 

Target audience 

The campaign will use a targeted approach to reach those most likely to benefit from 
government housing support. The strategy will focus on clearly defined audience segments 
with tailored messaging to match their needs, behaviours and beliefs. 

Primary Target Audience: 
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Secondary Target Audience: 
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Key messages 

Single Minded Message: There is support available to make home ownership more 
achievable and now it is easier to find.  

As a result of this message what do we want people to:  

THINK: There is government support available that can help me buy a home. 

 

FEEL: Informed, hopeful and motivated to take the next step 

 

DO: Visit the website, check what support may be available for them.  

Key messages will be refined throughout the development process to ensure they are 
tailored, relevant and effective for each audience. Insights from the messaging matrix and 
developmental research will guide this refinement, allowing the campaign to respond to the 
audiences’ needs, attitudes and behaviours. As the campaign evolves, messaging will be 
tested, adapted and targeted to ensure clarity, impact and accessibility. 

See Messaging Matrix (Audience Insights and Messaging) for more draft audience specific 
messaging at Attachment A. 

 

Key considerations 

Housing initiatives delivered through Housing Australia 

Housing Australia is the independent agency that works with the private sector (including 
lenders), community housing providers and all levels of Government to facilitate and deliver 
housing programs. Participating lenders apply through Housing Australia to access the Home 
Guarantee Scheme. The communication strategy needs to consider the user pathway and 
ensure information considers Housing Australia’s role and the lenders role as key 
intermediaries and as information sources.  

Audience lack of understanding of housing supports  

Key audiences identified have a lack of understanding of the housing supports. To mitigate 
this risk campaign materials will be written in simple, plain English and translated in-language 
as recommended.   
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Guidelines   

All creative materials developed must adhere to the: 

 Australian Government Guidelines on Information and Advertising Campaigns by
non-corporate Commonwealth entities

 Australian Government branding guidelines.

Talent  

Talent featured within advertisements will reflect the diversity of the Australian population. 

Talent must reflect the “norm” – piercings and coloured hair are suitable but should not 
dominate or cause bias. Talent should appear natural, however basic styling and makeup 
may be required to ensure the best possible result.   

If talent is to be featured in businesses or workplaces, they must have suitable clothing and 
equipment which meets Australian Occupational Health and Safety requirements.   

Talent clothing must not feature any branding or logos.   

All talent must go through police and online checks for inclusion in the advertising. 

Any business locations will need to be cleared through the department ahead of being used 
in materials.   

Brand safety 

All Australian Government advertising must be, and appear to be, objective and dissociated 
from any political party or party-political interests.   

Advertising must not appear alongside content featuring or promoting gambling, hate speech, 
illegal downloading, offensive language, pornography, violence, the use of alcohol, illegal 
drugs or smoking, or any illegal activities not otherwise specified.   
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Risks 
 

 

The media strategy must be strategically designed and implemented, with channels identified 
and selected based on target audiences’ preferences. Ads will need to be placed, at optimal 
times, to reach audiences, for the least amount of money.   

 

Learnings from previous Treasury campaigns 

 

The communication strategy should consider learnings from previous Treasury 
communication campaigns. See Attachment B – Learnings from previous Treasury 
communication campaigns.  

 

Channel considerations 
 
Channel considerations for the strategy will centre around driving traffic to the new website, 
which serves as the primary destination for information on home ownership housing support.  
 
Communications will be designed to raise awareness, generate interest, and guide target 
audiences to the website, where they can learn more about available support and take 
action. All above-the-line and below-the-line channels will work together to reinforce key 
messages and encourage ongoing engagement with the website. 
 
To reach the core target audience, we foresee the media plan will consider a mix of paid, 
owned and earned channels. 
 
Digital channels will be key in driving website traffic, allowing Australians to find more 
information about the available support. A mix of online digital channels – video, social, 
display, audio, and search – to effectively reach and inform the primary audience. 
Search will extend the campaigns reach to people actively searching for housing information, 
driving audiences to credible government resources.  
 
Other channels should be considered within the scoped budget to build awareness and 
reach audiences.  
 
To reach people actively thinking about home ownership, the campaign should explore 
media partnerships with online real estate and home listing platforms. These placements will 
be complimented by integrated partnerships, including podcasts and content collaborations, 
to build trust and deliver messages in more conversational and relatable formats.  
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Public relations, Culturally and Linguistically Diverse and First Nations communications will 
help extend the reach of campaign messaging beyond paid advertising by enabling the 
delivery of tailored content to specific subgroups through targeted stakeholder engagement. 

Insights gained from the developmental research phase will be used to determine the best 
way to reach and engage the specific target audience/s and inform the final media strategy 
and channel selection. 

Developmental research exploration 

Previous research provided a strong foundation for this campaign offering valuable insights 
into Australians’ perceptions of housing affordability and availability, awareness of 
government support, and the barriers people face in finding a secure place to live or 
accessing government support. 

These insights have shaped the messaging approach, audience segmentation and initial 
strategic direction. Understanding how people feel, think and act in relation to housing issues 
remains central to how we communicate support effectively. 

Key insights from research (undertaken November 2024 – January 2025) 

s 22



Integrated Communications Brief 
September 2025 

Page 13 of 31 

PROTECTED//CABINET 

PROTECTED//CABINET 

Budget and timing 

Action Date (2025) 

All partner briefing session TBC 

Developmental research recommendation (including 
proposed timing and approach to initial creative territory 
testing) 

September 2025 

Developmental research debrief (and creative territory 
debrief and refinement)  

September 2025 

Integrated communications strategy recommendation September 2025 

Budget 

Proposed integrated campaign budget on 
approval 

Once updated developmental research has 
been conducted budget will be allocated 
accordingly. 
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Secondary messaging for 
website and BTL only: 

- The governments housing
plan aims to improve access
to secure housing for more
Australians, through
increasing the number of
homes available to rent and
buy and reducing barriers to
purchasing a home.

The government is working 
to address housing 
availability and affordability; 
the housing plan includes 
working to:   
- Improve housing supply to
help with housing
accessibility and
affordability
- Increase social housing to
support people in need
- Help people into home
ownership sooner
- Improve rental financial
pressure.
- The Australian Government 
is working with states and
territories to speed up the
building of more homes
where they are needed
most. Increasing the number 
of homes will make it easier
to find an affordable place
to live.
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Scheme, 
Help to Buy 

- The Australian Government 
has housing support to help
you with rental costs.

- There is also support to
reduce the barriers to
purchase, to help you buy a
home for you or your
family.

- Check your eligibility at
[insert website]  

Website  

Below the line 
activities 
(detailed 
information)  

for, including rental 
support.   

- I understand the
process of applying
for support.

- I understand the
ongoing financial
costs of my home
loan if I access
support to buy a
home.

Real change / 
Tangible support  - Use website

eligibility tools.
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- We’ve also lifted the
property price cap and
removed income
thresholds.

- To see the changes, visit:
[insert website]  
Help to Buy

- We’ve established the Help 
to Buy program to support
Australians to buy homes
with lower deposits and
smaller mortgages.

- We’ve also lifted the
property price and income
caps to make the scheme
more accessible.

- Under the program, we will
provide an equity
contribution of up to 40 per
cent to support eligible
home buyers buying a
home.

- To see the changes, visit:
[insert website]   
Website

- We have a new website for
home buyers which brings
all government housing
support together in one
place. No more searching
across website – just clear,
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• 95% of the Property Value under the First Home Guarantee
• 98% of the Property Value under the Family Home Guarantee.

A Guarantee protects the Participating Lender, not you. It is not a cash 
payment to you, or a deposit for your home - you will not receive any 
funds.  

Property Value is assessed by the Participating Lender, and it may be 
different to the purchase price. In those situations, please speak to your 
Participating Lender about what this means for you.  

Eligibility  
First Home Guarantee   
To qualify for the First Home Guarantee, you need to:  
• Be an Australian citizen(s) or permanent resident(s) at the Home

Loan Date.*
• Have saved at minimum a 5% deposit of the Property Value you are 

looking to buy.
• Must be a first home buyer or have not owned a property in

Australia in the last 10 years (applies to both in a joint application)
at the Home Loan Date*

• You must buy or build a home to live in.
• You must be at least 18 years old.

Family Home Guarantee  
To qualify for the Family Home Guarantee, you need to: 
• Be a single parent / single legal guardian of one or more dependent

children.
• Be an Australian citizen(s) or permanent resident(s) at the Home

Loan Date.*
• Have a taxable income at or below $125,000.
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• Have saved at minimum a 2% deposit of the Property Value you are 
looking to buy.

• Must not own any other property or have any other property
interest once your new home settles.

• You must buy or build a home to live in.
• You must be at least 18 years old.
How to apply
• Home buyers can only apply for a Home Guarantee Scheme

through a Participating Lender who is authorised by Housing
Australia.

• These lenders will assess your eligibility based on their lending
criteria, guide you through the application process and explain the
documents and information you need to provide.

• They will submit an application to Housing Australia and inform you 
if you are eligible and if a place is available for you.

• Find a Participating Lender at [INSERT LINK].

Documents needed for application   
For your application, you will need: 
• Identification that includes your full name and date of birth
• Your Medicare number (including your position on the card) or

PMKey (if relevant)
• Your Notice of Assessment (NOA) for the previous financial year,

issued by the Australian Taxation Office (ATO)
• A completed Home Buyer Declaration.
• For the Family Home Guarantee, you will also need
• documents showing you are a single parent or single legal guardian

with one or more dependent children.

Help to Buy Overview 
• The Help to Buy program will help Australians looking to buy a

home, who have saved a house deposit of at least 2%.
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• Home buyers are required to meet certain eligibility requirements.
• The program is a shared equity program with the Australian

Government.
• How it works is that you will need to save at least 2% of the

property you are looking to buy. The Australian Government will
then cover:

- 40% of the cost for new homes
- 30% of the cost for existing ones.

• Shared equity means the Australian Government will own a portion 
of the home, until you sell the home, refinance or buy the
government out.

• The benefits of this program are:
- You won’t need to pay lender’s mortgage insurance (LMI) on your
home loan.
- The amount you need to borrow from the bank is less. This results
in smaller monthly repayments than if you got a loan without the
Help to Buy program.

• You will need to have saved money to cover other buying costs
such as stamp duty, conveyance fees [insert details].

Eligibility  
To be eligible for the Help to Buy scheme, you must: 
• Be an Australian citizen and at least 18 years of age
• Have an annual taxable income of $100,000 or less as an individual,

and $160,000 for couples and single parents
• Be buying a home valued below the price cap in your area (more on 

this below)
• Live in the purchased home (i.e. it cannot be used as an investment

property)
• Not own any other land or property in Australia or overseas when

you apply.
• You do not need to be a first home buyer.
Participant obligations
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Participants must meet ongoing obligations, which include but are not 
limited to: 

• Using the property as their principal place of residence, and to not
lease the property (unless exempted) or use it for business
purposes

• Not acquiring a disqualifying property interest (e.g. purchasing
other properties)

• Maintaining the property to an adequate standard
• Maintaining insurance on the property, and providing evidence of

this annually to Housing Australia
• Notifying Housing Australia of changes in their circumstances
• Paying all ongoing costs with the property (e.g. rates, strata).

How to apply 
• Applications expected to open in late 2025.

Home Guarantee 
Scheme  
Buying parameters  

Property price caps 
• To access the Program the house you are looking to buy needs to

be the price or under. These prices have been made in accordance
with the median house prices in each state or territory.

• You can use the Postcode Search Tool to check the price cap for the
location you want to buy in.

• The tool is only a guide. You will need to confirm the price cap with
your Participating Lender for any property you are considering
buying.

• Note both the purchase price and the Property Value must not
exceed the price cap. For new builds with vacant land and a
separate contract to build a home, the combined land purchase
price and build cost must be equal to or under the price cap.
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 is an owner-occupier home loan
 has principal and interest repayments (with limited
exceptions for interest-only loans)
 has a term of up to 30 years (plus up to three years to
build a new home).
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