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Key Focus :
ÅSouth Australiaôs key experiences under the theme of 

ÅNature & Wildlife Trail

ÅFood & Wine Trail

Ą the main focus in all tactical packages, advertisement 
communications, collaterals and media/trade familiarization 
programs.

ÅKangaroo Island will be promoted as a first timer must-see 
destination.

ÅSelf drive journeys : 

ÅNature, Sea & Vine (Fleurieu Peninsula & Kangaroo Island)

ÅWine, Wildlife & Outback (Barossa & Flinders Ranges & Outback)

ÅLimestone Coast

ÅNature & Seafood (Eyre Peninsula)

Positioning & Key Focus



Singapore :
ÅLargest number of SE Asian visitors to South Australia 
Å6th largest market to Australia
ÅAverage expenditure $3,939 per trip

Malaysia :
Å2nd largest number of SE Asian visitors to South Australia 
Å7th largest market to Australia
ÅAverage expenditure $5,068 per trip

Target Segments :
ÅAffluent Experience Seeker Couples
ÅFamily
ÅSenior / Retirees

Trends :
ÅBooking Period remains very short (less than 1 month)
ÅGrowing trend of self-drive holidays
ÅMore consumers booking direct through Internet

Market Overview



Adelaide Brilliant Deals Campaign (Feb ïMay 2010)
ÅCreate viral and word-of-mouth marketing through carnival-like-guerilla 

stunts outdoor event and interactive microsite (brilliantblend.com)

ÅElements include direct mailer, microsite with interactive destination videos 
game that enables consumer to experience various regions,  Adelaide 
Brilliant Deal travel packages, offer and destination information.

ÅNew Product Development :

ĄPrime Mini Toursô Barossa Valley From The Vine To The Bottle.

ĄRich & Lingeringôs Pick of The Hills PrivateTour.

ÅResults :

üSuccessful viral marketing with more than 2,208 participants for 
Destination Videos Game and 2,411 unique visitors with 3,739 visits

üSpent average 11.53 mins on the site

üMore than 85 bookings on travel packages

Marketing Successes



Adelaide Brilliant Deals Campaign (Feb ïMay 2010)

Print Ad

Microsite

Event

Flyer



Travel Agents Coop (Apr ïDec 2010)

Å Joint campaign with a few travel agents and successfully introduced new 

products for inclusion in their packaging, such as :

Å UOB Travel Ą 5N Adelaide, Barossa & Fleurieu Way Self Drive.

Å Focal Travel Ą 5N Limestone Coast Drive, and 6N Eyre Peninsula Nature & 

Food Trails.  Generated more than 20 paxs.

Marketing Successes

Print Ad Direct Mailer



Cold Storage ñWine & Beer Fairò Consumer Promo 

(Sep 2010)

Å Leveraged on Cold Storageôs advertising fund and 

event (S$100,000) : prints ad in English dailies, direct 

mailer, point-of-sales material and consumer contest.

Å Results : Extensive exposure for South Australia, more 

than 1,000 contest entries.

Marketing Successes

Event Arch

Direct Mailer



Malaysia : Only In Australia Campaign (Mar ïSep 10)

Å ñOnly In Australiaò theme campaign highlighting the 

list of 60 unique/iconic experiences found only in 

Australia, as featured by Travel+Leisure Magazine.

Å Value added offers were introduced for these ñOnly 

In Australiaò experiences.

Å Results Ą regional packages for Barossa, Fleurieu 

Peninsula, Kangaroo Island, Eyre Peninsula and 

Flinders Ranges.

Marketing Successes

Flyer

Print Ad



Singapore ïMediaCorp TV Channel U ñSingapore 
Flavoursò TV Famil

Å A media famil trip organized for MediaCorp 
TV on 17 ï22 Oct 09.

Å Publicity included :

ÅSA featured in 7 episodes out of 13 on air 
(Channel U) from Nov 09 to Jan 10.

ÅGenerating a total airing time of 76 mins. 

Å ROI / Media Value : S$1.35 million (SATCôs 
budget is S$10,000)

PR Successes



Singapore ïMediaCorp TV Channel 8 ñFood Sourceò 
TV Media Famil

Å A media famil trip organized for MediaCorp TV on 29 
Jun ï5 Jul 10.

Å 1 x 60 mins story on air (Channel 8) in Aug 10.

Å Publicity included first ever Eyre Peninsula 
experiences.  

Å Results Ą Significant interest for the region and more 
than 10 paxs booked the self drive package after 
viewing the programe.

Å ROI / Media Value : S$780,000 (SATCôs budget is 
A$12,000)

PR Successes



Consumer Marketing
ÅAdelaide Brilliant Deals & SQ MOU Campaign (Feb to Jun 11)

In conjunction with SQ MOU Campaign, continuation of the existing tactical packages with 
support of 8 travel agents.  There will be print advertising campaign, radio campaign, 
interactive microsite and consumer roadshows to promote the destination, and push 
outbound travel during airlinesô low season with offers.

ÅGreat Australian Journeys Tactical Campaign (Feb to Jun 11)
A joint effort with Team Australia, QF (in SIN) and MH (in MAL) to promote the different 
experiences per state. 

ÅHighend / Luxury Campaign (Feb 11)
To promote South Australiaôs key experiences to the highend segment like doctors/lawyers 
with The Quarterly magazine.

ÅSouth Australia branding & tactical campaign (Feb/Mar 11)
Organize destination awareness campaign featuring travel packages prior to both NATAS & 
MATTA consumer fairs to entice bookings and maintain South Australia presence.

ÅNATAS & MATTA Fairs (Feb/Mar 11)
Participation at the twice annual big-scale consumer fairs in SIN and MAL to maintain South 
Australiaôs share of voice and market presence.

Major Plans : Focus 2010-11



Consumer Marketing
ÅAgents Co-op (Dec 10 onwards)

Å ASA Holidays-SIN (targeting group market through print ads etc)

Å Chan Brothers Travel (promote self drive packages to South Australia, inline with 
Great Australian Journeys)

Trade Marketing
ÅSATEX (Sep 11)

To enhance knowledge of product planners and create opportunities for product 
developments.  In addition, strengthen the relationship between local agents and SA 
Operators.

ÅAgents Incentive Program (2011)
To encourage travel agents to sell South Australia, the top 5 performing agents in SIN & 
MAL will be rewarded a famil trip, and at the same time to enhance their knowledge of 
South Australia.

Major Plans : Focus 2010-11



PR

ÅIssuance of press releases monthly with interesting 

angles and story mix

ÅFamils trips :

ÅGreat Australian Journeys Broadcast Jan 11 (to feature 

various experiences and driving routes in few regions)

ÅSelf Drive / Thereôs Nothing Like SA Feb / Mar 11 (to feature 

experiences and activities in key region regions)

Major Plans : Focus 2010-11



ÅSIN Agents : Euro Asia, Apple Holidays, UOB Travel, consortium agents 
etc. 

ÅMAL Agents : Holiday Tours, Golden Deluxe, Golden Tourworld, 
consortium agents etc.

ÅProduct Gap & Opportunities :

üSome agents have online portal/website (e.g. Asia Travel, Misa Travel 
etc)

üHigh end products (UOB Travel, Chan Brothers Travel, Dynasty 
Travel, Holiday Tours KUL)

üSelf Drive market increasing

üGIT Agents (ASA Holidays, Chan Brothers Travel, Golden Tourworld 
KUL, Malaysian Harmony Tour KUL)

* Relationship building is important.  Takes 2-3 years to see results.

Key Players ïTrade



ÅKey travel sites : Zuji, Asiatravel.com (hotels & 
tour packages)

ÅOther portals : xinmsn.com (#2 portal in 
Singapore), channelnewsasia.com (travel 
section)

ÅSIN & MAL Travel agents websites :

üChan Brothers Travel (chanbrothers.com)

üCTC Travel (findmerooms.com & 
ctc.com.sg)

üMisa Travel (live booking engine ï
airfares.com.sg, cruises.com.sg, 
hotels.com.sg)

üUOB Travel (uobtravel.com)

üMalaysian Harmony Tour (12fly.com.my)

üMayflower Acme Tours (mayflower.com.my)

üPNL Travel (pnltravel.com.my)

üReliance Travel (pyotravel.com)

Online Environment

Channelnewsasia.com travel section

Chan Brothers Travel website ïAus Promotion


