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ACKNOWLEDGMENT OF COUNTRY
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“COMMUNITY”
ARTWORK BY GABRIEL STENGLE

The South Australian Tourism Commission 
acknowledges and respects Aboriginal people as the 

state's first people and nations, and recognises 
Aboriginal people as traditional owners of the land 

and occupants of South Australian land and waters.



OFFICIAL

Purpose:

Connecting the world with our people and place so 
South Australia thrives.

Vision:

To inspire globally and to be valued locally for our 
positive impact.

SATC |  WHAT WE DO
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SATC |  WHO WE ARE 

We are a statutory authority led by a CEO, governed by a Board of Directors and 
reporting to the Minister for Tourism. 

Marketing Events South Australia Destination 
Development

Strategic 
Communications & 

Engagement
Corporate Services

Minister for Tourism

Board of Directors

Chief Executive



SA TOURISM COMMISSION | WHO WE ARE

Supply Demand
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SOUTH AUSTRALIA
V I S I T O R  E C O N O M Y  U P D A T E
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SOUTH AUSTRALIA 

DESTINATION BRAND

Growing appeal through authentic 

and distinctive marketing
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SA = #6 
APPEAL CONSIDERATION + 



Tourism Salad

“Discover”              “Explore”              “Do more”              “Be more”

Won’t get us from 6 to 3
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SO
UTH AUSTRALIAN HOSPITALITY

#1 Food 
and wine 
(+ drink)

Nature
Events & 
Festival

Experiences

SOUTH
AUSTRALIAN

REGENERATIVE AND INCLUSIVE

Distinct South 

Australian Proposition
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GETTING INVOLVED



SIMPLE PLEASURES

• Submit stories, history, artists, musicians, simple 
pleasures and gems from your regions to help us build 
a rich catalogue of South Australianness to highlight 
over time. simplepleasures@sa.gov.au

• Upload a winter deal on ATDW – lean into what your 
simple pleasures are.

• Have imagery? Let us know and we can upload it to the 
SA Media Gallery.

mailto:simplepleasures@sa.gov.au
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EXPERIENCE DEVELOPMENT 
PROGRAM



Content of the Experience Development Program is 
delivered across 3 modules and designed to be 
interactive, with templates, review and points to entice 
deeper discussion. 

Module 1 and 2 are held in regional locations and in 
person with out of session work assigned.

Module 1: Building the foundations of tourism.
• Overview of tourism ecosystem and key 

stakeholders
• Maximising ATDW listings
• Developing their unique selling proposition 
• Importance and how to communicate 

sustainability and regenerative practises.
• Why accessibility is so important
• Pricing review

STRUCTURE OF THE PROGRAM



Module 2: Selling the Experience
• Discuss and review the customer journey 
• Website reviews
• Social Media best practise 
• Introduction to AI
• Introduction to trade and distribution 
• How to maximise a famil and trade events

Module 3: Perfect your pitch

• Operators pitch their offering in a 15 minute online or in 
person presentation. The exercise is aimed to mimic a 
trade event scenario.

STRUCTURE OF THE PROGRAM



• 62 businesses have participated in the program since 
2024.

• Module #1 has received an NPS score of 88 from 
participants 

• Module #2 has received an NPS of 100 from industry 
participants

• Feedback from industry participants:

“I got so much out of today. Looking forward to doing some extra work at 
home and the next session.”

“I really enjoyed it, particularly as I have no background at all in marketing. 
I really appreciate the facts and figures approach and felt comfortable 
enough in the room to speak (which is unusual)”

OUTCOMES
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DISTRIBUTION READY 
PROGRAM



STRUCTURE OF THE PROGRAM

Module 1: Overview of Tourism Distribution & International 
Markets

• Leveraging South Australia’s new brand position – “the 
simple pleasures”

• Changing dynamics of internation distribution – framed 
by Tourism Australia’s Future of Distribution research.

• An overview of the key international markets 

• Understanding the different partners in tourism 
distribution 

• Q&A with an operator working with trade partners

• Introduction to ATEC 

• Introduction to the Aussie Specialist Program and 
Australia on Demand 365



STRUCTURE OF THE PROGRAM

Module 2 – Working with trade partners

• Understanding rate sheets and pricing

• Q&A with trade partners (OTAs and Western / Eastern 
ITO's)

• Setting up and succeeding at trade events 

• Preparation for Sydney industry trip

Module 3 – SATC and group travel to Sydney

• Intimate B2B trade event with select partners

• Tourism Australia product update to staff.



INDUSTRY NEWSLETTER 
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THANK YOU
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