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We are the Australian entity of the international
humanitarian non-government organisation, Good
Neighbors. We've been granted general consultative
status by United Nations since 1996 - the highest
status granted by the United Nations Economic and
Social Council (UN ECOSOC) to only 138 non-
government organisations (as of 2018).

OUR MISSION is to foster inclusive community
development and child protection, and this remains
the same throughout the 40+ countries we are
involved in worldwide.

OUR PRIORITY is in supporting both local and
global communities and children in vulnerable
conditions, often through fundraising means.

Since 2019, We have launched several campaigns on
supporting the Australian community throughout
the Aussie bushfire and COVID-19 crises. In particular,
we focus on assisting the culturally and linguistically
diverse (CALD) groups within Australia.

With the support of Multicultural NSW, Our team has
mainly responded to the needs of individuals from
multicultural backgrounds by providing culturally
appropriate food hampers.

Our Support a Community Program, in particular, is
also at the heart of Good Neighbours' efforts to make
the world a better place. We contribute to broader
service delivery by addressing the community's
needs.

e Our organisation name has been changed from Good Neighbors
Australia to Good Neighbours Australia with effect from 15th
February 2022.
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The coronavirus has been living with us for about two years, but it still remains an ongoing
health risk to our communities. So after our two special hamper delivery projects, this time,
we stepped up for wider multicultural communities to protect them from COVID-19.

With the financial support of the Empowering and Supporting Community grant, our team
conducted two main activities to increase the vaccination rates in NSW and support the
delivery of community-led health communication initiatives.

The two-track approach addressed the specific needs of the marginalised individual with
mobility challenges regarding vaccine access. The ride support program directly benefited
people in need and the community at large by increasing the vaccination rate of 'hard-to-
reach' people.

Meanwhile, our social media campaign ensured that multicultural groups had access to the
tailored public health messages. Following Multicultural NSW's strategy to proactively respond
to the needs of the emerging community, our team also collaborated with small yet emerging
groups such as the Nepalese and Lao communities.

Good Neighbours acknowledged that delivering the correct information is critical, and strong
liaison is essential. This is why our video message featured vital stakeholders and opinion
leaders from 8 different CALD groups to reach the right target audience in a culturally
appropriate way.

CHILDREN GETTING A JAB SOON?

WE WILL HELP YOU GET TO THE VACCINATION SITE
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GET YOUR UBER VOUCHER TODAY

ARE YOU OR YbUR CHTI:DREN GETTING A JAB SOON?

WE WILL HELP YOU GET TO THE VACCINATION SITE

PART 1: RIDE SUPPORT TO VACCINATION SITES

We believe lack of access to dependable transportation should not prevent anyone from
receiving a vaccine. However, our team has met some people within multicultural
communities who face mobility challenges for vaccinations while being exposed to a higher
risk of COVID-19. Their living environment and financial situation made COVID testing and
vaccination difficult.

Good Neighbours team provided a $25 Uber ride voucher covering up transportation to ease
the transportation burden for our multicultural communities seeking COVID-19 vaccinations.
We believe transportation shouldn’t be a barrier to vaccination for anyone. Therefore, we
provided ride support to the vaccination site to help those who need it.

We aimed to support people who could not get vaccinated due to their limited access to
transportation. Our program intended to break down transportation barriers in
underrepresented multicultural communities and enable them to get vaccinated.

With the evidence of vaccination booking, our team helped 200 individuals from diverse
cultural backgrounds to get to the vaccination site.

e |nourinitial application, we aimed at helping the Myanmar community only. With the appearance of the Delta wave and
rapid changes in circumstances, Good Neighbours Australia expanded its reach to provide transportation support to wider
multicultural communities in Greater Sydney based on the consultation with the Multicultural NSW.
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The ride support program supported various
cultural groups in the Greater Sydney area.
Our team has put more stress on helping
small and emerging ethnic minority groups
such as Nepalese, Burmese, Bangladesh
and Afghani communities.

Our team has taken an evidence-based
approach by integrating the empirical
research shreds of evidence, including the
report on 'Issues, barriers and perceptions
about the COVID-19 vaccine among
culturally and linguistically diverse
communities in NSW' published by the
NSW Council of Social Services(NCOSS). The
report found out that older people (65+)
were the age group who had or intended to
have the vaccine, while younger people
expressed intense uncertainty or hesitancy.

Our support program was designed to
target younger generations who tend to be
vigorously active. According to the findings
of NCOSS, We also used generational
marketing in promoting our voucher
support program. As we divided the
audience into segments based on their age,
our team has also put more stress on
delivering messages through social media,
especially Facebook. The social media ADs
also have delivered tailored messages to
draw on motivational factors from the
younger generation.

We believe that our program worked well
with our main target groups, who tend to
be young and socially active. Most voucher
recipients are from younger adult groups
with an average age of 32.88 who are
familiar with social media and Uber ride
service.
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ETHNIC BACKGROUNDS
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SPATIAL ANALYSIS
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More than half of the people who registered were to
get their booster shots, and around 30% of people
rolled up their sleeves for a second dose with our
transportation support.

In tandem with state-wide efforts to ramp up
booster vaccination, Good Neighbors Australia
supports the State government's health initiative by
helping CALD communities who may have difficulty
accessing vaccine appointments.
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Good Neighbors Australia also
collected postal code data of 200
voucher recipients and conducted a
brief spatial analysis. Our team has
proved that the populations are
evenly spread across the Greater
Sydney area by analysing their
residential suburbs. The visualised
geographic data is presented in
bubbles overlaid on the map. Aside
from the spatial analysis, the
statistical data demonstrate a
majority of the voucher users reside in
the Western suburbs and Inner West
of Sydney including Cumberland,
Strathfield, Fairfield, Blacktown and
the City of Canterbury-Bankstown.

We also conducted a simplified time
series analysis. Amongst a group of
variables affecting the registration for
mobility support, the rise of the
Omicron wave in late November and
early December seemed to urge our
target groups to consider partaking in
our program to get vaccinated.
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“I GOT VACCINATED

SO | COULD HAVE

THE FREEDOM TO...
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Media trust is one of the essential factors affecting health behaviour. Tailored health
messages can easily overcome confusion and misconceptions about the vaccine.

Throughout our previous projects, our team had opportunities to explore the impact of
different media while communicating with diverse CALD groups. For example, the majority of
individuals we assisted, predominantly made up of people who had low levels of English
language literacy, used Facebook or friends as a primary source of information.

Our team designed the Facebook campaign called 'Vaccination Freedom' based on our
observations. We teamed up with key stakeholders and opinion leaders from 10 different
communities to educate their communities to be vaccinated and boosted against the virus.
The campaign mainly targeted people who speak English as their second language. Ten
People featured in the video shared their own vaccination experiences and why they decided
to get vaccinated in 8 different languages-Arabic, Spanish, Nepalese, Italian, Lao, Punjabi,
Sudanese Arabic and English. Under the campaign's overarching touch, we highlighted how
people could be confident in experiencing freedoms in their lives by getting vaccinated.

We carefully designed the Facebook advertising metric to show our health messages to
people most likely to find our ads relevant. With the purposive audience targeting metric,
Each video clip was exposed to the users of a specific language.
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As our content started to draw
engagement on Facebook, it
resulted in a significant reach
but with lots of variation by
age and ethnicity. We
conducted an in-depth
analysis to study the
audience's behaviours on a
micro-level.

First, the reach data shows
that the engagement of users
varies by age.

The age group between 25 and 34 were more likely to respond to our content by clicking
ads to check the details. Interestingly, the population over 65 also showed a high
engagement rate as a key audience for our campaigns. This finding aligns with a few
recent research on Facebook usage of seniors and older adults, the fastest-growing
demographics on Facebook.

There have been a number of multicultural health resources translated into community
languages, but many of the resources contained technical terms that required additional
health literacy. Our content was delivered in plain language to fill this gap.

The digital data discovered the difference in the audience's reaction by ethnicity.

AD Clicks by ethnicity and age
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For example, people from the

Nepalese and Punjabi
backgrounds showed
overwhelming positive

feedback, whereas English and
Spanish speaking groups had
adverse responses to our
messages. Despite the small
sample size, our data shows
different facets per cultural
groups. A further research will
be useful in figuring out the
correlation between those
reaction and vaccine uptakes of
each ethnicity.



Despite the project's small scale, we uncovered empirical findings from our
project as presented below.

Social media, especially Facebook, seems to be the most preferred and frequently-cited
source of information about COVID-19 amongst CALD communities. Unfortunately, this
sometimes comes with the risk of misinformation about COVID-19, particularly in the
groups with low health literacy. Considering social media's significant impact on their
decision making, we leveraged social media to promote positive messages.

CALD groups have certain characteristics in common, but they are not a single
homogeneous group. Each of the target communities reacts to our tailored health
messages divergingly. Therefore, our following projects should recognise and consider
diversity within the CALD groups and work on a community-specific project.

Even a simple version of the ethnographic research helped us to better understand a
culture from the point of view of its members. Our team noticed that each group's specific
contexts and social meanings could sometimes only be understood through observations
and interactions with the individuals. In this way, ethnographic information can explain

why approaches and interventions work or don't work in the ways that other approaches
can't.
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CLICK THE IMAGE TO WATCH THE FULL CAMPAIGN VIDEO


https://www.youtube.com/watch?v=ipwD0A1pf9A

