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LAY OF THE LAND

OUR NEW VISITOR BRAND

PROGRAM OF ACTIVITY

HOW TO GET INVOLVED



TRAVEL CONFIDENCE IN THE NEXT 3 MONTHS FOR INTERSTATE TRAVEL HAS
SIGNIFICANTLY INCREASED, WHILE INTRASTATE AND OVERSEAS TRAVEL HAS

STABILISED

TRAVEL CONFIDENCE IN NEXT 3 MONTHS (VERY/QUITE CONFIDENT)
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CONSIDERATION FOR BOOKING IN NEXT 3 MONTHS HAS REMAINED STEADY FOR MOST
STATES, NSW SEEING DIRECTIONAL INCREASE VS LAST MONTH WHICH CAN BE
ATTRIBUTED TO A SIGNIFICANT INCREASE IN NON-RESIDENTS

CONSIDER BOOKING IN NEXT 3 MONTHS
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AUSTRALIAN TRAVELLERS ARE MOST FAMILIAR WITH SYDNEY AND
SURROUNDS
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NSW DESTINATIONS RANKED BY AWARENESS AND APPEAL
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OUR BRAND AMBITION

Create a single brand that unifies both
Sydney and NSW under one idea.

Deliver a platform that our citizens are not only
proud of, but advocate to the world.

Develop a brand for visitors that can flex to
other audiences (Trade / Innovation / Education).

Develop a brand that is enduring
and can build over time.



BUT WHY DOES A VISITOR BRAND
MATTER TO ME?



GENERALLY, PEOPLE ONLY HAVE 2 -3
DESTINATIONS WITHIN THEIR
CONSIDERATION SET
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OUR BRAND CHALLENGE
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An incredible destination is not just about what you
can do there... but how it makes you feel.

NSW VISITOR BRAND OVERVIEW
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FEELING FILMS FOR
DIGITAL & SOCIAL
CHANNELS




ALWAYS ON SOCIAL

a5

WHO'S READY TO FEEL NEW?

— e
N

Brand hashtag usage

driving awareness and
advocacy

——

Brand hashtag/UGC demonstrating
adwvocacy and user uptake

Branding via Feel
NSW logo gifs

Incorporating
brand language &

Fully integrated piece of AO content
hosted across YT and website and
supported via social

. VisitNSWO

<

One of NSW's most successful young chefs,
Luke Piccolo, shares the wholesome story of
his acclaimed restaurant Limone Dining. Head
to our profile to watch the full video! #feciNSW

we X

VISTTNSW.COM Fu—
Get to know Luke Piccolo of LEARN MORE
Limone Dining, Griffith
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Choose sidebar display

NSW SEEING SIGNIFICANT INCREASE IN PERCEPTION FOR WORLD-CLASS ARTS & CULTURAL
EXPERIENCES, BEING INCLUSIVE OF DIFFERENT LIFESTYLES & PERSPECTIVES AND DIVERSE
RANGE OF NATURAL ENVIRONMENTS v

IMAGE ABSOLUTES: STATES/TERRITORIES
TOTAL TRAVELLERS

May 2022 ==jun 2022

Is a great place to spend time in nature

Has lots of things to see and do 80% Has beautiful scenery NSW
70%
Has excellent weather 60% High quality foed, wine and local produce

538

o MoUr
plash: MM
unsplé

Has world class beaches Is a place for the whole family

A Has a diverse range of natural environments to explore Holds events worth travelling for

Is a great place to relax and unwind Offers good value for money

A s inclusive of different lifestyles and perspectives Offers unique experiences

Has welcoming and friendly people Celebrates aboriginal culture and history
Has a good nightlife Has world-class arts and cultural experiences &
) % &
W y Destination
NSW
B Al10a: Which of these destinstions do you associate with the statement below
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= PRIORITY STA TS/TRAITS

(+/-%%) =
BRAND ENGAGEMENT MONITOR  Nis: \iEW SIG-TESTING WITH CAUTION. CHANGES CAN FLUCTUATE MONTH ON MONTH, CONSISTENT MOVEMENT 1S REQUIRED TO DETERMINE WHETHER THE CHANGE 1S REAL OR A MONTHLY FLUCTUATION AV = 5iG HIGHER/LOWER VS PREVIOUS MONTH



OUR OPPORTUNITY IS TO LINK DESTINATIONS
WITHIN THE STATE TO THE STATE-WIDE
BRAND TO CREATE A UNIFIED VOICE.
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APPLYING THE BRAND

We want to maintain the unique point of difference of each destination, but at the same time unify our message to
drive preference for NSW as a whole.

We need to identify the key brand ingredients that will create a connection to our master brand in consumers'
minds but allow this layer of comms to have its own unique approach, look and feel.

We must ensure the destination name stands out first and foremost. But at the same time help people understand
that the destinationis a place in NSW

We need to think about the formats that are relevant to our audience and leverage those channels that allow us to
tell our destination story.In many cases, this will be in formats designed for mobile.

We need to think about how we synchronise our messaging with other destinations to pull them apart, target
different audiences and stagger them over the calendar year to avoid cannibalisation and maximise value for all.



FEEL NEW
CO-OPERATIVE M
PROSPECTUS!
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Destination NSW Co-operative Marketing Opportunities for
Local Tourism Organisations (LTOs), Local Government
Authorities (LGAs) and NSW Tourism Businesses.

Expressions of Interest open from $am 2 December 2021
Activity to be delivered from March 2022

e X 4
feel new southwales

DRIVING DEMAND
THROUGH
CO-OPERATIVE
MARKETING

Drive intention and booking through
the promotion of destinations and
experiences



- -
"4_7..%\& 5%
) l
|

/

.'/ l"' \ |

; 7 7
l S | i 1 B Wi R\/“A‘\—\J -

o

to unplug on tt
Ballina Coas

n p——
R
R






ARTICLE EXAMPLES

Tweed

Discoverthe Tweed’s cultural side =

& where to eat afterwards

RTHETY

Discover the fascinating museums and galleries of the Tweed region, and enjoy its
great food scene after you've had a dose of culture.

| Destination NSW

/) Jun01 -3

Discover a marine gem

The coast and ocean are a big part of life in the T
important. At the Marine Dis:
interactive, audio-visual and more traditional displays. You'll never take our beaches and dunes, mangroves, reefs, rocky shores and

d, and protecting this precious marine environment has never been more
gs Point, you can take a deep dive into the region’s marine wonderland through

ry Centre Has

wallum heathland for granted again

Kempsey

Food, fun & family ad

{
Kempsey region |

ARTICLES

From the Slim Dusty Centre to the beaches of Crescent Head, great golf courses to
mouth-watering local produce: the Kempsey region hits all the right notes.

y D NSW
) g & sae Q
Dine beachside

Sand, surf and sensational food unite at Surf Fuel Cafe, located at s Campground in Crescent Head. Order your almond latte and

bacon-and-egg roll and wander the few steps to the beach to enjoy it with your feet in the sand. Everything on the menu here is
seasonal: it might include granola with seasonal fruits or roast mushrooms with cashew cheese. Come lunchtime, it's hard to go past the

beer-battered flathead and chips.

Barrington Coast

Articles

Ten ways to move your body (& soul)
on the Barrington Coast

HOME / ARTICLES / 10 ADVE!

From the sublime rainforests of Barrington Tops to divine stretches of beach and
peaceful winding waterways, the Barrington Coast offers some spectacular settings
for action and adventure.

& s Q

Mountain bike through the rainforest

There’s nothing quite like the exhilaration of mountain biking down a rainforest-clad hillside, the tangle of greenery glistening as you
hurtle through the cool air. You'll experience that, and more, at Barrington Bike Park near Gloucester, where you can tackle purpose-
built trails amid some stunning wild country. There are black, blue and green trails for different skill levels, offering a mixture of flow,
climb and tech experiences. And here, your mountain biking comes with views - all the way across to the magnificent Barrington Tops

National Park.




WEBSITE EXPERIENCE

Wildlife, Waterways & Walking

Details
4 Open leg route
M 37.5KM [ 23.3MiI (Est. travel time 34 minutes)

SHOW MORE
Enjoy a fun-filled family day out on the Ballina Coast
and Hinterland.

If your kids love all creatures great and small, adventures on the
water, and rainforest ambles, look no further. This one-day
itinerary takes in the wildlife, waterways and walks of the Ballina
Coast and Hinterland, from whale-watching cruises and hand-
feeding farm animals to lake kayaking and nocturnal animal
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Empire Vale

The Ultimate Coast to Hinterland
Adventure

Details

+# Open leg route
M 75.7KM [ 47.0MI (Est. travel time 4 hours)

SHOW MORE

An adventure-packed itinerary showcasing the rich
and diverse natural attractions of the Ballina Coast
and Hinterland.

With 32 kilometres of stunning coastline, World Heritage-listed
rainforests, breathtaking waterfalls and unique hinterland
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CONTENT CAMPAIGNS

Driving advocacy through influential content
collaborations showcasing the statein new
ways.

Dedicated content series with globally-
renowned content creator, Aquabumps
showcased NSW in May-June across paid,
owned and earned channels.

Destinations showcased Sydney, Broken
Hill, Snowy Mountains, Hawkesbury, North
Coast, Mid North Coast, Lord Howe Island

.Ir The New York Times Style Magazine: Australia "

yahoo! VOGUE  nNews
THE AUSTRALIAN *




OFFICIAL

BROADCAST INTEGRATIONS -
"JT TRAVELS NSW"

* Monthly integration with Channel 7's Weekend d I
Sunrise, Australia's #1 morning television 7 S -
ravels

program NEW SOUTH WALES
e —

 Weather isrebranded as "JT Travels NSW" with
host James Tobin visiting Sydney and NSW
destinations to promote hero experiences, events
and operators.

* 12 crosses per weekend with NSW CTA and
travel package integration via Accor,

Audience reach 12M per weekend
AVE $1.6M per weekend

OFFICIAL
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181765 [ @ 181763
The Rock Lookout, Mulgoa Sunrise, Queenscliff

Destination NSW Destination NSW

Mungo National Park, Mungo Mungo National Park, Mungo
Destination NSW Destination NSW

-Alhl 1m: *Eaal Nawr Vienal Qallans - NQW/ 1 nMunm—

Filter content type:

0O @ 181715
Sydney CBD, Sydney
Destination NSW

O @ 179980
Scenic Drive, White Cliffs
Destination NSW
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Royal Botanic Garden Sydney, Sydney

LS

) & 181704 O & 170533
Royal Botanic Garden Sydney, Sydney Sunset, Wollemi National Park
Destination NSW Destination NSW

0 @ 179820 0O @ 179779
Fort Bourke Hill Lookout and Open Cut... Tooloom National Park, Urbenville
Destination NSW Destination NSW
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