DESTINATION NSW
MARKETING UPDATE
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1.0 VISITOR SNAPSHOT

2.0 NSW ‘FEEL NEW’ BRAND UPDATE

3.0 SUPPORTING OUR REGIONS

4.0 GETTING THE MOST FROM DESTINATION NSW
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DOMESTIC CONFIDENCE TO TRAVEL IS STRONG

TRAVEL CONFIDENCE IN NEXT 3 MONTHS (VERY/QUITE CONFIDENT)
TOTAL TRAVELLERS : JAN’23 — MAR’23
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59: HOW CONFIDENT ARE YOU IN BEING ABLE TRAVEL TO THE FOLLOWING PLACES IN THE NEXT 3 MONTHS?

OVERSEAS

46%

A A

A A 38% 43% 46% 46%
18%
- = m
— -

Jul-Sep Oct-Dec lan-Mar Apr-May Jul-Sep Oct-Dec Jan-Mar
21 21 ‘22 22 22 ‘22 23

Destination NSW Brand Engagement Monitor



INTENTION TO VISIT NSW VERSUS OTHER STATES

CONSIDER BOOKING IN NEXT 3 MONTHS
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KNOWLEDGE OF NSW REGIONS AMONGST AUSTRALIANS
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FINANCIAL CONFIDENCE & COST OF LIVING A CHALLENGE

FINANCIAL CONFIDENCE
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32%
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FINANCIAL CONFIDENCE
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AUSPULSE : A3: How confident are you in your ability to meet your current financial needs? [0-10 ratings]
Base: Total sample — national and state ranges from n= 1002-1039
SOURCE : FiftyfiveS AusPulse Survey
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DOMESTIC DRIVERS OF TRAVEL INTENTION

IMAGE : STATES
DRIVERS (LAST 5 MONTHS)  DRIVERS OF TRAVEL INTENTION
NOV 21 — MAR 22

Has world class beaches 13.2

Offers good value for money N 13.0
Is a great place to relax and unwind [N 124

Has excellent weather 8.8

Holds events worth travelling for (e.g sporting .. INNN—————_ 88 |
Is a place for the whole family Y 8.0
Has lots of things to see and do [ 6.9
Has a good nightlife | NN 5.3
Has welcoming and friendly people [N 5.0 CATEGORIES
Is a great place to spend time in nature [ 3.2

Has beautiful scenery [ 3.0

Natural Environment

Active / culture

Has world-class arts and cultural experiences [ NNEEEN 2.9 Welcoming
High quality food, wine and local produce | 2.9 Beachy Weather
Is inclusive of different lifestyles and perspectives [ 2.4 Value
Has a diverse range of natural environments to... [N 2.4 Indigenous

Offers unigue experiences [l 1.3 Unique experiences

Celebrates Aboriginal culture and history | 0.6 Inclusive

1 2 3 4 5 -~ TOP DRIVERS 014
A10A: WHICH OF THESE DESTINATIONS DO YOU ASSOCIATE WITH THE STATEMENT BELOW?
BASE: TRAVELLERS — NOV 21-MAR 22 N=5,041; — NOV 22-MAR 23 N=5,325
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DOMESTIC DRIVERS OF TRAVEL INTENTION

IMAGE : STATES

DRIVERS (LAST 5 MONTHS) DRIVERS

OF TRAVEL INTENTION

NOV 21 - MAR 22

Has world class beaches
Offers good value for money
Is a great place to relax and unwind

Has excellent weather

Holds events worth travelling for (e.g. sporting, ...

Is a place for the whole family

Has lots of things to see and do

Has a good nightlife

Has welcoming and friendly people

Is a great place to spend time in nature

Has beautiful scenery

Has world-class arts and cultural experiences
High quality food, wine and local produce

Is inclusive of different lifestyles and perspectives
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Has a diverse range of natural environments to... [N 2.4

Offers unique experiences

Celebrates Aboriginal culture and history
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BASE: TRAVELLERS — NOV 21-MAR 22 N=5,041; — NOV 22-MAR 23 N=5,325
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DRIVERS OF TRAVEL INTENTION

NOV 22 -

Has world class beaches

Holds events worth travelling for (e.g. sporting,...

Is a great place to relax and unwind

Offers good value for money

Is a place for the whole family

Has a good nightlife

Has lots of things to see and do

Has excellent weather

Has welcoming and friendly people

High quality food, wine and local produce

Has world-class arts and cultural experiences

Is a great place to spend time in nature

Has a diverse range of natural environments to explore
Has beautiful scenery

Is inclusive of different lifestyles and perspectives
Offers unique experiences

Celebrates Aboriginal culture and history
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DRIVES OF TRAVEL INTENTION (EACH LEVEL OF THE FUNNEL)
TOTAL TRAVELLERS
CONSIDERATION ACTIVE PLANNING BOOKED
11.8 16.9 220
10.7 14.34[—0 Offers good value for money (I 15.6
10.5 —» Offers good value for money I 11.0 12.4
9.8 10.0 9.0
9.4 8.1 6.8
7.3 7.1 6.6
Offers good value for money I 6.4 — 6.8 6.6
5.4 43 41
4.4 3.9 3.3
4.4 3.7 3.3
41 3.6 2.7
3.8 2.8 2.0
3.7 2.2 1.8
2.8 2.0 17
24 1.8 1.2
2.2 1.1 1.0
1.0 0.2 0.2
ErTE TS B
Change Change Change
?::f;i Ezyod value .45 :‘))frf?nri ﬁz:d value 3.7 g‘::, ﬁ::d value +1.7 t 1
A10A: WHICH OF THESE DESTINATIONS DO YOU ASSOCIATE WITH THE STATEMENT BELOW?
BASE: TRAVELLERS — NOV 22-MAR 23 N=5,325
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FROM MAKING PEOPLE WANT THINGS..
TO MAKING THINGS PEOPLE WANT.



NSW DESTINATIONS RANKED BY AWARENESS AND APPEAL

APPEAL (AMONGST THOSE AWARE)
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WHY DOES HAVING A
NSW BRAND MATTER?



THE FUNNEL

P

o




WIDENING THE FUNNEL




: WIN IN CONSIDERATION! .







Make marketing more affordable Yy YUB US YOYe &

DRIVING DEMAND
THROUGH
CO-OPERATIVE
MARKETING

Reduce competition between campaigns
Complement existing marketing activity
Unify destinations with the FEEL NEW Brand

o Do Do Do

DNSW Marketing Update
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surf and the , kay: vat o maagic
th Coas ' é i yo erf ature from new anc

Feel the magic at Bombo Learn more LEt_ waves recharge you at Learn more Chase the thunder of Learn more Unwmd >a‘t Cupitt's Estate in Learn more Wander the trail off Killalea Learn more
Headland Thirroul Beach Carrington Falls Ulladalla Beach

] Comment
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Indulge in a winter warmer

DNSW Marketing Update
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