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Overview

“Building a loyal fanbase through content and campaigns, creating
opportunity and value for the Olympic family;

Laying a digital & marketing foundation ahead of Brisbane 2032 and
beyond.”

“Engagement is our currency.”
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Purpose
The North Star

Milestones
Partnership purpose

The platform
The banner for all comms

Campaign Pillars
What we want to achieve

Campaign Initiatives
How we will succeed

Australians inspired by the spirit of Olympic Sports

Paris 2024 Olympic Games > LA 2028 Olympic Games > Brisbane 2032 Olympic Games

Branding
Content
Milestones
Team Selections
Team & Flag Bearer Announcements
Fan Messages
Welcome Home
Partner Integrations / Collaborations
Media Rights Holder Collaboration
Influencers
Fundraising (Team Appeal)
Stakeholder Engagement

Australian Olympic Team

Olympics Live
Fan Competitions
Athlete Interactions
Green & Gold Day
Schools [ Education Programs
#TeamAUS Fan Engagement Program
Olympic Day

Fan Engagement Activation

Data-led decision making | Olympian-led approach

Olympic Day
#HaveAGo Month
Games-Time Campaign
Post-Games Engagement
Partner integration
Impact & legacy
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Total selecied cudience size: 1,018,213

AOC’s Fan Data Strategy

Data Partners

Audience Selector

Audience Snapshot

vowmosr JlEG[ANALTTICS]

Genome Content - Matched Content - Total Research Insights

Demographics
Gender Average Age SWM Lifestage TEGA Life Segments
AVSIAgE Age Established Families New Families living large team
35.1 28.0% 26.0% 23.3% family
13.5%
Age Groups
Young Independent | .. supemovas
e 261% - 21.9% avant
14.8% garde
109%
Female Male 1224
47.5% 52.5%+ -
State Broadcast City
Sydney 34.5%
Melooune G, :2.0%
Brisbore 16.9%
Perth 8.5%
Adeloids 8.2%
SAd's

© 2021 Mapbox

AUSTRALIAN CAPITAL TERRITORY
SYDMEY - CITY AND INNER SCUTH
SYDMNEY - EASTERN SUBURBS
MELBOURNE - INNER
SYDMEY - NORTHERN BEACI
MELBOURNE - NORTH EAST

ES

Average Annual Income
569,535

Top 20 Financial Institutions

CoMMONVEATH

AUSTRALIA AND NEW 7. 17.1%
WESTPAC BANKING 149%
NATIONAL AUSTRALIA 14.8%
ST. GEORGE BANK 7.8%
ING BANK (AUSTRALIA] 6.8%
CUSCAL LIMITED 5.3%
CMGRCUP PTY LIMITED 4.3%
AMERICAN EXPRESS 3.8%

3%

7Plus Content VOD

Olympic Gomes Tokye N <0.5%

All Sports Viewing ~ 35.2%
All Sports Viewing ~ 35%
Athletics: ATH ~ Tokyo
Goaolball: GBL ~ Tokyo .
Cycling Track: CTR ~

Paralympic Games

Ceremonies:

Paralvmnic Games

7Plus Content LIVE
Olympic Games Tokye [N &5.3%

Football: FBL Women 148%
All Sports Viewing ~ 1.6%
All Sports Viewing ~ 7.4%
Canoe Slalom 33%
Ceremaniss: CER~ 29%
Athlefics: ATH ~ Tokyo .. 2.4%
Swimming: Men's 100m  2.3%

Rowing: Men's Four Fin.
Cyeling Track: CTR ~

Average Lead Time

Average # of fickets per Transaction
4.5

52.9 days
|
Event Genre Event Sub-genre Top events
o el A I 20 5% RICHMO
pol sical — STRALIA  TENNI
65.2% & LEAGUE I % AUSTRALIAR 015 TENNY
Theatre COLLING!
17.4% AUSTRALIAN OFEN 2
MELBOURNE FOOTS, B HOME M
A IENS INTERNATIONA|
5 BASKETBL 75% ‘CARLTION FOOTBALL CLUB HOME GAMES MCG
Musie RUNION 7.5% i
429% 55 2020 202
74% HAWTHORN FOOTBALL

Shopperstyles
Shopper Styles | Fresh  Shopper Shopper
Foodies Styles | Fine  Styles |
28.6% Eaters Sweet
13.2% Tooth
Shopper

Shopper Styles | Meat  Styles |

and Two Veg Feed Your

Flybuys Segments
All Grocery Buyers 96.3%
Bokery | Active 78.8%
Dairy Products | Acfive 77.7%
Cocking other 73.2%
Confectionary | Active 73.0%
Checolate | Active 71.5%

£9.8%
69.2%

Soff Vegetables & Solads | Active 68.9%

Defi | Active 67.4%

ESSENDON FOOTRALL CLUB HOME GAMES MC |

Footfall
Shopping Malls
Woolworths 23.6%
Coles 17.4%
McDonald's
Subway 1.4%
Big W
BP °7%
Caltex 7.8%

Crles Frrrmes 77w

App

SNow

Spofify

Netfiix
Facebook

10 play
Instagram
User

Google Home

Stan

=2y
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AOC’s Fan Data Strategy

Olympic Data Ring
Australian Olympic Team
1.5million
4£8% 39.1 $69.5K
b
2o« snowflake
Sport XXX 4 h
136.8K 55% 25-39
CONSUMERS FEMALE DOMINANT P

AGE RANGE
Q8
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Competitions

A
Tea mAUS
OLYMPIC
GIVEAWAY Moment How many
of the Games top 6 finishes?
@ajwul gettyilmages i KA.ﬁ

Trivia

Brought to you by:
[E—
KARBON @ TOYOTA

R0
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Intro + sport

EN ROUTE

TO PARIS

#RuezRUS 7%

7

Selections

Athlete + sport

&

SWIMMING — OPEN WATER

1. Mao

#RezRUS

CHELSEA GUBECKA

' -~ -v

I'M EN ROUTE
§ TO PARIS

Postcards

A
o

AUSTRALIA
PARIS 2024

#ALLEZZAEJS

‘Let’s Go Australia’

| &

sean e

MERCI

au | @AUSO

AUSTRALIAN
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@AUSOlympicTeam Content

J Insight: Rising Hockeyroos star details unique off-
field study in prosthetics, road to Paris Olympics

AR RANDALL
gmbciiments

Nomaan 1
Py

Hockeyroas on the brink o  rew Olympc goden cra

And, off the fild, fockey Club olbourne tar s sting up her

function s eplacemenssfor missing body parss  luned by the cpportunity o b
improve peopie’ ves

Bus, with  jam-packed work and hockey schedule, with the 123 Junior Work (

prosiise hersport —foe none

Hock

Medbou
ot course 3 near-3000km fight.

COMMITTEE
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Cames-Time
Marketing & Digital Team

2t
Chief of
’6 Marketing &
Digital
CONTENT
TEAM IN PARIS
Chief of Staff - Chief of Staff -
Written Video

Digital
Q Reporters x4 @ Engagement @ Social Media @ Videographers
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Games-Time Content

Viewer in Camp (BTS) On The Pitch Beyond The Pitch Athlete Narrative Athlete to Fans

12
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QANTAS Brand
The north star

QANTAS Purpose
Partnership purpose

The platform
The banner for all comms

Campaign objectives
What the campaign achieves

Campaign KPIs
How we know we're succeeding

Campaign Initiatives
How we will succeed

The Spirit of Australia. Join us as we dream bigger, fly further and create a brighter future, together.

Champion the spirit of Australia & carry Aussies around the word to represent on the global stage

Social Media Engagement

Qantas Boarding Pass |
Support Messages (from
staff and in-flight?)

13 ©2022 AUSTRALIAN OLYMPIC COMMITTEE

Membership Engagement

Olympic experiences,
exclusive to Qantas Frequent
Flyers

Australian Olympic Team

Growth in Brand Reputation & Brand Love

Schools welcoming Olympians
home (at airport) ‘Qantas
Olympic Cheer Squads’

3 tiers, depending on Team size
and location

Welcome Home Hanger Event

Supporting Social Progressive
Issues

World Pride Support | Diverse
Olympic Stories | Carbon
Offsetting | North Kimberley Fire
Abatement Project

Olympian Engagement |
Olympic Aircraft

Decal | In-Flight Content | Ad-
Hoc Olympian Bookings
(keynote speaking & social
amplification)
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Games-Time Templates

Top 10 Finishes

Women's Monobob Heats 3 & 4

Schedule

TUESDAY 15 FEBRUARY 2022
12:30PM - 1:225AM AEDT

Preliminary Rounds & Finals

150kg 275kg

#ChasingWinter

14

§  AUS Bl WALKER Bres 42146 [0

#ChasingWinter

SUNDAY 6 FEB

Curling

Mixed Doubles
Round Robin -
Match 8

Auswsu o

9o L&

73 e B
#ChasingWinter omeor Tt ccrmmcs R

#TokyoTogether

Basketball (M)

Starting Lineup
vs SLOVENIA

5 Patrick Mills (C)
7 Joe Ingles (C)

10 Matisse Thybulle
13 Jock Landale
15 Nicholas Kay

#TokyoTogether

Owen
Wright

SURFING

PLACE
Bronze

FINAL SCORE

57.47 (OR)

DID YOU KNOW?

Due to the
order of
competition,
Owen was
the Ist ever
surfin,

Olymy
mgdtﬁ"st

Owen
Wright

SURFING




Campaign Inspiration

Team - Tokyo 2020

w0e 208 252

17 - 66
Behind Every Number
There's a EORE

Team - Tokyo 2020 Social Inclusion

° ° °
saRR adhn adhn
FEMALE INDIGENOUS ATHLETES
ATHLETES ATHLETES BORN J{*%
OVERSEAS

AAAAAAAAA
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Fan Message

BRANDON
SAMUEL-SMITH

#TokyoTogether

virtualstadium.com.au

TO:

Belle Brockhoff

Go Belle!

Go surf that snow and
make Australia proud!

We're all gonna be
cheering for you so
loud you'll hear us in
Beijing.

KAILANI CRAINE
FICURE SKATIN¢

FROM:
Heidi P.
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#ChasingWinter
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GREENz:
GOLD DAY

FRIDAY 30 JULY 2021

#TokyoTogether



AOC FAN ENGAGEMENT:
CONNECTING THE ELITE WITH THE
EVERYDAY

AOC FAN ENGAGEMENT PROGRAMME
FINAL REPORT

8 June 2023

KANTAR



THE PARADIGM OF PROGRESION IN SPORT IS GROWING

Australia Values and Aspirations that are Growing

100%
90% NOW
90% 576 .
87% Highest % engaged
85% . today. Moderate
____________________ Fairness growth forecast.
80% mmmmmmmmTTTTT .
80% emmmmmmmmmm T 9% Justice
% e —m——————=—cT “T6%
I e Advocacy
_____ -=-7 NEXT
a, ——
70% e T Moderate% engaged
PPt today. Highest
o -
63% e growth forecast.
60% 58% . .
’ e Diversity
49% P
50% et
40%
2018 2019 2020 2021 2022 2023 2024 2025 2026
l(ANTAR NB: Trends are clustered standardised statements and are defined as the percentage highly engaged with that group of statements. High engagement
is defined as top-2-box engagement to a Spt scale question. Source: Kantar Global Monitor, Australia, 2022



THE VALUES OF YOUR SEGMENTS ARE SET TO GROW, SOCIAL CHANGE
PRESENTING THE CORE OPPORTUNITY

Australia Values and Aspirations that are Driving Growth in Sport

80%
70%
Sport as Passion
TR Sl Sport as Family

61% A mmmmmm =TT T T T
60% mmmmm= == L mmmm=m T

h / _________

50%

40%

2018 2019 2020 2021 2022 2023 2024 2025 2026
l(ANTAR NB: Trends are clustered standardised statements and are defined as the percentage highly engaged with that group of statements. High engagement

is defined as top-2-box engagement to a Spt scale question. Source: Kantar Global Monitor, Australia, 2022



PEOPLE DON'T WANT TO MOVE
FORWARD ON THEIR OWN.

THEY WANT TO MOVE FORWARD
TOGETHER WITH OTHER PEOPLE.



WE KNOW THAT THERE ARE THREE
AREAS OF LIFE/ THINGS THAT PEOPLE
WANT TO MOVE FORWARD.

THEMSELVES, THEIR COMMUNITIES
AND THEIR COUNTRY.

KANTAR



Club Brand
The Vehicle

Club Brand Guardian(s)
The Vehicle Owners

Supporting Stakeholders
Promotors & beneficiaries

Promotional Channels
Reach & Engage #TeamAUS

#TeamAUS
Who they are and
what they they

#TeamAUS

AOC | Member Sports | Olympians | Team Partners

AOC

Websites | Portals | Apps | Social Media | Email | Paid Socials | Paid Search | QMS | NewsCorp | SMS | Push MSG

Inclusions (Individuals)

#TeamAUS Merch / Credit
Virtual Village Tour

Fan Tile (each Games)
Newsletter

Birthday E-Card

Sponsor Offers

Fan message keepsake
Member Sport Offers
Competition Entry (TeamAUS Kit)
Olympics Unleashed Online
Listed on Olympics.com.au

Brisbane 2032 Priority

Change-Makers
At Paris 2024

Team Appeal

HTeamAUS

Sustainability

Walk With US
Reconciliation

Inclusions (Clubs)

Group Leader / Champion (AOC
Stakeholder Group)

#TeamAUS Club Brand
#TeamAUS Club Merch
Targeted Olympian Appearance
Request Olympian visit to Club
Olympic Day Events
Olympics Unleashed Online / In-person
Listed on Olympics.com.au
A
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#HaveAGo - Awareness

E}Eter. higher, cleaner

)

LLET ' ' . .4

Celebrity Style

24

ATP CUP TENNIS

Q

A



#HaveAGo - Engagement

KAILANI CRAINE
FIGURE SKATIN¢




AAAAAAAAAA

Thank you

#AllezAUS | #TeamAUS | #HaveAGo

flo]v]olin] s

@AUSOIlympicTeam
olympics.com.au
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