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The Client

The Marina Hindmarsh Island. 

The Campaign

Easter 2011 Tactical Campaign

The Business Problem

With interest rates starting to rise, a flat property market and people 

cautious about job security and the decline in land and property sales 

in the weekend holiday home market our job was to bring traffic to  

The Marina.

The Business Strategy

Promote The Marina as a destination for activity and provide  

a reason to visit and discover The Marina Hindmarsh Island. Again 

building on natural higher traffic levels on the Fleurieu Peninsula at 

Easter, the business strategy was to promote a range of activities to 

bring people over the bridge into The Marina.

The Brief Objective:

Primary:

•	 To capture people staying on the South Coast and inspire day 

trippers from Adelaide to come over the bridge and visit The Marina 

Hindmarsh Island and enquire about land sales.

Secondary: 

•	 To simply get TMHI on the map to broaden the audience appeal to 

come and discover what The Marina is all about by getting people to 

explore the Island and the chance to:

•	 Fall in love with what it has to offer 

•	 Or become a verbal advocate to tell others how great it is for future 

opportunities.

The Creative Strategy

Promote the South Coasts biggest Island Easter Treasure Trail to get 

people to come and explore The Marina, fill in a map, enter at the 

sales office, receive an information pack and Easter rabbit for doing 

the trail. Promoted Hot Cross Buns at The Landing. Anzac Biscuits at 

the Information Centre. This was done in a way that promoted Marina 

to life including: kayaking hire, bike hire, fishing boat hire encouraging 

bikes, scooters to enjoy the 8km of board walks, holidays and more to 

encourage traffic and interest in land sales.

The Consumer Proposition

South Coast’s Biggest Easter Treasure Trail 

“Much much more than a Marina”

The Campaign Elements

A low budget campaign to attract visitors primarily via:

An integrated marketing 

•	 Local Victor Times Press 

•	 What’s On lineage ads in the Sunday Mail and the  

Saturday Advertiser

•	 Significant triangle corflute signage places strategically  

from Strathalbyn, Mt Compass and Victor Harbour Road  

locations x 72 signs

•	 Promotional stickers placed on Marina directional signage

•	 A4 Easter Treasure Trail Map to be used in conjunction with 

promotional Marina brochure for database collection

•	 E-marketing to database

The Result

•	 High quality participants with over 86 entrants through  

the sales centre.

•	 2 land sales in a soft property market.

•	 Overall traffic counts over the bridge into the marina increased  

on previous years – actual numbers not provided by client.

The Budget

This campaign was turned around In 3 weeks from concept 

to delivery.

Project was delivered under budget along with accountable 

spreadsheets for the client identifying the budget and the  

actual expenditure.
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Roadside Corflutes

10x7 Press

tmhi.com.au
08 8555 7300Over the bridge from Goolwa

It’s much, much more than a marina.
Bring your bikes, canoes, scooters, kites,
cricket bat, footy or enjoy the South Coast’s 
largest playground. Plus join the

Answer the questions along the trail 
and receive free Easter Eggs! 
Sat, Sun & Mon 11am - 3pm. Starting at 
The Marina Sales & Information Centre. 
Plus the best coffee, hot cross buns and
Anzac biscuits all weekend!

*Average pricing as of 19/04/2011 - $172,567
#Jetty valued at $7,000 is an exclusive Easter offer valid until 31st April 2011. RLA 178898. MHI17034/einstein

Holiday every day 
of the year.

Waterfront land priced from

Easter Bonus FREE  $7,000
#

 Jetty

$149,950
*

FREE EASTER EGG TRAIL


