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OUR PURPOSE

SATC

Driving tourism expenditure 
in South Australia

3 MARKETS
International, domestic, local

(International: 12 – China, 
UK, NZ, US, Germany, Singapore, 

France, Italy, Hong Kong, 
Japan, India)

KPIs

The Visitor Economy: 
driving awareness 

that leads to conversion





TO INSPIRE AND DRIVE CONSIDERATION



DIGITAL MARKETING CHALLENGES

• We have so much to offer! So many places and 

experiences, and so much content

• We don’t own any airline seats, hotel rooms or offer any 

tourism experiences

• We know people are interested in SA, but how do we 

translate this into visitation and expenditure?



HOW DO WE SOLVE THESE CHALLENGES ?





INSPIRE PLAN BOOK TRAVEL SHARE

TOURISM PATH TO PURCHASE





INTEREST & BEHAVIOURAL AUDIENCES

INTEREST

INSPIRE PLAN BOOK



CHANNEL BREAKDOWN  |  ALWAYS ON DIGITAL MARKETING

Adobe DSP (prospecting display & video)

Paid Social (inspire)

Native

Google Display Network

Adobe DSP (remarketing display)

Paid Social 

(plan & book)

Paid 

Search

Performance

Inspire

Plan

Book

Think

Feel

Do
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INTEGRATION & PERSONALISATION



RESULTS

We did #BookThemOut



1. On the day of campaign launch, southaustralia.com recorded 

highest number of site visits in a single day, more than 61% higher 

than the same time last year

2. Visits to southaustralia.com.com were up almost 60% YoY

3. Over 380K visits to bushfire related content on southaustralia.com

4. Leads were also up 95% YoY to 158K 

5. Leads for KI tourism businesses up 150% YoY and Adelaide Hills 

200% up YoY

6. Travel partner leads were up 3,000% securing over 38K

7. Travel intent to South Australia increased by double the industry 

standard

8. Anecdotal reports from tourism businesses being inundated with 

holiday bookings



FUN FACT

IKARA (WILPENA POUND) IS 8X BIGGER THAN ULURU



SATV





SATV

We couldn’t bring tourists to South Australia, so we brought South Australia to the tourist.

E-COMMERCE 
PLATFORM

A platform for tourism businesses 
to share their online offerings

TRAVEL 
INSPIRATION

Encouraging planning providing an 
outlet, and maintaining/growing 

audiences

GENERATING 
LEADS

Using our audience to help 
support tourism operators and 

help their businesses grow





FROM SATV TO CTV

• Greater understanding of CTV and where this fits in our media 

plans

• CTV study with Adobe Ad Cloud uncovered site visitation rates 

(cross device)

• Opportunity be more efficient with reach

• Creative adjustments

• Always On activity and campaigns



• Increased video content production and use across media

• Increased written and video content onsite

• Adjusted measurement focus to include high engagement, video 

viewing and email sign up

• 3.51 minutes average video watch time of onsite content

• Website visits over 175% up YoY (May-June)

• Record increase in interstate visits to site

MEASUREMENT & INDUSTRY SUPPORT



WELCOME BACK





• High impact campaign supported by increased intent and conversion focused activity

• Leveraged increased audience from SATV to drive action

• Maintained engagement focused activity by optimising media toward engagement score

• Leads to tourism businesses continue up 68% YoY

• Continues, with paid search conversion rates at 50%

DRIVING ACTION



YEAR ON YEAR RESULTS

QUALIFIED LEADS TO SA 
BUSINESSES & TRAVEL 

PARTNERS

+65%+46%

WEBSITE VISITS

+13%
LEAD GENERATION 

RATE (LEADS/VISITS)





• Knowledge of audience

• Always On strategy

• Measurement focus

• Results for industry

Busiest Winter on record – across Kangaroo Island, river and coastal 

destinations

Barossa has been fully booked

Summer and advance bookings across the state strong, and growing

MARKETING IN A CRISIS





@SOUTHAUSTRALIA |   SOUTHAUSTRALIA.COM


