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WHAT ARE WE TRYING TO ACHIEVE?

• Inspire and encourage consumers to explore South Australia

• Generate qualified leads / referrals to South Australian 

tourism operators and travel industry partners 

• Increase tourism expenditure and visitation in South 

Australia

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

tourism experiences



INSPIRE PLAN BOOK TRAVEL SHARE

TOURISM PATH TO PURCHASE





INTEREST BASED AUDIENCES

EVENTS FOOD & DRINK NATURE WILDLIFE CITY



INSPIRE PLAN BOOK TRAVEL SHARE

TOURISM PATH TO PURCHASE





MAPPING THE VALUE OF LEADS



MEASURING ENGAGMENT

A custom Engagement Score that takes a visitor’s journey through the site and measures the level of 
engagement that they demonstrated with different elements throughout their visit.

By understanding which behaviours drive more click-outs and longer visits.



BEHAVIOURAL AUDIENCES

INTEREST

INSPIRE PLAN BOOK



INSPIRE PLAN BOOK TRAVEL SHARE

TOURISM PATH TO PURCHASE



CONSUMER JOURNEY



TOP - INSPIRE - FEEL



MID – PLAN - THINK



BOTTOM – BOOK - DO



Custom creative digital media for both prospecting and remarketing to bring consumers into and 
through the journey.



+13% 
ENGAGEMENT 
SCORE (mid)

+23% 
ENGAGEMENT 

SCORE (bottom)



13,000+ 
PRE-QUALIFIED 

LEADS

+30% LEADS 
(bottom)



GOOD FOOD AND WINE –
INTERSTATE ASSOCIATION
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OFFICIAL

FEEL THINK DO

EXIT







YEAR ON YEAR RESULTS 20/21

QUALIFIED LEADS TO SA 
OPERATORS & TRAVEL 

PARTNERS

+223%+73%

WEBSITE VISITS

+86%
LEAD GENERATION 

RATE (LEADS/VISITS)



• Don’t be afraid to define new objectives based on what 
you need to know about the customer (Engagement 
metric)

• You don’t need to, and you won’t be able to tackle 
personalisation at scale first, but starting small gets you 
somewhere, and great results!

• Your objectives can be influenced gradually, by more than 
just performance marketing – map out, tweak and test 
your consumer journey onsite






