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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,
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Welcome Back – introduction


–––   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.


TOGETHER WE WILL REBUILD AND RETURN STRONGER
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Campaign overview 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. 


MAKE SURE YOU KNOW THE RULES: 


–––  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





Get involved
–––   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 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. 
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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





Social 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





–––   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.


CREATING SOCIAL CONTENT
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–––  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. I 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.







–––   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.


TASMANIAN GIPHY STICKERS


GIF
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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


SOCIAL MEDIA RESOURCES



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





Toolkit assets
–––   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. 
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http://www.tourismtasmania.com.au





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. 


CAMPAIGN LOGO







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


COASTER


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


We mi��e� y��!
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The badge is a great way to share 
the campaign with patrons and can 
be printed and worn by staff.


BADGE







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 notified when they are available.


SOCIAL MEDIA IMAGES AND VIDEOS
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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





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


POSTERS



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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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
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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
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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
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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


#WelcomeBackTassie



http://www.tourismtasmania.com.au

http://www.tha.asn.au





#WelcomeBackTassie
www.welcomebacktassie.com.au

YO U R  C A M PA I G N  
T O O L K I T
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Welcome Back – introduction

–––   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.

TOGETHER WE WILL REBUILD AND RETURN STRONGER
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Campaign overview 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.



Marcus 
The Lobster Shack, Bicheno 
© Osborne Images
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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. 

MAKE SURE YOU KNOW THE RULES: 

–––  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


Get involved
–––   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 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. 

9W E L C O M E  B A C K  C A M P A I G N  T O O L K I T

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


Social 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


–––   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.

CREATING SOCIAL CONTENT
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–––  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. I 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.



–––   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.

TASMANIAN GIPHY STICKERS

GIF
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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

SOCIAL MEDIA RESOURCES

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


Toolkit assets
–––   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. 
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http://www.tourismtasmania.com.au


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. 

CAMPAIGN LOGO



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

COASTER

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

We mi��e� y��!
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The badge is a great way to share 
the campaign with patrons and can 
be printed and worn by staff.

BADGE



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 notified when they are available.

SOCIAL MEDIA IMAGES AND VIDEOS
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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


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

POSTERS

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


21W E L C O M E  B A C K  C A M P A I G N  T O O L K I T

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
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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
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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


Darren 
Bridport Hotel, Bridport 
© Osborne Images
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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

#WelcomeBackTassie

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


View this email in your browser

From:
To:

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

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
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3Duzwn-x7ZYfY%26feature%3Dyoutu.be&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003805734&sdata=F6YOfvWAtaF8N%2FODqA0W2prsHLT4eWe0CQdCgGOEm8M%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Ftourismtasmania.com.au%2Fmarketing%2Fcampaigns%2Fmake-yourself-at-home&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003805734&sdata=Ogj3gzNB7GNHZNY%2FBN%2Fabvj%2BjHa63sCSEN0NGlbIMIY%3D&reserved=0


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.

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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Boat Harbour Beach Luxury Villa

Magic Beach Boat Harbour

Spring Bay Mill

The Keep

Panorama St Helens

Low Head Pilot Station

Cooee Bay of Fires

Bays Rest

King Island Kelp Craft

King Island Cultural Centre

Wild Mersey Mountain Bike Trails

Food and drink:

Hanging Garden Green Grocer

Altar

Apogee Tasmania

Tour:

Crooked Compass

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 I 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 

 

 

 

 

 

 

 

https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Faccommodation%2Fboatharbourbeachluxuryvilla&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003855709&sdata=%2FuDfsld%2B2K7n2pck9cahqHfrYUdm0GlciRETlmaEeG8%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Faccommodation%2Fmagicbeachboatharbour&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003865701&sdata=4NbUU4I7ZJZcvNn%2Bxg0tSed728cS1odhXp5%2FPn2aBCY%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Faccommodation%2Fspringbaymill&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003865701&sdata=6RNuNmQzCS7qjQ3GOIV69mWqxFds%2Be7N1y9c0ACEhU0%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Faccommodation%2Fthekeep&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003865701&sdata=TUe%2Bi1NOG65%2FRkkCo7UUe43QfCRrX9621JGbhI8cnp4%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Faccommodation%2Fpanoramasthelenseconatureresort&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003875693&sdata=tKTi3C2EZ460ktOcJ5VZPl3NaR0ve%2FnwvHvv9dySRsE%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Faccommodation%2Flowheadpilotstationaccommodation&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003875693&sdata=kYT33fp317fS%2FNqTnY%2BZ%2Fbi%2Bar%2FWsKZBO5tNCj4vFww%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Faccommodation%2Fcooeebayoffires&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003885690&sdata=jI6qsC3Sd%2BmMTcvq4bHt%2B8C9Fve6CuNOAKejIsANNS0%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Faccommodation%2Fbaysrest&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003885690&sdata=tZtq3ZFNOqrLe%2F1cGtQhtP2sbXiOELCLJ1tcw6OiEE8%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Fattraction%2Fkingislandkelpcraft&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003895686&sdata=7utSVNUaoA9XBLUL96X6mdDXFdXmvZp79T2qj9fXCj8%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Fattraction%2Fkingislandculturalcentre&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003895686&sdata=9B07fOTuXBAD8Xo%2BH2Ozh3FJN2g6aE2yasKzmx3rIyw%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Fattraction%2Fwildmerseymountainbiketrails&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003905675&sdata=i50gBEKFkDxMKX6BcqKrxkNM5fyZ76miwkF%2F2d0fSYM%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Ffood-and-drink%2Fhanginggardengreengrocer&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003905675&sdata=PXSZbJeYPRP1eqdvqNwbUa6BbNAczXZo%2FT4pWRPfRx0%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Ffood-and-drink%2Faltar&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003905675&sdata=NFwWfbY2YfY7oCzOtcCUgLJL5bjNU2Yf9bDtn0vNznY%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Ffood-and-drink%2Fapogeetasmania&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003915671&sdata=LkQUc9doUS8VIM2PU0XGesusP1owyq0CKdgEgrluvBY%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.discovertasmania.com.au%2Ftour%2Fcrookedcampasstasmania&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003915671&sdata=93qdPEjmjfFBow2Udi0Tm7VwQ07b12%2BIblSK0VNeBbk%3D&reserved=0
mailto:atdw@tourism.tas.gov.au
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.tourismtasmania.com.au%2Fnews%2Fnewsletter&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003925670&sdata=aQA5WolFD1Xdv%2BCTjs2Ln7eiPCTvQwYL1XngtcSp%2BDE%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fatdw.com.au%2F&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003925670&sdata=pJeeQw89fc7cP2Cw3jjZHABYA3TEniZP9d8MI6wnVgI%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.tourismtasmania.com.au%2Fnews%2Fnewsletter&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003935658&sdata=FSDC%2BPb4VP9NQrhC6FkkStlW0KXdFUmtFeuUOTAPdVM%3D&reserved=0
mailto:talk@tourism.tas.gov.au
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Ftwitter.com%2Ftourismtasmania&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003945656&sdata=3OahBqmHcncj1ty2oUU2yQYIu6wZaNA%2Bq8Io6BSU7k8%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.linkedin.com%2Fcompany%2Ftourism-tasmania%2F&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003945656&sdata=usi1BH0ks6lJB3QytsdJzqv5bU9o17ZuB%2F67p261dJc%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Ftourismtasmania.com.au%2F&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003955651&sdata=C8KIWrxeXUIzP6ue1bQfOacwnF6o%2FxBmOSExywHOgho%3D&reserved=0


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

 

 

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%7C637311729003935658&sdata=d1ktCQUoey0gub9t084Fw1jvM6HHWAJ1C35svHav76k%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Ftourismtasmania.us13.list-manage.com%2Fprofile%3Fu%3Dd74e1c775a64f6a349d3ff547%26id%3Ddfc6a4422c%26e%3D&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003955651&sdata=3HDRKC7kk2r3JfldFtpmCxx03atlMMGMb%2FTVqbowao0%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Ftourismtasmania.us13.list-manage.com%2Funsubscribe%3Fu%3Dd74e1c775a64f6a349d3ff547%26id%3Ddfc6a4422c%26e%3D%26c%3Daa54eb4ee2&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003955651&sdata=ZO%2Bdqc1DpVWBh2d8ZFtlgB3kOtqJXuD6CTvOUPaw5k8%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=http%3A%2F%2Fwww.tas.gov.au%2Fstds%2Fcodi.htm&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003965645&sdata=N2qAGgSwmh5SwbDjjO6sW6gxMjL0IMFFGi%2Bh%2F3IJMsI%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=http%3A%2F%2Fwww.tas.gov.au%2Fstds%2Fpip.htm&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7Cdd3532260136426971d008d82fa3bb68%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637311729003965645&sdata=b9RsgD9hDrfmImVM3wysQo8OSH6w5mXdddCkOzs5UsE%3D&reserved=0


View this email in your browser

Issue 562 - 16 July 2020

Tasmanians encouraged to support local hospitality
venues

From: Tourism Tasmania
To:
Subject: Tourism Talk - news for Tasmania"s tourism industry
Date: Thursday, 16 July 2020 4:41:10 PM

https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fmailchi.mp%2Ftourism%2Ftourism-talk-issue-562-16-july-1547990%3Fe%3Dbf54f9e614&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7C68c8d2627f3e43ec828408d82953094b%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637304784687339607&sdata=upt%2F%2Bsq7v18IF0yk4D93PTKAKlWDSNmS1c%2BT64eSH10%3D&reserved=0
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Ftourismtasmania.us13.list-manage.com%2Ftrack%2Fclick%3Fu%3Dd74e1c775a64f6a349d3ff547%26id%3D672530727f%26e%3Dbf54f9e614&data=02%7C01%7Cedwina.morris%40tourism.tas.gov.au%7C68c8d2627f3e43ec828408d82953094b%7C64ebab8accf44b5ca2d32b4e972d96b2%7C0%7C0%7C637304784687349598&sdata=nhTHu76fWk4nmKL93R%2BUfYHnk6IKsleX%2BsL%2FYH3vWAE%3D&reserved=0


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:

Arthouse Freycinet
Aperture
Beachcroft
Blue Gum Retreat
Blue Waves
Coastal Garden Shack

Accommodation:

Cove Beach Apartment 1
Cove Beach Apartment 2
Cove Cottage
Dock of the Bay
Driftwood
Footprints 2

Accommodation:

Black Bluff View Retreat
Sassafras Springs
Villa Talia
On the Huon River
Bennell Georgian Townhouse
The Florance

Attractions:

Rosedale Homestead
U Beaut Designs
Llama Walks Tasmania

Food and drink:

Brady's Lookout Cider
Kate Hill Wines
The Truffledore
Birdsong Restaurant

Hire:

Drive Ride Explore
White Knuckle MTB Campers
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Tours:

Secret River Tours
Nature Bound Australia
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 I 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.
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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
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OMD MBA Form THA Intrastate Jul-Oct 2020 (whole plan)_ET.DOC
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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,

 

 

From:  
Sent: Thursday, 2 July 2020 6:28 PM
To: 
Cc: 
Subject: RE: Updated THA Media Plan & MBA for signing
 
Beautiful! Love your work  
 
Enjoy your weekend too and chat to you Monday!
 
Thanks, 

 
      

 

From:  
Sent: Thursday, 2 July 2020 6:02 PM
To: 
Cc: 
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
 

000001
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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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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).



                                     [image: image1.png]

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









Talk on Monday! Have a lovely weekend 
 
Cheers,

 
 

From:  
Sent: Thursday, 2 July 2020 5:49 PM
To: 
Cc: 
Subject: RE: Updated THA Media Plan & MBA for signing
 

CAUTION: This email originated from the Internet. The Original Sender is 
 
Only the FB competition would need to be invoiced directly to THA.
 
Thanks for checking – I hope that makes sense?
 

      

 

From:  
Sent: Thursday, 2 July 2020 5:46 PM
To: 
Cc: 
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.
 

 

From: 
Sent: Thursday, 2 July 2020 5:44 PM
To: 
Cc: 
Subject: RE: Updated THA Media Plan & MBA for signing

000002



 
CAUTION: This email originated from the Internet. The Original Sender is

 
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: 
Cc: 
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,

 
   

 

From:  
Sent: Thursday, 2 July 2020 5:23 PM
To: 
Cc: 
Subject: RE: Updated THA Media Plan & MBA for signing
 

CAUTION: This email originated from the Internet. The Original Sender is 
 
Thanks for heads up with being OOO 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 J 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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From:  
Sent: Thursday, 2 July 2020 5:01 PM
To: 
Cc: 
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, I 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 I leave tonight.
 
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
and work and we are committed to diversity and inclusion.
 

 

From: 
Sent: Thursday, 2 July 2020 4:45 PM

 

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

CAUTION: This email originated from the Internet. The Original Sender is

 

 
I hope you’ve had a wonderful day! Thanks for your patience with my reply J
 
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). I 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 I highly doubt there will be any changes to the plan at this stage due to time pressures. I’ll
also CC you in the email so you can see his response directly re television and radio key numbers.
 
Many thanks,

 
      

 

From:  
Sent: Thursday, 2 July 2020 10:58 AM
To: 
Cc: 
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.
 
I 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.
 

This email is intended only for the person or entity to which it is addressed and may contain
information that is privileged, confidential 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 copies immediately 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 

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

A member of OMD Worldwide  
ACN 075 944 777 

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    Cancel    Move 

 

 

Mediums:   Television  

   Radio  

   Digital  

 

Period approved: 6pm 16 July to 24 Oct 2020 

 

Approved expenditure: 

= $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). 

 

 

                                      
Client Approval:     Date:     5/07/2020 

 

X   
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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!
 

 will 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: 
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
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Marketing Project Plan 
THA Campaign July 2020- September 2020 
 

Electronic location of 
this document T20/7270 

 

ACTION: CONSOLIDATE FEEDBACK FROM MARKETING PROJECT PROPOSAL.  

IF AN EXTERNAL AGENCY RECOMMENDATION IS REQUIRED, THE AGENCY 

BRIEFING FORM MUST BE COMPLETED AND SUBMITTED (Document 6. Agency 

briefing – currently being reviewed). 

 

Project details 

STRATEGIC SUMMARY Details  

Business objectives 

 

 
 

The campaign is aligned with the Tourism Tasmania Business Objectives 

of Visitation and Yield. 

 

Marketing objectives PRIMARY GOALS:  

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 hospitatlity venues. 
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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 

Strategic objective/ the 

problem you are trying to 
solve 

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. 

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

Market/s Intrastate 

Timing 

The total duration of the campaign is expected to be 3 months, from July 

2020 – October 2020. 

 

TTas cultural pillars 

+  Authentic: The campaign messaging considers what hospitality venues 

THA would like to promote and this will be dependent on what is open once 

restrictions are lifted.  

+  Connected: Work in partnership with THA. 

+  Accountable: We plan, deliver and measure. 

STRATEGIC ALIGNMENT  
SUMMARY Details  

High-level concept 

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 
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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. 

AUDIENCE Details  

The audience 

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 Feel Do 

My local venue is open for 

business. 

I’ve missed heading out with my 

family and friends. Now that it’s 

safe and I’m allowed, I want to go 

out to my local again. 

Check venue opening and operating 

status, arrange a catch up with 

family/friends/colleagues, book and 

head out. ENJOY!! 

OUR COMPETITORS 

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.  
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Project governance 

 Details  

Project manager  

Project group 

Project Sponsor: John Fitzgerald 

Project director: Emma Terry 

Project Support:  

INSIGHTS Details  

Data and trend insights  

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 – 11.5% 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.  

Channels 

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

review. 

Brand alignment & related 

programs 

This program is part of the Tourism Recovery Intrastate Campaign. 

 

Related programs: 

 Intrastate campaign 

 State Growth – supporting business platform development 

 T21 rebuild 

 Industry led – There is no place like Tas 

 

Key milestones & timelines Refer to milestone document: T20/4528 

Outputs / deliverables An intrastate marketing campaign delivered in partnership with THA.  

Budget 

TOTAL BUDGET: $255,000 

Creative: $75,000 

Media: $175,000 

Consultancy: $5,000 

KPIs / ROI  Media KPIs to be inserted once media plan finalised 

Data sources THA 

Results/target measures 
Increase in THA member bookings 

Intention to visit hospitality venues 

Key stakeholders 

integration 

 

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

 

Hospitality industry – Complementary activity and input into program. 

Regions covered Statewide  
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THA 

Relevant SMEs as needed 

Program  THA Intrastate Campaign July 2020 – October 2020 

Who is the decision-

maker for this 
project to proceed? Emma Terry 

Who at TTas needs 

to be consulted? CEO 

Who at TTas needs 

to be informed?  All of Agency 

 

External communications and stakeholder engagement 

 Details  

Project 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 hospitatlity venues. 

Why is it 

important 

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. 

Who is it targeting Tasmanians 18+ 

What are the 4-5 

key messages 

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. 

How/where is it 

being delivered A media plan will be implemented. 

When is it 

happening Updates throughout program – refer to Stakeholder Mapping and Comms Plan 

Do you need a: Minister Briefing Note Board paper 

 Marketing media release Corp media release 

Need engagement: RTOs TICT  

 Other Gov agencies Tourism industry 

Communicate 

with: Local community/media Tourism industry 

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

ACTION: COMPLETE THE PROJECT PLANNING DOCUMENTATION: 

- STAKEHOLDER MAPPING AND COMMUNICATIONS PLAN 

- COMPLIANCE AND WHS DOCUMENTATION 

- RISK AND MITIGATION PLAN 

- PROJECT BUDGET ESTIMATE 
- PROJECT ACTIVITIES AND MILESTONES 
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stakeholder and engagement schedule. Please refer to the separate Stakeholder 
Management document.  

 

 

Compliance  

Procurement 

Will this activity require us to procure goods or services?  

 Item/service/organisation Value 

Direct source has been 
approved 

$255,000 

  
 

Contracts 

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 
 

Treasurer’s Instructions  

Will any/all of these activities require an exemption from the 
TIs? No 

Item/service/organisation Exemption type 

Direct source, disagreggation, 

confidentiality, prepayment 

  

  
 

Risks and mitigations Refer to Risk Register (RM: T20/3821) 

Workplace health and 

safety 

Are there potential workplace health and safety 
considerations for: 

 TTas employees (see RM:12533/1) 

Yes          No 

 

Contractors (see RM12533/4)? 

Yes          No 

If yes, what are they: 

 

 

Approval of plan 

 

 

 

Name and title:  

Date: 
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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 office 

 

Stakeholder Communication 

task  

Desired 

outcome 

Communica

tions 
method/cha

nnels/assets 

needed 

Who is responsible? Frequency of comms (weekly, at 

milestone, end of project, etc 

Deadline(s) 

RTOs TTas to consult 
these stakeholders 

regarding specific 
messaging, stories 

and product 

inclusions for the 
THA Intrastate 

Campaign  

Appropriate 
feedback is 

incorporated into 
design of 

program.  

Consultation + 
information 

Workshops 
and emails 

  

 

TBC, however regular emails, potentially 
weekly/fortnightly to keep RTOs update 

with progress of campaign development 

 

Premier’s 
Office 

Update on program Information + 
approval 

Briefing Note 
QTB 

  When requested, as part of a whole 
Recovery Response update 

 

TTas board Update on program Informed on 

program 

Board paper 

or activity 

report 

  

 

When requested, as part of a whole 

Recovery Response update 

 



 
Stakeholder mapping and communication plan 

 

 

THA Update on program To ensure its 
program is 

aligned with the 
Intrastate 
Campaign 

Regular 
meetings with 

Lisa Free as 
conduit to 
THA 

 Monthly  

TICT Update on program Informed on 
program 

Email/phone 
call 

 When requested, as part of a whole 
Recovery Response update 

 

Tourism 
Industry – 
general 

Update on program Informed on 
program 

Contribute to 
program through 

RTOs 

Tourism Talk  As part of a whole Recovery Response 
communications strategy  

 

Local 
government 

stakeholders 

Update on program Informed on 
program 

phone 
call/email 

RTOs 

 

As part of a whole Recovery Response 
communications strategy 

 

Local media  Explore 

opportunities to 
promote intrastate 
campaign  

Content 

produced in local 
media  

TBC OMD or  

 

As per Media plan  

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 



 
Stakeholder mapping and communication plan 

 

 

Tourism 
Australia 

Update on program Informed Domestic 
marketing 

meetings  

 Emma   

       

 



 
Stakeholder mapping and communication plan 
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Tourism Tasmania: Project Risk Register ONGOING DOCUMENT
Project Title: THA Intrastate Campaign 2020
Register Dated: 28 March 2020

Current items are there just an example, please review them and change them as relevant to the project 

Risk Description Primary Risk Category Impact

(identify consequences)

Inherent

Risk

Rating

Controls (preventative or detective)/ Mitigating 

Practices

(preventative or contingency)

Residual

Risk

Rating

Risk Treatment Plans Risk Treatment Plan Responsibility
Risk Treatment Plan 

Timing
Risk Status

Specific Risks for this Project/Campaign

Risk of interference / noise from key stakeholders 

(e.g. government or industry reps) which results 

in negative PR / attention, or diversion of TTas 

resources

Brand & Reputational Potential for government or other officials to 

detract from quality of experiences and / or to 

require TTas time and money to be spent on 

last-minute / unplanned issues

Moderate 1. All government and other officials provided 

with a comprehensive briefing and 

understanding of the project and everyone's 

roles.

2. Ongoing updates and stakeholder 

management with key stakeholders.

Moderate 1. Further briefings and (approved) key 

messaging to be provided to all relevant 

stakeholders

Green

THA Intrastate Campaign doesn't go ahead Brand & Reputational Added stress to small team; resourcing issues; 

lost opportunities; detriment to industry / 

stakeholder relationships in light of Recovery 

Response Program confirmation to industry

Moderate 1. Provide regular updates on the campaign to 

relevant stakeholders
Moderate 1. Have communications planned if it doesn't go 

ahead
Green

THA Intrastate Campaign is delayed Brand & Reputational Added stress to small team; resourcing issues; 

lost opportunities; detriment to industry / 

stakeholder relationships in light of Recovery 

Response Program confirmation to industry

Amber 1. Ensure adequate resources provided to this 

campaign

2. Scope out achievable timeline for campaign

Amber 1. Have communications planned if delayed Amber

OMD doesn't produce effective media and 

creative response

Project Management Delay in campaign development or may result 

in no campaign
Moderate 1. Clear and succinct brief outlining objectives, 

scope, budget and timings and effectively 

translating the concept developed by Marcus 

Saunders (excternal Creative Director) and Lisa 

Free (Consultant)

Moderate 1. Have an alternative Agency if required

Green

External disruptions including significant bush 

fires or other natural disasters negatively 

impacting on travelling around Tasmania

Project Factors (Time / Scope / 

Resourcing)

Complete disruption of campaign / event; 

substandard campaign / event; impact of 

campaign / event is lost due to external 

disruption

Significant 1. Limited specific controls / mitigations in 

place
Active 

Management

1. Confirm / assess key third parties' business 

continuity and contingency plans
Amber

Campaign not received well by Tasmanians - 

thought not to be sensitive enough / appropriate 

for the time in the context of the COVID-19 travel 

restrictions and impacts on tourism businesses 

and Tasmanian communities.

Project Factors (Time / Scope / 

Resourcing)

Consumers may not engage with campaign / 

event; poor perception on TTas and Tasmania 

as whole; lack of press; campaign struggles to 

gain attention from the audience / community; 

potential conflicts in timing or misalignment with 

other campaigns / events

Moderate 1. Research and data supports the project / 

campaign

2. Experienced personnel with industry 

knowledge involved in all key phases of project / 

campaign planning and execution

3. Close relationship with industry, ongoing 

comms and stakeholder management with 

targeting media / press / influencers

Periodic 

Monitoring

Amber

Relationship breakdown between Consultant Lisa 

Free and the THA and/or Project Manager

Project Management Project timelines, scope and budget could be 

severly affected.  Poor perception of Ttas and 

management of the project, stakeholders lose 

confidence in the campaign

1. Regular meetings between Lisa and THA to 

ensure approvals are communicated and 

appropriate sign off is achieved for different 

milestones.

2. Regular meetings with Lisa and the Project 

Manager to ensure any concerns are 

addressed

Periodic 

Monitoring

Relationship breakdown/disagreement of creative 

execution between Consultant Lisa Free and the 

Creative Director - Marcus Saunders

Project Management Stakeholders lose confidence with THA and 

Ttas, creative executions not produced or do 

not reflect the project objectives.  Timeline 

extended if new Creative Director needs to be 

engaged.

1. Regular meetings between Lisa Free and 

Marcus Saunders with a clearly defined brief.

2. Appropriate escalation of issues by Lisa to 

Project Manager and THA

Periodic 

Monitoring

Generic Project Risks

Inadequate project planning [undefined/poorly 
defined scope; failure to establish clear 
objectives, milestones, SMART KPIs, budgets]

Project Factors (Time / Scope / 

Resourcing)

Failure to plan adequately to successfully 

achieve project objectives; potential that project 

objectives are not met. 

Moderate 1. Project Proposal / Plan documents high-level 

project planning, including KPIs, scope, 

objectives, milestones, and budget

No Major 

Concern

Working with Lisa Free (external Consultant) to 

adequately define scope, objectives, milestones 

and budget with Project Manager.

Green

Inadequate project review and approval processes 

[planning, execution, change, post-
implementation review]

Project Factors (Time / Scope / 

Resourcing)

Failure to have appropriate project review and 

approval processes to support the achievement 

of project objectives

Moderate 1. Project Proposal / Plan includes 

endorsement and sign-off by Project Sponsor 

and Responsible Officer and MLT

No Major 

Concern

1. Project Proposal / Plan to be finalised and 

reviewed, endorsed and signed off by Project 

Sponsor and Responsible Officer

2. Project post-implementation review or 'retro' 

to be scheduled to review project delivery and 

capture lessons learned

Green

Failure to deliver the project deliverables at the 

planned level of quality

Project Factors (Time / Scope / 

Resourcing)

Failure to deliver the project outputs at the 

required level of quality at the required time; 

potential project delivery failure.

Moderate 1. Project Proposal / Plan documents 

outcomes, outputs, benefits, critical success 

factors, measurements and KPIs

2. Project management, reporting, comms and 

stakeholder management processes

No Major 

Concern

1. No additional treatment plans proposed (?) Green

Failure to deliver the project on-time Project Factors (Time / Scope / 

Resourcing)

Inability to execute the project within 

appropriate timelines
Moderate 1. Project Proposal / Plan documents 

milestones and related timeframes

2. Detailed timeline prepared including  actions, 

responsibilities, project phases and critical 

dates

No Major 

Concern

1. No additional treatment plans proposed (?) Green

Failure to deliver the project on-budget / 

increased project costs as a result of poorly 

defined or managed scope

Project Factors (Time / Scope / 

Resourcing)

Inability to execute the project within established 

budgets
Moderate 1. Project Proposal / Plan documents project 

scope and high-level project budget
No Major 

Concern

1. Project budget expenditure reporting to be 
implemented (?)

Green

Inadequate resources / resource availability / 

disruption [budget, personnel, skills, 
data/information, materials]  or key person 

dependencies 

Project Factors (Time / Scope / 

Resourcing)

Inability to execute the project within 

appropriate timelines; added stress to small 

team; resourcing issues; lost opportunities; 

detriment to industry / stakeholder relationships

Moderate 1. Project Proposal / Plan identifies 'Project 

Resources' including TTas and external 

personnel

No Major 

Concern

1. Contingency / backup plans to be 
developed for all key persons / project roles in 
case of illness, re-assignment etc. (?)

Green

Scope creep (i.e. the scope is increased during 

the project) resulting in increased time and budget

Project Factors (Time / Scope / 

Resourcing)

Failure to deliver intended project objectives; 

project goes over budget; 
Moderate 1. Project Proposal / Plan documents project 

scope
Periodic 

Monitoring

Regular meetings with Lisa Free who is the 

conduit to THA Board and stakeholders should 

address any scope creep.

Amber

Project reporting is not adequate or not timely Project Factors (Time / Scope / 

Resourcing)

Project team members and internal 

stakeholders are not regularly updated on 

project progress, milestone achievement, 

budgets, scope changes, risks, issues and 

escalations

Moderate 1. Project Proposal / Plan documents project 

reporting requirements, including frequency, 

format, roles and responsibilities

2. Formal reporting from Project Manager to 

MLT at each weekly meeting

3. Formal reporting from Project Manager to 

TTas Board at each meeting

4. Regular WIP discussions between Project 

Manager and project team

No Major 

Concern

Green

No communication plans/engagement strategies 

in place (external to the project)

Project Factors (Time / Scope / 

Resourcing)

Project milestones, changes and achievements 

are not adequately communicated to 

stakeholders external to the project, including 

government, local industry

Moderate 1. Project Proposal / Plan requires a 

Communications Plan to be developed
Moderate Green

Inadequate project risk assessment and 

management  (including schedule, HR, 

environmental, etc.)

Project Factors (Time / Scope / 

Resourcing)

Risks are not identified and managed, 

impacting on the achievement of project 

objectives

Moderate 1. TTas risk management framework in place

2. Key project team members have received 

training in project risk assessment and 

management

3. Project risk assessment workshop held

4. Project risk register in use and monitored

Moderate 1. Project roles and responsibilities to be 
agreed and communicated. Project 
management, reporting and comms processes 
to be implemented (?)

Green

Failure in project governance decision-making 

which impacts on delivery and cost of project

Project Factors (Time / Scope / 

Resourcing)

Inadequate escalation and decision-making 

processes result in decisions not being made in 

a timely manner and / or decisions being made 

that are not fully aligned to project objectives

Moderate 1. Project Proposal / Plan documents internal 

project reporting requirements, including 

frequency, format, roles and responsibilities

Periodic 

Monitoring

Amber

Failure to engage with audience and / or 

competition from other sources for media 

attention, audience, etc. MEDIA

Product / Offering Consumers may not engage with campaign / 

event; poor perception on TTas and Tasmania 

as whole; lack of press; campaign t struggles to 

gain attention from the audience / community; 

potential conflicts in timing or misalignment with 

other campaigns / events

Moderate 1. Research and data supports the project / 

campaign

2. Experienced personnel with industry 

knowledge involved in all key phases of project / 

campaign planning and execution

3. Close relationship with industry, ongoing 

comms and stakeholder management with 

targeting media / press / influencers

Periodic 

Monitoring

Amber

Risk of external disruption to project / campaign 

(e.g. weather event, bushfire impacts on an event 

itself, or media coverage crowds out campaign)

Project Factors (Time / Scope / 

Resourcing)

Complete disruption of campaign / event; 

substandard campaign / event; impact of 

campaign / event is lost due to external 

disruption

Moderate 1. Limited specific controls / mitigations in 
place (?)

Periodic 

Monitoring

1. Confirm / assess key third parties' quality 
of planning and contingency plans (?)

Amber

Inability or failure to measure success of project / 

campaign and capture 'lessons learned'

Project Factors (Time / Scope / 

Resourcing)

Project / campaign success is not backed up 

by data and analysis. Failure to recognise and 

take advantage of opportunities for 

improvement.

Moderate 1. Project Proposal / Plan documents 

outcomes, outputs, benefits, critical success 

factors, measurements and KPIs

2. Project management, reporting, comms and 

stakeholder management processes

Periodic 

Monitoring

1. Project post-implementation review or 
'retro' to be scheduled to review project 
delivery and capture lessons learned

Amber

To complete this register, please review Risk Reference Guide (Document 11) 
ACTION: 



 

Client Agency Brief 

Date: 
03 June 2020 

Job Type: 
Campaign 

Owner: 
Tourism Tasmania 

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

Budget: 
$75,000 all inclusive 

 
 
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? 

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

 
 THA logo should appear on all material. 

 
 Tourism Tasmania logo should appear on all material. 

 
 A signed contract between supplier and Tourism Tasmania is required. 

 
 
Are there any existing media considerations? 
 

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

 



 

 
Creative Considerations 
 
What it should be: 

 Needs to create a feeling that patrons have been missed.  
 Warm, genuinely welcoming and encouraging. 
 Real venues and industry people. 
 High quality footage and imagery. 

 
What it shouldn’t be: 

 Pleading, begging, trying too hard. 
 Bossy, push, demanding. 
 Love your local   

 
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 

 Direct bookings across all venues 
 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 
Saunders 

Lisa Free 
(contractor 
on behalf of 
THA) 

TTAS THA THA 
members 

Campaign 
management 

  Provide 
input to 
campaign on 
behalf of 
THA 

Project 
management 
working in 
partnership 
with THA 

Receives 
ongoing advice 
as campaign 
development 
and delivery 
proceeds. 

 

Approval & 
Sign-off 
Protocols 

  Liaises with 
THA 
regarding 
approval 
process. 

Final 
approval on 
creative and 
media buy 
for 
campaign. 

THA internal 
approval and 
sign-off 
protocols to be 
noted – key 
approvals 
include 
messaging, 
campaign 
collateral and 
placement 
strategy. 

 



THA Intrastate 
campaign 
strategy and 
brief & 
agreement on 
potential to use 
collateral post 
campaign. 
 

  Writes brief 
and provides 
input on 
creative 
strategy. 

Finalises 
brief and 
provides to 
Marcus.  
 
Strategy 
development 
and 
engagement 
between Lisa 
Free and 
Director 
Marcus 
Saunders. 

Consulted on 
brief and 
formalises 
agreement on 
the future use 
of collateral. 
 

 

Production 
budget & 
production 
responsibilities 
agreed. 

   TTAS to 
determine 
budget. 

Advised and 
consulted on 
budget prior to 
commencement 
of production. 

 

Creative 
strategy and 
development 

 Undertakes 
development 
of creative 
assets. 

Provides 
input to the 
creative 
strategy and 
development 

Engagement 
with Marcus 
and approval 
of creative 
strategy 

Consulted on 
strategy 

 

Media buy & 
placement 
strategy 

Undertake 
media buy and 
management 

Provides 
creative 
assets  

Provide 
feedback on 
media plan. 

Sets budget 
for media 
plan and 
briefs in 
The20/OMD. 
 
Approve 
media plan. 

Consulted on 
proposed media 
placement. 

 



Campaign 
implementation 

Develops and 
implements 
media plan. 

 Liaises with 
TTAS project 
manager to 
check in on 
progress 

Creates and 
coordinates 
Agency 
Village so 
Marcus and 
The20 can 
work 
together to 
implement 
the 
campaign 
 
Ensures this 
campaign 
complement 
the TTAS 
Intrastate 
Marketing 
Campaign. 

Informed about 
campaign 
implementation 
progress 

 

Campaign 
Review 

  TTAS and 
Lisa to hold 
fortnightly/
monthly 
review 
meetings, 
including 
progress and 
performance 
reports from 
The20 and 
Marcus 

TTAS and 
Lisa to hold 
fortnightly/
monthly 
review 
meetings, 
including 
progress and 
performance 
reports from 
The20 and 
Marcus 

Informed on an 
ongoing basis 
on campaign 
performance. 

 



Industry 
communication
s 

   Broader 
program 
messaging 
and industry 
launch 
communicati
ons 

Share broader 
Tourism 
Tasmania 
program 
messaging and 
industry launch 
communications 

 

Industry 
involvement –
bringing it to 
life  

    THA provides 
hospitality 
industry with 
campaign 
collateral 

Industry 
ideas 
sharing 
these on 
social and 
through 
other 
channels 

Campaign 
reporting 

Develop media 
KPIs 

  Approve 
media KPIs 

Provide 
feedback on 
media KPIs 

 

Measures of 
success for 
campaign 

  Input into 
measures of 
success 

Develop 
measures of 
success 

Agrees on 
measures of 
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. 
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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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Ref: [put in 
RM#] 

TOURISM TASMANIA 
 

Critical Date   APPROVED/NOT APPROVED 

  

SIGNED:  

DATE: 23/06/2020 

 

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.    

CEO’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: 

1. 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 19 – Emergency Procurement Measures, clause 1.1.2 and 1.1.3 
 

1.1.2  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   

1.1.3  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 13 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. 

 



 
 

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 

 

 



UPDATE

Tourism Tasmania



─ 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.

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.

Welcome Back – new hospitality campaign



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.

─ It includes information on COVID-19 safety, how to get 

involved in the campaign, tips on leveraging the campaign 

on your social media channels and assets you can use in 

your own marketing activity.



Television advertisement

Insert TVC here



─ 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.

─ 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.

─ Toolkit and campaign assets for industry available now.





Radio ad



Television ads (sneak peek)



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

─ A video that can be shared on your own channels 

Download it at www.tourismtasmania.com.au



Media plan



Thank you
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