Business
Awareness
Campaign

From an unknown business en�ty to what’s become a highly-successful
and awarded franchise, TLS Marke�ng helped bring Telstra Business
Centre Gold Coast to the foreground as a leader in business
telecommunica�ons support and a trusted locally-run business.
The Target: Owners of a mul�-million dollar
business in the greater Gold Coast area who
were not currently engaged with Telstra
Business Centre Gold Coast
The Background:
• Telstra Business Centre Gold Coast
is a locally owned and operated business
• Started by providing telecommunica�ons
technology and services to local
small-and medium-sized businesses
• Telstra Business Centres were a new
concept na�onally

The Challenge:
• Poten�al customers weren’t aware
that they now had a local Telstra
contact with exclusive business
products and services plus on going
support
• Loca�on of the centre meant that
there was minimal passing foot traﬃc
• Their target market are typically
extremely busy people, so we needed
to develop a communica�on solu�on
to connect with them
• Telstra Business Centres are locally
owned but this was not widely known
by local businesses

What We Did
In-Depth Understanding: Our Senior Marke�ng
Consultant and telecommunica�ons sector
specialist worked closely with the key
contacts at three levels of our client’s business
to understand the challenges they faced.
By speaking with the business owner, manager,
and front-line team member, we had a full
picture of the challenges and opportuni�es.

Market Research: We undertook a deep market
analysis to understand where and when we could
speak to the target market, and what message
would cut-through for the greatest impact.
Our media specialists worked with local contacts
for cost eﬃcient tried-and-tested op�ons, paired
with some out-of-the-box media op�ons to
formulate a well-rounded strategy.

Implemen�on: Our network of print,
produc�on and media contacts are an
extension of our business. Once our
Consultants and Graphic Design team had
ﬁnalised the crea�ve, we worked with our
suppliers to produce high-quality materials
and media, on-�me and on-budget.

Repor�ng: We monitored and analysed
the success of the campaign throughout
the in-market phases. By interpre�ng and
ac�ng on the market’s recep�veness to the
messages, we saw fantas�c ROI that we
reported back to the client at checkpoints
along the campaign life-cycle.

The Strategy: A fully-integrated campaign in the form of a 90-day ac�on plan was developed, with
the ability to speak to business owners frequently throughout their day via various touch points.
Understanding that business owners may not have �me to consider reviewing their own business solu�ons
while they were actually at work, we had to ensure that our key message was reaching them mul�ple �mes
throughout the day, especially in loca�ons where they’d be most recep�ve to it.
Adop�ng succinct, solu�on-orientated messaging, the following media channels were used to primarily
build awareness of the Business Centre’s oﬀering before introducing key products. Addi�onally, free
consulta�ons and demonstra�ons were made available to further en�ce customer interac�on with
the Business Centre.
• TV commercials with 30-second introduc�on/value proposi�on messages and 15-second strategic
product features to help educate the target market during their down�me
• Radio commercials to connect with the target travelling to and from their workplace
• Truck adver�sing, bringing a�en�on to a moving target in traﬃc
• Unaddressed direct mail from one local business owner to another
• Business publica�on press adver�sing, focusing on key publica�ons read by business inﬂuencers
• Branded business collateral for use in-centre for a uniﬁed brand presence
• Sponsorship of regional business awards to help support the local business community
• Sales collateral, both generic and product-based, including ‘Pla�num’ versions for high-valued
customers as a post-sale add on
• Business publica�on press adver�sing, focusing on key publica�ons read by business inﬂuencers

Telstra Gold Coast TV Commercial

Truck Advertising

Platinum Pack Folder

Press Advertisements

The Results: The campaign resulted in a 30:1 return in sales to investment, a huge boost to incoming
enquiries and to this day, this Business Centre is a leader in best-prac�ce principles.

ROI of 30:1
(over $1m in
sales*)

371% upli�
in key
product
sales

For more informa�on on
how TLS Marke�ng could
help your business,
contact us today.

Needed 2
extra
front-of-house
employees
due to
increased
walk-in traﬃc

Up 1100 calls
from the
previous
quarter

Increase in
qualiﬁed
leads
walking into
centre

Con�nued
use of TV,
radio & press
adver�sing
due to ini�al
success

1300 525 678
aimee@tlsmarke�ng.com.au

tlsmarke�ng.com.au

