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= NSW public holidays

2010 NSW
3 School Holidays

F34  Autumn: April 2 - April 16

S8 Winter: July 5 - July 16

Spring: September 27 - October 8
Summer: December 20 - January 27
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1. Excellent Media Exposure

® 260 pieces of media coverage in just 12 weeks.

® 148 newspaper articles, 4 television segments, 33 radio interviews, 15 magazine
articles and 60 online articles.

® Free media exposure worth in excess of $500,000.

High level Campaign Awareness

Post campaign recall was high across all demographics.

93% of ‘Mid-lifers’ (aged 50+, children grown up) recalled the campaign.

76% of ‘Family Formers’ (couples with all kids under 18) recalled the campaign.
68% of “Young Adults’ (aged 18-30 with no kids) recalled the campaign.
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Exceptional Church Support & Involvement

1,780 churches registered for the campaign.

1,200 large Jesus banners were displayed outside churches during the campaign.
73% of churches put on specific outreach events during the campaign.

3,000 outreach events were registered as part of the campaign.

93% of churches found the banners very effective in raising awareness and displaying church
unity. The majority of churches plan on reusing their banners for future outreach events.

3in 10 churches had their JAAL banners or signs stolen or damaged. This turned out to be a
positive in generating media stories and mobilising church communities.

® 84% of church leaders stated that their congregations were more confident in sharing their faith
as a result of the campaign.

. What the Churches Said:

® 6 06 0 0|

“The campaign put Jesus on stage in our city.”
“It gave us the impetus to run a training evening on sharing your faith”.
“A simple way to introduce Jesus to the conversation ("Did you see the ad?").”
“It raised the evangelistic temperature, and people were bolder, and more open about their faith.”
‘.’ “We were united with so many Christians, coming together in prayer and outreach. Marvellous!”

“A unified face to the community helped redirect people to Jesus rather than denominational issues.”

5. Budget

JAAL Budget YTD Actual YTD Budget Difference

Major Donor $1,025,285
Other Income $2,342,738 $3,779,289 $1,436,551

Total Income $3,368,023 $3,779,289 -$411,266
Difference
JAAL Operating Costs $486,044 $435,429 $50,615
JAAL Events $88,416 $176,860 -$88,444
JAAL Resources - V8 Programs $706,065 $792,000 -$85,935
JAAL Media / Communications $2,087,498 $2,375,000 -$287,502

-$411,266
-$411,266

Surplus/(Deficit) $0 $0

For more information on the results of the campaign or to be involved in future projects please visit
www.jesusallaboutlife.com.au




