Marketing update

Creativity as key to mental availability
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The degree in which buyers think of a brand or
recognise a brand when considering a purchase is
dictated by the brand’s mental availability.



Mental Availability — “I'd like to visit Europe in summer”

High mental availability Low mental availability
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Mental Availability — “l need a coffee”

High mental availability Low mental availability

VisitCanberra Industry E _ 23



Mental Availability — “l need an Aussie vacation”
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I'm out of office atm.

Replying to your email is on my list
of things to do.

Just below licking a jellyfish.
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Strategic pillars .

Our mission:

Growing the
visitor economy
by making
Canberra more
understandable
for relevant
visitors.

domestic and
global impact of
our brand campaign
Strengthening mental
availability by aligning wi
our distinctive brand

and increasing media
spend

Exploring new Focusmg
ways to convert on our major

users and increase x audiences
visitor spend Key to everything we (based on NVS

do in marketing: segments data)

optimised landing pages « Young couples, no kids
for increased « Older, non-working, married

conversion rates be d iffe re nt’ «VFR
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



Domestic Campaign

Purpose: Support ACT tourism industry by
promoting Canberra as a leisure destination to
key domestic markets
* Objective: Drive awareness of the variety
of experiences, attractions and events on
offer in Canberra
Objective: Shift perceptions of Canberra to
Increase consideration as an ideal short
break destination

Creative challenge: Stand out in a saturated,
highly competitive market with a modest
budget

CAMPAIGN MARKETING

Kim’s seen this
view of Canberra ,
1193 times.

It still leaves

him speechless.

&aVoan Aloft Canberra

There’s more than they're telling us
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There’s more than they're telling us
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Domestic Campaign Tracking Results

53%
Cultural A9%
52%

. 45% “~._
Interesting 50% M
54% A

Easy 24%
Charming 19%

Vibrant 18

Fun 8% Mar23
May'23
Quirky 12% mAug'23

Witty / playful 3%
Boring 3%
Serious

Unappealing 26%

None of these 2%
Luma for VisitCanberra, August 2023

CAMPAIGN MARKETING

Destination Personality
Witty/Playful

Destination Personality
Interesting

Destination Personality
Boring

Brand Bonding
(people like me go there)

Consideration as Destination

Net Likely to Visit
[intent]

Net Unlikely to Visit

Visit Satisfaction —
Net Satisfied

+ 2%
+ 9%

— 7%
6.4/10 > 6.7/10
+ 5%

+ 4%

— 4%

+ 3%

WBR cinserra



There’s more than thevy’re telling us.
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https://www.youtube.com/watch?v=Cg3bTXcrTtQ
https://www.youtube.com/watch?v=CKkOZs721Ms

International Campaign

* India & Singapore Objectives: Raise 7‘ Canberra.
awareness of Canberra and its tourism ' A different kind
experiences amongst Indian high yield ; : i of capital
travellers, to: '

« Encourage those planning a trip to
Australia to “add on” the Aussie
capital
Attract future leisure visitors to
consider Canberra

Singapore Opportunity: Leveraging the
airing of Singaporean television drama
series Shero, which was filmed in
Canberra

QBR cinserra QDR Cinserra
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India Campaign Tracking Results

m % agree - Before seeing India ad m 9% agree - After seeing India ad

% shift +12% +12% +17% +17% +18%

0
88% 86%

83% 83%

Canberrais a great placeto | can see myself visiting People like me visit There is always something Canberrais a place full of
visit Canberra Canberra happening in Canberra surprises and enriching
experiences

System1 for VisitCanberra, June 2023

CAMPAIGN MARKETING
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Canberra. A different kind of capital.

CLICK HERE TO PLAY - India Campaign ad
(External Link)

CAMPAIGN MARKETING GBEEEHBERRA


https://www.youtube.com/watch?v=sD9TO4qyEZo
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Social media 2023 and beyond

What:
Integration across owned, earned & paid

What:
Focus on reaching new audiences/travellers

What:
Content that drives engagement

How:
Optimise our way of working across channels to

How:
Prioritise what channels are being used &
create content that is most likely to reach new
audiences

How:
Create content that stands out in feeds &

increases consideration for Canberra ensure we’re maximising opportunities &

presenting a unified CBR message

WITH WHAT

A NEW SOCIAL SOCIAL PAID CONTENT VISITING IN-HOUSE BOOSTED

LOCALS

VOICE PARTNERSHIPS CREATORS PHOTOGS CREATION POSTS

WBR cinserra



visitcanberra &
oguzdoganay0 « Original audio

visitcanberra @
Criginal audic

“~
@ visitcanberra @ 1 w @ visitcanberra @ Edited « 24 w =
Here are five bakeries you knead to try A morning in Canberra, Wes Anderson
when you next #VisitCanberra. @) @ style. Ell
@
! Whether you're starting your Saturday
? @th_reemnllsk;aker_y: A local gem that with a coffee at @mocanandgg & or
e has gained nationwide recognition for strolling through the exhibitions at
A its delectable dough and pastry @oldparliamenthouse
e S R creations. Find their treats in their @nationalmuseumofaustralia or
CLI CK H E RE TO PI.AY Cabeian bakehatessand @nationalgalleryaus @ - there's much
S’Up@!if_f:\a’f( &etStBCFOZS'the coun;;y.f : to see when you #VisitCanberra this
. silo.kingston: A inner-south fave! weekend.
( EXte rna I LI n k) Silo is renowned for its mouthwatering
. sweet and savoury pastries, bread, &: Not directed by Wes Anderson.
quiches, and a delightful range of sweet @accidentallywesanderson
tarts. /
? @under_bakery: A small suburban W y [ Al v

View Insights

CLICK HERE TO PLAY

. ¥ View Insights Boost Post
(External Link) =
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https://www.instagram.com/reel/CyWmAeOBF4M/
https://www.instagram.com/reel/Cr4IiOKB9g6/
https://www.instagram.com/reel/CyWmAeOBF4M/
https://www.instagram.com/reel/CyWmAeOBF4M/
https://www.instagram.com/reel/Cr4IiOKB9g6/
https://www.instagram.com/reel/Cr4IiOKB9g6/

How are we tracking -YTD
w —

X (formerly Twitter) 23,807 108,522

Age & geraer (1

Facebook 269,289 215 18,225,059
Instagram 96,595 779 11,862,867
LinkedIn 1,532 42 44,655 I I I

@ voner Bl Voo e

Totals: 391,223 1,155 30,241,103
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Media outreach for VisitCanberra

......

Agency supportin:
Australia

India

UK

VC only outreach in:

USA
NZ 1
Singapore/SEA W2 (ANeerra




TRAVELLER
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Recent wins

Australia

The wineries

Mo Magen Vit
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Canberra Is Made For The Solo adlinaphasaliona e it endlos bt ' ' 8 UNYQUE FESTIVALS ACROSS THE WORLD THIS SUMMER
Traveller. Here's Why
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The Divy Tl Your Dad To These Luxurions Wotols

[ - [~ G~ 24

Tt T s b e Ty o bt

OV ey

9 best botanical gardens in India and abroad

e R

Wherr soeat sl dedok
T Lapyors W | S 1 ETRTSTs g R | 6 4 U ST
P FYT T Y rEw e ST




Working with VisitCanberra’s PR & social team

Working with us document
Email the team and tell us what you’re up to: tourism.media@act.gov.au

Social media:
* Tag @VisitCanberra — especially |G stories, but also FB & I1G grid posts and #VisitCanberra
* If there are opportunities to capture content let us know, but also share any updated imagery

Public relations:
* Share your updates with us, new offerings, new menus, new rooms, new experiences etc

* Share stories that tie into our key international markets
 Visiting Journalist and Influencer Program

WBR cinserra
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FY23 Content Partnerships

CANBERRA
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Annual Visitor Guide 2024

Dhestinstion Dining

Example:
We will send
e exprest
aslaurant
reviewss 1o
Canbosra 1o

wals In and

HOUNd town

My Canberra

Example:

A local secrets
feature, this will
sad with
Bvocative
imagery. The
COpy is willten In
the first person
sG 1hat it feels
warm and
frieondly

“Bsticle” foatures,

comering multiple

expensnces it an
Eaty-lo-aCCess Yot
premium way.

CONTENT MARKETING



Featured

Accommodation deals

ATDW

Increased visibility: 1.2M .

visitcanberra.com.au & cross promotion e Gy e SRR Sicomnan et
other ACTG/national websites @ ron 55 7 s o564 G 57

Develop content for social, publications,
web features, eDm View all accommodation deals -

Crafting itineraries for trade and media

Pitching to international and domestic

PR, creative and content agencies

Display at the CRVC

CAMPAIGN MARKETING “BREEHBERRA
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