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S A T C  B R A N D  L O G O   |   P R I M A R Y

The stacked primary logo is preferred for SATC 
branded collateral. The mono reverse logo in red 
binding box should be used when applied to full-
colour collateral. The mono reverse version in black 
binding box should only be used when red is not an 
option. The correct version of the mono reverse  
logo has a grey tip for Queensland - ensure this 
is the only version used.

1 . 5 c m 

M I N I M U M

1 . 5 c m 

M I N I M U M

R E V E R S E

R E V E R S E

I N T E R S T A T E  /  I N T E R N A T I O N A L 

I N T R A S T A T E 
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S A T C  B R A N D  L O G O   |   P R I M A R Y

3x

3x

L O G O  A P P L I C A T I O N 

The primary logo should always be 
positioned in the bottom left of the 
artwork. 

The distance from the left edge of the 
artwork to the logo should be 1/3 the 
width of the red binding box.

The primary logo must never appear 
on other parts of the artwork, it must 
always be located in the bottom left.
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S A T C  B R A N D  L O G O   |   P R I M A R Y

SOUTHAUSTRALIA.COM   |   REWARDS WONDER

SOUTHAUSTRALIA.COM   |   REWARDS WONDER

SOUTHAUSTRALIA.COM   |   REWARDS WONDER

- 2 1 °

L O G O  S I Z E  F O R  T Y P I C A L  F O R M A T S 

A 5  L O G O  S I Z E 
2 . 3   x   2 . 3 c m

A 4  L O G O  S I Z E  
3  x  3 c m

A 3  L O G O  S I Z E 
4  x  4 c m
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S A T C  B R A N D  L O G O   |   T H I R D - P A R T Y  U S E

When the SATC sponsor an event or provide logos 
to partners for use in their brand style, the stacked 
Brand Logo is preferred. Available in vector, CMYK  
or PMS colours. RGB colour files are also available.

Use ‘Adelaide’ State Brand logo for all national /
international communication material, and ‘South 
Australia’ State Brand logo for all intrastate 
communication material.

Mono and mono reverse logos are the only single 
colours allowed for usage on any application when 
production methods restrict the use of full colour. 

Mono reverse should be used on all dark colour 
backgrounds for all applications. 

To ensure the logo is given prominence and is easily 
and clearly identifiable, it must be surrounded by 
clear space and kept free from all other elements.

1.5cm is the recommended minimum size for small 
print reproduction.

F U L L  C O L O U R

M O N O

M O N O  R E V E R S E
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S A T C  B R A N D  L O G O   |   T H I R D - P A R T Y  U S E :  M A N A G E D  E V E N T S

P A R T N E R  L O G O S P A R T N E R  L O G O SE V E N T  L O G O  &  S T A T E  B R A N D  L O G O

E V E N T  &  P R E S E N T I N G  P A R T N E R  L O G O S T A T E  B R A N D  L O G O

For SATC managed events, the event logo is considered ‘primary’ and State Brand logo ‘secondary’. 

When the primary event logo sits with the suite of secondary logos, it must be positioned to the left,  
bumping the State Brand logo to second position. The hierarchy must be represented from left to right.
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S A T C  B R A N D  L O G O   |   T H I R D - P A R T Y  U S E :  P A R T N E R S H I P S

P A R T N E R  B R A N D E D  E X A M P L E S 

When the SATC provide logos to partners for use in their brand style, the 
stacked and landscape formats are available in vector, CMYK or PMS 
colours. RGB colour files are also available.
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T Y P O G R A P H Y   |   P R I M A R Y  F O N T

INTRO
BLACK
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789

LIGHT
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789

SEMIBOLD 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789

REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789

BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789
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T Y P O G R A P H Y   |   S E C O N D A R Y  F O N T

BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789

LIGHT
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789

REGULAR 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789

LIGHT ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789

BOLD ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
0123456789

CALIBRI

Note: Calibri is only to be used in instances where Intro is not available. All emails/EDMs and PowerPoint presentations must use Calibri.
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C O L O U R  P A L E T T E

S E C O N D A R Y Our primary colours of red, black and white should  
be used to reinforce the SATC’s strong brand identity. 
To support this, the secondary colour palette can be 
implemented sparingly where colour differentiation 
is required. Tints of the primary colours are able to 
be used, especially to provide contrasts within single 
colour applications.

Latte

C 0 M 2 Y 5 K 10 
R 231 G 225 B 218 
HEX #e7e1da

Light Grey 

(10% TINT OF BLACK) 
C 0 M 0 Y 5 K 100 
R 35 G 31 B 32 
HEX #231F20

Red

PANTONE 485C 
C 0 M 100 Y 100 K 0 
R 213 G 43 B 30 
HEX #D52B1E

Black

PANTONE BLACK 
C 0 M 0 Y 0 K 100 
R 0 G 0 B 0 
HEX #000000

White

PANTONE WHITE 
C 0 M 0 Y 0 K 0 
R 255 G 255 B 255 
HEX #FFFFFF

P R I M A R Y 



I M A G E R Y
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•   R A I S E S  Q U E S T I O N S

•   I N T R I G U I N G

•   U N E X P E C T E D

•   C U R I O U S

•   A R T I S T I C

•   E D I T O R I A L

 •  U N I Q U E  P E R S O N A L I T Y

•   E L E M E N T  O F  ‘ T H E A T R E ’

•   U N U S U A L  P O I N T  O F  V I E W

•   E M B R A C E S  N E G A T I V E  S P A C E

I M A G E R Y   |   P R I M A R Y

For further photography examples,  
refer to our Photography Style Guide.
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I M A G E R Y   |   S E C O N D A R Y

•   A N S W E R S  Q U E S T I O N S

•   B U I L D S  T H E  S T O R Y

•   ‘ D O A B L E ’  E X P E R I E N C E S

•   I N S P I R A T I O N A L

•   H U M A N  E L E M E N T

•   D E S C R I P T I V E

•   F U N C T I O N A L

•   E M B R A C E S  N E G A T I V E  S P A C E



T O N E  O F  V O I C E



T O N E  O F  V O I C E 

S ATC  B ra n d  S t y l e  G u i d e 2 0

E X A M P L E  C O P Y 

FLOAT IN A 
HOUSE. 
WITH NO FIXED 
ADDRESS?
Take your sweet time as you drift along 
the Murray River. By day, meander past 
limestone cliffs, stop off for a drop of local 
gin and find your new favourite watering 
hole just in time for the sun to go down. 
Then, once night falls, rest your head in 
boutique accommodation or camp under 
the stars to truly reconnect with nature 
on the Mighty Murray Way road trip.

South Australia is a curious place: we’re immersive, 
boutique, vibrant and adventurous. It only makes  
sense that the way we communicate reflects this. 
We’re not your typical holiday destination, so the way 
we communicate shouldn’t be typical either. We inspire 
curiosity through our writing, enticing readers to dig 
beneath the surface and discover our internationally-
acclaimed food and drink, jaw-dropping landscapes, 
abundant wildlife, vibrant city life and iconic coastal 
culture.

I N T R E P I D

We’re bold when we write, taking our readers with 
us to the frontline of the action. We make sure our 
audience are fully-immersed in whatever experience 
we’re writing about, acting as their evocative tour 
guides.

I N Q U I S I T I V E

We raise questions when we write, piquing our readers’ 
curiosity and enticing them to find out more.

I N T E L L I G E N T

We’re smart when we write, mixing useful travel 
information with thought-provoking and entertaining 
prose. Intelligent writing does not mean bombarding 
readers with facts and figures.

I N S P I R I N G

We aim to inspire with our writing, bringing South 
Australia’s remarkable experiences to the forefront 
of our readers’ minds. We’re descriptive, engaging, 
accessible and inclusive.

P E R S O N A L I T Y  T R A I T S 

A b ove T h e  C u b e ,  M u r ra y  R i ve r ,  La k e s  &  C o o ro n g

For further copy examples, refer to our 
Generic Copy Deck.



O O H
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7 6 8  x  1 1 5 2 p x

O O H   |   D R I V E  B Y

L A N D S C A P E 

LOREM IPSUM  
DOLOR SIT AMET.

P O R T R A I T 

LOREM IPSUM DOLOR SIT AMET.

LOREM IPSUM DOLOR SIT AMET.

All drive by formats do not include the location 
caption and URL / tagline in the baseline lockup as 
there is less time to absorb key messages.

1 2 2 4  x  3 2 4 p x
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2 0 1 6  x  7 2 0 p x

O O H   |   W A L K  B Y  /  S T A N D  B Y

L A N D S C A P E 

P O R T R A I T 

LOREM IPSUM DOLOR
SIT AMET CONSECTEUR.

LOREM IPSUM DOLOR
SIT AMET CONSECTEUR.

SOUTHAUSTRALIA.COM  |  REWARDS WONDER

LOREM IPSUM DOLOR
SIT AMET CONSECTEUR.

ARKAROOLA RIDGETOP TOUR  
FLINDERS RANGES & OUTBACK

SOUTHAUSTRALIA.COM  |  REWARDS WONDER

LOCATION  
REGION

ARKAROOLA RIDGETOP TOUR  
FLINDERS RANGES & OUTBACK

All walk by / stand by formats where there is dwell 
time are to include the location caption in the top  
left corner, and URL / tagline in the baseline lockup. 1 0 8 0  x  1 9 2 0 p x

SOUTHAUSTRALIA.COM  |  REWARDS WONDER
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O O H   |   L A R G E  S C A L E

H O A R D I N G B U S  D E C A L 



P R I N T
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P R I N T   |   P O R T R A I T  L A Y O U T

ARKAROOLA RIDGETOP TOUR 
FLINDERS RANGES & OUTBACK

LOREM IPSUM DOLOR
SIT AMET CONSECTEUR.

Praesent vulputate vitae dui eget iaculis. Aenean orci risus, viverra id tincidunt vitae, ultricies  
non velit. Ut rhoncus eros nunc, auctor convallis magna tincidunt vitae. Fusce turpis neque, 
fringilla in ex non,mattis tristique libero. Duis quis orci vitae dui faucibus porttitor at in tellus. 
Vivamus ut risus leo. Proin maximus massa a sapien euismod dictum quis sed felis. Proin tellu 
maximus massa a sapien euismod dictum quis sed felis. 

SOUTHAUSTRALIA.COM   |   REWARDS WONDER

LOREM IPSUM DOLOR SIT AMET,  
CONSECTETUR ADIPISCING ELIT.  

RUTRUM LEO EGET.

LOCATION NAME 
REGION NAME

F U L L  P A G E F U L L  P A G E  -  S A T C  &  P A R T N E R 

HEADLINE  
(INTRO BLACK)

Font size: 18pt 
Leading: 21  
Tracking: 25  
Uppercase 
Centre aligned

LOCATION NAME  
(INTRO REGULAR)

LOCATION REGION  
(INTRO BLACK)

Font size: 7pt 
Leading: 8  
Tracking: 25  
Uppercase 
Left aligned

SUBHEAD  
(INTRO REGULAR)

Font size: 17pt 
Leading: 21  
Tracking: 25  
Uppercase 
Centre aligned

Bodytype + Tagline 
(Intro Light)

Font size: 8pt 
Leading: 12  
Tracking: 0  
Sentence case 
Left aligned

SOUTHAUSTRALIA.COM   |   REWARDS WONDER
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P R I N T   |   L A N D S C A P E  L A Y O U T

D O U B L E  P A G E  S P R E A D 

LOCATION NAME 
REGION NAME

LOREM IPSUM DOLOR
SIT AMET CONSECTEUR.

SOUTHAUSTRALIA.COM  |  REWARDS WONDER

Praesent vulputate vitae dui eget iaculis. Aenean orci risus, viverra id tincidunt vitae, ultricies non velit. Ut rhoncus 
eros nunc, auctor convallis magna tincidunt vitae. Fusce turpis neque, fringilla in ex non,mattis tristique libero. 
Duis quis orci vitae dui faucibus porttitor at in tellus. Vivamus ut risus leo. Proin maximus massa a sapien euismod 
dictum quis sed felis. Vivamus vel lorem eu nisi tempus nisi lectus sed lacus. Aenean viverra consequat semper. 
Integer gravida et urna.Icit rerit et at. Is et ligniate pro berferiat estrumquia vendusape sit repeliquis pla cone ped 
ut adignation eaquiateni simporest, quo offictae. Nam corior serestiis maiores escid qui odic tecupta sperro ent 
quo od molessed et qui delissi nimus modis dolorerunt debiti Praesent vulputate vitae dui eget iaculis. Aenean

orci risus, viverra id tincidunt vitae, ultricies non velit. Ut rhoncus eros nunc, auctor convallis magna tincidunt vitae. Fusce 
turpis neque, fringilla in ex non,mattis tristique libero. Duis quis orci vitae dui faucibus porttitor at in tellus. Vivamus ut risus  
leo. Proin maximus massa a sapien euismod dictum quis sed felis. Vivamus vel lorem eu nisi tempus nisi lectus sed lacus. 
Aenean viverra consequat semper. Integer gravida et urna.Icit rerit et at. Is et ligniate pro berferiat estrumquia vendusape  
sit repeliquis pla cone.

SOUTHAUSTRALIA.COM  |  REWARDS WONDER

SOUTHAUSTRALIA.COM  |  REWARDS WONDER

LOREM IPSUM DOLOR
SIT AMET CONSECTEUR.

LOCATION NAME 
REGION NAME

H A L F  P A G E 

H A L F  P A G E  -   S A T C  &  P A R T N E R 

LOCATION NAME 
REGION NAME

LOREM IPSUM DOLOR
SIT AMET CONSECTEUR.
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P R I N T   |   P U B L I C A T I O N S

1

SOUTHAUSTRALIA.COM

S O U T H  A U S T R A L I A N

2 0 2 0 - 2 0 2 1

S T O R I E S
S E C T O R  P L A N  2 0 2 5

A B O R I G I N A L
T O U R I S M

TOURISM.SA.GOV.AU

S O U T H  A U S T R A L I A N  T O U R I S M  C O M M I S S I O N

K e y  O p e r a t o r s

A  S A M P L E  O F  
S O U T H  A U S T R A L I A

B e l o w E l d e r  C a m p ,  F l i n d e r s  Ra n g e s  &  O u t b a c k

S ATC S o u t h  A u s t r a l i a n  S t o r i e s

SATC_NZ_Stories_Print_2020.06_inhouse.indd   18SATC_NZ_Stories_Print_2020.06_inhouse.indd   18 25/06/2020   10:11:07 AM25/06/2020   10:11:07 AM

A b ove O c h re  Tra i l s ,  A d e l a i d e

S ATC S o u t h  A u s t r a l i a n  S t o r i e s

Eos by SkyCity
Adelaide
SkyCity Adelaide unveils its highly- anticipated six-star 
hotel overlooking the River Torrens in December 2020. 
The $330m investment includes 120 luxury rooms with 
95 king rooms, 24 suites and a 305m2 villa. Signature 
experiences such as an in-room mixologist, unpacking 
and repacking services and personal training sessions 
are included in the rate. The hotel will also include new 
restaurants, a casual dining café, two new bars, and a 
wellness centre. Bookings are now open. 
eosadelaide.com.au

Oval Hotel
Adelaide
Adelaide Oval launches Oval Hotel – the first of its kind 
in Australia – featuring 138 rooms as part of the existing 
Eastern Stand of the iconic stadium. The designers have 
left nothing to chance, with exquisite views from every 
vantage, new dining experiences, and personalised, 
24-hour service. The use of technology in the hotel is 
designed to offer guests a seamless user experience, 
using the convenience of your smart phone to unlock 
your door or access concierge services. A more 
traditional guest experience is also available. Bookings 
are now open for stays from September 2020.
ovalhotel.com.au

With demand for high-end accommodation soaring, 
three significant new builds have come online in 2020. 
Each offering has one-of-a-kind experiences, a unique 
location and considered styling, located in the city 
centre and nearby Adelaide Hills. 

Sequoia
Adelaide Hills 
Fourteen luxury suites with uninterrupted views of 
the Piccadilly Valley are the newest additions to the 
Mount Lofty House property, officially opening in 
September 2020. With its own separate concierge, 
the Sequoia suites are stately, impressive and 
perfectly positioned for an ideal and idyllic location 
for touring through South Australia. In addition, 
guests can enjoy spa treatments, with optional 
private touring experiences available. The suites are 
a luxurious addition to the historic property, located 
under the shade of the lofty cypress tree that gives it 
its name. Bookings are open and suites are available 
for stays ahead of the official opening date.
mtloftyhouse.com.au/sequoia-luxury-lodge

N e w  P r o d u c t

L U X U R Y  
H O T E L S

E n j o y  Yo u r 
S t a y
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C ove r Ig a  Wa r t a  To u r s ,  F l i n d e r s  Ra n g e s  &  O u t b a c k A b ove J o s e p h i n e ’ s  G a l l e r y ,  C o o b e r  P e d y

This document acknowledges and respects that all 
tourism activity and development take place on lands 
traditionally owned by South Australia’s Aboriginal 
and Torres Strait Islander people and encourages 
Aboriginal communities to be a part of the current and 
future South Australian tourism successes. 

 For the purpose of this Plan Aboriginal tourism  
is defined as the act of participating in a tour, experience 
or activity that involves interaction with Aboriginal 
and Torres Strait Islander people, community, site or 
artefact (including retail purchases), in a manner that 
is appropriate, respectful, and true to the Aboriginal 
culture, heritage and traditions being presented. 

It is recommended that where Aboriginal culture is the 
product, Aboriginal people determine its content and 
interpretation. As owners of their culture, and through 
participation, the integrity and authenticity of the product 
or experience and its regional context can be maintained.

Note: “Aboriginal” refers to both Aboriginal and Torres 
Strait Islander people.

A C K N O W L E D G M E N T

emma@wildbushluxury.com 
arkabaconservancy.com

Arkaba
 

This Luxury Lodge of Australia property 
pays homage to its rich pastoral and 
exploration heritage in a manner that 
is both rustically chic and utterly 
exclusive. Sleeping just 10 guests at 
a time on the entire 260km2 (64,000 
acres) property, Arkaba tells the story 
of the Flinders Ranges from grazing 
pasture to rich wildlife conservancy. 
Arkaba also runs the Arkaba Walk,  
one of the Great Walks of Australia.

info@tastesa.com.au 
tastesa.com.au

tours@barossatastesensations.com 
barossatastesensations.com

Barossa Taste  
Sensations

Barossa Taste Sensations specialises in 
private food and wine touring in South 
Australia’s wine regions. Personalised 
itineraries take guests on a journey 
into the heart and soul of areas like 
the Barossa, Clare Valley, Adelaide 
Hills and McLaren Vale, introducing 
them to boutique winemakers, farmers, 
producers and local characters.

info@escapegoat.com.au   
escapegoat.com.au

Escapegoat 
Adventures

Escapegoat offer mountain biking 
experiences and cycling tours for 
all levels of riders throughout South 
Australia. They specialise in small 
group adventures and offer everything 
from relaxed winery day tours by bike, 
mountain biking in the Adelaide Hills, 
biking trips to the Flinders Ranges, 
as well as other South Australian 
destinations.

A Taste of  
South Australia

A Taste of South Australia offers 
premium personalised tours showcasing 
the exceptional food, wine and lifestyle 
of South Australia. The extensive range 
of tours is ideally suited to wine lovers 
and can be tailored to serious wine 
connoisseurs or those who simply 
enjoy fun, hands-on food and wine 
experiences.

19
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T H E  T O P  F I V E  M A R K E T S  T O  S O U T H  A U S T R A L I A  W I T H  A N  I N T E R E S T  I N  A B O R I G I N A L  T O U R I S M  E X P E R I E N C E S :
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S e c t i o n  T w o

B A C K G R O U N D

A b o r i g i n a l  To u r i s m  R e s e a r c h  i n  S o u t h  A u s t r a l i a

$195M 
 
Total trip spend for  
visitors to South Australia 
who undertook an 
Aboriginal Experience.  
Expenditure peaked at 
$275M pre-COVID. 

5%
Average annual growth 
rate over five years 
to December 2019 
(pre-COVID) 

$146M
International visitors 
total trip spend for 
international visitors  
to South Australia who 
undertook an Aboriginal 
Experience 

29%
International overnight 
visitors to SA undertook  
an experience that  
involved Aboriginal  
culture 

A B O R I G I N A L  T O U R I S M  A C T I V I T Y  Y E  S E P T E M B E R  2 0 2 0

Traditionally, Aboriginal tourism experiences in South Australia have been targeted at international visitors, appealing 
mostly to Western Hemisphere markets. Over the coming years, whilst the COVID-19 pandemic continues to disrupt 
global travel, our focus will be supporting diversification of Aboriginal tourism experiences to ensure their offerings have 
a domestic focus and appeal.

* SOURCE: INTERNATIONAL VISITOR SURVEY & NATIONAL VISITOR SURVEY

B R O C H U R E S P L A N S  /  S T R A T E G I E S 
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Font size: 60pt 
Leading: 72 
Tracking: 300  
Uppercase 
Centre aligned
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( I N T R O  R E G U L A R )

Font size: 15pt 
Leading: 18 
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Centre aligned
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ATDW LISTING GUIDELINES  |  TOURS   1

ATDW LISTING GUIDELINES

TOURS

MURRAY RIVER WALK, RIVERLAND

SOUTHAUSTRALIA.COM

ATDW LISTING GUIDELINES  |  TOURS   11

WEBSITES AND URLS

Add the available URLs to take customers directly to your website or booking platform. 

   Website URL should direct customers to your website’s homepage. 

   Booking URL should be a direct link to your booking page or to booking information. 

Please check all URLs are complete and working prior to submission.

SOCIAL ACCOUNTS 

   Tick any social accounts your business is available on.

   Add the relevant information in the applicable field when it appears. 

Optimisation Tip: Including your social media accounts is a great way to get customers to 
interact and engage with your business. Travellers often refer to social media to read reviews 
and see pictures of other travellers enjoying an experience. Try to capitalise on this as a 
channel to share more information and showcase the true experience of your tour!

INTERNET ACCESS 

   Tick the relevant internet access that is available on your tour for visitors to use.

ATDW LISTING GUIDELINES  |  TOURS   2

CONTENTS

ABOUT TOUR LISTINGS 3

CREATING YOUR TOUR LISTING 7

ADDING A TOUR TYPE 12

CREATING A DEAL / OFFER 12

GENERAL OPTIMISATION TIPS 12

LISTING APPROVAL PROCESS 13

CONTACT US 13

KILSBY SINKHOLE, LIMESTONE COAST

CONTACT US

ATDW & DIGITAL MARKETING TEAM

onlineservices@sa.gov.au

WEBSITES

southaustralia.com

tourism.sa.gov.au

G U I D E L I N E S F A C T  S H E E T S 

F A C T  S H E E T

W E L L N E S S 
T O U R I S M

TOURISM.SA.GOV.AU

A b ove G re e n l y  B e a c h ,  E y re  P e n i n s u l a 

T H E  W E L L N E S S  T R A V E L L E R

 

1  Global Wellness Tourism Economy 2018, 
Global Wellness Institute

W E L L N E S S  T R A V E L L E R S

The Wellness Traveller market segment is diverse and 
has evolved far from the typical day spa or health retreat 
visitor of yesteryear. Many Wellness Travellers are 
searching for transformative and engaging experiences 
that ultimately result in a sense of contentment and 
positive emotions.

Affluent Educated Experienced 
travellers 

Early  
adopters

Care about 
others 

Wellness Travellers are typically more affluent, better 
educated, and more experienced travellers. They are early 
adopters and willing to try new or novel experiences - 
particularly those that are synonymous with the wellbeing 
of the host community, other people and the planet. 
Wellness Travellers are more likely to be motivated by 
fulfilling a sense of purpose, personal growth, giving, and 
helping others.1

P R O D U C E D  2 0 2 1

W H A T  I S  W E L L N E S S  T O U R I S M ?

For the purpose of this fact sheet “Wellness Tourism” 
is defined as travel for the purpose and pursuit of 
maintaining and enhancing one’s personal health 
and wellbeing. 

Consumers of Wellness Tourism enjoy experiences 
associated with beauty treatments, spirituality, lifestyle,  
and/or health and fitness. These experiences can drive 
consumers to travel to a particular destination (Primary 
Wellness Travellers) or might be additional activities 
undertaken at a destination they are visiting for other 
purposes (Secondary Wellness Travellers). These consumers 
or “Wellness Travellers” are generally more motivated by 
a need to fulfill a sense of purpose, accelerate personal 
growth, or an opportunity to help others.

 
Wellness Tourism experiences may include but are not 
limited to:

• Day spas offering a la carte or fully inclusive pamper 
packages (e.g. massage, facials, thermal bathing, 
cosmetic treatments)

• Detox, personal coaching, naturopathy, and other 
specialist-led treatment programs

• Mind-body intervention classes (e.g. yoga, meditation,  
tai chi)

• Recreational activities that enhance health and 
fitness (e.g. hiking, kayaking, group fitness training) 

• Visiting tranquil, awe-inspiring and remote destinations 
to unwind and connect with nature (e.g. sanctuaries, 
parks, naturally occurring water sources)

• Agritourism (e.g. cooking classes, produce farm tours, 
paddock-to-plate dining)

• Aboriginal and Torres Strait Islander healing practises, 
storytelling, cultural presentations, and bush medicine 
education

• Attending spiritual retreats and visiting places of worship

• Activities which foster a deeper sense of connection, be it 
with other travellers, oneself, friends and family, and/or 
the environment

• Giving back and voluntourism (e.g. vegetation restoration, 
animal welfare support, community support programs)

These wellness experiences may complement a range of 
accommodation styles including authentic farm stays, 
glamping and eco-lodges, dedicated health/spirituality 
retreats, and luxurious all-inclusive resorts.
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W I T H  C O M P L I M E N T S

South Australian Tourism Commission

Level 9, 250 Victoria Square, Adelaide South Australia 5000  |  GPO Box 1972 Adelaide SA 5001

T 08 8463 4500  |  F 08 7421 0200  |  E tourism@sa.gov.au  |  southaustralia.com

B U S I N E S S  C A R D

Erik de Roos
Executive Director, Marketing 

South Australian Tourism Commission 
T +61 8 8463 4723
M +61 430 474 553 
E erik.deroos@sa.gov.au

Level 9, 250 Victoria Square  
Adelaide South Australia 5000 
GPO Box 1972 Adelaide SA 5001 

southaustralia.com   
tourism.sa.gov.au

 

 

XX Date XXXX 

 

Persons Name 

Company Name 

Street Address 

City, State 5xxx 

 

Dear Person, 

 

RE: Layout of Letters 

 

The application of a neat and consistent typing format enhances the design of stationery 
items and complements the image of the company. 

The typing format of this letterhead should align left with a margin of 30mm. The top margin 
should be set at 25mm and the right-hand margin at 20mm avoiding hyphenations. Font 
format should be Calibril size 10 at a minimum. 

Start the letter with the date. Follow this with the name and address three line spaces below 
the date. Allow ten line spaces between the first line of the name/address and the 
salutation. Then a further four line spaces from the salutation to the subject heading. 

Start the body of the letter three line spaces below the salutation or subject, whichever is 
applicable. Use single line spacing with double line space between paragraphs. 

If your letter comes within 3.0cm of the foot of the page, use a continuation sheet. Ensure at 
least five lines, excluding the signature, are carried over. Start the closure three line spaces 
below the body of the letter and the name of the signatory and his/her title if required, six 
line spaces below the closure. 

 

Yours sincerely 

 

 

Brent Hill 

Director of Marketing 

 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

L E T T E R H E A D  -  P O R T R A I T L E T T E R H E A D  -  S E C O N D A R Y  P A G E S

L E T T E R H E A D  -  L A N D S C A P E

G E N E R A L  S A T C  ( O N LY  T O  B E  U S E D  B Y  S A T C  S T A F F ) C O R P O R A T E  S A T C 

Internal communications templates will 
be made available for use via the shared 
template from your office program or by 
contacting ICT: ICT.Mailbox@sa.gov.au

mailto:ICT.Mailbox%40sa.gov.au?subject=


D I G I T A L
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S A T C  O N LY S A T C  &  P A R T N E R 

IPSUM DOLOR  
SIT AMET.

IPSUM DOLOR  
SIT AMET.

IPSUM DOLOR  
SIT AMET.

BOOK NOW

BOOK NOW

BOOK NOW

The MREC ad type has the dimensions of 300 pixels wide by 250 pixels tall.  
It is commonly placed above the fold (space on a webpage when it first loads),  
sitting alongside page content.

3 0 0  x  2 5 0 p x
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S A T C  O N LY 

S A T C  &  P A R T N E R 

IPSUM DOLOR SIT AMET.

IPSUM DOLOR SIT AMET.

IPSUM DOLOR SIT AMET.

BOOK NOW

BOOK NOW

BOOK NOW

The leaderboard ad type has the dimensions of 728 pixels wide by 90 pixels tall.  
It is commonly placed at the top of a page above the page content, so it is seen 
immediately when the page loads. 

7 2 8  x  9 0 p x
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S A T C  O N LY S A T C  &  P A R T N E R 

BOOK NOW BOOK NOWBOOK NOW

IPSUM DOLOR  
SIT AMET.

IPSUM DOLOR  
SIT AMET.

IPSUM DOLOR  
SIT AMET.

1 6 0  x  6 0 0 p x

The wide skyscraper ad type has the dimensions of 160 pixels wide by 600 pixels 
tall. It is commonly placed on the side of a page, shown to users as they scroll 
down the page. 
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S A T C  O N LY S A T C  &  P A R T N E R 

BOOK NOW BOOK NOW BOOK NOW

IPSUM DOLOR  
SIT AMET.

IPSUM DOLOR  
SIT AMET.

IPSUM DOLOR  
SIT AMET.

3 0 0  x  6 0 0 p x

The half page ad type has the dimensions of 300 pixels wide by 600 pixels tall.  
It is commonly placed on the side of a page, shown to users as they scroll  
down the page. 
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S t o r i e s  o f  t h e  S o u t h  
S 1  E P 2

W H I T E  S H A R K  
W H I S P E R E R

L E A R N  M O R E

In 1963 Rodney Fox was dragged to the 

depths of the ocean by a Great White 

shark. 8 months later he returned to 

the underwater world in the first ever 

shark cage he designed and built.

L E A R N  M O R E

We are launching 

STORIES OF THE SOUTH  

EPISODE 2  

this Sunday on YouTube.

 

You’re down there waiting for the sharks in  

their world. You don’t hear them but when you see  

one coming towards you it takes your breath away.  

You’re looking into the eye of one of the creatures  

of the world that very few people have seen.

WANT TO MEET 
THE WHITE SHARK 

WHISPERER?

W A T C H  N O W

1 0 8 0  x  1 9 2 0 p x
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TELL US WHAT

I N T E R E S T S 
Y O U

Make the most of your (digital) time with us  by receiving 

emails based on your interests.  Choose from food and 

drink, wildlife, city,  events or nature so we can tailor  

your  email content personally. 

CHOOSE INTERESTS
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T R A V E L  D E A L S F E A T U R E D  O N  S E E  S O U T H  A U S T R A L I A  E D M 

130px

6 2 0  x  3 4 0 p x

6 0 p x

3 4 p x

2 0 p x
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YOU ARE

TO A CURIOUS EVENT

I N V I T E D
To explia nemquosani blabor sin pro cum et eos ped  

quid que sita dem quat laut rehent, conse nem nos porio.  

Net ipid quiberitia et et laborestrum hil in exerorum.

DATE

23 July, 2021

TIME

6:00pm - 8:00pm

LOCATION

Victoria Square, Adelaide

RSVP

Curious.George@sa.gov.au 
by 30 July, 2021
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T I T L E ,  S E C T I O N  &  E N D  S L I D E S 

C O N T E N T  S L I D E S 

The variety of content slides enables you to create a varied yet cohesive presentation that suits your style, audience and 
content. Use a selection of slide styles or keep with the one that works best for the individual application.



T V C  &  V I D E O
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1 / 2

2 / 2

THIS IS AN EXAMPLE  
OF A SUPER OVER FOOTAGE.

1 9 2 0  x  1 0 8 0 p x

HEADLINE  
(INTRO BLACK)

Maximum 5 words per 
line and 15 words in total. 
In this format all supers 
should fit on 2 lines.

A S P E C T  R A T I O :  1 6 : 9 
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1 / 3

2 / 3

3 / 3

1 / 2

2 / 2

THIS IS AN EXAMPLE  
OF A SUPER OVER FOOTAGE.

THIS IS AN EXAMPLE OF A  
SUPER OVER FOOTAGE.

 1 0 8 0  x  1 9 2 0 p x 1 0 8 0  x  1 0 8 0 p x

HEADLINE  
(INTRO BLACK)

Maximum 5 words per 
line and 15 words in 
total. In this format it 
is acceptable to run 
supers over 3 lines.

HEADLINE  
(INTRO BLACK)

Maximum 7 words per 
line and 15 words in 
total. In this format it 
is acceptable to run 
supers over 3 lines.

A S P E C T  R A T I O :  9 : 1 6 A S P E C T  R A T I O :  1 : 1 
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Note:  Icons are only to be featured in video supers, not other executions (eg. Digital display). Icon sits on line 2,  
left of text lock-up.

SONG TITLE  (INTRO SEMIBOLD)
ARTIST NAME  (INTRO BLACK)

EXPERIENCE  (INTRO SEMIBOLD)
LOCATION  (INTRO BLACK)

NAME  (INTRO BLACK)  
ROLE/TITLE  (INTRO SEMIBOLD)

M U S I C 

O P E R A T O R 

L O C A T I O N 
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SOUTHAUSTRALIA.COM | REWARDS WONDER

SOUTHAUSTRALIA.COM | REWARDS WONDER

C O - B R A N D I N G 

1 / 4 1 / 41 / 8

1 / 4

2 / 4 2 / 4
2 / 8

2 / 4

1 / 4 1 / 4

4 / 8

5 / 8

6 / 8

7 / 8

8 / 8

1 / 4

3 / 4 3 / 4

3 / 8

3 / 4

SOUTHAUSTRALIA.COM | REWARDS WONDER

SOUTHAUSTRALIA.COM | REWARDS WONDER

 1 9 2 0  x  1 0 8 0 p x  1 0 8 0  x  1 9 2 0 p x 1 0 8 0  x  1 0 8 0 p xA S P E C T  R A T I O :  1 6 : 9 A S P E C T  R A T I O :  9 : 1 6 A S P E C T  R A T I O :  1 : 1 



C O N TA C T  U S

BRAND TEAM

brandassets@sa.gov.au

POSTAL ADDRESS

GPO Box 1972,  
Adelaide South Australia 5001 

WEBSITES

southaustralia.com

tourism.sa.gov.au


