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Introduction

You can tell a lot about a destination
from its tourism offerings.

VisitCanberra is here to:

« promote Canberra’s strengths and celebrate the
city’s distinct character

« challenge beliefs and perceptions about our city

+ lead the ACT and capital region tourism industry
to create unforgettable experiences

« promote experiences that bring our iconic
offerings to life and exceed visitor expectations

« grow the international profile of our city and
region and increase international visitation.

You could say we're in the business of promoting
fun; but everything we do is geared towards
increasing the economic return from domestic
and international visitation, supporting jobs and
industry growth across our city.

Visitors and the businesses that serve them make
a crucial contribution to the economic and social
wellbeing of the ACT. Ultimately, our activity
contributes to the wellbeing of our community,
making a positive contribution to all who call
Canberra home.

This destination marketing strategy provides a
framework to inform and support our marketing
approach for 2023-2024, and aligns with T2030:
ACT Tourism Stragey 2023-2030.

This strategy aims to support our tourism sector,
local businesses, and Canberrans by:

+ growing demand in key markets with a focus
on overnight visitation to support business
and restore employment

+ placing Canberra front of mind for the
domestic and international travel markets
by maximising awareness of Canberra as a
destination and highlighting our unique points
of difference

+ showcasing Canberra’s unique personality by
bringing to life our whole of city brand to tell
Australia and the world the story of our city,
why we’re unique and relevant.
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Opportunity

Our strengths
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Home of national
attractions and
holder of the
nation’s stories

Known for
sustainability
and a progressive

environmental
agenda
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A place of thought
leadership, driving
the knowledge
economy and
innovation
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The hub for a
diverse region —

capital to the coast,

mountains to the
tablelands

Home to stunning
natural landscapes,
with a city in close
proximity to nature

Offers a range of
easily accessible
experiences



Marketing challenge
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THERE IS SIGNIFICANT
OPPORTUNITY TO BUILD
ON CANBERRA’S UNIQUE
ADVANTAGES AND GROW

OURINTERNATIONAL

PROFILE




3,600,000
people

950,000

people "\ 3-hrdrive
market




Our international audience

VisitCanberra aligns with Tourism
Australia’s High Yield Traveller target

audience in our key international markets

of: Singapore, India, Malaysia, UK, USA
(East Coast) and New Zealand. Tourism
Australia has simplified its global target
audience from the High Value Traveller
(HVT) definition to be purely focused

on targeting those who are willing to
travel out of their region and spend
more during their trip - the High Yield
Traveller (HYT). This move from a global
psychographic segment to more specific
audience segments by market aligns well
with the high yield strategy. This shift
from HVT to the HYT has increased the
total addressable audience size.

VisitCanberra has adopted the High Yield

Traveller segment who:

+ are likely to spend more, stay longer and
disperse more regionally

+ travel long haul (out of region) on a
regular basis and have a preference for
Australia as a holiday destination

« have distinct key drivers for destination
choice such as food and wine, aquatic and
coastal and nature and wildlife experiences
when choosing a holiday destination; and

» represent high value with above average
trip expenditure.

The High Yield Traveller

@

Travel Long Haul

Travels long haul (out of region)
onaregular basis.

Represent High Value

Above average trip expenditure.
Higher likelihood to stay longer.
Higher likelihood to disperse
further.

VISITCANBERRA
HAS ADOPTED
THEHIGHYIELD
TRAVELLER
SEGMENT.



Our domestic audience

Clear audience segmentation enables us to understand our
domestic audiences, ensuring that messages are framed
appropriately for each segment. Understanding the media
consumption habits of our audience enables us to better
guide all elements of our campaign activity across paid,
owned and earned channels.

VisitCanberra has developed a series of audience personas
to outline the different motivations, behaviours and media
consumption of people when they take domestic short
break leisure travel. Each persona is based on extensive
market research.

Our audience personas are the Variety Seeker, Recharger,
Discoverer, Family Memory Maker, and Event Seeker.

* Media consumption data is current as of December 2018.

Variety
Event Seeker (all)
Seeker (all) 29%
8%
Australian
audience
proportions

Recharger




Our domestic audience personas

Variety Seeker

Family Single or Couple

“l want to
explore and discover new
things while I can still do it”

“l want to explore and give
my kids incredible childhood
experiences”

Wants: family experiences
to enjoy together; a variety of
discoveries and adventures;

Wants: strong
connections and
relationships; an enriched
life; a variety of experiences;
quality food (not always
fine dining).

the best opportunities for
their kids; an enriched life with
strong relationships.

At least once a week

rare common
Watches free-to-air TV 0000
Watches/streams pay TV o0

Listens to radio

Uses social media

Reads a newspaper

Reads a magazine

Browses the internet/uses apps

Sees a billboard or bus stop ad

Goes to the cinema

Recharger

“I need to
get away to recharge and balance
the stress of work and life”

Wants: o take a break and
decompress; to unplug and recharge their
batteries; a relaxing reward for all their

hard work; a familiar place they can return
to again and again.

At least once a week

rare common

Watches/streams pay TV [ X )

Watches free-to-air TV

Listens to radio

Uses social media

Reads a newspaper

Reads a magazine

Browses the internet/uses apps

Sees a billboard or bus stop ad

Goes to the cinema

Discovere

AP

I

“l want to indulge
experiences tofeed m
knowledge”

Wants: to travel to experience new and
unique things; to feed their thirst for knowledge;
to engage with the world and understand the

people in it through travel; to save money so
they can indulge in the experiences they want; to
get away from daily life routine.

At least onc

common
Watches free-to-air TV

Watches/streams pay TV
Listens to radio

Uses social media

Reads a newspaper

Reads a magazine

Browses the internet/uses apps

Sees a billboard or bus stop ad

0000000006
3
o

Goes to the cinema



Family Memory Maker

“l want to give my kids happy
memories they’ll cherish for the rest
of their lives”

Wants: children to have happy, fun-filled
childhoods; to stop and spend quality time
with their family, like they did when they were

kids; memories they can talk about when the
kids are grown up; children who value family
experiences over ‘stuff’.

Event Seeker

Art and Culture Sport

“l want to see the latest shows
and make the most out of my
event-based short break”

“l want to be at the big game
and make the most out of my
sport-based short break”

Wants: a social life filled with a
range of experiences and events shared
with others; to build a short break
around an event; to make the most
of the time and money they spend on
travelling for an event; time away from
work and daily life.

Wantss: asocial life filled with attending
a range of big and small sporting events; to
build a short break around a sporting event;

to make the most of the time and money they

spend on travelling for an event; to join their
team in sporting tournaments; time away
from work and daily life.

At least once a week

rare common

Watches/streams pay TV o0

Watches free-to-air TV

Listens to radio

Uses social media

Reads a newspaper
Reads a magazine

Browses the internet/uses apps

Sees a billboard or bus stop ad

Goes to the cinema

At least once a week

rare common
Watches free-to-air TV 000
Watches/streams pay TV o0

Listens to radio . ’ .

Uses social media
Reads a newspaper [ X X|
Reads a magazine 000
Browses the internet/uses apps 00000
Sees a billboard or bus stop ad 000
@ ¢

Goes to the cinema

*Media consumption data is current as of December 2018.



Our approach

Canberra Consumer
offering: need:

Adventure, nature, Discovery, new

culture, warmth, experiences,
intelligence, stimulation, exploration, recharge,
enrichment, community, rejuvenation,
wellbeing. invigoration, positivity
and openness.




By telling the story of Canberra our campaign will grow tourism, business, innovation,

community engagement,academic prowess, diversity, investment and more.

The campaign is about stories. About the unique people and experiences people
willfind in the Canberraarea. The campaign s built around the locals being
fantastic at what they do, (and keen to share with visitors), but not necessarily
the loudest salespeople —hence, they haven’t been telling the world what their
experiences have to offer. Visitors to Canberra will soon discover

There’s more than they’re telling us.

There’smore thantheyre tellingus

VisitCanberra has developed an international
campaign to increase awareness of Canberra as

the capital city of Australia and will target high
yield travellers who have demonstrated intent

to visit Australia. The campaign aims to increase
consideration to include Canberra on their itinerary
when planning to visit Sydney or Melbourne. The
campaign first launched in India, followed by
Singapore with more markets to come.
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Some examples of our domestic campaign activity
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Some examples of our domestic campaign activity

This ad
is too big

At 152 cm tall and 101cm wide, this ad would barely
squeeze inside the Gallery Of Small Things. That’s
because the entire gallery is less than six metres
squared. So you could fit 10,100 of these galleries
into The Louvre. Everything about it is small.

The building. The exhibits. Even the crowds.

So you might not have heard of it. In the art
world they’d call it ‘exclusive’. Filled with tiny
works from makers and designers who love

texture, form, and all things small, the

gallery brings international, interstate

and local artists to one of Canberra’s

many unique cultural experiences,

proving that bigger isn’t always

better. There’s room for you

though. And maybe just the

one friend.

Gallery of Small Things

There’s more than they're telling us

QDR ¢RNserra

There are
no giant
squirrels

Speculation is circulating that the giant

acorns at the National Arboretum’s
award-winning POD Playground contain

giant squirrels. But this is simply a rumour

created by 9-year-old Olivia in an attempt

to scare other kids away so she can keep

them to herself. You see, the top pod has

amazing views of Canberra, family biking trails

and more than 44,000 rare trees from around

the world, making it one of Canberra’s many
exciting outdoor experiences. It’s also where the
slide is. So don’t worry, the only thing hiding in the
pods when you visit will be kids. Mainly so their parents
can’t make them leave.

National Arboretum Canberra

There’s more than they're telling us

QDR ¢RNserra

Pialligo Truffles

There’s more than they're telling us

QDR RNserra
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Some examples of our domestic campaign activity
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Some examples of our domestic campaign activity
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Some examples of our international campaign activity
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Some examples of our international campaign activity
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PR, Social and Content






Partner programs



Partnerships

VisitCanberra invests in cooperative marketing
activity with a number of partners to drive
urgency for travel and conversion to bookings
across domestic and international markets.
These partners include airlines, airports, and
distribution partners such as online travel
agencies, wholesalers and retail travel agencies.

Major Event Fund

Continue to invest in major events and
exhibitions that drive significant visitation,
enhance the value of the destination’s brand
and provide an opportunity for more than
campaign extension.

Tourism Product Development Fund

Continue to invest in industry-led projects
that drive economic growth and job creation

in the ACT through increased visitor numbers
and increased visitor expenditure by delivering
improved visitor experiences and new and
innovative products and experiences.
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Strategic pillars

Maximising
domestic and
global impact of
our brand campaign

Strengthening mental
availability by aligning with

Our miSSion= our distinctive brand assets
and increasing media
. spend
Growing the
visitor economy Exploring new onFc(:::i:;?or
. ways to convert A
by making users and increase _ audiences
Canberra more visitor spend Key to everything we (based on NVS

do in marketing: segments data)
understandable optimised landing pages » Young couples, no kids

for increased » Older, non-working, married

for relevant conversion rates be diffe rent, VR
visitors. be memorable

From foot traffic data to

Further Standing out
developing our by pushing the

digital capabilities boundaries of
to improve our work destination marketing

Improving user segmentation Developing a social media
and usability; exploring Al voice that is unique to
capabilities VisitCanberra; Exploring new
content partners
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VASCAN BERRA

hief Minister, Treasury and Economic Development Directorate | ACT Governmel

For further information

Dr. Isaac Mizrachi'| Senior Director Marketing, VisitCanberra
461 2 6205 0700l isaac.mizrachi@act.gov.au



