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Northern Territory 

The Northern Territory offers travellers 
a diverse range of experiences from 
bushwalking and the beauty of the 
national parks to the history and 
culture of the land and aboriginal 
art experiences. We determined that 
offerings of Northern territories for 
visitors could be separated into three 
areas of distinction; 

Target Audience 

Looking at the regional reports 
produced by NT in 2018 the majority 
of Northern territories international 
travellers were from the UK, aged 
between 15-29 and were travelling 
alone. International travellers had a 
longer average length of stay than 
domestic travellers to all of the NT 
regions. The Northern Territories have 
seen a decline in number of visitors 
from the UK recently in 2019 the USA 
and Japan overtook the UK as larger 
source markets of international tourism. 

There are currently 2.3 million students 
enrolled in HE courses in the UK. Our 
research indicated that the reason most 
students attend university is to study a 
specific subject they are interested in 
or achieve a specific qualification that 
will make it easier to find a job. 

StudentUniverse’s existing customer 
base is a vital asset to the success 

of the campaign. StudentUniverse 
describe their target audience 
as “affluent young travellers”. The 
typical existing customer travelling 
to Australia purchase one-way tickets 
booked four months in advance for a 
September departure. The time frame 
most customers are planning their 
journey coincides with the period most 
students are leaving their university 
courses. The existing customer of 
StudentUniverse is planning a long 
journey, the campaign needs to 
appeal to both backpackers and those 
planning a working holiday. 

Although in recent years the Northern 
Territories have seen a decline 
in international tourists from the 
UK, there is still a large number of 
UK travellers vising other areas of 
Australia. Therefore the aim of the 
StudentUniverse campaign should be 
to deliver the message to the consumer 
of the unique value opportunity that 
the Northern Territory offers.  

• Tropical Climate 
• The landscape including 

little known locations 
such as Mt. Conner and 

Kata Tjuta
• Biodiversity/ wildlife

• Very little pollution and 
congestion

The Place

• Experience 
of the outback 

• Places are designed 
to accommodate and 

enhance the outdoor lifestyle
• Adventure sports such as 

mountain biking and 
skydiving

The Adven
tu

re

• Aboriginal 
Culture 65,000 years 

of history
• Connection to country

• Completely unique and 
disconnected from the rest 

of Australia

The Cultu
re

• 22-25 Years old 
• Uses instagram
• High level of brand engagement online: 

Likes to visit and comment on brand 
pages

• uses social media daily through a mobie 
phone 

• Exercises at least once a week 
• Is persuaded to spend more money 

through social media
• Believe how they present themselves to 

others as fundamental to who they are
• Wants a change of scenery 

 
Typical Customer
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Data Strategy
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Who will we target?
We will target students and 
young adults on a broad level. 
However, we expect that through 
our segmented campaign, the 
individuals will respond to, align 
with and therefore fall into one of 
three segments;

Adventure: individuals who 
are thrill seekers, interested in 
extreme and adrenaline-fuelled 
experiences.

Authentic: individuals who 
enjoy art, culture and immersing 
themselves in the local culture.

Environmental: individuals who 
love nature, animals and outdoor 
or conservational experiences.

These students will be targeted 
with an A/B/C advertising 
campaign and can be targeted 
through assumptions made based 
on course type, interests and other 
liked or followed pages online. 

Why will we target 
them? 
Targeting young, affluent travellers 
from both student and young 
professional backgrounds will 
allow us to open up the market in 
order to engage from a larger pool 
of individuals interested in travel 
opportunities which are specific to 
Northern Territory. 

The Subsegments? 
Our strategy covers multiple 
subsegments of the student 
population and therefore allows 
a broad spectrum to be targeted 
in a manner which will create an 
emotional response more personal 
to each of them. Overall, targeting 
these individuals will prove to them 
that Northern Territory is a place 
where not only can they achieve 
things which are meaningful to 
them, but they can do so in an off-
the-grid area to which few people 
of their age have travelled before.

Implementation /

Insight: Sub segmentation allows 
a more accurate alignment to 
any individual from the target 
audience’s specific interests 
through creating campaigns 
specific to subgroups of a larger 
group. 

Driving Measurable Results;

• Creates multiple targets to 
measure and therefore more 
accurate metrics

• Allows accurate and 
instantaneous reactions to 
any area of the campaign to 
improve responses 

• Utilise the interests, course 
information, location (rural or 
urban) and other information 
to create accuracy of targeting

Excitm
en

t

Environ
m

en
t

Authentic

Extreme NT 
• Extreme sports 
• Adrenaline- fuelled 
• Outdoor Activities 

Local NT 
• Cultural Experiences 
• History &Heritage 
• Arts & Events 

Natural NT 
• Natural Sites  
• Camp outs & 

conservation 
• Animal experiences

GDPR & Responsible Data Usage
Groups from the target segments will be recruited directly and data will be recorded and held anonymously with an encrypted, 
identifiable number should an individual request its amendment or removal. Explicit opt-in of incentivised groups would be 
needed at every stage to ensure continued compliance with GDPR. Any individual is also able to then opt-out should they 
choose to at any stage. Data will only be kept for as long as it is needed and can be destroyed in full if requested, amended if 
necessary within reason or fully accessible upon request.
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Creative Strategy 
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Big Idea /
The underpinning strapline for our 
campaign is “Authentic Excitement in a new 
environment”. With emphasis on the ‘nt’ in 
each word representing Northern Territory, 
the words summarise our three major 
campaign focuses: authenticity, adventure 
and environment

Our Message /
Through four key words; authenticity, excitement, 
adventure and environment, we aim to evoke 
associated emotions in relation to the Northern 
Territory. It is a message of opportunity and 
curiosity which will resonate throughout our 
campaign.

Our Goals /
The goal of the campaign is to inspire curiosity, 
create a feeling of FOMO and inform about the 
‘real’ Australia. The Northern Territory is possibly 
the most culturally diverse state in Australia whilst 
also having many of the features people common
ly think of such as crocs, kangaroos, outback and 
stunning scenery. Through our communications, 
we will feature these elements which we can tailor 
to specific segments. For example, we could 
target ‘authentic’ towards students studying arts & 
humanities, ‘excitement & adventure’ to those in 
outdoors societies such as climbing or mountain 
biking, and ‘environment’ to those who are part 
of vegetarian/vegan societies or animal rights 
enthusiasts.

How We Arrived Here /
The idea was partly inspired by Northern 
Territory’s current campaign: CU in the NT (see 
you in the Northern Territory). The idea was also 
inspired by Northern Territory’s unique features 
such as its Aboriginal history and accessible 
outback. These are things that can create a sense 
of ‘I can’t find this anywhere else in the world’, 
inspiring FOMO to be a part of our campaign. 
As we are appealing to a multi-national cohort in 
the UK, we have chosen words that will appeal to 
many.

Our ‘NT’ word campaign has a large scope in 
terms of the variety of media that we can use in 
promotion. It was important to us that we had 
flexibility in our media choices so that we can 
adapt to results from our test and learn plan.

“Up for anything”
Archetype: The Adventurer

Focus: Extreme sports, such as climbing, big excursions, 
like multi-day hikes. 

Advertising: 
• Hero shot, outback/ exploration. Breaking out of the 

frame of the advert. 
• First person POV (abseiling off a cliff). Adventurous? + 

QR code. That’s all. 

Adventure &

 Excitem
en

t 

“Leave nothing but footprints”
Archetype: The Caregiver 

Focus: Gentle activities that can be perceived as 
environmentally friendly e.g. conservation parks & cuddling 

a koala

Advertising: 
• Starry background, promoting “dark skies” campouts 

in NT. Could be interactive (slider comparing light 
pollution of UK city skies to Uluru skies) 

• Photo of someone cuddling a koala “This 
could be you” 

• Bannner Ads, Email, sponsored 
post. 

   

    
     

      Environment 

“This is the real Australia” 
Archetype: The Creator

Focus: Promoting an authentic experience, focusing on the 
aboriginal heritage that is prominent in the Northern Territory 

alongside the idea of “living like a local” 

Advertising:
• DO MORE, AUTHENTICALLY

• Imagery of Aboriginal cultural events. “Be part of 
something special”

•  Interactive (jigsaw, paint by numbers etc) 
banner ad

            Authentic
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Integrated 
Communication
Plan 

‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘
Jan Feb Mar Apr May Jun

PHASE ONE (Brand 
Awareness)

Social Media Posts

Offline Display Advertising 

Influencers 

PHASE TWO (The 
Calendar)

Social Media 

Website

Database Collection

Email Marketing

PHASE THREE 
(Conversion)

Targeted Emails

Direct Mail

Social Media 

Website Optimisation 

Search Engine Optimisation 

Cost Amount Total

Social Media £3,000 6 Months £18,000

Offline Display Advertising/ London

Shopping Centre Advertisement £1,170 1 £1,170

Bus Shelter Advertisement £265 7 £1,855

Digital Advertisement in City Centre £2,500 2 £5,000

Total for London £8,025

Offline Display Advertising/ Outer London (4 Cities)

Shopping Centre Advertisement £500 1 £500

Bus Shelter Advertisement £336 7 £2,352

Digital Advertisement in City Centre £144 2 £288

Total for Outer London £12,560

Total for Offline Display Ads £20,585

Email Marketing £0.03 300,000 £9,000

Direct Mail £0.38 10,000 £3,800

Search Engine Optimisation £1,000 4 £4,000

Test and Learn Plan £7,305

Safety Net of 10% £7,000 £7,000

Total £69,690
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Budget BreakdownBudget Breakdown Gantt ChartGantt Chart

Social Media 
Social Media will be the key channel 
of our campaign with the platform 
being utilised across the marketing 
funnel from awareness (Phase One) 
to conversion (Phase Three). Social 
media will play a pivotal role across 
the touch points across the customer 
journey. Social Media allows for 
key integration with other channels 
throughout the campaign ensuring 
that the customers are encouraged 
through the funnel towards the 350 
desired purchases from the Student 
Universe website. We believe this 
is a key channel for this audience 
as they spend a large portion of 
their day on social media platforms 
such as Facebook and Instagram. 
The budget for this channel is 
£18,000 based on £3,000 per 
month advertising spend to ensure 
we effectively target the student 
population and our target audiences 
with the campaign. 

Student Universe 
Webpages

For this campaign the company’s 
website is pivotal to the end goal of 
sales. Therefore, an initial audit will 
be produced at the beginning of the 
campaign assessing the websites 
user accessibility and whether 
the website is SEO optimised. If 
this is optimised to the customers 
experience it is likely that this will 
positively impact our campaign. 
The website is a key platform for 
Phase Two of our campaign so 
the website should be capable to 
handle demand and also ensure that 
customers can easily find what they 
want. The website will also be a key 
point of data collection for the latter 
stages of the campaign. It is likely 
that SU will have a web design team 
who can implement data collection 
and UX changes without the need to 
take the budget.

Email Marketing
This channel will be used in phases 
two and three. In phase two this will 
be based predominantly around 
awareness of the brand and location 
utilising rich imagery to aid the 
deliverables of the campaign. The 
second email will use the data that 
we have collected to accurately 
segment the audience and 
understand which message would 
resonate the best out of the three. 
We looked at industry benchmarks 
to understand CTR. The CTR for the 
sector stands at 2.25% from there 
we decided that we would send 
150,000 potential customers 2 
emails each directing approximately 
3375 students to our website. This 
would cost us £9,000 (Rhettie, 2002).

Search Engine 
Optimisation

Initially we conducted an SEO audit 
of the student universe website 
to understand where their traffic 
came from and what keywords 
directed customers to their website. 
We would use this information to 
understand what keywords students 
would look for when deciding to 
go on a holiday to Australia and 
look at how these keywords can 
be used to encourage a holiday 
to the northern territory. Further 
information from this audit showed 
us that the Student Universe website 
currently has a keyword budget 
of £4,400. Therefore, we decided 
that we would spend £1,000 per 
month for the final four month of the 
campaign to ensure that we get the 
correct traffic and are displayed well 
on the SERP. 

Promotional Materials
At the very beginning of the 
campaign rich imagery and bold 
slogans will drive intrigue with 
students as we will be utilising 
offline promotional advertisements 
in high student footfall areas such 
as bus stops, and shopping centres 
to increase awareness of the brand 
and the Northern Territory. These 
will integrate with the online digital 
platforms as they will contain a QR 
code that will link to our website 
and social media channels. For 
advertisements in 5 major student 
cities this will cost us £20,585.

Direct mail
Using all the data collected 
throughout the campaign we will 
send personalised direct mail 
with the intention of producing 
a conversion by directing the 
customer to our webpage via the 
use of QR codes. Similar to the email 
campaign the data that we have 
collected will allow us to segment 
to understand which message is 
likely to produce a conversion with 
a prospective student. We will send 
10,000 pieces at a cost of £3,800. 

For this campaign we will be utilising a 
number of online and offline media in 
order to effectively target our selected 
target audiences and achieve the 
desired 350 bookings for the Student 
Universe Website. Some channels will 
be used across the entire campaign and 
have more relevance at certain points 
of the campaign whereas some play 
and integral part in just one part of the 
campaign, but we believe that when 
these channels are all integrated, they will 
effectively target the audience.

In our budget we have included a 10% ‘’safety net’’ to ensure that we do 
not go over budget should there be any issues. This with the Test and 
learn plan brings our total spend for the campaign to £69,690. With the 
minimum of 350 purchases based on the average cost of a holiday to the 
northern territory Student Universe is looking at a minimum ROI of 11% .



Test and Learn
Plan 
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Pre Campaign TestingPre Campaign Testing In-field TestingIn-field Testing Post Campaign TestingPost Campaign Testing

Who? 120 students 
Where? Across 3 universities 
What? 30-minute online focus group. 
When? During campaign planning
Why? To find out: Motivations for travel, 
awareness and perception of Student Universe, 
and perception of Northern Territories.
How? Students will be recruited via student email 
and in person on campus.
Incentive? £10 voucher per person 

Who? 120 students 
Where? Across 4 universities (3 groups per 
university).
What? 1-hour focus group. Testing the impact 
of campaign imagery and linguistics, individual 
responses (emotive) and personal alignment 
(behavioural). 
When? During Phase One   
Why? To find out: Initial impressions of the 
campaign – to ensure campaign effectiveness. 
How? Students will be recruited via student email 
and in person on campus.
Incentive? 3 x £100 cash prize  

Who? 60 students (segmented) 
Where? Online
What? 10-minute survey to gather response to 
the assigned segment’s messaging and CTA.
When? Between Phase 2 and 3.    
Why? To ensure effective impact of targeted/
segment-based marketing prior to final/sales 
stage and to amend any necessary elements prior 
to mass circulation.
How? 50% - Phase 2 data collection. 50% - 
Database (already opted in). 
Incentive? £10 voucher per person.

Who? Website and social media visitors  
Where? Student Universe website and 
social media channels (Instagram, Twitter and 
Facebook).
What? Analysis of response to variations of 
campaign advertising, content and CTAs. 
When? During 1st week of Phase 2 
Why? To identify the winning combination in 
order to enhance campaign effectiveness.  
How? Performance (engagement and 
conversions) metrics and heat map analysis of 
clicks and cursor movement.

Who? Converted customers  
Where? Online 
What? 2-minute survey inquiring into satisfaction 
of the promotion received and of general 
experience with Student Universe. 
When? 1 week after return flight (or 2 weeks after 
flight if no return was bought).   
Why? To find out: Whether segmentation was 
accurate and whether the campaign was effective 
in creating a positive relationship and loyalty. 
How? The survey will be sent via email. 
Incentive? 10% off your next purchase with 
Student Universe.

Test 5:  Post-Consumption Survey 

Test 4:  Multivariate Testing 

Estimated Cost:  £1,105 

Test 3:  A/B/C Testing 

Estimated Cost:  £1,900 

Test 2:  Focus Groups

Test 1:  Digital Focus Groups

Estimated Cost:  £2,500 

Estimated Cost:  £1,800 

Associated Cost: 
Existing web development/ staff wages
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Estimated Total 
Cost: £7,305

Aims 

1. Deepen our understanding 
of our target audience – their 
perception of Northern 
Territories and what themes and 
media resonates with them the 
most 

2. Develop or amend the 
campaign appropriately during 
the stages prior to Phase 3 
(targeted emails) 

3. Ongoing evaluation of any 
tweaks we can amend in-field

We will conduct 5 tests across 3 
stages: Pre-campaign, during the 
campaign and post-campaign. 


