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EXECUTIVE  

SUMMARY

Visit Victoria is the official travel website for Victoria,
detailing key destinations, events and tourist attractions to
both national and international audiences. On a national
level, tourism in Regional Victoria faces strong
competition from major Australian states and cities.
Currently, Regional Victoria is not perceived to be as
novel, accessible, and exciting as its competitive market.
This advertising campaign aims to position Regional
Victoria as the primary holiday destination for Australians
by showcasing its diverse, unique and invigorating range
of offerings, and to imbue this region with a distinct,
memorable brand image.

Situation Analysis

This campaign is targeted towards Young Singles, Young
Couples and Older Couples without children, all of whom
are looking to be reinvigorated, inspired and connect with
others through their experience travelling. Our target
audience are also looking for specific key benefits from
their travel, as such, our campaign consists of three
connected, yet tailored advertisements.

Target Audience

Shift brand perceptions of Regional Victoria from a
one-dimensional destination to a multi-faceted
invigorating region by increasing the target audience’s
awareness and knowledge of Regional Victoria’s
offerings
Make the target audience feel inspired to visit Regional
Victoria by increasing the level of preference and liking
Encourage the target audience to start planning their
next Regional Victoria vacation by driving more traffic
to Visit Victoria’s website

Objectives

YOUNG  

SINGLES

YOUNG  

COUPLES

OLDER
COUPLES
(NO  KIDS)



The advertising campaign will bring Regional Victoria to life
through personification, in a series of three ads titled ‘Her
Name is Victoria’. Showcasing the many facets of Regional
Victoria and tailoring these aspects to the three target
segments, this ad series aims to connect with audiences on
an emotional and rational level. This campaign will feature
a voice-over that describes Victoria as if it were a person,
ultimately creating a distinct brand personality for Victoria
that is multifaceted; adventurous, cheeky, nurturing and
deeply cultural.

Creative Brief 

"Her Name is Victoria"

Using allegory, this evocative campaign will harness
cognitive and affective message strategies in order to
shape consumer perception and attitude towards Regional
Victoria as a brand, from dull to complex and exciting.
Digital media in particular will be used to fulfill the conative
aim of encouraging audiences to visit the Visit Victoria
website. Employing the promotional tools of advertising,
public relations and digital media, this campaign aims to
generate extensive reach, positive buzz and execute a
highly tailored communication strategy to our target
segments.

Creative Strategy
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9 Month Campaign

Media Plan

3 Million dollar budget

Television, Radio, Newspaper,
Out-of-Home & Digital Media

Channel strategy tailored to
audience segments

EXECUTIVE  

SUMMARY
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SITUATION
ANALYSIS

The pandemic has caused the travel and tourism
industry to cripple. While assessing the political affairs,
Deputy Prime Minister Michael McCormack in an interview
with ABC News has committed to releasing $198 million
over six months to support and recoup regional Australia
to its former glory (Sullivan, 2020).  Considering the
economic circumstances, Australians spent $46 billion
last year on overseas tourism. As international travel is
banned, domestic travel is expected to make up about
two-thirds of the gap by domestic travel. (The Sydney
Morning Herald, 2020) Resulting in many states
promoting interstate and intrastate travel to keep the
economy afloat. 

When travel restrictions are lifted, a survey of 2,000
Australians, conducted by Intrepid indicated that people
are looking for an experience such as short trips, walks,
wineries, glamping, Indigenous experiences and to visit
bushfire-affected regions. Lastly, James Thornton, the
CEO of Intrepid, states that many people are booking
domestic trips with a 10-month lead to places such as
Mornington Peninsula and other short trips around
Victoria. (Delaney, 2020). Additionally, many Australians
have developed the perception that once they have
visited the city of Melbourne, there are no compelling
reasons to visit the state, particularly outside of the city
again. In contrast to its competing states, Regional
Victoria does not seem to have a very distinct identity or
strong brand image.

Campaign Rationale
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Mood  Board

(F IGURE  1 :  MOOD  BOARD )



Regional Victoria offers a wide range of destinations and
attractions for diverse audiences. It is generally not
perceived to boast the same level of cultural milieu as
Melbourne (“Melbourne: the cultural capital”, 2017), however,
Regional Victoria combines all the elements which make
Australia unique; stunning beaches, heritage towns, famous
wineries, renowned restaurants, treasured wildlife and
striking mountain ranges. Visitors of Regional Victoria can
explore their way through the Bellarine’s iconic roads and
beaches, sip their way through the King Valley’s vineyards,
reconnect with art in Bendigo’s galleries, hike through the
Grampians and end their travels dining through restaurants
in Sorrento before dipping into the hot springs of the
Mornington Peninsula. Furthermore, Regional Victoria boasts
some of Australia’s oldest and most charming pubs, a
hallmark of Australian culture. Focusing on the diversity of
Regional Victoria’s offerings and highlighting its key food,
wine and scenic destinations will be a key tactic, as it
differentiates this region from others in Australia.

Regional Victoria's Offerings

PAGE  6

For Young Singles, Young Couples, and Older Couples With
No Kids, Regional Victoria is a diverse and unique area that
showcases breathtaking views above mountain tops,
coastal roads, and hot air balloon rides. It is also a place of
strong cultural heritage thanks to its quaint towns, historical
spots, and aboriginal connections.

Positioning Statement



Competitors
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Positioning  Map
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(F IGURE  2 :  POS I T ION ING  MAP  1 )

(F IGURE  3 :  POS I T ION ING  MAP  2 )



Competition is strong amongst other cities
and regions as Regional Victoria may
seem very similar to its counterparts and
not offer anything exceptional. Regional
Victoria’s USP, however, would be its
diverse set of offerings that can cater to
anyone, with a balance of activities from
outdoor activities to wineries, festivals, and
museums. Traveling to and from different
areas is also highly accessible by personal
vehicle or public transport.
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Competitor Analysis:

Destinations and Campaigns

TAS: The latest brand campaign “come down for air” was
released in 2019. The ads focus on Tasmania's fresh air and
the getaway experience. The campaign targets individuals
who are looking to escape from modern life.

NSW: The latest campaign “Love NSW from home” targets
domestic travellers who are not able to go abroad and
aims to inspire them with NSW’s wide open space and
fascinating outdoor experiences (NSWGovernment, 2020).

QLD: The “Good to go” campaign conveys the message
that the QLD tourism industry is ready to welcome visitors,
whilst inspiring people to enjoy the freedom of traveling
and reconnecting with friends and family (Tourism & Event
Queensland, n.d.).

NT: The new campaign “The Territory is the answer” attracts
Australians to book their holiday by showcasing stunning
landscapes, traditional Aboriginal culture and adventure
experiences. It shows people’s daily iso life and their
frustration, while promoting the escapism offered by NT to
entice the visitors in the post-covid period (Tourism NT,
2020).

WA: The latest “We’re free to Wander out Yonder” campaign
targets WA residents. It celebrates the feeling of freedom
after regional travel restrictions within WA lifted, and
encourages residents to explore local destinations they are
dreaming of (Wilkinson, 2020).

SA: The latest campaign “You have to see it to believe it”
targets interstate tourists to visit South Australia. It was
accompanied by an interstate campaign,”A Great State to
be in”, encouraging SA residents to explore their own state
(Wilkinson, 2020).



Target  Audience
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Of the target segments listed above, the campaign will focus on young singles,
young couples and older couples without children. As all three target segments
have low to moderate brand loyalty and product knowledge, there is potential for
the campaign to increase their brand awareness, preference and knowledge. They
are also sizeable segments to target with moderate to high spending capabilities. A
few common threads that tie these segments together include all wanting to be
inspired and invigorated, looking for an experience that will “transport” them away
from their current life, and the hope of gaining new experiences from their vacation.
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(TABLE  2 :  TARGET  AUD IENCE )
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(F IGURE  5 :  CUSTOMER  PROF I LE -YOUNG  S INGLE )

(F IGURE  6 :  CUSTOMER  PROF I LE -YOUNG  COUPLES )
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Cognitive: Shift brand perceptions of Regional Victoria as a one-dimensional
destination to a multi-faceted invigorating destination by increasing the target
audience’s awareness and knowledge of Regional Victoria’s offerings by at least
30% within the next 12 months. 

Affective: Have the target audience feel inspired and invigorated to visit
Regional Victoria by increasing the level of preference and liking by at least 30%
amongst its target market within the next 12 months. 

Conative: Encourage the target audience to start planning their next Regional
Victoria vacation by driving more traffic to Visit Victoria’s website by at least
30% within the next 12 months

Objectives

(F IGURE  7 :  CUSTOMER  PROF I LE -OLDER  COUPLES )
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The advertising campaign will be titled “Her Name is Victoria” and will bring
Regional Victoria to life by personifying it as an individual. The campaign will
showcase different sides of Regional Victoria with a series of content that cater to
different target segments. 

The ad for young singles (Appendix A and B) will showcase the adventurous,
cheeky and social spirit of Victoria. The ad for young couples will showcase it’s
nurturing, tranquil facets. The ad for older couples without children will focus on a
more sophisticated and cultural side of Regional Victoria. The aim of the
campaign is to connect with the audience on an emotional level and pique their
interest while communicating an idea that will showcase Regional Victoria’s
breadth of offerings, inspire these individuals and “transport” them away from
their current life.

Creative Strategy

CREATIVE
PLAN

(F IGURE  8 :  AD  DEL IVERABLE  FOR  YOUNG  S INGLES )



The campaign will showcase both music and emotional appeals, though focusing
more on the latter. Since the target segments have low to medium brand loyalty
and knowledge of what Regional Victoria has to offer, appealing to emotions is an
effective way to build brand image, create favourable brand attitudes and
associations (Panda & Mishra, 2013). It can also help enhance the viewer’s attention
while alleviating the abstract nature of the service that Regional Victoria offers. 

Focusing heavily on emotional appeals will also allow the advertising campaign to
inspire and connect with the audience on a deeper level and tap into those
audience truths. Positive feelings such as excitement, joy and happiness will be
evoked through the use of powerful imagery that resonates with the audience while
the voiceover’s nostalgic tone will add another layer of emotion to the
advertisement. 

Music wise, it will flow with the images and start off slower in the beginning before
continuing to build as the advertisement progresses. The music in tandem with the
images, can help with influencing the mood of the listener, further immerse them
into the advertisement, and create empathy or rapport with the brand (Hecker,
1984). While music appeal is not a predominant focus of the advertisement, it can
augment the pictures and add a form of additional energy. Both music and
emotional appeal is also the ideal combination to connect with emotion and
memories, hold attention, and increase the retention of visual information (Hecker,
1984).

Message Appeal
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(F IGURE  9 :  AD  DEL IVERABLE  FOR  OLDER  COUPLES )



Currently, the target segment has a neutral perspective of Regional
Victoria, viewing it as an ordinary destination, paling in comparison to
Melbourne and to other states. The aim is to change the audience’s
perception of Regional Victoria having inferior, dull spots to a diverse
and multifaceted place. To do so, the campaign needs to be relevant
to the target audience, appeal to their emotions and persuade them
to think ‘I want to experience that too’. As the target segments have
moderate motivation and ability to process a message, the dual route
to persuasion of message arguments and peripheral cues will be
most effective.

As such, the advertising campaign will focus on both a cognitive and
affective message strategy. For the cognitive aspect, the campaign
will utilise a cognitive USP strategy and showcase Regional Victoria’s
distinctive benefit that sets itself apart from the competition. Unlike its
competitors that only offer one component; be it nature, wine or
outdoor activities, Regional Victoria has it all. This particular USP will
be highlighted in the advertisement to showcase how multifaceted the
area is and how it has a diverse range of offerings that can inspire
and invigorate its target audience. 

While the cognitive portion of the message strategy is key, the
combination of both cognitive and affective are important
components of shaping attitude (Panda & Mishra, 2013), hence, the
advertisements will utilise both a resonance and emotional strategy.
The advertisements will showcase beautiful iconic locations and an
individual experiencing these different sides of Regional Victoria.
These peripheral cues will appeal to viewers, allowing them to connect
and resonate with the brand and envision themselves experiencing
the same thing. Through imagery and music, the advertisement’s
emotional appeals will also elicit feelings of excitement and joy in the
target audience—encouraging them to visit Regional Victoria. 

A distinct identity and brand personality for Regional Victoria will also
be showcased in the advertisement by speaking about the brand as if
it were a person. By using allegory and personification, the ad will
formulate knowledge structures and will make it easier for the
audience to retain information. It will also allow Regional Victoria to
seem richer, warmer and more exciting than an objective description
(Andrews & Shrimp, 2017). The initial suspense will also capture
audience attention and increase curiosity.

Both the cognitive and affective message strategy also have the
conative aim of piquing the interest of the viewers to encourage them
to visit the website and find out more about what Regional Victoria
has to offer.

Message Strategy
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The campaign will utilise a fantasy executional framework in a way that presents
an ideal scenario.  As stated by Baack, having a fantasy framework does not
necessarily mean that it has to be irrational, it just needs to ‘lift the audience to a
make-believe experience’ (2007). The scenario in the campaign appears to be
shot from the point of view of a nostalgic man, who is describing the fun
adventures that he had with what seems to be his partner or friend. The viewers
are shown images of a woman enjoying herself and are therefore made to think
that what the man is describing is indeed the girl in the images. The campaign will
also be executed using a demonstration framework, wherein the characters in the
ad are showing the viewers how to best experience Regional Victoria. 
These two frameworks will work in conjunction to make viewers feel that they’re
peering into the individuals' memories.  However, towards the end, it becomes
apparent that the woman the man is describing is not a person, but Regional
Victoria itself.

Executional Framework
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The campaign will resonate with the target market, as it fits within the
eight-step consumer information processing model. First, viewers are
shown beautiful visuals to gain attention. A man’s voice-over then
starts the narration with “When I think of her”, which makes the viewer
wonder who he is pertaining to (exposure and selective attention). The
next few frames show a female enjoying herself at various spots in
Regional Victoria, whilst the VO describes “her” personality, which
makes viewers deduce that she is what the man is describing
(comprehension). At this moment, the viewers see the rest of the
stunning visuals and listen to the rest of the narration, which makes
them feel like they want to be in a similar situation (agreement). This is
also in congruence with Maslow’s hierarchy of needs where the target
audiences are seeking to fulfill self-actualisation by immersing
themselves in spontaneous and adventurous activities (Hsu & Huang,
2008). Also, this portion of the ad taps into the universal value of
stimulation, as the target audiences all want a form of escape when
they travel. Hence, being shown invigorating experiences will make
them aspire to be in a similar scenario.

In addition, visuals of the popular spots in Regional Victoria will be
shown, tapping into the memory of the viewers who have most likely
seen these places already (retrieval of information). When the last
frame flashes with the copy ‘Her name is Victoria’ and the Visit Victoria
logo, the viewers will realise that all the descriptions are for the place,
and not the person in the ad. This sudden realisation is also a form of
comprehension and is novel because the result is unexpected. This
‘aha moment’ therefore will increase its memorability (retention in
memory) because the viewer has tried to make sense of the ad and is
therefore more engaged. A connection is made between the woman’s
personality, and Regional Victoria’s persona. Both exemplify diversity,
vividness, and boldness, whilst still being cultured. This analogy is
meant to change the perception of the region from being dull and
lacklustre, to multidimensional. 

The overall aim is to generate attention and comprehension, increasing
the likelihood of consumers reaching the end of the decision making
process. The goal is to make Regional Victoria more personable and
relatable, by showing viewers how it has so much to offer by likening it
to a person. Thus, the campaign taps into both the emotional and
rational side of the consumer, utilising dual route processing. The dual
route is a good way to captivate the audience and increase preference
over other states (evaluation of alternatives). 

Lastly, Visit Victoria’s website details and logo are on the last frame
alongside the copy ‘Her name is Victoria’, which will pique the interest
of viewers and will give them a call to action to visit the website.

Justification
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The campaign will utilise a variety of promotional tools such as advertising,
public relations and digital media (Table 3). While public relations can help
build trust with the audience and generate positive publicity (Wynne, 2016),
digital media is the ideal way to reach a wide audience—especially the
younger target segments, in a cost-effective and measurable way. Each of
these tools will be used in different phases of the campaign and work in
tandem to convey messages that are both targeted and effective (Ekhlassi
& Mehrmanesh, 2012).

Promotional Tools

(TABLE  3 :  PROMOT IONAL  TOOLS )



Paid TV commercials, newspaper advertisements and radio
placements will be utilised to reach a wide target audience. During
phase one of the campaign, TV commercials will be aired in 30-second
commercial slots to increase awareness. Thereafter, the slots will be
reduced to 15-second versions. Advertisements will also be placed in
certain newspapers during this phase. In the second and third phases,
15-second radio snippets will also be rolled out and outdoor posters
will be placed around metropolitan Melbourne and Australia train
stations as a further way to enhance recall.

Advertising

As public relations can help with garnering publicity, the aim is to
generate buzz and generate WOM while increasing credibility amongst
the target segment. In the pre-launch phase, press releases will be
seeded and distributed to managing editors and staff writers of media
outfits (eg. Herald Sun, The Age, ABC) and other lifestyle sites (e.g.
Timeout, Broadsheet, etc.). During the teaser stage, sponsored ads with
just the copy ‘Her name is Victoria’ will be rolled out online to generate
buzz and interest. The sponsored ad will be posted by an anonymous
account and is meant to be cryptic.  Native advertising will also be
used in phase one of the campaign with an angle similar to “Who is
Victoria and why are we seeing it on our feed?”. After a week or two,
the TVC will be aired in conjunction with native advertising on lifestyle
sites explaining the connection between the mysterious ad and Visit
Victoria.

Public Relations

With digital media, five specially selected lifestyle and travel
influencers will be used to engage in influencer marketing during the
pre-launch phase of the campaign. These influencers will be invited to
various sponsored tours around Regional Victoria where they will be
tasked to vlog about their trip and post on their respective YouTube
and Instagram accounts with the hashtag #HerNameisVictoria. The trip
will happen months before the campaign goes live and the content will
only be uploaded after the TVC has aired. During phase one of the
campaign, the ad will also be placed on Visit Victoria’s own social
media channels and website. In subsequent months, sponsored ads
will be rolled out on social media platforms such as Facebook,
Instagram and YouTube. Content from the influencers will be
repurposed and user-generated content from the campaign will also
be used as part of Visit Victoria’s content marketing strategy.

Digital Media
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Campaign Evaluation
Strategy

Cognitive

T o  m e a s u r e  b r a n d  a w a r e n e s s  a n d  k n o w l e d g e ,
q u a n t i t a t i v e  r e s e a r c h  c a n  b e  c o n d u c t e d  t h r o u g h
s u r v e y s  a n d  f o c u s  g r o u p s  b e f o r e  a n d  a f t e r  t h e
c a m p a i g n .  T o  m i n i m i s e  r e s p o n s e  b i a s ,  o t h e r  t o o l s
s u c h  a s  G o o g l e  T r e n d s  a n d  s o c i a l  l i s t e n i n g  c a n  a l s o
b e  u s e d  t o  g a i n  f u r t h e r  i n s i g h t .  W h i l e  G o o g l e  T r e n d s
c a n  h e l p  w i t h  t r a c k i n g  s e a r c h  v o l u m e s ,  s o c i a l
l i s t e n i n g  w i l l  p r o v i d e  o r g a n i c  o p i n i o n s  o f  a u d i e n c e
t h o u g h t s .

Affective

T o  g a u g e  i f  t h e  t a r g e t  a u d i e n c e  h a s  m o r e  p o s i t i v e
f e e l i n g s  t o w a r d s  t h e  b r a n d ,  i n - d e p t h  i n t e r v i e w s  a n d
b r a n d  p e r c e p t i o n  s u r v e y s  m a y  b e  c o n d u c t e d  t o  g e t
i n s i g h t  o n  t h e  c o n s u m e r s ’  l e v e l  o f  p r e f e r e n c e  a n d
l i k i n g  t o w a r d s  R e g i o n a l  V i c t o r i a .  A  n e t  p r o m o t e r
s c o r e  ( N P S )  c a n  a l s o  b e  u s e d  t o  m e a s u r e  t h e
a u d i e n c e ’ s  l i k e l i h o o d  o f  r e c o m m e n d i n g  R e g i o n a l
V i c t o r i a  t o  o t h e r  i n d i v i d u a l s .   S i m i l a r  t o  t h e  c o g n i t i v e
s t a g e ,  o t h e r  t o o l s  s u c h  a s  s o c i a l  m e d i a  c a n  a l s o  b e
m o n i t o r e d  t o  s e e  w h a t  t h e  a u d i e n c e  i s  s a y i n g  a b o u t
t h e  b r a n d .

Conative

O n l i n e  m e t r i c s  s u c h  a s  V i s i t  V i c t o r i a  w e b s i t e  v i s i t s ,
c l i c k - t h r o u g h  r a t e  ( C T R )  i n  d i g i t a l  a d s ,  a n d  l o w
b o u n c e  r a t e s  c a n  b e  u s e d  t o  m e a s u r e  c a m p a i g n
e f f e c t i v e n e s s .  I d e a l l y ,  t h e r e  s h o u l d  b e  a  3 0 %  i n c r e a s e
i n  w e b s i t e  t r a f f i c  a f t e r  t h e  c a m p a i g n  h a s  r u n  i n
c o m p a r i s o n  t o  t r a f f i c  i n  2 0 2 0 .
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MEDIA  PLAN

The media strategy focuses on revitalising the image of
Regional Victoria by transforming a neutral brand into a
dynamic and engaging one. Since the different target
audiences may differ in terms of how they consume and use
media, multiple channels and mediums will be utilised to cater
to their usage and behaviour.  For the Young Singles and Young
Couples, digital media would be the primary tool, while TV
placements will cater more to Older Couples. Organic publicity,
OOH posters in urban areas, and radio ads will also be used to
tap all audiences.  Various formats will also be used (ie. static
images, audio, and video) in different channels to reinforce the
message that Regional Victoria is indeed a place to visit
because it is diverse, dynamic, and the complete opposite of
dull.

Media Strategy

Cognitive: Increase brand awareness and revitalise Regional
Victoria’s image by garnering a reach of 5 Million people
online with at least a frequency of 5-8  times and 250,000 ad
views on Youtube within the next 12 months

Affective: Increase preference and liking by achieving 25%
more engagement on Visit Victoria’s social media channels
within the next 12 months

Conative: Get viewers to visit the Visit Victoria site after
seeing the ad by achieving at least a 4% click-through rate
on digital ads

Objectives
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The media selected are television, radio, newspapers, OOH and
digital media. Television is the best tool to use in phase one of
the advertising campaign due to its high reach and visibility. It is
also an ideal way to introduce the campaign to a wide audience
before utilising other tools such as social media to tie it all
together. Since the advertisement has visual and emotional
elements, and tells a story, television will also imbue message
and meaning to the audience more than a static ad (Quora,
2019).

In Australia, broadcast television is watched by 19.64 million
Australians, approximately 82.6% of the population (Nielsen,
2018). Out of these numbers, traditional media is still favoured by
the older generation (Oztam, 2017), hence the commercial for
older couples without children will be played on television more
frequently than the commercial for young singles and young
couples. The commercial will be aired on Australia’s top TV
networks such as Channel 9, Channel 7 and Channel 10 as they
have the widest reach (Viacomcbs, 2019). It will also be aired
during 6-9pm slots when most of the prime TV shows are
broadcasted. Foxtel has been selected as another channel as the
pay TV service has grown their audience by 1.5% in the past year
and has become increasingly popular with Australians (Roy
Morgan, 2019). For older couples without children, the
commercial will also be aired on SBS as they are popular with the
selected target segment’s Helix Persona – “Domestic Bliss”.

Similar to TV, newspapers also have wide reach and
advertisements will be placed in phase one of the campaign.
They are also a desirable audience as segments that read
newspapers are well-educated (Katz, 2019) which fits into the
sophisticated, cultural and progressive target segments selected.
The ad will be placed in The Australian as it has the largest
national readership and is one of the most popular newspapers
(Roy Morgan, 2020). Ads will also be placed in the Sydney
Morning Herald and The Age as a sizeable amount of the target
segment resides in both these areas. Both newspapers are also
read by ideal target segments – high- income individuals that
are between 30-64 years old (nine, n.d.)

Specific Media Choices
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The advertisement will also be aired on radio channels during phase 2 and phase 3 of the
campaign. As the ad will have already been aired on television, having radio as a secondary
medium can help enhance recall by creating a visual image in the listener's mind from the TV
commercials that they have previously seen (Kat, 2019). In 2019, radio also reached 77.3% of
Australians in metropolitan cities with commercial breakfast radio and drive having the most
listeners (Wilson, 2020). With these figures in mind, the radio ad will be aired during those
specific time slots with radio channels selected based on popularity and whether or not it fits
in with the audience that the campaign is targeting. For example, 2GB has the top breakfast
rating position in Sydney with most of the audience above 40 years old (Lallo & Carmody,
2020), hence the older couple without kids ad will be aired more on this radio channel. Fox FM
on the other hand is mostly listened to by the younger demographic (media.info, 2018) and
thus, the young couples ad will air more on this channel. To hit a wider target audience, the
ad will also be aired on Nova – an Australian-wide radio channel that is popular with the
younger to mid-range audience.

OOH posters will be placed in phase 2 and 3 of the campaign as it is a good tool to use in
recall of TV advertising. It will also help with sustaining brand awareness and can reach a
wide range of individuals. Furthermore, OOH are accepted as part of the urban landscape,
and have a higher chance of resonating with an audience as these ads cannot be blocked
like online ads can (JCDecaux, n.d.)These OOH posters will be placed in both metropolitan
Melbourne along with train stations Australia-wide for maximum exposure.

With digital media, ads will be placed on Instagram, Facebook and YouTube in phase one and
two of the campaign. Keywords used in these digital media channels will include travel, visit,
discover, holiday, vacation, wine, art, hiking, Regional Victoria, experience, relaxation and
beach. As digital media is most widely used by the younger demographic, the other two ads
will be aired more than the older couples without children ad. That ad however, will air on
Facebook as it remains the most used platform for the older demographic (yellow, 2020).

For the younger demographic, the ads will also be placed on YouTube as it is the second
most popular platform and watched by over half of Australians (yellow, 2020) as well as
Instagram as it caters heavily to individuals aged 18-29 (yellow, 2020). Influencers will also
be engaged to showcase content on their YouTube and Instagram channels. These
influencers were specifically chosen as they resonate with the target audience, have a
sizeable following and post travel content. The influencers selected are Brooke Saward
(worldwanderlust), Emily Collie (melbournegirl), angelagiakas and couples Alesha & Jarryd
(nomadasaurus) and Kate & Olly (kotravellers).

Native advertising will also be utilised in phase 2 as it is more engaging than traditional
display banner ads and has higher engagement (Olenski, 2017). Since this advertising
campaign is about travel and shares the multitude of experiences that Regional Victoria
offers, the ad will be placed on sizeable readership publications such as Broadsheet, Timeout
and The Urban List that drive conversation through unparalleled storytelling and experiences.



PAGE  27

Media  Budget  & Schedule  

(TABLE  4 - 1 :  MEDIA  BUDGET  &  SCHEDULE )
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Media  Budget  & Schedule  

(F IGURE  1 1 :  MEDIA  CHOICE  FOR  REACH ING  YOUNG  S INGLES )

(TABLE  4 -2 :  MEDIA  BUDGET  &  SCHEDULE )
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(F IGURE  1 2 :  MEDIA  CHOICE  FOR  REACH ING  YOUNG  COUPLES )

(F IGURE  1 3 :  MEDIA  CHOICE  FOR  REACH ING  OLDER  COUPLES )



The campaign reach and frequency will be monitored on each platform based on
various metrics. The teaser phase will be monitored by assessing reach, impressions,
and engagement on each of the social media platforms. In addition to this, MPR will
be monitored by assessing the share of voice, website referrals and website alerts.

Television will be monitored using metrics such as the GRP and TRP while
newspapers will be measured through circulation and readership. For radio, metrics
such as the cost per lead, return on ad spent assisting in brand recall and ratings
metrics for audience numbers will be used. Native advertising will be monitored
through click-through rate, and if shared via social media, engagement on social
media. Visibility research can be used to measure OOH. 

Lastly, digital media will be monitored by observing impressions, conversion rates,
cost per lead, website traffic, returning visitors, and click-through rate. If future
monitoring is required, surveys can also be conducted to understand the return on
investment.

Media Evaluation Strategy
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(Ad Script for Young Singles)



O L D E R  C O U P L E S  N O  K I D S  -  H E R  N A M E  I S  V I C T O R I A
 

W h e n  I  t h i n k  o f  h e r ,  I  t h i n k  o f  l o n g  d r i v e s  d o w n  t o w a r d s
t h e  b e a c h ,  w h e n  t h e  d e s t i n a t i o n  i s  o n l y  h a l f  t h e  s t o r y

( b e a c h  –  t h e n  s h o p  n e x t  t o  b e a c h )

I  t h i n k  o f  w a l k s  t h r o u g h  t h e  r o l l i n g  v a l l e y s ,  a n d  h e r
k n o w l e d g e  o f  e v e r y t h i n g  l o c a l  ( y a r r a  v a l l e y )

S h e  h o l d s  a  l o t  o f  h i s t o r y ,  a n d  i s  a l w a y s  r e a d y  t o  c r e a t e
m o r e  ( b a l l a r a t / b e n d i g o )

S h e ’ s  g o t  s u r p r i s e s  a r o u n d  e v e r y  c o r n e r ,  e v e r y  t r a c k …
e v e r y  d o o r  ( h i g h l a n d s )

y e a h ,  s h e  c a n  b e  r o u g h  a r o u n d  t h e  e d g e s ,  b u t  s h e  l i k e s
t h e  f i n e r  t h i n g s  t o o  ( f i n e  d i n i n g )

A n d  j u s t  w h e n  y o u  t h i n k  y o u  k n o w  e v e r y t h i n g  t h e r e  i s  t o
k n o w ,  s h e ’ l l  s h o w  y o u  a n o t h e r  s i d e  t o  h e r  ( b i g  d r i f t )

H e r  n a m e  i s  V i c t o r i a  

(Ad Script for Young Couples)

Y O U N G  C O U P L E S  –  H E R  N A M E  I S  V I C T O R I A  
 

W h e n  I  t h i n k  o f  h e r ,  I  t h i n k  o f  t h a t  f i r s t  s i p  o f  l o c a l  b r e w ,
b e f o r e  a  w a l k  a l o n g  t h e  b e a c h  ( M o r n i n g t o n ,  c o f f e e )

R e l a x i n g  n i g h t s  b y  t h e  f i r e ,  p e r f e c t  a f t e r  a  d a y  o n  t h e  i c e
( s k i  l o d g e / H o t h a m )

S h e  k n o w s  h o w  t o  s l o w  i t  d o w n ,  s h o w i n g  y o u  t h e  p e r f e c t
e s c a p e .  ( h o t  s p r i n g s )

S h e  l o v e s  a l l  t h e  w i l d l i f e ,  n o t h i n g  i s  m o r e  e x c i t i n g  t o  h e r
( p e n g u i n s  a t  P h i l l i p  i s l a n d )

S h e ’ s  g o t  t h e  d i n n e r  c o v e r e d ,  w e l l ,  k n o w s  w h e r e  t o  g o  a t
l e a s t  ( r e s t a u r a n t s )

A n d  j u s t  w h e n  y o u  t h i n k  y o u  k n o w  h e r ,  y o u ’ l l  r e a l i s e
t h e r e ’ s  m o r e  t o  s e e  ( u n e x p e c t e d  w a t e r f a l l )

H e r  n a m e  i s  V i c t o r i a

(Ad Script for Older Couples No Kids)
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APPENDIX  C-

MEDIA  MOCKUP  

(OOH Ad for Old Couples Without Kids)

(OOH Ad for Young Couples)
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(Newspaper Ad for Old Couples Without Kids)

(YouTube Ad for Young Couples & Young Singles)
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(Instagram Ad for Young Singles)
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(Instagram Ad for Young Couples)
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(Facebook Ad for Young Singles)
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(Snippet of Video Ad for Young

Singles)

https://vimeo.com/469712322
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