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Good morning,
For yours and Minister Courtney’s visibility, here are the campaign assets that are available to
Tasmania’s hospitality operators as part of the new Welcome Back campaign. The assets include:

- Posters, coasters, badges, campaign logo and social media assets (coming soon)
Attached is the Welcome Back Campaign Toolkit and here is the Welcome Back television commercial
that will be played at the launch and will air on TV tonight.
Please let me know if you require any further information.

Kind regards,

Level 3, 15 Murray Street Hobart TAS 7000 | GPO Box 399 Hobart TAS 7001
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WELCOME BACK CAMPAIGN TOOLKIT

Weleceme Back — intreduction

TOGETHER WE WILL REBUILD AND RETURN STRONGER

— Tasmania’s tourism and hospitality industry has been significantly
impacted by the COVID-19 pandemic.

This sector has been a strong job creator in our state and is critical
to supporting the overall economic recovery of Tasmania in both the

short and longer term.

The Welcome Back campaign will encourage Tasmanians to enjoy

their local pub, their favourite restaurants, cafes or venue.

It’s important that during every step in our recovery the health of

Tasmanians, as well as your staff and patrons, is our highest priority.

Please ensure your business complies with the COVID-Safety
guidelines and help us continue to keep Tasmanians safe. Advice and

assistance is available from Business Tasmania on 1800 440 026.





Campaign everview and timeline

— Welcome Back is a marketing campaign to support
Tasmania’s hospitality industry.

It will show Tasmanians that their local café, restaurant,
pub, club or venue is the perfect place to relax and catch
up with friends and family in safe, familiar surroundings.

It will remind people that there are plenty of fantastic
places that want to welcome back Tasmanians for a
morning coffee, lunchtime burger, pub dinner, knockoff
drink on Friday night or to celebrate any occasion.

Tasmanians will see campaign advertising on television,
digital platforms and across radio networks around the
state.

The campaign will run for three months, with Tasmania’s
hospitality industry encouraged to get behind the
campaign and use it to inspire Tasmanians to support
their local pub, club, café, restaurant or venue. This
toolkit explains how you can get involved.
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COVIAD-19 safety

— The health and safety of your staff and guests is the first
and highest priority. All businesses are required to have a
COVID-19 Safety Plan in place and will need to demonstrate
how they are complying with the minimum standards of the
Government’s COVID-19 Safe Workplaces Framework.

Read coronavirus.tas.gov.au

so you are aware what is and is not
permitted and what that means for
your business.

You must have prepared your
business to be COVID Safe and
have read the guidelines for the

tourism industry and hospitality

industry. If you need additional
information or support to develop
safety plans contact Business
Tasmania on 1800 440 026.

Communicate with your guests
and customers about what you
are doing to keep you and them
safe. For example, ensuring
appropriate social distancing
and hygiene measures.

Prepare and support your staff
with communications and training.
Information for the hospitality
industry is available from the
Tasmanian Hospitality Association.

Have a plan in place for how you
will manage staff members who
attend work ill and may need to be
tested. Information on who should
be tested is on the Government's

coronavirus website.

COVID-19 Safe templates, checklists,
tools and other resources are on the

WorkSafe Tasmania website. Contact

WorkSafe Tasmania with any questions

on these requirements.

The Tasmanian Hospitality Association

can help answer your COVID-19
questions on 6220 7300.



https://www.coronavirus.tas.gov.au/families-community/roadmap-to-recovery

https://www.worksafe.tas.gov.au/topics/Health-and-Safety/safety-alerts/coronavirus/covid-safe-workplaces-framework

https://www.worksafe.tas.gov.au/topics/Health-and-Safety/safety-alerts/coronavirus/covid-safe-workplaces-framework

https://worksafe.tas.gov.au/__data/assets/pdf_file/0006/568896/COVID-Safe-Workplace-Guidelines-Tourism.pdf

https://worksafe.tas.gov.au/__data/assets/pdf_file/0009/568548/COVID-Safe-Workplace-Guidelines-Hospitality.pdf

https://worksafe.tas.gov.au/__data/assets/pdf_file/0009/568548/COVID-Safe-Workplace-Guidelines-Hospitality.pdf

https://www.business.tas.gov.au/home

https://www.business.tas.gov.au/home

https://info.typsy.com/tha-covid-support-plan

https://www.coronavirus.tas.gov.au/business-and-employees/Employers

https://www.coronavirus.tas.gov.au/business-and-employees/Employers

https://www.worksafe.tas.gov.au/topics/Health-and-Safety/safety-alerts/coronavirus/covid-safe-workplaces-framework#COVID-19-Safe-Workplace-Guidelines

https://www.worksafe.tas.gov.au/contact
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Get invelied

— Industry has a key role to play in Welcome Back. Businesses
are encouraged fo incorporate the campaign in their marketing
activity and to champion the campaign to Tasmanians, inspiring
people to get out and support their local hospitality venues.

—  Use the Welcome Back assets
and messages on your own

communications channels. Activate

your own marketing activity,
get creative and leverage the
campaign for your business.

— Determine if there are special

experiences or extra value you can

offer Tasmanians.

— Look at ways you can convert

existing, encourage past or engage

new customers.

— Share videos on your social media
platforms showing how you will
Welcome Back your guests (see our
tips on how to create great social

content on page 11).

— Register or update your
existing business details on

buysomethingtasmanian.com.au

Stand out in the market by
updating your Google for Business
listing and optimising your own
website so your business is easily
found online. Digital Ready has
free resources to help small

businesses develop and improve
their online presence.

Add or update your business
information and operating hours
on the Australian Tourism Data

Warehouse to update your listing
on discovertasmania.com.au and

other tourism websites.



https://buysomethingtasmanian.com.au

https://digitalready.tas.gov.au/resources/?q=Search+Engine+Optimisation&type=14

https://tourismtasmania.com.au/marketing/atdw

https://tourismtasmania.com.au/marketing/atdw

http://discovertasmania.com.au



Secial media

— Social media presents a great opportunity for businesses
to bring the campaign to life and engage Tasmanians with any
special experiences or value-adds that can be offered.

The Welcome Back campaign will not have a dedicated social
media account, but there are a number of things you can do to
increase your exposure.

When posting about the campaign, include ‘Welcome Back’

in the caption. Use the campaign assets to spread the word to
your followers, let people know you are open for business and
create captivating social media videos and stories to showcase
what makes your product or experience special and use it as
an invitation for people to make themselves at home in your
business.

Using #WelcomeBackTassie is a great way to increase exposure
of your product to a large audience of potential customers.
Encourage your staff, guests, friends and family to share their
experiences of your product on social media and to use the
hashtag - more shares means more exposure.

The THA will be monitoring #WelcomeBackTassie throughout
the course of the campaign.



http://#WelcomeBackTassie
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— Whether it’s a video or a photo with an accompanying
caption, there are some simple things you can do to give
your social posts the ‘likes’ it deserves.

Keep your audience top of mind

For social media content to be effective you must always keep your
audience top of mind. By thinking about your audience, you will have

a better chance of sharing content that is engaging and relevant. Most
people look at their social newsfeed to get updates from family and
friends, so the content that we post needs to be able to compete with

that, and not appear too commercial.

Use ‘thumb-stopping’ quality imagery and video
You only have a few seconds to connect with someone or they keep
scrolling. With this in mind use eye-catching and captivating imagery

or visuals to hook your audience.

Maximise your content for the mobile screen
Vertical imagery and video works best as it maximises the real estate of

the social post and will stand out further in people’s feed.

Use compelling video with or without sound

A great video should grab the attention of the audience with or without
sound. Around 85 per cent of videos on Facebook are watched without
sound, so assume people are not listening. Use video as an opportunity
to visually show off your experience or product, rather than talking
about it. If there is talking, add subtitles.

11





— Elements of great social media images
The following elements are guidelines to what images work well on social

channels and tend to result in high levels of engagement:

Imagery that people want to share and add to the story
(ie: this will be me on Friday night. | want to go to XYZ to see/do/eat...)

Images that incorporate ‘leading lines’ - lines that draw the eye to a focal

point within the image

Images that are original and from a different perspective are often well

received.

Don't forget — social media is only social when you are social. Wrap up your
customer service and really engage and monitor messages and comments on

your social channels.
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TASMANIAN GIPHY STICKERS

— Use Tourism Tasmania’s GIPHY stickers on your Instagram
and Facebook Stories. These are animated GIFs that overlay
an image or video on social media, adding character and
expression to make content more engaging. We've created a
Tasmanian range that you can ‘stick’ on your Stories.

— Click ‘add to story’ on Instagram or Facebook.
— Select your image or video content.

— Click on the . ‘GIF sticker’ feature and type ‘discovertasmania’ in the

search bar.
— Tap on the sticker you like.
— Move the sticker around your image or video until you’re happy with it.

— On Instagram Stories tag @tasmania and add #welcomebacktassie and

#discoverTasmania so we can see your use of our stickers and share.

— Post it to your Story.
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— There are a number of excellent resources online to help
you get the most out of your social media channels. The
following resources will provide you with great tips and assist
you with creating captivation social media videos that welcome
Tasmanians back to your business.

— Talking Tourism podcast episode 45 Covid-19 Special: Social Media

Strategy with Liza-Jane Sowden, Tourism Tasmania’s Social Media Manager

— Tourism Australia’s four-part video series on how the Australian tourism

industry can get the most out of social media

— Facebook and Instagram Business Hubs provide a wealth of tips and tricks,

including guides for:

—  Creating photos and videos to captivate your audience on Instagram

—  Step-by-step guide for creating Instagram stories

— Tips and tools for creating social media content

—  Best practices for optimising videos for mobile




https://www.buzzsprout.com/318554/3612760-talking-tourism-episode-45-covid-19-special-social-media-strategy-with-liza-jane-sowden

https://www.tourism.australia.com/en/events-and-tools/industry-resources/building-your-tourism-business/using-social-media.html

https://www.facebook.com/business

https://business.instagram.com/tips/

https://business.instagram.com/blog/a-step-by-step-guide-create-photos-and-videos-to-captivate-your-audience-on-instagram-/

https://business.instagram.com/blog/a-step-by-step-guide-create-playful-and-interactive-instagram-stories/

https://www.facebook.com/business/learn/lessons/social-media-tips-and-tools?ref=search_new_17

https://www.facebook.com/business/help/1133071230160268?id=271710926837064&ref=search_new_15
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Toolkil agsets

— Align your marketing activity with the
Welcome Back campaign and use the
toolkit assets in ways that are relevant
for your business.

The toolkit assets are available on the
Tourism Tasmania website.

15



http://www.tourismtasmania.com.au



CAMPAIGN LOGO

The Welcome Back logo can be used on any of
your business’s campaign related marketing,
including posters, brochures, email marketing
communications, local press ads and your
website and social media pages.

The logo should be used in the exact format
it is supplied. It can be resized to suit the
application, but please do not distort, modify,
recolour, remove or add additional words of
components to the logo.






The campaign coasters are a
great way to share the campaign
and can be displayed at your
business premises.

We missed you!

There are a few new rules in place to keep
everyone safe. Please socialise safely, wash your
hands regularly and stay 1.5m from others.

Share your photos with #WelcomeBackTassie
on Facebook and Instagram and most
importantly, enjoy yourself!

welcomebacktassie.com.au










There are a number of campaign social Subscribe to the Tourism Talk e-newsletter to
media tiles and 15 second and 30 second be noftified when they are available.

videos that you can download and use on

your social media channels.

\JOQ(CGMe

BACK!

welcomebacktassie.com.au
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https://us13.list-manage.com/subscribe?u=d74e1c775a64f6a349d3ff547&id=dfc6a4422c

https://www.dropbox.com/s/sqv46h755uyjhmh/Make%20Yourself%20At%20Home%20-%20Campaign%20Launch%20Video.mp4?dl=0



POSTERS

The campaign posters are a great
way to share the campaign and can
be printed and displayed at your
business premises.

Hey Tassie... it’s time to catch up again! You can officially return
fo your favourite pubs, hotels, accommodation, restaurants,
ng and RSL clubs.

Hey Tassie... it's time to ch up again! You can officially return Hey Tassie... it's time to catch
fo your favourite pubs, ommodation, restaurants, fo your favourite pub:

&s, and community, sporting and RSL clubs cafés, and comm




https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0
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Hey Tassie... it’s time to catch up again! You can officially return Hey Tassie... it’s time to catch up again! You can officially return
to your favourite pubs, hotels, accommodation, restaurants, to your favourite pubs, hotels, accommodation, restaurants,
cafés, and community, sporting and RSL clubs. cafés, and community, sporting and RSL clubs.

#WelcomeBackTassie welcomebacktassie.com.au #WelcomeBackTassie welcomebacktassie.com.au

Hey Tassie... it’s time to catch up again! You can officially return Hey Tassie... it’s time to catch up again! You can officially return
to your favourite pubs, hotels, accommodation, restaurants, to your favourite pubs, hotels, accommodation, restaurants,
cafés, and community, sporting and RSL clubs. cafés, and community, sporting and RSL clubs.

#WelcomeBackTassie welcomebacktassie.com.au #WelcomeBackTassie welcomebacktassie.com.au




https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0



it’s time fo catch up again! You can officially return Hey Tassie... it’s time to catch up again! You can officially return
fo your favourite pubs, hotels, accommodation, restaurants, fo your favourite pubs, hotels, accommodation, restaurants,
afés, and community, sporting and RSL clubs. 5s, and community, sporting and RSL clubs.

comeBa omebacktassie.com.au #WelcomeBackTassi comebacktassie.com.au
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Hey Tassi s time to catch up again! You can officially return ie... it’s time to catch up again! You can officially return
fo your favourite pubs, hotels, accommodation, restaurants, fo your favourite pubs, hotels, accommodation, restaurants,
afés, and community, sporting and RSL clubs. 5s, and community, sporting and RSL clubs.

comeBa omebacktassie.com.au #WelcomeBackTassie welcomebacktassie.com.au




https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0
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V.

Hey Tassie... it’s time h up again! You can officially return
fo your favourite pubs, hotels, accommodation, restaurants, fo your favourite pubs, hotels, accommodation, restaurants,
cafés, and communi orting and RSL clubs. cafés, and commur sorting and RSL ¢

% H\A
#Welc au #Welcorr

Hey Tassie... it’s time tch up again! You can officially return Hey Tassie... it’s time tc h up again! You can officially return
fo your favourite pubs, he mmodation, restaurants, to your favourite pubs, ho mmodation, restaurants,
cafés, and community, sporting and RSL clubs. afés, and communit ng and RSL clubs
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https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0



WELCOME BACK CAMPAIGN TOOLKIT

Hey Tassie... it’s time to catch up again! You can officially return atch up again! You can officially return

fo your favourite pubs, hotels, accommodation, restaurants, fo your favourite pubs, hotels, accommodation, restaurants,

s, and community, sporting and RSL clubs. and community, sporting and RSL clubs.

#Welcomel welcom 1ssie.com.au #We € welcon 1ssie.com.au

Hey Tassie... it’s time to catch up again! You can officially return atch up again! You can officially return
fo your favourite pubs, h accommodation, restaurants, fo your favourite pubs, , accommodation, restaurants,
afés, and community, sporting and RSL clubs. s, and community, sporting and RSL clubs.




https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0

https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0
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#WelcomeBackTassie

The Welcome Back campaign is a collaboration between
Tourism Tasmania and the Tasmanian Hospitality Association.
The assets are available for use by all hospitality operators in Tasmania.

For more information please visit:

Tourism Tasmania Tasmanian Hospitality Association

Tasmania



http://www.tourismtasmania.com.au

http://www.tha.asn.au
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WELCOME BACK CAMPAIGN TOOLKIT

Weleceme Back — intreduction

TOGETHER WE WILL REBUILD AND RETURN STRONGER

— Tasmania’s tourism and hospitality industry has been significantly
impacted by the COVID-19 pandemic.

This sector has been a strong job creator in our state and is critical
to supporting the overall economic recovery of Tasmania in both the

short and longer term.

The Welcome Back campaign will encourage Tasmanians to enjoy

their local pub, their favourite restaurants, cafes or venue.

It’s important that during every step in our recovery the health of

Tasmanians, as well as your staff and patrons, is our highest priority.

Please ensure your business complies with the COVID-Safety
guidelines and help us continue to keep Tasmanians safe. Advice and

assistance is available from Business Tasmania on 1800 440 026.



Campaign everview and timeline

— Welcome Back is a marketing campaign to support
Tasmania’s hospitality industry.

It will show Tasmanians that their local café, restaurant,
pub, club or venue is the perfect place to relax and catch
up with friends and family in safe, familiar surroundings.

It will remind people that there are plenty of fantastic
places that want to welcome back Tasmanians for a
morning coffee, lunchtime burger, pub dinner, knockoff
drink on Friday night or to celebrate any occasion.

Tasmanians will see campaign advertising on television,
digital platforms and across radio networks around the
state.

The campaign will run for three months, with Tasmania’s
hospitality industry encouraged to get behind the
campaign and use it to inspire Tasmanians to support
their local pub, club, café, restaurant or venue. This
toolkit explains how you can get involved.
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COVID-19 safety

— The health and safety of your staff and guests is the first
and highest priority. All businesses are required to have a
COVID-19 Safety Plan in place and will need to demonstrate
how they are complying with the minimum standards of the
Government’s COVID-19 Safe Workplaces Framework.

Read coronavirus.tas.gov.au

so you are aware what is and is not
permitted and what that means for
your business.

You must have prepared your
business to be COVID Safe and
have read the guidelines for the

tourism industry and hospitality

industry. If you need additional
information or support to develop
safety plans contact Business
Tasmania on 1800 440 026.

Communicate with your guests
and customers about what you
are doing to keep you and them
safe. For example, ensuring
appropriate social distancing
and hygiene measures.

Prepare and support your staff
with communications and training.
Information for the hospitality
industry is available from the
Tasmanian Hospitality Association.

Have a plan in place for how you
will manage staff members who
attend work ill and may need to be
tested. Information on who should
be tested is on the Government's

coronavirus website.

COVID-19 Safe templates, checklists,
tools and other resources are on the

WorkSafe Tasmania website. Contact

WorkSafe Tasmania with any questions

on these requirements.

The Tasmanian Hospitality Association

can help answer your COVID-19
questions on 6220 7300.


https://www.coronavirus.tas.gov.au/families-community/roadmap-to-recovery
https://www.worksafe.tas.gov.au/topics/Health-and-Safety/safety-alerts/coronavirus/covid-safe-workplaces-framework
https://www.worksafe.tas.gov.au/topics/Health-and-Safety/safety-alerts/coronavirus/covid-safe-workplaces-framework
https://worksafe.tas.gov.au/__data/assets/pdf_file/0006/568896/COVID-Safe-Workplace-Guidelines-Tourism.pdf
https://worksafe.tas.gov.au/__data/assets/pdf_file/0009/568548/COVID-Safe-Workplace-Guidelines-Hospitality.pdf
https://worksafe.tas.gov.au/__data/assets/pdf_file/0009/568548/COVID-Safe-Workplace-Guidelines-Hospitality.pdf
https://www.business.tas.gov.au/home
https://www.business.tas.gov.au/home
https://info.typsy.com/tha-covid-support-plan
https://www.coronavirus.tas.gov.au/business-and-employees/Employers
https://www.coronavirus.tas.gov.au/business-and-employees/Employers
https://www.worksafe.tas.gov.au/topics/Health-and-Safety/safety-alerts/coronavirus/covid-safe-workplaces-framework#COVID-19-Safe-Workplace-Guidelines
https://www.worksafe.tas.gov.au/contact

WELCOME BACK CAMPAIGN TOOLKIT

Get invelied

— Industry has a key role to play in Welcome Back. Businesses
are encouraged to incorporate the campaign in their marketing
activity and to champion the campaign to Tasmanians, inspiring
people to get out and support their local hospitality venues.

—— Use the Welcome Back assets
and messages on your own

communications channels. Activate

your own marketing activity,
get creative and leverage the
campaign for your business.

— Determine if there are special

experiences or extra value you can

offer Tasmanians.

— Look at ways you can convert

existing, encourage past or engage

new customers.

— Share videos on your social media
platforms showing how you will
Welcome Back your guests (see our
tips on how tfo create great social

content on page 11).

— Register or update your
existing business details on

buysomethingtasmanian.com.au

Stand out in the market by
updating your Google for Business
listing and optimising your own
website so your business is easily
found online. Digital Ready has
free resources to help small

businesses develop and improve
their online presence.

Add or update your business
information and operating hours
on the Australian Tourism Data

Warehouse to update your listing
on discovertasmania.com.au and

other tourism websites.


https://buysomethingtasmanian.com.au
https://digitalready.tas.gov.au/resources/?q=Search+Engine+Optimisation&type=14
https://tourismtasmania.com.au/marketing/atdw
https://tourismtasmania.com.au/marketing/atdw
http://discovertasmania.com.au

Secial media

— Social media presents a great opportunity for businesses
to bring the campaign to life and engage Tasmanians with any
special experiences or value-adds that can be offered.

The Welcome Back campaign will not have a dedicated social
media account, but there are a number of things you can do to
increase your exposure.

When posting about the campaign, include ‘Welcome Back’

in the caption. Use the campaign assets to spread the word to
your followers, let people know you are open for business and
create captivating social media videos and stories to showcase
what makes your product or experience special and use it as
an invitation for people to make themselves at home in your
business.

Using #WelcomeBackTassie is a great way to increase exposure
of your product to a large audience of potential customers.
Encourage your staff, guests, friends and family to share their
experiences of your product on social media and to use the
hashtag - more shares means more exposure.

The THA will be monitoring #WelcomeBackTassie throughout
the course of the campaign.


http://#WelcomeBackTassie

WELCOME BACK CAMPAIGN TOOLKIT

— Whether it’s a video or a photo with an accompanying
caption, there are some simple things you can do to give
your social posts the ‘likes’ it deserves.

Keep your audience top of mind

For social media content to be effective you must always keep your
audience top of mind. By thinking about your audience, you will have

a better chance of sharing content that is engaging and relevant. Most
people look at their social newsfeed to get updates from family and
friends, so the content that we post needs to be able to compete with

that, and not appear too commercial.

Use ‘thumb-stopping’ quality imagery and video
You only have a few seconds to connect with someone or they keep
scrolling. With this in mind use eye-catching and captivating imagery

or visuals to hook your audience.

Maximise your content for the mobile screen
Vertical imagery and video works best as it maximises the real estate of

the social post and will stand out further in people’s feed.

Use compelling video with or without sound

A great video should grab the attention of the audience with or without
sound. Around 85 per cent of videos on Facebook are watched without
sound, so assume people are not listening. Use video as an opportunity
to visually show off your experience or product, rather than talking
about it. If there is talking, add subtitles.

11



— Elements of great social media images
The following elements are guidelines to what images work well on social

channels and tend to result in high levels of engagement:

Imagery that people want to share and add to the story
(ie: this will be me on Friday night. | want to go to XYZ to see/do/eat...)

Images that incorporate ‘leading lines’ - lines that draw the eye to a focal

point within the image

Images that are original and from a different perspective are often well

received.

Don't forget — social media is only social when you are social. Wrap up your
customer service and really engage and monitor messages and comments on

your social channels.



WELCOME BACK CAMPAIGN TOOLKIT

— Use Tourism Tasmania’s GIPHY stickers on your Instagram
and Facebook Stories. These are animated GIFs that overlay
an image or video on social media, adding character and
expression to make content more engaging. We've created a
Tasmanian range that you can ‘stick’ on your Stories.

— Click ‘add to story’ on Instagram or Facebook.
— Select your image or video content.

— Click on the ‘GIF sticker’ feature and type ‘discovertasmania’ in the

search bar.
— Tap on the sticker you like.
— Move the sticker around your image or video until you’re happy with it.

— On Instagram Stories tag @tasmania and add #welcomebacktassie and

#discoverTasmania so we can see your use of our stickers and share.

— Post it to your Story.
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— There are a number of excellent resources online to help
you get the most out of your social media channels. The
following resources will provide you with great tips and assist
you with creating captivation social media videos that welcome
Tasmanians back to your business.

— Talking Tourism podcast episode 45 Covid-19 Special: Social Media

Strategy with Liza-Jane Sowden, Tourism Tasmania’s Social Media Manager

— Tourism Australia’s four-part video series on how the Australian tourism

industry can get the most out of social media

— Facebook and Instagram Business Hubs provide a wealth of tips and tricks,

including guides for:

—  Creating photos and videos to captivate your audience on Instagram

—  Step-by-step guide for creating Instagram stories

— Tips and tools for creating social media content

—  Best practices for optimising videos for mobile



https://www.buzzsprout.com/318554/3612760-talking-tourism-episode-45-covid-19-special-social-media-strategy-with-liza-jane-sowden
https://www.tourism.australia.com/en/events-and-tools/industry-resources/building-your-tourism-business/using-social-media.html
https://www.facebook.com/business
https://business.instagram.com/tips/
https://business.instagram.com/blog/a-step-by-step-guide-create-photos-and-videos-to-captivate-your-audience-on-instagram-/
https://business.instagram.com/blog/a-step-by-step-guide-create-playful-and-interactive-instagram-stories/
https://www.facebook.com/business/learn/lessons/social-media-tips-and-tools?ref=search_new_17
https://www.facebook.com/business/help/1133071230160268?id=271710926837064&ref=search_new_15

WELCOME BACK CAMPAIGN TOOLKIT

Toolkil agsets

— Align your marketing activity with the
Welcome Back campaign and use the
toolkit assets in ways that are relevant
for your business.

The toolkit assets are available on the
Tourism Tasmania website.

15


http://www.tourismtasmania.com.au

CAMPAIGN LOGO

The Welcome Back logo can be used on any of
your business’s campaign related marketing,
including posters, brochures, email marketing
communications, local press ads and your
website and social media pages.

The logo should be used in the exact format
it is supplied. It can be resized to suit the
application, but please do not distort, modify,
recolour, remove or add additional words of
components to the logo.




The campaign coasters are a
great way to share the campaign
and can be displayed at your
business premises.

We missed you!

There are a few new rules in place to keep
everyone safe. Please socialise safely, wash your
hands regularly and stay 1.5m from others.

Share your photos with #WelcomeBackTassie
on Facebook and Instagram and most
importantly, enjoy yourself!

welcomebacktassie.com.au






WELCOME BACK CAMPAIGN TOOLKIT

SOCIAL MEDIA IMAGES AND VIDEOS

There are a number of campaign social
media tiles and 15 second and 30 second
videos that you can download and use on
your social media channels.

Subscribe to the Tourism Talk e-newsletter to
be noftified when they are available.

19


https://us13.list-manage.com/subscribe?u=d74e1c775a64f6a349d3ff547&id=dfc6a4422c
https://www.dropbox.com/s/sqv46h755uyjhmh/Make%20Yourself%20At%20Home%20-%20Campaign%20Launch%20Video.mp4?dl=0

POSTERS

The campaign posters are a great
way to share the campaign and can
be printed and displayed at your
business premises.

Hey Tassie...

Hey Tassie...



https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0

Hey Tassie... it's time to catch up again! You can officially return
to your favourite pubs, hotels, accommeodalion, restaurants, to your favourite pubs, hotels, accommeodalion, restaurants,
cafés, and community, sporting and RSL cdubs. cafés, and community, sperting and RSL cubs.

1ckTassie welcomebacktassie.com.au #WelcomeBackTassie welcomebacktassie.com.au

Hey Tassie... it's time to catch up again! You can officially return Hey Tassie... it's time to catch up again! You can officially return

to your favourite pubs, hotels, accommeodalion, restaurants, to your favourite pubs, hotels, accommeodalion, restaurants,
cafés, and community, sperting and RSl

com.au



https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0



https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0

WELCOME BACK CAMPAIGN TOOLKIT
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https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0

WELCOME BACK CAMPAIGN TOOLKIT

Hey Tassie... it's fime i h up again! ® icially re Hey Tassie.



https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/o9kfvy5bs6ugk5f/A4%20Poster%20-%20MYAH%20-%20BlueDerby.pdf?dl=0
https://www.dropbox.com/s/uq93mp9f274jilz/A4%20Poster%20-%20MYAH%20-%20MtMurchison.pdf?dl=0
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#WelcomeBackTassie

The Welcome Back campaign is a collaboration between
Tourism Tasmania and the Tasmanian Hospitality Association.
The assets are available for use by all hospitality operators in Tasmania.

For more information please visit:

Tourism Tasmania Tasmanian Hospitality Association

Tasmania


http://www.tourismtasmania.com.au
http://www.tha.asn.au

From: Tourism - ttasalert

To: Tourism Tasmania

Subject: Welcome Back campaign launching today
Date: Thursday, 16 July 2020 9:28:03 AM

Hi team,

Some of the team have been working on a campaign in collaboration with the Tasmanian
Hospitality Association (THA) to encourage Tasmanians to reconnect with hospitality experiences
and patronise their local restaurant, café, bar, bakery and a variety of other venues.

The campaign is called Welcome Back and will run for three months. It will include a television
commercial airing tonight, ads on digital platforms and across radio networks around the state.

The campaign will be officially launched by the Minister for Small Business Sarah Courtney and
John at the Ingleside Bakery this afternoon.

While this campaign is in collaboration with the THA, the campaign supports all Tasmanian
hospitality operators, through encouraging Tasmanians to reconnect with family and friends to
have a weekend brunch, coffee or Friday night drink. There are also campaign aligned posters,
badges, coasters and logo available for use by venues. Social media assets will be available next
week.

Please encourage hospitality operators to visit our website www.tourismtasmania.com.au to find
out more and to download the industry toolkit and campaign assets that can be used in their
business and marketing activities to Welcome Back customers and share the message.

If you have any questions please reach out to- who has done a wonderful job project
managing this campaign.


mailto:/o=ExchangeLabs/ou=Exchange Administrative Group (FYDIBOHF23SPDLT)/cn=Recipients/cn=3ea0068c66c449b4987c59f3e2856f1f-Tourism - t
mailto:TourismTasmania@tourism.tas.gov.au
https://aus01.safelinks.protection.outlook.com/?url=http%3A%2F%2Fwww.tourismtasmania.com.au%2F&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7C86d079245f7340604e0108d82916b797%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637304524828990543&sdata=tQmOTfyLZ7gH46KUd2o%2BrfCnVjGk4GF9mg70rYMpS7Q%3D&reserved=0

From:

To:
1tzgerald, John
Subject: HPRM: EARLY HEADS-Up - Tourism Talk - news for Tasmania"s tourism industry
Date: Friday, 24 July 2020 5:40:00 PM
Hi everyone,

Heads’s up tonight’s Tourism Talk below - planning to send around 6.00 pm tonight.

Have a lovely weekend

From: Tourism Tasmania [mailto:no-reply@tourism.tas.gov.au]
Sent: Friday, 24 July 2020 5:32 PM

To: I

Subject: [Test] Tourism Talk - news for Tasmania's tourism industry

View this email in your browser


https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fus13.campaign-archive.com%2F%3Fe%3D%26u%3Dd74e1c775a64f6a349d3ff547%26id%3Daa54eb4ee2&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003765756&sdata=q5lHjRI5skAip6q4xpvtRQWyJEkdKOuunHLX%2B79rsKo%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.tourismtasmania.com.au%2Fhome&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003765756&sdata=Ol2wZVGiqlqfIuwEOH8mbDR6Ffslvnqttzf6KQwqUJA%3D&reserved=0

Issue 564 - 24 July 2020

Opening Tasmania’s borders to travellers from three Australian states
from 7 August

This afternoon, Tasmania’s Premier has outlined the first step in reopening Tasmania’s
borders. From 7 August, travellers from Western Australia, South Australia and the
Northern Territory will be permitted to travel to our island. These states have been
identified because they currently have no community transmission of COVID-19 and have
low or no case numbers.

Travellers from these states (by air and sea) will be subject to a health check on entry. If
travellers are unwell or have symptoms, they will be required to have a COVID-19 test.
Everyone coming to Tasmania must register to travel using G2G PASS. You can read
more about these requirements soon on www.coronavirus.tas.gov.au, including about a
new quarantine fee that will come into effect from 31 July for mandatory government
quarantine.

We will provide an update on 7 August on possible timeframes and dates to relax
restrictions with Queensland, NSW and the ACT, based on public health advice and the
situation in those states and territories. However borders will not open to them before the
14th of August. Borders are expected to remain closed to Victorians for some time yet and
our thoughts continue to be with Victorians as they work to contain the spread of the virus.

Read the Premier's update on border restrictions here.
What does this mean for our industry and the TTas program?

Tourism Tasmania will review its demand generation program in light of the announcement
and will provide an update on when and where it expects to be in market next week.

There are currently 3 to 4 direct flights between Hobart and Adelaide on the current airline

schedule and following today’s announcement we’ll continue to advocate for additional
flights.

New Make Yourself At Home advertisements


https://aus01.safelinks.protection.outlook.com/?url=http%3A%2F%2Fwww.coronavirus.tas.gov.au%2F&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003775747&sdata=XTNecIRfD1%2Blxs56tMfPbTYFcmXlXHDUfmTWz2effUI%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=http%3A%2F%2Fwww.premier.tas.gov.au%2Freleases%2Fupdate_on_border_restrictions&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003775747&sdata=mVdRaUb2HEH7veJ%2BhdXL82I0NjApYAaRUOhlkQktS4c%3D&reserved=0

Tasmanians are now seeing Make
Yourself At Home advertisements on
their television screens.

There are four ads to encourage
Tasmanians to travel further afield in
Tasmania for day trips, weekend and
longer breaks.

You can share on your social media
accounts via these YouTube links
Corrina, Lebrina, Rocky Hills and
Hartz Mountains.

Or you can download the files from
the Make Yourself at Home


https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3D8raLmv2tyFk%26feature%3Dyoutu.be&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003785743&sdata=2Xjx%2Fljwfg%2FGc3hoULUtjEKT7EQZsSQPxnzAMy8SlLw%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3D8raLmv2tyFk%26feature%3Dyoutu.be&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003785743&sdata=2Xjx%2Fljwfg%2FGc3hoULUtjEKT7EQZsSQPxnzAMy8SlLw%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DyiJbxr90fPI%26feature%3Dyoutu.be&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003795738&sdata=YUKjGHE1LUSxl4FUn3jhWl9WLd2hVhF9Hu7EwijcmJg%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3D335LA9l0uOs%26feature%3Dyoutu.be&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003795738&sdata=h0TgNO2%2BLAas0Fs61DoTT4thmWrqIYEurzSjV4I7TwQ%3D&reserved=0
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campaign asset folder on the
website.

Other recent campaign activity
include a print advertisement
featuring King Island which appeared
in newspapers last week and can be
viewed here.

Find more information on the Make

Yourself At Home campaign and
download the industry toolkit.

Travel trade training initiative - TasTalk the Movie

TasTalk is a biennial travel trade event that was scheduled to be held in
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Launceston this year but was not able to be held due to COVID-19.

Instead, Tourism Tasmania has produced TasTalk the Movie, to keep
Tasmania top of mind with the travel trade and to keep sellers connected with
the state so they can share their knowledge with clients when it's safe to visit
again.

TasTalk the Movie was produced with support of 49 trade-ready Tasmanian
tourism operators and Australian Tourism Export Council (ATEC).

Yesterday, it is was launched via a live streaming to over 280 travel trade in
Tourism Tasmania’s Tassie Specialists program, ATEC Member Buyers and
the travel trade.

The movie will be used on an ongoing basis to promote Tasmania to travel
trade in Tourism Tasmania’s domestic and global target markets is now
available to view on Tourism Tasmania’s Tassie Trade website.

Opportunity for hospitality operators to share
the Welcome Back message with customers

If you are a hospitality operator, there are a range of short video clips available
for you to download and share on your social media channels to help share the
Welcome Back message.

The Welcome Back campaign aims to show Tasmanians that their local café,
restaurant, pub, bar or venue is the perfect place to relax and catch up with
friends and family in safe, familiar surroundings.

The campaign will run for three months and includes advertising on television,
on digital platforms and across radio networks around the state.

To find out how you can leverage the campaign in your business's marketing
activity, download your copy of the Welcome Back industry toolkit.

For more information visit the Tourism Tasmania website.

G2G Pass for travel to Tasmania
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All travellers to Tasmania must register to travel using G2G PASS.

The G2G PASS replaces the current process and applies to everyone,
including returning Tasmanian residents and Essential Travellers visiting for
work or for compassionate or medical reasons.

Upon registration and approval, travellers will receive a QR code that is
required to enter the state. Approved travellers will also be advised of specific
conditions that apply to them. Other quarantine and travel restrictions remain in
place. Those who currently have Essential Traveller status will need to reapply
through G2G PASS.

For more information visit www.coronavirus.tas.gov.au/G2G

Beware of email alerts

Tourism Tasmania has received a number of
enquiries relating to email requests to renew,
update or verify advertising listings from an email
address purporting to be Tourism Tasmania.
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We want to advise that this email is not affiliated
with Tourism Tasmania and it is not a licensed
distributor of the Australian Tourism Data
Warehouse (ATDW) which offers listings free of
charge.

Tourism Tasmania encourages operators to carefully scan all advertising
material received and consider whether the opportunity and associated costs
will provide value for your business.

New Tasmanian tourism products

The following products have been recently added to the ATDW-Online tourism database.

Accommodation Attractions:
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o Boat Harbour Beach Luxury Villa o King Island Kelp Craft

o Magic Beach Boat Harbour o King Island Cultural Centre
o Spring Bay Mill o Wild Mersey Mountain Bike Trails
o The Keep

o Panorama St Helens
o Low Head Pilot Station
o Cooee Bay of Fires

o Bays Rest

Food and drink: Tour:

o Hanging Garden Green Grocer o Crooked Compass
o Altar

o Apogee Tasmania

Tourism Tasmania can help you register or update your business details on the
ATDW database. For more information email atdw@tourism.tas.gov.au or phone
03 6165 5286.

Why have | received this email?

We are providing this important COVID-19 information in order to update the
Tasmanian tourism and hospitality industry. You have received this email as you are
either subscribed to Tourism Talk, registered on ATDW or part of the industry. If you
no longer wish to receive these emails you can unsubscribe using the link below.

To subscribe to Tourism Talk with a different email address click here.

All information current as at 12:00 pm, 24 July 2020

Want to get in touch? Email the editor at
talk@tourism.tas.gov.au

Follow our Corporate accounts on Twitter and
LinkedIn

Head office address:
Level 3, 15 Murray Street Hobart Tas 7000
Website: www.tourismtasmania.com.au
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Tasmanians encouraged to support local hospitality
venues
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Tasmania’s Minister for Small Business, Hospitality and Events, Sarah
Courtney, today officially launched the new Welcome Back hospitality
campaign.

The campaign will show Tasmanians that their local café, restaurant, pub, bar
or venue is the perfect place to relax and catch up with friends and family in
safe, familiar surroundings. You can read what Minister Courtney had to say
about the campaign here.

The campaign will run for three months and Tasmanians will see campaign
advertising on television from tonight, on digital platforms and across radio
networks around the state.

It is a collaboration between Tourism Tasmania and the Tasmanian Hospitality
Association. It is complementary to the Make Yourself at Home campaign
which will continue to run over a period of 12 months and is focussed on
encouraging Tasmanians to travel further afield in Tasmania for weekend and
longer breaks.
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If you are a hospitality operator, an industry toolkit is available for you to
download and includes a campaign overview and timeline, COVID-19 safety
information, and how you can use Welcome Back creative assets to leverage
the campaign in your business's marketing activity.

Download your copy of the Welcome Back industry toolkit here

For more information visit the Tourism Tasmania website.

Spirit of Tasmania is accepting bookings from 1
September 2020

The Spirit of Tasmania has announced that it will be accepting bookings for
travel to Tasmania from 1 September 2020 onwards.

For travel prior to this date, bookings will only be accepted from Tasmanian
residents returning home, pre-approved essential travellers and passengers
travelling from Tasmania to Victoria.

If travellers have an existing booking for travel prior to 1 September, the Spirit
of Tasmania will contact them to amend or cancel the booking.

Spirit of Tasmania is offering passengers the flexibility to amend or cancel
bookings without incurring cancellation fees.

Information on the latest travel restrictions is available at
WWW.coronavirus.tas.gov.au

Beware of email alerts

Tourism Tasmania has received a number of
enquiries relating to email requests to renew,
update or verify advertising listings from an email
address purporting to be Tourism Tasmania.

We want to advise that this email is not affiliated
with Tourism Tasmania and it is not a licensed
distributor of the Australian Tourism Data
Warehouse (ATDW) which offers listings free of
charge.

Tourism Tasmania encourages operators to carefully scan all advertising
material received and consider whether the opportunity and associated costs
will provide value for your business.
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New Tasmanian tourism products

The following products have been recently added to the ATDW-Online tourism database.

Accommodation:

o Arthouse Freycinet

o Aperture
o Beachcroft

o Blue Gum Retreat
o Blue Waves
o Coastal Garden Shack

Accommodation:

o Cove Beach Apartment 1
o Cove Beach Apartment 2
o Cove Cottage

o Dock of the Bay
o Driftwood

o Footprints 2

Accommodation:

o Black Bluff View Retreat

o Sassafras Springs
o Villa Talia
o On the Huon River

o Bennell Georgian Townhouse
o The Florance

Attractions:

o Rosedale Homestead

o U Beaut Designs
o |lama Walks Tasmania

Food and drink:

o Brady's Lookout Cider
o Kate Hill Wines

o The Truffledore
o Birdsong Restaurant

Hire:

o Drive Ride Explore
o White Knuckle MTB Campers
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Tours:

o Secret River Tours
o Nature Bound Australia

o GuideGuys Digital Self-drive Tours

Tourism Tasmania can help you update your business details on the ATDW
database. For more information email atdw@tourism.tas.gov.au or phone 03 6165
5286.

Why have | received this email?

We are providing this important COVID-19 information in order to update the
Tasmanian tourism and hospitality industry. You have received this email as you are
either subscribed to Tourism Talk, registered on ATDW or part of the industry. If you
no longer wish to receive these emails you can unsubscribe using the link below.

To subscribe to Tourism Talk with a different email address click here.
All information current as at 3:00 pm, 16 July 2020

Want to get in touch? Email the editor at
talk@tourism.tas.gov.au

Follow our Corporate accounts on Twitter and
LinkedIn

Head office address:

Level 3, 15 Murray Street Hobart Tas 7000
Website: www.tourismtasmania.com.au

This email was sent to you because you opted to receive updates from Tourism Tasmania.
You can update your preferences or unsubscribe from this list.

Disclaimer and copyright notice | Personal information protection statement
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From:

Subject: RE: Updated THA Media Plan & MBA for signing
Date: Monday, 6 July 2020 9:51:00 AM
Attachments: image009.png
image010.png
OMD MBA Form THA Intrastate Jul-Oct 2020 (whole plan) ET.DOC
image011.png
image012.png
image013.png
image014.png

I hope you enjoyed your long weekend!
Please find signed and attached MBA for full Media Plan for ‘Welcome Back’.

I did want to flag that we are looking to create two versions of the TVC where the strategy is to have to have a
south and north version which includes a few iconic/familiar venues, rounded out with venues which
showcase a variety of venues/experiences which can be found across the state. Please let me know if this
affects anything when booking.

Many thanks,

rrom: I

Sent: Thursday, 2 July 2020 6:28 PM

y

Cc:
Subject: RE: Updated THA Media Plan & MBA for signing

Beautiful! Love your vvorl..

Enjoy your weekend too and chat to you Monday!

Thanks,

.
I
rrom: I

Sent: Thursday, 2 July 2020 6:02 PM
To:
cc: I

Subject: RE: Updated THA Media Plan & MBA for signing

Yep, makes sense!

Attached are three MBAs — up to you which versions you want to sign:
OPTION A: MBA for whole plan
OPTION B: MBA for plan without the radio proposal as well as an MBA for just the radio proposal
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Media BOOKING Authority



		Client:

		Tourism Tasmania

		Date:

		2/7/20



		Product:

		THA

		Media Plan Date:

		2/7/20



		Campaign:

		Welcome Back

		Client Contact:

		Emma Terry



		Client PO no:

		

		Agency Contact:

		Allison Jongbloed





Please select:
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Book



Cancel 


Move


Mediums:


Television $88,562.97




Radio $52,878.84




Digital $26,357.00



Period approved:
6pm 16 July to 24 Oct 2020



Approved expenditure:
$167,798.81
+ $7,072.09 (5% Service Fee on non-digital mediums) 
= $174,870.90 + GST



Comments:
OMD will seek approval from Tourism Tasmania prior to buying any media. Traditional media can be cancelled at any stage as long as the period of notice is in accordance with each supplier’s cancellation policies. Extremely late notice may result in ‘delete and charge’ invoices. Digital IOs are regarded as contracts so we will endeavour to organise campaigns by burst rather than one large IO).
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Client Approval:




Date:     5/07/2020

Please note: 


Our 5% service fee is calculated on all media other than OMD Programmatic-managed digital campaigns, which include a 17.5% management fee.


X



























Optimum Media Direction Pty. Ltd.  658 Church St, Richmond  Australia  3121


A member of OMD Worldwide 


ACN 075 944 777
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Talk on Monday! Have a lovely weekend

Cheers,

rrom: I

Sent: Thursday, 2 July 2020 5:49 PM

To:
c- I

Subject: RE: Updated THA Media Plan & MBA for signing

CAUTION:

Only the FB competition would need to be invoiced directly to THA.

Thanks for checking — | hope that makes sense?

rror:

Sent: Thursday, 2 July 2020 5:46 PM

To: I
c

Subject: Re: Updated THA Media Plan & MBA for signing

Would it still be invoiced through OMD or directly to THA?

210 Collins Street, Hobart
TAS 7000, Australia

Mumbrella - Media Agency of the Decade 2019 and Culture Award 2019

B&T - Media Agency of the Year 2019

B&T Women in Media - Employer of the Year 2019

Great Place to Work - Ranked #4 in 2019 and Top 50 for 11 consecutive years (2009-2019)
Adweek's Global Media Agency of the Year 2019 & 2020

We acknowledge the Traditional Owners of the land where we live
and work and we are committed to diversity and inclusion.

rrom: I

Sent: Thursday, 2 July 2020 5:44 PM

y
- I

Subject: RE: Updated THA Media Plan & MBA for signing
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CAUTION:

Hi

Thanks for checking, but no need to include the FB competition in this media plan as the competition would
be an add on and THA will be responsible for the budget on it.

Thanks,

From:
Sent: Thursday, 2 July 2020 5:39 PM

To: I
c

Subject: RE: Updated THA Media Plan & MBA for signing

Do you want me to adjust the media plan to allow for the FB competition to be included within the budget?

I'll still leave it as one media plan —you'll just be signing off on the radio proposal and FB competition on a
separate MBA to the rest. Means we can start buying everything else while you are making a decision on the
radio prop.

Cheers,

rrom: I

Sent: Thursday, 2 July 2020 5:23 PM

y
c.:

Subject: RE: Updated THA Media Plan & MBA for signing

cauTION: I

Thanks for heads up with being OO0 tomorrow. Monday COB would be great as the final deadline, it’s always
nice to have a little more wriggle room for internal sign offs © And noted re buying TV for Tuesday.

If it’s not too much trouble for you to extract the radio prop and we can have two separate plans, as a ‘just in
case scenario,” would be amazing!

Please don’t stay too late though!

Many thanks,
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rror:

Sent: Thursday, 2 July 2020 5:01 PM

To: I
c.:

Subject: Re: Updated THA Media Plan & MBA for signing

I've got tomorrow off so don't rush getting back to me by 11am. Let's aim for approval by COB Monday
and then our team here can buy the television on Tuesday (I wouldn't want to leave it much longer
than that).

If it makes it easier/quicker for you, | can create a version of the MBA with the radio proposal taken
out? We can then do a separate MBA for that when/if it gets approved.

Let me know and I'll shoot it through before | leave tonight.

Cheers,

Ed
210 Collins Street, Hobart
TAS 7000, Australia

Mumbrella - Media Agency of the Decade 2019 and Culture Award 2019

B&T - Media Agency of the Year 2019

B&T Women in Media - Employer of the Year 2019

Great Place to Work - Ranked #4 in 2019 and Top 50 for 11 consecutive years (2009-2019)
Adweek's Global Media Agency of the Year 2019 & 2020

We acknowledge the Traditional Owners of the land where we live
and work and we are committed to diversity and inclusion.

rrom: I

Sent: Thursday, 2 July 2020 4:45 PM

Subject: RE: Updated THA Media Plan & MBA for signing

CAUTION:

| hope you’ve had a wonderful day! Thanks for your patience with my reply ©

Really appreciate you accommodating our requests around TVC and increase in budget. And that’s more than
okay for an update on R&F on Monday.

I will share the updated media plan for signing and hopefully have it returned to you tomorrow, however I'm
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conscious we are yet to formally finalise the finer details of ‘Happy Hour’ in regards to the interview
component (the competition component will fall to THA in regards to budget). | hope to have final
confirmation of how we will best approach acquiring talent for interviews by tomorrow by 11am, which will
lead to official approval of the media plan. Will this impact on securing bookings per the media plan?

Also, thanks for your note re Marcus as well as preparing the attached media plan for him. I'll look to share
this with him now as | highly doubt there will be any changes to the plan at this stage due to time pressures. Ill

also CC you in the email so you can see his response directly re television and radio key numbers.

Many thanks,

rrorn: I

Sent: Thursday, 2 July 2020 10:58 AM

To: I
c.:

Subject: Updated THA Media Plan & MBA for signing

Please find attached the updated media plan (now that we have a little more budget) and new MBA for
signing.

| put the extra budget into increasing television TARPs and radio spots. I'll get our media assistant to run the
new R&F estimates but this won’t be until Monday (hope that is OK?).

I've also attached a media plan without any costings on it, for you to send on to Marcus if this is the approved
version. Can you please ask him for the television and radio key numbers —thanks! He'll have all the
information he needs on the plan as far as deadlines and who to despatch the television dubs to (I'm happy to
pass on the radio material if that is easiest).

Cheers,

210 Collins Street, Hobart
TAS 7000, Australia

Mumbrella - Media Agency of the Decade 2019 and Culture Award 2019

B&T - Media Agency of the Year 2019

B&T Women in Media - Employer of the Year 2019

Great Place to Work - Ranked #4 in 2019 and Top 50 for 11 consecutive years (2009-2019)
Adweek's Global Media Agency of the Year 2019 & 2020

We acknowledge the Traditional Owners of the land where we live
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and work and we are committed to diversity and inclusion.

Thisemail isintended only for the person or entity to which it is addressed and may contain
information that is privileged, confidentia or otherwise protected from disclosure. Dissemination,
distribution or copying of this e-mail or the information herein by anyone other than the intended
recipient, or an employee or agent responsible for delivering the message to the intended recipient, is
prohibited. If you have received this e-mail in error, please delete all copiesimmediately and notify the
sender.

CONFIDENTIALITY NOTICE AND DISCLAIMER

The information in this transmission may be confidential and/or protected by legal professional privilege, and is intended only for the person or persons
to whom it is addressed. If you are not such a person, you are warned that any disclosure, copying or dissemination of the information is unauthorised.
If you have received the transmission in error, please immediately contact this office by telephone, fax or email, to inform us of the error and to enable
arrangements to be made for the destruction of the transmission, or its return at our cost. No liability is accepted for any unauthorised use of the
information contained in this transmission.

CONFIDENTIALITY NOTICE AND DISCLAIMER

The information in this transmission may be confidential and/or protected by legal professional privilege, and is intended only for the person or persons
to whom it is addressed. If you are not such a person, you are warned that any disclosure, copying or dissemination of the information is unauthorised.
If you have received the transmission in error, please immediately contact this office by telephone, fax or email, to inform us of the error and to enable
arrangements to be made for the destruction of the transmission, or its return at our cost. No liability is accepted for any unauthorised use of the
information contained in this transmission.

CONFIDENTIALITY NOTICE AND DISCLAIMER

The information in this transmission may be confidential and/or protected by legal professional privilege, and is intended only for the person or persons
to whom it is addressed. If you are not such a person, you are warned that any disclosure, copying or dissemination of the information is unauthorised.
If you have received the transmission in error, please immediately contact this office by telephone, fax or email, to inform us of the error and to enable
arrangements to be made for the destruction of the transmission, or its return at our cost. No liability is accepted for any unauthorised use of the
information contained in this transmission.

CONFIDENTIALITY NOTICE AND DISCLAIMER

The information in this transmission may be confidential and/or protected by legal professional privilege, and is intended only for the person or persons
to whom it is addressed. If you are not such a person, you are warned that any disclosure, copying or dissemination of the information is unauthorised.
If you have received the transmission in error, please immediately contact this office by telephone, fax or email, to inform us of the error and to enable
arrangements to be made for the destruction of the transmission, or its return at our cost. No liability is accepted for any unauthorised use of the
information contained in this transmission.
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MEDIA BOOKING AUTHORITY

Client: Tourism Tasmania Date: 2/7/20

Product: THA Media Plan Date: 2/7/20
Campaign: Welcome Back Client Contact: Emma Terry
Client PO no: Agency Contact: ]

Please select:

Book X Cancel Move
Mediums: Television | EENEGEG
Radio I
Digita! I
Period approved: 6pm 16 July to 24 Oct 2020

=$174,870.90 + GST

Comments: OMD will seek approval from Tourism Tasmania prior to
buying any media. Traditional media can be cancelled at any
stage as long as the period of notice is in accordance with
each supplier’s cancellation policies. Extremely late notice
may result in ‘delete and charge’ invoices. Digital I0s are
regarded as contracts so we will endeavour to organise
campaigns by burst rather than one large 10).

fﬂ—
c !l €y
Client Approval: Date: _5/07/2020

Optimum Media Direction Pty. Ltd. 658 Church St, Richmond Australia 3121
A member of OMD Worldwide
ACN 075 944 777
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Contract for Services

Dated 5 s 2020

The Crown in Right of Tasmania ("Crown”)

and

Australian Hotels Association Tasmanian Hospitality
Association ("Contractor”]
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Contract for Services

Details
Parties Crown, Contractor
Crown Name The Crown in Right of Tasmania, represented by
the Authority of Tourism Tasmania, (“Crown”)
Address Level 3, 15 Murray Street, Hobart, Tasmania,
7000
Telephone -
Email Emma.terry@tourism.tas.gov.au
Attention: Emma Terry
Contractor Mame Australian  Hotels  Association/Tasmanian
Hospitality Association, (“Contractor”)
Incorporated in Tasmania
ACMH/ABN 16 231 925 997
Addross 25/93 Salamanca Place, Hobart, Tasmania, 7000
Telephone 03 6220 7300
Email steve(@tha.asn.au
Attention Steve Old
Recitals A The Crown wishes to appoint the Contractor to provide certain
consultancy services for the Authority of Tourism Tasmania
("the Authority").
B The Contractor wishes to accept the appointment to provide
the Contracted Services for the Authority on the terms in this
Agreement.
Date of See Signing page
agreement

Contrack for Services — Complax
July 2015

4851-17 | Verslon 2 1
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General Terms

1.1

Definitions and interpretation

Definitions

In this Agreement, unless the contrary intention 15 expressed:
“Agreement” mcans this Agreement including all schedules;

“Business Day” means a day on which authorised deposit-taking
institutions (as defined in the Banking Act 1959 (Cwlth)) in Hobart are open
for general banking busincss, excluding Saturdays, Sundays and public
holidays;

“Contractor”, where the context admits, includes the Contractor’s

~employees, authorised sub-contractors and agents;

“Contract Material” mcans all material brought, or required to be brought,
into existence as part of, or for the purposes of, performing the Contracted
Services, including documents, information and data stored by any means;

“Contracted Services” means the services described in Schedule 1;

“Crown” includes the Crown’s employees, authorised sub-contractors and
agenls;

““Crown Material” means any malerial provided by, or on behalf of, the

Crown to the Contractor for the purpose ol this Agreement, including
documents, equipment, information and data stored by any means;

“Delegate” mcans the person for the time being holding, occupying or
performing the dutics of the office of Chiel’ Marketing Officer of the
Authority;

“Intcllectual Property” mcans all copyright, palents, registered and
unregistered trademarks, registered designs, trade secrels and know-how
and all other intellectual property rights resulting from intellectual activity;
“Legislative Requirements” mcans Acts, Ordinances, regulations, by-
laws, orders, awards and proclamations of the Commonwealth or the State
applicable to the Contracted Services;

“Moral Rights” means:

(a) a right of attribution of authorship;

(h) a right not to have authorship falsely atiributed; or

Contract for Services — Caomplex -

July 2019

RM: 13534 _4851-17 | Version 2 2
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1.2

(c) a right of integrily ol authorship;

granted to creators under the Copyright Act 1968 (Cwlth);

“Scheme” means a scheme in force under the Professional Standards Act
2005 (las) for limiting the occupational liability ol members of an

occupational association,

“Specified Personnel” means the personnel described as key personnel in
Schedule 2;

“Standards™ means all international and Australian standards applicable to
the Contracted Services;

“Term™ means the term of this Apreement as fixed or extended under clause
4 (Term of Agreement);

“Variation Notice” mcans a notice referred to in clause 18.1 (Crown may
zive Variation Notice).

Interpretation
In this Agreement, unless the contrary intention is expressed:

() a reference to this Agreement includes its schedules, appendices,
annexures and attachments, and any variation or replacement of any
of it;

(b) a reference to a statue, ordinance, code or other legislalive
instrument includes regulations and other instruments under it and
consolidations, amendments, re-enactments or replacements of any
of them;

(c) the singular includes the plural and conversely;
(d)  arelerence to a gender includes reference to each other gender;
(e)  areference to a person includes:
(1) an individual, a firm, a body corporate, an unincorporated
association or a statutory or responsible authority or other

authority, as constituted from time to time; and

(1)  the person’s executors, administrators, successors and
permitted assigns;

(N an agreement, representation or warranty by, or for, two or morc
persons binds, or is for their benefit, together and separately;

(i) a covenant forbidding a person from doing something, also forbids
that person from authorising or allowing another person to do it;

Contracl for Services — Complex —
July 2019

Ri: 13934_4851-17 | Version 2 3
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(h)

(1)

@

(k)

M

(m)

()
(0)

(p)

(q)
(r)

®

®

a reference to anything (including an amount) is a reference to all or
any part of it, and a reference Lo a group of persons is a reference (o
any one or more of them;

a reference to a clause, paragraph, schedule, annexure or appendix,
i5 a reference to a clause, paragraph, schedule, annexure or appendix
n or to it;

a reference to “writing” includes a reference to printing, typing,
lithography, photography and other methods of representing or
reproducing words, figurcs, diagrams and symbaols in a tangible and
visible form;

a reference to a day is to be interpreted as the period of time starting

at midnight and ending twenty-four (24) hours later;

areference o a month or a year means a calendar month or a calendar
year respectively;

words or phrases derived from a defined word have a corresponding
meaning Lo the delined word;

a term ol inclusion is not to be interpreted to be a term of limitation;

all references to monetary sums in il, or lo be made under it, are to
Australian currency,

a reference to the payment of money within a specified time, means
the lull crediting and clearance of any cheque or electronic transfer
into the payee’s account within that time;

it operates under Tasmanian time;

if the day on or by which an act, matier or thing is to be done under
il is not a Business Day, then that act, matter or thing must be done
no later than the next Business Day;

an uncertainty or ambiguity in the meaning of a provision is not to
be interpreted against a party only because that party prepared the
provision; and

headings arc included for convenience only, do not form part of i,
and are not to be used in its interpretation.

Contractor to provide Contracted Services

The Contractor must:

(1)

provide the Contracted Services with the due carc and skill, and to a
standard reasonably to be expected of a person both competent and
experienced in providing services similar to the Conlracted Services;
and

Contract for Services — Complex -
July 2019

RN: 13934 4851-17 | Version 2 4
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(b) comply with all Legislative Requirements and Standards in carrying
out the Contracted Services.

Centract for Services — Complex —
Juby 2019

3 Contract fee

3.1 Fee
The Crown must pay to the Contractor the contract fee specified in Schedule
2.

3.2 Periodical payments
If Schedule 2 provides that the Contractor is to be paid by any sorl of
periodical payments, then the Crown is entitled to defer any of those
payments until the Contractor has completed the Contracted Services to
which the payment relates, to the Delegate’s satisfaction.

3.3 Time for payment
Payments by the Crown must be made within twenly Business Days ol
submission Lo the Delegate ol a detailed report on the Contracted Services:
(@)  ina [orm approved of by the Delegate; and
(b)  containing the information required by the Delegale.

4 Term of Agreement

4.1 Term
Performance of the Contracted Services is to commence (or has
commenced) on the 15 day of Junc 2020 and must be completed on or before
the 315 day of December 2020.

4.2 Early commencement
Il the Contracted Services slarted before the date of this Agreement, then
the Term will be taken to have started from that earlier date and all dealings
between the parties as from that carlier date relating to the provision of the
Contracted Scrvices will be taken to have been carried out on the terms ol
this Agreement.

4.3 Services not complete
II" the Contracled Services have nol been completed by the expiration date
of this Agreement, then the Crown may extend the Term by written notice
to enable the Contractor to complete the Contracted Services.

5 Personal performance

The Contracted Services are to be personally undertaken by cither the
Specificd Personncl, or by another person or other persons approved in
writing by the Delegate.

Hi: 13934 485117 | Version 2 5
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*

Contract for Services — Camplex —
July 2019

8.1

8.2

Liaison and reporting

The Contractor must liaise with, and report to, the Delegate as the Delcgate
reasonably requires during the Term.

Waiver of rights of recovery from the Crown

The Contractor waives all present and fulure rights lo claim against the
Crown for:

(a) personal injury to, or death of, the Conlractor;

(b either or both loss ol, or damage lo, any of the Contractor's property;
and

(c) financial loss to the Contractor;

arising from, or altributable to, the Contractor carrying out the Contracted
Services. This waiver does nol operate to release the Crown from liability
arising from, or attributable to, a wronglul (including negligent) act or
omission of the Crown.

Indemnities
Contractor indemnifies Crown

The Contractor indemnifies the Crown against all present and [uture legal
liability, claims, or proceedings for:

(a) personal injury to, or death of a third party;
(b) either or both loss of, or damage Lo, property of a third party; and
(c) financial loss ol a third party;

arising [rom, or altributable to, the Contractor carrying out the Contracted
Services, (o the exlent that the injury, death, damage or loss is not caused by
a wrongful (including negligent) act or omission of the Crown.

Mature of indemnities
The indemnities in clause 8.1;

(a)  are conlinwng obligations of the Contractor, separate and
independent from any other obligations; and

(b)  survive the lermination of this Agrcement.

RM: 13534 _4851-17 | Version 2 6



000024

9.1

9.2

9.3

9.4

Insurance
Contractor to insure

The Contractor must hold and keep current throughout the Term, contracts
of insurance with a reputable insurer lawfully carrying on insurance
business in Australia, indemnifying:

(a) the Contractor's liability for:
(i) personal injury to, or death of, a third party; and

(ii)  either or both loss of, or damage to, the property of a third
party;

for at least $20,000,000 for each individual claim or series of claims
arising out of a single occurrcnee, or for such other sum as the
Delegate reasonably determines;

(b)  the Contractor’s liability for workers' compensation; and

(c)  the Contractor’s liability for professional negligence, lor al least the
sum stipulated in Schedule 3, for any one claim or series of claims
arising out of a single occurrence, and for the term stipulated in
clause 9.5 (Professional indemnity insurance).

The liability to be insured against under paragraph (a) is liability arising
from, or attributable to, the Contractor carrying out the Contracted Services,
to the extent that the injury, death, damage or loss is caused by a wronglul
(including negligent) act or omission ol the Contractor or the Contractor's
employees or agents.

Crown to be named as principal

An insurance contract required by 9.1(a) must namec the Crown in the Right
of T'asmania as a prinecipal for the purpose of indemnifying the Crown for
any vicarious or other legal hability (il any) il may have in respecl ol any
injury, death, damage or loss caused by a negligent act or omission of the
Contractor.

Contractor to notify Delegate

The Contractor must notify the Delepate in writing as soon as practicable:

(a) if an insurance contract referred to in clause 9.1 lapses, is cancelled
or is materially altered; or

(b if the Contractor claims, or becomes entitled to claim, under such an
insurance contract for something related to delivering the Contracted
Services.

Evidence of insurance

The Contractor must give the Delegate evidence of:
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9.5

9.6

9.7

10

101

(a) the terms ol and

(b)  payment of the premium for;

cach insurance contract referred to in clause 9.1,

(c) before the Contractor starts to carry out the Contracted Services; and
(d) before each due date for renewal ol each such insurance contract.
Professional indemnity insurance

The Contractor must maintain the professional indemnity insurance required
under clause 9.1 for 6 years after this Agreement lerminales, Lo provide
indemnity against claims:

(a) bascd on anything done, omitted, or that happened, while the
Contracted Services were being provided; and

(b) made during those 6 years.
This clause 9.5 survives any termination of this Agreement.
Crown may insure

If the Contractor fails to hold or renew each insurance contract required
under clause 9.1, then without being obliged to do so, the Crown may:

(a) take out or renew an insurance contract that the Contractor docs not
hold or has not renewed; and

(b)  pay any unpaid premium.

The Contractor must pay to the Crown, on demand, all costs that the Crown
incurs to do that, and interest on those costs, at the rate of ten pereent per
year, from the date of outlay to the date ol payment.

Contractor not to prejudice insurance

‘The Contractor must not do anything that may resull in insurance under
clause 9.1, or any part of it, becoming invalid or unenforceable.

Contract Material
Title to, and property in, Contract Material

The title to, and property (including all Intellectual Property) in, all Contract
Material vests in the Crown upon its creation, but that material must remain
readily available to the Contractor to the extent ncecssary to enable the
Contractor to perform its duties under this Agreement.

Contract for Services — Complex —
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10.2

10.3

10.4

10.5

10.6

10.7

10.8

Contractor must return Contract Material

On the expiration or earlier termination of this Agreement the Contractor
must immediately deliver all Contract Material in its possession or control
to the Delegate and if nccessary, transfer any Intellectual Property forming
parl ol that matenal to the Crown.

Use of Contract Material restricted

The Contractor must ensure that the Contract Material is used, copied
supplied or reproduced only for the purposes of this Agreement.

Pre-existing Intellectual Property rights

The Crown agrees that any pre-existing Intellectual Property right owned by
the Contractor in material used to produce Contract Malerial 15 not allected
by this Agreement.

No third party rights in Contract Material

The Contractor warrants that the Crown’s use of the Contract Material will
not infringe the Intellectual Property rights of any third party.

Crown indemnifies Contractor

The Crown indemmilies the Contractor from and against any claim for
damages made against the Contractor arising directly or indirectly from the
use of the Contract Material by the Crown or a third party, where that use
was not authorised by the Contractor.

Moral Rights consent from Contractor

The Contractor unconditionally consents to any inlringement of its Moral
Rights resulting from any use, by or on behall of the Crown, ol the Contract
Material described in Schedule 1 for the purposes oft

(a) the project described in Schedule 1; or
(b) any other project undertaken by the Crown,
Moral Rights consent from third party authors

To the extent that any third party has Moral Rights, the Contractor warrants
that:

(a) for pre-existing materials that form part of the Contract Material
described in Schedule 1, it has obtained:; and

(b) for new materials coming into existence for the purpose of this
Agrecement and that form part of the Contract Material described in
Schedule 1, it will obtain before or immediately on creation,

the third party’s unconditional consent to any use of those Contract
Materials by or on behalf of the Crown for:

Contract for Services — Complax —
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10.9

11

1.1

11.2

11.3

(c) the project described in Schedule 1; or
(d)  any other project undertaken by the Crown.
Supply of documentary evidence

If the Delegate so requests, the Contractor must promptly provide to the
Crown all Moral Rightls consents required by clause 10.8.

Crown Material
Crown Material remains property of the Crown

Crown Material remains the property of the Crown and on the expiration or
earlicr termination of this Agreement the Contractor must immedialely
return all the Crown Material to the Delegate. The Contractor must pay the
cost ol delivery.

Third party rights in Crown Material

The Delegate must inform the Contractor of any Crown Material in which
third parties hold the Intellectual Property and any conditions or limitations
attaching to the use ol that Crown Material as a result of the Intellectual
Property. The Contractor must use Crown Material only under the
conditions and limitations to which il is subject.

Contractor must keep Crown Material safe

The Contractor is responsible for the safe keeping and maintenance ol
Crown Material.

12

121

12.2

Confidentiality
Parties may disclose contract provisions

Despite any confidentiality or Intellectual Property right subsisting in this
Agreement or a tender giving rise to it, either parly may publish, without
reference to the other, all or any part of this Agreement, except those parts
identified in Schedule 4 (“Conlidential Provisions™).

Limited confidentiality for Confidential Provisions

(a) The accountable authority (for the purposes of the Financial
Management Act 2016 (Tas)) has determined that the Conlidential
Provisions must remain conlidential.

(b)  The parties must maintain confidentiality of the Conlidential
Provisions for the period delermined and approved by the Head ol
Agency, so far as the law allows, excepl to the extent that:

(i) the Confidential Provisions arc available to the public
gcnerally, other than by breach of this Agreement;

Contract for Services — Comples —
July 2019

fih: 13934 4851-17 | Version 2 10



000028

(ii)

(iii)

(iv)

(v)

(vi)

(vii)

a law requires a party to file, record or register something that
includes the Confidential Provisions;

disclosure is necessary or advisable to pet a consent,
authorisation, approval or licence from a governmental or
public body or authority;

it is neccssary or advisable lo disclose the Conlidential
Provisions Lo a laxation or fiscal authority;

it 1s necessary o disclose the Confidential Provisions in
answer (o a question asked of a Minister in the Parliament or

otherwise to comply with a Minister’s obligations to
Parliament;

the Confidential Provisions are disclosed confidentially to a
party’s professional advisers:

(A)  to get professional advice about this Agreement; or
(B)  to enforce this Agreement; or

the partics agree otherwise in writing.

12.3 Contractor must not disclose other material

Subject o clause 12,1, the Contractor must not publicly disclose, or use for
a purpose other than this Agreement, any information or material acquired
or produced in connection with, or by performing, this Agreement, including
Crown Material or Contract Material (*Confidential Material™), without the
Delegate’s prior writlen consent, excepl to the extent that:

(a)  the Confidential Material is available to the public generally, other
than by breach ol this Agreement;

(b) a law requires the Contraclor o disclose, file, record or register
something that includes Confidential Material;

(¢)  disclosure 15 necessary or advisable to get a consent, authorisation,
approval or licence from a povernmental or public body or authority;

(d)  itis necessary or advisable to disclose the Confidential Material to a
taxation or fiscal authority;

(e) the Confidential Material is disclosed confidentially to professional
advisers:

(i)
(if)

to get professional advice about this Agreement; or

o enforce this Agreement; or

(1) the parlies agree otherwise mn wriling,
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12.4

12.5

Employees to comply

The parties must ensure that their respective employees who have access to
the Confidential Provisions, Conlidential Material, or both, are aware of,
and comply with, all confidentiality obligations affecting it.

Privacy obligations preserved

Nothing in this clause derogales [rom a party’s obligations under the
Personal Information Protection Act 2004 (Tas) or the Privacy Act 1988
(Cwilth).

13

13.1

13.2

14

14.1

14.2

Security and access
Contractor must comply with security regulations

When using any of the Crown’s premises or facilities, the Contractor must
comply with all securily and office regulations in effect at those premises or
in regard to those facilities as notified by the Crown or the Delegate.

Delegate may inspect
At all reasonable times, the Contractor must:

(a) give to the Delegale, or to any person authorised in writing by the
Crown, access lo any premises where the Contracted Services are
being undertaken; and

(b) must allow those persons to inspect the performance of the
Contracted Services and any Crown Material, Contract Material or
other material relevant to the Contraciled Services.

Negation of employment and agency

Mo representation by Contractor, sub-contractors etc
The Contractor:

(a) must not represent itself; and

(b) must ensure that ils sub-contractors, ecmployecs and agents do not
represent themselves;

as being sub-contractors, employees or agents of the Crown or the
Authority.

Contractor remains independent contractor

(a) Despite the degree ol direction, control or supervision that the
Crown directly or indirectly exercises over or in respect of the
Contractor, or the Contractor’s employees, agents or sub-contractors
in the discharec of duties, obligations, and covenants under this
Agreement, the Contractor is taken to be and remain an independent
conlraclor,
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(b)  The Contractor’s sub-contractors, employees and agenls are laken Lo
be, and always to have been, and (o remain, sub-contractors,
employees or agents ol the Contractor.

15 Termination by the Crown
15.1 Crown may terminate without showing cause after notice

The Crown may terminatce this Agreement without showing cause, by giving
10 Business Days’ writlen notice to the Contractor.

15.2 Crown may terminate for default

(a) The Crown may terminate this Agreement by giving the Contractor
a written notice (“Termination Notice™) if, five Business Days after
receipt of a written notice (“Default Notice™) requiring the
Contractor to do so, the Contractor:

(i) has not remedied each default in the performance of its
obligations; or

(i)  continues lo be in breach of any of the provisions of this
Agreement;

identilied in the Default Notice.

(b)  The Termmation Notice will be effective immediately the Contractor
receives it and the Crown may then recover from the Contractor any
loss or damage suffered by the Crown because of the Contractor’s
default.

(¢)  Recovery of loss or damage may be effected by set-oll against any
moncy owed by, or that becomes due from, the Crown to the
Contractor under this Agreement,

15.3 Crown may terminate for insolvency

The Crown may lerminate this Agreement immediately, by written notice,
if any one of the following occurs:

(a) if the Contractor is a corporation:
(1) an order is made, or a resolution is passed, winding up the
Contractor;

(11)  areceiver, or 4 receiver and manager, is appointed over all or
part of the Contractor’s assets;

(1ii)  a provisional liquidator or an administrator is appointed for
the Contractor;

(iv)  ascheme of arrangement is submitted for approval;
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15.4

15.5

15.6

(v)  the Comiractor convenes a miecting, or enters, or proposes to
enter, into any arrangement or composition with its creditors,

(vi)  the Contractor becomes insolvent;

(vii) the Contractor ceases, or threatens to cease, to carry on ils
operalions, or threatens to dispose of all, or a substantial part,
of its undertakings;

(viii) & morlgagee of the Contractor’s property takes possession of
any ol that property; or

(b)  ifthe Contractor is an individual or a partnership:
(1) the Contractor commils an act of bankrupley;

(i)  the Contractor enlers info an arrangement or composition
with creditors;

(iii)  arecciver is appointed for the assets ol the partnership.
Termination without cause

If the Crown lerminates this Agreement under clause 15.1, then the Crown
must pay the Contractor within a reasonablc time:

(a) for Contracted Services rendered before the cffective date of
termination; and

(b) if the Contractor is not then in breach of this Agrcement, a fair and
just proportion of other liabilitics or expenses that the Contractor:

(1) has reasonably and properly incurred to provide the
Contracted Services; and

(i1)  cannot otherwise recover or avoid.

The Crown is not liable to make any other payment for terminaling under
clause 15.1.

Termination for default or insolvency

If this Agreement is terminaled under clause 15.2 (Crown may terminate for
defaulf) or clause 15.3 (Crown may terminate for insolvency), then subject
to its right of set-off, the Crown is liable to make payments under clause 3
(Contract fee) only for scrvices rendered before the effective date ol
termination, and is not liable to make any other payments.

Partial termination

Il there is a partial termination of this Agreement, then the Crown’s liability
to pay any amounts under it will abate proportionally to the reduction in the
Contracted Scrvices, unless there is an agreement to the contrary.

Contract for Services — Complox
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15.7

Contractor to reserve a right of termination in sub-contracts

The Contractor must m each sub-contract or order placed with any
subcontractor for the purposes of this Agreement, reserve a right of
termination to take account of the Crown’s right of termination under clause
15.1.

16

Reduction
Upon receipt ol notice Lo terminate this Agreement the Contractor must:
(a)  slop work as specilied by thal notice; and

(b)  take all reasonable slteps to minimise loss resulting [rom the
termination and o prolect Crown Malerial and Contract Material.

17

Delay and extension of time

(a) If it becomes evident to a party that anything, including an act or
omission of the Crown, may delay carrying out the Contracted
Services, then that party must promptly notify the other party in
writing, with details of the possible delay and the cause.

(b)  Ilthe cause of the delay is an act or omission of the Crown, then the
Crown must pay the Contractor the extra costs necessarily incurred
by the Contractor because of the delay.

(c) Mothing in this clause:
(i) obliges the Crown to pay extra costs for delay or distuption
which have already been included in the value of a payment

under this Agreement; or

(ii)  limits the Crown’s liability for damages for breach of
contract.

18

18.1

18.2

18.3

Variation to Contracted Services
Crown may give Variation Notice

The Crown may direct a variation to the Confracted Services by giving a
written notice to the Contractor (*“Variation Notice™).

Contractor may refuse

The Contractor is not obliged to comply with a Variation Notice if the
Contractor gives a written notice to the Delepate under clause 18.3, within
five Business Days of reeeipt of the Variation Notice.

Change to scope of Contracted Services

(a) Il the Crown issues a Variation Notice thal the Contractor considers
would change the general scope of the Contracted Services, then the
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Contractor may so advise the Delegate in wriling within five
Business Days, stating:

(1) whether or nol the Conlractor agrees to comply with the
WVariation Notice; and

(1) il'the Contractor agrees to comply with the Variation Notice,
a fee proposal (“Fee Proposal™) lor carrying out the direction.

(b) Each time the Crown accepls a Fee Proposal, the Contractor must
effect the variation relating Lo that proposal.

18.4 If no agreement, parties are in dispute
If the Crown either:
(a) does not agree, within five Business Days ol receipt of the
Contractor’s notice given under clause 18.3, that the Variation Nolice
changes the peneral scope of the Contracted Services; or

(b) does not accept the Fee Proposal;

then the parties will be taken to be in dispute, and clause 22 (Resolution of
disputes) applies if the Crown directs the Contractor to proceed with the
variation.

18.5 Fee for variation

(a) The Contractor is to be paid an additional fee to cover the value ol a
variation to the Contracted Services.

(b)  Unless otherwise agreed, the value of a varialion lo the Contracted
Services must be determined using the basis on which the fees and
cxpenses described in clause 3 (Contract fee) are determined, or if
that is not possible, then reasonable rates and prices will apply.

18.6 Variation caused by Legislaiive Requirement

I'a new Legislative Requirement, or a change in a Legislative Requirement,
aller the date ol the Agreement, necessitates:

(a)  achange to the Contracted Services;
(b) has effect after the date of the Apreement; and
(c) could not reasonably have been anticipated at that date,

then the extent to which the Conlracled Services are changed by that
Legislative Requirement is taken to be a variation to the Contracied Services
under this clause.
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19

19.1

19.2

Frustration
Crown obligations following frustration
If this Agreement is frustrated, then the Crown must pay the Contractlor:

(a) for work cxceuted up to the date of frustration - the amount not then
paid, but which would have then been payable had the Agreement
not been frustrated; and

(b)  costs reasonably incwred by the Contractor to that date in the
expectation of carrying out the Contracted Services and not included
in any prior payment by the Crown.

Contractor obligations following frustration

Upon payment of those amounts to the Contractor, the Contractor must,
subject to any rights of the Contractor under this Agreement, deliver to the
Delegate, all Contract Material produced by the Contractor up to the date of
frustration, regardless of its stage of completion but without any liability in
respect of the Contract Material that is incomplete only because of the
[rustration ol the Agreement.

21

20

Waiver and variation

(a) No [ailure by a parly to exercise, nor any delay in exercising, a right,
power or remedy operates as a waiver.

single or partial exercise of a right, power or remedy does no

A 1 tial f t dy d t
preclude any other, or further, exercise of that, or any other right,
power or remedy.

(c) A waiver is neither valid nor binding on the party granting it, unless
made in writing signed by the party to be bound by the waiver.

21.1

21.2

Governing law and jurisdiction
Law of Tasmania

The law of Tasmania governs this Agreement, and the parties submit to the
jurisdiction of the Courts of Tasmania.

Proceedings issued under or about this Agreement

Any proceedings issued against the Crown under, or about, this Agrecment,
must be instituted cither:

(a) in a Tasmanian court; or

(b) in the Federal Court, from the Tasmanian Registry of that court.

Contract for Services — Complax —
July 2019

Ri: 13934_4851-17 | Version 2 17



000035

22

221

22.2

223

22.4

22.5

Resolution of disputes
Parties to negotiate about dispute

If a dispute arises between the parties under this Agreement (except in the
case of action required to be taken under slatute) the parties undertake in
good faith to use all reasonable endeavours to resolve the dispute belween
them by negotiation.

Notice of dispute

If onc party has given a written notice of a dispute to the other party and the
parlies are unable to resolve the dispute by meetings between them within
20 Business Days aller receipt of the notice, then the dispute must be
submitted for resolution under the [ollowing sub-clauses.

Reference for determination

The matter in dispute must be relerred for resolution by a person of
appropriate qualifications and experience agreed between them. Failing
agreement the matter in dispute must be determined in accordance with the
provisions of the Commercial Arbitration Aet 2011.

Final and hinding decision

The independent expert’s or arbitrator’s decision, including any decision as
Lo an expense arising from the disputc, is final and binding on the parties.

Party not to commence legal action

Except to enforce this clause, or to seck an urgent interim determination, a
parly must nol commence or maintain an action by way of legal proceedings
relating to the dispute until it has been deall with as provided in this clause.

23

231

23.2

23.3

Sub-contracting and assignment
Contractor not to sub-contract or assign

Without the Delegate’s prior writlen consent, the Contractor must not sub-
contract, assign part with or be relieved from, any rights, powers and
obligations arising under this Apreement.

Contractor remains responsible

Unless the Delepate agrees otherwise in writing, the Contracior remains
responsible for the performance of the Contracted Services despite that the
Contractor has sub-contracted or assigned the performance of any part of
the Conlracled Services.

Sub-contractors must have insurance

If the Delegale gives writlen consent under clause 23.1, then the Contractor
must ensure that all sub-contractors have in place, belore carrying on any
part of the Contracted Services, and keep current, the same insurances as the
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25

Contractor is required to have in place under clause 9.1 (Contractor to
insure).

24

25.1

25.2

25.3

25.4

Conflict of interest

The Contractor warrants that at the date of this Agreement, no conflict of
interest exists, or is likely to arise, in the performance ol the Contracted
Services and that il; during the Term, a conflict of interest arises, then the
Contractor will notify the Delegate immediately in writing of that conflict
or risk.

Notices
How to give a notice

A nolice or other communication to be given or made under this Agreement
must be in writing and addressed to the recipient party at their address in
Schedule 2.

How to serve a notice
A notice or other commumication 1s taken to have been duly served:
(a)  in the case ol hand delivery - when delivered;

(b)  if sent by prepaid post - on the third Business Day afler the date of
posting;

(c)  if sent by facsimile transmission (il the sending [acsimile machine
produces a print out ol the time, date and uninterrupted transmission
record of the sending of the notice) - upon completion of sending if
completion is within ordinary business hours in the place where the
recipient’s facsimile machine is located, but if not, then at 9.00 am.
on the next Business Day in that place.

Sufficiency of notice etc

A notice or other communication to be given or made under this Agreement,
is sufficient if:

(a) in the case of the Crown, it is under the hand of the Crown (by the
Minister responsible for the Authority or a duly authorised officer of
the Authority), the Delegate, or the Crown’s solicitors;

(b) in the case of the Contractor, it is under the hand of the Contractor
or its agent or solicitors.

Signatures

A printed or copicd signature is sufficient when sending a demand, wrillen
consenl or other communicaltion by [acsimile transmission,
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26

26.1

26.2

27

28

29

29.1

29.2

29.3

Severance
Reading down, severance

(a) If a provision of this Agreement or its application to a person or
circumstance is or becomes void, invalid, illegal or unenforccable,
then so far as possible, the provision will be read down to the extent
necessary to cnsure that it is not illegal, invalid or unenlorceable.

(k) If a provision, or part of it, cannot be so read down, then the
provision, or part of it, will be taken to be void and severable and the
remaining provisions of this Apreement will not be affected or
impaired in any way.

Altering the basic nature of this Agreement

Clause 26.1 has no ellect il the severance alters the basic nature of this
Agreement, or is contrary to public policy.

Crown’s rights

An express statement of a right ol the Crown under this Agreement is
without prejudice to any other right of the Crown expressly stated in this
Agreement or arising at law,

Inconsistency

If something in a schedule or an altachment Lo this Agrecment is inconsistent
with a clause of this Agreement, then the laller prevails.

Goods and Services Tax
Liability for GST

Subjcct to any other provision of this Agreemenl expressing a contrary
intention, if GS'1 is imposed on a supply made under it, then the party paying
for the supply must pay the amount of the GST to the party making the
supply, al the same time as, and in addition to, the amount payable for the

supply.

Tax invoice

A party making a faxable supply under this Agrcement must give the
recipient a tax invoice for the taxable supply when that supply is made.

Terms defined in GST Act

In this clause “GST” refers to goods and services tax under 4 New Tax
System (Goods and Services) Act 1999 (Cwlth) (“GST Act™) and the terms
used have the same meanings as in the GST Act.
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30 Entire agreement
30.1 Entire agreement

The covenants, warranties, agreements and provisions contained in this
Agreemenl comprise the entire agreement belween the parties about its
subject matter.

30.2 Nothing to be implied

No other covenant, warranly, disclaimer, agreement or provision is to be
implied into this Agreement or to arise between the parties as a collateral or
other agreement because of a promise, representation, warranty or
undertaking given or made by or on behall ol one party to another before or
after it was signed. All parties expressly deny and disclaim the existence of
any such implication, or collateral or other agrecment.

31 'Continuing obligations

The termination or expiration of this Agreement does not act to extinguish
a debt, obligation or liability of either ol the parties which has accrued under
the Agreement and in parlicular the provisions, rights and obligations
described in the lollowing clauses will survive and continue 1o apply:

o 7 (Waiver of rights of recovery from the Crown),

o 8 (Indemnilies),

¢ 9 (Insurance) (to the extent thal it relates to professional indemnity
cover),

e 10.3 (Use of Contract Material restricted),

e 10.5 (No third party rights in Contract Material),

o 10.7 (Moral Rights consent from Contractor),

e 10.8 (Moral Rights consent from third party authors),
e 10.9 (Supply of documentary evidence),

o 12 (Confidentiality),

e |5 (Termination by the Crown),

o 22 (Resolwtion of dispufes),

o 24 (Conflict of interest), and

s 29 (Goods and Services Tax).

32 Counterparts
(a) This Agrcement may be executed in any number of counterparts,

(b) All counterparts will be taken Lo constitute one agrecment,
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(¢)  The partics agree that if necessary, they may cxchange laxed copies
of counterparts, and those faxed copies will be taken to constitule
onc agreement. The parties must exchange exccuted originals as
soon as possible afterwards.

33

331

33.2

33.3

33.4

Personal Information protection
Application of clause

This clause 33 applies only if the Contractor deals with Personal Information
in the course of delivering the Conlracted Services.

Personal Information Custodian

If the Contractor is a Personal Information Custodian then the Contractor
must:

(a) notily the Delegate immediately if the Contractor becomes aware of
a breach, or possible breach, ol the PIP Act; and

(b) ensure that the Contractor’s employees, agents or subcontractors
who are required to deal with Personal Information in the course of
delivering the Contracted Services are aware of, and comply with,
the Contractor’s obligations under this clause.

Breach of PIP Act

A breach of the PIP Act by the Contractor is a breach of this Agreement that
entitles the Crown to terminate it under clausc 15.2 (Crown may ferminate

Jor defaul).

Terms defined in PIP Act

In this clause, “Personal Inlormation”™ and “Personal Information
Custodian” have the same mesnings as in the Personal Information
Protection Act 2004 (Tas) (“PLP Act”).

34

Professional Standards Act 2005 (Tas)

(a)  If no Scheme applies, as at the dale of this Agrecment, (o the
Contractor, the Contractor waives all present and futurc rights, as
against the Crown, to claim any limitation of liability provided by
any future Scheme, in connection with claims concerning or arising
out of this-Agreement,

(b) If a Scheme applies, as at the date of this Agreement, to the
Contractor the level of the Contractor’s liability under this
Agreement will be limited in accordance with and subject to the
Scheme.
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35 Zero tolerance towards violence against women

(a)

(b)

(c)

(d)

Violenee against women 1s delined by the Uniled Nations as “any
act of gender based violence that results in or is likely to result in
physical, sexual or psychological harm or suffering to women”™.

The Crown upholds a zero tolerance policy towards violence against
any person in the workplace. The Contractor acknowledges and
undertakes to uphold a zero tolerance policy towards violence
against any person in the workplace in ils interaction with
employees, agents and subcontractors of the Crown and in delivery
of the Contracted Services.

The Contractor must and will ensure that its employees, agents and
subcontractors will at all times in delivery of the Contracted Services
act in a manner that is non-threatening, courleous and respectlul.

If the Crown rcasonably believes thal any ol the Contractor’s
employees, agenls or subcontractors are failing to comply with the
behavioural standards specified in this clause then the Crown may in
its absolute discretion:

(i) prohibit access by the relevant cmployces, agents or
subcontractors to the Crown’s premises; and

(ii)  direct the Contractor to withdraw the relevant employees,
agents or subcontractors from providing the Contracted
Services.

Executed as an Agreement.

Contract for Services — Complex —
July 2019

[hd: 135934 _4851 17 | Wersion 2 23
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Signing page

2020

._,-'.I
"

Dated:

Signed b"..f hemg and asa Uhned /Menlidng
under an [nslrumentnfDelegatmn dated

f

% [ 6l / 2 inthe presence of:

Signature
|inaturn of witness

Mame af u-ntness {hlack Ietters}

Address of witness

Cccupation

e

Signed by *\"J%‘E\f B \(L\ )

in the presence of:

Signature of witness Sighature

Mame of witness (block letters)

Address of witness

Occupation

Contract for Services — Complox — Revi: 13034_4851-17 | Version & vl
July 2019
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Schedule 1

Contracted Services

The services to be provided, are as follows:

1.

The Contractor will develop a creative campaign with the Specified Personnel of
Marcus Saunders and Lisa Free to encourage visitation to Tasmanian hospitality
businesses;

A creative campaign deck will be provided to the Delegate for review and approval
prior to the commencement of pre-production on 15" June 2020;

Pre-production

The Contractor is to deliver the following by 19" June 2020 for approval by the
Delegate:

(a)  Final script to be approved by the Delegate;

{(b)  Pre-production meeting;

(¢}  Pre-production of reviewing and contacting potential venues to be
featured;

(d)  Call sheet and shot lists distributed; and

(e) Completion of a risk assessment for COVID-19 health practices;

if) Development of soundtrack for the campaign.

The Contractor is to commence shooting of the campaign and commence post-
production by 26" June 2020 in accordance with Attachment ‘A’

Post-Production

The Contractor is to deliver the following by 3™ July 2020 for review and approval
by the Delegate:

(a) a first cut of the campaign; and

(b) a second cut of the campaign.

Final Approval and Distribution

The Contractor is to deliver the following by 10" July 2020 for review and approval
by the Delegate: :

(a) Colour grade and final audio mix; and

(b} Distribution to television and radio businesses.

The campaign is to air on television and radio fram the 13™ July 2020 until a date
advised in writing by the Delegate.

Project Description

For the purposes of clauses 10.7(a) and 10.8, the “"project” is to develop a creative
campaign to stimulate interest of Tasmanians in returning to hospitality venues as the
restrictions from COVID-19 are lifted.

Contract for Services —~ Complax
July 2019

Rii: 13934_4851-17 | Version 2 25
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Attachment ‘A’

1. The Cantractor is to undertake the following shoot schedule for the campaign.

THE SHOOT SCHEDULE

TUESDAY, 23 JUNE TIME LOCATION ADDRESS TYPE COMTACT
a— 30 AM (Hd Kempuon Disiilery Kempron 15I.<_|:i}’r_r:.-
TEUD AR Delcr:'.u_-:m_Hu:-r Lebaraine Pubs
U3 P Starfey Howl B 'ubs
LG P Beach !—-'.x.'rl Barmic Hurmie ftubs
WEDNESDAY, 24 JUNE__ TIME LOCATION ADDRESS TYPE
L A, F-:-rrr'_t!:.l Hoael Dmvonpont Hestawran
TIDORM Inglesile Bikery trandde Calt
L0 Pk Inser!.‘il;'nmy Launesion Vineyad
D0 T o Bar _Launpeston Pestaura
THURSDAY, 25 JUNE TIME 11.'.;-1._.#'.319[‘\1 ADDRESS TYPE
B0 AN Em"l";bl:xl[‘.ll'! Galf ik Bridpon Chls
100 AM Bridpor: Pub Bridport Tubs
D00 PM -L;'lhil:l?"ih:.v.'k Bichenio Restawant
) P Arrifakr Gallery Caff Gevaniie Calé
Ll P .EJ,",Ti'l'_l.‘l'il:-C"r Tasmanin Cfoed ALCOTL
_FRIDAY, 26 JUNE TIME LOCATION ADDRESS TYIE
TN Ak Frogmione Creck Carmbdge Wingyard
12007 Burckingharn Bowds Club Hoharr Lhub
D10 P Faylands Lodge Habart Aviorm
ok M Shippies Rarrery Pome Pubs
A0 M Ibis Sryfes Hobart Avton
Contrack for Services — Complex — fhd: 13934 _A851-17 | Version 2 20

July 2019
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Schedule 2

Contract fee

The fee for the services is payable with:

(a) 535 000.00 (exc G5T) on signing of the Agreement; and

(b) $35 000.00 (exc GST) on completion of the Contracted Services

within 14 Business Days subject ta the submission to the Delegate of a correctly
rendered invoice in a form satisfactory to the Delegate.

Mo other money is payable.

Specified Personnel

Tasmanian Hospitality Association (THA)
Steve Old
Marcus Saunders

Lisa Free

Tourism Tasmania

Addresses for delivery of notices

1. The Crown

As in the Details

2. The Contractor

As in the Details

Cantract for Services — Complex Rii: 13934 4851-17 | Version 2 27
July 2019
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Schedule 3

Insurance

The Contractor holds professional indemnity insurance cover under clause 9.1 (Contractar
to insure) for the following amount of cover:

$10,000,000

Contract for Services — Complex — RIM: 13934 43851-17 | Version 2 25
luby 2019
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Schedule 4

Confidential Provisions

There are no Confidential Provisions.

Contract for Services — Complex RM: 13934 4851-17 | Version 2 29
July 2019
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From:

To: Marcus Saunders

Subject: RE: THA_Hospitality Rebuild_Campaign_Presentation
Date: Thursday, 11 June 2020 4:50:00 PM

Attachments: image001.png

Hi Marcus,

Thank you, and great to meet you too!

I il be back tomorrow, so I've shared your deck and estimate, and will chat with her first
thing so we can get back to you with feedback/approval ASAP.

Cheers

From: Marcus Saunders [mailto:hello@marcussaunders.com.au]
Sent: Thursday, 11 June 2020 1:15 PM

To: I

Subject: THA Hospitality Rebuild_Campaign_Presentation

Great to meet you this morning!

Please find attached the campaign presentation along with itemised quote.

Shout out if you need anything else.

Cheers Marcus

Marcus Saunders
Creative Director

hello@marcussaunders.com.au

marcussaunders.com.au


mailto:hello@marcussaunders.com.au
https://aus01.safelinks.protection.outlook.com/?url=http%3A%2F%2Fmarcussaunders.com.au%2F&data=02%7C01%7Clindene.cleary%40tourism.tas.gov.au%7C03257687febd457bfd2308d80db5ba56%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637274422890675314&sdata=YscQfkafnlT7wsFjoD0iWUhYujDHuqHQw08FzbKKqQ8%3D&reserved=0





IMPLEMENT
THE CHANGE

Marketing Project Plan

Electronic location of
this document T20/7270

Project details

Business objectives The campaign is aligned with the Tourism Tasmania Business Objectives
of Visitation and Yield.

PRIMARY GOALS:

I. Encouraging Tasmanians to patronise their local cafes, pubs
and clubs, accommodation, wineries and other drink providers
and restaurants once they reopen.

2. Encourage Tasmanians that it is safe to venture out and
reconnect with their local hospitatlity venues.

Marketing objectives




Program principles * Connected: We will work with THA to input into the program.
+ Valuable and meaningful to the consumer: Our advertising will
inspire locals to patronise their local cafes, pubs and clubs,
accommodation, wineries and other drink providers and restaurants
once they reopen.

Project title THA Intrastate Campaign July 2020 — October 2020

The effective lock down of the Tasmanian hospitality industry due to Covid-
|9 restrictions has had a devastating impact on hospitality businesses across
Tasmania and an equally devastating impact on the staff and employees who
have lost their jobs and livelihoods as a consequence.

As the current restrictions have been mapped to reopen, it will be essential
to encourage Tasmanians once again to patronise their local pub, their
favourite restaurants and cafes as they look to re-open and re-establish their
businesses.

Also, as a result of the current period of lockdown rules, Tasmanians should
be keen to reconnect with their families and friends and enjoy the lifestyle,
experiences and produce for which Tasmania is known, and this needs to be
Strategic objective/ the an important focus of the campaign.
problem you are trying to

solve We want to encourage Tasmanians to reconnect through hospitality

experiences in their everyday lives. To do this, they need to know:

-Which venues are open and what they can offer given capacity and operating
restrictions that change over time.

-Venues have incorporated social distancing measures and stringent hygiene
practices into their operations; therefore, it is safe/low-risk.

-Social distancing and hygiene measures also require patrons to behave
responsibly.

Strategic program/s THA Intrastate Campaign July 2020 - October 2020
Market/s Intrastate

The total duration of the campaign is expected to be 3 months, from July
Timing 2020 — October 2020.

+ Authentic: The campaign messaging considers what hospitality venues

THA would like to promote and this will be dependent on what is open once
TTas cultural pillars restrictions are lifted.

+ Connected: Work in partnership with THA.

+ Accountable: We plan, deliver and measure.

STRATEGIC ALIGNMENT
SUMMARY | Details

The Covid-19 crisis and lock down of the Tasmanian hospitality industry has
had a devastating impact on Tasmanian hospitality businesses and their
employees. As we move into staged lifting of restrictions, we want to
encourage Tasmanians to enjoy their local pubs, restaurants and cafes as they
reopen and their capacity for hosting patrons increases.

High-level concept
Tasmanians should be keen to reconnect with their families and friends and
enjoy the lifestyle, produce and experiences on offer locally, once again.

We want to encourage Tasmanians to reconnect through hospitality
experiences in their daily lives — such as going to the local pub for a birthday



AUDIENCE

The audience

dinner, having a team lunch at a local restaurant, popping out for a coffee
with a friend.

The news of staged reopening within the Tasmanian Government’s plan to
Rebuild a Stronger Tasmania has had a mixed reaction across the hospitality
sector. Some venues will reopen in accordance with the staged lifting of
restrictions while others will not due to factors such as viability, complexity
and cost.

Tasmanians are confused about which venues are open and when. This
confusion could be abated by a single source of truth regarding hospitality
venue operations. However, that source of truth may not be available.

There is concern that going too early with a promotional push could result in
demand exceeding venue capacity limits, which would be detrimental to
consumer experience and potentially harm the industry.

There is still considerable concern about a second-wave infection. Therefore,
venues must operate in accordance with Covid-safe requirements and
consumers must be confident that safety and hygiene measures have been
undertaken to reduce risk. There are also expectations for patron behaviour
regarding social distancing, safety and hygiene measures.

While the Tasmanian Government is responsible for communicating
requirements to both venues and patrons, any campaign material must
support Covid-safe behaviour and operations. For example, visuals featuring
safely distanced patrons dining-in but NOT a crowded dance floor.

This campaign targets Tasmanians who have been missing out on things like
spending time together outside of home, celebrating special occasions,
bonding and enjoying meals prepared and served by someone else. A
hospitality experience is accessible to most Tasmanians in terms of proximity
and affordability. It is relevant to both city and country folk and in every part
of the state where venues are open. The campaign should promote all types
of hospitality venues — restaurants, cafes, bars and pubs.

IS E]S

Tasmanians 18+

They have missed out on seeing their friends and families and leaving their
homes for non-essential travel over the past couple of months. Some may be
yearning to go back to their favourite venues, hoping to enjoy a similar
experience to before Covid-19. Some may be a bit wary of heading to public
spaces. Some may be concerned that things have changed because of social
distancing or staff being stood down.

Targeting people who ate and drank out before Covid- 19 rather than trying
to convince those who don’t usually go out is likely to yield better
conversion

The way you want them to behave as a result of this activity

Think

My local venue is open for
business.

OUR COMPETITORS

Feel Do
I’'ve missed heading out with my Check venue opening and operating
family and friends. Now that it’s status, arrange a catch up with
safe and I'm allowed, | want to go family/friends/colleagues, book and
out to my local again. head out. ENJOY!!

Due to COVID-19, the traditional competitors of other states/international
locations are no longer the primary competitors. What we are now
competing with is getting people to leave their homes once the travel
restrictions have lifted. This is from a safety perspective, as people may be
hesitant to leave their home, to changing habits, given they have spent so long
at home and formed new habits and passions which they can do at home.



Data and trend insights

Channels
recommendations

Brand alignment & related
programs

Key milestones & timelines

Outputs / deliverables

Budget

KPIs / ROI

Data sources

Results/target measures

Key stakeholders
integration

Regions covered

Project governance

The Intrastate Market

In 2019, Tasmanians made about 1.6 million overnight trips within the state,
the travelling market taking an average of 3.2 trips per year. There has been
substantial growth in this market — | 1.5% average annual growth in the past
five years, but particularly in 2018 there was 18% growth and in 2019 there
was no growth. With Tasmania’s population not forecast to grow beyond
0.4% in the next ten years, there is only a limited opportunity to grow this
market beyond the 2018/19 levels.

In 2019, Tasmanians took 830,000 overnight holiday trips, and spent an
average of $374 on these trips. People visiting friends and relatives spent an
average of $204 per overnight trip, taking around 395,000 trips in total.
Tasmanians took about 3.4 million intrastate holiday day trips and spent
about $114 per person, compared with about $66 for the 1.6 million VFR day
trips. The number of nights spent by Tasmanians holidaying in Tasmania is
around 2.3 million nights.

OMD to provide recommendations and relevant internal SMEs and PM to
review.

This program is part of the Tourism Recovery Intrastate Campaign.

Related programs:

e Intrastate campaign

e State Growth — supporting business platform development
e T2| rebuild

e Industry led — There is no place like Tas

Refer to milestone document: T20/4528

An intrastate marketing campaign delivered in partnership with THA.

TOTAL BUDGET: $255,000
Creative: $75,000

Media: $175,000

Consultancy: $5,000

Media KPIs to be inserted once media plan finalised

THA

Increase in THA member bookings
Intention to visit hospitality venues

THA- Input into all phases with focus areas for content development.

Hospitality industry — Complementary activity and input into program.

Statewide

- = ]

Project manager

Project Sponsor: John Fitzgerald

Project director: Emma Terry

Project group Project Support: N




Program

Who is the decision-
maker for this
project to proceed?

Who at TTas needs
to be consulted?

Who at TTas needs
to be informed?

THA
Relevant SMEs as needed

THA Intrastate Campaign July 2020 — October 2020

Emma Terry

CEO

All of Agency

External communications and stakeholder engagement

[ o=GT R ——

Project objective
Why is it
important

Who is it targeting

What are the 4-5
key messages

How/where is it
being delivered

Whenis it
happening

Do you need a:

Need engagement:

Communicate
with:

I.  Encouraging Tasmanians to patronise their local cafes, pubs and clubs,
accommodation, wineries and other drink providers and restaurants
once they reopen.

2. Encourage Tasmanians that it is safe to venture out and reconnect
with their local hospitatlity venues.

Due to COVID-19 the Tasmanian hospitality industry has suffered and with
restrictions lifting, support is needed via a campaign to stimulate local Tasmanians to
visit their local venues and reconnect with friends and family.

Tasmanians 18+

Tourism Tasmania is working with the Tasmanian Hospitality Association to develop
a separate but complimentary campaign to create a call to action for Tasmanians to
get back to the local venues they gathered at prior to COVID-19 with their friends
and family —when it’s safe to do so.

This is currently in development and needs to be guided by the specific guidelines
that apply to the hospitality sector.

A media plan will be implemented.

Updates throughout program — refer to Stakeholder Mapping and Comms Plan

Minister Briefing Note B Board paper B
Marketing media release D Corp media release D
RTOs | TICT N
Other Gov agencies . Tourism industry .
Local community/media N Tourism industry []

For projects with multiple stakeholders, strong local community or Ministerial interest, a
communications plan should be developed that includes strategic project messaging,



stakeholder and engagement schedule. Please refer to the separate Stakeholder

Management document.

Will this activity require us to procure goods or services?

Procurement

Contracts

Treasurer’s Instructions

Risks and mitigations

Workplace health and
safety

Approval of plan

Item/service/organisation

Value

Direct source has been
approved

$255,000

Will these procurement require

contracts? Yes

Item/service/organisation

Contract type

The contract for goods/services,
consultancy, PMA, GITC

Lisa Free (Consultant for THA)

Consultancy

Marcus Saunders (Creative
Director)

Consultancy

OMD (Media)

Consultancy

Will any/all of these activities require an exemption from the

TIs? No

Item/service/organisation

Exemption type
Direct source, disagreggation,
confidentiality, prepayment

Refer to Risk Register (RM: T20/3821)

Are there potential workplace health and safety

considerations for:

TTas employees (see RM:12533/1)

Yes(D No

Contractors (see RM12533/4)?

YesC No
If yes, what are they:

Name and title:

Date:







Stakeholder mapping and communication plan

THA INTRASTATE CAMPAIGN 2020
Stakeholder mapping and communications action plan at 28 May 2020
Key stakeholders to always consider:

RTO’s

TICT

THA board

Tourism industry

Other government agencies

Premier’s offi

ce

Stakeholder | Communication | Desired Communica | Who is responsible? | Frequency of comms (weekly, at Deadline(s)
task outcome tions milestone, end of project, etc
method/cha
nnels/assets
needed
RTOs TTas to consult Appropriate Workshops I TBC, however regular emails, potentially
these stakeholders | feedback is and emails weekly/fortnightly to keep RTOs update
regarding specific incorporated into with progress of campaign development
messaging, stories | design of
and product program.
inclusions for the .
THA Intrastate .Consulta.tlon *
Campaign information
paig
Premier’s Update on program | Information + Briefing Note | N When requested, as part of a whole
Office approval QTB Recovery Response update
TTas board Update on program | Informed on Board paper I B | YVhen requested, as part of a whole
program or activity [ ] Recovery Response update
report

www.tourismtasmania.com.au

Tourism
Tasmania




Stakeholder mapping and communication plan

THA Update on program | To ensure its Regular Monthly
program is meetings with
aligned with the Lisa Free as
Intrastate conduit to
Campaign THA
TICT Update on program | Informed on Email/phone When requested, as part of a whole
program call Recovery Response update
Tourism Update on program | Informed on Tourism Talk | As part of a whole Recovery Response
Industry — program communications strategy
I
genera Contribute to
program through
RTOs
Local Update on program | Informed on phone RTOs As part of a whole Recovery Response
government program call/email communications strategy
stakeholders L
Local media Explore ’Content TBC OMD or N As per Media plan
opportunities to produced in local I
promote intrastate media‘
campaign
Staff/internal Update on program | Informed Team sharing | Emma Terry

Commented [ME1]: To be determined — campaign content
briefing process? Through The20 content strategy? Coverage
of the campaign itself or op-eds — we can arrange

www.tourismtasmania.com.au

Tourism
Tasmania



Stakeholder mapping and communication plan

Tourism Update on program | Informed Domestic I Erma
Australia marketing
meetings

\m

N\
—_—~
www.tourismtasmania.com.au Tourism
Tasmania




Stakeholder mapping and communication plan

to inform or
educate
stakeholders in
one-way
communication,
there is no
invitation to
respond

to gain
information and
feedback from
stakeholders to
inform decisions
made internally.
Limited two-way
communication -
ask questions,
stalkeholder
provides answers

to work directly
with stakeholders
throughout the
process to ensure
that issues and
concerns are
understood and
considered. Two-
way or multi-way
communication
where learning
takes place on
both sides

to partner with
stakeholder
and/or
stakeholder
groups for the
development of
mutually agreed
solutions and
joint plan of
action. Two-
way/multi-way
communication
where learning,
negotiation and
decision making
on both sides.
Stakeholders
work together to

to delegate
decision-making in
the hands of the
stakeholders on a
particular issue.
Stakeholders are
enabled/equipped
to actively
contribute to the
achievement of
outcomes

www.tourismtasmania.com.au

Tourism
Tasmania
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‘Tourism Tasmania: Project Risk Register

Project Title: THA Inrastate Campaign 2020
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Current items are there just an example, please review them and change them as relevant to the project
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Client Agency Brief

Date: 03 June 2020
Campaign
Job Type:
] Tourism Tasmania
Owner:

In market date: Early to mid — July for 3 months

$75,000 all inclusive

Budget:

Why are we communicating including objectives?

The Covid-19 crisis and lock down of the Tasmanian hospitality industry has had a devastating
impact on Tasmanian hospitality businesses and their employees. As we move into staged lifting
of restrictions, we want to encourage Tasmanians to enjoy their local pubs, restaurants and cafes
as they reopen and their capacity for hosting patrons increases.

Tasmanians should be keen to reconnect with their families and friends and enjoy the lifestyle,
produce and experiences on offer locally, once again.

We want to encourage Tasmanians to reconnect through hospitality experiences in their daily
lives — such as going to the local pub for a birthday dinner, having a team lunch at a local
restaurant, popping out for a coffee with a friend.

To do this they need to know:
- Which venues are open and what they can offer given capacity and operating restrictions
that are changing over time.
- Venues are Covid-safe. Social distancing and hygiene measures are in place to minimise
risk.
- Social distancing and hygiene measures also require patrons to behave responsibly.

The key objective for this campaign is to see Tasmanians patronise hospitality venues. We are
endeavoring to have a positive impact on venue patronage, ideally resulting in venues patronised
at their Covid-compliant operating capacity.

Audience. Who are we talking to and why?

We’re talking to Tasmanians, 18+.

They have missed out on seeing their friends and families and leaving their homes for non-

essential travel over the past couple of months. Some may be yearning to go back to their
favourite venues, hoping to enjoy a similar experience to before Covid-19. Some may be a bit




wary of heading to public spaces. Some may be concerned that things have changed because of
social distancing or staff being stood down.

Targeting people who ate and drank out before Covid-19 rather than trying to convince those who
don’t usually go out is likely to yield better conversion.

What is the one thing you would like this communication to convey?

Hospitality venues are open and welcome you to safely come out and enjoy reconnecting with
your family and friends.

Why should the audience believe us?

From 3pm Friday June 5, pubs, restaurants, clubs and cafes will be able to provide
table service for up to 40 patrons if sufficient space and settings allow.

From July 13, subject to Public Health advice, gatherings of 50 indoor and 100
outdoor will be permitted. Night clubs and casinos/gaming should be open.

Many venues will find operating under these conditions viable and open their doors.
Before Covid-19, Tasmania was teeming with vibrant, diverse, high quality hospitality

experiences. With the borders remaining closed, many hospitality venues have
pivoted their business model, providing greater access and attractiveness to locals.

What mandatory, legal or otherwise, should be considered?

e (Call to action to be discussed but potentially visit Buy Something Tasmanian
website and for people to contact their local.

e THA logo should appear on all material.

e Tourism Tasmania logo should appear on all material.

A signed contract between supplier and Tourism Tasmania is required.

Are there any existing media considerations?

e TV to enable broad community reach.
e Paid digital display and social static/video.
e Sharable assets to enable industry participation.



Creative Considerations

What it should be:
e Needs to create a feeling that patrons have been missed.
e \Warm, genuinely welcoming and encouraging.
e Real venues and industry people.
e High quality footage and imagery.

What it shouldn’t be:
e Pleading, begging, trying too hard.
e Bossy, push, demanding.

+ Love your local NN

Creative shouldn’t be too close to the Tourism Tasmania Intrastate campaign so as to
create confusion.

What is the success criteria?

¢ Intention to visit hospitality venue — THA may have access to this data,
seeking further information

e Direct bookings across all venues

e Media KPIs - TBC

Timings

Finalise creative brief Monday 01 June 2020

Brief in Marcus Saunders Thursday 04 June 2020

Marcus to present creative strategy Thursday 11 June 2020
Finalise creative strategy Tuesday 16 June 2020
Commence production Wednesday 17 June 2020

Brief in media Thursday 18 June 2020

OMD present media plan 25 June 2020

Finalise media plan Tuesday 30 June 2020

Finalise production Monday 06 July 2020

In market by Monday 13 July

* It is possible that the stage 3 restrictions set to be lifted on 13 July may be brought
forward. If information about the lifting of restrictions is available early enough to allow
for contraction of production and planning timelines, an earlier in market date could
be considered.



Budget

$75,000 inclusive of creative production and head hours

Who needs to sign this off?

Emma Terry to approve creative brief



Draft framework for roles and responsibilities — Tasmanian Hospitality Association (THA) Intrastate Marketing Campaign
May 2020

The THA Intrastate Marketing Campaign is a partnership between THA and Tourism Tasmania. A framework for the roles and responsibilities is critical to
ensure everyone understands their role in this campaign and the resourcing required throughout the entire campaign. Such collaboration is also critical to
the success of the campaign to ensure accurate messages, particularly safety messaging and to focus on experiences and operators that are open, once
restrictions are lifted.

The below table provides an overview of the role and engagement each stakeholder will have:

The20/OMD Marcus Lisa Free TTAS THA THA
Saunders (contractor members
on behalf of
THA)
Campaign Provide Project Receives
management input to management | ongoing advice
campaign on | working in as campaign
behalf of partnership development
THA with THA and delivery
proceeds.
Approval & Liaises with Final THA internal
Sign-off THA approval on | approval and
Protocols regarding creative and | sign-off
approval media buy protocols to be
process. for noted — key
campaign. approvals
include
messaging,
campaign
collateral and
placement
strategy.




THA Intrastate Writes brief | Finalises Consulted on
campaign and provides | brief and brief and
strategy and input on provides to formalises
brief & creative Marcus. agreement on
agreement on strategy. the future use
potential to use Strategy of collateral.
collateral post development
campaign. and

engagement

between Lisa

Free and

Director

Marcus

Saunders.
Production TTAS to Advised and
budget & determine consulted on
production budget. budget prior to
responsibilities commencement
agreed. of production.
Creative Undertakes Provides Engagement | Consulted on
strategy and development | input tothe | with Marcus | strategy
development of creative creative and approval

assets. strategy and | of creative
development | strategy

Media buy & Undertake Provides Provide Sets budget | Consulted on
placement media buy and | creative feedback on | for media proposed media
strategy management assets media plan. plan and placement.

briefs in

The20/0OMD.

Approve

media plan.




Campaign Develops and Liaises with Createsand | Informed about
implementation | implements TTAS project | coordinates campaign
media plan. manager to Agency implementation
check in on Village so progress
progress Marcus and
The20 can
work
together to
implement
the
campaign
Ensures this
campaign
complement
the TTAS
Intrastate
Marketing
Campaign.
Campaign TTAS and TTAS and Informed on an
Review Lisa to hold Lisa to hold ongoing basis
fortnightly/ | fortnightly/ | on campaign
monthly monthly performance.
review review
meetings, meetings,
including including
progress and | progress and
performance | performance
reports from | reports from
The20 and The20 and
Marcus Marcus




Industry
communication
S

Broader
program
messaging
and industry
launch

Share broader
Tourism
Tasmania
program
messaging and

communicati | industry launch
ons communications
Industry THA provides Industry
involvement — hospitality ideas
bringing it to industry with sharing
life campaign these on
collateral social and
through
other
channels
Campaign Develop media Approve Provide
reporting KPIs media KPls feedback on
media KPls
Measures of Input into Develop Agrees on
success for measures of | measures of | measures of
campaign success success success.




Media Planning Brief

Client: THA + Tourism Tasmania

Brand/Product: THA members

Campaign: THA Intrastate campaign

Client Contact: [

Account Director:

Trader:

Creative Agency & Contact: Marcus Saunders — freelance Creative Director
Media Recommendations required by: 25 June 2020 or earlier

Background/Business Objective:

BUSINESS OBJECTIVES
- Increase in THA member bookings
- Intention to visit hospitality venues

BACKGROUND

The effective lock down of the Tasmanian hospitality industry due to Covid-19 restrictions has had a devastating impact on hospitality
businesses across Tasmania and an equally devastating impact on the staff and employees who have lost their jobs and livelihoods as a
consequence.

As the current restrictions have been mapped to reopen, it will be essential to encourage Tasmanians once again to patronise their local
pub, their favourite restaurants and cafes as they look to re-open and re-establish their businesses.

Also, as a result of the current period of lockdown rules, Tasmanians should be keen to reconnect with their families and friends and
enjoy the lifestyle, experiences and produce for which Tasmania is known, and this needs to be an important focus of the campaign.

We want to encourage Tasmanians to reconnect through hospitality experiences in their everyday lives. To do this, they need to know:
-Which venues are open and what they can offer given capacity and operating restrictions that change over time.

-Venues have incorporated social distancing measures and stringent hygiene practices into their operations; therefore, it is safe/low-
risk.

- Social distancing and hygiene measures also require patrons to behave responsibly.

Marketing/Comms Objective:

1. Encouraging Tasmanians to patronise their local cafes, pubs and clubs, accommodation, wineries and other drink providers and
restaurants once they reopen.
2. Encourage Tasmanians that it is safe to venture out and reconnect with their local hospitality venues.

Media Objective:

Awareness from ATL advertising and digital metrics from paid social and digital media advertising.

Target Audience:

Tasmanians 18+

Budget:

$175,000 excluding GST

Assets Available:

TBC, however the freelance Creative Director is working on as part of the creative development:

TVC

Paid digital display

Social static and video

Radio is not currently included in the creative development but can be added in if channel recommendation is to include radio

Media Phasing/Buying Considerations:

More information to be provided — however leading up to weekends, as weekends are a peak time for hospitality trade.




Media Planning Brief

Competitors:

No, however we do not want to clutter the market too much with the other Tourism Tasmania Intrastate campaign, therefore, please
cross check that media plan when developing this one.

Campaign Period:

13 July for 3 months

This campaign needs to launch when Stage 3 restrictions lift, which is currently planned for 13 July.

* It is possible that the Stage 3 restrictions set to be lifted on 13 July may be brought forward. If information about the lifting of
restrictions is available early enough to allow for contraction of production and planning timelines, an earlier in market date could be
considered.

Other Comments:

CAMPAIGN TIMINGS:

Finalise creative brief Monday 01 June 2020 - COMPLETE
Brief in Marcus Saunders Thursday 04 June 2020 - COMPLETE
Marcus to present creative strategy Thursday 11 June 2020
Finalise creative strategy Tuesday 16 June 2020 - COMPLETE
Commence production Wednesday 17 June 2020 - COMPLETE
Brief in media Thursday 18 June 2020 - COMPLETE

OMD present media plan 25 June 2020 - COMPLETE

Finalise media plan Tuesday 30 June 2020 - COMPLETE
Finalise production Monday 06 July 2020 - COMPLETE

In market by Monday 13 July - COMPLETE
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Minute to CEO

SUBJECT: THE REQUEST FOR AN EXEMPTION UNDER TREASURER’S
INSTRUCTION PF-7 TO APPROVE THE DIRECT SOURCING OF
THE TASMANIAN HOSPITALITY ASSOCIATION (THA) FOR A
HOSPITALITY INDUSTRY CAMPAIGN.

CEOQ’s notation:

Recommendation:

That you approve, pursuant to Treasurer’s Instruction PF-7 COVID 19 - Emergency
Procurement Measures, clauses 1.1.2 and 1.1.3 direct source exemption to contract the
Tasmanian Hospitality Association (THA) to produce creative assets for the THA
campaign in partnership with Tourism Tasmania.

Procurement Overview

Budget Value $’s Date PA / PPLIA Approved PA / PPLIA RM Doc No.
$75,000 25 May 2020 13934
Background:

Tourism Tasmania is leading the development and execution of an intrastate marketing campaign to
support the tourism and hospitality industry recovery. A total of $1,000,000 has been allocated to
the total intrastate campaign activity.

As part of the overall intrastate campaign it was identified that a more specific campaign was required
for hospitality based businesses so that efficiencies could be made with the media buy and could
extend the reach of the campaign to grass root businesses. The THA is the industry and peak
representative body of this sector for a targeted campaign.

A budget allocation of $250,000 has been allocated for the tourism hospitality campaign to be
delivered in partnership with the THA. It is proposed up to $75 000 of this is allocated to the THA
for the creative production and $175 000 for the media plan and buy which will be contracted
separately with OMD, a media and communications agency.



This exemption only relates to the amount of $75 000 for the creative and a separate exemption will
be sought for the media plan and buy, if approved by you.

The Activity:
The proposed activity for the THA is a short 3 month campaign with the strategic objectives of:

|. Encouraging Tasmanians to patronise their local cafes, pubs and clubs, accommodation,
wineries and other drink providers and restaurants once they reopen.

2. Assure Tasmanians that it is safe to venture out and reconnect with their local hospitality
venues.

It will include TVC, paid digital display, social static and video and possibly radio.

The Exemption:

The exemption sought is PF-7 COVID |9 — Emergency Procurement Measures, clause 1.1.2 and 1.1.3

I.1.2  to procure goods, services or works, or to extend or amend existing contracts, due to reasons of extreme
urgency brought about in connection with COVID-19; and

I.1.3  to procure goods, services or works, in connection with programs delivered to stimulate the economy or to
support businesses and persons impacted by COVID-19.

Due to the urgency of assisting Tasmanian businesses in hospitality, tourism and in general through
‘Buy Something at Home’ web platform, Tourism Tasmania is seeking to contract the THA who will
sub-contract the creative producer Marcus Saunders and Lisa Free as a consultant to inform a
complimentary campaign aligned specifically with the hospitality industry.

This campaign will have a targeted reach to the membership of the THA to support the revival of the
industry as restrictions ease.

The planned launch date is for |3 July but there is growing pressure to launch earlier due to the
COVID-19 restrictions being lifted earlier and this campaign is a short 3 month campaign focussing on
the grass roots cafes, restaurants, pubs and clubs and encouraging people to get out and support their
local businesses.

A pre-procurement local assessment is not required as the supplier approached to deliver the
services is a Tasmanian business as per clause 2.9 of PF-2 Policies Impacting on all procurement.



&y
cl €y
Emma Terry

Chief Marketing Officer

Prepared by: Cleared by:
Position: Position:
Email: Email:

Phone: Phone:

PRC Minutes

PRC noted the appropriate contractor for this campaign is with the THA and not Marcus Saunders to
ensure the creative is consistent with the overall marketing strategy of ‘Make yourself at home’ and to
reach the THA membership.

PRC endorsed the Minute.

PRC endorsement
Date Chair

Signature

22 June 2020
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Welcome Back - new
hospitality campaign

— A new campaign developed in collaboration
between Tourism Tasmania and the
Tasmanian Hospitality Association.

— The campaign encourages Tasmanians to
patronise local hospitality businesses.

— It will support economic recovery of tourism
and hospitality industry and build confidence
In the safety of tourism and hospitality
businesses.
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Welcome Back - new hospitality campaign

— The campaign complements the Make Yourself at Home
campaign that encourages Tasmanians to travel around
the state.

— It will run for three months including television, radio and
digital ads.

— The health, wellbeing and safety your staff and patrons
remains the highest priority.

— All businesses must be COVID-Safe and demonstrate
how they are complying with the minimum standards of
the COVID-19 Safe Workplaces Framework.

A ofch up og 100
la yalur favourte plbs, hotals, ocooanrmodalian, Featoi
crafés, el corrrnunity, sportng and BSL elubs
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Industry Toolkit

— A Welcome Back industry toolkit and campaign assets are
available to download at www.tourismtasmania.com.au

— The toolkit and campaign assets are available for use by
all Tasmanian tourism operators.

— ltincludes information on COVID-19 safety, how to get
iInvolved in the campaign, tips on leveraging the campaign
on your social media channels and assets you can use in
your own marketing activity.
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Television advertisement
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TASMANIA

MAKE YOURSELF AT HOME

SCHOOL HOLIDAY PLANNER = =4 . . . .
rhsirRoudbe A i niaNdeik, ek dsanaRl g — The campaign shows Tasmanians that their home state is the

perfect place to relax in safe, familiar surroundings.

— Tasmanians are being encouraged to visit
www.makeyourselfathome.com.au to find experiences and book

directly with operators.

S B SRS A et e e — Press ads continue in The Mercury, The Advocate and The
' ' Examiner, along with a selection of community newspapers and

RACT Journeys magazine.

— There will be four more lift out booklets in newspapers across the

campaign and radio ads across the state have commenced.

TASMANIA

MAKE YODRSELE AT HOME s — Toolkit and campaign assets for industry available now.
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Radio ad



Television ads (sneak peek)
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Industry toolkit

A Make Yourself at Home campaign toolkit is available for industry
and includes:

— Advice on how to align your brand and imagery with the
campaign

— Tips on social media channels and use

— The campaign logo for use on your own marketing activity

— Posters that can be displayed in your own business

— AVvideo that can be shared on your own channels

Download it at www.tourismtasmania.com.au

1
“
TURNS OUT THOSE
HAND SANITISER

PEOPLE MAKE A
PRETTY GOOD
TIPPLE

AAAAAAAA

MAKE YOURSELF AT HOME
mikeyoursalfathone.conau
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Media plan

Make Yourself at Home - media plan

Please note this media plan is for the first three months only and is subject to change.

2020

Media Details

JUNE

JULY

AUGUST

SEPTEMBER

31| 7 [1a]21] 28

5 [ 12 19] 26

2 [ 9 [1]2]a0

6 [13[ 2] 27

Television

Make Yourself at Home Television ads
7TAS, TDT, WIN, & SBS

30 second radio ad during M - F

Tas Broadcasters: HOFM, LAFM, Chilli FM, 7BA, TAD SeaFM Devonport, SeaFM Burnie, 7SD, Chilli Scottsdale, 7XS
SCA: HitFM & Triple M

at least 1 print ad per week
Mercury - either Friday (F) or Saturday (A)

Examiner - either Monday (M) or Friday (F) or Saturday (A)
Advocate - either Monday (M) or Friday (F) or Saturday (A)
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Thank you
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