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Introduction

The aim of Tourism Australia’s latest campaign is to get
high-spending Australians to holiday at home instead of
overseas. The campaign is the second stage of the “See
Australia in a Different Light” strategy launched almost
a year ago that focuses on stimulating domestic tourism.

Background

Last year Australians travelling overseas for leisure grew by
almost 29 per cent while their spending increased by 33 per
cent. Corresponding domestic growth was minimal. We
now need to provide compelling reasons for them to
holiday in Australia.
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The Target

To ensure maximum impact Tourism Australia is targeting
the “ideal visitor”. This ideal visitor group represents one
million Australians who spent $12 billion last year on leisure
travel. While this group has a strong preference for overseas
travel, they do not totally reject the notion of an interstate
holiday. But Tourism Australia need to persuade them to
think differently about how they view their own country.
What could we say to make them seriously consider an
Australian destination?

The Insight

Research of our target revealed one constant complaint:
they do not have enough time to do what they want to do.
Ultimately the things they “want” to do most — activities
usually spent with family and friends — come second to
those things they “have” to do. These include: work,
appointments, household duties, and shopping. Essentially
our target is looking for more space in their lives, not only
for them but also for those around them.

The Campaign

Research revealed space as the motivator, the way to get
Australians to think differently about an Australian holiday.
The campaign aims to appeal to them on an emotional
rather than a rational level. The central message of the
campaign is “All the space your need.” - physically, mentally
and spiritually. It will resonate with many Australians and
contrast the lack of space in their daily lives with the wide
open spaces elsewhere. Consumer groups endorsed the
idea and the creative elements that bring it to life. They
immediately realised the connection between what they
needed most in life and what Australia offered.
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