
Campaign Strategy

In May 2010 Tourism Australia launched its global There’s Nothing like Australia campaign. 

Since then, the campaign has appeared in 25 countries and been translated into 17 languages. It has 

been used by 180 Tourism Australia partners including airlines, State Tourism Organisations (STOs), travel 

distributors and the Australian industry.

Ordinary Australians have also been invited to engage with the campaign, uploading around 60,000 stories 

and photos to www.nothinglikeaustralia.com, giving travellers around the world ideas and inspiration for an 

Australian holiday.

The campaign has proven to be an excellent platform for communicating with Tourism Australia’s target 

audience that Australia is a must-see destination with some of the world’s best tourism experiences. 

There’s nothing like Australia was designed to be long-lasting and flexible, a campaign that could evolve to 

stay relevant for target consumers in a highly competitive and fast-changing global tourism environment. 

After two successful years in market the global campaign creative has been refreshed and updated to reflect 

current business conditions including the adoption of the Australian Government’s Tourism 2020 strategy.

There’s nothing like Australia: Phase 2
The new phase of There’s nothing like Australia builds on an already successful and established platform. The 

next phase of the campaign specifically focuses on quality, highlighting examples of the some of the most 

outstanding experiences that Australia has to offer. It shows people new ‘news’ about Australia; challenging 

stereotypical views of the country.

Tourism Australia believes leading with Australia’s best will create a positive effect for the broader Australian 

tourism industry and complement both Tourism Australia’s and the state and territory tourism organisation’s 

existing campaign activities to inspire and motivate people to travel to and within Australia.

Australia has a wealth of assets, natural and man-made, that differentiate it from other destinations around 

the world. The next stage of the campaign shows these assets in a contemporary, sophisticated, energetic 

and inspiring way. Focusing on high quality products rather than broad based experiences will show 

travellers what makes an Australian holiday distinct and unique. 

As with the first phase of the campaign, the campaign will focus strongly on the digital, social media and 

advocacy channels that have become so central to researching, planning and booking holidays. 

The second phase of There’s nothing like Australia will be launched in June 2012.

 There’s nothing like Australia campaign – Phase 2

Creative Execution
The second phase of There’s nothing like Australia is an integrated and multi-channel campaign which includes:

•  A new broadcast ad highlighting examples of world class product and experiences in Australia which will be used in 

broadcast, cinema and digital channels;

•  New interactive tablet application;

•  New print and digital executions, including interactive and rich media digital advertising banners;

•  Social media  campaigns; 

•  Online video content  and short films;

•  New consumer, media and trade itineraries;

•  New destination content for australia.com which will continue to be the heart of the campaign and the call to action 

on all advertising.

While there are common elements which will feature in all executions of the campaign, there are also subtle variations for 

different markets, through the use of colloquial language translations and the inclusion of different sets of experiences 

based on consumer research. This tailoring has been designed from the outset, to enable Tourism Australia to create a 

campaign that is both globally consistent and locally relevant. Experts in international markets will pick the elements that 

work best for their particular audiences. Digital elements will allow for a wider showcase of experiences catering for a 

range of different budgets.

Measuring Success
Consumer response to the campaign in-market will be monitored through campaign evaluation research using 

many indicators, including impact on consumer awareness; consumer preferences; and intention to visit Australia. 

Quantitative measures will also be used to track visitation numbers and destinations visited. Tourism Australia’s ability 

to attract and work with industry partners on the campaign will also be measured.

For further information visit www.tourism.australia.com/tnla



Target Audience
The broad target audience for the campaign is leisure travellers who are highly predisposed to visiting Australia. 

While target audiences vary in individual markets, the consumer who holidays in Australia is predominantly a well 

travelled and sophisticated consumer. 

The new campaign creative will, target Australia’s key consumer audience by highlighting world’s best in Australia, 

including the accommodation options and facilities, the glamour and excitement of our contemporary cities, our 

globally renowned food and our wine, and our magnificent natural wonders.

By focusing on examples of Australia’s best product, the next phase of the campaign aims to encourage these 

visitors to travel further and spend more on an Australian holiday. Tourism Australia believes the approach will 

resonate particularly well with Asia’s growing, affluent middle class, especially in key markets such as China, across 

South East Asia and the fast emerging markets of India and Indonesia.

Campaign Development
New advertising creative has been developed to showcase distinctive and high quality Australian tourism products 

and experiences that are amongst the finest in the world. The starring role of the new creative is Australia, 

showing the country’s best natural and man-made attractions. The new creative will show a more contemporary, 

sophisticated, energetic and inspiring Australia and will present a stronger image of the quality experiences 

available to consumers when they visit Australia for a holiday.

In developing the next phase of the campaign, extensive global consumer research and testing of the creative concepts 

was conducted in Australia and key international tourism markets to refine the concepts and ensure the experiences 

featured in the ads resonate with target consumers in these markets.

The new creative will target Australia’s key consumer audience by highlighting examples of what is unique and 

different about Australia, including accommodation options, the vibrancy and excitement of our contemporary 

cities, our globally renowned food and our wine, and our magnificent natural wonders. The products and 

destinations have been carefully selected to demonstrate that Australia has distinctive and high quality tourism 

products and experiences that are amongst the finest in the world. 

It will include iconic Australian experiences such as Uluru, Sydney Harbour, Melbourne, the Great Ocean Road, the 

Great Barrier Reef, Kangaroo Island, the Kimberley, the Gold Coast, Tasmania and the Blue Mountains.

By leading with examples of Australia’s best the campaign aims to create a broader ‘halo’ effect for  

Australian tourism. 

Examples of Creative

DISCOVER THE BUNGLE BUNGLE RANGES AT AUSTRALIA .COM

Explore sculptures 60 million 
years in the making .

EXPLORE BEAUTIFUL PEBBLY BEACH AT AUSTRALIA .COM

Meeting the locals has never 
been more memorable .

DISCOVER THE WHITSUNDAY ISL ANDS AT AUSTRALIA .COM

Welcome to the world ’s 
most scenic runway.

EXPLORE INSPIRING CAPE LEVEQUE AT AUSTRALIA .COM

WHERE FRESH 
SEAFOOD  

COMES WITH 
ANCIENT 
STORIES .


