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FAIRFAX MEDIA CASE STUDY:
Tourism Victoria ‘Spotted by Locals’ Case Study

Overall Mornington | Grampians | Great Ocean | The High Gippsland Goldfields The Murray | Phillip
campaign Peninsula Country Island
effect

Visitation

. +10% pts +8% pts +12% pts +7% pts +10% pts +6% pts +2% pts +6% pts
Intention

The Results

The campaign drove
» Overall, exposure to the Tourism Victoria Spotted by Locals campaign ° o gs .
positively impacted the perception of all the destinations featured in the SIgnlllcant mcreases
campaign and met its objective of driving visitation intention to regional inshort-break
Victoria for short-breaks

Visitation intention increased for all destinations after exposure to the visitationto reglonal
campaign, with seven of the eight regions experiencing a significant impact  Victoria

in visitation intention with campaign impact being highest for Mornington

Peninsula, the Grampians and the Great Ocean Road

The success of the campaign was supported by the level of Victorian
enquiries and bookings from Fairfax Media's Stayz website (a 20%
increase in Victorian enquiries; and 12% increase in Victorian bookings)
The Spotted by Locals online destination was perceived very positively

by the audience, with 63% liking the local celebrity theme very much and
two-thirds watching the videos on the website*

Sources: Nielsen Advertising Effectiveness Research August 2013 and Fairfax Media (Stayz)
internal enquiry and bookings data; *Fairfax Media Tourism Victoria Spotted by Locals survey,
July 2013

For more information please contact your Fairfax Media representative
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Control . Single-platform impact . Cross-platform impact

The Results Cross-platform
exposure increased
region with some regions experiencing a quadruple growth in visitation overall Campaign

» Exposure to multiple media drove higher visitation intention for all bar one

intention when compared to single-media exposure o o go
7 / 7 recall significantly

Cross-platform exposure was over twice as effective at driving campaign
recall (single media campaign recall was 17% compared to a cross-platform
campaign recall of 42%)

The nature of a long-term regional Victoria travel hub proved to be very
successful, with research showing that visitation intention for most
destinations increased over time. This was largely driven by a higher
frequency of exposure, driven by magazine and tablet advertising

Source: Nielsen Advertising Effectiveness Research August 2013

For more information please contact your Fairfax Media representative




