
Singapore & Malaysia

Key Focus :
• South Australia’s key experiences under the them of 

• Nature & Wildlife Trail
• Food & Wine Trail

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

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

• Self drive journeys : 
• Nature, Sea & Vine (Fleurieu Peninsula & Kangaroo Island)
• Wine, Wildlife & Outback (Barossa & Flinders Ranges & Outback)
• Limestone Coast
• Nature & Seafood (Eyre Peninsula)
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Singapore :
• Largest number of SE Asian visitors to South Australia 
• 6th largest market to Australia
• Average expenditure $4,539 per trip

Malaysia :
• 2nd largest number of SE Asian visitors to South Australia 
• 9th largest market to Australia
• Average expenditure $5,799 per trip

Market ProfileMarket Profile

Adelaide Brilliant Deals Campaign (Feb – May 2009)
• Create viral and word-of-mouth marketing through carnival-like-guerilla

stunts outdoor event and interactive microsite (brilliantblend.com)

• Elements include direct mailer, microsite with interactive self drive game that 
enables consumer to test drive different driving routes/regions, Adelaide 
Brilliant Deal travel packages, offer and destination information.

• New Product Development � Rich & Lingering’s Pick of The Hills 
PrivateTour.

• Results :
� Successful viral marketing with more than 320 participants for Self Drive 

Challenge and 1,000 unique visitors with 1,800 visits
� Spent average 6 mins on the site
� 174 downloads on SA Maps
� 42 downloads on SATC brochure
� 19 downloads for Adelaide Packages & Offer
� 14 downloads for non-trade partner’s Barossa Restaurant dining voucher
� More than 70 bookings on travel packages
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Adelaide Brilliant Deals Campaign (Feb – May 2009)

Microsite

Print Ad

Event

Flyer

Family Playtime (Aug to Oct 09)
• Family themed campaign with 

exceptional value added offers.

• Regional Packages �
Adelaide Hills, Barossa, 
Fleurieu Peninsula, Eyre 
Peninsula, Kangaroo Island, 
Flinders Ranges & Outback.

• Results :

� 62 paxs booked on 
campaign packages (8.1% 
market share) 

� 45 paxs on other in-house 
agent packages (5.4% share).  
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Print Ad

Flyer



Travel Agents Coop (Apr – Dec 2009)
• Joint campaign with a few travel agents and successfully introduced new 

products for inclusion in their packaging, such as :

• UOB Travel � Royal Adelaide Show, Barossa Food & Wine Trail, Nature & 
Wildlife Trail in Kangaroo Island and Eyre Peninsula, Unique 
Accommodation.

• Konsortium Travel � Houseboat and highend food & wine experiences.  
Generated 35 paxs.

Print Ad
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30-second Commercial

Magnolia Consumer Promo 
(Jul – Aug 2009)
• Leveraged on Magnolia’s advertising fund 

of S$160,000 : prints ad in English and 
Chinese dailies and magazines, point-of-
sales material and consumer contest.

• Results : Extensive exposure for South 
Australia, more than 12,200 contest entries.
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Shelf Talker

Print Ad



Malaysia : MSL Travel Coop (Jan – Jun 2009)
• Leverage on MSL Travel’s cost efficient media buy in NST to 

run editorial and a series of mono SA ads.

• Results � self drive routes & new region Limestone Coast 
in the packaging.

Marketing SuccessesMarketing Successes

Singapore – MediaCorp TV Channel U 
“On The Beat” TV Famil

• A media famil trip organized for 
MediaCorp TV on 17 – 21 Nov 08.

• Publicity included :
• 2 x 30 mins story on air (Channel 

U) on 6 & 13 January 09.
• Post trip coverage in I-Weekly 

magazine. 
• ROI / Media Value : S$720,000 

(SATC’s budget is S$10,000)
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Malaysia – Jia Yu TV & Jalan Jalan Magazine 
Media Famil

• A media famil trip organized for Jia Yu TV 
and Jalan Jalan Magazine on MediaCorp TV 
on 25 Mar – 3 Apr 09.

• First ever integrated campaign combining TV 
broadcast and travel magazine that 
showcased travel journeys of the TV Host :
• 2 x 30 mins story on air (Jia Yu TV) in Jul 

09.
• 5-page travel story (in Jalan Jalan

Magazine) on South Australia in Jul 09.
• 12-page travel booklet insert on South 

Australia in Oct 09. 
• ROI / Media Value : A$4,084,125 (SATC’s

budget is A$10,000)

PR SuccessesPR Successes

Consumer Marketing
• Adelaide Brilliant Deals & SQ MOU Campaign (Feb to Jun 10)

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 airlines’ low season with offers.

• Great Australian Journeys Tactical Campaign (Feb to Jun 10)
A joint effort with Team Australia, QF (in SIN) and MH (in MAL) to promote the different 
experiences per state. 

• Self Drive Campaign (Feb to Jun 10)
To promote South Australia’s key touring routes and engage consumers with online 
microsite/games.

• South Australia branding & tactical campaign (Feb/Mar 10)
Organize destination awareness campaign featuring travel packages prior to both NATAS & 
MATTA consumer fairs to entice bookings and maintain South Australia presence.

• NATAS & MATTA Fairs (Feb/Mar 10)
Participation at the twice annual big-scale consumer fairs in SIN and MAL to maintain South 
Australia’s share of voice and market presence.
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Consumer Marketing
• Agents Co-op (Dec 09 onwards)

• UOB Travel-SIN (targeting high-end market through DMs, TVC etc)
• MSL Travel (promote various packages to South Australia, inline with Great Australian 

Journeys)

Trade Marketing
• SIN & MAL Roadshow (Jul 10)

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

• Agents Incentive Program (2010)
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.

Marketing and PR PlansMarketing and PR Plans

PR
• Issuance of press releases monthly with interesting 

angles and story mix

• Famils trips :
• Stylish Living Feb 10 (to feature Autumn seasons and other 

activities in key regions)
• Tasting Australia Apr 10 (to feature the bi-annual event and 

destination products in key regions)
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• Inclusion of relevant products in our tactical campaigns (such 
as ADL Brilliant Deals, Great Australian Journeys, Self Drive 
Campaign, website packaging)

• Participation at SIN & MAL Roadshow (tentative Jul 10)
• Participation as exhibitors in the biggest consumer fairs in 

SIN & MAL – NATAS Fair & MITF 2010
• Exposure of relevant products in our bi-monthly e-newsletter 

to trade & consumer (8,000 database)
• Exposure of relevant products on SIN website (average 

2,500 unique visitors per month)
• Participation in ATE 2010

Opportunities for OperatorsOpportunities for Operators


